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Jane Collins (Practice Manager, Woodingdean Surgery) and Jane Lodge (Patient and Public Engage-
ment manager, Brighton and Hove CCG) commissioned Wayoutmedia to work with local Surgeries and 
PPG’s (Patient Participation Groups) to build on the findings from the previous ‘Gateway group social 
media engagement project (2012/13)’ commissioned by the now defunct Brighton and Hove PCT. 

Wayoutmedia consulted with a number of Surgeries and PPG’s in Sept 2013, with the intention of finding the safest way to 
encourage patients to use social media through their PPG’s. From the results of the consultation a series of development 
workshops were designed to assist Surgeries and their PPG’s in creating their own, tailored Social Media Policy and Strat-
egy.  It is preferred that the PPG of a surgery create their own communication mechanisms, however in the cases where 
the Surgeries PPG was not present, a system was put in place for their PPG’s to use at a future date.

5 Surgeries and 4 PPG’s (the full list of acknowledgments can be found at the end of this toolkit) worked hard to develop 
this toolkit by profiling their requirements and working though various solutions in order to achieve a suitable Social Media 
Strategy for their individual needs. The toolkit has been designed to cater for different needs and will have a solution for 
you. If you would like to add anything to the toolkit, please let us know.

Introduction

Introduction
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Using the Toolkit

It is possible to create a strategy from this toolkit. How-
ever it is advised you attend a workshop with a trained 
social media expert, so that you can fully understand the 
intricate workings and potential of Social Media. Espe-
cially in the context of communications between patient 
and surgery.

Diverse needs
Surgeries need to manage their strategy as a business 
and PPG’s as open communities. There is also the issue 
of capacity to consider, introducing this new media into 
daily administration needs careful planning. 
As a solution, those that needed to closed their pages to 
interaction so they could be managed more easily. 
Others embraced open communication and created a 
safe area for focused patient groups to exchange experi-
ences under the watchful eye of trained staff. 
The toolkit considers all the differing needs, so you will 
find a solution that suits you.

Safety, Privacy and Policy
When seeking the opinions of Patients in an interactive 
environment, the primary focus must be the saftey of Pa-
tients and the reputation of the Surgery.
We were very clear that the networks we were creating 
were not for conversations about the day to day running 
of a Surgery but more a space for directed and focused 
information and consultation. We want to gather opin-
ion and feedback about specific services provided by the 
Surgery.
Attendees chose different levels of Social Media interac-
tion, though learned the full potential of the tool as a 
communication network. 
With this toolkit’s carefully designed policy and strat-
egy, you have the ability to expand on your social me-
dia involvement at a time suitable to your capacity and 
needs. 

A Network for Surgeries and PPG’s
All participants saw the advantage of a network to share 
information, creating a ‘conversation space’ in Social 
Media (using the #sm4s hashtag) to sustain viral market-
ing. This way we allow for more opportunities to interact 
and useful health related information to get to ‘hard to 
reach’ patients. 
This network is in its infancy and requires a central hub. 
The administration may eventually come centrally from 
the CCG. At present it is managed by Wayoutmedia. 
It consists of centrally hosted resources on wayoutme-
dia.com (The Social Media 4 Surgeries section) and a 
dedicated SM4S facebook page.
If you wish to find useful sm4s information to share and  
keep informed about developments please ‘like’ the fa-
cebook page: 

                   facebook.com/socialmediaforsuregeries

Outcomes
Along with the toolkit and proposed network, a report 
with recommendations will be made available. Further 
training for rolling out the toolkit to the rest of Brighton 
and Hove is being discussed with PPG leads, Local Com-
munity Services, Surgeries and the CCG. 
The model is 1/4ly dropin sessions and crowdfunded so-
cial media administration and tailored training.

A note on why we only used Facebook
At a very early stage in the course, we decided to only 
focus on Facebook instead of twitter to communicate as 
although it may not be the best communications tool (it 
is a ‘social’ network and not a ‘business’ network) 

It has a large existing audience 
They are familiar with the Social Media User Interface 
and the nature of ‘viral’ communication 
There are different levels of privacy for users

It was therefore deemed more sensible to conquer the 
nuances of Facebook totally, over a longer period of time 
before embracing the ‘unpredictability’ of the Twitter-
sphere. We decided that Twitter, because of its public 
ethos, was, for the moment, better as a research tool. 

This toolkit will help you if you are a Surgery 
or a PPG wanting to create and develop a 
Social Media Policy and Strategy for con-
necting Patients with their Surgeries.

Overview

THREE PART TOOLKIT

Part I: Document samples
Providing you with a sample of what your 
Social Media Policy, Strategy , Action timeline 
and Job Description will look like

Part II: Helpsheets
Step by step guides to creating a Facebook 
page and/or group for you needs. 
An easy and quick guide to keeping your 
Facebook profile hidden from the public and 
infromation on using Twitter for research.

Part III: SM4S Downloads and further help
Access to downloadable templates so you can 
create your own Policy and Strategy. Get ac-
cess to the helpsheets and other ways to keep 
informed. You can also find out about the pro-
posed Surgeries Interactive Social Media Map.
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PART I
Document Samples
These samples are taken from actual documents developed and are 
currently being used by the participants on this project.

You can develop your own by using the downloadble templates. 
Information about how to download templates is in Part III of the tool-
kit; ‘SM4S downloads and further help’

Part I
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tion. The page is shut down for postings and 
comments from the public and only provides 
information published in the surgery newslet-
ter.

Facebook Group: 
A secret group is used for the current cam-
paign, see ‘Targeted campaigns’

Twitter
At present the Centre does not have a twitter 
account. It is advised that you use your own 
account to carry out any research when look-
ing for local, relevant information to post to a 
page or group that you manage.

Targeted campaigns
Woodingdean Medical Centre aim to create 
safe member spaces for specific groups, where 
patients are encouraged to support each other 
and engage with staff, in order to be better 
informed of the Centres services. It is hoped 
that the Centre will then understand more 
fully, the needs and opinions of specific pa-
tient groups. 
The first campaign is for the pregnant ladies 
registered at the Centre.
Future campaigns will be informed by the 
experiences and findings of this first patient 
group campaign.

