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About the Toolkit 

Congregations Reaching Out is designed to help your congregation and UU groups: 

 

• Discern who you are and compellingly communicate a cohesive identity online and 

in person. 

• Use social media to identify, reach, and engage with specific target audiences. 

• Create and promote outreach events and opportunities based on the needs of 

these audiences.  

 

This toolkit is comprised of three step-by-step guides: 

 1. Finding Your Target Audience 

 2. Social Media Strategy for Outreach 

 3. Planning and Promoting Great Outreach Events 

  

Together these present an outreach process of continually refining your public identity, 

sharing this through your online presence, identifying new audiences you want to reach, 

engaging with them via social media, and intentionally designing and promoting outreach-

focused events. As the need for UU values has never been greater, we must turn up our 

efforts to turn our ministries outward to our communities, helping those values reach new 

groups of people inside and outside our congregations.  

 

 

  
Determine target audiences 

“Who do we want to reach next?”  

Craft “personas” 

representing 

specific 

target audiences 

Engage with 

target audiences 

via social media 

 

 

 
Create outreach oriented events for specific target audiences 

 

Share invitations 

to these outreach 

events and promote 

via social media 

Bring online 

presence 

 in line with 

public identity 

 “Who are we?” Refine and define 

your public identity 

 

https://www.uua.org/pacific-western/beloved-community-resources/social-media
http://www.uua.org/sites/live-new.uua.org/files/audience-reaching-out.pdf
https://www.uua.org/sites/live-new.uua.org/files/events-reaching-out.pdf
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Congregations Reaching Out was developed by Carey McDonald, Executive Vice 

President of the UUA, and Rev. Sarah Gibb Millspaugh, Congregational Life Staff for the 

Pacific Western Region of the UUA, when they were both on the UUA’s Outreach Team. 

Peter Bowden of UU Planet Media consulted on the project, offering wisdom and 

expertise from his years of social media work with congregations.  

 

Several congregations field-tested an early version of this toolkit. We are grateful for their 

practical recommendations which have been incorporated into this edition.  

How to Use This Guide 

The “Congregations Reaching Out” Toolkit’s three guides may be used together (in any 

order) to support your outreach process with a cohesive strategy. They can also serve as 

spot reference guides to inform your social media, event planning, and related outreach 

efforts. 

 

This guide, Social Media Strategy for Outreach, focuses on these aspects of the process. 

• Refining and defining your public identity 

• Bringing your online presence in line with public identity 

• Using top social media platforms for outreach 
 

This guide’s companion resources are: 

 

Finding Your Target Audience   

• Determining target audiences  

• Crafting “personas” representing specific target audiences  

• Engaging with target audiences via social media  

 

Planning and Promoting Great Outreach Events 

• Creating outreach-oriented events designed for specific target audiences 

• Sharing outreach event invitations and promoting via social media 

• Following up, capturing, or strengthening new relationships the events generate 

 

The complete toolkit can be found at http://www.uua.org/pacific-western. Additional 

congregational outreach resources may be found at http://www.uua.org/outreach.  

 

Get monthly tips, strategies, and other resources from the UUA Outreach and Public 

Witness Team!   

Subscribe to the UUA Outreach Revolution packet at http://bit.ly/uuaoutreach_signup. 

https://www.uua.org/pacific-western/beloved-community-resources/social-media
http://www.uua.org/offices/people/carey-mcdonald
https://www.uua.org/offices/people/sarah-gibb-millspaugh
https://uuplanet.org/peterbowden/
http://www.uua.org/sites/live-new.uua.org/files/audience-reaching-out.pdf
https://www.uua.org/sites/live-new.uua.org/files/events-reaching-out.pdf
https://www.uua.org/sites/live-new.uua.org/files/events-reaching-out.pdf
http://www.uua.org/pacific-western
http://www.uua.org/outreach
http://bit.ly/uuaoutreach_signup
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Recommended Resources 

If you are working with congregational outreach, growth, marketing or membership 

development you’ll also want to take advantage of the following related resources: 

 

● Love Reaches Out Study Guide1 offers three workshop sessions to engage your 

congregation in discovering who you are, what you do, and why it matters in your 

community.  

● UU Brand Identity Guidelines2 describe a flexible, shared approach to design, 

words, and images for communicating UU values for use by congregations as well 

as the UUA.   

                                                 
1 http://www.uua.org/sites/live-new.uua.org/files/love_reaches_out_study_guide.pdf 
2 http://www.uua.org/sites/live-new.uua.org/files/uu_brand_identity_guidelines.pdf 

http://www.uua.org/sites/live-new.uua.org/files/love_reaches_out_study_guide.pdf
http://www.uua.org/sites/live-new.uua.org/files/uu_brand_identity_guidelines.pdf
http://www.uua.org/sites/live-new.uua.org/files/love_reaches_out_study_guide.pdf
http://www.uua.org/sites/live-new.uua.org/files/uu_brand_identity_guidelines.pdf


 

Congregations Reaching Out – Social Media Strategy for Outreach 5 

 

Introduction 

Since the mid 2000s, social media has radically transformed the way people learn, connect, 

entertain ourselves, and make important life decisions. Unitarian Universalists seeking to 

expand outreach, reach new audiences, and grow their congregations must understand 

how to use social media effectively.  

 

The Pew Research Center reported in 2017 that approximately seven in ten Americans use 

social media3 with 77% of Americans owning a smartphone4. Social media use and social 

media use “on the go” are the new norm. 

 

Social media offers congregations and faith-oriented groups amazing opportunities for 

increasing visibility, creating connections, and having a greater impact in their communities. 

It has democratized our communications, making it possible for new voices to be heard. 

But too often, we don’t use the tools of social media as strategically as we could. 

 

Many congregations already use social media to deepen connections with existing 

members and to support the faith community’s gatherings, programs, and initiatives. To use 

social media effectively for outreach, we need to be more strategic. We need to use social 

media the way it’s meant to be used: to be social, to build and strengthen relationships, and 

to communicate how we can be of service. 

 

To be successful in using social media to reach out and to build new relationships, it is 

important to know who you are as a faith community. It is this identity, your brand, that you 

will show and tell on your website and in your social media interactions. This document will 

guide you through the process of strengthening your online identity and offers 

recommendations for using top social media platforms for outreach.  

 

Effective social media outreach doesn’t stop at showing the world who you are, it builds 

new relationships and invites people into the heart of congregational life. We recommend 

doing this through intentionally designed outreach events. As you work to strengthen and 

expand your online presence, we encourage you to utilize this guide’s companion 

resources, Finding Your Target Audience and Planning and Promoting Great 

Outreach Events. 

 

Unitarian Universalists are doing wonderful, life-changing ministry in our congregations and 

faith communities. We hope these resources will help you let your light shine!  

                                                 
3 http://www.pewinternet.org/fact-sheet/social-media/ 
4 http://www.pewinternet.org/fact-sheet/mobile/ 

http://www.pewinternet.org/fact-sheet/social-media/
http://www.pewinternet.org/fact-sheet/social-media/
http://www.pewinternet.org/fact-sheet/mobile/
http://www.uua.org/sites/live-new.uua.org/files/audience-reaching-out.pdf
https://www.uua.org/sites/live-new.uua.org/files/events-reaching-out.pdf
https://www.uua.org/sites/live-new.uua.org/files/events-reaching-out.pdf
http://www.pewinternet.org/fact-sheet/social-media/
http://www.pewinternet.org/fact-sheet/mobile/
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How Do You Show Up? 

To start, look at how you are presently “showing up” online. How would a newcomer see 

you if they were to try and learn about and connect with your congregation online?  

 

The experience people have through interactions with your website, social media channels, 

and other places you show up, such as on maps and online reviews, shapes their 

perception of who you are. This online identity is what people online will use to determine if 

they want to learn more about you, respond to event and other invitations, and consider 

becoming a member. 

 

Today, people assume your online identity accurately reflects the reality of who you are as 

a faith community. People make snap judgments as to who you are and how they will relate 

with you. To be successful in your outreach efforts, your congregation’s online identity 

needs to speak to the specific audiences you are trying to reach. 

 

For this reason, we recommend reviewing your online presence using personas 

representing your target audiences.  

 

Use personas to focus your review  
 

Seeing your online presence with fresh eyes isn’t easy, especially if you are one of the 

people managing it day after day. To help, try looking at your website, social media, and 

other listings for your congregation online from the perspective of specific target audiences.   

 

The Toolkit’s Finding Your Target Audience guide describes in detail how to role play 

using “personas,” individual, fictional characters with traits representing potential target 

audiences. It offers pre-made personas for common target audiences as well as a persona 

development worksheet to help you develop a persona for any new target audience your 

congregation may identify. (If you are already working with Finding Your Target Audience 

and have selected a specific target audience, work with the persona for that audience.)  

