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Abstract: Many churches have Facebook pages, but a good number of these pages may not be engaging
enough for the users because of the absence of research data that could help managers of these pages to provide
the type of content relevant to their audiences in an evolving social media platform. Despite several studies on
the use of social media by non-profit organizations, not much is done about how religious organizations can
effectively utilize particularly Facebook pages to promote their religious practices through providing appropriate
user content. This study describes the participation and expectations of users of faith community Facebook
pages. It draws out the type of content users prefer to see shared on their faith community Facebook pages to
motivate their interest and increase participation. A survey that utilized both closed and open-ended questions
was administered to members of Catholic churches in the Dallas, Texas, area in the United States who use
Facebook. A Simple Taxonomy of content-type was developed. Users show the need for content that is
informing, educating, entertaining, spiritual and connecting. The study provides data and strategies for new
media evangelization in faith communities. This study contributes to the literature of user studies in the social
network domain that may drive the development of effective social media platforms for religious communities.
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l. INTRODUCTION

The evolution of Facebook pages has opened the way for businesses, organizations and interest groups
to expand and build community for their customers or members. Apart from being a forum for interaction and
socializing, this is also an opportunity for businesses to strengthen their brand and widen their reach (Holzner,
2008; Orsini, 2010; Patterson, 2012; Shih, 2009). Furthermore, organizations and interest groups use Facebook
pages to transmit information and promote their causes. Awareness of users’ characteristics and expectations is
primary in determining the right information to be transmitted (Savulescu & Mihalcea, 2013).

Developing the ability to reach a targeted audience is not only essential for businesses, but it is also
necessary for religious institutions. Religious organizations are considered non-profit, and there are several
studies on the use of Facebook by different types of non-profit organizations (Gould, 2015; Waters, Burnett,
Lamm, & Lucas, 2009). However, not much is done about how religious organizations can effectively utilize
particularly Facebook pages to promote their religious practices through providing appropriate user content.

Many churches have Facebook pages, but a good number of these pages may not be engaging enough
for the users because of the absence of research data that could help managers of these pages to provide the type
of content relevant to their audiences in an evolving social media platform. This lack of data and the resulting
poor content quality of church Facebook pages may lead to user inactivity and an unwillingness to participate.
According to Savulescu and Mihalcea (2013), ‘relevant and interesting content encourages interaction and fan
retention’ (p. 42). Therefore, there is a need to understand the users of Facebook pages of faith communities,
their characteristics, their impressions about their pages, the contents, and how such Facebook pages can be
improved to serve their needs.

This study investigated how users participate on church Facebook pages and their expectations on the
type of contents relevant to such pages. It describes the participation and level of engagement of users of church
Facebook pages. It draws out the type of contents these users prefer to see shared on their Facebook pages to
motivate their interest and increase participation. The study answered the following questions: (a) How do
members of faith communities participate on church Facebook pages, (b) What type of content do members of
faith communities expect on a church Facebook pages?

One major aim of this study is to create awareness of the need to pay attention to the content and
interactivity of Facebook pages of faith communities. The study may help those responsible for managing social
media of religious institutions to be aware of what information is relevant for a religious audience on online
social networks, and what type of communication styles can be applied to keep members engaged and interested
in order to increase participation on these pages. This study may be of relevance to church pastors,
administrators, communications directors and others who are responsible for disseminating religious
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information through social media pages. It provides strategies on how best to engage users of social networks in
faith communities. The study may also provide data to researchers of social media use in communities for
comparing user needs from diverse perspectives.

. RELATED WORK

There is no shortage of studies on the uses and users of Facebook as a social media tool for a variety of
purposes. Users of Facebook have been studied to determine their characteristics, including factors such as the
influences of gender and age on patterns of use (Fogel & Nehmad, 2009; Guadagno, Muscanell, Okdie, Burk, &
Ward, 2011). Several recent studies have found an increasing presence of older adults on social networks
(Muscanell & Guadagno, 2012; “Pew Research,” 2014), unlike studies in the past in which the use of the
Internet for social networking was attributed to the young. Some studies have investigated different personality
types of users and how their traits impact social relationships online (Bachrach, Kosinski, Graepel, Kohli, &
Stillwell, 2012; Ross et al., 2009), while others have found online social behavior to reflect the offline behavior
of the user (Gosling, Augustine, Vazire, Holtzman, & Gaddis, 2011; Lampe, Ellison, & Steinfield, 2008). Most
of the data concerning characteristics of these users come from domains such as education (Meishar-Tal, Kurtz,
& Pieterse, 2012), health care (Young, Szekeres, & Coates, 2013), marketing and business enterprise (Hsu,
2012; Kwok & Yu, 2013), and workplaces (Vitak, Lampe, Gray, & Ellison, 2012). Users of online social
networks from religious domains have not been given much attention.

