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Program of the day

Welcome & introduction

Social media policy: what & why?

Key elements of a social media policy

Choosing the appropriate format for your organisation

Break

Implementing the social media policy

Your employees as online ambassadors

Maintaining your (online) reputation: social media in times of crisis

Final questions & key takeaways

The end
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INTRODUCTION
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World’s most popular social networks 

Twitter
330 million active users 
per month

YouTube
2,000 million active users 
per month

Facebook
2,375 million active users 
per month

LinkedIn
310 million active users 
per month

Instagram
1,000 million active users 
per month
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Belgium in digital numbers
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Belgium in digital numbers
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Belgium in digital numbers
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Belgium in digital numbers
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SOCIAL MEDIA 
POLICY 

---
WHAT & WHY
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What is a social media policy?

A social media policy outlines how an organization and its employees should 
conduct themselves online. It helps safeguard your brand’s reputation and 

encourages employees to responsibly share the company’s message.

A good social media policy is a living document that provides guidelines for your 
organization's social media use. It covers your brand's official channels, as well as 

how employees use social media, both personally and professionally.

“

“
“

“
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What should be included?

What the COMPANY 
will & will not 
say/do online

What EMPLOYEES 
can & cannot 
say/do online

What MEMBERS OF THE PUBLIC 
can & cannot 

say/do on company property 

12



Developing an online identity for your company

To have a consistent voice on 
your social media

To avoid posting potentially 
risky statements or information

To give employees instructions 
re. how to handle corporate 

accounts

What the COMPANY 
will & will not 
say/do online

What EMPLOYEES 
can & cannot 
say/do online

What MEMBERS OF THE PUBLIC 
can & cannot 

say/do on company property 

To increase your company’s 
visibility 
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What the COMPANY 
will & will not 
say/do online

What MEMBERS OF THE PUBLIC 
can & cannot 

say/do on company property 

Empowering your staff, without putting your (brand) credibility at risk

To set expectations for 
appropriate behaviour

To address limitations on what 
employees can post about the 

company on their personal 
accounts

To ensure that an employee's 
posts will not expose the 

company to legal problems or 
public embarrassment

To potentially place restrictions 
on social media use inside the 

workplace

What EMPLOYEES 
can & cannot 
say/do online

To provide a framework for 
crisis management 
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What the COMPANY 
will & will not 
say/do online

What MEMBERS OF THE PUBLIC 
can & cannot 

say/do on company property 

Protecting the company

To avoid offensive comments or 
posts on the company page

➔ E.g. obscenity, nudity, 
defamation or hate speech 
targeting people or groups 
based on race, ethnicity, 
religion, gender, or any 
other protected status 

➔ To avoid comments/posts 
that threaten to harm 
individuals, groups or 
organizations.

What EMPLOYEES 
can & cannot 
say/do online
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KEY ELEMENTS OF A 
SOCIAL MEDIA 

POLICY
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Define the scope of your policy

What the COMPANY 
will & will not 
say/do online

What EMPLOYEES 
can & cannot 
say/do online

What MEMBERS OF THE PUBLIC 
can & cannot 

say/do on company property 
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Describe your company’s social media strategy & online identity

Which tone of voice should be 
used when speaking in behalf of 
the company on social media?

x

What are your messages?
. Themes
. User experience
. Interaction and engagement
. Language and tone of voice

What are your objectives?

Who are your audiences?
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Which Social Media platforms 
should you be present on?



5-step approach
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Digital Strategy

Content plan and 
editorial calendar

Building visibility

Engaging with audiences

Measuring and adjusting

. Objectives

. Audiences

. Key messages

. Editorial policy

. Frequency

. Messages

. Paid advertising

. Activation of ambassadors

. Increase the reach of information actions

. Engage in conversation and interaction through campaigns

. Generate traffic to the website 

. Campaign analysis

. Adaptation



Which platform, for which audience? 

Opinion leaders 

Journalists 

Decision-makers

General public

Consumers

Activists 

Employees

Professionals

Employees

Opinion leaders

Decision-makers

Seek information

Debate

Emotional

Private

Professional

Thought 
leadership
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Consumers

General public 

Emotional

Positioning and 
storytelling

Consumers

General public

Professionals

Employees 

Emotional

Storytelling

Professional

Thought leadership

Seek information



Clarify who can speak for your company on social media

Do you as a company want to 
answer questions through 

social media?

Who manages the company’s 
social media accounts?

Do you want your employees to 
speak on behalf of the company 

on social media?
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Example 

Representing our company

Some employees represent our company by handling corporate social media accounts or speak on our 
company’s behalf. When you’re sitting behind a corporate social media account, we expect you to act 
carefully and responsibly to protect our company’s image and reputation. You should:

Be respectful, polite and patient, when engaging in conversations on our company’s behalf. You should be 
extra careful when making declarations or promises towards customers and stakeholders.

Avoid speaking on matters outside your field of expertise when possible. Everyone should be careful not to 
answer questions or make statements that fall under somebody else’s responsibility.

Follow our confidentiality policy and data protection policy and observe laws on copyright, trademarks, 
plagiarism and fair use.

Inform our [PR/Marketing department] when you’re about to share any major-impact content.

Avoid deleting or ignoring comments for no reason. They should listen and reply to criticism.

