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STRATEGIC FOCUS AND PLAN 
 
ABOUT OUR CHURCH 
 
In this section of the communication plan, provide a brief overview of the church, its 
ministries, people and overall vision for the congregation. Try and keep the description 
brief and concise. 
  
  
  
  
 
OUR MISSION/VISION 
 
Define the mission/vision of the congregation. This description focuses on the 
fundamental activities the congregation will undertake to best serve their mission field. 
  
  
  
  
 
 
CORE COMPETENCIES 
 
Your core competency is your unique ability to do something that similar 
ministries/organizations (your competition) cannot or does not do to meet the needs in 
your local mission field. 
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KEY MESSAGE 
 
Key messages are great ways to get your team/organization speaking the same 
language. Developing a key message or key messages will allow your audience to 
clearly understand what your organization is about and what’s important to you. 
 
Key Message #1  ______________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
 
Key Message #2  ______________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
Key Message #3  ______________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
Questions: 
 
Is the key message short and memorable?  _______________________________________ 
 
Is the key message specific to your core audience? ________________________________ 
 
Is it in spoken language and clear of jargon? ______________________________________  
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CORE AUDIENCE 
 
To make a meaningful connection with your audience, you’ll need to establish a clear 
picture of who they are, where their interests lie, and what activities they like to do. 
 
Mosaic Group/Profile 
 
Run the MissionInsite QuickInsite report to determine the Mosaic group(s) in your local 
mission field.  
 
Mosaic Group Name: __________________________________________________________ 
 
 
Mosaic Group Description:  _____________________________________________________ 
 
______________________________________________________________________________ 
 
 
List of the Mosaic Group key features: 
 

1.   4.   
 

2.   5.   
 

3.   6.   
 
 
Average Age:   Household Income:   
 
 
Communication Channel Preference: 
 
Rank in numerical order the preferred choice of communication for your core audience. 
 
  Email   Mobile Device   Internet 
 
  Wireless    U.S. Mail   Television 
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DIGITAL COMMUNICATION GOALS 
 
Digital communication goals can be set both financial and non-financial. To make sure 
your goals are clear and attainable, each one should be: 

§ Specific (simple, sensible, significant). 
o What do we want to accomplish? 

o Why is this goal important? 

o Who is involved? 

o Which resources or limits are involved? 

 
§ Measurable (meaningful, motivating). 

o How much? 

o How many? 

o How will we know when it is accomplished? 

 
§ Achievable (agreed, attainable). 

o How can we accomplish this goal? 

o How realistic is the goal, based on other constraints, such as financial factors? 

 
§ Relevant (reasonable, realistic and resourced, results-based). 

o Does this seem worthwhile? 

o Is this the right time? 

o Does this match our other efforts/needs? 

o Are we the right people to reach this goal? 

o Is it applicable in the current socio-economic environment? 

o Does this seem worthwhile? 

 

§ Time bound (time-based, time limited, time/cost limited, timely, time-sensitive). 
o When? 
o What can we do six months from now? 
o What can we do six weeks from now? 
o What can we do today? 
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DIGITAL COMMUNICATION GOALS 
 
GOAL #1:   
  
  
 
 
GOAL #2:   
  
  
  
 
 
GOAL #3:   
  
  
  
 
 
GOAL #4:   
  
 
  
 
 
GOAL #5:   
 
  
  
 
GOAL #6:   
 
  
  
 
GOAL #6:   
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DIGITAL MEDIA AUDIT 
 
Digital media audit will allow you to determine all digital accounts representing your 
ministry/church, who opened the account(s), who manages the accounts, and the 
purpose they serve. 
 
Step One: 

§ List the name and URL to the ministry’s profile page and primary email accounts. 
 

Step Two: 
§ Google church/organization’s name to identify any other digital/social media profiles 

representing the ministry with or without your authorization. 
 

Step Three: 
§ Evaluate the needs for all existing digital/social profiles and email accounts and 

develop a purpose statement for each one. 
 
Step Four: 

§ Make sure all digital/social profiles endorse the brand image. 
§ Create an “official” page for all social profiles. 

 
Note: Digital profiles include social media, websites, and email. 
 