1st Campaign; for the pregnant ladies of 
Woodingdean Medical Centre
Facebook Group:  ‘Growing bumps at Wood-
ingdean Medical Centre (secret group)
For the Pregnant Ladies registered with Wood-
ingdean Medical Centre. 
The purpose of this group is for pregnant 
mums to network safely and support each 
other as well as to give feedback on their ex-
perience of the services that the Centre offers. 
It will also signpost the members to safe and 
informative relevant information. The group is 
secret and therefore invite only. It cannot be 

Overview
Woodingdean Medical Centre want to be able 
to communicate with their patients in various 
ways.
Some patients need to be contacted in a pri-
vate and safe space by clinicians for example 
and/or by other PPG members within the 
Woodingdean Medical Centre PPG group.
The Centre also want to use Social Media to 
contact ‘hard to reach’ patients who may be 
using facebook but do not know about the 
Centres services.
The Centre wants to be able to connect with 
other surgeries, communities, PPG’s and the 
local CCG to share information and advice for 
their patients and between themselves. 

This Strategy explains what to do if you have 
a role in updating or monitoring online public 
communications, distributing information or 
engaging in conversation on behalf of Wood-
ingdean Medical Centre or with their patients.
This document works in conjunction with 
Woodingdean Medical Centres Social Media 
Policy and the current Social Media action 
timeline.

Social Media currently used:
Woodingdean Medical Centre uses the follow-
ing Social Media for these specific purposes;

Facebook Page for Woodingdean Medical 
Practice PPG
A public page managed by a member of the 
PPG, created to reach a wider audience and 
inform patients of centre announcements. Its 
purpose is also to explain how the PPG works 
for patients and how they can get involved in 
feeding back their thoughts to the Centre. 
The Facebook page will also direct traffic to 
the Medical Centre website where further 
information can be found about other patient 
groups. 
It is also a space for other surgeries to ‘like’ 
the Centre page and share relevant informa-

Social Media Strategy 
Sample Woodingdean Medical Centre

Website with PPG page, PPG closed Facebook Page, Secret Facebook Group

Social Media Strategy

Use the social media strategy 
template to create your own 
policy (see Part III of the toolkit)
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seen by anyone other than its members and 
cannot be found in any searches.
Members are encouraged to communicate 
positively with each other and adhere to the 
codes of conduct laid out in the policy and 
written clearly in the group ‘about’ page. We 
would also like members to make suggestions 
about any services they would like to see now 
and in the future.
Members will be encouraged to create con-
nections while they belong to this group. We 
hope these connections will continue after 
they have delivered and the facebook group 
is no longer relevant to them. It is hoped that 
they will then create their own group. 

Joining patients procedure
Patients will be invited to join by the midwife, 
reception or at pregnancy group meetings. 
There will be leaflets available in the surgery 
waiting room explaining the purpose of the 
group.
When an approved person wants to join the 
group their email is taken.
The person is joined to the group by the ad-
ministrator and shown the code of conduct, 
policy, disciplinary procedure and the docu-
ment called ‘how to hide your facebook profile 
from the public’. 

Group activity
Whilst a member, patients will be able to com-
municate with other pregnant ladies in their 
area.
From time to time, this moderator will post 
relevant information to the group.
Only information relevant to pregnancy will be 
posted, no medical advice will be given.

Group moderation
A member of staff will moderate the group 
and ensure the code of conduct is adhered to 
and the social media strategy is carried out us-
ing the social media action timeline.

How campaigns are promoted
Information and links on the Woodingdean 
Medical Centre Site PPG page

Posters and leaflets in the waiting room
Reception inform and talk to patient groups 
and one to one to patients re campaigns
Announcements on the PPG facebook page
Posts to relevant external facebook pages

Maintaining the PPG facebook page 
and current campaign
Appropriate members of staff will use the so-
cial media action timeline to carry out agreed 
administrative tasks to keep the flow of infor-
mation and engagement going.

Measuring
It is important to measure activity so that we 
learn from this strategy. A timetable of mea-
suring is built into the social media action 
timeline and will be carried out on a monthly 
basis.

Administration access
The PPG facebook page is managed through 
designated administrators, who log in us-
ing their own profiles and are recognised by 
facebook as admins of the page (Their profiles 
cannot be seen by the public, when they post 
to the page it is as the pages identity)

The facebook group is monitored by a desig-
nated member of staff who joins the group 
and becomes a member. Members of face-
book groups use their own profiles to post and 
comment, it is therefore advised that they use 
the document ‘How to hide your facebook 
profile from the public’.

Social Media Strategy
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Roles and Responsibilities:

Overall Management of Social Media
Description:
Responsible for the decision making and disci-
plinary escalations regarding the Social Media 
Strategy and Policy
Person responsible:
Jane Collins (Practice Manager)
Report to:
Partners

PPG Facebook Page moderator
Description:
Responsible for entering, monitoring and shar-
ing relevant information.
Person responsible:
Denise Bartup (Secretary of PPG)
Report to:
Jane Collins (Practice Manager)

Facebook Group moderator (secret group)
Description:
Responsible for monitoring group activity, 
signposting to relevant information and post 
announcements.
Person responsible:
Practice manager, Reception Manager and Stu-
dent Volunteer; Jane Collins, Wendy Palmer 
and Kirsty Carter respectively.
Report to:
Jane Collins (Practice Manager)

Social Media Strategy
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Social Media Policy 
Sample Woodingdean Medical Centre

The Social Media Policy works in conjunction with the Social Me-
dia Strategy and Social Media Action timeline. These documents 
ensure that all employees and volunteers know how to conduct 
themselves within the agreed guidelines when communicating us-
ing Social Media on behalf of the Woodingdean Medical Centre.
This policy safeguards people personally, patients of the Medical 
Centre and the Medical Centre as a whole.

Contents
1 Overview 
1.1 Definition of Social Media 
1.2 Personal use of Social Media at work 
1.3 Monitoring 
1.4 Disciplinary Action 
1.5 Woodingdean Medical Centre Social Media 
accounts 
2 Guidelines 
2.1 General social media use 
2.2 Using social media as part of your job 
2.3 Posting on behalf of the Woodingdean 
Medical Centre 
3 Administering Woodingdean Social Media 
accounts 
3.1 Code of Conduct 
3.2 Disciplinary procedure 
3.3 Complaints procedure 
3.4 Disclaimer 
3.5 Use of photos and videos 
3.6 Communicating with Young People
4 Declaration

1 Overview
This policy should be read in line with other 
staffing policies in place including but not lim-
ited to disciplinary and grievance policy, IT and 
policies covering discrimination, bullying and 
harassment.
This policy will set out rules in relation to the 
use of all forms of social media. Failure to 
comply could result in disciplinary action lead-
ing to dismissal depending on circumstances.
This document has been approved by the Part-
ners of Woodingdean Medical Centre for use 
within the Woodingdean Medical Centre and 
its Practice responsibilities.