Never post discriminatory, offensive or libelous content and commentary.

Correct or remove any misleading or false content as quickly as possible.
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Outline how you want your employees to behave online

Which tone of voice should be 
used when speaking on behalf 

of the company on social 
media?

Do you want them to explicitly 
state that their posts are their 

own?

Do you want to warn them 
about the risks of sharing 

personal information? 
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Example

Using personal social media

We [allow] our employees to access their personal accounts at work. But, we expect you to act responsibly 
and ensure your productivity isn’t affected.

Whether you’re using your accounts for business or personal purposes, you may easily get sidetracked by the 
vast amount of available content. So, please restrict your use to a few minutes per work day.

We ask you to be careful when posting on social media, too. We can’t restrict what you post there, but we 
expect you to adhere to our confidentiality policies at all times. We also caution you to avoid violating our 
anti-harassment policies or posting something that might make your collaboration with your colleagues more 
difficult (e.g. hate speech against groups where colleagues belong to). In general, please:

We advise our employees to:
Ensure others know that your personal account or statements don’t represent our company. You shouldn’t state or 
imply that your personal opinions and content are authorized or endorsed by our company. We advise using a 
disclaimer such as “opinions are my own” to avoid misunderstandings.

Avoid sharing intellectual property like trademarks on a personal account without approval. Confidentiality policies 
and laws always apply.

Avoid any defamatory, offensive or derogatory content. It may be considered as a violation of our company’s anti-
harassment policy, if directed towards colleagues, clients or partners.
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Consider potential legal risks
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Keep your employees (and company image) secure

29



My 

notes



My 

notes



My 

notes



CHOOSING THE 
APPROPRIATE 

FORMAT FOR YOUR 
ORGANISATION
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Adapt your tone of voice

Keep it simple

Encourage your employees to 
be the face of the company –

don’t be too strict 

Stay true to your company 
culture & identity
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IMPLEMENTING THE 
SOCIAL MEDIA 

POLICY

5



How to distribute and implement it?

(Interactive) training sessions / 
videos / webinars

Internal communication plan to 
raise awareness

(Interactive) training sessions / 
videos / webinars
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What if someone does not comply? – Examples
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It’s a living document

Regular updates
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YOUR EMPLOYEES AS 
ONLINE 

AMBASSADORS
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Role of an ambassador

Your employees are your best ambassadors

Involve them in developing the social media policy

Set up an internal communication campaign to share your initiatives

Role model Influencer Activator

Inspires & 
influences his 
colleagues, but also 
potential employees 
& customers 

Behaves according 
the agreed 
‘behaviours’ defined 
in the social media 
policy & company 
values

Regularly engages with 
his/her online network 
and actively promotes 
the organisation
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Source: Addison Group
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How to turn your employees into ambassadors?

Source: Addison Group
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Symbol

Source: Addison Group
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Endorser

Source: Addison Group

50



Contributor

Source: Addison Group
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Creator

Source: Addison Group
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MAINTAINING YOUR 
(ONLINE) REPUTATION

---
SOCIAL MEDIA IN TIMES 

OF CRISIS
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Prevent potential crises from ever taking root

57

“Employees […] must clearly brand their 

online posts as personal and purely 

their own”

“Divulging information like the company’s 

design plans, internal operations and 

legal matters are prohibited”



How to manage your online reputation

Ask yourself a number of questions:

Is your company directly addressed?

Questions or statements?

How many people picked up on the ‘news’?

Is the campaign the result of a genuine mistake or 
misstep? 

Or is it just a rumour?

Are KOLs taking a stance?

Take the time to assess whether engaging with the community is 
wise, but keep monitoring for possible escalation

Have a plan in place for what the response will be & how it will be 
communicated 
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Provide a plan & tools for dealing with conflict

Social media monitoring

Pre-approved answers/posts or 
templates for tweets, Facebook 

posts, LinkedIn updates, etc. 

Decision-making flowcharts 
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One company, one message

Prepare your employees in advance

Ensure that your employees are prepared to respond to queries in 
order to maintain a consistent message throughout the company. 

E.g. friends and relatives requesting information from employees on 
their personal social media accounts

→ All company personnel must be equipped with the proper policies and 
response procedures well in advance

60



My 

notes



My 

notes



My 

notes



KEY TAKEWAYS
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Key learnings

Contextualize the need for a policy

Create a link between the policy and your company’s code of conduct

Clearly stipulate what is permitted and what is not

Promote respectful behaviour

Illustrate with some (visual) examples

Indicate that penalties may be imposed in the event of misuse

Make sure the guidelines are comprehensible for everyone

Raise awareness & give training 
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Action plan
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Seek input

Take into account your 

company’s values & 

code of conduct
Implement 

the policy

Develop the social 

media policy Adapt

Your policy should be set up 
together with your employees. 

This will help ensure all your 
bases are covered and that 

everyone agrees with it. 

Your policy must be in line with 
the values of the organisation, 
and with the existing code of 

conduct

Organize internal trainings so 
everyone is aware of and 

accepts the new policy

Social media channels are 
constantly evolving. 

Keep in mind to regularly adapt 
your policy.

Make sure to:
- Clearly define the purpose
- Stipulate what is allowed 

and what’s not



Thank you!

sophie.damiens@akkanto.com

+32 2 610 10 67
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