A Preliminary Overview of
Social Media and Digital Platforms for Evangelization of Catholic Social Teaching
Pope Saint John Paul II created CAPP to “promote and defend the knowledge and practice of the
Church’s social doctrine”, noting that we are, in fact, “A singular response to the invitation I offered in
the Encyclical which inspired this group.”(Message to the Members of the “Centesimus Annus Pro
Pontifice Foundation”, 5 July 2003)
He further said: “The Church’s social teaching is itself a valid instrument of evangelization.” (Centesimus
Annus, 54)
To do this successfully we must, as St. Paul understood, speak in language understandable to the
peoples being addressed. (“[So] as to win over as many as possible…. I have become all things to all, to
save at least some.” (1 Corinthians 9:19, 22) Today, that is the language of the digital world:
“[N]ew technologies are not only changing the way we communicate, but communication itself, so much
so that it could be said that we are living through a period of vast cultural transformation…a new way of
learning and thinking, with unprecedented opportunities for establishing relationships and building
fellowship.” (Pope Benedict XVI, 45th World Communications Day)
He went on to stress that:
•

“God’s loving care for all people in Christ must be expressed in the digital world”

•

“[T]here exists a Christian way of being present in the digital world” and “we must be aware that
the truth which we long to share does not derive its worth from its “popularity” or from the
amount of attention it receives. We must make it known in its integrity, instead of seeking to
make it acceptable or diluting it. It must become daily nourishment and not a fleeting
attraction”.

•

“Even when it is proclaimed in the virtual space of the web, the Gospel demands to be
incarnated in the real world and linked to the real faces of our brothers and sisters, those with
whom we share our daily lives.”

Fr. McShane, President of Fordham University, in his opening remarks to the Dublin Process meeting in
New York in March of 2018, also emphasized the need to communicate in the language of the students,
stressing that their primary mode of communication is now digital. Consequently, he told us, we need a
vibrant digital presence for our message to be heard.
The CAPP group in the USA has accepted these challenges and undertaken a project to evangelize the
Church’s social teachings in the digital sphere.
Key to accomplishing this is a two-part plan:
1. Developing an informative website where the beauty and transformative power of Catholic
social teaching (CST) can be accessed and understood, and;
2. A social media strategy (specifically on Facebook, Twitter, and LinkedIn) to attract interest
and direct users to the website - where in-depth material and resources are available on CST.

How We Went About This
Following a review of proposals from several companies we selected Yellow Line Digital, which has a
particular “Catholic” experience and expertise in digital communications and marketing, to partner with
us.
Our early development work was driven by several factors:
Overcoming Complexity – the website should present CST in simple and easy-to understand
terms.
Compatibility – CST must provide answers to concerns that the individual finds relevant. The
website should show how CST effectively address problems and concerns affecting individuals
and society.
Relative advantage – CST needs to be seen as superior to other approaches. The website should
demonstrate why CST offers insights and solutions superior to other ‘philosophical’ approaches.
Observability – the benefits of applying CST must be observed by others: who else is using CST
and why.
Trial-ability – the degree to which CST can be tried on a limited basis. The website should show
how interested people can easily learn more about CST – easily and at low cost.

Following this analysis, we developed a new website (CAPP-USA 3.0, https://capp-usa.org), which
launched in July of 2019. Key was creating a flexible and dynamic architecture which allowed quick
updates. Layout, appearance, and navigation were also critical to ensure arrivals would not “bounce off”
from boredom or technical obstacles. Links to the encyclicals, the Fondazione website, and explanation
of the principles of Catholic Social Teaching were all essential elements.
But rather than being a “voice crying out in the wilderness” (Isaiah 40:3), we needed people to be aware
of the new website. We needed to target individuals and groups interested in current cultural, political,
and economic issues and demonstrate how CST has answers to their pressing concerns. We wanted to
target Catholic leaders in business, the professions, academia, the arts and, especially, young people,
our future leaders.
To accomplish this, our team developed a social media plan and detailed metrics on several parameters
to gauge the reach and efficacy of our efforts.
One approach is focusing on contemporary issues to provide an initial “spark” of interest; to discern the
relevance of CST to the concern. Among the issues that we have used (and that have generated the
strongest interest in terms of numbers) are:
Climate Change
Covid-19

Examples of the social media posts for these topics include:
Climate change:

----------------

Covid-19:

Some posts also reflect themes, often introduced by the question:
“What does Catholic Social Teaching have to say about ……?”
-Common good
-Private property
-Preferential option for the poor
And more….

Solidarity:

--------------

A comprehensive, detailed presentation of all the metrics and data would be too overwhelming to
include in this type of paper, but some highlights are summarized below in the data for the most recent
quarter on the left and for the year since inception on the right. Key points are that we are getting more
of a younger audience now, reflective of our desire to reach the future leaders of society. Additionally,
the time spent on the site by those who visit is quite good at over 4 minutes.

Additional data on the number of impressions from the social media posts, subsequent traffic to the
website from these posts, and the bounce rate are cited below, again the most recent quarter on the
left and the full year since inception on the right. Of note is the very low bounce rate compared to
industry metrics, indicating that visitors tend to stay on the site and explore it.

Perhaps one of the most compelling observations on the results of the social media/website project is
that in the one year since it was started; there has been greater interest, followers, and outreach than in
over the preceding 10 years combined.
Plans continue to develop to address other issues such as the pertinence of CST to elections, health care,
and more.
Videos, including animated infographics, are also planned as it is a format that has proven particularly
effective in engaging viewers.

-----------

The full social media experience can be had at:
LinkedIn (CAPP-USA)
Facebook (CAPP USA Centesimus Annus Pro Pontifice Foundation)
Twitter (@cappusa).

-------------

Below are:
•

A series of screenshots from the webpage on Climate Change, demonstrating what a
person clicking on the social media link would see (The graphics and page layout are much
better when viewed online at the website (https://capp-usa.org/climate-change/ )

•

An infographic on the Covid-19 issue (also better viewed at https://capp-usa.org/covid19/)

Infographic on COVID-19 Pandemic (https://capp-usa.org/covid19/):

