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As existing businesses and nonprofits age, many find they need new skill sets and tools to 

develop and engage an ever-changing, diverse community. Research has been done on the topic 

of community building, especially in online communities, but does not address how to make 

community building tactics easily available to small nonprofits or non-governmental 

organizations. This paper discusses the first iteration of a community building toolkit and an 

eHub created for St. Mary Church using design thinking and transmedia methods. A usability 

survey was conducted on the eHub, which provided ideas for future revisions. Ideas for the next 

iteration of the toolkit are also discussed. 
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Introduction 

As existing businesses and nonprofits age, many find they need new skill sets and tools to 

develop and engage an ever-changing, diverse community. While research has been done on the 

topic of community building, especially in different types of online communities (Bosch et al., 

2017; Cohn et al., 2016), there still remains a lingering question: How do we get community 

building tactics into the hands of the people who can create positive change? 

I became interested in the question of community building as I became more involved in 

my church community. As an adult convert to the Catholic faith, I completed the Rite of 

Christian Initiation of Adults. During this process, I learned about the tenets of the faith and the 

requirements for practices after being accepted into the church as a newly baptized Catholic. I 

then sought new practices and support for my faith and became involved in the parish 

community. After joining the parish council, a fellow member mentioned that many people today 

do not identify with their Catholic faith. Though they may attend regular mass, they do not live 

their faith or actively participate in the parish community. This observation piqued my interest 

and raised the question: How might a group build community identity and membership to sustain 

itself in an era of rapidly changing technology and increased demands on members’ time? 

I personally find my parish and faith community to be immensely helpful and supportive. 

While the transition to being Catholic happened fairly rapidly over approximately six months, 

the process of integrating into the Catholic community and absorbing cultural practices has taken 

longer. As I have participated in more activities within my parish community and the Catholic 

community at large, I have discovered how beneficial these communities are. According to 
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Cacioppo, Hawkley, and Thisted (2010), those who feel they are socially isolated are more likely 

to experience long-term depression. Further, Cruwys et al. (2014) found that:  

...social identification with a group predicted improvement in depression symptoms 

among disadvantaged members of the community who joined social groups (Study 1) and 

among outpatients at a psychiatric hospital who participated in group psychotherapy for 

depression or anxiety (Study 2). In both studies, improvement in depression symptoms 

over time was significantly predicted by social identification with the group, over and 

above initial depression severity, group type or frequency of attendance (p. 18). 

As many people experience depression across the world (James et al., 2018), organizations that 

build community identity have the opportunity to impact the wellbeing of their members. 

Problem Statement 

At the beginning of project development, I looked for an overlapping problem space 

between the parish and my workplace. It became clear that many organizations do not have a 

person trained in community building, whether from a lack of budget or the time to provide 

training. While there are many tools to engage with members, both on social media and via 

events, how do we get community building tactics into the hands of the people in an organization 

who can create positive change? Many organizations lack clarity on their audience and the 

knowledge to connect with them, drive engagement, and increase in-person interactions as part 

of building their community. With the dramatic increase in social media and technology, smaller 

organizations are lost in a sea of options, without a clear strategy or the necessary skill set to 

make the most of the available tools. As a result, nonprofits and businesses are not making the 

impact they desire, which can cause their community membership to dwindle and force them to 
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close their doors if they do not adapt. An example of this situation was discussed in a 2017 

Indianapolis Business Journal (IBJ) article on the Kiwanis Club, a service organization over 100 

years old (Schoettle, 2017). The IBJ reported that the Kiwanis saw a decline in membership from 

over a million to 353,000 adults and 350,000 youth. The organization realized they were not 

communicating clearly about their core identity and what they do, especially as communication 

technology changed. Kiwanis Chief Communications Officer Amy Wiser said, “We realized we 

failed to change the way we were messaging about ourselves with the changing times. We need 

to meet new and prospective members where our mission is.” (2017, p. 34A) To combat the 

issues the Kiwanis faced, the organization decided to create a new communication campaign 

around its core identity of helping kids. In order to begin addressing the problem, it was 

important to understand the core identity of the organization and craft a strategy that stayed true 

to that identity.  