1.1 Definition of Social Media
Social media is a type of interactive online 
media that allows parties to communicate 
instantly with each other and allows the shar-
ing of data in a public forum. Social media 
covers, but is not limited to Twitter, Facebook, 
Google+, LinkedIn, You Tube and Flickr.

1.2 Personal use of Social Media at work
You are permitted to access social media web-
sites from the surgery’s computers or other 
electronic devices for personal use but only at 
certain times. You must limit such usage to of-
ficial rest breaks, before you commence work, 
or after work. Remember in the course of your 
normal computer work regular breaks from 
work should be taken, but must be away from 
your computer.

1.3 Monitoring
When you use the centres computers or other 
electronic devices for personal use, the sur-
gery has the right to monitor your use, includ-
ing your use of the Internet and social media 
during working hours. Inappropriate use could 
result in disciplinary action.

1.4 Disciplinary Action
If you are found breaching this policy the cen-
tre may limit your access rights in addition to 
any other disciplinary action deemed neces-
sary.
Serious breaches of this policy could constitute 
gross misconduct and could lead to dismissal.
The centre may request you to remove any 
posting that falls outside of the code of con-
duct.
Failure to comply may constitute an act of 

Social Media Policy

Use the social media policy 
template to create your own 
policy (see Part III of the 
toolkit) Integrate it into your 
employment contract or con-
stitution. It should be signed 
by staff and volunteers who 
represent you online.
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gross misconduct for not following a reason-
able management request.
Any disciplinary action will be taken in line 
with the current protocol in place,

1.5 Woodingdean Medical Centre Social Me-
dia accounts
Where appropriate, facebook pages and 
groups will be used to communicate when 
representing the Centre. Only Jane Collins can 
give authorisation to setup social media ac-
counts for the Woodingdean Medical Centre. 
Nobody else can set up an account, a profile, 
group or page on the Centres behalf.
• Facebook Page for the Woodingdean 
Medical Centre PPG www.facebook.com/
woodingdeanppg: Is for general information 
and announcements, a public facing page to 
enhance the work of the PPG and to attract 
other patients of the surgery to engage with 
our services
• Facebook Groups: for more directed 
communication amongst individuals who are 
invited to a closed and safe area, or a more 
public group if appropriate. These groups 
will be managed by authorised members of 
staff. The current campaign is a secret Face-
book Group; ‘Growing Baby Bumps of Wood-
ingdean’ invite only www.facebook.com/
groups/637677199587008/
• Twitter: At present the Centre does 
not have a Twitter account, it is advised that 
you use your own account to carry out any 
research when looking for local, relevant 
information to post to a page/group that you 
manage. Never tweet on the Centres behalf

2 Guidelines
2.1 General social media use
It is important that staff, members and vol-
unteers keep a personal distance when com-
municating with people on behalf of the 
Woodingdean Medical Centre. The boundaries 
between business and social profile must be 
clear.
It is understandable that some people will 
already have personal profiles within social 
media sites, it is advised in these circumstanc-

es, that when representing the Woodingdean 
Medical Centre, you keep your identity hidden 
wherever possible. In the circumstances where 
this is not possible or appropriate, you must 
ensure to make the personal parts of your 
profile private. To help you with this the docu-
ment ‘Hide your Facebook profile from the 
public’ is available to make this simple for you.
When you are using your social media ac-
counts, you must not post anything that dam-
ages the reputation of the Centre.
You are allowed to state that you work at the 
surgery however your on line profile/user-
name must not contain the Centres name.
You must not use your working Email address 
in any communication in a personal capacity.
You should not discuss your working life via 
social media.
You should remember that you are represent-
ing the surgery at all times and must therefore 
ensure the communication has a purpose and 
is intended for public benefit.
No posts or tweets should be made using per-
sonal profiles on behalf of the centre. The only 
exception being, when you are an administra-
tor and member of a facebook group.
2.2 Using social media as part of your job
There may be times as part of your job, you 
are required to use social media. In these 
circumstances it will be made clear, through 
the Social Media Strategy, how you should 
conduct yourself.
If you are unsure about the suitability of a 
“post” you should discuss it with your man-
ager.
You may contribute to the use the Centres use 
of social media, by providing blogs, articles 
or proposed posts. These must be approved 
by your manager, then given to the relevant 
administrator to publish.
If you are contacted for comments on the 
Centre for publication anywhere you should 
discuss your response with your line manager 
to ensure that it is appropriate and represents 
the values of the surgery, before it is pub-
lished.

Social Media Policy
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2.3 Posting on behalf of the Woodingdean 
Medical Centre
When asked to post on behalf of the Centre, 
you should ensure the following;
• To use your common sense before you 
post anything and think about what you are 
saying to the public
• Ensure that you do not post any dis-
paraging or defamatory statements about the 
Surgery, Staff (current and past), Patients (cur-
rent and past) or other surgeries and organisa-
tions with in the NHS or connecting areas
• You should not post unauthorised im-
ages or links to inappropriate content
• You must not breach in any way confi-
dentiality
• Do not use social media for bullying, 
harassment or to discriminate against any 
party
• You must not express any strong reli-
gious or political points
• You must not enter into any contrac-
tual agreements without the express consent 
of your manager
• You must refrain from any illegal activ-
ity
• You should not enter into any online 
fights, personal attacks or hostile postings
• Ensure you know how your Facebook 
profile, posts and comments look to the pub-
lic. Hide anything you feel should be hidden
• Make it clear at all times that the social 
media accounts are not a medical advice ser-
vice
• You must comply to the same code of 
conduct as the patients.
The golden rule is to ask yourself whether 
what you are about to post could cause of-
fence to anyone. If the answer is yes then do 
not make the posting.
Ensure that when you communicate, you do so 
appropriately. Be aware, things that are said 
may be taken out of context, misinterpreted or 
forwarded to others. Once you post something 
in the public domain it is there forever and can 
be accessed, changed and shared, even if it is 
a private message.
You must conduct yourself in an appropriate 
way, as you would face to face – be aware of 

what you say and how you say it.
If you feel that anyone is at risk from harm 
then our ‘Vulnerable adults and safeguarding 
policy’ needs to be actioned and a member of 
management should be notified.