Digital/Social Media Audit 

Digital Account URL to Profile Owner 
Purpose 

Statement 
Branding Check 

(Y/N) 
Password 

Centralized (Y/N) 

      

      

      

 
Note: Report any unauthorized digital/social accounts representing the ministry/church. 
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DIGITAL ANALYTICS 
 
Digital analytics allow you to optimize your visitors experience on all platforms, i.e. 
website, social media, and email. This information will create opportunities to develop 
audience-driven content, share your story, and build relationships. 
 
Google Analytics (Website Usage): 
 
Report Date Range:   
 
#Visits   
A visit consists of a series of pageviews that a single 
visitor makes during a period of activity. A visit ends 
after the visitor either closes the browser, clears 
cookies, or is inactive for 30 minutes. (The timeout 
length is customizable in the tracking code settings.) 

 
#Page/views   
An instance of a page being loaded (or reloaded) in a 
browser. Pageviews is a metric defined as the total 
number of pages viewed. 

 

 
#Page/visit   
Pageviews divided by visits. This metric shows the 
average number of pages viewed per visit. 

 
Bounce Rate %   
A visit with one pageview. It doesn't matter how long 
the visitor was on the page or how they left. 
Technically, it's a visit with only one interaction. 

 
Time on Site   
This is the sum of the time on page for all pageviews in 
a visit. Or, more accurately, it is the difference between 
the time they viewed the first page and last page in a 
visit. Note that viewing pages in different tabs doesn't 
affect this. Google Analytics simply sees a string of 
pages being viewed in chronological order, without 
any reference to multiple tabs or windows. 

 
New Visitors   
A visitor who did not have Google Analytics cookies 
when they hit the first page in this visit. If a visitor 
deletes their cookies and comes back to the site, the 
visitor will be counted as a new visitor. 
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Facebook Insights 
 
Report Date Range:   
 
#Actions on Page   
The number of clicks on your Page's contact info and 
call-to-action button. 
 

 
#Page Views   
The number of times a Page's profile has been 
viewed by logged in and logged out people. 

 
 
#Page Likes   
The number of new people who have liked your page 
broken down by paid and non-paid. 
 

 
Reach   
The number of people who saw any of your Page 
posts, broken down by total, paid, and non-paid. 

 
Post Engagement   
The number of times people have engaged with your 
posts through likes, comments, shares and more. 

 
Videos   
The total number of times a page’s videos have been 
viewed for more than 3 seconds, broken down by total, 
paid, and non-paid. 

 

Page Followers   
The number of new people who have followed your 
page broken down by total, paid, and non-paid. 

Total Likes   
The total number of people who have liked your page 
broken down by total, paid, and non-paid. 
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Instagram Insights 
 
Report Date Range:   
 
 
Impressions   
The total number of times all your posts have been 
seen. 

 
Reach   
The number of unique accounts that have seen any of 
your posts. 

 
Website Clicks   
The number of website clicks that have tapped on the 
website link on your profile bio. 

 
Followers   
Average time your followers are on Instagram on a 
typical day. 

Post Engagement   
The number of times people have engaged with your 
posts through likes, comments, shares and more. 

Videos   
The total number of times a page’s videos have been 
viewed for more than 3 seconds, broken down by total, 
paid, and non-paid. 

Followers by Gender & Age: 
 
Men   Women    
 
13 -17   13 - 17   
 
25 - 34   25 - 34   
 
45 - 54   45 - 54   
 
65+   65+   
 

 

Top Geographical Locations: 
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Twitter Analytics 
 
Report Date Range:   
 
Impressions   
Number of people who saw your tweet. 

 
Total Engagements   
Number of tweet interactions. 

 
Detail Expands   
The number of people who viewed the details of this 
tweet. 

 
Followers   
Number of people who liked this tweet. 

Post Engagement   
The number of times people have engaged with your 
posts through likes, comments, shares and more. 

Videos   
The total number of times a page’s videos have been 
viewed for more than 3 seconds, broken down by total, 
paid, and non-paid. 