The goal of the toolkit is to increase social identification and community building within 

organizations' audiences by combining design thinking strategies, research on social and digital 

media, and community building tactics. The genesis of the toolkit was inspired by the social 

media guide Montana State University Library developed to increase and focus their online 

community on Twitter and Facebook (Young & Rossmann, 2015). The staff at Montana State 

analyzed their existing social media audience and decided to change the audience they were 

attracting by developing a different tone and content for their channels. Once they decided what 

tone and content they needed for each channel, they created a social media guide their staff could 

reference when generating content. Having a clear strategy recorded for the staff created success 

at Montana State and is replicable across organizations.  
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Using strategies included in the toolkit, I developed the Socially Linked Information and 

Communication eHub (SLICe). The purpose of SLICe is two-fold: to collect disparate social and 

media channels into one electronic hub and to give managers the ability to see whether those 

channels and campaigns fulfill transmedia storytelling concepts. If managers find their 

organizations are not following transmedia techniques, SLICe gives them one, centralized 

location to analyze their current offerings and decide on the needed changes.  

Study Significance  

 With this interactive toolkit, organizations will have a framework to develop their own 

specific, customized community building plan. The toolkit will be actionable and scalable for 

organizations of all sizes, without requiring them to hire outside consultants or spend additional 

dollars on extensive training for their staff. In this age of information and technology overload, 

having an actionable tool to develop and engage the target community could mean success or 

failure for a nonprofit organization. 
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Literature Review 

While existing literature on building community has frequently focused on online 

communities, as mentioned above, other research explores using social and digital media to 

increase interaction, knowledge, or participation. While this research is helpful in dissecting 

what approaches have worked in specific situations, it does not address creating a community 

building framework replicable across organization types. In order to fill this gap, I developed this 

project by deploying goal-setting, design thinking, and transmedia storytelling frameworks. 

Yet, how can an organization know where they should begin? How can they tap into the 

needs of their community, their target audience? How might they be able to set goals and 

objectives that create the impact they desire? One way to answer these questions is to use design 

thinking to discover the needs, thoughts, interests, desires, and communication channels of the 

organization’s community. 
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Design Thinking to Engage Community & Solve Problems 

The Interaction Design Foundation defines design thinking as: 

…an iterative process in which we seek to understand the user, challenge assumptions, 

and redefine problems in an attempt to identify alternative strategies and solutions that 

might not be instantly apparent with our initial level of understanding. At the same time, 

Design Thinking provides a solution-based approach to solving problems. It is a way of 

thinking and working as well as a collection of hands-on methods (Dam & Teo, 2020, 

para. 3). 

Design thinking provides a framework of strategies to overcome a problem or issue an 

organization faces. While some people might be intimidated by the process of solving a complex 

problem or engaging with a different target audience, the steps in design thinking enable them to 

tackle these problems confidently.  

Design thinking is also an accessible strategy for an organization to connect with their 

community or target audience. In order to engage the Latina immigrant community in Nebraska, 

the Center for Reducing Health Disparities at the University of Nebraska Medical Center used 

design thinking strategies to develop a conference tailored to this population's healthcare needs 

(Ramos et al., 2016). Design thinking can also be helpful with community development, 

especially when dealing with difficult and complex topics, such as poverty, drug abuse, and 

inequalities (Moomaw, 2016). Using basic design thinking strategies, nonprofits can discover the 

needs, limitations, and wants of their end-users or target audience. Engaging with the target 

audience creates opportunities for solutions that are simpler and more effective than those the 

nonprofit might plan themselves.  



COMMUNITY BUILDING TOOLKIT IN A (DIGITAL) BOX 11 

According to the Stanford d.school (Hasso Plattner Institute of Design at Stanford, 2010), 

design thinking contains the following steps:  

● Empathize (with the target audience) 

● Define (what does the audience need/want, what problems exist for the users and 

the organization, what are the constraints involved) 

● Ideate (generate ideas that could solve the problem, even if they are wacky or do 

not seem realistic...these ideas may be the spark that creates the best solution) 

● Prototype (build some models and ideas to test out...rough sketches and paper 

models or mock-ups are fine) 

● Test (gather members of the target audience or other stakeholders and have them 

try the prototypes and give feedback) 

In this project, design thinking was used to develop the toolkit and the specific application of 

SLICe to St. Mary Church. Working through each step provided insight into the audience and 

what potential prototypes could help with the issue identified. After crafting the SLICe 

prototype, testing with members of the target audience generated good feedback and ideas for 

future improvements. 