Two very important features of Facebook are the pages and the group functions. The uses and
applications of Facebook pages and group features have been investigated in several studies (Al Mamun,
Ibrahim, & Turin, 2015; Bender, Jimenez-Marroquin, & Jadad, 2011; Glazer, 2012; Parsons, 2011; Xia, 2009).
Some studies have examined the benefits of Facebook pages in relation to academic learning. In a recent study,
Daugherty, Broghammer, DeCosmo, Giberson, and Birnbaum (2015) examined the uses and gratification that
first year students of a university derived from the use of Facebook pages. They found that students use these
pages to learn, to seek information and to build community. The aim of the authors was to help institutions of
learning find the best ways of recruiting students and engaging them through Facebook pages. Another study
found that entertainment, socializing, seeking information, and self-status are primary reasons why some people
participate in Facebook groups (Park, Kee, & Valenzuela, 2009). According to Valerio, Herrera-Murillo,
Villanueva-Puente, Herrera-Murillo, and del Carmen Rodriguez (2015), higher learning institutions are
continuously using Facebook pages to achieve the goal of teaching by exploring new methods of pedagogy and
to promote their institutional appeal.

Facebook pages are widely used by various organizations and interest groups to achieve the aims of
information dissemination, building community and promoting causes (Forman, Kern, & Gil-Egui, 2012; Poyry,
Parvinen, & Malmivaara, 2013; Reichenbach, 2014). Larsson and Kalsnes (2014), for instance, studied how
politicians use their Facebook pages to achieve their political goals. The business sector seems to know how
best to utilize Facebook pages to achieve competitive advantage and to market their brands. In several studies,
the use of Facebook pages to grow business have been demonstrated (Jothi, Neelamalar, & Prasad, 2011,
Michaelidou, Siamagka, & Christodoulides, 2011; Miller & Lammas, 2010). To achieve success with users,
businesses who use Facebook pages must notice how their customers use their pages. Chen, Papazafeiropoulou,
Chen, Duan, and Liu (2014) found that ease of access to a Facebook page without technical difficulties
influences the customer’s perception of the brand and increases loyalty. They recommend that users’ experience
on Facebook pages should not be taken for granted. Unfortunately, studies examining the experience of users of
church Facebook pages are lacking. No sufficient data are available for managers of Facebook pages in faith
communities to use in determining what contents best fit their audience. This study attempts to provide such
data.

Although several studies have been conducted to determine how users of Facebook pages and groups
use these features from perspectives such as business, academics, politics and non-profit organizations, not
much is known about users in religious communities as non-profits. Studies on Facebook use by non-profit
organizations (Waters, Burnett, Lamm, & Lucas, 2009) could contain useful data for religious organizations;
however, it must be noted that religious domain is unique, due to its emphasis on faith and a supernatural being.
This emphasis may cause users to interact with church Facebook pages in a manner that is different from their
interactions with other non-profits on Facebook. This sets the church Facebook page apart from other non-profit
platforms. Therefore, there is a need for separate studies concentrating on Facebook pages in their religious
domain.

Studies on how members of religious organizations use the social media are few (Frye, 2012; Keppler,
2012; Rosch, 2011). One of the few studies (Keppler, 2014) examined the users of Facebook pages belonging to
religious institutions and the gratification that users obtained from using the pages. The study found that
members are motivated to use their church Facebook pages for information and entertainment, or to find
inclusion in the community. The findings also indicate a slightly higher level of gratification with their religious
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experience among members who used their church’s Facebook pages, as opposed to those who did not.
Although Keppler (2014) pointed out some characteristics of users of church Facebook pages, more studies are
needed to determine the amount of participation of users on these pages and their preferred contents. Knowing
more about the users and their preferences will help in reshaping the Facebook pages of faith communities.

I1. METHOD
A survey that utilized both closed and open-ended questions was administered to members of Catholic churches
in the Dallas, Texas, area in the United States who use Facebook.

