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THE USE OF SOCIAL MEDIA 

FACEBOOK GUIDANCE

T h e  pas t five  y ea rs  h a s  se e n  a revo lu tion  in the w ay  p eop le  com m u n ica te  on  the 

internet. S o c ia l m edia, w h ich  in c lu d e s  s ite s  su ch  a s  Tw itter, F a c e b o o k  and  Y o u T u b e , 

a llo w s  p eop le  to stay  in tou ch  w ith  e a ch  o the r 24  hou rs  a  day. T h e  pub lic  can  hold  

conv e rsa t io n s  w ith  th o u sa n d s  o f p eo p le  at once , and  get instant fe e d b a ck  on  the ir 

a c t io n s  and  op in ions.

A s  the lead  fo r so c ia l m ed ia  in W e s t  M id la n d s  P o lice , I w an t to e n su re  w e  are  

em b ra c in g  all o f the la test te ch n o lo g y  a va ila b le  to com m u n ica te  w ith  ou r 

com m un itie s . T h e re  is a  g en u in e  th irst from  the pub lic  to know  w h a t o ffice rs  are 

do ing , and  to be  kept in form ed u s ing  so c ia l m ed ia, and  I w an t o ffice rs  and  s ta ff to 

take  ad van tag e  o f this.

T o  he lp  you  w e  have  put toge th e r th is g u id a n ce  d o cu m en t w h ich  g ive s  you  h in ts and  

tips to m ake  su re  you r Tw itte r a c co u n t is a  s u c c e s s  and  a vo id s  so m e  o f the potentia l 

pitfalls.

E ssen tia lly , the m ost im portant th ing to rem em ber is to u se  you r com m on  s e n s e  -  

o n ce  you  h ave  an  accoun t, m ake  su re  you  u se  it regu larly  and  re spon d  to q ue s t io n s  

that you  a re  a ske d  and  d o n ’t p ost anyth ing  that you  w ou ld  not sa y  to the pub lic  o r 

you  w ou ld  not w an t to s e e  prin ted in the m edia.

E ve ry  m e ssa g e  that you  put ou t n e e d s  to se rve  a  po lic ing  pu rpose , and  rem em be r to 

th ink  abou t the v a lu e s -b a se d  d e c is io n  m ak ing  m ode l w h e n e ve r  you  a re  u s ing  so c ia l 

m ed ia , in the sa m e  w ay  a s  you  do  w ith an y  o the r d e c is io n  that you  m ake  at work.

T h is  g u id a n ce  is a round  the professional u se  o f so c ia l m ed ia  but in re sp e c t o f its 

personal use, I w ou ld  u rge  sta ff to look  c lo se ly  at the po licy  and  th ink ca re fu lly  abou t 

an y  in form ation  they  a re  putting into the pub lic  dom a in . T h is  fo llow s  so m e  learn ing  

from  the U S A  and  o the r coun tries , w h ich  sh o w s  there  is a  risk  o f be ing  com p rom ised  

if u se rs  fa il to take  com m on  s e n s e  p recau tions.

S o c ia l m ed ia  g ive s  us lots o f n e w  opportun itie s  to e n g a g e  w ith ou r com m un itie s  in 

new , innovative  w ays, e n h a n c in g  the ir trust and  co n fid e n ce  in the ir lo ca l po lice . L e t ’s 

e n su re  that w e  u se  it effective ly.

Assistant Chief Constable Sharon Rowe
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BEFORE STARTING OUT....
• B e  c le a r  a b ou t h ow  you r u se  o f F a c e b o o k  w ill bene fit the o rgan isa tion . F o r  

exam p le , if you  a re  a  n e ig h b ou rh ood  officer, the ad van tag e  o f be ing  ab le  to 

com m u n ica te  d irectly  w ith  the pub lic  is a  benefit. If you  w o rk  fo r a  centra l 

departm ent, the m e ssa g e s  that you  w an t to ge t ou t m ight be  better com ing  

from  on e  o f the L P U  o r cen tra l F a c e b o o k  a ccoun ts .

• A re  you  c le a r  abou t W H Y  you  w an t to u se  F a c e b o o k  -  is it fo r a  c le a r  po lic ing  

p u rp o se  e.g. to in c re a se  trust and  c o n f id e n ce ?  W h a t  a re  the b u s in e ss  

b ene fits  you  can  bring to the o rg a n isa t io n ?  W h a t bene fits  w ill the pub lic  get 

from  you r m e s s a g e s ?  W ill there  be an  ou tcom e  from  you r m e s s a g e ?

