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Introduction

This document underpins StepChange social media channels proposal along with the Addendum on Twitter channel profile.
The proposal covers the “why” and the “where” of our social media outreaches (including, but not limited to, messageboards, forums, blogs, Facebook and Twitter). This document lays out the “how” and “when”.
It includes a look at the social media landscape, guidance on legal parameters, best practice, editorial processes and the complaints escalation procedure. It originally worked alongside the External Communications Style Guide, and continues to work alongside the StepChange tone of voice document (May 31 2012).
As the External Communications Style Guide states, it is vitally important that we strive to ensure our advertising and communications:

· Reflects our professionalism and competence

· Reflects the values of StepChange Debt Charity
· Promotes the organisation
· Complies with these standards and regulatory requirements

These points need to be upheld above all others.

The document continues, “As a general policy, all advertising and communication must be honest and decent, legal and truthful, be written in clear, plain English and…in a manner that is easily readable and understood. It must not mislead or make any misrepresentation, nor must it use jargon or industry technical terms that the reader may not be familiar with.”
These guidelines clarify procedures and parameters that need to be adopted when using social media along with operational considerations, to ensure we deliver what we say we can.
Importantly it is aimed at staff of the Social Media and External Affairs teams that have had approval to post on social networks.
Background

Social media has created two corresponding behaviours: it creates a dialogue where before it was a monologue, and it turns consumers into producers. What do we mean by that?
With social media we can ask “fans” questions on Twitter, gain online feedback around a YouTube video or encourage “followers” to talk about us on Facebook or a messageboard, three types of dialogue available to us on the social web (in order these are classified as business to consumer, consumer to business and consumer to consumer).
Secondly the consumer is becoming the producer, involved in product development, marketing, and (hopefully) resultant website visits or conversions. They can suggest and produce adverts, they can promote a brand they want to be associated with, or they can change opinion positively or negatively in an instant.
Social media is anywhere where both of these powerful behaviours can occur online: blogs and emails (referred within the charity as “owned media”) along with forums and messageboards, microblogs (Twitter) and wikis, social networks, social news sites and social content-sharing sites (referred within the charity as “social media”).
However with this power there is also responsibility; StepChange Debt Charity’s own overarching responsibilities as mentioned above, a responsibility to be honest with the client, and a responsibility to act as an ambassador for the charity online. 

To minimise any risks and avoiding harming our responsibility we need to follow legal parameters and best practice guidelines.
Legal parameters and best practice guidelines

To achieve our social media objectives we need to bear in mind that there are legal and organisational ramifications to consider when posting online, especially in this era of 24-hour news operations and instant online feedback. Alongside this there are best practice guidelines that we should always take into account when using social media responsibility.

This section is broken down into sub-sections covering;
1. Legal parameters

2. Before starting

3. Before posting (including guidance for specific social networks)

4. Posting

5. After posting

6. General tips

These are not exhaustive – please ensure you keep up to date with current practices in social media. Some recommended websites are listed at the end of this document.
1. Legal parameters
· You are legally responsible for anything you post online and can be liable for anything you say that's defamatory, obscene, proprietary, or libellous (whether that's about StepChange Debt Charity or a third-party). You should always exercise caution when posting online and consider whether it crosses any moral or legal boundaries
· Generally what you do outside work is your own concern, but our People Services’ Code of Conduct advises that you should avoid doing anything that might adversely affect our reputation, bring us into disrepute or in any way affect your ability to perform your duties. This includes your use of social and owned media. 
· Confidential information such as client data is off limits for discussion on any website and cannot be broadcasted. 
· Even though our audience focus is British remember that online conversations are global so other countries’ laws can be applicable
· Private conversations cannot be quoted without explicit confirmation of approval for use from all other parties involved. Disclosing this kind of information can have a negative impact on the charity and may be in violation of certain legal regulations
· Identify yourself as it’s against CAP guidelines (and in some cases the law) not to identify yourself as a marketer/employee. It also builds trust and respect within the community to identify yourself.
· Remember what’s not tolerated on online channels – abusive language, threats, hate speech, “flaming”, unfounded rumours. Also remember to abide by the rules and terms of service of the channel you’re using
· Remember to check copyright on content before usage, whether internally with External Affairs or externally (if using user-generated content) with the contributor. 

