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ocial media can be a excellent 
way for ministries to connect 
with donors, share information, 
or promote a cause. CCCC’s 2011 

Social Media Survey revealed that 82% of 
Christian charities who were investing time 
in social media regarded social networking 
tools to be “highly important” or “fairly 
important” to their ministry. But just like 
any other technology, social media can be 
abused. It’s important to be aware of the 
risks and learn how to use these tools safely 
so that we can protect the reputations and 
relationships within our ministries.  
 Because social media is a fairly new 
form of communication, management 
and employees may be uncertain about 
its purpose and use in the workplace, 
especially since some staff members may 
be maintaining both ministry and personal 
social media pages. This article will explore 
some key issues related to social media use 
within the workplace. A sample social media 
policy is provided on pp. 4-5
 First, we will take a look at a few 
misconceptions surrounding social media so 
that we can better understand the reasons 
for crafting a policy. Then we will discuss 
some specific items that your ministry’s 
leadership may want to consider. 

Misconception #1: Posting 
content to my personal social 
media pages is a private activity; 
it does not concern my employer
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Maintaining a social media page may seem 
like a private activity, especially if you only 
allow limited access to the information 
you post. Nevertheless, from a legal 
perspective, posting content to social media 
is considered a publication, not a private 
activity.1  Justice D.M. Brown in Leduc v. 
Roman, [2009] O.J. No. 681 had this to say 
about Facebook and privacy: 

. . . Facebook is not used as a means 
by which account holders carry on 
monologues with themselves; it is a 
device by which users share information 
about who they are, what they like, what 
they do, and where they go, in varying 
degrees of detail. A party who maintains 
a private, or limited access, Facebook 

profile stands in no different position 
than one who sets up a publicly-
available profile. Both are obliged to 
identify and produce any postings  
that relate to any matter in issue in  
an action.1

Social media users often underestimate how 
quickly and widely their information can 
travel — even if they have a small network 
of “friends” or “followers.” Once content has 
been released, it travels fast through friends’ 
networks and their friends’ networks until it 
is almost impossible to retract.
 If an employee chooses to share, for 
example, a posting containing confidential 
information about a donor and word gets 
back to the office, an employer has a 

heather carD,  coo anD natasha pinczuk,  technical Writer

The purpose and use of social media in the workplace is often misunderstood. 
This article will address the key areas of concern for creating a judicious 
social media policy that will foster a respectful online community.



2 ~ Canadian Council of Christian Charities

right to be concerned and investigate the 
matter. We can compare this situation to 
an employee disclosing the same content 
through a newspaper article, TV interview, 
or conversation. Because of the publicly-
accessible nature of social media and its 
potential impact on the ministry and its 
reputation, employers should be clear about 
the requirements that apply to employees’ 
personal use of social media.  

Misconception #2:  
The content on my personal 
social media pages cannot 
affect my employment
When you post comments or photos in 
the virtual world of social media, you are 
still representing yourself and reflecting 
your organization. The same behavioural 
standards and policies that employees 
abide by in the “real world” apply in the 
virtual world of social media. This includes 
confidentiality, anti-harassment, anti-
bullying, and copyright policies.
 Recent litigation has shown that 
the comments and opinions people post 
on the internet may be used as evidence 
of an offense. In Alberta v. Alberta Union 
of Provincial Employees, the arbitrator 
upheld the termination of an employee’s 
employment for posting comments on her 
personal blog site that expressed contempt 
for her managers, ridiculed her co-workers, 
and denigrated administrative processes.3 
In this case, the employee’s activity on her 
personal social media page clearly had direct 
consequences for her professional career. 

Misconception #3:  
There’s no need for a social 
media policy as long as we 
respect each other
It’s wonderful to have a team of staff and 
volunteers who work well together and 
respect each other. Nevertheless, when it 
comes to social media, people often have 
different ideas and expectations of what’s 
acceptable to post. Without any guidelines, 

it’s easy to even harmlessly post content 
that could cause hurt feelings and damage 
the ministry’s reputation.
 For example, a church staff member 
could tweet, “Praying for our pastor’s 
cancer” before the pastor has disclosed this 
sensitive information to the congregation or 
board leadership. Or a leader at a Christian 
agency could overzealously tweet his 
political beliefs without acknowledging that 
his opinions do not necessarily reflect the 
views of the organization he represents. 

Creating a Social  
Media Policy 
 
When developing a social media policy, 
begin with an introduction that clearly 
defines what social media is, why the 
policy is important, and to whom the 
policy applies. If you are unsure about 
including volunteers in this policy, think 
about the responsibilities that they carry 
within your ministry. If they serve in a 
significant leadership capacity, have access 
to confidential information, or work with 
vulnerable persons, you should strongly 
consider including them. (For the purposes 
of this article, “staff” and “employees” refer 
to anyone within the scope of the social 
media policy, including volunteers and 
board members.)
 We have divided our sample policy into 
two sections: 

(1) RequiReMenTS foR boTh PeRSonal 
and MiniSTRy SoCial Media uSe. This 
section covers the overlapping areas of 
concern that apply to both personal and 
ministry social media use.

