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SOCIAL MEDIA USE POLICY AND GUIDELINES 

FOR PRE AND POST ADOPTION PROFESSIONALS

POLICY STATEMENT
The purpose of this policy is to inform and educate pre and post adoption professionals on the effective and ethical use of social media in adoption case work practice. It aims to ensure that professionals, using an organisational social media profile to contact possible birth relatives or the adoptee, understand their obligations and adhere to good practice standards as per best practice guidelines and relevant legislation. 
1. SOCIAL MEDIA DEFINITION

Social media is an umbrella term covering websites, mobile technology, applications or tools that enable active and participatory publishing and interaction between individuals over the internet
. Examples include Facebook, Youtube, Linkedin and Twitter. Social media now includes other forms of digital tools such as Wikipedia, Tumblr, Intragram, Bebo, MySpace, MSN Hotmail, email and SMS.  Therefore, social media in pre and post adoption casework can be defined as a tool which enables professionals to trace and reconnect people separated by adoption via the exchange of information in virtual communities and networks
. 
2. BACKGROUND OF SOCIAL MEDIA USE IN AUSTRALIA
Currently 89% of Australia’s population use the Internet and NSW accounts for 33% of the total national usage
.  Around 20 hours per month of time is spent online. It is estimated that 4 out of 5 Australians are using Social Media and Facebook alone has over one billion active users
. Organisations and their employees are now connecting more via Social Media.  It is therefore imperative that practitioners in the adoption field know how to use Social Media safely, particularly as it has the capacity to blur professional and personal boundaries.  

3. GUIDELINES FOR TRACING VIA SOCIAL MEDIA

3.1 DEVELOPING AN ACCOUNT

3.1.1 Organisations should create generic social media profiles for each individual social media site as these profiles will represent the organisation or program conducting the search.
3.1.2 Organisations should use a generic name on all social media profiles. 
3.1.3 The use of personal employee names is not recommended. 
3.1.4 If a social media profile requires a date of birth you could use the date the program was developed or the historical date of when the organisation was founded.
3.1.5 Use only your agencies logos as profile pictures. Never upload photographs of staff or clients to the profile page.
3.1.6 Clearly display your service’s or organisation’s mission statement or information that will make the profile immediately apparent as a legitimate entity. 
3.1.7 Organisations should exercise caution to ensure that all information on a social media profile is discreet and will not publically alert a third party to the nature of your enquiry. If this occurs, the organisation could compromise the privacy of both parties and be in breach of privacy and confidentiality legislation.
3.1.8 It is essential that an organisational social media profile is regulated and monitored by managers or a nominated staff member.
3.1.9 Privacy settings on a social media profile should be set to a suitable standard to protect the privacy of the client and the outreached party.
3.1.10 It is important to note that privacy settings on social media profiles frequently update and change. Therefore organisations are responsible for ensuring their social media profile’s privacy settings are current and maintain a suitable standard. 
4. GENERAL GUIDELINES FOR USING SOCIAL MEDIA 

4.1 Organisations should ensure that the use of social media in a professional context is distinguished from an employee’s personal use. For example, employees should never use their personal social media profiles to undertake any professional work.
4.2 Be transparent when engaging with social media, be sure to make clear that the views you express are your own and not necessarily representative of the organisation if using social media in a personal capacity.

5. TRACING

5.1 Ensure all outreach is conducted in a private and confidential matter. This means writing to the person being outreached via the private messaging functions and never in a public forum, such as a Facebook wall.
5.2 When outreaching, organisations should use a standard, generic template and may want to use a slightly less formal tone to that of a letter.
5.3 The content of a private message should be written discreetly to ensure if a person other than the recipient were to view the message, that the sensitive nature for your contact is not revealed – just like you would in a discreet outreach letter sent via the post. 
5.4 Ensure all staff using social media to outreach individuals are familiar with the particular medium before commencing tracing via social media.
5.5 Where possible, use social media as a last resort when attempting to outreach. 
5.6 Enhance confidentiality by limiting communication on social media to an initial outreach and encourage continuing correspondence to occur via the method that suits the person being outreached such as email, phone or in person if possible.
5.7 Strictly limit the number of times you outreach someone via social media when there hasn’t been a positive response.
5.8
Ensure professionals tracing and connecting with possible birth relatives via social media carefully case note actions as well as keep records on client’s file to promote transparency and ensure that an accurate tracing history is maintained. 

6.
MAINTAING A PROFESSIONAL SOCIAL MEDIA PRESCENCE
6.1
Never accept friend requests or links to other social media users to an organisational profile.
6.2
Stay up to date with changes occurring within social media, such as changes in privacy settings.
6.3
Be professional and apply common sense when using social media to undertake adoption tracing. 
6.4
Ensure the organisation’s social media policy stays abreast of developments and creations of new social media sites via the engagement of regular review.

RELEVANT LEGISLATION

· Privacy and Personal Information Protection Act; 

· National Privacy Act and Principles;

· Defamation Act NSW (2005); 

· Anti-Discrimination Act NSW (1997);

· Adoption Act and Adoption Regulations; and 

· Children and Young Persons (Care and Protection) Act 1998 
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� http://www.cmd.act.gov.au/__data/assets/pdf_file/0020/312581/Social_Media_Guidelines_-_May_2012.pdf


� �HYPERLINK "http://en.wikipedia.org/wiki/Social_media" \l "cite_ref-1"�^� Ahlqvist, Toni; Bäck, A., Halonen, M., Heinonen, S (2008). "Social media roadmaps exploring the futures triggered by social media". VTT Tiedotteita - Valtion Teknillinen Tutkimuskeskus (2454): 13.
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