Followers by Gender & Age: 
 
Men   Women    
 
13 -17   13 - 17   
 
25 - 34   25 - 34   
 
45 - 54   45 - 54   
 
65+   65+   

 

Top Geographical Locations: 
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DIGITAL USE FACT SHEETS 
 

WHO USES EACH SOCIAL MEDIA PLATFORM 
%	of	U.S.	adults	who	use	each	social	media	platform	
 

 Facebook Instagram Pinterest LinkedIn Twitter 
Total 68% 28% 26% 25% 21% 

Men 67% 23% 15% 28% 21% 
Women 69% 32% 38% 23% 21% 

Age 18-29 88% 59% 36% 34% 36% 
30-49 79% 31% 32% 31% 22% 

50-64 61% 13% 24% 21% 18% 
65+ 36% 5% 9% 11% 6% 
High School or Less 56% 19% 18% 9% 14% 
Some College 77% 35% 31% 25% 24% 
College Graduate 77% 32% 33% 49% 28% 
Less than $30,000 65% 29% 23% 16% 18% 
$30,000-$49,000 68% 2% 27% 11% 16% 
$50,000-$74,999 70% 30% 29% 30% 26% 
$75,000+ 76% 30% 34% 45% 30% 
Urban 70% 34% 26% 29% 22% 
Suburban 68% 24% 29% 26% 21% 
Rural 65% 25% 20% 15% 19% 

 
Note: Race/ethnicity breaks not shown due to sample size. 
Source: Social Media Survey conducted March 7-April 4, 2016. 
http://www.pewinternet.org/fact-sheet/social-media/ 
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WHO OWNS CELLPHONES AND SMARTPHONES 
%	of	U.S.	adults	who	own	the	following	devices:	

 
 Any 

Cellphone 
Smartphone Cellphone, but not 

smartphone 
Total 95% 77% 18% 

Men 96% 78% 18% 
Women 94% 75% 19% 

White 94% 77% 17% 
Black 94% 72% 23% 
Hispanic 98% 75% 23% 

Age 18-29 100% 92% 8% 
30-49 99% 88% 11% 
50-64 97% 74% 23% 
65+ 80% 42% 38% 

Less than High School Graduate 92% 54% 39% 
High School Graduate 92% 69% 23% 
Some college 96% 80% 16% 
College graduate 97% 89% 8% 

Less than $30,000 92% 64% 29% 
$30,000-49,999 95% 74% 21% 
$50,000-74,999 96% 83% 13% 
$75,000+ 99% 93% 6% 

Urban 95% 77% 17% 
Suburban 96% 79% 16% 
Rural 94% 67% 27% 

 
Source: Survey conducted Sept. 29-Nov. 6, 2016. 
http://www.pewinternet.org/fact-sheet/mobile 
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COMMUNICATION OBJECTIVES 
 
Briefly describe your communication objectives. Ask yourself why is it important to 
share your story and ministries? What do you hope to accomplish?  

 
Objective:  
 

Goal:  
 
Tasks:   
  
 
Responsible Person/Group:  
  
 
Cost:  
  
 
Evaluation:  
  
 
 

Objective:  
 

Goal:  
 
Tasks:   
  
 
Responsible Person/Group:  
  
 
Cost:  
  
 
Evaluation:  
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SOCIAL MEDIA STRATEGY 
 
Your Preferred Social Networks 
Create a master list of social media accounts that include the networks where your core 
audience is currently active. This will also allow you to discover areas of opportunity. 
 
Facebook Page:   URL:  
Purpose/Reason:   
  
 
Facebook Group:   URL:  
Purpose/Reason:   
  
 
Instagram Account:   URL:  

Purpose/Reason:   
  
 
Pinterest Profile:   URL:  

Purpose/Reason:   
  
 
LinkedIn Company Profile:   URL:  

Purpose/Reason:   
  
 
Twitter Handle:   URL:  

Purpose/Reason:   
  
 
Other:    URL:  

Purpose/Reason:   
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What networks are most popular among followers of similar groups? 
 
Other organizations likely have a similar audience you’d like to attract to your brand 
through social media. 
 
Network Organization Organization Organization Organization Organization 

Facebook      

Instagram      

LinkedIn      

Pinterest      

Google+      

YouTube      

Snapchat      

Tumblr      

Periscope      
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Plan Your Content 
Participating on social media involves creating and sharing content your followers will 
enjoy.  It is important to plan how and what you will create, and how you will engage in 
the conversation. 
 