 

Conduct an informal audit of your online presence 
 

For each target audience you have identified for outreach, conduct an informal audit of your 

online presence from the corresponding persona’s perspective.  

 

For example, if you want to reach out to interfaith families, conduct an informal audit of your 

online presence from the Finding Your Target Audience guide’s “Persona #1 – Tricia.” 

 

Start by reading the description of the persona. Do your best to take on Tricia’s identity! 

What are her hopes, wants, and needs driving connection with your congregation? What do 

you think she will be seeking from her engagement with your congregation online? 

http://www.uua.org/sites/live-new.uua.org/files/audience-reaching-out.pdf
http://www.uua.org/sites/live-new.uua.org/files/audience-reaching-out.pdf
http://www.uua.org/sites/live-new.uua.org/files/audience-reaching-out.pdf
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Remember, you should have spent some time learning about and listening to people like 

Tricia in building your persona, so you can think of this review as building your empathy for 

Tricia’s experience.  

 

Decide how the persona you are using found out about your congregation. Did a friend tell 

them about you? Did they see a promoted post on Facebook? Did they attend a wedding, 

funeral or child dedication? Did they hear your minister or other religious professional 

speak at a rally?   

 

From there, follow the next steps you think they’d take to learn more. In many cases this 

will land them on your congregation’s website or primary social media channels. Click 

through your social media, website, newsletter and other channels in the way you would 

expect Tricia to do so, bringing her fresh perspective as much as you can.  

 

It is worth noting that while the primary focus of this guide is on social media, your website 

is of critical importance. You should assume every potential visitor will explore it before they 

decide they will attend a worship service, program, or outreach event. An outdated, 

unattractive, or otherwise unappealing website will undermine your outreach efforts. There 

is a way to update your congregation’s website without the hard work of audience study 

and design testing—check out the UUA WordPress Theme for congregations.  

 

It is better to focus your audit on a couple of social media platforms that you know you can 

do well. This exercise is just a way to assess where you already are with social media, so 

that you can find your starting point. Your congregation does not need to have an account 

on every social media platform.  

 

Looking with your persona’s fresh perspective, what do you notice? What emotions arise as 

you click through and interact? What does your congregation look and feel like if you’re 

someone encountering the congregation for the first time in this way? Is the online 

presence you discover connecting with you—that is, with Tricia? 

 
Once you have audited your online presence as a target audience persona, you’ll begin to 

think more strategically, aligning your social media presence with your goals for outreach 

and engaging new people. Remember, these things matter. If you have a bad review as 

one of your two Google reviews, or a low star rating on Yelp, it can make a big difference to 

someone’s first impression of you.  

 

Continue the audit of your online presence 
Start with a Google Search. Try searching Google for “UU” and your locality. Then try using 

“Unitarian” and “Unitarian Universalist” instead of UU.  Do you get different results? You 

can see which of the terms UU, Unitarian, Unitarian Universalist, and Unitarian 

Universalism people use in your location using Google Trends.5 

 

                                                 
5 http://tinyurl.com/uugoogletrends 

https://www.uua.org/communications/websites/wordpress-theme
http://tinyurl.com/uugoogletrends
http://tinyurl.com/uugoogletrends
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Then look at each of the following: 

● Your Website’s Homepage 
● Facebook 
● Twitter 
● Tumblr 
● Instagram 
● YouTube 
● LinkedIn 
● Pinterest 
● Google Plus 
● Google Maps and smartphone map search results 
● Google reviews 
● Yelp reviews 
● Wikipedia 

 
Search on each platform and see what comes up, whether or not you have an account. 

You may find some mentions in places you didn’t expect. Take notes of your impressions 

as you go. 

 

Below you’ll find tips and advice for reaching new audiences with the power of social 
media.  

Facebook 

Establish Your Presence 

If you are going to have an organizational page on one social media 

platform, make it Facebook. It is by far the most popular platform, with 

nearly all users of social media having a Facebook account. Using 

Facebook wisely enables us to reach highly specific audiences and build 

relationships with them—relationships that turn people into Unitarian 

Universalists. Your current members’ friends have always been one of 

your most promising audiences for outreach, and Facebook amplifies 

your ability to engage with them directly. Read on for strategy and 

tactics! But first, some basics: 

 

Does your congregation have a Facebook page that you control? If you do, you’re off to a 

great start. If you don’t have a Facebook page, Facebook for Nonprofits offers this step-by-

step guide for establishing a page.6 

 

If aren’t sure whether you have your own Facebook page, search on Facebook for your 

congregation’s name. It’s possible that Facebook made a page for you: Facebook 

generates pages for organizations when people list them as an employer or when they 

“check in” to the congregation with a location status update. These automatically generated 

                                                 
6 https://nonprofits.fb.com/topic/create-a-page/ 

https://nonprofits.fb.com/topic/set-up-a-page/
https://nonprofits.fb.com/topic/set-up-a-page/
https://nonprofits.fb.com/topic/create-a-page/
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pages are not controlled by the organizations; you need go through a process with 

Facebook to claim your page.  

 

A Facebook page is not the same as a Facebook group. Your congregation may have one 

or several active groups for discussion and information exchange. A page is different: it’s 

kind of like the organizational front door on the Facebook platform. It’s an essential piece of 

outreach on social media - it’s what Facebook calls a “center of discovery” for your 

organization. 

 

Many UU congregations create Facebook groups for more informal community connection 

and news sharing. Committee leaders often love these groups because they don’t have to 

submit content for posting by the congregation’s Facebook page administrator(s). Since 

these groups tend to be filled with existing friends, leaders also get great responses to their 

posts. When this happens, leaders can start ignoring the Facebook page.  

 

But what happens if we only share our best news and opportunities with those already 

connected to our communities? The outreach potential of those items goes away. Make 

sure content and invitations of interest to newcomers makes it onto your public Facebook 

page.  

Evaluate Your Presence 

The quality of your organization’s presence on Facebook can be assessed from a variety of 

angles: attractiveness, engagement and content.  

Attractiveness 

Your Facebook presence should be attractive to people who find you for the first time. If 

your page is attractive, representing your congregation it its best (but authentic!) light, then 

it will make visitors want to learn and do more. An attractive Facebook page feels warm, 

bright, and inviting. It has images of real people who we can connect to, not empty 

buildings. It feels active and relevant, connected with what’s happening in the world and the 

community. Through its collection of posts, photos, and events, it tells a story of who you 

are, what you do, and why it matters. Looking at it from these angles, how attractive is your 

current Facebook page? 

Improve Your Visual Appeal 

When someone visits your page on Facebook, or even hovers their mouse over a post that 

originally came from your page, they see your profile photo and cover photo. Choose them 

wisely.  
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Make sure to secure permissions for any adults and children you feature in your web and 

social media outreach. See our resource "Suggested Media Permissions Policy"7 for a 

sample policy and forms. 

 

Good profile and cover photos reflect the emotional experience of your congregation, and 

give a sense of the people inside. Additionally, Facebook gives more promotion to posts 

with images and video when delivering new posts to individuals’ feeds. Posts that include 

visual media are more likely to get shared8, commented upon, and liked.  

Cover Photo 

As the Pagemodo website says, “The purpose of your Facebook cover photo is to say 

something about your brand that will hopefully make people stay on your page long enough 

to like it and become engaged with you.” Right! A picture of a building usually doesn’t do 

the trick. Choose an image that shows who you are. That’s your “brand.” 

  

Your cover photo has a huge impression on people engaging with your page for the first 

time. It is how they perceive who you are. It also reinforces your identity for returning 

visitors, friends, and members. Choose it with care. 

For example, imagine a Facebook page with a cover photo of an empty sanctuary with soft 

light shining through the window. It’s beautiful, but does it convey who you are? It looks like 

a quiet retreat space.  

 

How about, instead, a group photo with people of all ages sitting and standing in that same 

sanctuary, wearing a rainbow of colors and exuding joy and welcome? That’s an appealing 

cover photo! 

 

Your cover image should be 851 pixels wide by 315 pixels tall. Keep the action to the right 

of the cover image, so it does not conflict visually with the profile pictre (and make sure you 

leave space for for all of Facebook’s buttons that sit atop the image. Check out these 

detailed cover photo tips from Hubspot9 to design an image that’s just right for your page. 

Profile Photo 

Your profile image should be 180 by 180 pixels. For organizations, it’s usually their logo. 

Your logo can work if it’s high quality, attractive, and looks good at all the small and large 

sizes in which Facebook will display it. (The smallest is 43 by 43 pixels, as it will look in 

comments.) But not all congregations have a suitable logo! As a member congregation, you 

are welcome to use the UUA logo10 for your own. It was developed and optimized with 

social media in mind. Use a version without text, as the text will so small as to be illegible in 

many of the standard views. 