3 Administering Woodingdean Social 
Media accounts
The administering of individual social media 
accounts are explained in the strategy and so-
cial media action timeline, in these documents 
there are references to the following points;

NB The code of conduct, disclaimer and disci-
plinary procedure can be downloaded

3.1 Code of Conduct
This code of conduct is for staff and patients. 
It will appear on any account that has been set 
up to allow interaction between people. 

“Whilst we want this to be an open and hon-
est space we also want posts to be courteous 
and to not cause offence. Therefore, in addi-
tion to facebook’s own terms (which you can 
read at http://www.facebook.com/terms.php) 
we reserve the right to delete any of the fol-
lowing, any breach of these agreed terms will 
trigger the disciplinary procedure:”

• Violent, obscene, profane, hateful, or 
racist posts, links or images
• Comments that threaten or defame 
any person or organisation
• Solicitations, advertisements, or en-
dorsements of any financial, commercial or 
not-for-profit organisations.
• Comments that suggest or encourage 
illegal activity
• Multiple successive off-topic posts by a 
single user
• Repetitive posts copied and pasted or 
duplicated by single or multiple users
• Bullying, harassment, chain letters, 
private conversation, online gambling, pornog-
raphy, breach of copyright, confidential infor-
mation, extremist groups”, political campaigns
• Do not put up personal information 

Social Media Policy
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about people
• If you want to talk off topic to someone 
please private message them
• You can leave this group or unlike this 
page at any time.
• As a member, you are responsible 
for what you write in your own group, don’t 
be offended if the moderator comes back to 
you regarding your conduct if you breech the 
code!
In addition it must be noted that;
• Facebook group members must not 
invite people to the group, only admins can 
invite authorised people
• This will not be seen as a medical ad-
vice service
• Being a member of this engagement 
project does not give you preferential medical 
treatment
• If you have a complaint about anything 
on this account please contact the adminis-
trator of the account directly or the Centre 
Manager by filling out an online form at www.
woodingdeansurgery.co.uk/contact.shtml 
• Any individual complaints or single 
issues regarding the Centre must follow the 
complaints procedure and will not be dealt 
with in the social media arena. The Centre 
complaints procedure is set out on the follow-
ing page www.woodingdeansurgery.co.uk/
policy_complaints.shtml You may also ring the 
Centre directly 01273 307555

3.2 Disciplinary procedure
Deal with posts/comments that breach the 
code of conduct in a non personal, profes-
sional way. Refer them to the code of conduct 
and report to your manager. Take the relevant 
disciplinary action;
“If you are found breaching the code of con-
duct or facebooks terms and conditions it will 
result in an immediate ban. Your post will be 
deleted and you will be removed from the 
group without any notice and/or blocked from 
commenting or participating in any future 
social media activity.“
The previous paragraph must be clearly visible 
to members who can post or comment. You 
have the authority to ban any member breach-

ing the code, if you feel that there is a case for 
a warning and not a complete ban, contact 
your manager to ask for advice.
In addition bear in mind the following;
• Be clear that you will not respond to 
personal messages
• Define the word ‘Personal’ be clear 
that in this arena you do not have casual 
conversations, your comments and posts are 
‘service’ related.
• Make sure that you are not put in a po-
sition where you have to deal with information 
or situations you are not comfortable or con-
fidant to deal with. Report to your manager if 
you are unsure of the appropriate safeguard-
ing to follow. 
• Always respond to posts and tweets 
that are off topic 
• People who use ads on your page – 
remove any that are not relevant but keep any 
you feel will be useful to your users – persis-
tent use may need a carefully worded private 
message or ban

3.3 Complaints procedure
How people can complain about activity on 
any Centre social media account (the following 
information is built into the code of conduct 
which will be visible through the about sec-
tion); 

• If you have a complaint about anything 
on this account please contact the adminis-
trator of the account directly or the Centre 
Manager by filling out an online form at www.
woodingdeansurgery.co.uk/contact.shtml 
or by contacting the Centre directly 01273 
307555
• Any individual complaints or single 
issues regarding the Centre must follow the 
complaints procedure and will not be dealt 
with in the social media arena. The Centre 
complaints procedure is set out on the follow-
ing page www.woodingdeansurgery.co.uk/
policy_complaints.shtml

3.4 Disclaimer
Anywhere there is a feed such as a twitter 
hashtag, it is advised to put the following dis-

Social Media Policy
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claimer in clear view to users;
“The views expressed in the tweets/posts 
below/above are not that of Woodingdean 
Medical Centre but of the individuals posting 
them. If any cause you offence or upset please 
contact us and we will endeavour to remove 
them as soon as possible.”

3.5 Use of photos and videos 
• Only use photos/videos that you have 
permission to use. Be aware of this if you are 
posting Youtube videos.
• Credit any photos you use that are 
taken by somebody else. 
• If there are people or minors in he pho-
tos, get permission from parents/carers or the 
person themselves.
• It is the responsibility of the individual 
regarding permissions if they want to put up 
their own photos.
• Tagging people in videos and photos 
will remain the responsibility of the people 
themselves.

3.6 Communicating with Young People 
• Do not reveal personal details about 
young people, only use First Names 
• Don’t reveal where they live, study or 
their email address and phone numbers
• Remember Private messages can be 
made public
• If you are engaging in conversation 
with a young person through Social Media 
they must be 13 or older, the minimum age 
upheld by Social Media providers. Where 
a young person is underage an alternative 
means of communications must be used.
• If you have a one to one chat with a 
young person using chat/instant messaging 
ensure that the conversation is copied into a 
word document and filed for future reference, 
if you have a concern about the content of the 
conversation.
• If you are concerned about the way a 
young person is trying to contact you or about 
their welfare, report it immediately to your 
line-manager

Social Media Policy

4 Declaration
I have understood and agree to adhere to all 
the points raised in this policy, I undertand 
that to breach the terms of this policy would 
result in me facing disciplinary procedures.