What Are Your Key Messages and/or Topics of Expertise? 

List your key messages and subtopics of the content you’ll share on your social 
networks (for both curated content and your own). 
 

Key Message:  

  

Subtopic:   

  

 

Key Message:  

  

Subtopic:   

  
 

Key Message:  

  

Subtopic:   

  
 

Key Message:  

  

Subtopic:   
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What Can You Create? 

Review and list the resources available to you to create your content.  This is a high-
level overview of how you’ll create sharable content. 
 

Function Tools Team Members 

Graphic Design 

1. 
 
2. 
 
3. 

1. 
 
2. 
 
3. 

Video 

1. 
 
2. 
 
3. 

1. 
 
2. 
 
3. 

Writing 

1. 
 
2. 
 
3. 

1. 
 
2. 
 
3. 

Curated Content 

1. 
 
2. 
 
3. 

1. 
 
2. 
 
3. 

Campaigns 

1. 
 
2. 
 
3. 

1. 
 
2. 
 
3. 

 
Tone 
 
Three words that describe your approach to content creation: 
 

1.   
 

2.   
 

3.   
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How will you engage in the conversation? 

Plan the times when you will monitor and listen. Block these time frames out on your 
appointment calendar and set up notifications to remind you to check in on your social 
networks. 
 
 

Monday Tuesday Wednesday Thursday Friday Saturday Sunday 
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Social Media Promotion Plan 

Define Your Goals 

Ask yourself, “What is it you want to accomplish with social media?” 
 
Define the #1 reason you’re using social media: 
  
 
  
 
 
How will you measure that goal? [visits, followers, post engagement, etc.]   
 
  
 
 
How much analytics do you want to receive weekly/monthly?   
 
  
 
 
What tools will you use to gather analytics?   
 
  
 
 
How often will you measure (daily, weekly, monthly)?   
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Plan how often you will share everyday 

Knowing your daily sharing frequency will help you understand how much content to 
produce and variety to add to your social sharing. 
 
Platform Number per Time Frame 

Facebook  

Instagram  

Pinterest  

LinkedIn  

Twitter  

  

  

 
Content Sharing Plan 
 
Create an editorial calendar that will allow you to plan specific pieces of content to 
share on preferred social media platforms. 
 
Platform Monday Tuesday Wednesday Thursday Friday Saturday Sunday 
 
Facebook 

       
       
       

 
Instagram 

       
       
       

 
Pinterest 

       
       
       

 
LinkedIn 

       
       
       

 
Twitter 
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Outline Your Content Sharing Plan 
Now analyze how many times you will share a specific piece of content. Example: a 
blog post, video, etc. Creating a plan to share content will allow you to engage your 
core audience.  
 
Content Name/Theme:   
 

When Facebook Instagram Pinterest LinkedIn Twitter 

On Publish 
     

Day After 
     

3 days after 
     

1 week after 
     

Month after 
     

Custom 
     

 

Plan Your Budget 

How much money can you allocate each month to paid social media promotion?  
 
  
 
On which social networks will you experiment with paid promotion? 
 

1.   
 

2.   
 

3.   
 

4.   
 

5.   
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THE EXPERIAN MARKETING SERVICES TECHNOLOGY ADOPTION SEGMENTATION  
 
Wizard 
‘Technology is life.’ Technology plays an important and broad role in Wizards’ life. These individuals 
cannot live without the internet or imagine life without new electronic gadgets. Wizards are 
enthusiastic and adventurous users of new technology. Technology and new gadgetry helps them 
keep track of their social calendars and makes leisure time more interesting. This group still wants 
more from technology and these desires help to move the industry forward. Wizards’ hunger for 
new technology fuels a future for potential new features, benefits and devices. 

 
Apprentice 
‘Technology is changing my life.’ Apprentices take advantage of technology, using the internet 
often to get needed information. New gadgets enhance their lives to a large extent, but there is still 
room for them to expand their usage. Apprentices are willing to learn and incorporate new 
technology into their lives, but they are sensitive to price and often make their purchase decisions 
based on this rather than desire alone. In fact, affordability is one of the few barriers that prevent 
this group from buying the newest technology. 
 