Transmedia Storytelling Principles 

In addition to design thinking strategies, the toolkit also employs transmedia storytelling 

principles. According to Jenkins (2010b),  
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Transmedia storytelling represents a process where integral elements of a fiction get 

dispersed systematically across multiple delivery channels for the purpose of creating a 

unified and coordinated entertainment experience. Ideally, each medium makes its own 

unique contribution to the unfolding of the story (p. 2).  

The principles of transmedia storytelling include (Jenkins, 2009a, 2009b, 2010a): 

● Spreadability vs. Drillability: spreading content across various channels and media vs. 

providing content that can pull the consumer deeper into the particular item or story. 

● Continuity vs. Multiplicity: where details and aspects of the story are consistent vs. 

creating a different or “alternate” version of the story. 

● Immersion vs. Extractability: delving into the story and being surrounded by it vs. taking 

part of the story away and into one’s regular activities.  

● Worldbuilding: creating a world the story is part of, rather than simply the story itself; the 

world created can supply many different stories while staying united to it. 

● Seriality: dividing the overall story into parts that connect, yet are distributed in different 

ways and use different channels or media to deliver the parts.  

● Subjectivity: “diversity of perspective” (Jenkins, 2010a, fig. 1) or telling the story using 

different people or different views and methods from the original. 

● Performance: “The ability of transmedia extensions to lead to fan produced performances 

that can become part of the transmedia narrative itself.” (Jenkins, 2010a, fig. 1). 

While Jenkins originally adopted his seven principles to explain transmedia in the entertainment 

industry, these principles can be applied to real-world stories and the organizations that create 

these stories. For example, using the principle of worldbuilding, organizations can leverage the 
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toolkit to analyze their world and discover the stories they want to use to engage their audience 

across events, social media posts, print materials, and secondary content. For the development of 

the St. Mary Church SLICe, the principle of spreadability vs. drillability was used when deciding 

to collect the Facebook and YouTube social media feeds at the top of the page. Users could see 

when new content was posted and decide whether they wanted to drill deeper into that content or 

that channel and take the opportunity to spread it to others. SLICe also highlights the seriality of 

St. Mary Church’s world with the in-person events, such as the Mass schedule and forthcoming 

Fall Retreat, and the videos about the parish’s history and character.  

Similar Case Research 

Using Transmedia Methods of Information & Engagement 

Kruse, et al. (2013) discussed using print media, blogs, emails, videos, and social media 

to increase awareness around Walden University’s upcoming accreditation visit. The goals for 

this campaign included informing and engaging their target audience of students, faculty, and 

staff throughout the process. As a result of the campaign, “...82% of staff indicated that they 

received sufficient communication about the accreditation efforts...” (2013, p. 61). 

Wertalik (2017) noted that developing an improved sensibility of social media platforms, 

uses, and presence helped drive engagement, and thus enrollment, with the Pamplin College of 

Business’ target audience. She concludes that 
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The findings also played a key role in the development and beta testing of Pamplin’s 

social media dashboard, leading to more effective and productive social media behaviors 

by the college to engage and interact with its constituents. Since this testing and the 

launch of PRISM in 2011, the College of Business has been able to improve on the 

functionality of social media with immediate results and critical insights (p. 17).  

Increasing engagement with the target audience and improving behaviors within that community 

are important factors to driving identification and participation in a community, which is central 

to the toolkit’s goal. 

Communication (Digital or Online) to Drive Face-to-Face Interaction 

McCormack (2018) studied communication and trust in the mountain biking community. 

She states, “The interview and survey data reveal the many ways that mediated communication 

is interwoven with face-to-face interaction.” (p. 568) Using a combination of online, digital, and 

social media, the biking community developed its membership, created in-person events, and 

connected existing members. Deploying the available digital tools with a well-crafted strategy is 

key to moving identification and participation from an online interaction towards an in-person 

interaction. 

In order to increase engagement with its audience, Montana State University Library 

decided on the audience it wished to target (students) and developed a social media strategy to 

improve interaction with that audience. As a result of developing this audience-focused strategy, 

Montana State increased its student Twitter users by 366% (Young & Rossmann, 2015). Based 

on the results of Montana State, developing a concise and focused social media deployment 
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strategy has the opportunity to pay large dividends for increasing engagement with the desired 

audience.  

