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SOCIAL MEDIA POLICY 
Purpose

There are many Salvation Army personnel, volunteers and church 
members contributing to online spaces such as blogs, social 
networking sites, wikis, forums and photo and video sharing sites.

The Salvation Army must always uphold the trust of our message 
and brand, so it is critical that we tell our story responsibly.

If your corps, centre or department is planning to utilise social 
media tools to convey a message or augment a communication 
campaign, the Communications Department can advise you on 
strategy.

Please review the Social Media Policy and Guidelines Handbook 
in its entirety and contact our territorial Web Content Manager at 
(04) 802 6269 extn 24275 or at web_master@nzf.salvationarmy.

org:

•	 For assistance in developing a social media strategy and 
launching your social media channel for your corps, centre or 
department

•	 To notify territorial headquarters about your official online 
activities.

Generally, the guidelines in the Social Media Policy and Guidelines 
Handbook should be applied to any online medium where 
information may reflect back on the image of The Salvation Army, 
or any personnel and clients. This Social Media Policy applies to 
all forms of social media including, but not limited to: Facebook, 
Google+, Twitter, You Tube and blogs. 

Online Communication

If you choose to identify yourself as a Salvation Army member or 
discuss matters related to The Salvation Army online, many readers 
will assume you are speaking on behalf of the organisation.

In light of this possibility, your communications should be 
transparent, ethical and accurate. The Salvation Army expects 
personnel, volunteers and church members to respect the 
fundamental principles and core values of the organisation.

Basic Guidelines

1. Use disclaimers.

Make it clear that the views you are expressing are yours alone 
and not necessarily those of The Salvation Army.

2. Identify yourself.

If you discuss The Salvation Army then you have a duty to 
disclose your role within the organisation. If you are creating 
an online space for a specific corps, centre or department, use 
the full name in your title (eg, Sallies Tawa or The Salvation 
Army Tawa).

Territorial Headquarters is responsible for creating territorial 
Salvation Army online presences. Please contact our Web 
Content Manager (web_master@nzf.salvationarmy.org) if 
you have suggestions.

3. There is no clear line between your work life and your 
personal life. Always be honest and respectful in both 
capacities.

With the ease of tracing authors back from their posts and 
with the amount of information online, finding the actual 
identity of a poster from a few posts and a screen name 
is not impossible. Always write as if everyone knows you. 
Never write anything you wouldn’t say out loud to all parties 
involved.

4. Think before you post.

The internet is not anonymous, nor does it forget. Everything 
written on the web can be traced back to its author. 
Information is backed up often and repeatedly, and posts in 
one forum are usually replicated in others through trackbacks 
and reposts or reference.

5. Be accurate.

Even though your comments may be personal opinion, do 
your research well and check that your facts are accurate. 
Make sure you have permission to post any copyrighted or 
confidential information (eg, images).

6. Maintain confidentiality.

Do not post any confidential or proprietary information in 
regards to The Salvation Army or its clients. This also means 
that the personal information of the employees and other 
individuals associated with the services we are delivering to 
our clients and our own personnel should not be shared on or 
disclosed through social media.

7. Don’t promote other brands with our brand.

Do not promote personal projects or endorse brands, causes 
or opinions when posting from a Salvation Army account, 
without express permission from the Public Relations Dept.

8. Do not return fire.

If a negative post or comment is found online about The 
Salvation Army or yourself, do not counter with another 
negative post. Refer to the Social Media Comment 
Assessment Document located in this handbook. Seek help 
from the Communications Department in defusing these 
types of situations. 

9. Respect work commitments. 
Please remember that sharing information online is personal 
and should be done on your own time unless you have been 
specifically assigned to perform an online activity related 
to your Salvation Army responsibilities as an employee or 
volunteer.
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SOCIAL MEDIA HANDBOOK
Introduction

This handbook is for all Salvation Army personnel, volunteers 
and church members interested in how social media can help us 
deliver on mission goals and services.