Signed

Print name and position

Date
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Social Media Action Timeline

Social Media Action Timeline

Facebook page (open)
likers can post and comment on the page  

General tasks 
Twice a week 
Post relevant information to the page 
Information can be from the newsletter or from info 
posted by others to the page 

Twice a week 
Also post relevant information to other pages 
Information can be posted to other surgeries, services, 
PPG’s and the CCG pages if they are open to keep the 
flow going 

As often as possible 
Check page for posts and messages from people 
If information is useful share to the page    
Ensure posts/comments are relevant and fall within the 
code of conduct
 
As often as possible 
Check for any posts from other people/pages 
if they are relevant and fall within the code of conduct 
repost to your ‘likers’

Once a month 
Measuring 
Record facebook page likes for the month
Number of shares and post likes
Make a note of any significant activity, positive or nega-
tive and how it was dealt with

Expansion of audience
Occasionally 
Search for other relevant pages, surgeries, services, 
PPG’s and CCG 
Like the pages as the page so that their posts can be 
seen in your facebook page homepage (making the job 
of reposting their posts easier)
 
Occasionally 
Check your pages home page for interesting posts by 
others 
If any posts are relevant, they can be shared to your 
page

Look out for posts from the sm4s facebook page 
(facebook.com/socialmediaforsurgeries)

Check the #sm4s hashtag on twitter and facebook

Your time is precious, you dont want to spend all of it on so-
cial networks. If you can only spend an hour a week on your 
strategy, make sure you do the following to keep the flow of 
information on the SM4S networks going;

Use the suggestions here to  
plan what your social me-
dia assistant does in a typical 
week, based on what you have 
planned in your strategy.

Facebook page (closed)
likers cannot post or comment on the page  

General tasks 
Twice a week 
Post relevant information to the page 
Information can be from the newsletter or from info 
posted by others to the page 

Twice a week 
Also post relevant information to other pages 
information can be posted to other surgeries, services, 
PPG’s and the CCG pages if they are open to keep the 
flow going 

As often as possible 
Check page for messages from people 
If information is useful share to the page    

As often as possible 
Check posts for comments comments are disabled for 
the page, if one gets through, use the blocking com-
ments tutorial (on the facebook pages section in the 
toolkit) to ensure it doesn’t happen again

Once a month 
Measuring 
Record Facebook Page likes for the month
Number of shares and post likes
Make a note of any significant activity, positive or nega-
tive and how it was dealt with

Expansion of audience
Occasionally 
Search for other relevant pages, surgeries, services, 
PPG’s and CCG 
Like the pages as the page so that their posts can be 
seen in your facebook page homepage (making the job 
of reposting their posts easier)

Occasionally 
Check facebook page home page for interesting posts 
by others 
If any posts are relevant, they can be shared to your 
page

Look out for posts from the sm4s facebook page 
(facebook.com/socialmediaforsurgeries)

Check the #sm4s hashtag on twitter and facebook
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Social Media Action Timeline (cont)

Facebook Group (secret group)
A secret group is members invite only. No 
activity can be seen by the public. 

General tasks 
Once a week 
Check for new members 
Alert new members to the about section which contains 
the code of conduct, disciplinary procedure and policy 
along with a link to the document ‘hide your facebook 
profile from the public’

Joining new patients
When authorised 
join the patients through email given by staff 
Follow the joining patients procedure in the social me-
dia strategy

Monitoring member activity 
As often as possible 
Ensure members are adhering to the code of conduct 
refer any misconduct to management and deal with, as 
outlined in disciplinary procedure 

Posting to the group 
Once a week 
Post relevant information to the group 
 
Measuring 
Once a month  
Record any new members.
Any significant activity eg popular posts, creation of 
new groups by embers, members leaving, anything you 
have had to deal with regarding code of conduct etc

Things we don’t do  
When posting and responding; 
This group is secret, conversations within it are con-
fidential. Dont point posts to the group or refer to it 
outside of the group unless authorised.

Only patients who are authorised are allowed to join. 
Members should not give each other medical advice or 
discuss personal grievances.

Facebook Group (closed group)
Anyone can ask to join or be added or invited 
by a member. The public can see who the 
members are and what the group is about, but 
cannot see the posts/activity within it  

General tasks 
Once a week 
Check for new member requests 
Alert new members to the about section which contains 
the code of conduct, disciplinary procedure and policy 
along with a link to the document ‘hide your facebook 
profile from the public’

Monitoring member activity 
As often as possible 
Ensure members are adhering to the code of conduct 
refer any misconduct to management and deal with as 
outlined in disciplinary procedure
 
Posting to the group 
Once a week 
Post relevant information to the group
Respond to posts as required within your social media 
strategy 

Advertising the group
When required
Post to relevant pages about the group as required in 
the social media strategy
 
Measuring
once a month 
Record any new members.
Any significant activity eg popular posts, creation of 
new groups by embers, members leaving, anything you 
have had to deal with regarding code of conduct etc

Things we don’t do
Members should not give each other medical advice or 
discuss personal grievances.
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Social Media Job Description

Social Media Job Description

Use the social media job de-
scrition when employing a 
person or integrating the role 
within an existing poistion

Social Media Assistant 
Reporting to:
Practice Manager/Chair of the PPG

Role Purpose:
The Social Media Assistant position is a broad encompassing role. 
When managing the Surgery/PPG community you are the voice of the Surgery/PPG externally and the voice of the patients 
internally. The value lies in the Social Media Assistant serving as a hub & having the ability to personally connect with the 
patients where appropriate (to humanise the Surgery/PPG) & provide feedback to the Surgery staff/PPG members.
The role requires you to carry out the Social Media Strategy under the guidelines of the Social Media Policy. 
It is essential that information flows through the networks, so you will create posts that maximise viral capability in order to 
attract our ‘hard to reach’ patients. 
You will ensure Patients get access to the information they need, through the planned Social Media channels. Where pos-
sible you will lead Patients back to the surgery website for more information on services available to them. You will also be 
providing opportunities for patients to feedback when required, monitoring their activity and regularly checking that com-
menter’s adhere to our codes of conduct. You will enforce the disciplinary procedure where necessary. 

