
Tell Show Be: How to …  
create a social media campaign

Exploring Devotion

Tell Show Be (www.tellshowbe.com) was created by KORE. The script and concept were designed by Joanne 
Cox, Pete Philips (secretary of the Faith and Order Committee), and Mark Stennett (a Methodist presbyter 
in Lincoln). Language translations were provided by members of the Methodist Church’s Connexional Team.

In September 2011, the Methodist Church released Tell 
Show Be – a viral animation offering an apologetic on 
the theme of Evangelism.

This guide offers some questions and observations 
learnt from this process. It tells the story of the 
development of the project, and teases out some key 
learning from the whole experience. Tell Show Be is not 
a perfect example, and so offers the opportunity for 
exploration and investigation. Thanks are expressed to 
all the people who have been part of the story of Tell 
Show Be, and who have invested time, expertise, money 
and critique into the project. 

This guide is intended to be used to inspire you to 
create your own campaign – either through using social 
or other media, within your local church or circuit. The 
questions that Tell Show Be has raised are not limited 
to social media or animation commissions. 

These are conclusions designed to help you be creative 
and to communicate well and effectively – and even to 
help us all learn from a small discreet project such as 
Tell Show Be.

Ultimately, this guide is designed to help you “Tell 
Somebody, Show Somebody, Be Somebody” wherever 
you are.

Know what you want to say

Tell Show Be started out as a conversation about what 
evangelism is – and how for many people the ‘e’ word 
is something to be avoided. Let’s be honest, there are 
often good reasons for this (the caricature of the hellfire 
poster carrying-street evangelist is one with which we 
are all too familiar). We wanted to create something 
that would make people think, and recognise that 
evangelism was not a ‘dirty word’, but was something 
tangible and practical – and was probably what many 
Christians were doing faithfully throughout their lives.

Know your audience

One member of the creative team had worked in a 
locality where there was a high illiteracy rate amongst 
both children and adults. We wanted to have a 
presentation style that would not exclude people on the 
basis of their education. We therefore decided that an 
animation, rather than a printed resource, would be a 
good way to communicate our message.

We live in a global context

In terms of creating a social media viral, we were aware 
that we were not primarily making things for the UK 
market alone. Rather, the concepts and image used in 
the product needed to be translated across the world. 
We live in a global culture, deeply connected with 
people and countries across the globe. The product we 
wanted to create, and the mechanism by which we are 
communicating (ie the internet), required us to think in 
global concepts and imagery, not just from a UK setting. 
In saying this, we also recognised that for many people 
in the UK, English may not be their first language.

Know your limitations, and know the expertise of 
other people

The Methodist Church’s priorities’ encourage work 
in partnership wherever possible. Tell Show Be is no 
exception. We worked with a consultancy firm, Ahead 
in the Clouds – a company who have produced the 
websites www.40Acts.org.uk with Stewardship, and 
www.wear-it-out.co.uk – as well as being the creative 
partnership behind the KORE products – www.kore.
uk.com. The consultancy pulled together the expertise 
of the Methodist Church, alongside a collective of 
freelancers who worked together to create the finished 
product.

Know what is possible

Know your budget and stick to it.

Know what expertise (and favours) you can call in. For 
Tell Show Be, all the translations both for the script and 
the audio recording were done by people in or attached 



to the Methodist Church’s Connexional Team. It is hard 
(and expensive) to plan a Mandarin translation if you do 
not know anyone who speaks Mandarin!

Aim high! With more people involved in a process, then 
the more ideas can be generated. But make sure that at 
some point, the ideas stop and the production starts – 
otherwise you will have a million good ideas and a group 
of frustrated people who see no outcome for their work. 

It’s all about who you know

There were two key areas of the development of Tell 
Show Be that required a great deal from networks 
and relationships. The first is that we called in a large 
number of favours with people in order to collate the 
audio translations of the script. The second is that once 
we had a completed product, we needed to post the 
animation onto as many people’s social media sites as 
possible – and encourage them to post them on.

We were not particularly targeted or strategic in the 
number of people we shared the animation with – 
although there were key people who picked up on it 
quickly, and thus increased our reach.

Don’t be afraid to talk about what you have done, 
and let people know about it

Tell Show Be won the award for the Best Use of New 
Media in Evangelism at the Christians in New Media 
Awards 2011.

Let people know what you have produced, enter it for 
relevant media awards, and celebrate your success too!

Good endorsement of a product also extends the shelf 
life of the product, and enables more people to engage 
with it. 

One team member also got blocked from Facebook for a 
while, under the accusation of ‘spamming’ people. Was 
it worth 48 hours of Facebook silence? Probably!

Track and evaluate

By January 2012, over 11,000 unique computers have 
accessed one of the animations online. Because of the 
download feature, there is no way to count how many 
people have seen it in total.

It is also impossible to know what reach the animation 
has in the Mandarin version, because of the controls 
put on Internet access in China.
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Conversely, one Irish Methodist presbyter first saw 
Tell Show Be at a conference, in which the Portuguese 
version was shown by a group of Brazilian missionaries. 
They had no idea that the original animation was of 
British origin!

Not every part of a campaign will connect

The interactive part of the website was not widely used. 
One reason was that it was not clear how this part of 
the site actually worked. Another was that participants 
might not want to input personal details into a website. 
It might be worth thinking about why you did not use 
this part of the site too. This demonstrates that there 
are successes and failures even in a good product!

The start of this article offered a challenge – what is it 
to “Tell Somebody. Show Somebody. Be Somebody”. 
The animation is not an end in itself. It is a good start, 
but it is not the end point. There is more work to be 
done to develop the message, and to equip and enable 
people to engage well with the animation and to deepen 
their discipleship in ways that help them to Tell Show Be.

In social media terms, this is about:

 Tell – effectively engaging with people on line 
and off

 Show – engaging in social transformation (The 
London cleanup after the riots was an entirely 
social media led-response to the riots in 
summer 2011.)

 Be – online and off, being people of authenticity 
and integrity who are able to tell their story of 
faith and struggles with honesty and confidence.

Questions for discussion

 If you were going to start a campaign, what 
would be your key message?

 Which of these lessons is the most helpful to 
you today?

 Think of the audience that you would like to 
engage with. What communication vehicles 
might you be able to utilise?

 What examples of good practice can you think 
of? How would you tell someone about them? 
How could you enable those stories to appear 
here on these web pages?

 In what other situations do you think that these 
lessons might be useful?

 What lessons have you learnt, that you would 
add to this list?