 

                                                 
7 http://www.uua.org/communications/policies/permission 
8 http://www.socialmediaexaminer.com/photos-generate-engagement-research/ 
9 https://blog.hubspot.com/marketing/facebook-cover-photos-best-practices-ht 
10 http://www.uua.org/communications/graphics 

http://www.uua.org/communications/photos/permission
http://www.socialmediaexaminer.com/photos-generate-engagement-research/
http://www.socialmediaexaminer.com/photos-generate-engagement-research/
http://blog.hubspot.com/marketing/facebook-cover-photos-best-practices-ht
http://www.uua.org/communications/art
http://www.uua.org/communications/policies/permission
http://www.socialmediaexaminer.com/photos-generate-engagement-research/
https://blog.hubspot.com/marketing/facebook-cover-photos-best-practices-ht
http://www.uua.org/communications/graphics
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Or, you may consider using a simple photo, like a lit candle or chalice, which can work at 

multiple sizes. However, these tend to feel generic, suggesting little about your 

congregation’s people and identity.  

Images 

Your page should be filled with images of your congregation: people doing things that 

reflect who you are, what you do, and why it matters. People who users can connect with 

emotionally. Visitors will browse your page’s Facebook feed as well as click into the Photos 

section to see past images. Create photo albums for events in your congregation and 

projects you’ve undertaken together. Share photos with your posts frequently, even all the 

timeI; images increase views and build engagement! See this document’s Appendix for 

guidance on images.  

 

“Shareable Images” are another engaging sort of post: They combine photos and text to 

create an impact, thereby making your message more “shareable” because Facebook 

prefers posts with images to text-only posts. Whether created to make a point, express a 

feeling, or garner a laugh, shareable images help tell the story of who you are as a 

congregation. Hubspot offers these tips for sizing images11 and Social Media Examiner 

offers great advice for shareable images that drive engagement12: #1 “Give Your Audience 

What They Want.” 

 

The Facebook pages of the UUA, Standing on the Side of Love, UU World, UUSC, UU 

Media Works, and other UU groups often publish shareable images you can use and share 

on your congregation’s page as well as your personal page. These may include prayers in 

response to current events, quotes regarding justice and injustice, and more. Further, your 

local and state partner organizations (advocacy groups, nonprofits, etc.) may produce 

excellent shareable content that you’ll want to post to the congregation’s page. 

Videos 

Videos can be an excellent tool for increasing engagement on your page, especially if they 

are videos people want to share. Facebook’s algorithms favor videos even more than 

photos, so they are super likely to be widely shared. How can you make your videos more 

share-worthy? 

● Keep them short—a couple of minutes, maximum, for a video shared directly to 

Facebook. A longer video can be published on YouTube; then, post the YouTube 

link on Facebook. 

● Share video content relevant to the lives of people who are not already engaged 

with your congregation, yet relevant enough to the people who are engaged that 

they’ll want to share it. For example, make a short video promoting a community 

service project the congregation is doing and inviting participation. 

                                                 
11 https://blog.hubspot.com/marketing/ultimate-guide-social-media-image-dimensions-infographic 
12 http://www.socialmediaexaminer.com/shareable-images/ 

http://blog.hubspot.com/marketing/ultimate-guide-social-media-image-dimensions-infographic?utm_campaign=blog-rss-emails&utm_source=hs_email&utm_medium=email&utm_content=25178560
http://www.socialmediaexaminer.com/shareable-images/
https://www.facebook.com/TheUUA
https://www.facebook.com/SideofLove/
https://www.facebook.com/uuworld/photos/
https://www.facebook.com/uusc4all/
http://www.facebook.com/UUMedia/photos/
http://www.facebook.com/UUMedia/photos/
https://blog.hubspot.com/marketing/ultimate-guide-social-media-image-dimensions-infographic
http://www.socialmediaexaminer.com/shareable-images/
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● Choose an attractive, intriguing screenshot. A screenshot is the photo that gets 

displayed when the video isn’t playing. Usually it’s a frame in the video. On both 

YouTube or and Facebook, the screenshot is the “draw” for people to click and 

watch. 

 

Read Peter Bowden’s tips for video13 making and sharing, tips for sharing videos on 

Facebook14 from Convince and Convert, and Reel SEO’s How to Get the Most YouTube 

Video Views via Facebook15. 

Engagement 

It’s easy to see how many “likes” and “shares” your posts, videos, and photo albums are 

getting. These are basic indicators of how engaged users are with your material. But 

there’s more: If you’re logged into your Facebook page as someone with administrative 

privileges, you can see how people are engaging with your material on your page and 

beyond. You can see how many have been exposed to the content (reach), how many 

people have interacted with it (engagement), and how many people clicked on your 

organization’s website from the link in your page. Facebook offers reach and engagement 

statistics for individual posts as well as for all posts during a time period. Their Page 

Insights interface16 offers detailed statistics and analysis that you can put to good use.  

 

Looking at how much engagement you are generating, are you surprised? Delighted? 

Disappointed? Which of your past posts have generated the most engagement? What can 

you learn from that? 

 

Engagement matters. Facebook notes content that doesn’t engage people and takes this 

into account when feeding posts to people’s own timelines (“organic reach“). If you share 

content that, day after day, people don't like, comment on, or share, Facebook will stop 

showing your congregation's posts to them… and engagement will drop even lower. And, 

each year, Facebook shifts emphasis to personal and person-based profiles, away from 

organization’s pages. It is expected that soon, without shares, likes, or engagement (or 

paid promotion), your congregation’s page will have zero organic reach.  

Content 

How do you create content that your followers want to engage with and share? People find 

you and come to “like” your page for a few reasons. Perhaps they’re checking out your 

congregation and want to learn more about you by liking you. Or they’ve clicked on your 

page because they’ve seen and interacted with your content. Or, they find you because you 

reached out to them in a targeted way (some forms of which cost money.) 

                                                 
13 https://uuplanet.org/video/ 
14 http://www.convinceandconvert.com/social-media-strategy/facebook-video/ 
15 http://www.reelseo.com/youtube-views-via-facebook/ 
16 https://nonprofits.fb.com/topic/page-insights/   

https://uuplanet.org/video/
http://www.convinceandconvert.com/social-media-strategy/facebook-video/
http://www.convinceandconvert.com/social-media-strategy/facebook-video/
http://www.reelseo.com/youtube-views-via-facebook/
http://www.reelseo.com/youtube-views-via-facebook/
https://nonprofits.fb.com/topic/page-insights/
https://nonprofits.fb.com/topic/page-insights/
https://uuplanet.org/video/
http://www.convinceandconvert.com/social-media-strategy/facebook-video/
http://www.reelseo.com/youtube-views-via-facebook/
https://nonprofits.fb.com/topic/page-insights/
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Development   

As an organization with limited resources, you want to make the most of no-cost ways to 

reach your target audience. Good content is the key. Any funds you spend on ads, 

sponsored posts, and promoted content will be better spent if you are already using free 

tools to their fullest. 

 

Great content is absolutely essential to reaching your audience. It can be funny, timely, 

original, creative, artistic, edgy, personal, moving or surprising, as long as it’s not passive 

and generic! Content created by congregations and similar small nonprofits often includes 

blog posts, public letters or statements, downloadable posters or images, short videos, 

podcasts, and anything else multimedia. It takes time and energy to develop great content, 

but it is the currency of social media. A few pieces of engaging content each season will be 

a huge boost to your social media reach.  

 

Here are some approaches to developing great content: 

● Create content that people who like your page are motivated to share. What 

motivates people to share an organization’s content? We share when we feel strong 

emotions, such as:  

○ proud of what the organization is doing,  

○ outraged (along with the organization) by what’s happening in the world, or  

○ moved by the organization’s event or story.  

People like to laugh and make others laugh, and when we cry, we do not like to be 

alone. We like to show empathy and sympathy and solidarity; we like to 

commiserate online. Social media users will share timely posts, posts that speak to 

the moment in our personal, professional, and civic lives.  

● Follow the conversation. Social media moves in currents, so riding the currents is a 

great path to engagement. What are people talking about already? What’s your 

unique take on the most recent headlines, globally or locally? What would someone 

who embodies your values do or say in response to a major event? This is 

especially effective if you can post quickly when a news story breaks (same day). 

Use #hashtags to stay on top of the conversational trends (see Twitter section 

below). On your newsfeeds Facebook and Twitter will both show you what topics 

are trending. 

● Use tags. When a post involves your people or organizational partners, tag them, so 

their friends and followers will see their relationship with you. 