The information will familiarise you with our territorial social 
media philosophy, invite you to find, join, and participate in our 
territorial social media presence, and guide you in creating your 
own local social media presence.

You’ll find steps to adopting a social media strategy, best practices 
from your fellow Salvation Army corps, centres and departments, 
and an explanation of various social media tools.

We love building online communities using social media tools, 
but make no mistake, adopting a social media strategy is a 
significant commitment of your time, both daily and long term. 
We think it’s worth it, but plan accordingly!

Please review the Social Media Policy and Guidelines Handbook 
in its entirety and contact our territorial Web Content Manager at 
(04) 802 6269 extn 24275 or at web_master@nzf.salvationarmy.org:

•	 For assistance in developing a social media strategy and 
launching your social media channel for your corps, centre or 
department

•	 To notify territorial headquarters about your official online 
activities.

Learn the Culture of Social Media

We recommend following these steps in sequential order when 
you’re first creating a strategy. After that, refer to this handbook 
and these steps as you adapt, expand, and sharpen your strategy.

•	 Get social media savvy—many resources are online to help
•	 Initiate personal social media use:

•	 Explore the tools you’d like to adopt by using them in 
your personal life first. It’s easier to understand the culture 
behind tools like Facebook and Twitter when you spend 
some time posting your own pictures and experiences.

•	 Follow the Social Media Policy and Guidelines published 
by this territory.

Participate in Our Territorial Social Media 
Presence

Learn The Salvation Army New Zealand, Fiji and Tonga Territory’s 
social media objectives:

•	 Educate the public on the activities and responses of The 
Salvation Army 

•	 Increase the number of supporters and donors through 
the sharing of our news, success stories and social justice 
initiatives

•	 Develop through social media a programme that will link 
volunteers with work opportunities in the territory.

•	 Gain feedback and insight from the public and the Salvationist 
community on social, economic and religious issues.

•	 Be supportive of social media networks in other Salvation 
Army territories 

•	 Reach a younger demographic.

Engage and participate with our territorial social media presence. 
We are currently online at:

•	 Web — www.salvationarmy.org.nz

•	 Facebook — www.facebook.com/SalvationArmyNZFijiTonga

•	 You Tube — SalvationArmyNZFT

•	 Twitter — @SalvationArmyNZ

Create Your Social Media Strategy

•	 Study what other Salvation Army corps, centres and 
departments are doing with their social media presence (use 
a search engine to find blogs, Facebook, Twitter, etc).

•	 Evaluate best practices—take cues from your colleagues’  
successes and challenges.

•	 Talk to one another to share information and collaborate.
•	 Evaluate your corps, centre or department’s overall goals—

think about what you want to achieve. Look at your current 
strategy about how you’re communicating with local media, 
stakeholders, volunteers, donors and the public to inform how 
you choose to use social media.

•	 Adopt the territory’s Social Media Policy and Guidelines.
•	 Create your social media goals. What do you hope to achieve 

by using social media? What are the key messages you want 
to send and reinforce? Analyse whether your goals make 
sense and work with your corps, centre or department’s 
strategic plan.

•	 Create your social media strategy. Write down the reasons 
your social media use  
will complement your overall strategic plan. Write down the 
types of content you’ll  
provide and the types of content you’ll solicit from your 
community. Write down the agreed messages you will 
reinforce through your social media presence.

•	 Create tactics. Figure out how you’ll execute the strategy to 
achieve your goals. Who will be responsible? What tools will 
you use? How will you develop content? How will you engage 
with your audience? How often will you be present? (eg, You 
may decide to typically post a minimum of twice weekly but 
no more than five times a week, or no more than twice a day).

Finally, communicate and discuss your social media strategy 

with the Web Content Manager who will, alongside a team of 

social media representatives from THQ, review your strategy 

and help with ideas. Ask us about any hesitation or issues you 

encounter.