Responsibilities:
• Author posts, to creatively communicate information about the Surgery/PPG. 
• Develop a ‘tone of voice’ for the Surgery/PPG which creates trust within the community
• Monitor online conversations and participate in them where appropriate, to build Surgery/PPG visibility 
• Creatively and proactively endeavour to attract and engage ‘hard to reach’ Patients. 
• Serve as the initial point of contact for inbound requests from online activity
• Identify and analyse issues, patterns and trends in Patient engagement & feedback on Patients opinions. 
• Contribute to the development and delivery of the social media strategy and policy.
• Establish statistics from measuring & report on them on a monthly basis including recommendations 
• Transfer any information gathered to the appropriate members of staff so that they can respond accordingly. 
• Proactively escalate issues, observations, opportunities, and insights to Surgery staff/PPG members. 
• Stay up to date on new social media tools, best practices and how other Surgeries and PPG’s are using them, so that       
we can continue to be early adopters of these technologies. 

This role requires you to be:
• Net savvy (have a healthy attitude regarding social networking sites)

o You spend a lot of time online and stay up-do-date on new, fun things out there for web savvy users as well 
as regular people. 
o You like to learn new things and regularly find the answers yourself

• People oriented
o You love helping people and find it rewarding to solve people’s problems. Then you love to proactively use 
that experience to make the whole service better. 
o You understand the importance of safety online and have experience of safeguarding vulnerable people (eg 
Young people, Old people, people with learning difficulties)

• Able to work cross functionally 
o You like working hard and thrive on the excitement of a goal oriented team.
o You enjoy using different IT and online systems at the same time

• Excellent at communication skills
o You love to write & enjoy sharing your ideas with others. 
o Project oriented & creative skills – You are an independent, creative self-starter who loves running with 
things while keeping everyone inside and outside the organisation in the loop. 

• Potential for working remotely
o This position lends itself to working remotely. The campaigns and ongoing work can easily be done inde-
pendently.

Adapt this job description to suit your needs, you may want to add some formal qualifications. Make sure it is open ended 
enough to allow the position to evolve and develop. The type of person you hire will want to be continually challenged & 
motivated to keep the community growing.



16

PART II
Helpsheets
It is clear the complexities of Social Media need a lot of studying 
through tuition and regular personal use. Surgeries and PPG’s need 
different levels of interaction with thier social media accounts, these 
helpsheets endeavour to cater for all the requirements.

You can use them on thier own, but it is advisable you come to a train-
ing session so you can fully understand what you are doing with the 
help of the tutor.

You can download these helpsheets sm4s.wayoutmedia.com on the 
SM4S toolkit page.

If you require training for your surgery or group contact 
helen@wayoutmedia.com

Helpsheets
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Facebook pages (create and manage)

 
 

 

Creating a Page
Go to your home page
Click on the more button by the side of the ‘Pages’ list (there may already be a ‘create a page’ but-
ton there)
Click the Create a page button in the top right corner

Creating an admin
You are automatically the administrator, however you can invite other administrators to the page.
Go to the page
Under the ‘Edit page’ tab, click the ‘Manage Admin Roles’
Either invite them if you are their friend or email them an invite.
NB there has been problems with the use of NHS emails, contact the person you are trying to make 
admin and ask them what email they would like you to use.

Restricting interaction with your page
You can set the page up so people cannot post to it.
Go to the page
Under the ‘Edit page’ tab, click the ‘Edit settings’
Unclick ‘Everyone can post to your timeline’ and ‘Everyone can add photos and videos’

Blocking Comments
Unfortunately due to the ‘open’ ethos of Facebook, it is now no longer possible to restrict comment-
ing on pages posts. There is a work around for this, which is described below. The information you 
have to post into the box is very long, it can be copied from the ‘comment blocking’ template you 
can download at the end of this toolkit (see Part III).

Under the edit settings for you page, locate the “page moderation” box and click edit
Copy and paste the master list of the 1,000 most commonly used words into the “Moderation Block-
list” box
Click “Save Settings”
Add any additional words (separated by commas) to the list if someone manages to comment on a 
Facebook post in the future.

This tutorial was found at http://www.easysites.org/how-to-disable-facebook-comments-on-a-
page/

Helpsheet: Facebook Pages

Use this helpsheet to assist you 
when needing to control the level 
of interaction on your page
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Liking other pages
You are now ready to share information virally with other pag-
es, the first step to this is to ‘like’ other pages as your page
Go to your settings button drop down in the top right corner
Choose ‘Use facebook as’ and click your page
This will now mean you can go to other pages and like them 
as your page.
The information that those pages post will now appear on the 
Home page of your page.
You can use this information to repost for your ‘likers’

Sharing information on other pages
The next step to viral marketing on Facebook is to post to other peoples pages. This raises aware-
ness to your page and helps other pages gather useful information. Note that any posts by you to 
other pages (and posts to yours by others) do not go to the ‘liker’s’ of that page until the adminis-
trator ‘shares’ them.

Post to others pages
Ensure you are signed in as the page as described 
above

Go to the page you want to post to
Click in their post box and write your post
It will appear in a separate box on the right of your 
page

Check your box (and notifications for any posts by 
other people)
Then you can share any relevant information

Sharing posts posted by other pages
Click on the post you want to share
Click the share button 

Follow the instructions to post to the page you manage.
This will now go to all your ‘likers’

NB DONT FORGET THE COMMENTS BLOCKING WORDS!

Helpsheet: Facebook Pages
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Facebook Terms and conditions for pages
If you want to attract people to your page by having a competition, you must adhere to the facebook 
rules. It is very important you dont breach them as they may close your page down. It is very difficult to 
ressurect a page shut down by facebook.

Date of Last Revision: December 18, 2013

What you can and cant do
What You Can Do:
• Require people to like a post and/or comment on a post to be entered
• Require that someone post something directly on your timeline to enter (could be a text post or a 
photo)
• Use likes as a voting method (either liking a post or photo on your timeline)
• Require that someone message your page to enter
• Announce the winner of the contest on your page
• Require that to win the prize, entrants come back to your page to see who has won the contest
• Use a Like button plugin on a website as a voting mechanism
• Use an app plugin to post an entry to your contest directly on your page
• Run your contest through a Facebook app
What You Can’t Do:
• Require that people share a post or photo to be entered
• Require someone to post something on their own personal timeline or a friend’s timeline to enter
• Require people to tag themselves in a photo to either vote or enter
• Have anyone who likes your page be entered to win (contest does not take place on the timeline)

Complete list of rules as written in the Facebook Terms and Conditions. 
Here’s the complete list of rules for promotions and contests directly from Facebooks Page Guidelines 
under section E (as of December 18, 2013) https://www.facebook.com/page_guidelines.phpPromotions:

1. If you use Facebook to communicate or administer a promotion (ex: a contest or sweepstakes), you are 
responsible for the lawful operation of that promotion, including:
• The official rules;
• Offer terms and eligibility requirements (ex: age and residency restrictions); and
• Compliance with applicable rules and regulations governing the promotion and all prizes offered 
(ex: registration and obtaining necessary regulatory approvals).

