
1 "The Night Riders of Western Kentucky" 
Sunday, July 28, 2019  5:00 p.m. – 6:00 p.m. 

Vol 1 Pg 2   
2 "Easiest Catch: Don't Be Another Fish in the Dark 'Net" 

Monday, July 29, 2019  10:30 a.m. – 3:00 p.m. 

Vol 1 Pg 19  
3 "Ethical Considerations In Media Relations" 

Monday, July 29, 2019  3:00 p.m. – 4:30 p.m. 

Vol 1 Pg 35 
4 Digital Evidence  

Tuesday, July 30, 2019  8:30 a.m. – 9:45 a.m. 

Vol 1 Pg 37 
5 Developing an Electronic Records Preservation and Disposition Plan  

Tuesday, July 30, 2019  10:00 a.m. – 11:00 a.m. 

Vol 1 Pg 142 
6 What's Bugging You? 

Tuesday, July 30, 2019  2:45 p.m. – 3:45 p.m. 

  
7 "Grant-Funded Technology Innovations in California" 

Wednesday, July 31, 2019  8:30 a.m. – 10:30 a.m. 

Vol 2 Pg 2 
8 Discussion on the Texas Judicial Commission on Mental Health  

Wednesday, July 31, 2019  10:45 a.m. – 11:30 a.m. 

Vol 2 Pg 15 
9 Applying Education: What We've Learned (Members Only) 

Wednesday, July 31, 2019  11:30 a.m. – 12:30 p.m. 
Vol 2 Pg 16 

10 "Can You Like the Court?  Social Media Use by Courts and Court Officials" 
Wednesday, July 31, 2019  2:00 p.m. – 3:30 p.m. 

Vol 2 Pg 22 
11 Joint Session with the Association of Reporters of Judicial Decisions  

"Public Requests to Remove Personal Information from Opinions" 
Thursday, August 1, 2019  8:30 a.m. – 9:30 a.m. 

  



   

 

 
Brian Cotta, Clerk/Executive Officer (CEO) 

Court of Appeal, Fifth Appellate District 
2424 Ventura Street, Fresno, CA 93721 

brian.cotta@jud.ca.gov;  www.courts.ca.gov/5dca;  
 

Brian Cotta joined the Court of Appeal, Fifth Appellate District in June of 2014 as Chief 

Information Officer (CIO) and Assistant Clerk/Executive Officer and has since promoted to 

Clerk/Executive Officer (CEO).  Brian is responsible for strategic development and 

leadership over all administrative departments and operations (non-legal) within the 

Court.  These critical roles help define and support the primary mission and all business 

functions of the Court by ensuring the priorities of the Judicial Branch are in focus. 

His present strategic initiatives include aligning the work and purpose of all supporting 

administrative functions and departments within the court to maximize values and 

efficiencies from new technologies, refreshing goals using a team decision model, 

implementing tasteful and effective leadership tactics and using technology as a building 

block for improving efficiencies throughout the court.  Under the capable direction and 

support of the Administrative Presiding Justice, these approaches are helping the court to 

be increasingly more agile and responsive to changes influenced by other areas. 

Brian is an agent of change and regularly provides guidance to superior and appellate 

courts throughout the state in areas of technology and facilities. 

Prior to joining the Court of Appeal, Brian served as the Chief Information Officer for the 

Fresno Superior Court for the last four years of his ten years of service there, where he 

led pivoting initiatives with national and statewide impacts in technology, such as 

datacenter reliability, remote video appearances, video remote interpreting, scalable IT 

disaster recovery, VoIP, IP-based video surveillance, virtualization of IT systems and 

modernization of network, server and telecommunications infrastructure.   

He holds a BS degree in Electrical Engineering from the California Polytechnic State 

University, San Luis Obispo.  He is a member of the CA Judicial Branch Information 

Technology Advisory Committee (ITAC), CA Information Technology Management Forum 

(CITMF) and led the development of the CA Judicial Branch Technology Strategic Plan.  

Brian continues to promote innovation and progressive modernization by presenting at 

national leadership conferences such as NCACC, eCourts and CTC, among others. 

http://www.courts.ca.gov/5dca
http://www.courts.ca.gov/itac
mailto:brian.cotta@jud.ca.gov
http://www.courts.ca.gov/5dca


   

 

 
Mariana M. Cordova, Assistant Clerk/Executive Officer 

Court of Appeal, Fifth Appellate District 
2424 Ventura Street, Fresno, CA 93721 

mariana.cordova@jud.ca.gov;  www.courts.ca.gov/5dca  
 

Mariana Cordova was appointed Assistant Clerk/Executive Officer of the California Court 
of Appeal, Fifth Appellate District, in 2018.  In this role, she works with the 
Clerk/Executive Officer to manage all non-judicial operations of the court.  Mariana 
specifically oversees the Clerk’s Office, administrative services, and the law library. 

Before moving to Fresno, Mariana was the Assistant Clerk/Executive Officer of the Sixth 
Appellate District in San Jose from 2015 to 2018 and served in various positions at the 
Third Appellate District in Sacramento from 2007 to 2015.  Prior to joining the Courts of 
Appeal, Mariana worked in two California trial courts.   

In 2006, Mariana was one of ten individuals selected statewide to serve a year-long 
assignment in the Judicial Administration Fellowship Program.  The program is 
administered by the Judicial Council of California and California State University, 
Sacramento, and is a nationally recognized public policy fellowship. 

Mariana has a master’s degree in Public Policy and Administration from California State 
University, Sacramento.  The subject of her master’s thesis was services for self-
represented litigants in appellate courts.  She also has a graduate certificate in Judicial 
Administration from California State University, Sacramento, and a bachelor’s degree in 
Sociology from California State University, Chico. 

Mariana has been a member of NCACC since 2015.  She is also a member of the California 
Appellate Court Clerks’ Association, serving as Secretary from 2017 to 2018.  From 2012 
to 2017 she served on the Trial and Appellate Court Operations Curriculum Committee 
for the Judicial Council of California’s Center for Judicial Education and Research. 

 

http://www.courts.ca.gov/5dca
http://www.courts.ca.gov/itac
mailto:mariana.cordova@jud.ca.gov
http://www.courts.ca.gov/5dca


Grant-Funded 
Technology Innovations 
in California Courts of 
Appeal

Clerk’s Transcript Assembly & 
Self-Help Resource Center



California
Overview



Grant Process
• Innovations Grants (technology focused)

• Requirements
• Repeatability
• Creating efficiencies and expanding accessibility
• Metrics
• Reporting
• Budgetary breakdowns
• Accountability



Transcript Assembly Program (TAP)
• What is TAP?

• History and need

• Project roles
• Developer
• Court

• Collaboration with other courts



Transcript Assembly Program (TAP) –
continued….
• Compilation of clerk’s transcripts

• Transmission (direct e-Filing) of clerk’s and reporter’s transcripts

• Underlying technologies



Transcript Assembly Program (TAP) –
DEMO
https://tap.appellate.courts.ca.gov/TAP

https://tap.appellate.courts.ca.gov/TAP


Transcript Assembly Program (TAP) –
continued…..
• Phase 2 considerations

• Interfacing with superior court case management systems
• Other interfaces

• Cost



California Appellate Courts Self-Help 
Resource Center
• History and need

• Project roles
• Developer
• Court

• Partnership with other CA appellate courts



California Appellate Courts Self-Help 
Resource Center - DEMO
https://selfhelp.appellate.courts.ca.gov/

https://selfhelp.appellate.courts.ca.gov/


California Appellate Courts Self-Help 
Resource Center – continued…..
• Phase 2 (in-progress)

• Spanish version
• Forms (automated form completion)
• Identity management

• Metrics

• Surveys

• Cost



Questions?



The Honorable Barbara Parker Hervey 
 
Judge Barbara Parker Hervey was elected to the Court of Criminal Appeals 
of Texas in 2000. Before her election, she worked in the Appellate Section 
of the Bexar County District Attorney’s Office for 16 years. She is from New 
Jersey and earned her Bachelor of Arts from The University of North 
Carolina at Greensboro and her Juris Doctor from St. Mary’s School of 
Law. 
 
Judge Hervey is also a member of the American Law Institute, a Fellow in 
the Texas Bar Foundation, a Senior Advisor to CSAFE, and a former 
Commissioner on the National Commission for Forensic Science. She is 
the Chair of the Court of Criminal Appeals Judicial and Court Personnel 
Training Program, and the Co-Chair of the Judicial Commission on Mental 
Health. 
 



How will you 
lead positive 

change?



VIBHASRATANJEE SENIOR PRACTICE EXPERT WITH GALLUP

“Recent behavioral research has shown that when 
groups focus on solving problems, they become 

depressed, but when they formulate plans by working 
backward from what they want to create, they develop 

energy, enthusiasm, optimism and high commitment.”

https://www.gallup.com/people/item.aspx?a=100378
https://www.gallup.com/people/item.aspx?a=100378


"”And yet, in general, most people, 
teams and organizations find it very 
difficult to explain their own success 

but are very good at obsessively 
explaining, analyzing and 

documenting their failures.”
Sound familiar?



Dot Polling Exercise



Pick a question:

How will we use technology 
to improve safety and 
access?

What innovations can improve 
access to justice or promote the 
rule of law?



What key takeaways you would like 
to be reminded about in 6 months?



CAN YOU LIKE THE COURT? 

SOCIAL MEDIA USE BY COURTS AND COURT OFFICIALS 

Presented by  

 
 

INTRODUCTION 

 

This program will explore the intersection of technology, law, and ethics.  The 

technology of social media is a game changer in how we communicate, and it is 

changing the public's expectations about communicating with organizations and 

individuals.  

 

• TECHNOLOGY: The speakers will identify popular forms of social media 

and explain how they work generally and how courts and court officials are 

using them. 

• LAW: The speakers will address the First Amendment issues that are 

implicated by social media public forums as well as the legal issues that 

arise with public records and records retention.   

• ETHICS: The speakers will outline ethical considerations of social media 

use by courts and court officials.  

 

As the speakers address the topics outlined in these course materials, the 

accompanying slides will share examples of courts and court officials using social 

media, illustrating the points made here, and demonstrating how social media can 

be a valuable tool for positive interaction with the public. 

Mary Beth Kuenzel, 
Clerk, Florida Second 

District Court of Appeal

Blake Hawthorne, Clerk, 
Supreme Court of Texas

Tricia Knox, Deputy 
Director, Public 

Information Office, 
Supreme Court of Florida
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SPEAKERS 

Mary Beth Kuenzel began serving as the Clerk of the Florida District Court of 

Appeal, Second District, on October 7, 2015.  She is a native Floridian and earned 

a bachelor's degree in Communications from Florida State University and a law 

degree from Stetson University College of Law.  Mary Beth joined the Second 

District Court of Appeal in 1993.  Prior to being named as clerk of the court, she 

served as a staff attorney in judicial suites.  Prior to law school, Mary Beth worked 

for the Florida House of Representatives, first as a legislative aide and later as 

Director of Communications for the Office of the Speaker.  She has also worked as 

an assistant county attorney.  Mary Beth is married to Kevin Kuenzel, an architect. 