(2) RequiReMenTS aPPlying only To 
MiniSTRy SoCial Media uSe. This section 
covers the requirements for individuals who 
are officially representing the ministry on 
social networks. 

Section 1: Requirements for 
both Personal and Ministry 
Social Media use

n be TRue To ouR valueS. As a 
Christian organization, it’s important 
for your ministry representatives 
to use social media in a way that 
is consistent with Christian beliefs 
and values. It’s important to explain 
that this holds true for both personal 
and organizational social media use, 
because as Christians there shouldn’t 
be a distinction between our “personal 
lives” and our involvement in ministry. 

n PRoTeCT PRivaCy and 
ConfidenTial infoRMaTion. 
Employees should understand that 
privacy and confidentiality policies 
apply in full force online and offline 
on both personal and organizational 
social networking sites. Confidential 
information may include details about 
current projects, software, financial 
information, and personal information 
(e.g., contact info, medical history) 
regarding staff, volunteers, or other 
people involved with the ministry. 
Posting photographs, especially of 
young children, may be another area of 
concern to discuss in this section. Also, 
when posting content on behalf of the 
organization, staff members should be 
careful about being the first to disclose 
an announcement unless specifically 
instructed to do so. 

n ReSPeCT CoPyRighT lawS and faiR 
uSe. Staff should be mindful of the 
laws governing copyright and fair use 
of copyrighted material. This includes 
the organization’s logo and publications, 
which should not be available for 
personal use without permission. 
Plagiarism is an ugly smear to have on a 
personal or ministry track record.

n ReSPeCT youR audienCe, youR 
oRganizaTion, and youR Co-
woRkeRS. Every effort should be made 
to uphold respectful dialogue in online 
communities, whether individuals are 
representing their own opinions or the 
organization’s. Individuals should not 
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be able to post comments on behalf 
of the ministry unless they have been 
authorized to do so. Personal opinions 
should be stated as such with a 
disclaimer that the views expressed do 
not reflect the official position of the 
employer. It is helpful to provide your 
employees with a sample disclaimer, 
such as the following: 

This is my personal blog. Please 
understand that the ideas, opinions, 
conclusions, and all other content 
expressed here do not necessarily reflect 
the views of my employer, abC ministry. 
n do noT PoST illegal, obSCene, oR 

haRaSSing infoRMaTion. 
Remind employees that the ministry’s 
Anti-Harassment Policy applies 
to any form of online or offline 
communication. If necessary, review  
the details of the policy.

n do noT diSPaRage oTheR 
RePReSenTaTiveS of The MiniSTRy. 
Employees must not attack or disparage 
fellow representatives or engage in 
online gossip about the ministry or 
any of its representatives, donors, or 
significant partners. 

n SeT PRivaCy SeTTingS. Some social 
networks, such as Facebook, have 
various privacy settings. Employees 
who wish to restrict access to their 
information on personal networks 
should set their privacy settings 
accordingly. However, an employee will 
not, by making content private, avoid 
responsibility if the ministry learns of a 
violation. 

n ReSPeCT TeRMS of uSe 
agReeMenTS. Every social media 
platform has its own terms of use 
policies that should be followed to 
maintain personal and organizational 
integrity and avoid potential legal 
battles. Encourage employees to read 
and understand the terms of use of 
each social media tool before hitting the 
“Agree” button. 

n ReSPeCT The MiniSTRy’S TiMe and 
PRoPeRTy. Staff members should be 
advised that ministry staff time and 
technology are reserved for ministry-
related activities. Personal social media 
engagement should not interfere with 
work commitments. 

Section 2: Requirements 
applying only to Ministry  
Social Media use

n beCoMe auThoRized. Individuals 
should not be allowed to engage in social 
media on behalf of the organization 
unless they are authorized to do so. 
Your policy should clearly state who 
can authorize this activity and who can 
provide social media training. (Social 
media training should include guidelines 
for creating a social media plan, 
measuring social media effectiveness, 
and responding to disrespectful posts 
and comments.)

n be honeST and TRanSPaRenT. 
To avoid confusion and promote 
transparency, your organization’s social 
media representatives should use their real 
names and acknowledge whom they are 
representing. However, representatives 
should be cautious about posting any 
further personal info for privacy and 
protection reasons. 

n be RelevanT. Encourage 
representatives to remember their 
audience and what they expect from 
the ministry’s social media channels. 
Depending on the nature of your 
ministry, the focus of your social media 
content may vary greatly. You may want 
to brainstorm what kind of content 
brings value to your audience and what 
is too trivial, irrelevant, or unnecessary. 