● Ask for the share. Encourage sharing with statements like “Share if you agree!” or 

“Help us spread the word by sharing.” 

 

Tip: The easiest content for most congregations to share is service announcements, 

program announcements, events, or third party content (e.g. a news article). These are 

good, but not sufficient, content items. To improve your Facebook presence, you will need 

to build engagement and unique content that uses the suggestions outlined in this 

document.  
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Reach Out on Facebook 

Social media is first and foremost about being social. Yet too many of our UU organizations 

treat our Facebook pages like a bulletin board! Yes, they are great tools for spreading the 

word. But they are even better tools for building relationships. The building of relationships 

goes two ways: 

● You can help your content reach prospective Unitarian Universalists, and 

● You can help prospective Unitarian Universalists find your content and engage with 

your page. 

Finding the people who already like UUism (without paying) 

Current UUs, plus people who have already indicated they like some aspects of UUism, are 

your page’s base. Before actively seeking to connect with prospective UUs, find the people 

near you who already like us in some way. You must be an administrator of a page to use 

the Facebook invite, message or suggest functions, and in general must be friends 

(through your personal account) with people you want to contact. 

● Invite your UU-friendly Facebook friends to like your congregation’s page (the Invite 

Friends function is under the “...” button on your page’s cover photo).  

● Upload your email contact list to Facebook, and suggest your page to all your email 

contacts for them to like (the Suggest Page function is under the “...” button on your 

page’s cover photo). 

● Encourage the people who already like the congregation’s page to invite their 

friends to like the page. (You can do this verbally or online.) Do this regularly!  

Paid tools for finding your audience 

Paid promotion can take your Facebook reach to the next level. Combined with the 

strategies described above, even a small amount of money can connect you with exactly 

who you’re trying to reach. Congregations have found that a little bit can go a long way, as 

the UU Church of Kent, OH recently experienced with their Music Sunday. Rev. Melissa 

Carvill-Ziemer reports: 

 

Our annual Music Sunday is always a big draw, but for a few years it had been 

standing room only so we hadn’t really advertised it beyond our congregation. This 

year we added a third service, encouraged people to invite their friends, and 

advertised in the local paper and on Facebook. On Facebook we created the post 

early in the week before the services (Tuesday morning) and then later that 

afternoon, when it had started to get some likes, we paid $10 to boost the post. 

When you boost, you get to choose your target audience and we chose “friends of 

the page” and “friends of friends.” We also encouraged our members to share the 

Facebook post.  

  

The analytics tell us that the post reached nearly 3,700 people, 283 of them clicked 

on the link, and 212 took some kind of action like commenting or sharing. We were 
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really happy with the exposure and the turnout to the Music Sunday services was 

fantastic. We had about 275 people attend the three services, which is basically a 

full sanctuary increase (around 90 people feels full) over our typical attendance at 

two services. For our advertising dollar, it seemed very worthwhile.  

 

Facebook has three kinds of paid tools, each of which can put your content on the screens 

of people with specific interests. You can target any of the audiences above, or people with 

particular interests. We recommend keeping your target audience local; page likes from 

beyond your area can drive down your engagement rate. (Because non-local fans are less 

likely to engage with content about local events and services.) 

● Page Promotion17: You can promote your Facebook page to particular audiences, 

so it appears as an ad on users’ Facebook homepages.  

● Ads18: Facebook ad designs are rather simple: an image and a short sentence to 

grab people’s attention and encourage them to visit and like your page.  

○ Facebook’s guidance for creating an ad19 with images and text. 

○ Great advice from AdEspresso20 on targeting, testing, and designing your 

ads. 

● Boosted posts21: You can pay to increase the visibility of particular posts in the 

newsfeeds of particular audiences. For example, if you’ve posted about an 

upcoming music event, you can have the post appear on the homepage of people 

who like that kind of music in your area.  

Facebook also helps you track who’s responding22 to your ads by placing a custom pixel on 

your website. You can then create ads and sponsored posts to target your recent visitors. 

The best strategy is like Kent’s, above: combining people-power and free promotion with 

paid promotion. Your current friends and followers are a powerful asset for generating 

engagement, and their help will take any paid strategy a lot further. Engage your people 

before you engage your wallet, and your dollars will be better spent. 

Twitter 

Why use Twitter? Twitter reaches a younger, more diverse crowd 

than Facebook. Its more public nature and culture of following help an 

organization find and engage with followers. If you value your 

congregation’s ministry as a public ministry, consider Twitter. 

 

Twitter is highly social and very time-specific. It’s a great tool for 

public events, such as Pride Parades, protests, and community 

                                                 
17 https://www.facebook.com/business/help/294671953976994 
18 https://nonprofits.fb.com/topic/ads/ 
19 https://www.facebook.com/business/help/388369961318508 
20 https://adespresso.com/academy/blog/9-tips-perfect-facebook-ad-design/ 
21 https://www.facebook.com/business/a/boost-a-post 
22 https://www.facebook.com/business/help/449542958510885/ 

https://www.facebook.com/business/help/294671953976994
https://nonprofits.fb.com/topic/ads/
https://www.facebook.com/business/help/388369961318508
https://adespresso.com/academy/blog/9-tips-perfect-facebook-ad-design/
https://www.facebook.com/business/a/boost-a-post
https://www.facebook.com/business/help/449542958510885/
https://www.facebook.com/business/help/294671953976994
https://nonprofits.fb.com/topic/ads/
https://www.facebook.com/business/help/388369961318508
https://adespresso.com/academy/blog/9-tips-perfect-facebook-ad-design/
https://www.facebook.com/business/a/boost-a-post
https://www.facebook.com/business/help/449542958510885/
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events and for highlighting clergy or congregational participation. If you want to have real-

time conversations with people in your community, Twitter may be the best way to do it. 

The blog at 4aGoodCause.com explains it this way: 

 

While Twitter may seem similar to Facebook, people use the two very differently. 
Facebook is a much more personal social channel. People tend to associate with 
closer connections—family, friends, organizations they are passionate about or 
work for. Organizations on Facebook are usually engaging with people already 
committed to their cause, which means Facebook is the perfect place for fostering 
donor loyalty and soliciting donations. 

People consider Twitter to be more of a networking platform; it is where people 
learn about new businesses and organizations. A follow on Twitter is viewed as less 
of a commitment than a “like” on Facebook so people are willing to follow 
organizations that look interesting. They will also mention organizations and retweet 
posts from organizations not because they are involved with them, but simply 
because they appreciate the content. For these reasons, Twitter is great for building 
brand awareness and making new connections. 

“Brand awareness” means building the community’s awareness of who you are, what you 
do, and why it matters. The community beyond your congregation is likely more likely to 
follow your tweets than they are to “like” you on Facebook; the bar is lower. However, the 
chances that followers see your content are lower as well, unless you engage in paid 
advertising.  

For an example of a congregation that uses Twitter to its fullest, check out the presence of 
Middle Collegiate Church in New York, NY: @middlechurch. 

#Hashtags 

Hashtags are a crucial form of linkage and communication on Twitter. They are what 

creates conversation; what makes your tweets visible far beyond your followers. No matter 

how many people are following your Twitter account, if your tweet includes a hashtag, such 

as #BlackLivesMatter or #UUAGA, when this hashtag is clicked, it will pull up every tweet 

on Earth including that tag.   

 

If your event is addressing an issue related particular to your local community, tweet about 

it with a hashtag, for example, #Boston or #CambMA. Speaking to a social issue actively 

being discussed? There will be a hashtag for that.  

 

Even more powerful, imagine if hashtags were included every time a UU congregation 

tweeted a link to a sermon video or podcast the related topic. This would bring these tweets 

to the attention of everyone on Earth who follows the associated hashtags.   

 

http://www.4agoodcause.com/blog/article-why-nonprofits-should-use-twitter.aspx
https://twitter.com/middlechurch
https://twitter.com/hashtag/BlackLivesMatter
https://twitter.com/hashtag/uuaga
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Sharing a talk related to Buddhism? Tweet it with the tag #Buddhism and #mindfulness. 

And so on with other service themes: #Grief #Love #MarriageEquality #Gender 

#ClimateJustice #BlackLivesMatter.  

 

Tags are highly contextual, however, and some hashtags are much more popular than 

others. Should you choose #ImmigrationJustice? #Justice4Immigrants? #Immigration and 

#Justice? A little research will put you in a good position to get your posts seen.  

● See How to research your hashtags in advance on hashtagify.me. Sites like 

hashtagify.me show you what are the most popular tags related to your subject.  

● Look at trending hashtags on Twitter; search a hashtag to see what’s there.  

