
How-to Use Social Media

Using social media as a recruitment medium allows for accurate portrayal of the realities of volunteer firefighting, as it is written by the firefighters themselves.
According to the 6 S Marketing survey, some of the most popular social media tools are: 

· Facebook (used by 70% of people surveyed): www.facebook.com/ 
· Twitter (used by 47% of people surveyed): http://twitter.com 
· Blogs (for example, http://wordpress.com or http://blog.com)
It is recommended that local volunteer fire departments establish a presence on at least one of the aforementioned websites. The fire department should select contributors from the pool of current volunteer firefighters. Writing and communication skills should be a primary consideration when selecting a social media contributor. It may also be useful to engage someone from Generation Y to assist with creating and building a social media presence. 

Below are suggestions for how each of the recommended websites should be used by local fire departments. 

Facebook 

Facebook is a social networking site where individuals and organizations can create profiles containing information about themselves. 

Facebook can be used for both internal and external purposes. Externally, the page can show information about the department and upcoming events. Facebook could also be used to promote internal events, and to post meeting minutes and updates for members. Leduc County Fire Services uses Facebook to communicate with past and present members of the department. This may be one model for departments to base their Facebook use on. 

Other suggestions: 

· Create a Facebook “group” for your fire department, and utilize the discussion boards for places where people can ask or answer questions about firefighting; 
· Facebook can also be used to organize and promote events (by using the “events” application); 
· Facebook communications should be aimed at a younger demographic audience (those under 35); 
· The Facebook “wall” can be used for volunteer firefighters to share stories about their experience with the fire department 
· Meeting minutes and member updates can be posted on the Facebook page, if this content is restricted to members only; 
· Use Facebook as a central location to link to other social media materials, the AFCA website, and the local fire department’s website; 
· Use Facebook to send messages to members of the group, or “fans” of the department about upcoming events, opportunities, or initiatives. 

Twitter 

Twitter is a social networking and microblogging (where sentences, instead of paragraphs, are posted) website. Users are allowed to post information up to 140 characters in length. Similar to Facebook, users of Twitter sign up to “follow” (or monitor) the posts of other users. According to The New York Times, most of Twitter’s usage comes from older adults. Suggested usage of Twitter includes: 

· Keeping other community organizations updated on the activities of the fire department; 
· Monitoring the actions and events of other community organizations by “following” their posts; 
· Using short descriptions to keep the public updated on the daily going-ons of the fire department; 
· Allowing department members to make posts about things they are doing around the fire hall; 
· Send out event reminders via a short post with a link to a Facebook event; 
· Sending out news stories that are relevant to the local fire hall. 

Blog 

Blogs are used in a variety of ways – some provide commentary or news on a particular subject, others function as more personal online diaries. The local fire department’s blog should be a composite of both types. It should provide a commentary on the fire department in general, and also provide somewhere for firefighters to describe to the public what it’s like to be a volunteer – including training, duties around the fire hall, engagement with the community, and frequency on emergency calls. An example can be found at: http://www.manchesterfire.gov.uk/interactive-fun-/blogs.aspx . 
Suggested blog entries could be: 

· Personal descriptions of what it’s like to be a firefighter; 
· Issues the fire department is educating the public about; 
· General fire safety information; 
· Spouses could write about their experiences of being a spouse of a firefighter; 
· Detailed information about department events; 
· Profile a firefighter of the month. 

Sample Social Media Guidelines
· Include name, company name, position in posts and responses (where possible, especially blogs); 
· Stay positive; 
· Respect copyrights and fair use policies; 
· Cite sources & link to supporting documents, websites, and organizations;
·  Don’t talk about HR or other confidential topics over social media; 
· When responding to negative comments, only correct factual errors, don’t argue with the opinion or point of view expressed. The point of comments is provoke thoughts and interaction; 
· Keep track of the amount of time spent updating social media content. A maximum goal of time spent per week updating the social media should be set and aimed for; 
· Access to the social media accounts should be controlled and limited to only the designated social media updaters. While it has been suggested that different members of the department speak about their experiences with the department, password access should be limited to only a few individuals; 
· Encourage comments – and make sure you reply to those who comment on your posts; 
· Posts must not exhibit harassment or discrimination against any group. 
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