· Consider adding a disclaimer where needed, disassociating individual opinions from those of StepChange Debt Charity A sample disclaimer (which you're welcome to use or adapt) is:

The views on this blog/forum/messageboard/website* are mine and do not always reflect the views of Foundation for Credit Counselling, StepChange Debt Charity, StepChange (Scotland) Limited, StepChange Voluntary Arrangements Limited and StepChange Equity Release Limited, co-workers or affiliates. All information on this site is provided as is with no warranties or guarantees. [*delete as appropriate]
2. Before posting
· If you're not sure whether a post, tweet or update contravenes our media guidelines or divulges information that might not be in the public arena yet contact External Affairs for clarification first.
· Respect your colleagues, our charity and our visitors in all communications as this reflects well on you and the organisation.
· Make sure you get your facts correct before posting and find out the full story before progressing, especially if you're explaining complex terms or talking about something outside your normal area of expertise. Seek guidance from External Affairs before you post.
· Provide a reasoned argument and statistics to back up any opinions you present – add context to help the reader in understanding why you've come to a conclusion. By providing this it gives a positive impression (irrespective of whether the post is positive or negative in tone) as to our reasoning skills and our knowledge. Business Information can provide statistics that can help your argument.

· It’s best to aim for one in three posts/tweets/updates to be about StepChange Debt Charity or yourself, with the other two in three focusing on other members of the community.
· Remember to include links to our website. The Social Media team’s overriding objective is to increase the number of people who seek help from StepChange Debt Charity with their debt problems.
· Keep all tweets to 140 characters (including the web address) or less – unless urgent don’t spread a message across two tweets. If possible reduce the length to 125 characters or less, so it’s easy for our followers to retweet.
· Twitter encourages users to shortening website links (to reduce the number of characters a weblink can take up in a post) – we use one called bit.ly so we can monitor and analyse clicks. Please try to choose a sensible and concise keyword as the URL “alias” rather than relying on the random letters/numbers alias that bit.ly provides. For further information on this please contact the Social Media team leader
· Specific guidance for blogposts:

· All blogposts should be sent to the Social Media team leader for editing and initial sign off

· If the blogpost contains specific advice (e.g. on welfare benefits) send the article to the relevant departmental team leader for sign off

· Once signed off all 3rd party blogposts should then be sent to External Affairs by email before sending to the 3rd party
· All MoneyAware blogposts should be uploaded to our Wordpress CMS and then saved as Draft and the team leader advised

· The team leader will check and approve the blogpost, and then save it as Pending
· External Affairs will be automatically alerted. They will check over the blogpost for final approval and put it live.
· Specific guidance for Facebook:

· Keep the tone informal and use the extra space that Facebook has available (compared to Twitter) – this doesn’t mean posting long blogposts, but give a flavour of it or an interesting or controversial extract

· Specific guidance for Twitter:

· Twitter works well when linking to interesting content – is what you’re going to link to interesting?

· There are many different types of tweets; try and employ them all. Examples:
· Personality
· Conversational
· Retweets (forwards)
· Links
· Content
· Live (as they happen)
· Questions
· Pearls of wisdom
· If you make a mistake in a submitted tweet (e.g. wrong web address) follow up with a second tweet apologising and highlighting the correct information

· Whenever possible follow anyone who retweets our posts and those who send us a direct message (although please consider the context of the retweet/message first)
· Try to avoid any “txtspk” or “leetspk” abbreviations; ensure your grammar is concise unless characters limits prohibit
· Use #hashtags and @replies wherever possible; as Facebook integrates similar useful tweaks look to use these in newsfeed updates as well
· Unless by prior agreement do not retweet or reply to tweets from competitors. This could be misconstrued as an endorsement of the company and their products. If their tweet highlights content on a third-party website that you want to broadcast find and use the Twitter link in the original article instead.
· Specific guidance for content channels (YouTube/Flickr):

· Video content needs to be branded before it is uploaded unless the strategy advises no branding (such as a viral video or “just in time” quick video). This branding includes start and end slides containing

· StepChange Debt Charity logo

· Title

· Description

· URL (including www. prefix)

· Ensure content is of a high quality unless deliberately amateurish. HD videos are preferable, as are higher res images. For videos refer to the YouTube optimisation page
· Upload all content as “private” before the content goes live, to ensure it has gone smoothly. Check that everything loads correctly before setting the content to “public”