 

Blake A. Hawthorne began service as the Clerk of the Supreme Court of Texas in 

2006.  Prior to his appointment, Blake served the Court as the Staff Attorney for 

Original Proceedings. Before joining the Court, he was an Assistant Attorney 

General for the State of Texas and an associate in the law firms of Wiley, Rein & 

Fielding in Washington, D.C. and Jackson Walker in Fort Worth, Texas. 

 

Blake graduated magna cum laude from Tulane University with a degree in 

Anthropology and Spanish in 1992. The faculty of the Anthropology Department 

awarded him the Robert Wauchope Award as the most outstanding graduate that 

year. While a student at Tulane, he spent his junior year abroad studying at La 

Universidad Complutense in Madrid, Spain. Blake graduated with honors from the 

University of Texas School of Law in 1996. He is Board Certified—Civil 

Appellate Law by the Texas Board of Legal Specialization. 

 

Blake is the past president of the National Conference of Appellate Court Clerks 

(NCACC) and Past President of the Austin Bar Association Appellate Section. He 

is also a member of the Judicial Committee on Information Technology (JCIT) and 

serves as the Co-Chair of the Electronic Filing Subcommittee. 

 

Blake is a native Texan, who was born in Austin, Texas. He is married to another 

native Texan and Austinite, Wendy Harvel, who is an administrative law judge 

with the State Office of Administrative Hearings. They have two daughters - 

Sophie and Eva. 
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Tricia Knox is the Deputy Director of Public Information for the Florida Supreme 

Court.  She received a bachelor's degree in criminology from Florida State 

University.  Tricia has spent over 27 years in state government, including 21 years 

in Florida’s state court system. Her background includes planning, 

communications, education and outreach, curriculum development, public 

information, web accessibility, web administration, and technology.  Tricia’s 

experience and knowledge in communications, public information, and web design 

helped guide the development of Florida’s 2016 Court Communication Plan. 
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CAN YOU LIKE THE COURT? 

SOCIAL MEDIA USE BY COURTS AND COURT OFFICIALS 

By Mary Beth Kuenzel 

 

USE OF SOCIAL MEDIA BY COURT AND COURT OFFICIALS 

 

The starting point for any discussion of "new things" must be the importance of 

preserving and enhancing the judicial branch's integrity and reputation.  "The 

judicial branch of government . . . is uniquely dependent upon the trust of the 

people for the effective performance of its work.  It commands no armies and does 

not control the public purse."1  "It is the public's consciousness, after all, and its 

confidence that judges will administer trials and appellate reviews fairly and 

impartially according to law that undergirds any respect the institutional judiciary 

enjoys. . . .  As [Alexander] Hamilton eloquently put it: 'It may truly be said to 

have neither Force nor Will, but merely judgment.' "2 

 

One commentator has noted that "social media communication can be dangerous to 

the integrity of the courts."3  Conversely, it has been said that "in an age where 

courts may be increasingly subject to scrutiny and, at times, unjustified criticism, 

social media can play an important role in ensuring the dissemination of accurate 

and effective information."4  Social media can "increase court transparency, 

accessibility, and accountability, fulfilling the fundamental goal of 'open justice.' "5 

 

As a new generation arrives with different expectations 

for interaction--and different ways of knowing--state 

judicial leaders must not only learn how to communicate 

with new tools; they must also envision new means of 

judicial engagement with the public through the new 

social media that can further advance the legitimacy of 

                                            
1 Anthony v. Virginia State Bar ex rel. Ninth Dist. Committee, 621 S.E.2d 121, 126 (Va. 2005). 
2 Stephen J. Fortunato, Jr., "On a Judge's Duty to Speak Extrajudicially: Rethinking the Strategy of 
Silence," 12 Geo. J. Legal Ethics 679, 687 (Summer 1999) (quoting Alexander Hamilton, The Federalist 
No. 78 (1788)). 
3 Emily M. Janoski-Haehlen, "The Courts are All A 'Twitter': The Implications of Social Media Use in the 
Courts," 46 Val. U. L. Rev. 43, 44 (2011). 
4 Norman H. Meyer, Jr., Social Media and the Courts: Innovative Tools or Dangerous Fad? A Practical 
Guide for Court Administrators, 6 Int'l J. Ct. Admin. 1, 2 (June 2014).   
5 Id. at 10. 
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courts in a democratic society. . . . The legal system runs 

a serious risk that this new generation will find courts 

increasingly out of touch, bearing little resemblance to 

their lives or their chosen means of communication.6 

 

The tension, then, between the pros and cons of social media use by courts and 

court officials should be addressed by a solid understanding of the media and the 

development of policies regarding which platforms to use and what content to 

share.  The Conference of Court Public Information Officers has surveyed new 

media for the last five years and noted, in its 2014 survey, that "courts continue to 

experiment with social media and other new media tools to connect with the public 

and fulfill their obligation to be open, transparent, and understandable 

institutions."7 

 

Understanding how the media work will suggest that the question may not be 

whether to participate but rather whether to control your apparent participation.  It 

is commonly known that someone can buy a domain name and create a fake 

website.  Likewise, fake or unclaimed social media pages and accounts can exist.  

For example, Facebook pages for an organization can be created by users 

"checking in" to that organization's location.  If you don't think you have a 

Facebook page, or a Wikipedia page, check again because a page may be there, 

waiting to be claimed. 

 

Perhaps the best approach to adopting new technology is that advanced by 

Professor Nancy Marder, who advocated for "incremental updating . . . that courts 

should take small steps to update how they reach out to the public, but the goal 

should be continuous, and the goal should be toward more effective public 

outreach and education."8  Professor Marder suggested five principles to keep in 

mind:  

1. Consider unintended consequences; 

2. Start small and then expand; 

3. Think carefully before moving from a face-to-face experience to online 

interactions; 

                                            
6 Garrett M. Graff, Courts are Conversations: An Argument for Increased Engagement by Court Leaders 
(Harvard Executive Session for State Court Leaders in the 21st Century) at 4. 
7 Conference of Court Public Information Officers, 2014 CCPIO New Media Study at 2. 
8 Nancy S. Marder, Judicial Transparency in the Twenty-First Century, 2015 Forum for State Appellate 
Court Judges (Pound Civil Justice Inst.). 
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4. Consider the privacy/public accessibility trade-offs; and 

5. Reassess practices over time.9 

 

Let's start with an overview of some popular social media platforms currently used 

by courts around the country. 

 

SOCIAL MEDIA PLATFORMS 

"Social media are:  

• Internet-based tools that enhance the sharing of information. 

• Software whose goal is to maximize user accessibility and self-publication. 

[and] . . . 

• A blending of technology and social interaction for the co-creation of 

value."10 

Social media applications have been classified into zones: networking, publishing, 

sharing of information, and discussions.11  Facebook, Twitter, and YouTube are the 

most widely used by the courts at this time.12 

 

a. Facebook  

Facebook has been described as "the most popular social networking site in the 

world"13 with "between 650 and 800 billion active users worldwide."14  "People 

often check Facebook for an institution's presence before checking for a 

governmental website.  Information on a website is considered static while 

information on Facebook is considered fluid and timelier."15 

 

After a user has registered on Facebook they can connect 

with friends through networks based on demographics, 

schools, workplace or interests and share messages, 

photos, and other content.  Users can restrict access or 

allow open access.  Facebook also allows users to create 

groups around common interests that can be joined by 

both members and non-members.  These groups can be 

                                            
9 Id. at 12-16. 
10 Meyer, supra note 4, at 3. 
11 Id. 
12 CCPIO, supra note 7, at 10. 
13 JTC Resource Bulletin, Social Media Marketing for Courts, at 7 (Dec. 2018). 
14 CCPIO, supra note 7, at 5. 
15 Id. 
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used for discussion on specific topics or relaying 

information about current events through its discussion 

boards, recent news and other content portals.16 

 

An individual's personal Facebook account is a profile, while an organization's 

account is a page.17  A court's Facebook "page" must be created and administered 

by a page administer, who is an individual with a Facebook "profile" account18; 

there should be two or more page administrators, who can assign roles for other 

administrators and editors.19 

 

With Facebook, a court can share information, such as "notifications of special 

events, training opportunities, awards, and other information that is time sensitive;" 

it can drive traffic to the court's website; and it allows the court to communicate in 

a less formal manner.20  Many courts use Facebook to post job openings.21 

 

A typical page is created with a profile picture, often a picture of the courthouse, 

and a description of the organization that will appear in the "About" section. 

"Notes" can be added with additional information. 

  

Posts appear in a "timeline."  A post can include a link to the court's website for 

more information on the topic at hand.   

 

To get more attention, posts should incorporate graphics or photos rather than just 

text.22 

 

When a court posts something, other Facebook users can "share" it by sending it to 

"friends" or posting it on the user's own timeline. In the same way, a court can 

"share" another's post on the court's Facebook page.  Other Facebook users can 

also react to a post by clicking a variety of emoticons that represent various 

responses. 

 

                                            
16 National Association for Court Management, "NACM Social Media Policy" (July 19, 2010). 
17 JTC, supra note 13, at 7. 
18 Catherine Andrews, The Government's Guide to Using Facebook (govloop.com) at 29. 
19 Id. at 7. 
20 Meyer, supra note 4, at 10. 
21 CCPIO, supra note 7, at 4. 
22 Id. at 11. 
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The best responses are received by posts with videos, behind-the-scenes photos, 

and two-way conversations.23  Posts with photos garner 50% more likes that non-

photo posts.24  Videos can be loaded directly to Facebook, with a recommendation 

of the optimal length of under three minutes.25  Especially for government 

accounts, it can be useful to share tips and real-time information in emergency 

situations.26  

 

Facebook’s algorithm ranks the posts for delivery to a Facebook user’s account.27 

Someone can always go to the court’s page and see the court's posts in sequential 

order. But most users look at their own news feed, where there are some estimated 

1,500 stories that could be presented from friends or pages that person follows.  

Facebook ranks these available posts using several factors.28  For example, if a user 

tends “to post, comment on, and watch lots of videos,” then posts containing 

videos will show up higher in that person’s news feed.29   

 

Or you might find interesting and helpful the explanations of Facebook in recent 

judicial opinions.  See, e.g., Davison v. Randall, 912 F. 3d 666, 673, 674 n.1, 675 

n.2, 682 n.4 (4th Cir. 2019); McKercher v. Morrison, No. 18-CV-1054, 2019 WL 

1098935, at *1 n.1 (S.D. Cal. Mar. 8, 2019); Leuthy v. LePage, No. 1:17-CV-296, 

2018 WL 4134628, at *3 (D. Me. Aug. 29, 2018); Morgan, 298 F. Supp. 3d at 

1007. 

 

b.  YouTube 

"YouTube is currently the dominant platform in the video-sharing space."30  It can 

be useful for "helping court users understand not only basic information (where is 

the court, directions, parking, what to wear to court, court fees, etc.) but also 

complex procedures (how to e-file a pleading)."31 In Florida, archived oral 

argument recordings are hosted on YouTube. 