2. Promotions on Facebook must include the following:
• A complete release of Facebook by each entrant or participant.
• Acknowledgement that the promotion is in no way sponsored, endorsed or administered by, or 
associated with, Facebook.

3. Promotions may be administered on Pages or within apps on Facebook. Personal Timelines must not be 
used to administer promotions (ex: “share on your Timeline to enter” or “share on your friend’s Timeline 
to get additional entries” is not permitted).
4. We will not assist you in the administration of your promotion, and you agree that if you use our ser-
vice to administer your promotion, you do so at your own risk.

Source http://www.socialmediaexaminer.com/new-facebook-contest-and-promotion-rules/

Helpsheet: Facebook Pages

Ensure you ahere to these 
terms and conditions if running 
a promotion/competition
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Facebook Groups (create and manage)

Helpsheet: Facebook Groups

Use this helpsheet to assist you in 
setting up a Facebook Group for 
you Patient Group or PPG

If you want to create a safe space for a patient group to com-
municate with you or for any other forum you want to hide 
from the public, this helpheet will assist you in setting up a 
Facebook Secret Group

Closed Group
Anyone can ask to join or be added or invited by a 
member. The public can see who the members are 
and what the group is about, but cannot see the 
posts/activity within it

Secret Group
A secret group is members invite only. No activity 
can be seen by the public.

If you want to create a Group for your PPG which is more open 
you can make a closed group.

Privacy
Remember that when you are an ad-
ministrator of a group you have to use 
your own Facebook profile. Ensure that 
you follow the helpsheet for hiding 
your profile from the public.
All members can see each others pro-
files, so ensure they are aware of the 
document too

Setting up a group
1 Go to your Facebook profile’s homepage and click the ‘create a 
group’ button in the right column

2 Fill out the group name and invite 1 friend (you have to invite 
soemone you know first, you can invite others by email after you 
have finished setting the group up)

3 Choose whether you want a secret or closed group
1

2

3

Notifications
Any time a member posts to the group 
or a person requests to be a member 
you will be notified. This makes moni-
toring the group easier.
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Facebook Groups (create and manage) cont

Helpsheet: Facebook Groups

Set up the description of the Group
4 Go to the settings drop down menu in the top left menu of 
the group and choose edit settings

5 From here you can edit the privacy settings of the group, the 
membership approval and posting settings. To add a descrip-
tion, type or paste into the box and save. The description ap-
pears on the left hand side box on the group page.
Ensure you put links to your other relevant social media ac-
counts and website. You can also put your code of conduct and 
disciplinary procedure here too.

4

5

Uploading files
6 You can upload files for the 
group to access and download. 
Upload the ‘Facebook Privacy’ 
helpsheet and your code of 
conducts.
Go to the files section and 
choose the upload file button 

Adding or removing an administrator
9 An administrator has to be a member 
of the group first. In the members sec-
tion, click the cog by the side of the pro-
file information. You can add or remove 
admin here.

Inviting a new member
7 If the group is secret, you will need to invite members. 
In a closed group members can invite other people.
Go to the Member area.
8 Click the add people button. insert the new member’s 
email address. They will be sent an email to notify them 
of their membership. They have to be a member of 
Facebook to be able to join the group. Ensure you make 
the ‘facebook privacy’ helpsheet available to them to 
keep them safe.

6

7

8

9
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View As’
Click your profile (your name in the top right 
corner)
Go to the Activity log drop down menu
Click the ‘View As’ link.

You can now see what your profile looks like to 
the public. You can also choose to see what a 
specific person can see by clicking the ‘View as 
Specific Person’ button.

Look at your profile and anything you want to 
hide from the public.
You can see how to make various elements pri-
vate below

1 VIEW YOUR PROFILE AS THE PUBLIC
Test how your profile looks to people you are not ‘Friends’ with

2 BE CAREFUL WHEN YOU POST OR COMMENT
Make sure when you POST the post is only going out to your friends. You can change its vis-
ibility.

Keeping your Facebook profile private
This document provides simple guidelines to hide your private and personal information from the 
public. 

Is it between their friends or public?

Helpsheet: Facebook Privacy

Use this helpsheet when commu-
nicating with the public, especially 
in Facebook Groups
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3 HIDE YOUR FRIENDS LIST
People can work out who you are or contact your friends from your friends list. 

Go to your profile page
Click your friend’s tab
Click the pencil
Edit Privacy
Change any public settings to Friends

4 ABOUT YOU
Your personal information is on your about page

Go to your profile page
Click ‘Update info’

You can now go through each section and edit what people can see.

NB Make sure your EMAIL AND MOBILE number are hidden

Also you can hide your DATE OF BIRTH 
(the year only, so that your friends still get notified of your birthday!)

5 YOUR TIMELINE
Control who can post to your timeline/profile page
Go to your profile page
Click the drop down with the cog
Click Timeline Settings

Now you can change who can post on your timeline
Make sure you edit ‘POSTS YOU’VE BEEN TAGGED IN’ as 
others can tag you in a POSTS/PHOTOS and it will show if 
the post/photo is public in their settings.

Helpsheet: Facebook Privacy
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6 PAGES YOU LIKE
Sometimes you won’t want people to see what pages you like.

Go to your profile page
Click the ‘More’ tab drop down menu
Choose ‘Likes’

Click the pencil
Choose ‘Edit privacy’
Change the categories on the list from public 
to friends

7 YOUR PHOTOS
When you click the photo tab on your profile page, what you see are the photos you or others have 
tagged you in. You can control whether people can tag you in photos they put up (see 5)
Your own personal albums and the photos within them can be made visible to just your friends or 
individual people.

ALBUMS
Click on the Album tab in Photos
Use the drop down menu on each album to 
change the settings

NB 
All MOBILE UPLOADS use the latest post set-
tings
All PROFILE PICUTRES and background photos 
are public. You can use an avatar or graphic rep-
resentation of you if you would prefer.