We’re here to help you pick the right social media tools. Where 
appropriate we will support you  
on our territorial presence—with the hope of bringing you and 
God additional fame and glory!
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Implement Your Social Media Strategy

Once you have spoken with the social media team at THQ, you’re 
ready to get started! 

•	 Implement your plan.
•	 Devise a communication plan for your community where you 

announce that you’re now available in social media spaces.
•	 Consider linking to your social media activities from your 

main website.
•	 Stick to your commitments, but be ready to be flexible and 

make adjustments as you encounter successes and challenges 
along the way.

•	 Remember that we’re here to support you and ready to help 
at any time.

•	 Measure your successes and challenges. What are your 
expected results? Analyse your results, glean insight, take 
action, and measure again. Document this process.

•	 Establish an Activity Log (a simple Excel spreadsheet) to track 
dates, activities, any significant incidents, and to note actions 
(such as the escalation of a request to senior management, 
etc). This is good business practice and you will be building a 
good document for future reference.

Is it appropriate to concur / 
note appreciation?

Monitor only 
Do not reply to post(s)

Correct the facts 
Respond publicly with accurate, 

factual information

Appease the blogger 
Make direct, private contact to 

attempt to bring about restoration

Is the content positive?

Base response on site influence, 
prominence, current circumstances 

and priorities

Discover blog post about  
The Salvation Army

Is the blog jokey or ridiculous?

Does the blog contain errors/
minsinformation?

Does the post result from a bad 
experience?

Blog response considerations
Identification: Who are you responding on behalf of? 

Sourcing: Cite references, evidence, etc with hyperlinks to official documents where possible. 
Timeliness: Is there any urgency to respond? 

Tone: Is the response ‘reactionary’? Appreciative? Conciliatory? Apologetic? A firm rebuttal? Gentle?

Figure 1.0

Source: Guidelines for social media, The Salvation Army IHQ

Social Media Comment Assessment



Social Media Tools

Facebook and Google+

More than 400 million people are now on Facebook, making it 
a prime opportunity to offer Salvation Army services to a wide 
audience. We aim to achieve the following with any Salvation 
Army’s official collective Facebook presence.

We encourage you to create a personal Facebook or Google+ 
account before you create a presence for your corps, centre or 
department. It’s important to take this step so you understand 
how the platform works, how the culture works and how you can 
be effective.

Facebook Pages work just like personal profiles. You can make 
friends, update your status, upload videos, photos and articles; 
and you can create events.

To decide if a Facebook Page or Google+ presence is right for 
your purposes:

•	 Is your local audience on Facebook or Google+?
•	 Do you have time to update your page with valuable content? 

You’ll need to update this type of page daily. You’ll also need 
someone responsible for your page and make sure they have 
time each day to monitor it.

•	 Do you have the capacity or desire to interact with your fans 
on a daily basis? 

•	 Can you offer local content focused on your audience? Please 
list your local events, volunteer opportunities, and mission-
related news.

•	 Do your goals for your Facebook and Google+ accounts align 
with your overall strategic goals?

If you can answer yes to ALL of the above questions, you are ready 
to proceed. 

If you can’t, please join our territorial presences and let your local 
community know they can find The Salvation Army there.

What are the rules?

•	 Name your Page after your corps, centre or department name; 
eg The Salvation Army Tawa.

•	 Identify your name and location in your profile image. The 
social media team can help you develop this image.

Twitter

Twitter asks the question what are you doing/thinking? Millions 
of people answer with short updates called “tweets” of 140 
characters or less. These messages are posted to your profile, sent 
to your followers/subscribers, and are also searchable.

We recommend setting up a personal Twitter account and using 
it for at least a month before creating your corps, centre or 
department strategy. While you’re welcome to talk about your 
Salvation Army work on your personal account, please don’t 
brand your personal account. For example, don’t use a Twitter 
name such as “SalvationArmyBob”.

To decide if a Twitter presence is right for your purposes:

•	 Is your local audience on Twitter?
•	 Do you have time to update your channel daily? You’ll also 

need someone responsible for your account and make sure 
they have time each day to monitor it.