 

                                            
23 Andrews, supra note 18, at 1. 
24 Id. at 7. 
25 Id. at 8. 
26 Id. at 1. 
27 Id. at 6. 
28 Id. at 6. 
29 Id. at 6. 
30 JTC, supra note 7, at 8. 
31 Meyer, supra note 4, at 10. 
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Like with Facebook, a YouTube channel can have a profile picture as a banner and 

a description of the organization in the "About" section. 

 

Use of subtitles can increase usefulness and views because of the number of people 

who watch on mobile devices with the sound off.32  YouTube videos can be 

accessed from a court's website and shared on a court's Facebook page or Twitter 

account. 

 

While viewers can comment on videos and like or dislike them, these response 

features can be disabled.33   

 

c. Twitter  

Twitter is a "micro-blogging platform"34 where each "tweet" is limited to 280 

characters.  A tweet is a message posted to Twitter and can contain text, photos, 

videos, and links.35  Other users of Twitter can "follow" you, and your tweets will 

appear in their Twitter feed.  A follower can "retweet," which shares the tweet on 

that user's timeline.36 Tweets will also appear, to non-Twitter users, in a keyword 

search when the tweets are public.37 

 

Here are some pertinent tips for using Twitter:38 

• Read tweets to understand the medium and conversation before joining in. 

• Tweet in the first person, using one or more spokespersons who tweet in the 

first person with a few personal tweets mixed in or brand the account to a 

senior executive. 

• Be selective in who you follow. For a court, the right choice might be to 

follow no one because following can be seen as an endorsement. But what 

about following other courts in your state? Other court programs, or really 

anything in the judicial branch? But following other state agencies, 

executive or legislative branch members may present a problem because of 

the potential that they may become parties in a case before the court. 

                                            
32 CCPIO, supra note 7, at 9. 
33 YouTube Help: "Set commends default." https://support.google.com/youtube/answer/7284070?hl=en 
34 Meyer, supra note 4, at 9. 
35 https://help.twitter.com/en/new-user-faq 
36 Id. 
37 Id. 
38 "15 Commandments for Gov't Agencies on Twitter," https://www.govloop.com/15-commandments-for-
govt-agencies-on-twitter/ 
 

https://support.google.com/youtube/answer/7284070?hl=en
https://support.google.com/youtube/answer/7284070?hl=en
https://help.twitter.com/en/new-user-faq
https://help.twitter.com/en/new-user-faq
https://www.govloop.com/15-commandments-for-govt-agencies-on-twitter/
https://www.govloop.com/15-commandments-for-govt-agencies-on-twitter/
https://www.govloop.com/15-commandments-for-govt-agencies-on-twitter/
https://www.govloop.com/15-commandments-for-govt-agencies-on-twitter/
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• Prepare a response in case the court’s Twitter account gets hacked or a tweet 

is sent out by mistake. Like carrying an umbrella on a sunny day, hope 

you’ll never need it but be prepared. 

• Contribute to the conversation. The tendency is to use all social media 

platforms to push out the court’s message. Can you retweet messages from 

Twitter users with the same goals as the court, messages from the AOC 

perhaps?  

• Measure for success to identify areas where work is needed and to justify the 

resource allocation. You can measure by charting the number of followers 

over time, by measuring the number of clicks on a website or tracking where 

website traffic came from, and by the number of retweets and @mentions. 

 

Or you might find interesting and helpful the explanations of Twitter in recent 

judicial opinions.  See Knight First Amendment Inst. at Columbia Univ. v. Trump, 

302 F. Supp. 3d 541, 550-52 (S.D. N.Y. 2018), affirmed, No. 18-1691-CV, 2019 

WL 293440, at *1 (2nd Cir. July 9, 2019); see also Campbell v. Reisch, 367 F. 

Supp. 3d 987, 989 (W.D. Mo. 2019); One Wis. Now v. Kremer, 354 F. Supp. 940, 

943-47 (W.D. Wis. 2019); Morgan v. Bevin, 298 F. Supp. 3d 1003, 1006 (E.D. Ky. 

2018). 

 

d. Other platforms  

There are many other social media applications in use and emerging almost 

constantly.  Other platforms include LinkedIn, a social network for professionals;  

Flickr, a photo management and sharing application; and Instagram, a social 

networking application for sharing photos and videos. 

 

PLATFORM SELECTION AND CONTENT CREATION 

The Facebook page of the Utah State Court is one of the most active, and the 

public information officer for the Supreme Court of Utah explained that the key is 

to know your audience: 

Is the audience the public, media, attorneys, or a combination? Knowing the 

audience to target will also help to determine the type of information that is 

posted on the site.  Utah uses its Facebook page to proactively push out 

information on programs, events, judicial appointments, and stories that help 

the public to become more knowledgeable about the courts.39 

                                            
39 CCPIO, supra note 7, at 10  (quoting Nancy Volmer, PIO, Supreme Court of Utah). 
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To maximize your court's Facebook page, make a plan for posting.40 

 

The U.S. Department of Health and Human Services has developed social media 

guides to agency communication.  In its guide to getting started,41 it provides this 

framework for determining which social media platform might work best: 

 
 

By understanding the way each platform is used and by reviewing what other 

courts and organizations are posting, a court can develop a message strategy that 

tailors its content for posting to different platforms or across several. 

 

This might be the moment, however, when you are thinking--we are clerks, we 

have full-time and busy jobs as it is, and this social media stuff is for the public 

information officers, right?  Just like our court websites—the public information 

officers and IT staff will take care of all of this. Except that the clerks are the ones 

who have so much to share, information that is valuable to attorneys, litigants, and 

the general public.   

                                            
40 CCPIO, supra note 7, at 11. 
41 U.S. Dep't of Health & Human Services, https://www.hhs.gov/web/social-media/getting-
started/index.html (June 15, 2019). 

https://www.hhs.gov/web/social-media/getting-started/index.html
https://www.hhs.gov/web/social-media/getting-started/index.html
https://www.hhs.gov/web/social-media/getting-started/index.html
https://www.hhs.gov/web/social-media/getting-started/index.html
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One helpful perspective on content has distinguished tactical and strategic 

communications.42 Tactical communication shares operational details. Courts, and 

clerks, have every incentive to communicate accurate and timely process and 

procedure information to ensure smooth court operations. Whether it’s a tweet 

about e-filing or a video showing the steps involved, clerks are an essential part of 

the content creation.  "The tools available on blogs, Facebook, Twitter, and 

YouTube seem tailor-made to help educate pro se litigants on court procedure--

how to file the correct paperwork, how to prepare for oral argument, how to 

present evidence.  Better-prepared litigants would help ensure smoother and more 

accessible courtroom proceedings that would then be better able to concentrate on 

the underlying dispute resolution."43 

 

This may be especially true at intermediate appellate courts where there may be a 

single PIO who wears many other hats, perhaps less true at a state court of last 

resort, where there is a PIO staff of several. By participating in the court's social 

media efforts, the clerks can ensure that the shared content is correct information.  

They can also make sure the clerk’s staff is aware of the resources in various forms 

and formats and so can direct attorneys, parties, and the public to this help.  Clerk 

information shared through social media can "greatly increase access to justice."44 

 

In the area of strategic communications, the use of social media should be 

leveraged to engage in a thoughtful conversation about the importance and role of 

the judiciary in our society.45  In sum, clerks should be involved because they have 

important information to share, which will aid the court's operations, and because 

they are court executives who can make valuable contributions in support of the 

court's mission. 

 

Each court will need an approval process to maintain control over the content 

publication on its official accounts.  It may be helpful to classify content into 

categories.  There is likely a certain amount of content that has already been 

cleared and can be repurposed.46  A blanket approval may be appropriate for this 

                                            
42 Graff, supra note 6, at 4. 
43 Id. at 5. 
44 Id. at 5. 
45 Id. at 6. 
46 U.S. Dep't of Health & Human Services, "HHS Guidance on When and How to Engage over New Media 
Platforms" at 3 
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content.47  There may be offices who have authority to manage the account within 

guidelines on tone and general usage and officials who are cleared to post but who 

also understand when an issue should be escalated for further review because of 

either high visibility or high sensitivity.48 

 

Just as many clerks already share information about access to court in traditional 

forums, with printed handbooks, forms, guides, mailers, or website materials, 

clerks can increase the audience for this information by sharing it in nontraditional 

forums. 

 

The courts' use of social media must be undertaken with full appreciation for the 

surrounding law and legal requirements that are commonly applied to other 

undertakings. 

  

COMMENTS, TERMS OF USE, AND THE FIRST AMENDMENT 

The contours of First Amendment protections for social media use are not fully 

developed, but the application of First Amendment analysis is fully guaranteed.  

The United States Supreme Court has included social media as a forum for First 

Amendment expression: 

 

While in the past there may have been difficulty in 

identifying the most important places (in a spatial sense) 

for the exchange of views, today the answer is clear. It is 

cyberspace—the “vast democratic forums of the Internet” 

in general, Reno v. American Civil Liberties Union, 521 

U.S. 844, 868, 117 S.Ct. 2329, 138 L.Ed.2d 874 (1997), 

and social media in particular. Seven in ten American 

adults use at least one Internet social networking service. 

Brief for Electronic Frontier Foundation et al. as Amici 

Curiae 5–6. One of the most popular of these sites is 

Facebook, the site used by petitioner leading to his 

conviction in this case. According to sources cited to the 

Court in this case, Facebook has 1.79 billion active users. 

                                            
(https://www.hhs.gov/sites/default/files/web/socialmedia/getting_started/engaging_new_media_platforms.
pdf)  
47 15 Commandments, supra note 38, #6. 
48 HHS, supra note 46, at 3. 

https://www.hhs.gov/sites/default/files/web/socialmedia/getting_started/engaging_new_media_platforms.pdf
https://www.hhs.gov/sites/default/files/web/socialmedia/getting_started/engaging_new_media_platforms.pdf
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Id., at 6. This is about three times the population of North 

America. 

 

Social media offers “relatively unlimited, low-cost 

capacity for communication of all kinds.” Reno, supra, at 

870, 117 S.Ct. 2329. On Facebook, for example, users 

can debate religion and politics with their friends and 

neighbors or share vacation photos. On LinkedIn, users 

can look for work, advertise for employees, or review 

tips on entrepreneurship. And on Twitter, users can 

petition their elected representatives and otherwise 

engage with them in a direct manner. Indeed, Governors 

in all 50 States and almost every Member of Congress 

have set up accounts for this purpose. See Brief for 

Electronic Frontier Foundation 15–16. In short, social 

media users employ these websites to engage in a wide 

array of protected First Amendment activity on topics “as 

diverse as human thought.” Reno, supra, at 870, 117 

S.Ct. 2329 (internal quotation marks omitted). 

 

The nature of a revolution in thought can be that, in its 

early stages, even its participants may be unaware of it. 

And when awareness comes, they still may be unable to 

know or foresee where its changes lead. Cf. D. Hawke, 

Benjamin Rush: Revolutionary Gadfly 341 (1971) 

(quoting Rush as observing: “ ‘The American war is 

over; but this is far from being the case with the 

American revolution. On the contrary, nothing but the 

first act of the great drama is closed’ ”). So too here. 