Participants

Two hundred ten Facebook users participated in the study, but a total of 178 participants responded that
they belong to a church Facebook page and were used for analysis. Among them, 23.6% were males and 76.4%
females; 15.7% were ages 18-29, 41.6% were ages 30-49, 29.8% were ages 50-64, and 12.9% were 65 years or
older. The ethnicity of the participants was 75.3% Caucasian, 16.3% Hispanics/Latino, 3.4% Asians, 1.7%
Africans, 1.7% Native Americans, 0.6% African Americans and 1.1% others. For their general use of Facebook,
38.2% reported they use Facebook less than an hour a day, 42.1% use it between 1-2 hours a day, 15.7 said they
use Facebook 3-4 hours a day, while 4% reported they use Facebook over 5 hours a day.

Data Collection

A link to the questionnaire was posted on the church Facebook pages of several Catholic parishes. The
same link was also posted on the author’s private timeline on Facebook, and the privacy setting was adjusted to
share only with users from Dallas. The author has previously created custom and smart friends’ lists based on
Facebook users from the Dallas area. The post provided an explanation of the purpose of the study and
requested that users take the survey. One question of the survey asked: Are you a member of any Catholic
community in the Dallas area? Those who answered no were excluded from the study. The section of the
survey reported in this paper wanted to find out how members of faith communities who belong to their church
Facebook pages participate in the activities of the page, and their perception and recommendations on the type
of contents provided in these Facebook pages. Therefore, it concentrated on users who either follow or like a
church Facebook page in order to draw from their experience of these pages. To determine such users, a
question in the survey asked: Do you belong to a church Facebook page? Two options were provided: yes or no.
This question was meant to screen for the participants who are users of church Facebook pages. Those who
answered no were excluded from the analysis.

In addition to demographic questions of age, gender, ethnicity and religious affiliation, two questions
asked about participation on church Facebook pages. These questions asked participants on a Likert scale
ranging from 1 (Never) to 5 (Always) to rate the statements: | read the posts on my church Facebook page; |
have commented or liked a post on my church Facebook page. Another question wanted to know the satisfaction
level of participants with their church Facebook page. Using a Likert scale ranging from 1 (Very dissatisfied) to
5 (Very satisfied), they were to rate their level of satisfaction with the question: Overall, how satisfied are you
with your church Facebook page? To determine how active participants are in their general use of Facebook, a
question was asked: Approximately, how much time do you spend using Facebook a day? The following options
were provided: less than an hour, 1-2 hours, 3-4 hours, 5-6 hours and more than 6 hours.

Two open-ended questions were asked in order to find out the expectations of users on the type of
contents they would like to see on their church Facebook pages and how the pages can be improved. The two
open-ended questions were: 1) What do you like the most about your church Facebook page? 2) What
improvement do you want to see on your church’s Facebook page?

Data Analysis

The closed-ended questions were analyzed using simple descriptive statistics such as frequency counts.
The responses to the open-ended questions were imported into NVivo qualitative data analysis software and the
data were analyzed and placed into categories by the researcher. Descriptive coding was used for the analysis. In
descriptive coding, themes from participants’ responses are identified and created as categories from the
meaning given to these statements (Saldafia, 2013). Using descriptive coding, five categories—informing,
educating, entertaining, spiritual and connecting—were developed after a thorough examination of the data. A
coding scheme was developed based on the description of these five themes. Responses of the participants were
placed under a particular category that fits certain criteria as described in the scheme (see Table 1).

In the process of analyzing the data, another separate category was developed. This new category was
found to differ from the five categories that explain the content preference of participants. This category was
developed from responses of participants that did not fall into the initial five categories. These responses suggest
a need for effective church Facebook page management. This latter category was named page management.
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Table 1 Presents the coding scheme used to determine the responses that go into various categories. After all the
responses were placed under a category, similar responses within each category were merged together to form
summaries of participants’ expectations on church Facebook pages.