● Do your best to understand the context. Who’s using the tag? What meanings are 

they giving to it? DiGiorno Pizza made a very public, hurtful mistake in 2014 when it 

used a tag about domestic violence (#WhyIStayed) to sell pizza.23 Another example: 

the hashtag #fail usually refers to non-tragic failures, so calling a tragedy a #fail 

could seem trivializing, even if it was a serious failure on someone’s part. 

● Curious about the hashtags Unitarian Universalists are using? Explore the UU 

Hashtag Directory at uuplanet.org/hashtags. Created by the UU Social Media Lab, 

this directory lists popular UU hashtags, including previously used hashtags and 

featured hashtags during major events such as UUA General Assembly 

conferences.      

 

In addition to tweeting comments, you can tweet links to all kinds of content you create and 

post online, e.g., on your website or YouTube channel: podcasts, videos, sermons, 

columns, op-eds, events, and more. Include relevant hashtags plus some words that will 

inspire someone to click on the link and see the content. 

Evaluate or Establish Your Twitter Presence 

Decide whether or not to use Twitter. Is it something you can maintain? Do you have a 

volunteer team or staff members who can stay engaged with it on a regular basis? What 

need would it fill, or audience would it reach, who you’re not reaching in other ways? 

 

If you don’t have an organizational Twitter account, follow this guide to plan and set up24 

your account. Even if you aren’t ready to use Twitter now, it is worth setting up the account 

to hold your username.  

If you do have an account, evaluate your presence in terms of: 

● Engagement: Check out your Twitter analytics25. What do the statistics tell you? 

How many tweets have you made? How many followers? How many following? 

                                                 
23 http://time.com/3308861/digiorno-social-media-pizza/ 
24 http://www.johnny-pixel.com/avm/twitter_for_organizations.php 
25 https://analytics.twitter.com/ 

http://www.meronbareket.com/a-quick-guide-to-using-hashtagify-to-find-what-twitter-hashtags-you-should-be-using/
http://hashtagify.me/
http://time.com/3308861/digiorno-social-media-pizza/
http://uuplanet.org/hashtags
https://analytics.twitter.com/
http://time.com/3308861/digiorno-social-media-pizza/
http://www.johnny-pixel.com/avm/twitter_for_organizations.php
https://analytics.twitter.com/


 

Congregations Reaching Out – Social Media Strategy for Outreach 18 

 

How often are your tweets favorited or retweeted? How often do you retweet others’ 

content? How often do you tag other people or organizations in your posts? Can 

you observe patterns in when engagement has been low, or high? Engagement is 

the biggest measure of success in Twitter.  

● Attractiveness: What do your cover photo and profile photo say about your 

congregation? Are they warm and inviting? Profile photos are often logos. Cover 

photos are best when they tell a story about the people in your community, showing 

you doing something meaningful. 

● Showing who you are: Do your tweets reflect who you are as a congregation? How 

well do they show your values, your relationships with other organizations, your 

welcome to people of diverse backgrounds, beliefs, sexual orientations, and 

genders? 

● What kind of “voice” do you have? Does it convey your congregation’s welcome and 

positive values? It’s easy to sound partisan or reactionary on Twitter. Make sure 

your engagement speaks well for our faith by embodying UU Principles and values. 

Boost Your Presence and Engagement 

The best way to boost your presence is to be present. Check in on Twitter at least a couple 

of times a week—ideally, several times a day—and tweet regularly. Your success on 

Twitter is not just about what you send out, it’s how you engage with other people’s tweets. 

Are you retweeting? Using hashtags to participate in conversations? Are you responding 

when people directly tweet you? Follow the “Robin’s 10 Twitter Rules” in this guide’s 

Appendix article to learn how to be an active nonprofit presence on Twitter. 

Reach Your Target Audiences 

Your target audience is fairly easy to find on Twitter. Follow people in your target audience; 

follow people who your target audience follows. Many Twitter users notice when someone 

starts following them, and they follow back. Find people to follow these ways: 

● By looking at your own followers: Unless they’re accounts run by spammers, trolls, 

or purely commercial interests, follow them back! 

● By looking at other people’s followers: Follower lists are public on Twitter, so you 

can go to a person’s or a similar organization’s Twitter page, click on their list of 

followers, and click “follow” on all the followers you want to connect with.  

● By following your neighboring UU congregations and their clergy/staff and entering 

into conversations with them and their followers. 

● With local searches on terms: 

○ If you’re logged into Twitter via a website rather than an app, you can search 

on terms people have used in their tweets. Try searching on UU, Unitarian 

Universalist, etc. 
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○ On the results page, look for the More Options menu below the top blue bar. 

There you can de-select “From Everywhere” and choose “Near You.”  

○ You’ll then see a list of people Tweeting on that hashtag near you. You can 

click on their profiles and start following them.  

● With local searches on hashtags:  

● On the Twitter website or in the app, search for a 

hashtag related to UU values. For example: 

#BlackLivesMatter 

● On the Twitter website results page, look for the 

Search Filters menu below the top blue bar. 

● On the app, look for the options icon to the right of 

the search field.  

● Change the setting from “From Everywhere” to 

“Near You.”  

● You’ll then see a list of people Tweeting on that 

hashtag near you. You can click on their profiles 

and start following them.  

● Use the hashtags and enter the conversation! 

Use Paid Tools to Target Strategic Audiences 

● Twitter Cards26 come in many varieties. Some allow you to create images that link 

directly to your website, audio, or video. Some cards include a “follow” button. 

● See Twitter’s advice on audience targeting27. 

Other Social Media Platforms  

Blogs as Social Media 

A blog can be an excellent way to create conversation, build relationships, and generate 

shareable content for other social media platforms.  

 

Whether the blog belongs to your congregation, minister, religious educator, youth group, 

or social justice team, or even to the UUA (list of UUA blogs28), the blog post is a long-form 

tool for communicating who you are, what you do, and why it matters. You can use a blog 

strategically to build connections and reach targeted audiences.  

 

  

                                                 
26 https://developer.twitter.com/en/docs/tweets/optimize-with-cards/guides/getting-started   
27 https://business.twitter.com/en/targeting.html 
28 http://www.uua.org/communications/blogs/uua-list 

https://twitter.com/hashtag/BlackLivesMatter
https://dev.twitter.com/cards/overview
https://business.twitter.com/solutions/targeting
http://www.uua.org/communications/blogs/uua-list
https://developer.twitter.com/en/docs/tweets/optimize-with-cards/guides/getting-started
https://business.twitter.com/en/targeting.html
http://www.uua.org/communications/blogs/uua-list
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Tips for making the most of blogs: 

 

● Consider hosting your blog on your congregation’s website. This drives traffic 

to your site. If someone loves what your minister wrote, over on her separate blog, 

they won’t necessarily associate her with or research your congregation. It’s also 

the case that if your bloggers do not post regularly, their blog embedded in a larger 

website doesn’t look so lonely and untended as a stand-alone blog does. 

○ If your website has a blog function or plug-in (as the UUA Theme29 does), 

use that.  

○ Another option, if your congregation’s website can’t support a blog, is 

starting a self-hosted blog with WordPress.org30. 

 

● Make blog posts relevant. As you are targeting different groups for outreach, 

blogs give you an excellent way to offer content that is relevant to their lives. For 

example, “Top Ten Interfaith Family Tips for Surviving the Holidays,” “What to Do 

When Your Kid Tells You They’re Queer,” or “The Spirituality that Inspired Three 

#BlackXMas Activists to Disrupt the Mall of America.” 

 

● Make blog posts local and timely. What local current events and situations need 

a UU voice? Perhaps it’s a transgender non-discrimination ordinance the city is 

considering. Perhaps it’s anti-Semitic graffiti at a school, or ICE raids on migrants, 

or a so-called “religious freedom” bill in the state legislature. An original blog post 

about what’s happening right around you, and how our UU values relate, can both 

attract and inspire readers in your target audiences. 

 

Peter Bowden advises: “Blog posts with an outreach focus can range from 

being a paragraph or two sharing a reaction to a breaking issue, sharing 

initial thoughts in advance of a service—maybe why an issue is important 

and the focus of a service—or sharing a book, article or video that inspired a 

service. Consider sharing a post about an issue in advance of the service 

with content of value to a larger online audience, but inviting people to 

attend the service as well.” 

● Additional tips: Hubspot offers advice about what makes users more inclined to 

share blogs with Anatomy of a Shareable Blog Post31, and Social Triggers 

describes the Perfect Blog Post. 