While we now may be coming to the realization that the 

Cyber Age is a revolution of historic proportions, we 

cannot appreciate yet its full dimensions and vast 

potential to alter how we think, express ourselves, and 

define who we want to be. The forces and directions of 

the Internet are so new, so protean, and so far reaching 

that courts must be conscious that what they say today 

might be obsolete tomorrow. 
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Packingham v. North Carolina, 137 S. Ct. 1730, 1735-36 (2017) (holding that state 

statute violated First Amendment by prohibiting sex offenders from social media 

access).  While this case is not on point for the courts' use of social media, it offers 

a glimpse of current Supreme Court thinking about the constitutional dimensions 

of cyberspace. 

 

The law about First Amendment rights and government social media accounts may 

still be "percolating" and not clearly established so as to overcome a qualified 

immunity defense.  Hyman v. Kirksey, No. 3:18-CV-230, 2019 WL 2323864, at *2 

(E.D. Ark. May 30, 2019); see also McKercher v. Morrison, 18-CV-1054, 2019 

WL 1098935, at *4 (S.D. Cal. Mar. 8, 2019) ("[T]he constitutional limitations and 

the current state of the law, as applied to state actors using social media forums, are 

in flux, significantly impacted by rapid technological developments and a lagging 

legal framework to address those technological changes."); Davison v. Plowman, 

247 F. Supp. 3d 767, 780 (E.D. Va. 2017) (affording qualified immunity when 

"any First Amendment right Plaintiff might have had to continue posting 

comments on [County Attorney's] Facebook page, notwithstanding his repeated 

violations of the Loudoun County Social Medial Comments Policy, was not clearly 

established at the time"). 

 

The United States Court of Appeals for the Fourth Circuit has affirmed the district 

court's ruling that a local government official violated the First Amendment rights 

of a constituent when she briefly banned him from her Facebook page.  Davison v. 

Randall, 912 F.3d 666 (4th Cir. 2019).  The official posted about a town hall 

meeting, and a Facebook user posted a comment critical of local officials.  The 

official deleted the post and all comments and banned the user from the page; the 

next morning, the official "unbanned" him.  Id. at 675-76.  That brief exile, 

however, generated a case resulting in an appellate opinion worth reading in its 

entirety.   

 

Applying traditional First Amendment analysis to this untraditional medium, the 

Fourth Circuit concluded that the page, created by the public official and not by the 

governmental entity, was nevertheless done under "color of law" for a 42 U.S.C. 

§ 1983 claim because the page was clothed in "the power and prestige" of her 

office by containing her title, identification as a government official, her 
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government contacts and email address, and it was used to provide information to 

the public about official activities and to solicit input on local issues.  Id. 680-81.   

 

The official opened the public comment section of the Facebook page and 

expressly invited comment, thereby creating an "electronic marketplace of ideas."  

Id. at 684.  The court held that the interactive comment portion of the page was a 

public forum and that the official engaged in viewpoint discrimination by banning 

the user.  Guidance from this decision can illuminate the First Amendment 

implications with regard to social media in general and comment sections in 

particular.   

 

In a case that has likely received more attention, the United States Court of 

Appeals for the Second Circuit reached a similar conclusion vis-a-vis the official 

nature of a Twitter account, the application of First Amendment protections to the 

interactive space of the account, and the viewpoint discrimination that occurs when 

the account holder blocks a member of the public because of disagreement with 

that person's speech.  Knight First Amendment Inst. at Columbia Univ. v. Trump, 

no. 18-1691-CV, 2019 WL 2932440 (2nd Cir. July 9, 2019).  The Second Circuit 

affirmed the district court's decision that President Trump's Twitter account, 

@realDonaldTrump, was an official account, that the interactive space of the 

Twitter account was a type of public forum, and that blocking users from the 

Twitter account based on disagreement with their views constituted viewpoint 

discrimination in violation of the First Amendment. 

 

Although the Twitter account was created many years before the account holder's 

election as President of the United States and it was agreed that the account would 

be a private account after the term of office, the "overwhelming" evidence 

demonstrated the official use of the account since the election.  Id. at *4.  "[T]he 

fact that government control over property is temporary, or that the government 

does not 'own' the property in the sense that it holds title to the property, is not 

determinative of whether the property is, in fact, sufficiently controlled by the 

government to make it a forum for First Amendment purposes."  Id. at *5 (citation 

omitted).  The evidence showed "substantial and pervasive government 

involvement with, and control over, the Account," including use of government 

staff to manage the account, descriptions in the account itself and by other 

government officials or staff referring to the account, and the determination by the 

National Archives and Records Administration that the account tweets must be 
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preserved under federal law as official records of the President.  Id. at *5.  It was 

further noted that the President had used the account to declare national and 

foreign policy positions, to announce decisions about high-level government staff,  

and to interact with foreign leaders; "since he took office, the President has 

consistently used the Account as an important tool of governance and executive 

outreach."  Id. at *5.  And the court of appeals rejected that argument that the 

President was acting as a private person and not acting in his official capacity 

when he blocked certain individuals.  Because the President's tweets were an 

official action, his blocks were also.  Id. at *6. 

 

Classifying the account as an official government account and recognizing that the 

"interactive features of the account were accessible to the public without 

limitation" led the court to the conclusion that the account was a public forum 

where viewpoint discrimination is not allowed.  Id. at *6-7.  The court also held 

that the constitutional violation was not cured by the existence of "workarounds" 

where the blocked individuals could in some fashion view the President's tweets or 

engage with others who were commenting because these were burdens on speech 

that also violated their First Amendment rights.  Id. at *8.   "When the government 

has discriminated against a speaker based on the speaker's viewpoint, the ability to 

engage in other speech does not sure that constitutional shortcoming."  Id. (citation 

omitted). 

 

The following is a brief summary of recent district court opinions on First 

Amendment claims related to government social media accounts: 

 

McKercher v. Morrison, 2019 WL 1098935, dismissed federal civil rights claims 

for injunctive and declaratory relief based on allegations that a local city official 

blocked plaintiff from his Facebook page.  Without deciding whether the page was 

personal or official, the court held that the claims were moot because the plaintiff 

had been unblocked before the complaint was even served.  Id. at *2. 

 

Campbell v. Reisch, 367 F. Supp. 3d 987 (W.D. Mo. 2019), denied a motion to 

dismiss 42 U.S.C. § 1983 claims that a state representative violated the First 

Amendment by blocking someone on Twitter.  The interactive space was found to 

be susceptible to forum analysis despite the fact that the platform was privately 

owned.  Id. at 992.  Viewpoint discrimination violates the First Amendment 

regardless of forum type.  Id. at 993. 
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One Wis. Now v. Kremer, 354 F. Supp. 3d 940 (W.D. Wis. 2019), granted 

summary judgment on liability in favor of plaintiffs who had been blocked from 

Twitter accounts of state representatives.  The court found that the legislators acted 

under color of law, that the interactive portion of the Twitter accounts was a 

designated public forum, and that blocking the plaintiffs was content-based 

discrimination.  Id. at 949.  Content-based exclusion of speech must satisfy strict 

scrutiny.  Id. at 955. 

 

Leuthy v. LePage, No. 1:17-CV-296, 2018 WL 4134628 (D. Me. Aug. 29, 2018), 

denied a motion to dismiss 42 U.S.C. § 1983 claims based on allegations that the 

Maine Governor blocked the plaintiffs from his Facebook page and deleted their 

comments.  The decision was based, at least in part, on the issues of fact whether 

the Governor's page was a personal or official account.  The court viewed the 

relevant speech as that by the plaintiffs, not the Governor. 

 

Morgan v. Bevin, 298 F. Supp. 3d 1003 (E.D. KY 2018), denied a preliminary 

injunction in a § 1983 action alleging the Kentucky Governor violated the First 

Amendment by blocking plaintiffs on his Twitter and Facebook accounts.  The 

court here viewed the relevant speech as that by the Governor, not the plaintiffs. 

 

Davison, 247 F. Supp. 3d 767, held that the commonwealth attorney did not violate 

the First Amendment by deleting an off-topic comment.  The county attorney's 

Facebook page was considered to be a limited or designated public forum where 

restrictions on speech outside the parameters of the forum would be allowed if 

viewpoint neutral and reasonable in light of the forum's purpose.  The plaintiff 

admitted that his comment was intended to hijack the discussion and was outside 

the bounds of the forum. 

 

These cases are likely the first of many that will be addressing the First 

Amendment and social media. 

 

A court will need to ground its social media policy in a firm commitment to First 

Amendment freedom because that commitment will likely be tested by Internet 

trolls.  “Like the ugly mythical beings that lurk under bridges in children’s 

literature, today’s trolls represent a shadowy threat to ordinary civil life. Trolls 

start digital quarrels by posting inflammatory, provocative, or off-topic messages 
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in an online community. They bully, harass, and threaten from the anonymity and 

invisibility of cyberspace.”49 

 

However, efforts to address trolls must not cross into free speech violations.50 

Disabling the opportunity for public comments, possible with some platforms, is 

one way to block trolls.  Social media present opportunities for two-way 

conversation, and the audience will realize and may not appreciate if you are 

engaging in only one-way communication. 51  For courts, however, it is almost 

impossible to respond because of the need to avoid commenting on cases, pending 

or impending. When a court's social media page allows comments, the court should 

develop and post a clear terms-of-use or content policy that will inform 

commenters about unacceptable speech, like profanity.52 The social media 

comment policy from the Hawaii State Judiciary's Facebook page is included in the 

appendix as an example. Rather than deleting comments or blocking the 

commentator, posts that violate the content policy can be hidden. The commentator 

will see what they wrote, and the page administrators can see it, but others cannot. 

 

Responding to some posts can also set up expectations for others to get a response. 

Rather than responding directly, however, such comments could be fodder for 

crafting future posts that answer questions generally about court operations or 

direct interested readers to website content.53  

 

In addition to terms of use, disclaimers may be appropriate whether to address 

privacy issues or when linking from your website to an external website.54 A pop-

up might advise that you are leaving the court's website and going to a third-party's 

site.  A Twitter disclaimer could explain that likes or retweets are not 

endorsements.  The Florida Supreme Court's Web & Social Media Privacy Policy 

is included in the appendix as an example of these points.   

 

On the list of things to check with new social media accounts, make sure the 

content is accessible to persons with disabilities.55  

                                            
49 JTC, supra note 13, at 12. 
50 Id. at 12. 
51 HHS, supra note 46, at 2. 
52 JTC, supra note 13, at 12. 
53 HHS, supra note 46, at 2. 
54 U.S. Dep't of Health & Human Services, "HHS Social Media Policies Checklist," https://www.hhs.gov 
/sites/default/files/web/socialmedia/getting_started/checklist_social_media_policies.pdf 
55 Id. 

https://www.hhs.gov/sites/default/files/web/socialmedia/getting_started/checklist_social_media_policies.pdf
https://www.hhs.gov/sites/default/files/web/socialmedia/getting_started/checklist_social_media_policies.pdf
https://www.hhs.gov/sites/default/files/web/socialmedia/getting_started/checklist_social_media_policies.pdf
https://www.hhs.gov/sites/default/files/web/socialmedia/getting_started/checklist_social_media_policies.pdf
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It is also important to consider how public records laws and record retention 

policies apply to content created for and posted on social media, beginning with an 

understanding of how much information the site will maintain.  The records 

retention portion of a social media policy might consider: 

• Don’t do anything extra and just search for posts on 

the Page should you get a request. 