Table 1. Coding Scheme and Inter-Coder Reliability

Category Coding Scheme Kappa Percent
coefficient agreement (%)
Informing Responses that express the need for information, updates | 0.81 90.8
and news of events and happenings in the local
community
Educating Responses that express the need for teachings and 0.81 90.8
positions of the church
Spiritual Responses that express the need for prayers and interest 0.80 91.1
in spiritual messages
Entertaining | Responses expressing the need for visual representation 0.48 72.2
of events
Connecting Responses that express the need for building relationship | 0.91 95.6
and community through interactions among members and
groups
Page Responses that mention expectations of the duties of the 0.79 90.6
Management | page administrator and the need for relevant and frequent
updates

After the researcher had coded the different participants’ responses into the created categories, a second
coder who has experience with coding was contacted to conduct an independent coding of the responses. This
was to ensure inter-rater reliability. The second coder was given all the responses from the two open-ended
questions. The responses comprise mostly brief statements or sentences. The responses to the two questions
were merged together because both questions were meant to collect data to explain a similar concept - the type
of contents users expect or prefer to see on church Facebook pages. The scheme used as criteria for the coding
of the data into the categories as given on Table 1 was also explained and presented to the second coder. His
task was to determine what responses go into the six categories developed by the researcher, following the
criteria in Table 1.

The coding of the second coder was entered into the NVivo software as a second user. Percent
agreement and Kappa coefficient were used to assess inter-rater reliability using NVivo software. Kappa
coefficient was expected to be .70 or higher because it is known to be conservative. Otherwise, a liberal percent
agreement index of .90 or higher was expected. According to Cohen, kappa value 0.01-0.20 is considered as
none to slight agreement, 0.21-0.40 is fair, 0.41-0.60 is moderate, 0.61-0.80 is substantial and 0.81-1.00 is
considered as almost perfect agreement (McHugh, 2012). The kappa values found here were all acceptable
based on Cohen’s recommended level of agreement. The inter-rater reliability result for the six categories are
given in Table 1.

V. RESULTS
This study examined two research questions: (a) How do members of faith communities participate on
church Facebook pages, (b) What type of content do members of faith communities expect on a church
Facebook pages? The findings are presented below.

How Members of Faith Communities Participate on Facebook pages
Reading Post on Church Facebook Page

The first part of the study intends to find out how users who are members of faith communities
participate on their church Facebook pages. Participants were asked to rate the frequency with which they read
the posts made on their church Facebook pages. The results of the frequency analysis show that a combined total
of 26.9% reported that they either rarely or sometimes read the posts on their church Facebook page, 37.1% said
they often read the posts, and 36% reported that they always read the posts on their Facebook page (mean =
4.02,SD =0.91, N = 178).

Commenting or Liking Post on Church Facebook Page
Another question requested that participants rate how frequently they comment or like a post on their
church Facebook pages. From frequency analysis, 6.7% reported that they have never commented or liked a post
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on their church Facebook pages; a combined total of 51.11% said they either rarely or sometimes comment or
like a post on their Facebook page; 28.7% said they often do, and 13.5% reported that they always comment or
like a post on their church Facebook page. (mean = 3.25, SD = 1.10, N =178).

Satisfaction with Church Facebook Page

Participants were asked to describe how satisfied they are with their church Facebook pages. Frequency
analysis revealed that 23% are very satisfied with their church Facebook pages, 44.4% reported they were
satisfied, while 25.8% were neutral. Only a combined total of 6.1% reported that they were either dissatisfied or
very dissatisfied with their church Facebook pages (mean = 3.82, SD = .91, N = 178).

Types of Content Users Expect on Church Facebook Pages

Participants were asked in two open-ended questions to write what they like the most about their
church Facebook pages and the improvements they would like to see on these pages. This was to determine the
type of contents that are most important and useful to the users of church Facebook pages. The different points
the participants provided were analyzed and placed under five themes created as categories: informing,
educating, entertaining, spiritual and connecting. The five categories show that the users of church Facebook
pages expect contents that are informing, educating, spiritual, entertaining and connecting. The distribution of
participants’ responses on the type of contents they expect to see on church Facebook pages based on the
categories developed is given in Figure 1.

Connecting
21%

Informing
Entertaining 40%

8%

Spiritual

17% Educating

14%

Figure 1. A distribution of user expectations of content-type for faith community Facebook pages

Another category that did not fall into the class of content-type was created as the data were examined. This
category was named page management. The five categories on the content-type and the separate category on
page management are discussed below.