                                                 
29 http://uuatheme.org/ 
30 https://michaelhyatt.com/ez-wordpress-setup.html 
31 https://blog.hubspot.com/marketing/seo-social-media-study 

http://uuatheme.org/
http://michaelhyatt.com/ez-wordpress-setup.html
http://blog.hubspot.com/marketing/seo-social-media-study?utm_campaign=blog-rss-emails&utm_source=hs_email&utm_medium=email&utm_content=22071852
http://socialtriggers.com/perfect-blog-post/
http://uuatheme.org/
https://michaelhyatt.com/ez-wordpress-setup.html
https://blog.hubspot.com/marketing/seo-social-media-study
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YouTube 

Online videos, at their best, give users the ability to experience 

your congregation without being there. YouTube channels offer 

organizations a great tool for sharing their own videos as well as 

collecting videos produced by others (“curating”). If you regularly 

produce videos, or even if you have just a handful scattered 

around the Internet, you may wish to gather them into a YouTube 

channel with your congregation’s name. 

 

The number one search engine used by children and tweens, YouTube is accessed 

regularly by broad swaths of the US population. Many congregations have their own 

YouTube presence. Check out All Souls in Tulsa32 or First Unitarian in Dallas33 to see what 

it looks like when a congregation regularly produces their own videos. Check out Family 

Quest34 from the Church of the Larger Fellowship to see what a curated UU YouTube 

channel looks like. 

 

YouTube content is easily embedded in Facebook posts, tweets, and web pages. It is a 

versatile platform for getting your video content out into the world. 

 

In order to promote your video content, you need: 

● A title that includes descriptive search terms. This is how people find your content. 

For example, the title of your powerful homily on grief, “The Empty Chair” is not 

going to be findable by a grieving person unless they are already familiar with your 

sermon. Instead, call it “The Empty Chair: Grief, Loss, and the Pain of Absence.”  

● Include a short yet full description. If it’s a sermon, use the sermon description from 

your newsletter.  

● Use tags on the topic, the theme, your location, and the UU faith. These will link 

your content to other videos on the same kinds of subjects and with other UU 

videos.  

● Include a standard set of links and general information in the description including 

links to the website, Facebook page and Twitter account.  

Instagram   

Instagram is a mobile phone-centered platform owned by Facebook. 

The options it offers to organizations are more limited than Facebook 

                                                 
32 https://www.youtube.com/channel/UC2438RcidVwbk3MCmE4rJRg 
33 https://www.youtube.com/channel/UCh0nZVZpM9Fk58ZYxR1GArw 
34 https://www.youtube.com/channel/UClY4MsxMUPmzQonnjNJIlqA 

https://www.youtube.com/channel/UC2438RcidVwbk3MCmE4rJRg
https://www.youtube.com/channel/UCh0nZVZpM9Fk58ZYxR1GArw
https://www.youtube.com/channel/UClY4MsxMUPmzQonnjNJIlqA
https://www.youtube.com/channel/UClY4MsxMUPmzQonnjNJIlqA
https://www.youtube.com/channel/UC2438RcidVwbk3MCmE4rJRg
https://www.youtube.com/channel/UCh0nZVZpM9Fk58ZYxR1GArw
https://www.youtube.com/channel/UClY4MsxMUPmzQonnjNJIlqA
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or Twitter’s, but some nonprofits use it with great success. Instagram reaches different 

audiences: its user base is younger35 than Facebook and Twitter’s.   

 

Instagram is optimized for sharing photos and videos that are made with a smartphone. 

You can post other kinds of content, however it requires some workarounds.  

 

The best Instagram content for nonprofits tells a story. Fundraising experts are skeptical of 

Instagram’s ability to attract new donors, and few congregations have set up accounts. This 

wisdom for nonprofits on Instagram36 captures some of the best practices for engagement 

on this platform. 

Tumblr 

If you’re reaching out to folks under age 25, then Tumblr has 

some potential to reach them. Like Instagram, it is popular with 

younger adults. However, Tumblr is a little hard to understand37 

and finding your Tumblr audience can be challenging. Many 

users show up with pseudonyms and people’s locations aren’t 

clear.  

 

If you have someone on your team who uses Tumblr proficiently, ask them 

to give you a tour to explore the platform’s potential for your outreach. You can also check 

out the Tumblr presence of these 12 nonprofits38 as well as Skinner House Books39 and UU 

World40 Tumblr accounts to see some examples. 

SnapChat 

Nonprofit Tech for Good has some excellent suggestions41 for how 

to engage as an organization on SnapChat, a very popular image 

and messaging app.  Snapchat is used by millions of teens and 

tweens, plus an increasing number of young adults and adults. 

Should you use Snapchat? The fate of Snapchat and its value to 

our congregations isn’t clear. Just as Snapchat was positioned to 

grab a broader range of users, Instagram released “Instagram 

Stories.” According to Tech Crunch42, this copied popular Snapchat features and resulted in 

many potential users choosing to use Instagram over Snapchat.  

  

                                                 
35 http://www.socialmediaexaminer.com/reaching-millennials-with-social-media-new-research/ 
36 http://www.nptechforgood.com/2014/04/14/top-5-instagram-best-practices-for-nonprofits/ 
37 https://techcrunch.com/2013/02/18/tumblr-is-not-what-you-think/ 
38 http://www.nptechforgood.com/2015/01/19/12-must-follow-nonprofits-on-tumblr/ 
39 http://skinnerhousebooks.tumblr.com/ 
40 http://uuworld.tumblr.com/ 
41 http://www.nptechforgood.com/2016/04/11/how-to-get-your-nonprofit-started-on-snapchat/ 
42 https://techcrunch.com/2017/01/30/attack-of-the-clone/ 

http://www.socialmediaexaminer.com/reaching-millennials-with-social-media-new-research/
http://www.nptechforgood.com/2014/04/14/top-5-instagram-best-practices-for-nonprofits/
http://techcrunch.com/2013/02/18/tumblr-is-not-what-you-think/
http://www.nptechforgood.com/2015/01/19/12-must-follow-nonprofits-on-tumblr/
http://skinnerhousebooks.tumblr.com/
http://uuworld.tumblr.com/
http://uuworld.tumblr.com/
http://www.nptechforgood.com/2016/04/11/how-to-get-your-nonprofit-started-on-snapchat/
https://techcrunch.com/2017/01/30/attack-of-the-clone/
http://www.socialmediaexaminer.com/reaching-millennials-with-social-media-new-research/
http://www.nptechforgood.com/2014/04/14/top-5-instagram-best-practices-for-nonprofits/
https://techcrunch.com/2013/02/18/tumblr-is-not-what-you-think/
http://www.nptechforgood.com/2015/01/19/12-must-follow-nonprofits-on-tumblr/
http://skinnerhousebooks.tumblr.com/
http://uuworld.tumblr.com/
http://www.nptechforgood.com/2016/04/11/how-to-get-your-nonprofit-started-on-snapchat/
https://techcrunch.com/2017/01/30/attack-of-the-clone/


 

Congregations Reaching Out – Social Media Strategy for Outreach 23 

 

Snapchat is worth considering if you have a ministry that serves a younger demographic 

that matches Snapchat’s user base.  

 

The UUA’s Youth and Young Adult Office uses its Snapchat account to share updates, 

especially during large events, with positive results. Follow on Snapchat (using the app) at 

UUAYaYA  or scan the Snapcode to the right. You can read more in their post, SnapChat 

Younger Folks Into Your Congregation.43 

Social Media Tactics: Roles, Responsibilities, 

Calendar 

Organizations that are “upping their game” with social media do well to have some tactics 

and policies in place. These not only ensure that your presence will stay consistent, they 

will also protect the organization and the people involved. 

 

Roles and Responsibilities. Designate who has editorial control over your social media 

accounts both day-to-day and in a crisis. The team of people who seek content, develop 

content, post content, and respond to comments and requests ought to have clear roles but 

enough flexibility that anyone on the team can act with authority to address an immediate 

need. 

 

Editorial Calendar. You may find it helpful to designate certain days of the week to post 

different kinds of content, check particular accounts, measure engagement, or reach new 

users. Keep your calendar flexible so you can respond to current events, congregational 

tragedies, and more. A post that seems out of touch with the day’s prevailing feelings can 

alienate your audience. (To stay in touch with the day’s prevailing feelings, check what your 

followers are saying, doing, and sharing on social media and see what hashtags or topics 

are trending.) 

 

Congregations can be well served by creating a basic weekly schedule. Peter Bowden 

recommends that congregations follow a clear content production cycle built around 

Sunday services and publishing related content (text, video, audio) on social media. In his 

workshops for clergy, he teaches them to tell the story of every Sunday service. The story 

includes the following, some posted by the minister, others by a volunteer or staff page 

administrator: 

 

● sharing, early in the week, the topic for the upcoming service  

● sharing what inspired the service (Why are we focusing on this topic?) 