• On a monthly or quarterly basis, do a page post export 

in Page Insights, which offers links to every post done 

in that time period as well as the text. Save this 

somewhere on your own servers. 

• Take a screen shot of every post and save it in a folder 

or a Microsoft Word document. 

• Use a third-party source, such as ArchiveSocial. But 

know that there is a cost associated with this service.56 

 

The courts must appreciate the legal implications of using social media so they can 

do so responsibly. 

 

ETHICAL CONSIDERATIONS FOR COURTS AND COURT OFFICIALS 

And in the blink of an eye, that one post captures the world's attention, goes viral! 

For all the wrong reasons.  The integrity of the courts' operations and its decision-

making process must be carefully guarded, and responsible use of social media can 

only be done when the ethical implications are considered in setting policy for use 

of the media and in creating content to share.  The ethical considerations that we 

apply to everyday life in the courts have been identified by the Judicial Conference 

of the United States, Committee on Codes of Conduct:  

• Confidentiality 

• Avoiding impropriety in all conduct 

• Not lending the prestige of the office 

• Not detracting from the dignity of the court or 

reflecting adversely on the court 

• Not demonstrating special access to the court or 

favoritism 

• Not commenting on pending matters 

                                            
56 Andrews, supra note 18, at 29. 
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• Remaining within restrictions on fundraising 

• Not engaging in prohibited political activity 

• Avoiding association with certain social issues that 

may be litigated or with organizations that frequently 

litigate.57 

 

The fact patterns are well understood in a non-social media setting and can by 

analogy be translated to social media use. 

 

CONCLUSION 

"Communication is central to a court's very being . . . [and] courts are among the 

most critical forums for conversation in a civilized society."58  The public's trust 

and confidence in the courts will be enhanced by our ability to explain the court's 

mission and values and the services courts offer to help them peacefully resolve 

disputes.  In other words, you can like the court.  

 

                                            
57 Judicial Conference of the United States, Committee on Codes of Conduct, "Resource Packet for 
Developing Guidelines on use of Social Media by Judicial Employees" at 7. 
58 Graff, supra note 6, at 3. 
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Abstract 
Social media is one of the most powerful and cost-effective, albeit underutilized, 

marketing tools for sharing the court’s message. Courts, however, have been slow to 

tap into the unique advantages of popular platforms. More and more Americans look to 

social media as their primary source of news, information, and entertainment, as well as 

social connection. Public discourse today happens on social media. Failing to include 

social media in the court’s communication strategy can only widen the gap between 

what the public expects and what the court delivers.   
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Introduction  
The vast majority of adults throughout the world regularly use one or more forms of 

social media.1 More and more Americans look to social media as their primary source of 

news, information, and entertainment, as well as social connection. Not surprisingly, the 

vast majority of state courts utilize at least one social media platform.  

Still, two in ten state courts have no social media presence at all.2 Courts have been 

slow to tap into the unique advantages of popular platforms. When courts have 

advertising and communication needs, they may turn first to traditional media including 

TV, radio, newspapers and other print outlets. Much of their audience, however, has 

moved on to streaming services, blogs, podcasts, and social networking.  

Facebook and other forms of social media today encompass a wide range of 

technologies and functionality that threaten to make some forms of communication 

nearly obsolete. For example, the volume of first-class mail in the United States 

declined by more than 50% between 2005 and 20153. Email use increased 

exponentially during that time period, but text messaging has now displaced some kinds 

of email messages. For some kinds of messages,4 social media app-based direct 

messaging (e.g., SnapChat, Facebook Messenger, Marco Polo, etc.) is now preferred 

over both email and text messaging. 

For a variety of reasons – including and especially to better serve the public -- courts 

should shift a larger and larger portion of their messaging to social platforms since that 

is where the public will be found.5 By publishing text, image, and video content across 

multiple social media platforms, courts can better communicate with the public they 

serve, enhance confidence in the judicial system, and promote justice initiatives as well 

as court websites and apps. Social media is now one of the most powerful and cost-

effective, albeit underutilized, marketing tools for sharing the court’s message.  

Simply put, in today’s hyper-digital world, the time has come for court managers to 

overcome any reticence to employing social media in their communication efforts. 

                                            
1 Social Media in 2018. Pew Research Center: Internet and Technology. pewinternet.org, March 1, 2018.  
2 As of July 2018, 40 of 50 state courts had at least one social media outlet. See Roesch, Deirdre, and Blake 
Kavanagh. “Social Media and the Courts: AOC and High Courts on Social Media.” State Court Web Sites | National 
Center for State Courts, 26 July 2018, www.ncsc.org. 
3 United States Postal Service. Office of the Inspector General. What’s up with Mail? How Mail Use Is Changing 
across the United States. Report Number RARC-WP-17-006. April 17, 2017. Web. 
4 See Lufkin, Bryan. BBC. Why we hate using email but love sending texts. August 6, 2018. Web. 
5 The State of Social Media in Government. Hootsuite, September 2018. 

http://www.pewinternet.org/2018/03/01/social-media-use-in-2018/
https://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/AOC-and-High-Courts-on-Social-Media.aspx
https://www.uspsoig.gov/sites/default/files/document-library-files/2017/RARC-WP-17-006_0.pdf
https://www.uspsoig.gov/sites/default/files/document-library-files/2017/RARC-WP-17-006_0.pdf
http://www.bbc.com/capital/story/20180802-why-we-hate-using-email-but-love-sending-texts
https://hootsuite.com/resources/the-state-of-social-media-in-government-in-2018
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Platforms 
Social media facilitates connection. The unique features of each platform enable 

individuals to create and share a wide variety of content – photos, video, text, favorite 

websites, etc. While there are dozens of social media platforms, Facebook is currently 

the most widely utilized by courts today, followed by Twitter and YouTube. Other 

platforms including Instagram, Pinterest, and LinkedIn are surging in popularity with the 

public, offering features and audiences that may make them even more attractive to 

courts going forward.  

Messaging can be more effective when it occurs across multiple platforms, providing 

multiple touchpoints with a target audience. Using automation to cross-post content 

from one platform (e.g, Instagram or Twitter) to others (e.g., Facebook, LinkedIn, 

Pinterest) expands the reach of a single message to a wider audience with little 

additional effort. 

Platform features and popularity are important details to understand but should not be 

the court’s first consideration. Business objectives and search marketing principles 

should drive social media platform selection and use. The target audience’s age, 

gender, marital status, income, legal needs, etc., and the unique features and user 

demographics of each platform are important considerations when planning a marketing 

campaign to include social media. Questions to consider: 

• Who is the court trying to reach? 

• Where is that audience likely to be found?  

• What is the message? 

• How can the information be most effectively communicated?  

Social media is about creativity. With imagination, the possibilities are virtually endless. 

Introductory juror training or information about the juvenile or family court process might 

be shared via YouTube video that is then featured in a Facebook post. A graphic 

showing the steps required to file a small claims case or apply for an emergency 

protective order could be posted to Instagram, and then pinned to a Court-sponsored 

topic-specific resource board on Pinterest. A court’s press releases, as well as justice-

related news stories from outside organizations, can be shared via the court’s LinkedIn, 

Facebook, and/or Twitter feed.  

When useful resources are pushed out via social media, partner agencies can re-post to 

their Facebook pages and/or pin the graphic to their boards, ultimately making it easier 

for their unique audiences to find and utilize official court information. Social media can 

also be particularly effective at broadening the reach of court RFPs and job postings. 

The following is a brief introduction to major social media platforms that are most likely 

to be useful to courts today. 

https://www.ncsc.org/%7E/media/Files/PDF/About%20Us/Committees/JTC/JTC%20Resource%20Bulletins/2018-08-30%20Marketing%20a%20Court%20website_final.ashx
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Facebook 
What started as a photo-based online student directory at Harvard University has 

become the most popular social networking site in the world. More than 2.23 

billion people are monthly active Facebook users, 6 the majority of whom access 

it via mobile devices. Facebook leads all social media in referral traffic,7 which is 

the number of users who view content and then click to follow a link. 

With Facebook as the common denominator in a vast and diverse audience, 

courts can engage various unique sectors of the public to provide information 

tailored to their specific needs (e.g., potential jurors, 

parents, landlords, teenage drivers). Courts can draw 

attention to local court and broader justice community 

news, as well as drive internet traffic to official court websites and apps, 

community resources, and partner agency sites. Facebook users themselves 

magnify the impact of those messages as they “like” and “share” content, 

seeding it onto their friends’ news feeds, who may then “like” or “share” with their 

unique circles of association.  

Paid advertising is “sponsored” content, while information shared by individuals 

and organizations is referred to as “organic.” Both sponsored and organic text, 

image, and video posts will show up in the feeds of those who “like” and/or 

“follow” a person or page, but sponsored content is featured more prominently. 

When someone likes or shares sponsored content (an advertisement), it expands 

the reach of that message for free. This kind of advertising is particularly powerful 

because it leverages the credibility of known associations: people are more likely 

to pay attention to information shared by someone they know personally. 

To get the most visibility, organizations pay for advertising. Cost is calculated 

based on impressions (views) and clicks. Using social media, courts can speak 

to very specific target audiences based on demographics, location, interests, and 

online behaviors. Paid advertising may be appropriate for some court initiatives.8  

There are two kinds of Facebook accounts: 

Page  The official Facebook presence of a business or 

organization (including courts).  

Profile An individual’s personal account.  

                                            
6 “Facebook Reports Second Quarter 2018 Results.” Facebook Investor Relations, Facebook, 25 July 2018. 
7 Chen, Jenn. “15 Pinterest Statistics Every Marketer Should Know in 2018.” Sprout Social, 26 June 2018, 
sproutsocial.com/insights/pinterest-statistics/. 
8 See Appendix A of Marketing a Court Website – Helping the Public Find the Court Online, to read more about how 
the Arizona Supreme Court used Facebook advertising to effectively promote its AZCourtHelp.org website. 

https://investor.fb.com/investor-news/press-release-details/2018/Facebook-Reports-Second-Quarter-2018-Results/default.aspx
https://sproutsocial.com/insights/pinterest-statistics/
https://www.ncsc.org/%7E/media/Files/PDF/About%20Us/Committees/JTC/JTC%20Resource%20Bulletins/2018-08-30%20Marketing%20a%20Court%20website_final.ashx
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An individual with a personal Facebook Profile must create and administer the 

court’s Facebook Page, however, that individual’s role in creating the court’s 

page is not visible to others.9 The person who creates a Page is automatically 

designated as the Page Admin with the power to assign and change the roles 

others play on the page, at least initially. Two or more individuals (with a 

Facebook Profile) should be designated as a Page Admin as soon as the Page is 

created. All Page Admins have the power to remove or restrict Editors or other 

Administrators.  