Informing Content

Participants expressed the need for contents that are informative on their church Facebook pages. For
some users, the Facebook page is where they go to find updated information about events and activities going on
in their parish community. Many participants suggested that the page should be constantly updated with
information on events, the parish schedule of activities, mass times and information about the ministries and
organizations in the parish. According to one participant:
[I] would like to see more posts about ... other organizations in the church (outreach). Asa new mom,
I am not sure what groups may be available to me at this new stage of life.
There are participants who think the Facebook page is a more convenient place to find information than the
weekly bulletin because some access Facebook several times a day. A participant stated that the church
Facebook page is a “convenient form of information and I am more likely to go to events” that are listed there.
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Educating Content

Participants expressed a desire for more contents that are educational on their church Facebook pages.
Areas most important to them are teachings on church issues and the faith. The types of educational contents
they want include posting of links to blog posts where the clergy and other experts explain and discuss
important religious topics. They are interested in articles, documents and relevant materials related to the
positions and teachings of the church on very important issues such as the sacraments, and moral and social
issues. There was a strong emphasis on teachings about family life. One participant expressed that the church
Facebook page should provide: informative basic education for novice or possible new members, as well as
bible studies and opportunities for online chats.

Entertaining Content

Participants also expressed the need for contents that are entertaining on their church Facebook pages.
The responses in this category were mostly centered around providing photos and videos of events and activities
that take place in the local church community. Expressing how photos and videos are important to some users,
one participant referred to a priest in a parish who shares photos on Facebook, thus: “I like that when he travels,
he shares his experiences with us.” Participants showed interest in having a visual representation of the
community’s activities on their pages to keep them entertained, and to also share in the beauty of their
community.

Spiritual Content

The responses of the participants in this category indicate that they like seeing spiritual contents on
their church Facebook pages and would want to see more of such contents. The types of spiritual contents
include inspirational messages, daily reflection on the life of the saints, and the need for prayer boards on
Facebook pages. This need was expressed by one participant thus: “I would love to see a prayer board so I can
pray for other's concerns in the community.” The participants also emphasized the need to provide scripture and
short sermons in which all the priests in the parish are featured in order to have some variety of
reflections/sermons from the priests.

Connecting Content

Some of the participants elaborated on how they feel about using church Facebook pages and their
concerns with their church Facebook pages. Many expressed the need for increased connection. These
participants indicated that the Facebook page connects them with their community and members in different
ways. The desire for more connection shows that some users derive benefits from participating on their church
Facebook pages. One participant wrote that she is “unable to drive due to illness and [Facebook] helps me be
part of my church.” Another participant explained the connecting benefits of the church Facebook page:

It’s a way for me to stay connected. My life is very hectic with full time job and responsibilities for
elderly mother. I can’t be involved as I would like due to lack of any free time. The FB [Facebook] page helps.
Some participants called for improvement on this aspect. They expressed concerns with how members of the
church, especially the Catholic church (who constitute the sample in this study), use their Facebook pages and
with their lack of active participation. A participant lamented that the Catholic audience is so apathetic about its
participation on church Facebook pages:

I think I’m the only person in our large parish who comments or reads or participates through our FB
[Facebook] page. I'm an adult convert from evangelical background. I find Catholics to be introverted in
ministries, outreach, etc., which may explain why they are averse. This is the same with other [Catholic]
churches and the diocesan pages.

They suggest the need for more interaction and participation of members on the page, the ability to ask
questions and receive answers, and the need to establish connection with young adults of the community.

A theme that was developed from the data but did not fall into the five categories presented above, due to its
focus on the management of the page, is discussed below.

Page Management

An important finding that concerns managing the Facebook page surfaced. Users stressed the need for
frequent updates, and commented on how managers of the church social media communication should give
attention to learning how to effectively use the platform. The following summarized participants’ responses on
how administrators could manage the church Facebook page to enhance user experience.
Frequent updating and posting of variety of contents should be a priority.
e Information should be current and relevant.
e  Page administrators should be active in responding to comments or questions.
e The Facebook page should be advertised and promoted.
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e The page should always appear on the newsfeed.