n STRive foR aCCuRaCy. Making 
a factual mistake on behalf of a 
ministry can be embarrassing and 
may hurt the organization’s credibility. 
Double checking facts, spelling, and 

grammar should be part of your policy. 
Acknowledge that everyone makes 
mistakes, but if an error is found, the 
ministry should be upfront about it and 
correct it quickly. 

n uSe The voiCe of The MiniSTRy. It’s 
important to be clear about the tone 
and style of the language that is being 
used on ministry social media channels. 
This will vary from ministry to ministry, 
but it’s advisable to provide some 
guidelines. 

n link baCk To The MiniSTRy’S 
webSiTe. Social media is a fantastic 
way to channel traffic to your 
website. Encourage your social media 
representatives to link back to your 
website whenever possible. 

n be wiSe when ReSPonding To 
negaTive feedbaCk. Ministry 
representatives should never respond 
to a negative post while they are angry. 
Encourage them to answer with kind 
words and an understanding tone. If 
they do not know how to respond, 
encourage them to ask for a moderator 
to intervene. 

Compliance, identifying 
inappropriate use, and  
further info
Your social media policy should clearly 
explain the consequences of non-
compliance with your policy and provide  
a contact name and email or phone 
number to report inappropriate or unlawful 
content published in breach of the policy. 
It’s advisable to also provide a contact  
who can answer further questions related 
to the policy. 
 After the social media policy has been 
finalized, it should be reviewed with all 
employees at a staff meeting or training 
session so that any questions or concerns 
can be discussed and resolved. The policy 
should then be distributed to all employees, 
preferably by email (to proof delivery). If a 
charity believes that non-compliance of any 
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introduction  
Social media tools are powerful channels 
of electronic communication that often 
invite their audience to participate in a 
conversation. Examples include, but are 
not limited to Facebook, Twitter, LinkedIn, 
YouTube, Flickr, and blogs (insert any that 
apply to your ministry).   
Employees of ABC ministry use social 
media for both personal and ABC ministry 
purposes. While ABC ministry does 
not, apart from Community Standards, 
generally impose requirements on 
employees’ activities outside of work, ABC 
ministry does impose certain requirements 
on employee’s personal and organizational 
use of social media. These requirements 
are necessary because of the publicly-
accessible nature of social media and its 
potential impact on our ministry and its 
reputation.
 This Policy contains certain 
requirements that apply to both personal 
and organizational use of social media, and 
then some additional requirements that 
apply to organizational use only. 

Purpose
This Policy sets out ABC ministry’s 
requirements for how employees should 
use social media for both personal and 
organizational use. 

Scope
This Policy applies to all representatives of 
ABC ministry, including employees, board 
members, and volunteers. 

Section 1: Requirements for  
both Personal and Ministry  
Social Media use.  
n be TRue To ouR valueS. Our 

ministry is a Christian organization 
that has Christian beliefs and values. 
Your personal and organizational use 
of social media must be consistent with 
those beliefs and values. 

n PRoTeCT ConfidenTial 

infoRMaTion. ABC ministry’s privacy 
and confidentiality policy applies 
online as well as offline. Confidential 
information includes details about 
current projects, software, financial 
information, and personal information 
(e.g., personal contact information, 
photographs, financial transactions, 
medical history) regarding staff, 
volunteers, clients, beneficiaries, and 
other people involved with ABC ministry.

n ReSPeCT CoPyRighT lawS and faiR 
uSe. When posting, be mindful of the 
laws governing copyright and fair use of 
copyrighted material. This includes ABC 
ministry’s publications and logos. Always 
attribute quoted text to the original 
source. For detailed guidelines, consult 
the Copyright Act (RSC 1985, c. C-42). 

n ReSPeCT youR audienCe, abC 
MiniSTRy, and youR Co-woRkeRS. 
People who follow your social networks 
will not always see the distinction 
between your personal life and your role 
at ABC ministry. Therefore, it’s important 

What happens on 
Facebook... Doesn’t 
alWays stay there 

abc Ministry saMple social MeDia policy

sort would expose the ministry to serious 
risk, they should take the additional step of 
having employees sign that they have read 
and understood the policy.  

