Addressing Facebook Issues
The following information was compiled from a list of responses on the Web Content Managers Forum based on various experiences with using Facebook for Government use. The following are not intended to be the final answers and should only be used as reference point for further discussion within the community and within your own legal, ethical, records management, and public affairs offices.
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I. Administration: 
· All Government Pages must have an actual person as the admin of the page. At minimum you should have two administrators in case others leave so you don't lose access to your page.

· If you're office or organization is small, the Web Content Manager and the Webmaster may be enough to help manage your page. You should also consider have a Public Affairs person involved as an administrator.
II. Responding: 

· If you want the response to appear as being from your agency than an administrator of that Page should be the one to respond. Administrator comments are not displayed with the name of the person, but rather the agency's name. People that "Like" your page will then receive those updates through their News Feed as coming from the agency.
· If you want an employee to officially respond on behalf of your agency, then that employee should create up an "official-personal" account to respond from. That account should include their name (first and/or last) attached with the agency acronym (ex – John Doe-usgs). The profile of that person should be strictly related to their professional position.
· If you're not comfortable with employees setting up official-personal accounts, then they can provide content, answers, etc to your Page administrators to post on behalf of the agency. 

· Always try to respond with a link back to your agency website to provide further details.

III. Content: 

· Whatever content you decide to post, be sure that you're posting content on a regular basis. 
· Consider posting content from your news releases, featured stories, awards or accomplishments, timely materials related to current events (maps, illustrations, photos, videos, audio interviews or podcasts).
· Pay attention to other social media services like Twitter, Buzz, etc. and monitor what people are saying related to your agency's area of expertise, or what they're saying about your agency, and add content to reflect that current event/conversation.
· If you have a robust customer service program, consider keeping up to date when a significant number of calls or requests come in related to a similar topic. If you're aware of those, it will give you a heads up to look for information to post back to your Page.
· Run interactive polls or chat sessions. However, be sure to leave some open-ended options in order to not have your poll considered a "collection of information" as listed in the Paperwork Reduction Act and use of Social Media.
IV. Organization: 

· If your agency has multiple pages, one option to help organize them under your agency's parent Page is to create a tab called "Other Pages" where you can add links to the other Pages. Then on each of the other Pages, be sure to add the same tab. In addition, you should include the link to your agency's top-level Page in the left hand sidebar of the other Pages.
· If you have one agency page, you can try adding tabs at the top of that Page based on major areas of focus that your agency works with.
· If you have a certain group of employees who you want to have respond, officially, on behalf of the agency, you could create a section that lists all of those employees that are considered your official Facebook responders (much in the way you can create Lists on Twitter of official spokespeople or account.)
V. Records Management and Monitoring: This is an area of most confusion and uncertainty. Provided are some possible viewpoints on keeping Facebook records. 
· NARA should be issuing official guidance on records management for social media participation later this year.

· According to the latest revision of the Paperwork Reduction Act and its effect on social media participation clearly states that comments and questions posted on social networking sites, like Facebook, are not considered a "collection of information" unless you're asking for more specifics about the individual in order to post that comment or question (i.e. – race, religion, age, etc). Whether that means you should be keeping a "record" of every comment is uncertain.
· Some agencies have been instructed to save a record of the comments and items that they delete. According to some legal folks, "since a third-party is responsible of hosting the content, they are responsible for archiving it. But, if we, as administrators delete anything, we are responsible for maintaining those records." To make this most effective, take a screenshot (or print out) the entire thread in order to also preserve the context in which the offending post was made prior to deleting it. 

Note: Make sure you keep these items as records for the appropriate length of time according to your Records Management Office.
· Some agencies have been instructed to take screenshots of every new status update, comment, discussion, etc. Keep in mind that while this may cover all comments, it will also incur a lot of time and resources as you will have to actively go back through every post available and capture each change.
 
Note: Make sure you keep these items as records for the appropriate length of time according to your Records Management Office.
· One possible solution for monitoring and capturing all comments to your Page is to install the "Page Monitor" application which emails notifications with links to new activity on your Page. Then capture screenshots of each new piece of activity. However this application is limited by the number of conversations that Facebook allows an application to have access to.

Note: Make sure you keep these items as records for the appropriate length of time according to your Records Management Office.
· You can subscribe to the RSS feed for your Page. Using a tool like Google Reader, or a desktop client, you can subscribe to the RSS feed and keep an entire history of every post you make to your Page. This does not include comments and questions from non-administrators. 