INDIVIDUAL PHOTOS
Click on the picture
Change the settings

Helpsheet: Facebook Privacy
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8 YOUR PRIVACY SETTINGS
You also need to do is check your PRIVACY SETTINGS.

This is where you can control who can 
‘See your stuff’
‘Contact you’
‘Look you up’

It also has a box to LIMIT PAST POSTS, which 
means that any posts you set to public uninten-
tionally before, will now be set to friends.

9 OTHER SETTINGS
Its always worth sorting out your GENERAL and 
SECURITY settings too, which you can see on 
the left of the menu you get when you enter 
privacy settings. A lot of the most important 
ones have been covered in the steps above.
You can also see that you can block people 
(BLOCKING) or apps (APPS) and how Facebook 
uses your information for advertising (AD-
VERTS) and the notifications (NOTIFICATIONS) 
you get.

10 CHECK YOUR PROFILE AGAIN
Now your profile should only show your PIC-
TURE, NAME and anything else you have CHO-
SEN to show.

Helpsheet: Facebook Privacy
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Facebook profile
Profile – for Personal info

People you know ‘friend’ your profile

When you Friend someone they have to ex-
cept you before you can 
see their profile

Only people who are your ‘friend’ can see your 
profile
You cant see others profiles unless you are’ 
friends

You can chose who sees your information by 
using the security settings

You may get a few hundred ‘friends’

Your post can be thousands of text characters

You share your personal information, links and 
photos with them
 
You can insert photo’s and excerpts of articles
You can mention people
You can private message people

Make your post easy to find by using a #

You can edit your timeline (show life events or 
highlight things)

You can ‘like’ pages and create interests
you can join a facebook group and enter a 
discussion
People can comment on your posts, creating a 
conversation
You cannot search for Posts, only people, 
groups and pages

Twitter profile
Profile - more public to share with the world

People you don’t know ‘follow’ your profile

When you follow someone, they dont auto-
matically follow you back

Everyone can see your twitter profile
You can see everyone else’s twitter profile 
(even if you dont follow them)

You can choose to hide (protect) your tweets, 
Otherwise anything you post is public and can 
be retweeted to others

You may get thousands of followers

There is a limit of 140 text characters 

You share your personal information, links and 
photos with them 

You can create short links to photos and ar-
ticles 
You can @ mention people
You can DM Direct Message people (private)

Make your tweet easy to find by using a #

Your profile shows all the tweets that you send 
or that you have been mentioned in. You cant 
alter your twitter feed

Follow a conversation by clicking ‘view conver-
sation’

Facebook and Twitter side by side
This gives you a list of things to compare a facebook profile (not page) with a Twitter profile

Facebook and Twitter side by side
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Facebook and Twitter side by side
This gives you a list of things to compare a facebook profile (not page) with a Twitter profile

Twitter for research

Twitter

Here is an example of a useful Tweet. A tweet is no more than 140 characters long.
You want to use the information in a tweet. 

Mentions
3a It ‘mentions’ @CarersTrust (the @ chang-
es it to a twitter profile link when typed in a 
tweet) 
3b When you click it, it takes you to their 
profile.

A good example of this might be a daughter who is concerned for their parents, see’s some useful information you post, 
shares it to her parents facebook profile, then her parents ‘like’ your facebook page from the post (which links back to your 
facebook page) The parents will then get regular information from you in their facebook newsfeed.

2 Follow them if you want more information from them by clicking their follow 
button.

What does the Tweet say?

Hashtags #
4a It uses the hashtag #carers. 
4b When you click it, it will take you to a list 
of tweets using the same hashtag (#carers) in 
their tweets.
This is a chronological list of the latest people 
having a conversation about carers. 

Who sent the tweet?
1 Click ‘Carers Centre B&H’ it will take you to their profile - note their twitter name is @ReachingOUT2011.

1

2

3a

3b

4

(TIP you can search for other hashtags by putting it in the twitter 
search box eg #brighton - hashtags also work in facebook posts)4b

This helpsheet will teach you how to use your twitter account to find useful informaiton that 
you can use to post to your facebook page ‘community’. 
The more useful information you provide, the more likely people will share it, encouraging 
new people to ‘like’ your facebook page. Then when you post in future it will go to your ever 
expanding audience.

5

Retweets
5 This tweet is retweeted by Carers Centre B&H. It was originally 
tweeted by Brighton YCP (@BrightonYCP)

6
Photos
6 Some tweets will have photos attached 
which you can see if you click ‘view photo’ 
at the bottom of the tweet.

Making your facebook post
Copy or recreate the tweet information and links into a facebook 
post, ensuring you credit the source. 
You cannot post a tweet direct to facebook.
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PART III
SM4S Downloads and further help
To download  the following resources from this toolkit go to sm4s.wayoutmedia.com and use 
the Sm4S toolkit section.

This toolkit (PDF)

Templates
Social media strategy (Word document)
Social media policy (Word document)
Job description (Word document)

Facebook page comment blocking (Word document)

Helpsheets
Facebook pages  (PDF)
Facebook Groups  (PDF)
Keeping your facebook profile private  (PDF)
Twitter for research  (PDF)

You will also be able to access the social media interactive map (see page 29)

Further help
‘Like’ the SM4S facebook page (facebook.com/socialmediaforsurgeries) for more useful posts and help about shar-
ing information to the surgery and PGG network. This page is currently administered by Wayoutmedia, the CCG 
are looking into creating their own page in the near future, we will keep you posted on any developments.

Start using the #SM4S hashtag on twitter and facebook to join our tweets and facebook conversations.

If you wish to contact Helen Goss please email helen@wayoutmedia.com or phone +44 (0)7813 818915

Downloads and further help
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PART III
SM4S Downloads and further help
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Surgeries Interactive Social Media Map
Use the Surgeries Interactive Social Me-
dia Map to find out other Surgeries and 
PPG pages to share information with

Surgeries Social Media Map

An Interactive Map of all the participating Surgeries and 
their PPG’s Social Media pages will be created from this 
list.
The purpose of this map is to easily access and ‘like’ oth-
ers pages in order to keep the flow of information going.
If you would like to be added to this map please contact 
Helen at helen@wayoutmedia.com
The map will be created and hosted at www.sm4s.way-
outmedia.com during its development.
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