The findings also indicate that some church social media managers may not be familiar with how to use
the tools of the new technology. One participant, who also reported being the coordinator of parish
communication for one of the Catholic parishes, expressed frustration with how the Facebook page as a
communication tool is handled as an afterthought by some of the Catholic parishes. In the view of this
participant, the parish managers seem not to pay attention to the reality and importance of the new technology
communications tools available for the churches’ use in improving the communication process in an evolving
age of the social media. According to this participant, referring to the Facebook page:

I am the first to admit we probably don’t use it enough as a communication tool. I’m not even sure we
have the settings correct in order to be using it as effectively as we could. | currently take care of the Bulletin,
the website, the digital signage, Facebook page, and Constant Contact campaigns, and [IJwork with ministries
on developing graphics and publicity campaigns for their events. | try my best but often feel like a Jack-of-all-
trades but a master of none. In reaching out to my contemporaries | find that is one of the biggest flaws in
parish communications — one person wears so many hats that it is hard to create a really quality product, and the
parishes do not want to invest the money in hiring someone who really knows what they are doing. In my case |
was willing to serve, and had some working knowledge of desktop publishing and basic graphic design, so
gradually all the pieces became my domain. Don’t get me wrong, I love what I do, just sometimes I feel like I'm
working in the dark...I know just enough to get the job done, but not enough to really get it done right. Most of
what I’ve learned over the years has been self-taught. But then the more I learn, the more | find | need to learn.
There is just so much information out there, that constantly changes, and | have so little time left over to explore
and learn. In talking to others involved in communications for their parishes | find they have the same
frustrations... I still have lots of questions on the best techniques to use on it.

This section presents the findings of the study showing the development of five themes that described
users’ expectation of content-type on church Facebook pages, and another theme describing participants’ views
on the management of the page. The following section discusses the findings.

V. DISCUSSION

This study seeks to describe the level of users’ participation and engagement on Facebook pages of
faith communities and to determine their preferences on the type of contents they want to see shared on those
pages. The findings show that users are more likely to read the post on their church Facebook pages than to
comment on or like the post. Many participants reported reading posts frequently or often on their pages, but
only a few reported commenting often or always. While 37.1% reported to often and 36% to always read the
post on their Facebook pages, only 28.7% said they often and 13.5% said they always commented on or liked a
post on their church Facebook page. This indicates less user interaction with the contents of their Facebook
pages. Users tend to read the information and messages on their pages when they appear on their newsfeed, but
the sense of community interaction, in which users participate by commenting on posts, is lacking. The result is
not surprising, considering that the comment boxes of many church Facebook pages are mostly empty. There is
a low level of participation and engagement by members in the conversation on the Facebook pages.

When users rarely interact with their Facebook pages by making comments on the posts shared on
those pages, Facebook becomes a one-way broadcast communication model; this is a characteristic of the older
or traditional media. Social media, on the other hand, is expected to be more interactive, taking the form of a
one-to-one, one-to-many and many-to-many model of communication. The lack of active interaction shown in
this study could be the result of redundant posts that do not draw the interest of users. When the postings
become redundant, users do not find them engaging and may stop following. Knowing the type of contents that
will keep users interested and engaged is very important in turning Facebook into an extension of the real-life
brick-and-mortar church community.

The findings from the open-ended section of this study show how beneficial the Facebook page can be
for some members of the church. Many participants expressed the benefits of the Facebook pages for them.
Although some users derive gratification from the use of their church Facebook pages, many call for
improvement. The findings reveal the preferences of users on the type of contents provided on these pages.
Several comments were given by participants on what they like about their Facebook pages, and
recommendations were made concerning the improvements that need to be made. The findings show five types
of contents that are relevant to users of faith community Facebook pages. According to these users, the contents
of these pages should be informing, educating, entertaining, spiritual and connecting. These five themes make
up what is described in this study as a taxonomy of content-type for faith community Facebook pages (see Table
2).
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The Need for Informing Content

The need for contents that are informing appears to be the dominant need for this group of users.
Among the recommendations for improvement are issues that involve frequent updates and the types of
information provided. Contents of the posts shared on faith community Facebook pages are very important to
the users. Some users conveyed that the Facebook page is a convenient method of getting information about
church events, and that they are more likely to go to such events when they see them posted on their page.
Therefore, these contents should be relevant to the local community and related to their growth in faith. The
Facebook page should provide frequently updated information about the activities, schedules and events of the
local community. Church members want to know more about the organizations and ministries in their churches.
Some participants believe that the Facebook page would be a good platform to showcase briefings about the
ministries and organizations. The Facebook pages could showcase brief video messages from each ministry or
organization in the community explaining what they do and how members can participate.