Note: Make sure you keep these items as records for the appropriate length of time according to your Records Management Office.
· To view all posts by anyone on Facebook, go to: http://facebook.com/search. In the box above the left hand menu, type your keyword and hit "Search." Then choose "Posts by Everyone" on the left-hand menu. You can further restrict the results to specific locales or by post type. No way to subscribe to an RSS feed for the results at this time.
VI. Legality and Other Requirements: This can help address issues related to responding to Congressional staffers, known lobbyists, Federal, State, or Local governments, or other groups that would otherwise violate ethical standards.
· Ethical standards set by your agency for any type of conversation or interaction applies to Facebook as they do in other mediums. Be sure to follow all ethical standards set forth by your agency.

· Responding to lobbyists, Congressional members, or other individuals should be done in the same manner as if you were responding to a person from the general public. 

· Language to use on your Facebook page (recommended placement is left hand menu below your Agency's profile image)
If you're looking for the official source of information about [agency full name], visit our homepage at [agency website URL].
· You should add your comment policy to the left-hand menu so it’s visible in most areas when people are browsing your Page. You may also consider placing your comment policy on your agency website and linking to that site from your Facebook Page in the left-hand menu.
· EPA has a good example that goes further to clarify its use of Facebook and the information presented on the Page.

VII. Comment Policy: 

· Several examples of good Facebook commenting policies listed below. However, you must be sure to enforce the policy on your Facebook Page. This also includes removing comments, and other updates, from your own employees if they are not in line with the comment policy.
1. Department of Defense Social Media User Agreement: http://www.ourmilitary.mil/user_agreement.shtml 

2. The U.S. Army: http://www.facebook.com/#!/USarmy?v=info&ref=ts
3. Environmental Protection Agency: http://www.epa.gov/epahome/commentpolicy.html (found in left sidebar at: http://facebook.com/EPA under "Policies.")
4. Social Security Administration: http://www.facebook.com/note.php?note_id=369096638815 (found left hand column under "Notes" at http://www.facebook.com/socialsecurity) 

5. U.S Postal Service, Office of Inspector General: http://www.facebook.com/usps.oig#!/oig.usps?v=info (found under the "Info" tab at http://facebook.com/usps.oig) 
VIII. Customer Service: How do you involve your customer service staff within your Facebook Page(s)?
· If you receive a question for which you can't answer immediately, answer with "That's a good question. We'll try to find the answer and get right back to you." Then coordinate with your subject matter experts to create an appropriate reply.
· Consider getting your customer service team, phone line operators, etc involved with your Pages either as administrators on the page, or using official-personal accounts. Create a set of internal guidelines that states any questions asked by the public on your Page are the responsibility of the customer service staff to answer unless further information is needed by your Communications Office or other experts qualified to address the specific topic.
· If you don't have a dedicated customer service group, consider building a program within your agency that trains a set of experts in various areas of your Agency's Programs who can serve as the frontline for answering questions based on their specific knowledge area—either from the main account or as official-personal accounts. Their training can include some form of media training, social media best practices, communications, and customer service.
IX. Time & Cost: How do you deal with "after hours" monitoring? If something happens at 10pm, are you just going to wait till 8am the next morning when you're "back on the clock?" How are you addressing active monitoring of your Page?
· Typical coverage should be during business hours. You should consider getting someone from various time zones to help monitor, post, etc. Depending on your agency's global reach, you could potentially cover 24 hours a day. For most agencies that do not have an international presence, you may find that some of your employees will simply watch it on their own time since they're already participating in Facebook from home. Although, this would not be a requirement. 
X. Statistics: What sort of statistics should you be gathering to measure the effectiveness of your efforts?
· Facebook Insights
· Website referrers from Facebook.com to your agency's web pages. Try measuring it on a specific "campaign," or topic, which you have posted to your agency's Page.
· Increase in the number of "Likes" to your Page after a certain update or campaign.
· Others?
XI. Notification and Move: What options are available for notifying your users from one Page to another in the event that you need to delete, or combine Pages? 
· Send out daily updates through your existing Page, or Group, that you have created a new Page and that you'll be removing the existing location after "x" amount of time and to please "Like" the new page. You can potentially ask to "unlike" the existing Page after they switch to the new one which could help in showing you the number of remaining people on the old Page.
· Ask your followers to post a status update to their wall, on their own, telling people the a new Page is replacing the old Page.
