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SOCIAL MEDIA IS...?

Gateway to a 
friend group



What’s in it for 
your friend?

Guiding Principle:



• The commodity is the 
people in front of the 
screen.

• Research shows that by 
2035* we’re going to fight 
for attention, fight for 
engagement, and fight for 
sales. 

IS THE ERA OF FREE 
SOCIAL MEDIA COMING 
TO AN END? 



AUTHENTICITY
The degree to which a 

person's actions are 

congruent with their values 

and desires, despite external 

pressures to social 

conformity.



FINDING 
YOUR 
VOICE 

• Persona versus 

reality

• Sharing your world

• Share each other’s 

burdens, and in this 

way obey the law of 

Christ.

⚬ Gal 6:2

https://www.bible.com/bible/116/GAL.6.2-5.NLT
https://www.bible.com/bible/116/GAL.6.2-5.NLT
https://www.bible.com/bible/116/GAL.6.2-5.NLT
https://www.bible.com/bible/116/GAL.6.2-5.NLT


Know your 
People

Know your 
Craft







CHASE
STORIES
NOT
WATERFALLS
FOLLOW YOUR STORY, NOT TRENDS



Target Persona
age gender geographical location

income

interests lifestyle relationships

ministry involvement

Find Your 
People



INTERESTS God, traveling, cooking, reading books, fashion, fitness.

LIFE STYLE

She lives by herself and enjoys walking at the mall. Has enough time to 
hang out with friends. She enjoys pampering herself doing her nails, and 
getting massages. She is a grandma. 

RELATIONSHIPS
Lost her husband 7 years ago. Empty nester. Only son and grandkids live 
out of state.

MINISTRY INVOLVEMENT
Active in her church and small group (Presbyterian). Volunteers weekly 
with multiple ministries. Attends bible studies during the week.

S O U R C E S  O F  I N F O Social media, magazines, word of mouth.

JANE MIRACLES

OCCUPATION

NAME

AGE

LOCATION

MARITAL STATUS

KIDS

ANNUAL INCOME

Jane S

Retired Banker

Greenville

+65

Widow

1

$70.000



TARGET 
PERSONA 
EXERCISE



TONE AND VOICE
Point of view

Professional

Humourous 

Casual/Formal

Emojis/Slang



metrics
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Key Performance Indicators

Reach Engagement 

Direct 
Messages

Impressions

Other KPIs

Number of people who saw 
your post. Unique interactions.
Not necessarily the number of 
times it was seen.

Number of times your 
post/profile was seen. 
Example: a person can see your 
post 5x. This will count as 1 
reach and 5 impressions.

This includes likes, comments, 
shares, retweets, reactions, 
and clicks. High engagement 
indicates that your content is 
resonating with your audience.

These are self-explanatory: link 
clicks, profile visits, new 
followers, and page reviews.

This is a metric that also helps 
you create content. Many 
times the questions received 
should be your next posts 



TYPES OF GOALS

CONVERSIONSENGAGEMENTAWARENESS
How many people saw my 

post? (reach metric) 
How many times was it seen 

(impressions metric), 
mentions, followers?

DonationsInteractions with your post 
(likes, shares, comments) 5% 
is a good engagement rate, 

for reference.



Ways to measure



Story Time: Kids Ninja Challenge



Story Time: 
Kids Ninja 
Challenge



CONSISTENCY
IS KEY



How We 
Tell Stories



How We 
Tell Stories



Best Practices
Create a team

Consistency is better than perfection.
Weekly schedule

Use real images and videos
Experiment/Fail/Do it again

Use AI as a tool
Assess metrics periodically



STEVE  LEITCH



Thanks for your time!!

Got Any
Questions?

Yolanda Campusano-Pilarte
Public Relations Manager
     Ycampusano@miraclehill.org

Michael Livingston
Digital Storyteller
     mlivingston@miraclehill.org