To post and/or advertise on Facebook, a court must have an official Facebook 

Page. Some courts have a Facebook Page that consists simply of basic location 

information and hours of operation. Limited content may appear to adequately 

balance the risks and rewards of utilizing social media. However, that cautious 

approach carries its own risks. “Abandoned” content can easily become 

outdated. And the public will not return to a Page that has no useful content 

and/or is not updated frequently.  

The US Department of Health and Human Services provides excellent Facebook 

Guidance for government agencies, much of which applies to courts, as well as 

to a court’s use of other forms of social media. Facebook’s The Government’s 
Guide to Using Facebook provides guidelines and best practices for government 

agency use. The guide also includes content creation recommendations as well 

as tips to help keep your account secure. 

YouTube 
Video is a uniquely powerful medium for educating, entertaining, and motivating. 

Not only do viewers retain a higher percentage of information communicated via 

video, but they are also 

significantly more likely to re-

post and share video content. 

Video improves search engine 

optimization (SEO) page 

ranking, as well. YouTube is 

currently the dominant platform 

in the video-sharing space. 

More than half of all video 

content is viewed on mobile 

devices, a percentage that is 

expected to continue rising.10  

                                            
9 For more information, see Facebook Help Center – Page Roles. 
10 “Ooyala Finds More People Than Ever Click ‘Play’ for Mobile Video Reaching 60% of All Views Globally.” 
BusinessWire, Business Wire | A Berkshire Hathaway Company, 14 Mar. 2018. 

Figure 1 - Maryland Courts Jury Training Resource 

https://www.hhs.gov/web/social-media/getting-started/facebook/index.html
https://www.hhs.gov/web/social-media/getting-started/facebook/index.html
https://www.govloop.com/wp-content/uploads/2015/05/The-Governments-Guide-to-Using-Facebook.pdf
https://www.govloop.com/wp-content/uploads/2015/05/The-Governments-Guide-to-Using-Facebook.pdf
https://www.facebook.com/help/1206330326045914/?helpref=hc_fnav
https://www.businesswire.com/news/home/20180314005323/en/Ooyala-Finds-People-Click-%E2%80%9CPlay%E2%80%9D-Mobile-Video
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Video content with subtitles increases both usefulness and traffic, as people 

watching on mobile devices usually keep the volume off when they’re in public. 

Without subtitles, users in those settings will likely skip the video. Subtitles can 

also be translated into whatever languages are commonly used in your 

jurisdiction, increasing access to court information.  

Courts around the world are leveraging YouTube to share information about 

justice topics ranging from court processes and etiquette to jury service.11 

YouTube videos can be featured on the court’s Facebook or Twitter feed, 

Pinterest board, or LinkedIn profile to interest users in resources they may never 

have considered or actively researched.  

Instagram 
For quick photo and video editing and sharing, Instagram has been embraced by 

professional and amateur photographers, celebrities, advertisers, royals, and 

official government agencies,12 including a few US courts. It is the platform of 

choice for teens and young adults, who share nearly a hundred million photos a 

day.13 From selfies, photo journaling, and images of breakfast to pet photos, 

inspirational quotes, clever memes, and hashtaged #tell-alls, Instagram is where 

13- to 24-year-olds (as well as millennials and baby boomers) connect.  

Information shared through Instagram must be in the form of an image file (jpg or 

png) or video (MOV or MP4). Memes and captioned images can include 

#hastags and hyperlinks.  

Pinterest 
Pinterest is a visual way of collecting and organizing web content. Users “pin” 

(collect) images and videos directly from websites, or from the boards of friends 

as well as public and private organizations. 

When users “follow” a board, they will be 

notified of new content. Promoted pins14 are 

another kind of cost-per-click advertising. 

Use of Pinterest has surged in the past few 

years and it is currently one of the most 

commonly used form of social media for adults. 

                                            
11 For examples, see Juvenile Delinquency Court Orientation (CaliforniaCourts), Online Dispute Resolution (Franklin 
County, Ohio Municipal Court), Jury Orientation (Arlington County, Virginia Circuit Court), and Preparing for Court 
(Australian Government Fair Work Ombudsman) 
12 For examples, see theroyalfamily, tsa, delawarecoohio, massgov, flcourts, and njcourts. 
13 Lister, Mary. “33 Mind-Boggling Instagram Stats & Facts for 2018.” Online Advertising: Learn About Advertising 
Online, 10 July 2018. 
14 For more information, see https://ads.pinterest.com/.  

https://youtu.be/rRXKIZTKJ-w
https://www.youtube.com/watch?v=e-meKFfVQ2I
https://youtu.be/qQJ6umc9toM
https://www.youtube.com/watch?v=MGyKN1lGJwc
https://www.instagram.com/theroyalfamily/
https://www.instagram.com/tsa/
https://www.instagram.com/delawarecoohio/
https://www.instagram.com/massgov/
https://www.instagram.com/flcourts/
https://www.instagram.com/njcourts/
https://www.wordstream.com/blog/ws/2017/04/20/instagram-statistics
https://ads.pinterest.com/
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Pinterest is poised to match if not overtake Facebook in some demographics.15 

For organizations looking to communicate information relating to women and 

children, Pinterest may be one of the most powerful social media platforms. Half 

of millennials use Pinterest; more than 80% of Pinterest users are female. Mobile 

responsive content is especially important for this audience: 85% of Pinterest 

searches happen on mobile devices.16 

LinkedIn 
A social media network for professional connections, LinkedIn is a powerful tool 

for sharing information about court resources with lawyers, social workers, 

librarians, and others who serve target populations. Court personnel can follow 

justice community influencers to stay current with justice initiatives. Court RFPs 

can be posted to the LinkedIn RFP database, helping to spread the word about 

projects and bids. 

LinkedIn is also a uniquely effective human resources recruiting tool, as 

individuals who are both actively and passively seeking new job opportunities are 

likely to have a LinkedIn presence. 17 Recruiters can use LinkedIn to search for 

candidates with unique skill sets for targeted outreach (“head hunting”). Through 

social media, courts can develop a larger pool of potential employees long before 

a key position is formally posted.  

Twitter 
With a 280 character-limit for 

posts and the ephemeral 

nature of its notifications, 

Twitter is a platform suitable 

for short, timely 

announcements. Word travels 

fast via Twitter. A single 

“tweet” on a particularly urgent 

or controversial topic can 

generate a sudden spike in activity referred to as a “Twitterstorm.”  

Courts can share both urgent and more routine information with their 

communities and amplify the news of partner agencies and community groups 

via Twitter. Potential uses include alerting the public to urgent or emergency 

                                            
15 Chen, Jenn. “15 Pinterest Statistics Every Marketer Should Know in 2018.” Sprout Social, 26 June 2018, 
sproutsocial.com/insights/pinterest-statistics/. 
16 Tien, Shannon. “A Long List of Pinterest Statistics That Matter to Marketers.” Hootsuite Social Media Management, 
@Hootsuite, 8 Nov. 2018, blog.hootsuite.com/pinterest-statistics-for-business/. 
17 While social media can be useful for identifying potential candidates, the Society for Human Resource 
Management strongly discourages the use of social media as an employment screening investigative tool. See 
Maurer, Roy. “Screening Candidates' Social Media May Lead to TMI, Discrimination Claims.” Talent Acquisition, 
Society for Human Resource Management, 23 Apr. 2018, www.shrm.org. 

Figure 2 - Michigan Supreme Court Twitter feed 

https://sproutsocial.com/insights/pinterest-statistics/
https://blog.hootsuite.com/pinterest-statistics-for-business/
https://www.shrm.org/resourcesandtools/hr-topics/talent-acquisition/pages/screening-social-media-discrimination-claims.aspx
https://twitter.com/MISupremeCourt?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
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situations, announcing important judgments, commemorating historical 

milestones, expressing appreciation for staff, celebrating community 

achievements, providing public notification of court closures, and sharing relevant 

publications.  

The court’s official seal, links to the court’s website, and complete profile 

information including one or more recognizable images can help users more 

easily differentiate between the court’s official Twitter feed and those of private 

groups that share news and information about the court. For example, 

@TheJusticeDept is the official twitter account of the Department of Justice, 

while @USSupremeCourt and @SCOTUS are both private groups. Any account 

that mimics a court or intentionally misleads readers violates Twitter’s 

Impersonation Policy. 

Flickr 
Flickr is a photo sharing platform used by professional as well as amateur 

photographers to showcase their work. While Instagram is more about recording 

moments, Flickr is often about creating an archive or catalog. An organization’s 

official presence is a Page, while Groups are made up of individuals sharing 

images for a common purpose. The official US Navy page and the US County 

Courthouses group demonstrate some of the platform’s uses and advantages. 

Several state courts have a Flickr presence.18 However, no court has a 

significant Flickr following. 

While Flickr is considered a form of social media, it features useful tools that 

have value beyond public outreach. Photos from other social media platforms 

can be automatically copied19 to Flickr to create a comprehensive record of all 

images shared by the court on social media. Used in combination with other 

social media platforms, Flickr can facilitate improved SEO and photo tracking 

practices. Because of issues surrounding privacy and child protection, Flickr 

should not be the court’s priority social media mechanism. 

Governance 
Social media governance is the combination of policies, processes, and tools the court 

uses to minimize the risk of a social media mis-fire and to protect the reputation of the 

court. Governance includes regular efforts to look for abandoned or outdated content, 

and counterfeit, spoof, or phishing sites that could confuse or mislead the public, or 

create a cybersecurity or security issue. A good governance plan will mitigate potential 

risks from both outside and within the court. 

                                            
18 See Social Media and Courts: AOC and High Courts on NCSC.org. 
19 Using ITTT (If This Than That) applets. See https://ifttt.com/flickr for more information. 

https://twitter.com/TheJusticeDept
https://help.twitter.com/en/rules-and-policies/twitter-impersonation-policy
https://www.flickr.com/photos/usnavy/
https://www.flickr.com/groups/countycourthouses/
https://www.flickr.com/groups/countycourthouses/
https://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/AOC-and-High-Courts-on-Social-Media.aspx
https://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/AOC-and-High-Courts-on-Social-Media.aspx
https://ifttt.com/flickr
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External Risks 
Like the ugly mythical beings that lurk under bridges in children’s literature, 

today’s trolls represent a shadowy threat to ordinary civil life. Trolls start digital 

quarrels by posting inflammatory, provocative, or off-topic messages in an online 

community. They bully, harass, and threaten from the anonymity and invisibility 

of cyberspace.  

Inflammatory posts can “normalize” 

uncivil behavior and create a “pile 

on” effect if not addressed and 

diffused. Public officials and 

ordinary citizens alike may find 

themselves in the crosshairs of a 

troll attack. Issues of both safety 

(for the public as well as court 

personnel) and free speech 

influence how courts implement 

any public-facing website. 

Courts must be certain that efforts 

to prevent trolls or counteract their 

impact do not impinge on free 

speech and privacy protections. 