Table 2. A Simple Taxonomy of the Type of Content Expected on Faith Community Facebook Pages as
Identified by Users

Informing Content

Provide updates about ongoing church events/mass times/deaths/funerals, etc.

Provide information about the various church ministries/organizations/groups and links to the various
ministries from the church web page

Promote events of the local community

Provide links to other church news sites, such as the diocesan or VVatican news

Post parish reminders

Provide reliable and up-to-date information about the community

Educating Content

Post relevant topics related to the positions and teachings of the Church on important issues of faith and
religion

Initiate and facilitate thoughtful discussion on important issues about the Church and society

Provide links to posts by the Pope, the bishop and the clergy of the parish, and links to other religious
blogs with relevant topics related to the faith

Provide more articles for young people on the faith and sacraments

Provide teachings on family life and posts for parents about faith formation

Entertaining Content

Provide frequent and timely updates with photos and videos of church events and sharing of personal
happenings

Spiritual Content

Post topics on spiritual growth/daily spiritual and bible quotes

Provide inspirational messages and daily reflections on the lives of the saints, inspiring stories and
resources for improving spiritual life

Provide scripture and short sermons, and feature all the clergy of the faith community and post their
messages and reflections/sermons to have some variety

Establish a prayer board so members of the faith community can request prayers and pray for the needs
and concerns of others in the community

Connecting Content

Enhance more connections and interaction among members and the community

Encourage more interaction of clergy and people

The page should establish a connection with the young adult ministry

Connect the different segments of the church community- the school, staff, parishioners and clergy
Enhance the ability to ask questions and receive answers

The Need for Connecting Content

The need for connection is second to the need for information. Users want their community Facebook
page to be a forum that connects them to the community and to one another. Therefore, they suggest the posting
of contents that enhance connection and draw members to participate. According to these users, their faith
community Facebook page makes them feel more connected to the church. They expressed the need for the
church Facebook pages to be more interactive, not just a one-way communication. Many users of church
Facebook pages in this study are asking for more connections with members. They want content providers in
these pages to encourage members’ participation by providing thought-provoking and engaging discussions.
One participant emphatically wrote:
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Make it more interactive or reflective, challenge people’s views, take them out of their comfort zones.

The desire for connection prompts the suggestion that faith community Facebook pages need to be
more inviting to all demographics. In the view of some participants, not much attention is given to young people
on these pages. Therefore, it is essential for churches and religious communities to create separate Facebook
pages targeting the younger audience if the presence of older adults and the content they prefer makes younger
users uncomfortable or fails to hold their interest. Audience fragmentation is very important in the social media
in making messages relevant. The social media business model on audience fragmentation, based on the rules of
online marketing on social network sites suggested by Savulescu and Mihalcea (2013), can be equally applied to
the Facebook pages of faith communities. This model is achieved by “targeting specific consumers (based on
demographic and behavioral profiles that SNSs provide), adapting the message to them and making it
consistent” (p. 49). Managers of social media communications in religious organizations must not ignore this
need to reach out to the younger audience.

The Need for Spiritual Content

Another important preference for these users is the need for contents that are spiritual. The need for
spiritual contents on faith community Facebook pages sets it apart from other non-profit Facebook pages. Users
want to enrich their spirituality through this social media means of communication. They need their Facebook
pages to provide them with inspirational messages and reflections on the scriptures and the lives of the saints.
They want the forum to be not only for social purposes, but also for growth in their faith and spiritual journey.
These participants express the unique aspects of such pages when they suggest the need for a prayer board
where community members can request prayers from others and share their spiritual moments with the
community. This type of desire on social media leads to a call for developing a local parish spirituality where
members of a church community can participate in growing the spirituality of other members whom they may
not have known or met in real-life church.

The Need for Educating Content

The findings also show the need for contents that are educational. The type of education that
participants in this study referred to here is mostly education on their faith, the Church and religion. Users want
their church community to provide them with the Church’s position on pressing issues in the society and in their
lives. They see their faith community Facebook page as a place to gain information and to learn about the
Church, the faith, and the community. The page should contain links to blogs and pages of their clergy and
religious leaders. There should be more frequent posting of relevant topics about the positions and the teachings
of the Church, especially on controversial moral or social issues. Users of these pages want to see an increased
presence of their parish clergy on their Facebook pages to explain issues and feed them with answers on
questions about the faith. They want to see more posts from their clergy. These users appreciate reading posts
from the clergy and seeing the clergy communicating with their members. They want to be able to ask questions
and receive answers through their Facebook pages because they are accessible and provide anywhere, anytime
interaction with their community. The Facebook page of faith communities should be a medium for teaching,
educating, communicating, interacting and learning about the faith.