· Images should be no smaller than 1500px along the longest axis
· Text should be written by Corbel and Arial
· Each piece of content has to be accompanied by an appropriate title, description and tags and link to the appropriate webpage for context. Examples tag categories inc:

· Charity name

· Item name

· Descriptive keywords

· All content needs to be categorised in a relevant set or playlist to help users understand why it has been displayed and to help navigation. Ensure sets/ playlists have a concise description and a link to an appropriate webpage
· Remember that attention is at a premium nowadays so keep videos short and concise. When a video is aimed at a ‘professional’ audience the length can be extended, but again, keep it concise
· If you use third-party audio-visual content (via user-generated content) we need to ensure we have the rights to use it, even if the content is sourced via a stock website or a competition. We cannot claim copyright on any content that isn't ours so replicate the rights of the original content (in agreement with the owner). Finally, remember to provide linked attribution from the image/video to the original source in all cases
3. Posting
· Our social media communication is fed by our business conduct. This means that you should talk online as you would talk in person or on the phone with an external contact. This also means that when issues arise the People Services’ Code of Conduct applies in all cases
· Our social media tone of voice is human, and in most cases we prefer if any comment, update or response is framed as “I believe” rather than “we believe”; these communications are your responsibility, and as such the voice is also yours. It should be intelligent without being condescending (to suit the content). Don’t be afraid to use questions that provoke reflection and response
· When linking to third-party articles and blogposts use ones that are recent – when quoting stats make sure they’re less than six months old, for general blogposts/articles make sure they are less than a year old.
· Use these keywords to frame your tone of voice when talking on the web:

· Honest

· Principled

· Impartial

· Ethical

· Accessible

· Understanding

· Experienced

· Accurate

· Tolerant

· Empathetic

· Spirited

· Informal

· Jargon-free

· Unbiased

· Constructive

· Non-judgemental

· Credible

· Beneficial

· Trusting

· Selfless

· Respectful

· Intelligent

· Knowledgeable

· Skilful

· Positive

4. After posting
· Be honest and be open to constructive criticism. If you decide to post please be open to comments and replies proffering an alternative opinion, to foster trust from our online followers. Trust is built from being honest and respectful in your posts. If there are criticisms that can’t be dealt with immediately, please refer to the Social media online complaints procedure document for guidance on online complaints escalation
· Please chat with the Social Media team leader if you need any advice with writing or uploading your content. This also extends to advice over where and how to promote it, the tone of voice you should adopt or any other social media queries. The Social Media team are the gatekeepers of StepChange Debt Charity’s social media outreach.

· Understand where the complaints’ escalation plan fits into the system (see below) and what level of complaint and escalation is appropriate.

· Don’t forget to monitor the tweet and who retweets it. It could be profitable to respond to retweeters with a public or private thank you message, especially if it brings new followers to our channel.

· If a media representative contacts you please refer them to External Affairs. More details can be found in the document Dealing with External Organisations Policy 

5. General tips 
· Try social media away from work and learn how social network channels differ. Listen to voices on Twitter (not just the famous ones!); see how companies interact with their fans on Facebook, and see how organisations use content channels such as YouTube and Flickr. Only through understanding the medium can you start using it effectively and enjoyably.
· Understand where each online channel fits into our goals. The two social networks we currently employ are divided into two categories. We use the External Affairs’ Twitter channel to be “the voice of StepChange”. We use the Social Media team’s Twitter channel along with Facebook, YouTube, the MoneyAware blog and email to create an informal and innovative dialogue with consumers and clients.
6. Before starting any new outreach (guidance for other departments)
· Please speak to the Social Media team about all prospective work as they are the “gatekeepers” of the social media outreaches StepChange Debt Charity undertakes.

· All social media outreaches and their proposed account names/web addresses have to be agreed with the Social Media team before starting, preferably at a planning stage, so everyone is aware of aims and objectives. These do make a difference, both in users finding the channel and also in Google associating the channel with StepChange Debt Charity.

· Once the proposal is agreed you’re free to set up the social media channel(s). Responsibility for content writing may also pass to your department at this point. At that point operational matters such as writing the copy, uploading the content and checking the veracity of copyrights should be undertaken by the instigating department in agreement with the Social Media team.
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