Deleting unfavorable comments or 

blocking naysayers presents just 

such a risk. The US Air Force 

Social Media directory includes the 

following decision tree to help 

assess and respond to trolls and 

other negative or destructive 

posts.20  

Where possible, avoiding a troll 

assault is generally more effective 

than responding to one. Courts should establish clear policies for social media 

site use and enforce them consistently. Use moderators working via official court 

accounts (not personal accounts) to monitor and screen comments before they 

are posted publicly. Some organizations disable public commenting for certain 

kinds of social media or on certain topic threads. A “Don’t feed the trolls” policy 

                                            
20 For more helpful guidelines and information, see the US Air Force Social Media Guide (2013). 

Figure 3 - Air Force Web Posting Response Assessment 

https://www.af.mil/AF-Sites/Social-Media-Sites/
https://www.af.mil/Portals/1/documents/SocialMediaGuide2013.pdf
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can diffuse some trolls.21 Fear of trolls should not prevent a court’s progress in 

reaching out through social media. 

Internal Risks 
Some risks may come from within the court. A good governance plan includes 

understanding who has access to and control of the court’s social media 

accounts and implementing a system to track and manage the credentials for 

each account. To prevent a scenario where a disgruntled employee could take 

control of the court’s social media presence, court administration should ensure 

each account always has two or more individuals designated as an 

Administrator. Each platform has mechanisms for managing account posting 

privileges. Individual(s) assigned to post to and monitor accounts can usually be 

assigned an “Editor” role, which would not include the power to add or remove 

page administrators. 

HR policies should address social media use by court personnel for both 

personal and official purposes. The policy should give guidance on the 

appropriate use of social media, 22 instructions on avoiding inappropriate content, 

rules to prevent abuse, and consequences for failing to adhere to policy. Court 

personnel should also be warned against using official court email addresses to 

register for personal social media accounts, blogs, and other online resources.  

Social Listening 
Social media is a powerful tool that can do more than just relay information from the 

court to the public. Digital engagement can provide opportunities for “social listening,” 

where courts can gather feedback to help better meet public needs. Courts can glean 

important insights as the public likes and follows official social media accounts.  

However, listening without responding is akin to stalking. Conversational reciprocity – 

the “back and forth” of speaking and listening – is important for building and maintaining 

rapport. 

Appropriate Response Times 
Comments, likes, and re-posts on social media often occur within seconds of 

something being posted. To have a legitimate social media presence, courts 

must commit sufficient resources to ensure social media accounts are monitored 

frequently throughout the day, and to provide some level of coverage on 

evenings, weekends, and holidays. Social media platforms provide many 

                                            
21 Rampton, John. 10 Tips to Dealing With Trolls. Forbes Tech. Web. April 9, 2015. 
22 Sample text from New Media and the Air Force: “Airmen should note that any time they engage in social media, 
they are representing the Air Force, and therefore should not do anything that will discredit themselves or the Air 
Force… Airmen, by nature of the business, are always on the record and must always represent the core values, 
even on the web: integrity first, service before self and excellence in all that is done.” 

https://www.forbes.com/sites/johnrampton/2015/04/09/10-tips-to-dealing-with-trolls/#3846371254f4
https://www.af.mil/Portals/1/documents/socialmedia/social-media-and-the-air-force.pdf
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notification options that can be tailored to ensure court personnel are always 

aware of activity on the court’s accounts. 

Social Media Monitoring 
Social media monitoring for surveillance is another form of social listening. 

However, monitoring for surveillance can violate principles of free speech and 

undermine public trust. Transparency is key. Courts must ensure the public 

knows what information is being collected from social media interactions and how 

that information will be used. The court must listen with the intent to be 

responsive, not simply to gather data.  

Finessing Social Media 
Establishing official social media accounts is the first step, but more is required. 

Treating social media like a static webpage or failing to comprehend the nuanced 

messaging of online interactions will undermine the court’s social media presence. A 

poor-quality profile photo, for example, projects lack of professionalism and an overall 

disinterest in quality, whether or not that is an accurate assessment of the court. 

Impressions – both positive and negative – are gleaned and shared virtually 

instantaneously. 

Where possible, the court’s social media administrators should be seasoned social 

media users who are familiar with the capabilities and outreach potential of more than 

one platform. Ideally, decision-makers would participate directly in social media 

engagement. If not, social media administrators must have access to court leadership to 

keep them up to date on interactions with the public and to receive official direction for 

initiatives and responses.  

One US Air Force anecdote demonstrates how a government organization significantly 

increased their social media presence. Several years ago, then Lt. General James 

Cartwright at US Strategic Command noticed that very few airmen were blogging. When 

he discovered that commanders had ordered their people not to blog, he is quoted as 

saying, “Well, your choice is to be fired, or get them to blog.”23 To help social media-

averse court leaders become more familiar with the features and benefits, court clerks, 

administrators, and judges might be encouraged to adopt at least one social media 

platform for private, personal use. 

The pace of change in social media is both challenging and exhilarating. Platforms are 

released, embraced, and then superseded by the new “next” thing. Staying current will 

require intentional effort. Social media missteps may not just miss the market, they 

could backfire and create credibility issues with the intended audience. A court official’s 

first posts, likes, tweets, etc. should generally not happen from an official court account 

                                            
23 See “Guidelines Assist Airmen in Engaging in Online Conversations,” in New Media and the Air Force, p. 8. 

https://www.af.mil/Portals/1/documents/socialmedia/social-media-and-the-air-force.pdf
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so that any newbie missteps happen away from the public eye. Both competence and 

confidence will increase as courts implement, evaluate, and adjust efforts to actively 

engage the public through social media.  

Conclusion 
As Americans embrace social media for news, information, entertainment, and social 

connection, courts must, as well. Government entities including NASA, TSA, and the 

CDC are leveraging social media with noteworthy benefits24 that courts can learn from 

and apply. Courts may look to the US Department of Justice for both reassurance and 

motivation: the DOJ actively and intentionally uses social media to “share news, make 

information and services more widely available, and increase government 

transparency.”25 The DOJ Social Media site lists the official social media channels of 

various DOJ agencies.  

The National Center for State Courts maintains a list of AOC and High Courts on Social 

Media and provides links to court-specific resources that speak to the uses and 

implications of social media. Examining the social media presence of other courts can 

help court managers identify exemplary content and evaluate options. 

Public discourse today happens on social media. If the court does not have a presence, 

the court cannot be part of the conversation. In the absence of an official court voice on 

social media, others define the court. Failing to include social media in the court’s 

communication strategy can only widen the gap between what the public expects and 

what the court delivers.   

#itstime 

 

 

 

For more information, contact NCSC at technology@ncsc.org. 

  

                                            
24 Waldron, Ben. “3 Government Agencies Doing Innovative Things on Social.” Sprinklr, 17 Apr. 2017, 
blog.sprinklr.com/government-agencies-social-media-engagement/#. 
25 “Social Media.” United States Department of Justice, 30 May 2018, www.justice.gov/social. 

https://www.justice.gov/social
https://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/AOC-and-High-Courts-on-Social-Media.aspx
https://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/AOC-and-High-Courts-on-Social-Media.aspx
https://blog.sprinklr.com/government-agencies-social-media-engagement/
https://www.justice.gov/social
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Appendix A: Taking Action 
Ready to dive into social media marketing in your court? Use the following possible 

actions as a checklist to guide discussion. 

Suggested Court Actions Action Level 

 Discuss how you want the public to find and experience your court through 
social media. 

Basic 

 Identify audiences and business objectives, then discuss social media platform 
options that best fit those audiences and objectives. 

Basic 

 Review your court’s existing social media use policies. Update or establish clear 
policies for social media site use and enforce them consistently. 

Basic 

 Ensure social media account profiles are up to date, associated with role-
specific (not personal) email accounts, and include at least two Administrators.  

Basic 

 Visit NCSC’s list of AOC and High Courts on Social Media. Basic 

 Explore the DOJ Social Media site. Basic 

 Review Facebook’s The Government’s Guide to Using Facebook. Basic 

 
If key court personnel are not currently using social media, encourage and/or 
assist with establishing profiles. Encourage relevant personnel to regularly use 
at least one form of social media. 

Basic 

 Evaluate existing social media pages and posts. Note the likes, shares, and 
ratings. Ensure like/share/ratings are not artificially inflated by court personnel. 

Intermediate 

 Evaluate photos on existing court websites and apps. Look for ways to improve 
photo quality. 

Intermediate 

 Review video content to evaluate the potential for subtitle translation to increase 
access for non-English speakers in your jurisdiction. 

Advanced 

 Review printed court information (including downloadable PDFs on the court’s 
website) for conversion to image-based or video delivery.  

Advanced 

 Investigate grant funding and/or partner relationships to support targeted 
advertising. 

Advanced 

 

 

 

https://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/AOC-and-High-Courts-on-Social-Media.aspx
https://www.justice.gov/social
https://www.govloop.com/wp-content/uploads/2015/05/The-Governments-Guide-to-Using-Facebook.pdf
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The Government’s Guide to Using Facebook 1

Providing a platform that enables direct 
interactions between governments and 
their citizens is an important part of 
our mission to make the world more 
open and connected. With more than 
188 million people on Facebook in the 
United States, Facebook is an efficient 
and effective place for governments to 
engage with their constituents. That’s why 
we’ve created a variety of tools that make 
communicating easy for local, state, and 
federal government. 

In partnership with GovLoop, we hope 
this guide helps you develop a winning 
strategy for communicating on Facebook. 
Whether you are providing information, 
answering questions, or asking for feed-
back, we’ll help you find what works best 
for you. 

Success on Facebook means posting 
content that is interesting, useful, and 
engaging — and doing it on a regular 
basis. We see the best response to posts 
that include videos, behind-the-scenes 
photos, and posts in which a government 
agency initiates a two-way conversation 
with citizens. 

For governments, Facebook can also be 
an effective channel to share prepared-
ness tips and keep citizens informed with 
real-time, location-specific information in 
case of an emergency.

Facebook’s self-serve advertising tool also 
allows governments to promote content 
to people beyond their existing follower 
base and to those in specific geographic 
areas. This can be a cost-effective way 
to reach more constituents with content 
that is relevant to them. This guide 
includes tips on advertising.

How people consume information is 
constantly evolving, and for govern-
ments to be successful, they will need to 
continuously engage with their followers 
to understand what types of content 
resonate the most. 

We hope this guide serves as a helpful 
resource for you and your Page admin-
istrator as you build and expand your 
Facebook presence. We look forward 
to seeing some innovative ideas from 
governments. Good luck!

INTRODUCTION 

An Opening 
Letter from 

Facebook



2 A GovLoop Guide

EXECUTIVE SUMMARY 

The Government’s 
Guide to 

Facebook

Think back to the state of social me-
dia before 2010. In those days, simply 
having a Facebook Page and posting 
to it occasionally was enough for many 
organizations and the public sector. In 
fact, in many cases it meant that you were 
at the cutting edge of public-sector social 
media. 

But today, just having a social media pres-
ence is no longer enough. You must be 
smart, strategic and ever more creative 
in order to gain the attention of your 
audience and reach the right people in 
your community. 