Using the design thinking strategies and transmedia storytelling principles detailed above, 

this creative project develops a framework to build community via communication for St. Mary 

Catholic Church in Muncie, Indiana. The next chapter details the methods and processes used to 

develop the toolkit and SLICe.  
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Project Design 

Subject Scope 

A digital toolkit provides an organization with the ability to develop a community 

building strategy based on its core identity, audience, and goals. As mentioned earlier, the toolkit 

was inspired by the Montana State University library’s social media guide. The social media 

guide crystalized the library’s plan to engage the audience they identified and the tone, content, 

and style of engagement within their chosen social media feeds (Young & Rossmann, 2015). 

Using a similar strategy for developing an overall community building framework and applying 

transmedia storytelling principles would help an organization build and execute their community 

building strategy.  

The community building toolkit is applicable to any organization but is especially directed 

toward nonprofits or non-governmental organizations (NGOs). 

Currently, the world sees greater rates of depression and social isolation (Cruwys et al., 

2014; James et al., 2018), as well as the decline of social and community clubs and groups at the 

local level (Schoettle, 2017). Having strong social networks and community participation is 

beneficial to people’s health and well-being (Cruwys et al., 2014). Having an established 

connection and strong identification with a community can be beneficial to people during hard 

situations, similar to the COVID-19 pandemic during the spring of 2020. Likewise, having a 

strong base of engaged people in an organization will help it be successful, reach its goals, and 

achieve its mission.  
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The digital toolkit and SLICe were created to address the community building needs of 

organizations so they can achieve their mission. These tools were developed using the following 

processes: 

● Research on design thinking, transmedia storytelling, community building tactics, and 

similar use cases 

● Interviewing target audience members and conducting a SWOT analysis 

● Co-creation prototyping sessions 

● High-fidelity prototype development 

● Results testing 

Adaptation by an organization of the SLICe tool and the toolkit requires answering 12 

questions. These questions were inspired by the following business and personal organization 

management methods, as well as design thinking strategies: Paprocki (2016) focuses on 

revitalizing and refocusing parishes to become more vibrant and connect with their current and 

future parishioners in relevant ways. He says, “Every parish should ask itself, ‘Who are we 

present to? Who most needs our presence?’” (p. 24) Hyatt and Harkavy (2018, 2019; 2016) focus 

on goal setting, task alignment with goals, and planning with the end in mind. Morgenstern 

(2000) asks critical questions about “What’s working?” (pp. 81, 82) and “What’s not working?” 

(pp. 81, 85). While her application of these questions is used in a personal organization context, 

the questions are also relevant for organizations and projects on a larger scale. Transmedia 

producer Jeff Gomez, of Starlight Runner Entertainment (personal communication, November 7, 

2019), spoke about staying true to a creator or organization’s identity or story. Business 

management consultant Bette Smith, of Destra Consulting (personal communication, February 
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10, 2020), encouraged questions on narrowing focus, as well as connecting with the audience’s 

participation in the organization and its mission. McKeown (2014) and McChesney et al. (2016) 

discuss and provide tangible actions to eliminate or mitigate unessential items preventing people 

and organizations from making significant progress. McChesney et al. also define an important 

term known as the “whirlwind” as, “the massive amount of energy that’s necessary just to keep 

your operation going on a day-to-day basis; and, ironically, it’s also the thing that makes it so 

hard to execute anything new.” (p. 35) Allen (2015), created the Getting Things Done 

methodology of productivity, which moves planning from the intangible to the tangible to 

generate success. All of these sources influenced the creation of the 12 questions the toolkit uses 

to move an organization closer to building community.  

1. Who is your audience? 

2. Who do you want your audience to be? 

3. What has been working in your organization’s efforts? 

4. What has not been working in your organization’s efforts? 

5. What activity or activities have been taking up the most of your time? 

6. If you could change one thing this year, what would it be? In 3-5 years? 

7. What is your core identity as an organization? 

8. Do your activities reflect this core identity? If not, why? 

9. What constraints do you face in engaging in activities that reflect your core 

identity? 

10. What overall constraints do you face as an organization? 
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11. Which constraints can you influence? Which constraints are you unable to 

influence? 

12. What daily, yearly, administrative, etc., activities or constraints make it hard to 

devote your time and resources to activities that reflect and promote your core 

identity?  