● sharing one or more articles, videos, books related to the topic that the speaker will 

drawing from  

● sharing a photo and quote, original or found elsewhere, related to the theme 

                                                 
43 http://blueboat.blogs.uua.org/2016/05/16/snapchat-younger-folks-into-your-congregation/ 

http://blueboat.blogs.uua.org/2016/05/16/snapchat-younger-folks-into-your-congregation/
http://blueboat.blogs.uua.org/2016/05/16/snapchat-younger-folks-into-your-congregation/
http://blueboat.blogs.uua.org/2016/05/16/snapchat-younger-folks-into-your-congregation/
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● inviting people to the Sunday service with a page post 

● encouraging people to invite friends who are interested in or are facing issues 

related to the theme 

● sharing the opportunities for newcomers on Sundays: "If you are still getting to know 

us or will be joining us for the first time this week, please take advantage of these 

OPPORTUNITIES on Sunday. And please let us know if you have any questions. 

You may comment here or message the page."  

● sharing the key take-away message from the Sunday service with a shareable 

image. 

 

Policies. Rev. Michelle Collins, a Unitarian Universalist minister, has curated several 

resources for Unitarian Universalist congregations on her website44:  

● The Nonprofit Social Media Policy Workbook45  

● Policy Tool™ for Social Media policy generator tool46  

● UU Planet’s example of the UU Congregation of Atlanta’s 2012 social media 

policy47 

 

Conclusion 

The foundation of successful outreach is starting and growing new relationships. This is 

true whether you reach out via social media, other forms of communication, or face-to-face 

events. Through our outreach we show up, clearly express who we are, build relationships, 

and make our offerings accessible to those who need them most.    

 

We know from research that people connect with Unitarian Universalist communities to 

meet a spiritual need for themselves, their children, or perhaps a partner. These needs are 

not going away!  Since the 2016 Presidential election, people have been attending our 

congregations in record numbers. There has never been a time when your congregation 

has been needed more. 

 

We hope this guide helps you strengthen your congregation’s online presence, take your 

social media to a new level, and engage with new audiences! To meet the opportunities 

inherent in this time in the United States and our larger world, we are going to need to 

unlock our creativity. Help us experiment and learn together. As you try new tools and 

strategies, please share your learning by dropping a note to the UUA via 

smillspaugh@uua.org and outreach@uua.org.   

  

                                                 
44 http://uusocialmedia.weebly.com/ 
45 http://www.idealware.org/reports/nonprofit-social-media-policy-workbook 
46 http://socialmedia.policytool.net/ 
47 https://uuplanet.org/2012/02/21/sample-social-media-policies-uuca/ 

http://uusocialmedia.weebly.com/
http://www.idealware.org/reports/nonprofit-social-media-policy-workbook
http://socialmedia.policytool.net/
https://uuplanet.org/2012/02/21/sample-social-media-policies-uuca/
https://uuplanet.org/2012/02/21/sample-social-media-policies-uuca/
mailto:smillspaugh@uua.org
mailto:outreach@uua.org
http://uusocialmedia.weebly.com/
http://www.idealware.org/reports/nonprofit-social-media-policy-workbook
http://socialmedia.policytool.net/
https://uuplanet.org/2012/02/21/sample-social-media-policies-uuca/
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Appendix 

Sources for UU Images 

Your Own Congregation 

Pictures of the people of your congregation really make your site come alive. When taking 

photos, make sure to get the formal permission of all human subjects, especially from a 

parent/guardian if subjects are minors. This release form48 is designed for congregations to 

get the proper permission for photography and videography that can appear online. 

If you don’t have just the right pictures from your congregation, recruit people with good 

digital cameras and a good eye to help you build your collection. In the meantime, you may 

be able to find a suitable picture from the online sources below. Be sure to follow best 

practices for obtaining the permission of subjects and copyright holders. 

Unitarian Universalist “All Rights Reserved” Collections 

Contact the copyright holders and/or photographers for permission to use specific photos 

on your websites: 

● UUWorld Flickr: www.flickr.com/photos/uuworld/ 

● UUA President’s Office Flickr: www.flickr.com/photos/uuapresident/ 

● “Standing on the Side of Love” Flickr Photostream: 

www.flickr.com/photos/standonthesideoflove/ 

 

Unitarian Universalist Images and Stock Photos 

● UU Stock Photo collection on Flickr (no permission necessary except for 

photographs of minors, for which photo releases must be obtained): 

www.flickr.com/groups/uustockphoto/ 

● UU Media Collaborative on Facebook:  

https://www.facebook.com/UUMedia/photos 

 

Creative Commons Licensed Photos 

Read the license on these. Most do not require any permission to use if you comply with 

the terms of the license, which may include providing a photo credit. 

● Unitarian Universalist Service Committee: www.flickr.com/photos/uusc4all (Most 

have Creative Commons licenses.)  

                                                 
48 http://www.uua.org/communications/policies/permission 

http://www.uua.org/communications/photos/294929.shtml
http://www.flickr.com/photos/uuworld/
http://www.flickr.com/photos/uuapresident/
http://www.flickr.com/photos/standonthesideoflove/
http://www.flickr.com/groups/uustockphoto/
https://www.facebook.com/UUMedia/photos
http://www.flickr.com/photos/uusc4all
http://www.uua.org/communications/policies/permission
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● Any photo you find online with a Creative Commons license. These are typically 

indicated in the copyright, which includes “CC” along with other letters and numbers 

indicating the specific type of Creative Commons license. Example: CC BY-NC-ND 

2.0.” Google Image Search and Flickr both offer ways of finding such photos. Here’s 

a link to the Flickr Creative Commons search for Unitarian Universalist photos. 

● Pixabay 

● Google image search 

 

Public Domain Photos 

● This Canva Design School blog post offers 73 websites with free stock photos. 

 

http://www.creativecommons.org/
https://www.flickr.com/search/?license=2%2C3%2C4%2C5%2C6%2C9&text=Unitarian%20Universalist&advanced=1
https://designschool.canva.com/blog/free-stock-photos/


 

Congregations Reaching Out – Social Media Strategy for Outreach 27 

 

Twitter Tips for Nonprofits 

by Robin Stephenson, licensed under Creative Commons CC-BY-3.0 

As a community organizer, Twitter makes a lot of sense. Organizing is about 

building relationships and mobilizing people around a cause. Twitter does exactly 

that. I have noticed that many organizations don’t understand that Twitter is a social 

network of one-on-one peer relationships. 

Organizations, although they enter with brand recognition, don’t always become 

dynamic members of the community. Rather, they just show up and push their own 

information out. You wouldn’t show up in a real world community stand in the town 

square and shout your message, so why behave so in a digital one? Just being on 

Twitter is not enough, but, like real-world organizing, you need to meet people 

where they are. 

I created the following list of rules for my own organization to help the decision 

makers understand a little clearer how to be more than a town crier getting lost in 

the traffic noise and make Twitter work better for us, our time investment, and our 

cause. 

Robin’s 10 Twitter Rules for Nonprofits 

1. Follow back. Twitter is social. Communities run on reciprocity so follow back the 

real people who follow you. Having nearly the same amount of followers as you are 

following is not harmful to your brand. In fact, it shows that you don’t think you are 

too important to have relationships with the people you want to influence. 

Periodically you can follow others and then after a couple weeks, you can go to 

Twitter Karma and see if they follow back. Drop them if they don’t and if they’re not 

influencers. If they are, you may want to work harder to get them to follow back. 

2. Develop relationships. We often ask what is in it for us, but seldom focus on the 

motivations of the person we want to retweet (RT) our messages so that we can 

grow our network, increase brand identification, and inspire action for our cause. To 

make Twitter work for your organization you need free agents, people who don’t 

work for you but can mobilize others. An organization needs to cultivate 

relationships with influencers through interaction. By retweeting their content when it 

is appropriate, you validate them as important and increase their influence. Just like 

any real-world activist, motivation is triggered by empowerment and shut down with 

arrogance. And like anything else, you need to earn respect in the Twitter 

community; it’s not a given. Look for major influencers using keywords associated 

with your cause. People follow their interest. One key truth of Twitter to keep in 

mind is that information and action flow through links between peers. 

3. Interaction: Asking questions and commenting back when someone has an 

answer is creating a conversation. Interaction helps build relationships and digital 

intimacy. Hosting regular chats as part of your strategy can help create more buzz 

http://creativecommons.org/licenses/by/3.0/
http://twitter.com/
http://en.wikipedia.org/wiki/Virtual_community
http://www.jasonfweb.com/2010/11/19/history-of-a-twitter-user-among-other-things/
http://dossy.org/twitter/karma/
http://www.interactiveinsightsgroup.com/blog1/superlist-how-to-find-connect-with-influence-people-via-social-media/
http://www.nytimes.com/2008/09/07/magazine/07awareness-t.html?pagewanted=1&_r=1&th&emc=th
http://www.nytimes.com/2008/09/07/magazine/07awareness-t.html?pagewanted=1&_r=1&th&emc=th
http://mackcollier.com/10-steps-to-creating-a-successful-twitter-chat/
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around your topic of interest and is a great way for your organization to crowd 

source and make your work more relevant. Tweetups might also be a great tool to 

energize your network of free agents. 