Journeyman 
‘Technology is an important part of my life.’ Journeymen have become skilled users of new 
technology. They are very confident with and knowledgeable about technology and willing to 
experiment with new features, benefits and devices. For Journeymen, the internet is a source of 
information, commerce, entertainment as well as a means of connecting with others. While cutting-
edge electronic devices may help Journeymen organize their busy lifestyles, new technology is not 
always their top priority. 
 
Novice 
‘Technology has a limited impact on my life.’ Novices are disconnected from emerging technology 
and resistant to adopting a new technology-focused life. They may have a desire for new digital 
products and services if they are simple and easy to use. This group does not understand what 
kinds of opportunities and experiences technology can provide them and, therefore, they have a 
very limited engagement with new technology. 
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HANDLING NEGATIVE COMMENTS OR COMPLAINTS IN SOCIAL MEDIA  
 
Social Media is a unique public environment that has its own culture and expectations. 
Traditional customer service and public relations may not be enough. Here are some 
tips to handle complaints, negativity or inappropriateness online. 
 
Document it 
If a negative or controversial comment comes up on Twitter, Facebook, your website 
comments, etc., the first thing you should do is take a screen capture or document it in 
some way. Some things can be deleted or modified by the poster, so it is important to 
have proof if the matter is contested or the issue escalates to a more serious matter. 
 
Do not delete negative comments 
It will only aggravate the commenter, or move the conversation elsewhere. Deleting 
things on the internet is an illusion anyway, and will bring into question your integrity to 
not only the complainer, but all your followers. Do block users who abuse the site, and 
remove inappropriate comments (i.e., racist, derogatory, pornographic, etc.), ones that 
are too far off-topic, or just trying to use your site to sell a product or service. 
 
Keep it cool   
It’s not uncommon that an offended customer or internet troll is trying to get an 
emotional reaction or response from their post. It is critical that you never take it 
personal or engage or challenge the person negatively. Remember, this is in public, 
and you are being judged by not only the poster, but all your followers. Act as if you 
are responding to an angry mob: being right might not be the end goal. You don’t 
have to reply to everything. If the comment is clearly an attack or an effort to pick a 
fight, let it go. 
 
Check your head 
Social media is just like any other social experience to the extent that there is never a 
clear answer, it is chaotic and unpredictable just like any other social experience. 
Before reacting, communicate the issue to your colleagues and leadership. Also, the 
well-publicized social media mistakes made by larger organizations happened because 
they tried to make decisions in the board room with traditional public relations 
techniques by people who didn’t participate in social media. They probably would 
have fared better if they asked their teenage children what to do. 
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Don’t delay 
Word travels swiftly on social networks, so respond quickly, particularly during a crisis. 
We’re talking hours (or less) here, not days. A slow response can damage a company’s 
reputation. 
 
Respond to each complaint in the public stream  
The culture of social media demands that you are addressing the issue. That doesn’t 
mean you have to discuss every detail in public.  So tweet or comment back and say 
something like “please e-mail me more info” or “looking forward to helping you. Can  
you DM/message me more?” Also when it’s resolved, tweet that back as well. Try 
“Thanks so much for letting us know. I hope the issue has been resolved for you?” 
Follow up is KEY. If it’s on Facebook, make sure you comment on the original stream 
where the complaint was written. 
 
You set the tone 
The general nature and tone of your posts will, in a sense, set the rules of engagement 
on your site. A pleasant, positive, playful tone creates an atmosphere where aggressive 
negativity or attacks will seem out of place. In this scenario, it’s even possible that your 
other followers will come to your defense so you don’t have to. On the contrary, avoid 
sounding like an authority and never be a smart aleck, as the internet is always 
smarter.  
 
Consider another avenue for complaints  
Chances are, the customer is not seeking to rat you out on the social sites. They just 
want to vent to their friends, or force your hand to address the issue. So make sure you 
publicize other options for customers to talk to you and assurances that you will. Then 
follow through and get back to your customer quickly. 
 