 Though a transmedia communication plan generated through SLICe defines multiple 

methods of reaching and engaging community stakeholders, these diverse channels are 

aggregated through an electronic hub or portal for social media, events, and information. I 

developed a prototype of this hub using the existing St. Mary Church social media feeds and 

channels as a proof of concept for this creative research project. The centralized information this 

eHub provides helps the target audience identify and participate in the community of the 

organization, and acts as a hub to connect one channel to another. This idea was inspired by 

multiple informational hubs designed to collect and disseminate diverse information related to 

the 2020 COVID-19 pandemic: the Delaware County Indiana Coronavirus Hub (Delaware 

County Indiana Coronavirus Hub, 2020), the Quarantined Catholic Hub by the St. Paul Center 

(The Quarantined Catholic Hub, 2020), the Indiana Health Department page (Datasets - the 

Indiana Data Hub, 2020), and the John Hopkins COVID-19 map (COVID-19 Map, 2020).  

This hub also provides the communication manager an opportunity to see the pieces of 

their organization’s campaign spread across the different channels and media the organization 

uses. The communication manager could more easily determine if they were using transmedia 

storytelling approaches or if they were simply replicating the same information across media and 

channels rather than effectively targeting divergent audiences. Diverging information across 
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different media and channels permits users to access information in ways that resonate and make 

sense as they move through their day. For example, a user might want to scan the highlights on a 

centralized social media feed in the morning but sit down to watch an entire YouTube video on 

their lunch break. Essentially, the hub would allow the communication manager and the target 

audience an opportunity to view the organization’s communication and information in one 

centralized place. By using the feeds and links on the hub, the target audience could then choose 

to drill deeper into the organization’s channels or share the information with others. Both actions 

would increase engagement, and thus identity, with the organization and build community. When 

an audience has multiple ways to engage with the parts of the storyworld of an organization and 

its activities, they can gain valuable context about those activities and humanize the story’s 

subject (Moloney, 2020, p. 4693). In Transmedia 202, Jenkins (2011) also notes that expanding 

the ways a person can interact with the storyworld “deepens audience engagement.” (para. 13) 

As the audience becomes intrigued by the content they consume, they may respond to calls to 

action and increase their involvement with the organization. To draw their audience in, 

organizations could add new channels, information, and events without having to spend as much 

time and effort to promote them separately once the hub was established as a centralized source 

of engagement with the organization. The hub would also provide the organization an 

opportunity to pivot more easily when circumstances, such as the COVID-19 pandemic, might 

force dramatic changes in the way it normally operates. 

While SLICe is the hub that brings together an organization’s social media feeds, event 

promotion, and other digitally available items, the toolkit guides what items an organization 

decides to include or develop. Using the toolkit, an organization begins to discover what matters 
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to its audience and how they can develop that audience’s connection and identification. For 

example, an organization might discover that its target audience prefers using Instagram. With 

this knowledge, the organization can identify what content would work best on that platform. For 

St. Mary Church, this content adaptation might look like a daily Instagram series with a picture 

of one stained glass window from the church and a description of the window’s meaning. 

Another organization might discover that its audience prefers early evening events that provide 

food and an opportunity for developing deep connections with other members. The framework of 

the toolkit promotes the development of solutions tailored to each organization’s audience and 

goals, rather than stock answers or templates. These tailored solutions can be developed because 

of the toolkit’s use of design thinking techniques and the 12 guiding questions.  

Before creating SLICe, I worked with four fellow parish council members to organize the 

Day of Recollection at St. Mary Church on June 8, 2019. During this event, between 20 to 30 

parishioners gathered together to discuss and record the parish’s strengths, weaknesses, 

opportunities, and threats (SWOT) (Ghazinoory et al., 2011). The goal of this event was to 

discern areas for actionable improvements and learn the target audience’s needs and viewpoints. 

The attendees were divided into four groups to facilitate discussion. After the discussion, items 

for each category were written down by the attendees on paper taped to the large windows in the 

space. After items from the group discussions had been written down on the papers, each 

attendee used colored dots to indicate what they thought were the top items in each category. 

Going through this exercise gave everyone a better idea of what other people in the parish 

viewed as strengths, weaknesses, opportunities, and threats.  
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One attendee mentioned that St. Mary Church had a lot of opportunities and events that 

were valuable for the community, but struggled to communicate those opportunities to others. 

When the whole group gathered together to write down weaknesses, the list included similar 

comments around communication and community, listed below. 

● “Internal and External Communication” 

● “Community place to gather for coffee and donuts” 

● “Lack of programming on how to build our community” 

● “Programs for working people at different times” 

From this event, I could see that communication and community were a concern reflected by 

members in the parish. When the votes gathered through dot voting, in which participants 

marked a dot next to possible solutions each liked, were later counted by a member of the 

planning committee, 14 dots were next to “Internal and External Communication.” This tally 

gave it the highest ranking among the feedback on the weakness list. Developing a 

communication strategy focused on St. Mary Church would both inspire and provide a 

prototyping opportunity for the SLICe organizational communication framework. 