• D o  you  h ave  the tim e keep  you r F a c e b o o k  a c co u n t up to d a te ?  O u t o f date  

s ite s  look  unp ro fess iona l.

• W h o  do  you  w an t to read you r m e s sa g e s  and  h ow  a re  you  go ing  to attract 

th em ?  H ave  you  d raw n  up a com m u n ica t io n s  p lan ?

STARTING OUT
• R e a d  the P a rt 1 o rde r abou t so c ia l m ed ia  (add n um be r here)

SECURITY
Lock down your personal account
If you  h ave  a  p e rson a l F a c e b o o k  accoun t, and  you are  setting  up a n e w  co rpo ra te  

F a c e b o o k  p ro file  w h ich  iden tifie s  you  a s  an  officer, you  n eed  to m ake  su re  that you 

h ave  en ab led  the full secu rity  se ttings on  you r p e rson a l accoun t. T h is  m ean s  that 

on ly  y ou r fr iend s  w ill be  a b le  to a c c e s s  you r profile.

W h e n  you  log into you r F a c e b o o k  accoun t, c lick  on the sm all a rrow  on  the top righ 

hand  s id e  o f the page. G o  th rough  the op tion s  in both “A c c o u n t  S e tt in g s ” and  

“P r iv a cy  S e tt in g s ” to e n su re  that

VALUES AND PRINCIPLES 

Regular updates
T h e  s u c c e s s  o f F a c e b o o k  re lies  on  u se rs  regu larly  upda ting  the ir status. W h ile  w e  

d o n ’t w an t o ffice rs  spe n d in g  all o f the ir tim e on  the internet, it’s  im portant that you 

d o n ’t le ave  you r a c co u n t w ithou t an  upda te  fo r w eeks .

Broadcast vs engagement
T h e  key to F a c e b o o k  is to e n g a g e  w ith  you r fo llow e rs  (i.e. h ave  conve rsa tion s, 

a n sw e r  the ir q u e s t io n s  and  jo in  in the ir d is cu ss io n s )  a s  w e ll a s  b ro a d ca s t (i.e. tell 

them  w ha t you  a re  doing). S o  a s k  you r fo llow e rs  q u e s t io n s  and  a n sw e r  any  

q u e s t io n s  that they  a s k  you.

Keep it interesting
T e ll p eop le  a b ou t the op e ra t io n s  that you  h ave  done, w h a t you  a re  do ing  to tack le  

lo ca l p rio rities and  a sk  them  w h a t they  th ink abou t p o lic ing  issues.

Avoid the use of text speak
A v o id  u s ing  text abb rev ia tion s, su ch  a s  “lo l”, “g r8 ”, “2 m o ro ” in s ta tus updates.

Be careful about logging into the account from smartphones
Pa rticu la r ly  if it is s o m e b o d y  e ls e ’s phone . S m a rtp h on e s  gene ra lly  stay  logged  in 

o n ce  you  h ave  put in y ou r n am e  and  passw ord .
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People reporting crime
W e  ca n n o t a c ce p t  reports  o f c rim e th rough  ou r so c ia l m ed ia  sites. If s o m e b o d y  tries 

to report a  crim e, re fe r them  to the 0345  113 5000  num ber, and  th is w eb p ag e , 

h ttp ://w w w .w est-m id lands.po lice .uk/con tact-us/reporting-crim e w h ich  e xp la in s  w h a t to 

do  to report a  crim e.

FACEBOOK TERMS 

People, pages and groups
• People a re  ind iv idua ls  w h o  m ake  fr ien d s  w ith e a ch  o the r and  fo llow  o the r 

p a g e s  and  groups.

• Groups a re  se t up by p eop le  and  a re  jo in ed  fo r p eop le  w ith s im ila r in terests 

and  e x p e r ie n ce s

• Pages a re  se t up by com p an ie s , o rgan isa tion s , and  so m e  p e o p le  su ch  a s  

ce leb ritie s. T h e s e  a re  w h a t W e s t  M id la n d s  P o lic e  u se s  fo r the m ain  / L P U  

F a c e b o o k  a ccoun ts .

Like -  P e o p le  ‘lik e ’ p a g e s  and  g roups. T h is  m eans  that an y  s ta tus upd a te s  from  

th e se  p a g e s  a p p e a r  in the p e rso n s  n ew s  fe ed  w h en  they  log into the ir accoun t.