Keep your eyes open  
Use Google Alerts to keep an eye on your reputation. Google Alerts and similar 
services allow you to enter search terms, such as your organization’s name, your Twitter 
handle, and just about any other name or term that relates to your organization and 
product. The service scours the internet for any match to your terms and e-mails you 
when it finds any. Trial and error till you feel comfortable with the volume and nature of 
the matches. 
 
Source: PennState College of Agricultural Science 
http://agsci.psu.edu/communications/how-to/social-media/social-media-best-practices/handling-negative-
comments-or-complaints-in-social-media  
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GLOSSARY OF DIGITAL TERMS  
 
Blog – a word that was created from two words: “web log.” Blogs are usually 
maintained by an individual or a business with regular entries of content on a specific 
topic, descriptions of events, or other resources such as graphics or video. "Blog" can 
also be used as a verb, meaning to maintain or add content to a blog. 
 
Bounce Rate – Refers to the percentage of a given page’s visitors who exit without 
visiting another page on the same site. This term is often used in e-commerce in 
conjunction with merchandise shopping carts. Also known as “abandonment rate.” 
 
Collaboration – In reference to Web 2.0, this concept states that shared contributions 
of large numbers of individuals, using social media tools, is a main driver of quality 
content on the Internet. 
 
Comments – Comments are content generated by users in response to an initial 
publication, most notably blog posts. These are usually posted below the blog entry, 
and can often be vehicles for creating advanced levels of discussion that increase the 
lifespan of blog posts. Comments are also typically associated with news articles, 
videos, media-sharing sites, and Facebook posts. 
 
Content – Any text, image, video, audio, app or other material published on the 
Internet for audience consumption. 
 
Direct Message - Direct messages -- also referred to as "DMs" -- are private 
conversations that occur on Twitter. Both parties must be following one another to 
send a message. 
 
Facebook – A dominant, free-access social-networking site which is available to 
companies and any person 13 years of age or older. Facebook was initially non-
commercial and limited to students with a college email domain, but has since 
expanded to accommodate fan pages, paid advertising, and e-commerce stores. 
 
Flickr – A media-hosting network where users can upload and share image files. It is the 
largest photo-storage and photo-sharing site on the Web. 
 
Friends – Individuals connected to one another’s profiles on a social networking site, 
most frequently used in association with Facebook (e.g., Facebook friends). 
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Google+ - is Google's social network. It serves as a platform for users to connect with 
friends, family, and professionals while enabling them to share photos, send messages, 
and engage with content. Google uses the "+1" to serve as the equivalent to a Like on 
Facebook or Instagram.  
 
Groups – Micro-communities within a social networking site for individuals who share a 
particular interest. LinkedIn groups are a particularly notable example of this 
phenomenon. 
 
Impression – An instance of an organic search-engine listing or sponsored ad being 
served on a particular Web page or an image being viewed in display advertising. In 
paid search, “cost-per-impression” is a common metric. 
 
Instagram - a photo sharing application that lets users take photos, apply filters to their 
images, and share the photos instantly on the Instagram network and other social 
networks like Facebook, Flickr, Twitter, and Foursquare. The app is targeted toward 
mobile social sharing, and has gained more than 300 million users.  
 
LinkedIn – A business-oriented social networking site for professionals. Much like 
Facebook, LinkedIn allows members to connect with other users on the network, share 
status updates, and participate in groups and chats, although with a career focus. 
 
Periscope - a social video app that allows users to broadcast live video from wherever 
they are. App users also have the ability to engage with others videos, browse live or 
recent broadcasts, and follow users to receive notifications. 
 
Podcast – A series of audio or video content which can be downloaded and listened 
to/viewed offline (or a particular episode in that series, e.g. podcast #6 of The 
Sporkful). A podcast is essentially an asynchronous Internet version of a “broadcast,” 
but to a very specific audience of willing subscribers. Podcasts are sometimes created 
to provide stand-alone copies of existing radio or television programming (such as 
daily/weekly shows), but they may also consist of entirely unique content intended for 
devoted Web-based subscribers. 
 