I looked at the social media feeds that had recently been developed to meet the need for 

St. Mary Church to connect with its community during the COVID-19 pandemic and lockdown, 

which prevented people from gathering to attend Mass and other in-person devotions and group 

meetings. Prior to the pandemic, St. Mary Church was not active on Facebook or YouTube, 

although the Facebook account they used had been created many years before. The parish used 

Facebook to livestream both daily and weekend Masses, as well as the popular devotion known 

as Stations of the Cross during the Lenten season. The pastor began using YouTube to record 
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weekly messages to the parishioners, which were also posted to the Facebook page. The website 

and a text messaging service called Flocknote were also used to promote the changes in 

technology and channels. The parish archives its church bulletins, which were typically handed 

out after Mass, using a service called DiscoverMass. The bulletins can be downloaded as PDFs 

from the website.  

In addition to the social media feeds and digital services mentioned above, the parish 

maintains a Google Calendar of events on the website. While the calendar provides an 

opportunity to see the events in the church and other buildings in a curated feed, it is important to 

think about each event as an extension of the parish’s overall plan, rather than disparate 

activities. Pulling these events together with the use of the eHub and toolkit connects them to the 

parish’s mission, and thus builds community and strengthens identification with the church.  

Once I created the first prototype of the eHub, I held a co-creation prototyping session 

with a few parishioners to review the viability of the design and give feedback on changes or 

updates. The attendees liked the eHub and thought it would be very useful. They specifically 

mentioned how parishioners who did not have their own Facebook account or YouTube account 

would be able to access St. Mary Church’s content more easily. During the session, the attendees 

made some suggestions. One suggestion included creating a headline area at the top of the eHub 

to highlight important announcements. Another suggestion was to make the calendar more 

visible and highlight the more imminent upcoming events. Another request was to highlight the 

beauty of the church and the faith using photography. When redesigning the next version of the 

eHub, I incorporated these items from the attendees’ feedback. I was also able to add the 

bulletin, via PDF, and a weather app to the next version of the eHub.  
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After creating the second version of the eHub, I developed a survey using questions that 

tested the usability of the eHub. These questions were based on the system usability scale 

questions by usabiliTEST (usabiliTEST, 2020). I received nine responses to my survey. The 

purpose of the survey was to gain initial feedback from a mixture of participants who were either 

St. Mary Church parishioners or who were outside the parish and had no familiarity with the 

current online resources. The initial responses highlighted areas for future improvements, as well 

as areas that were working well. This initial survey followed the “Testing” step of the toolkit and 

provided additional ideas for future iterations. Some comments from the survey included: 

● Overall a useful and beneficial concept for the parish community. It's a one-stop-shop for 

all of the basic information for the parish, without unnecessary fluff or distractions. 

You've definitely given a lot of thought and consideration to the information people 

would need when visiting the parish. From a technical perspective, the site is accessible 

to anyone - I don't believe anyone would need instructions or support to successfully use 

and navigate the site. 

● I like the information update on the top of the website. Here are some suggestions: A 

drop-down menu could be added to the top menu. A menu could be added to the bottom 

of the website. An About Us section could be added. Overall, nice work! 

● Nice mix of features, easy to find the information most people would need. Not sure the 

weather would really be needed - it always sounds good in theory but it just adds clutter 

and is information easily obtained elsewhere that doesn’t necessarily pertain to the 

church. 
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● I was impressed with the fact that things like being able to download the PDF worked 

well. I found the landing page unappealing and kind of busy/muddled. I know you are not 

a graphic designer, but a cleaner look would be better in my opinion The individual 

videos of parishoners talking about their experiences was nice. 
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Representation of the Project 

One of the key points to make about the eHub is the difference between it and a typical 

website. While a website usually has many pages linked from the landing page, as well as more 

text explaining different parts of the organization, services offered, etc., SLICe is designed to 

bring the organization’s various channels together in one place to engage with users. These users 

may be long-time participants in the organization or they may stumble across it from other 

channels. Either way, the goal of the eHub is to bring these disparate channels together in one 

place, which makes it easier to promote new information or new channels or programs. Each 

organization can then customize its SLICe to fit the unique needs of the organization and its 

users. For communication managers, SLICe becomes one portal to see across all channels and 

ascertain if the organization is distributing media and information properly across those 

channels.  