Conclusion
Developing a social media policy will clarify 
your ministry’s requirements for employee 
social media engagement on both personal 
and organizational levels. It will also help 
you to prepare for unfortunate situations 
that can arise when social media is 
abused as a channel for hurtful remarks or 
disrespectful material.
 CCCC has prepared a Sample Social 
Media Policy on pp. 4-5. Although this 
sample may not address every social media 
issue pertinent to your ministry, we believe 
it will provide a good framework for you 
to begin discussions about your ministry’s 
social media policy. 
 To summarize all social media issues 
in the context of Christian ministry, let us 
paraphrase some biblical wisdom for the 
21st century: “Whatever is true, whatever is 
noble, whatever is right, whatever is pure, 
whatever is lovely, whatever is admirable—if 
anything is excellent or praiseworthy—post 
about such things.”4

	
endnotes
1 “The Social Media Challenge — 

Protecting Your Organization in the 
Web’s Wild West.” Stephen J. Shamie. 
October 19, 2010. Hicks Morley, FTR 
Now http://www.hicksmorley.com/index.
php?name=News&file=article&sid=837

2 http://www.canlii.org/en/on/onsc/doc/20
09/2009canlii6838/2009canlii6838.html

3 174 L.A.C. (4th), 371.
4 Philippians 4:8, NIV
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to carefully consider content that you 
post. If you are expressing your own 
opinion, be sure to make it clear that 
it is just that — your personal opinion. 
If you are known as a representative of 
ABC ministry, or if you mention ABC 
ministry on any personal blog or social 
network, you should use a sample such 
as the following: 

This is my personal blog. Please 
understand that the ideas, opinions, 
conclusions, and all other content 
expressed here do not necessarily reflect 
the views of my employer, abC ministry.

n do noT PoST illegal, obSCene, 
haRaSSing, eTC. infoRMaTion. 
Employees must not post any material 
that is illegal, obscene, defamatory, 
profane, libellous, threatening, 
harassing, abusive, ridiculing, hateful, 
or embarrassing to another person 
or group of persons or another 
organization. Remember that ABC 
ministry’s Anti-Harassment Policy 
applies to any form of online or offline 
communication. 

n do noT diSPaRage oTheR 
RePReSenTaTiveS of abC MiniSTRy. 
Employees must not attack or disparage 
fellow representatives or engage in 
online gossip about ABC ministry or any 
of its representatives.

n SeT PRivaCy SeTTingS. Some social 
networks, such as Facebook, have 
various privacy settings. Employees 
who wish to restrict access to their 
information on personal social networks, 
such as Facebook, should set their 
privacy settings accordingly. However, 
an employee will not, by making 
content private, avoid responsibility 
for violating this Policy if ABC ministry 
learns of the violation. 

n ReSPeCT TeRMS of uSe 
agReeMenTS. Follow the Terms of 
Use guidelines for every social media 
platform that you use. 

n ReSPeCT abC MiniSTRy TiMe and 
PRoPeRTy. ABC ministry staff time 
and technology are reserved for ABC 
ministry-related activities. As a Christian 
ministry, we believe that stewardship 
of resources is extremely important. 
Representatives may access social media 
for personal reasons during lunch or 
after working hours, but ABC ministry 
Community Standards still apply. 
Personal social media activities should 
not interfere with work commitments. 

Section 2: Requirements 
applying only to Ministry  
Social Media use.

n beCoMe auThoRized. You may not 
comment as a representative of ABC 
ministry unless you are authorized to do 
so. To become authorized to comment 
in an official capacity, you must be 
trained by ___________________ 
(communications manager, church 
administrator, media specialist) and 
gain approval from _______________ 
(the Leadership Team, Chief Operating 
Officer, senior pastor).

n be honeST and TRanSPaRenT. Use 
your real name and acknowledge that 
you are representing ABC ministry. But 
also be cautious about what you post to 
protect yourself and your privacy. 

n be RelevanT. Post links and 
information relevant to ABC ministry’s 
vision and mission. The best way to do 
this is to create a content plan and use 
it as a guide for all postings.   
Remember your audience and what 
they expect from ABC ministry’s social 
media channels. 

n STRive foR aCCuRaCy. Make sure 
you check your facts and review  
content for spelling and grammatical 
errors before you post. If you make a 
mistake, be upfront about it and correct 
it quickly.  

n uSe The voiCe of abC MiniSTRy. 
Posts by ABC ministry’s social media 
channels should be professional in 
tone and reflect the values and high 
standards of integrity held by ABC 
ministry staff and members.  

n link baCk To abC MiniSTRy’S 
webSiTe. ABC ministry social 
media channels should redirect 
followers to the ABC ministry website 
whenever possible.

n be wiSe when ReSPonding To 

negaTive feedbaCk. Never 
respond to a negative post while you 
are angry. Answer with kind words and 
an understanding tone. If the  
individual persists with their “trolling,” 
ask for a moderator (name, contact  
info) to intervene.

Compliance
Please understand that non-compliance 
with this policy could lead to disciplinary 
action up to and including termination of 
your employment or volunteer relationship 
with ABC ministry. 

identifying inappropriate use
If you notice inappropriate or unlawful 
content that has been published in breach 
of this policy, please report your claim via 
email to ___________________ (name), 
________________ (title and email 
address). 

further information 
For further information about this policy, 
contact _______________________ 
(name, email, and phone number).  