Profile – A profile is a personal page within a social network created by a user for 
sharing with others on the network. The profile provides basic biographical information 
and often links to the profiles of the user’s friends/connections. 
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Snapchat is a social app that allows users to send and receive time-sensitive photos 
and videos known as "snaps," which are hidden from the recipients once the time limit 
expires (images and videos still remain on the Snapchat server). Users can add text and 
drawings to their snaps and control the list of recipients in which they send them to. 
 
Social Media – Refers to all online tools and places that are available for users to 
generate content and communicate through the Internet. These media include blogs, 
social networks, file-hosting sites and bookmarking sites, among others. 
 
Social Network – A site or community on the Internet where members can interact with 
one another and share content. This term is more or less used interchangeably with 
“social media” in reference to Internet marketing. 
 
Tweet – A “tweet” is the special name for an entry made on the microblogging site, 
Twitter. Up to 140 characters long, tweets can consist of random status updates, news, 
commentary, or anything an individual wants to communicate to followers at that 
moment, including personal messages to other users or groups and links to external 
content (articles, photos, videos). 
 
Tweetup – A take-off on “meet-up,” a Tweetup is a meeting organized for friends, fans 
and/or strangers on Twitter. Also known as a “Tweetchat,” it can be used in marketing 
for consumer engagement and brand awareness by building and educating large 
communities of people. 
 
Twitter – Twitter is a microblogging platform which allows users to create profiles, 
share short updates on a timeline, and engage with other users, much like a social-
networking site. 
 
Unique Visitor – Also known as “absolute unique visitor,” this statistic represents 
visitors to a website that are counted once in a given time period despite the 
possibility of having made multiple visits. Determined by cookies, unique visitors are 
distinguished from regular visitor counts which would classify two or more visits 
from the same user as multiple visitors. 
 
Viral- a term used to describe an instance in which a piece of content -- YouTube 
video, blog article, photo, etc. -- achieves noteworthy awareness. Viral distribution 
relies heavily on word of mouth and the frequent sharing of one particular piece of 
content all over the internet. 
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VOIP – An acronym for “Voice Over Internet Protocol.” This technology allows a user 
to make phone calls (with potential video) via a computer with an Internet connection 
or a wireless-enabled mobile device. The most famous example of a VOIP provider is 
Skype. 
 
Vlogging or a vlog - a piece of content that employs video to tell a story or report on 
information. Vlogs are common on video sharing networks like YouTube.  
 
Webinar – A Web-based seminar containing audio and video, often in the form of a 
slide deck. 
 
YouTube – The most popular video-hosting and video-sharing site, it is also currently 
the largest search engine after Google (incidentally, also owned by Google). Users can 
view, upload and comment on video content for no charge, though companies can pay 
for sponsored promotion of videos or to have enhanced branding and design 
capabilities on their profile pages, known as “channels.” 
 
 
Sources: 
Digital Marketing Glossary of Terms 
http://www.fathomdelivers.com/glossary/ 
 
Social Media Definitions: The Ultimate Glossary of Terms You Should Know 
https://blog.hubspot.com/blog/tabid/6307/bid/6126/the-ultimate-glossary-120-social-media-marketing-terms-
explained.aspx 
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ADDITIONAL DIGITAL COMMUNICATION RESOURCES  
 
SMS Messaging Services allows you to advertise, promote, announce, inspire, and 
engage with your congregations and other core audiences by sending messages 
directly to their cell phones. 
 
Short List of Providers: 

§ Text in Church – textinchurch.com 
§ Simple Texting – simpletexting.com 
§ One Call Now – onecallnow.com 

 
Call/Phone Blast Services – allows you to record a voice message and send to a group 
of phone numbers. 
 
Short List of Providers: 

§ Simple Blast – simpleblast.com 
§ One Call Now – onecallnow.com 
§ Call Fire – callfire.com 

 
Video Conference Services – allows participants in different locations to communicate 
with each other in sound and vision. 
 
Short List of Providers: 

§ Zoom – zoom.us 
§ Skype – skype.com 
§ Google Hangouts – hangouts.google.com 

 
Virtual Phone Systems – allows a virtual phone number to route calls to the user's 
actual phone number. 
 
Short List of Providers: 

§ Freedom Voice – freedomvoice.com 
§ Kall8 – kall8.com 
§ eVoice – evoice.com 