While each organization has a different target audience, defining that audience is a key 

part of the toolkit. For this project, the audience consisted of current St. Mary Church 

parishioners. While parishioners are diverse across age, ethnic, racial, and socio-economic 

groups, the key differential for this project was familiarity and access to online technology. 

Many parishioners do not have a lot of familiarity with online technologies. Some parishioners 

do not frequently access Facebook and other social media feeds or even have social media 

accounts. With the COVID-19 pandemic, accessing live streams via Facebook became the only 

way to participate in Sunday and weekday Masses, as well as other popular devotions, such as 

Stations of the Cross on Friday evenings during Lent. The St. Mary Church SLICe was designed 
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to make it easier for those in the target audience who do not frequent social media to stay 

connected with the church while events were rapidly changing.  

 

Figures 

 

Figure 1. Header and social media feeds section of eHub, which is automatically updated when 

new content is posted on St. Mary Church’s Facebook and YouTube channels. 

 

Figure 2. Parish calendar section 
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Figure 3. Bulletin section 

 

 

Figure 4. Picture section 
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The purpose of SLICe, shown in the figures above, is to bring social media feeds, events, 

and the other information of an organization into one, centralized location. The content and 

strategy of the eHub are dictated through answers discovered by the 12 questions of the toolkit. 

Using these tools together uncovers the target audience’s needs and assists the organization with 

strategies to drive community building and identification. 
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Discussion 

During a co-creation feedback session on the initial SLICe prototype, community 

members recommended the future use of Instagram to further promote the beauty they see in St. 

Mary Church and its story. While the parish does not have an Instagram account incorporated for 

this project, starting an account would provide an opportunity to highlight pictures taken by 

church staff and parishioners. Instagram typically focuses on photographs or short videos with 

small amounts of explanatory text. This platform is a good channel for organizations that want to 

engage their audience without writing lengthy posts or making elaborate graphic designs.  

The session attendees also thought the eHub could help as the parish transitions to a 

pastorate model with the other two Muncie Catholic parishes. The pastorate model brings all 

three Muncie parishes under the leadership of one pastor with two associate pastors, instead of 

the previous model of one pastor per parish. With the pastorate model, there will be a need to 

combine communication and promotion of events and opportunities to a unified platform.  

Further Development 

During research and development, I struggled to find research within the last ten years 

focused on building in-person communities, although there was a lot of research on building 

online communities. This disparity in types of community building may be due to the explosion 

of online communities and the interest in understanding this emerging field. As the technology 

gains wider traction and use, especially with the COVID-19 pandemic in 2020 that caused 

accelerated online technology adoption, researchers may increase their interest in how online 

technologies intersect with in-person communities and how online communities can drive 

in-person engagement. The digital toolkit and SLICe bring together online technology and 
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in-person interactions as part of solutions tailored to each organization’s audience and goals. 

Future development of these tools would flesh out the delivery method of the toolkit and the 12 

questions, as well as bring in other feeds for social media and information, such as Instagram. 

Future research might explore how many people in a community drill deeper into the items on 

the eHub by clicking into link feeds or spread those items among others in their community.  

Conclusion 

This project answered the question of “how might we…” develop a method to 

communicate community building tactics to nonprofits and NGOs so they can customize a 

strategy to strengthen their audience identification and engagement. Through SWOT analysis 

and design thinking strategies, a need was identified for a transmedia portal to bring together an 

organization’s social media feeds, events, and other information. The resulting prototype for St. 

Mary Catholic Church in Muncie, Indiana, answered that need by creating a centralized eHub, 

which connected the disparate activities and information feeds to strengthen community 

identification and participation. Early testing on the eHub indicated positive feedback on 

usability and usefulness from a sample of parishioners and non-parishioners. 

After developing the first iteration of the toolkit and applying its principles to the St. 

Mary Church SLICe, it is clear how important community building is to an organization. 

Without strong membership in a community, an organization can fail to support its goals and will 

see a decrease in growth. In these times of rapid change, especially during the COVID-19 

pandemic, organizations that have a strategy to deal with change, as well as communicate and 

connect with their members, can improve their audience engagement and participation. The 

answer to the question: How do we get community building tactics into the hands of the people 
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who can create positive change? lies within community building tools such as SLICe and the 

digital toolkit.  
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