The Need for Entertaining Content

The results of this study also show the need for contents that are entertaining, although this category
was less stressed than the previously discussed categories. However, it underscores the need of this audience to
also find fun in their community. The users expressed the need for photos and videos of events held in their
local community to be posted on their church Facebook page. Some participants believe the Facebook page
keeps them more informed with photos and parish events than the weekly bulletin. These users expect to see
more photos of parish events. Some participants commented that they feel uplifted and enjoy the fact that when
their priest travels he shares his experiences of his trip with them in photos through the Facebook page. These
are important features that need to be taking into consideration in designing a faith community Facebook page
that meets the needs of this particular audience.

VI. IMPLICATIONS AND CONCLUSION

The findings of this study show that the contents of social networks of faith communities based on user
needs may differ somewhat from the type of contents desired by users on other non-religious sites. For instance,
the simple social media taxonomy developed in this study differs in composition and focus from the social
media taxonomy for business-related social networks developed by Gordon (2013). Gordon presented six
content types in his taxonomy: to inform, to educate, to entertain, to communicate, to collaborate and to transact.
Some of the categories found in this study are similar to those in Gordon’s taxonomy. However, the desire for
spiritual contents and the focus of the categories found in this study set the social media of faith communities
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apart from other settings. This is evident in the findings that show the type of contents needed to inform and to
educate on church Facebook pages to be related to the users’ desire to learn about the teachings of their faith and
to connect with the activities of their local faith community. This also indicates that, although a large amount of
research already exists concerning the use of social media for both profit and non-profit organizations, the
content needs of users may not be generalized across all contexts. Therefore, this study argues that the social
media of faith communities is unique, different from other settings in content-type, and needs to be studied
within its context of use. Unfortunately, not many studies exist on the use of social media by faith communities.
This makes the findings of this study very important. It lends support to Kwok and Yu (2015), who proposed
careful planning and research for non-profits in various contexts in order to develop social networking
relationships with their particular users.

This study can be considered a need analysis that could drive the design of an effective Facebook page
with contents that meet the user needs of members of faith communities. The findings of this study have several
implications for directors of church communications, social media managers, youth directors and pastors of
churches. The study provides data that may help improve communication processes in religious organizations
using online social network pages such as Facebook for new media evangelization. Examining the
recommendations of users of church Facebook pages shows that there is a need to develop ways to make the
user experience more interactive in order to build a sense of community among members who use the page.

Managers of social media networks in faith communities need to pay attention to the issues and
suggestions raised in this study. There are some users who mentioned that the page does not always appear on
their newsfeed. It is possible that they may not be aware of the settings that allow them to set their Facebook
page so that it always appears on their newsfeed when a new post is made. It is the responsibility of the page
managers to help users be aware of such useful settings. Unfortunately, the findings of this study indicate that
some directors and managers of communications in religious communities may not be very familiar with using
the features of the social media, and may have some challenges in using the tools of the evolving new
technologies. This calls for active engagement. Therefore, to respond to these challenges, religious organizations
need to establish a parish communication directors’ network that meets periodically across their dioceses or
organizations. In these meetings, technical aspects may be introduced to the members in order to provide them
with more tools that will help them to be familiar with the best practices in social media communications. This
will also provide an opportunity for networking that will enhance learning through peers.

The findings of this study also show the need for religious organizations to invest time and resources in
taking advantage of the many benefits that the social media bring to the changing methods of communication in
a world saturated by the influence of technology. Therefore, churches and other religious organizations should
consider employing full-time directors of communications with expertise in the use of new media technology to
meet the challenges of modern communications for effective new media evangelization. The study also shows
the need for the clergy to actively participate in building this online community.

Although the study has some limitations because it was based on self-report data, it nevertheless
contributes to the literature of user studies in the social networks domain. It draws attention to the uniqueness of
members of faith communities in their use of the social media for religious purposes. The study creates an
understanding of religious Facebook page users in order to develop a faith community social media platform.
Future study may observe actual activities of participants on a social media platform and compare the findings
with the present study.
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