•	 Do you have the capacity or desire to interact with your fans 
on a daily basis? 

•	 Can you offer local content focused on your audience? Please 
list your local events, volunteer opportunities, and mission-
related news.

•	 Do your goals for your Twitter account align with your overall 
strategic goals?

If you can answer yes to ALL of the above questions, you are ready 
to proceed. 

If you can’t, please join our territorial presences and let your local 
community know they can find The Salvation Army there.

What are the rules?

•	 Name your channel after your corps, centre or department 
name.

•	 Keep your name as short as possible. You only have 140 
characters to type, so the less your name takes up, the better 
for retweeting.

•	 Twitter’s image machine is tiny It is difficult to adhere to brand 
standards on this one, but you must! If you’re having trouble, 
please contact the social media team at THQ and we’ll help 
you devise an appropriate image.

•	 You have the flexibility to design a background image for 
your Twitter account. This also must follow brand standards. 
Contact the Web Content Manager (web_master@nzf.

salvationarmy.org) for help with this. 

You Tube

YouTube is a video-sharing website on which users can upload, 
share, and view videos. Our territory currently has the channel 
SalvationArmyNZFT.

You Tube is an interactive space. Post videos and get a two-way 
conversation going and then stay in the conversation—ask 
questions, call people to action, and give people a chance to get 
involved in your work.

To decide if a You Tube presence is right for your purposes:

•	 Do you create video often?
•	 Do you have events that can be captured at acceptable 

quality by your personnel and volunteers?
•	 Do you have creative ideas to tell your story?
•	 Do you have time to update your channel on a regular basis? 

You’ll also need someone technically able to edit and upload 
video.

•	 Can you offer local content focused on your audience? 
•	 Do your goals for your You Tube account align with your 

overall strategic goals?

If you can answer yes to ALL of the above questions, you are ready 
to proceed. 
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If you can’t, please submit your videos for consideration on the 
territorial channel and let your local community know they can 
find The Salvation Army there.

•	 For technical assistance contact the Creative Ministries Dept (e: 
cmd@nzf.salvationarmy.org).

What are the rules?

•	 Name your channel after your corps, centre or department 
name.

•	 Use a profile image that adheres to brand standards. If you’re 
having trouble, please contact the social media team at THQ 
and we’ll help you devise an appropriate image.

•	 Adhere to brand standards when choosing the look and feel 
for your channel.

Blogs

A blog is a web page on which an individual or group of users 
record opinions, information, etc. on a regular basis and invite 
comment from the public or from registered users.

You will need to find an individual or handful of volunteers who 
are willing to share their personal Salvation Army stories regularly. 
They don’t have to be (and shouldn’t be) professional writers, just 
good story tellers. They also need to have good judgement and 
willing to uphold the name and reputation of The Salvation Army 
online. 

To decide if a Blog is right for your purposes:

•	 Do you have enough capacity to commit to updating your 
blog regularly (at least once every few days).

•	 Do you have personnel or volunteers willing to share their 
stories and respond to comments?

•	 Do you have the capacity or desire to interact with your fans 
on a daily basis? 

•	 Can you offer local content focused on your audience? Please 
list your local events, volunteer opportunities, and mission-
related news.

•	 Do your goals for your blog align with your overall strategic 
goals?

If you can answer yes to ALL of the above questions, you are ready 
to proceed. 

If you can’t, please join our territorial community online at www.
mysalvationarmy.org.nz and let your local community know they 
can find The Salvation Army there.

What are the rules?

•	 Name your blog after your corps, centre or department name 
(keep it simple).

•	 We recommend the free Wordpress platform. 
•	 Show some creativity with your design, but adhere to official 

brand guidelines. If you’re having trouble, please contact the 
Web Content Manager at THQ and we’ll help you devise an 
appropriate image. The brand guidelines are on the Salvation 
Army Intranet in the Public Relations area.