DOS AND DON’Ts

Do:
T e ll p eop le  w h a t o ffice rs  a re  do ing  a s  o ften  a s  you  can. T ry  to m ake  you r 

tw ee ts  a s  in teresting  a s  poss ib le .

P rom o te  su c ce ss fu l s e n te n ce s  o f o ffende rs

U s e  F a c e b o o k  to d irect p e o p le  to a p p e a ls  on the W M P  w eb s ite

L in k  b a ck  to w w w .w est-m id lan d s .p o lice .u k  , o r an  app rop ria te  p a g e  (such  as  

Y o u T u b e  v ideos, pa rtne r a g en c ie s )  w h e n e ve r  poss ib le .

A v o id  ja rgon  and  form al language.

U s e  eve ry  opportun ity  to p rom ote  the F a c e b o o k  accoun t.

U p d a te  you r fo llow e rs  fo llow ing  su c ce ss fu l a p p e a ls  etc.

Don’t:
• A d d  im ag e s  o f p eop le  sen ten ced , m iss ing  p eop le  o r w an ted  o ffe n de rs  (see  

be low )

PICTURES
T h e re  h ave  been  lots o f e x am p le s  o f im ag e s  o f p eop le  w h o  h ave  been  sen ten ced , 

w an ted  p eop le  and  m iss ing  p eop le  be ing  left on  F a c e b o o k  indefin ite ly.

T h is  can  lead  to is su e s  a round  co n te m p o ra n e o u sn e ss  o r identifica tion  is su e s  at 

court. In all in s tan ce s  the ap p ea l / re le a se  text shou ld  be  added , w ith  a  link to the 

p re ss  re le a se  that con ta in s  the im age.

T h e re fo re  the fo llow ing  p rin c ip le s  apply:
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D o n ’t F a c e b o o k  im ages  o f w an ted  p eop le  o r su spects .

D o n ’t F a c e b o o k  im ages

D o n ’t F a c e b o o k  p ic tu res  o f juven iles .

D o n ’t F a c e b o o k  p ic tu res  o f anyth ing  that m ay  be u sed  a s  e v id e n ce  in court. 

D o n ’t F a c e b o o k  g ra p h ic  o r sen sa t io n a lis t  im ages, eg, p ic tu res  o f v e h ic le s  

invo lved  in R T C s .

D o n ’t identify  c rim e sce n e s . Y o u  can  add  p ic tu res  from  s c e n e s  su ch  a s  

c a n n a b is  facto ries , but d o n ’t do  anyth ing  that w ou ld  identify  a d d re sse s , 

v ic tim s o r su spects .

D o n ’t F a c e b o o k  anyth ing  from  a c rim e s ce n e  that is ou ts id e  the investigation  

o r po lic ing .

M a k e  su re  that if you  have  taken  p ictu res o f p eop le  w h o  can  be  identified , you 

h ave  sort the ir p e rm iss ion  and  they  h ave  s ig n ed  a  re le a se  form  (ava ilab le  

from  the p re ss  o ffice)

B e  care fu l abou t F a ce b o o k in g  p ic tu res  o f ch ild ren . N o t on ly  w ill you  n eed  

parenta l p e rm iss ion  (as above) but so m e  S a feg u a rd in g  B o a rd s  do  not a llo w  

p ic tu res  o f s ch o o l ch ild ren  to be u sed  on any  so c ia l ne tw ork ing  sites.

INFORMATION POSTED ONLINE SHOULD NOT:

C on ta in  p e rson a l de ta ils  o f o the r p eop le

C o n ta c t  p ro tective ly  m arked, sens itive , restrictive o r sen s it iv e  inform ation  

B e  libe llou s 

B rea ch  copyrigh t

U n d e rm ine  ope ra tiona l activ it ies  o r the secu rity  o f sta ff 

D a m a g e  the reputation  o f W M P

DELETING MESSAGES
It’s  e a s y  to d e le te  a  m e ssa g e  -  but rem em ber tw ee ts  a re  n eve r rea lly  d e le ted  from  

the  internet.

Updated Guidance

This guidance will be updated regularly to reflect any changes in the use of Facebook. To 

view the most up-to-date guidance for all social media, please see the Press & P R  Dept’s 

website or click here:

http://intranet2/hq departments/press and pi7multimedia and web deve lopinent/social me 

dia.aspx
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