4. Acknowledge: Thank people when they RT you. Once or twice a day put 

together a list of the names of people you interacted with and give them a 

communal shout out. People like to see who else is connected with a topic and may 

follow each other. That’s good for you because it will strengthen network ties in your 

area. #FF (Follow Friday) is a great opportunity to cultivate relationships inside and 

outside of your base. #FF acknowledges your hard-working free agents, and you 

can use it to show influencers that you are courting, you know they are tweeting and 

you are paying attention. 

5. Trending topics: Occasionally check them out. If one will fit with your topic, it 

might open your message up to a wider and different audience. 

6. Be authentic: If your organization puts out a couple of tweets a day of your own 

content with nothing more, Twitter is probably not working for you. People want to 

know that behind the curtain a real person exists who authentically cares about your 

cause. Don’t assign Twitter to someone in your organization who doesn’t have an 

interest in using it effectively. The community can feel lack of interest. If you are 

having an office celebration or having an interesting event, share it with a twit pic. If 

you are reading interesting news articles around your issue, be the hub of 

information and share. Don’t be afraid to put out the occasional silly tweet that will 

make your followers laugh or an inspiring quote that makes people think. 

7. Partnerships are important: Just like you develop relationships with influencers, 

do the same with other organizations. Find out what other organizations are working 

around your cause. When they have appropriate content, RT it. You will soon figure 

out which organizations will work with you and RT your content to their networks as 

well. This can help introduce you to a new audience that care about the issues. And 

don’t forget to partner with other departments in your organization and employees 

who are pushing out your content. You want them to be enthusiastic free agents as 

well. 

8. Strategize: You can’t build a house without a blueprint, and social media isn’t 

worth the time and money without a roadmap. Build a team (Twitter takes a lot of 

time investment), decide what your goals are, and set up a plan to get there. You’ll 

want to brainstorm the appropriate goals for your organization and decide on the 

ones you can realistically accomplish. 

● Decide on your audience target (there may be more than one). 

● Use #hashtag searches to identify who is tweeting around the buzzwords 

your organization is associated with. 

● Map your network to find out where you need improvements and stronger 

network ties and decide how to improve them. 

http://mashable.com/2009/02/25/tweetup/
http://mashable.com/2009/03/06/twitter-followfriday/
http://twitpic.com/
http://social-media-lab.wikispaces.com/Twitter+Tip+Sheet+for+Experiments
http://beth.typepad.com/beths_blog/2009/06/managing-twitter-accounts-for-your-nonprofit.html
http://beth.typepad.com/beths_blog/2009/05/which-social-networking-analysis-term-best-describes-virgin-america.html
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● Decide how many and types of tweets you want to get out daily to 

accomplish your goals (organization content, industry news, interactions, 

humor, pics). 

● Decide how you are going to attract influencers and set goals for recruits. 

● Decide how you measure results (ROI). Make sure you have scheduled time 

on your calendar so you can re-evaluate, make changes and incorporate 

what you hear. 

 

9. Length of tweets: Try and keep your content to fewer than 140 characters. A 

potential RT may not happen if the free agent has to shorten your tweet for you. 

Substitution is O.K. in Twitter. Hashtag major buzzwords. You want to make sure 

that those who follow certain terms see your content. Very occasionally, when you 

have content that you really want to get around, use “Pls RT.” It should be used 

sparingly though because it can quickly become a “cry wolf” symbol to your 

followers when it is attached to everything. 

10. Experiment: Don’t just depend on the big ROI patterns, but pay attention to 

what is getting the most action. Hootsuite allows you to view daily tweets and the 

amount of clicks each get. Try tweeting out the same content in different ways and 

see what gets the most attention. Pay attention to what is working in the community. 

What is grabbing your attention? Keep a file of good ideas that you may want to use 

in the future. 

Robin Stephenson is a field organizer in Portland, Ore., for Bread for the 
World. She enjoys tweeting as @breadrobin about everything from the latest 
SNL funny videos to reforming foreign assistance as a way to end hunger 
and poverty in our world. This article has appeared at Beth’s Blog and 
SocialBrite. 

 

  

http://www.marketlikeachick.com/35-conversation-starters-to-share-on-twitter/
http://www.johnhaydon.com/2010/10/beth-kanter-steps-roi/
http://beth.typepad.com/beths_blog/2009/06/managing-twitter-accounts-for-your-nonprofit.html
http://hootsuite.com/
http://www.bread.org/
http://www.bread.org/
http://twitter.com/breadrobin
http://www.bethkanter.org/twitter-rules/
http://www.socialbrite.org/2011/04/08/10-rules-for-how-nonprofits-should-use-twitter/#sthash.oKCo5cwS.dpuf
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Don’t Panic! The 4×4 Outreach Plan  

The following is excerpted from a blog post by Carey McDonald, then Outreach Director for 
the UUA. Read the original post on the UUA Growing Unitarian Universalism blog.49  

Overheard by a Unitarian Universalist congregational lay 
leader recently: “I know Americans are going to church less, 
all the ‘spiritual but not religious’ stuff, but I’m not sure what 
to do about it. How are we supposed to respond, how can 
my congregation adapt? How do we reach out with our 
saving message? Where do we start?“ 

Don’t panic, dedicated UU leader! Hopefully, you already 
know there are lots of guides, curricula, videos, templates, 
tools and resources to help you do better outreach, 
available through the UUA at uua.org/outreach. But for most 
congregational leaders I know, especially volunteer leaders, 
it’s a lot to digest. Integrating social science research, 
theological reflection, event planning and Facebook posting 
into a single overarching strategy is a lot of work when 
you’re just trying to keep things running week to week. I 
totally understand. 

So we’ve created the 4×4 Pan for outreach in your 
congregation. The 4×4 Plan is a simple, easy and low-cost 
way to help your community connect with your 
congregation, integrating all those tips and suggestions into 
four basic steps. If you don’t know where to start with 
outreach, start here! 

The 4×4 Plan 
In one year, the 4×4 Plan asks you to do the following four 
things in your congregation. They don’t need to be done by 
one person—in fact, it’s better to spread the joy around! Two 
or three dedicated folks can knock this out if they want to 
help their congregation reach out in love. Are you ready?  

Here they are: 

1. Conversations – Talk to four people in 
your community (other faith leaders, community 
leaders, friends, local business owners, etc.) to get 
some feedback about your congregation. Take them 
to coffee, ask what they know about your 
congregation. What niche could you help fill in the community? This is the beginning 
of mapping user experiences. It will give you a valuable outside perspective and 
help to build your network in the neighborhood. 
 

                                                 
49 http://growinguu.blogs.uua.org/spiritual-vitality/dont-panic-the-4x4-outreach-plan/ 
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http://growinguu.blogs.uua.org/spiritual-vitality/dont-panic-the-4x4-outreach-plan/
http://www.uua.org/outreach
http://growinguu.blogs.uua.org/organizational-maturity/improving-your-user-experience-ux-online-and-in-person-part-1/
http://growinguu.blogs.uua.org/spiritual-vitality/dont-panic-the-4x4-outreach-plan/
http://bit.ly/uuaoutreach_signup
http://bit.ly/uuaoutreach_signup
http://bit.ly/uuaoutreach_signup
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2. Opportunities – Offer four “entry point” opportunities for people to get to know your 
congregation. Typically not on Sunday morning, entry points can be events, 
programs, speakers, concerts, forums, book clubs, play dates or classes. Make 
sure the entry points connect to your congregation’s mission and pass your own 
“friend test,” that is, that you’d be willing to invite your non-UU friend. 
 

3. Content – Create four pieces of original content which can be shared online that 
relate the life and mission of your congregation to something going on the world. 
Write a letter to the editor or a blog post, create a shareable holiday image or a 
short video, put up a piece of art on your front lawn and tell the world on social 
media. Get creative! Make it something you are excited to share. 
 

4. Promotion – For each of those opportunities and content pieces, promote them in 
four different ways. Example: for a community workshop for parents, you could 
email info to community partner groups, boost a Facebook post for $10, put up 
flyers at local day care centers and coffee shops, and add it to your local weekly 
newspaper’s calendar. 

Now, while I can’t guarantee that using the 4×4 Plan will instantly generate a flood of new 
members for your congregation, I can promise you will learn a great deal about how to 
reach out and make new connections in your community.  

http://growinguu.blogs.uua.org/spiritual-vitality/outreach-entry-points/
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