And that’s what we’re here to help you do. 
GovLoop and Facebook have partnered 
to create this resource, The Government’s 
Guide to Facebook, to help you use Face-
book to better reach your constituents in 
exciting, innovative and effective ways. 

In the following pages, we’ll explain and 
detail myriad Facebook services that align 
with public-sector users’ needs and goals. 
We’ll also give you several best practices 
on how to create great content, use paid 
advertising and ensure your Page stays 
secure.

We’ll then hear from those on the ground 
in the public sector who are using 
Facebook with interesting and successful 
applications. We’ve interviewed several 
citizen engagement experts — including 
folks at the Department of Veterans 
Affairs and Henrico County in Virginia 
— and we’ll offer up six case studies of 
excellent and creative Facebook uses that 
will inspire you.

Finally, we surveyed the GovLoop 
audience to find out the most common 
questions and concerns they had about 
using Facebook. We’ve turned these 
questions — and answers from the team 
at Facebook — into a handy FAQ for you 
to reference.

Today, to reach your citizens, you need to 
be tactical and strategic. Applying the ad-
vice in this guide to your use of Facebook 
will help guarantee you’re reaching your 
audience there and encouraging them to 
take action on community issues.

To get a sense of the current Face-
book government landscape, GovLoop 
surveyed 451 members of our audience 
— comprised of government employees, 
industry leaders and public-sector work-
ers. Here are a few of our findings:

• 87 percent of respondents said 
their organizations already have a 
Facebook Page.

• 91 percent said the No. 1 objective 
of using Facebook was to keep 
citizens informed.

• 80 percent said photos are the most 
popular content posted.

• 57 percent of respondents are NOT 
currently using advertising tools, 
while 23 percent are and 20 percent 
are unsure.

• Text updates, photos/images and 
links are the types of content most 
frequently posted.
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87%

80% 57%

91%

Percent of respondents who said their 
organizations already have a Facebook Page.

Percent of respondents who said photos are 
the most popular content posted.

Percent of respondents who are NOT currently 
using advertising tools, while 23 percent are 

and 20 percent are unsure.

Percent of respondents who said the No. 1 
objective of using Facebook was to keep 

citizens informed.

Photos/images, text updates and links 
are the types of content most frequently posted.
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FACEBOOK 
BEST  

PRACTICES
Want to make your Facebook Page the best it can 

be — and get more engagement? Follow these tips. 
We break down everything from how News Feed 

works to why you need to be using Facebook video 
for more engagement.
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GOOD CONTENT CREATION

ACE YOUR PROMOTIONAL METHODS

MEASURE SUCCESS

MAKE SURE YOUR PAGE IS SECURE
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TIP # 1 

Good Content 
Creation

Good, authentic and interesting content 
is the heartbeat of Facebook. You can 
post as often as you like or boost posts 
constantly, but nothing will gain you more 
success on your Facebook Page than cre-
ating thoughtful, interesting and relevant 
content — whether it’s a simple, consider-
ate text update or a beautiful image. 

Remember: Most people will see your 
posts in the News Feed, not on your 
page. In your content, creativity and 
authenticity will be rewarded. Succinct-
ness, timeliness and great visuals are all 
hallmarks of successful posts. 

Here, we’ll detail best practices from 
Facebook on how to make sure you’re 
posting the best content that will get you 
the most engagement from your fans and 
constituents. 

But first, we wanted to delve into infor-
mation about something relevant to all of 
you: Facebook’s News Feed.

How does Facebook’s News Feed work? 

Of all the questions we’ve received from 
the GovLoop audience about Facebook 
tips, we hear this one the most. 

Naturally, everyone who manages a Page 
on Facebook wants every single thing 
they post to reach each of their fans. 
But the fact is, every time the average 
Facebook user visits their News Feed 
there are 1,500 potential stories for them 
to see from their friends or Pages they 
follow. Most people don’t have enough 
time to see them all. 

That’s why News Feed ranks the stories 
and shows you what is important and rel-
evant to you based on the things you’ve 
engaged with most on Facebook. For 
example, if you tend to post, comment 
on, and watch lots of videos then videos 
will show up higher in your News Feed. 

“The goal of News Feed is to deliver the 
right content to the right people at the 
right time so they don’t miss the stories 
that are important to them,” said Katie 
Harbath, Global Politics and Government 
Outreach Manager at Facebook. 

With so many stories, there is a good 
chance people would miss something 
they wanted to see if Facebook displayed 
a continuous, unranked stream of infor-
mation.

In fact, testing has shown that when Face-
book stops ranking and shows content in 
chronological order, there is a decrease 
in the number of stories people read 
and engage with – people actually miss 
more stories when everything is shown 
chronologically.

There aren’t enough hours in the day for 
people to spend the time it would take 
to read everything in their News Feed, 
and the volume will continue to grow as 
people add new friends and interests.

As a result, Facebook’s algorithm ranks 
millions of posts a day to determine 
which ones will be most relevant and 
interesting to every single reader. 
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So how does that algorithm work?

In short, these are the measures by which 
Facebook ranks posts:

• How recently has each of your fans 
engaged with your past posts?

• How much engagement is the post 
getting overall from people who 
have already seen it?

• How engaged has the viewer previ-
ously been with the person who is 
posting the content? 

• Does the type of post (status up-
date, photo, video, link) match what 
types have been popular with the 
viewer in the past?

• How recently was the post pub-
lished?

So there you have it — that is how News 
Feed works. According to Facebook, 
though, nothing matters as much as cre-
ative, relevant and thoughtful content. So 
in the following sections, we’ll tell you how 
to provide just that on your Page. 

PHOTOS
Photos are one of the best ways to 
increase engagement and likes on your 
Page. In fact, Facebook photos receive 50 
percent more likes than non-photo posts.

Great images stop you as you scroll 
through your News Feed, especially when 
they’re authentic and accompanied by 
text to deliver a clear message. Addition-
ally, people simply love great visual con-
tent. Government social media managers 
can increase post quality by creating 
quality photos. 

Here are some tips on posting photos:

• Try posting photos of “sneak peeks” 
or behind-the-scenes content that 
give your audience on Facebook a 
viewpoint they don’t normally get 
to see. 

• Avoid images covered in text or that 
aren’t visually interesting.

• Bright, colorful images depicting 
human interaction are particularly 
successful.

• An example? Check out this image 
from the city of Manor, Texas, which 
shows policemen helping stranded 
motorists. It’s a behind-the-scenes 
photo that shows people getting 
services from the city — and it 
received nearly 50 likes. 

• Here’s another example: Maryland’s 
Department of Natural Resources’ 
AccessDNR posted a photo of some 
beautiful scenery that received more 
than 300 likes. Consider posting 
natural scenes and landscapes from 
your state, city or county. 

News Feed Visibility*

* This is a simplified equation. Facebook also looks at roughly 100,000 other high-personalized factors when determining whatʼs shown.

I
Interest

Interest of the user 
in the creator

P
Post

This postʼs perfor-
mance amongst 

other users

C
Creator

Performance of past 
posts by the content 

creator amongst 
other users

T
Type

Type of post (status, 
photo, link) user 

prefers

R
Recency

How new is the 
post

https://www.facebook.com/cityofmanor/posts/10153141289398619
https://www.facebook.com/AccessDNR/photos/a.172235482828534.45970.171993416186074/876227132429362/?type=1&theater
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VIDEOS
Facebook now has an option to directly 
add videos to Facebook Pages instead of 
linking to them from another hosting site. 

Uploading directly to Facebook is the best 
way to post video content because of its 
faster load time, auto-play in the News 
Feed and more detailed statistics in Face-
book’s Page Insights. By adding videos 
directly to Facebook, you make it easy for 
users to find old videos from your page. 
Need help? Head here for instructions on 
how to add video to Facebook.

Here are some ideas on posting videos:

• Keep them short. Videos of less than 
three minutes generally perform 
best.

• Make the video informative, original 
(uploading something you don’t own 
could get it deleted) and compelling.

• Don’t create a video just for the sake 
of creating a video. Is the informa-
tion you want to share truly best 
conveyed in a video format or is text 
better? 

• You don’t need to be Ken Burns to 
create a good Facebook video. If 
the video is short, interesting and 
educational, it doesn’t have to be 
produced professionally. That said, 
do make sure the image and audio 
are clear.

• Consider interviewing a government 
employee who has an interesting 
and relatable story to tell on camera.

• An example? Check out this 
three-minute one from Federal Stu-
dent Aid. It explains what happens 
after you submit the Free Applica-
tion for Federal Student Aid. It has 
received 16,730 views and 286 likes! 

• Another example is this moving vid-
eo from the Washington, D.C., Fire 
and Emergency Medical Services 
Department’s page, in which work-
ers recall the devastating effects of 
a house fire. It’s gotten more than 
82,500 views and 390 likes.

TEXT POSTS
Videos and photos are wonderful ways to 
engage your constituents, but a simple text 
post can still be powerful. Here are several 
ideas and tips for optimizing text posts on 
Facebook to get the most responses and 
engagement from your fans: 

• Post consistently. Being consistent 
in the quality and types of posts 
you create can help people know 
what kinds of messages to expect 
from you and how they tie into your 
organization. A content calendar can 
help you plan ahead and make sure 
posts use a similar message each 
time. You can:

• Schedule posts for when most of 
your audience is online.

• Highlight days for major events or 
news.

• Create targeted messages that tell 
your story.

• Don’t post too little or too much. 
How much you should post de-
pends on every Page and the size of 
its audience; it’s impossible to give 
one-size-fits-all recommendation. 
You need to walk a line between 
informative and annoying, and only 
your own experience and tests will 
tell you where that lies. That said, we 
recommend that smaller govern-
ments post anywhere between once 
a day and three times a week.

• Post timely content. For example, 
post about issues that are in the 
news or if people are celebrating 
a holiday.

• Use conversational language. Leave 
the formal press release behind. 
Facebook is about a more casual, 
friendly tone.

• Respond quickly to comments on 
your posts to let fans know you’re 
listening to feedback.

• Break news. People like using Face-
book to let their friends know about 
important events happening in their 

https://www.facebook.com/help/154271141375595/
https://www.facebook.com/video.php?v=756877274393407&set=vb.182616238486183&type=2&theater
https://www.facebook.com/video.php?v=864009053642629&set=vb.181830495193825&type=2&theater
https://www.facebook.com/video.php?v=864009053642629&set=vb.181830495193825&type=2&theater
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community, so make sure your 
organization takes advantage of 
opportunities to post breaking news 
quickly. Don’t wait for the press 
release. And keep people updated 
as the story develops. When organi-
zations posted multiple updates in 
quick succession during a breaking 
news event, they saw a 10 percent 
increase in engagement.

• Be concise. People scroll through 
the News Feed quickly, so the chanc-
es they’re going to stop and read 
anything longer than a few lines are 
slim. Stick to important information 
and pay attention to your word 
count. Try to get to what’s relevant 
in your message before the text is 
truncated.

• Try crowdsourcing. Your citizens are 
smart — use the power of Facebook 
to ask for help when you seek to 
address their concerns. Effective 
crowdsourcing raises awareness 
about government initiatives while 
promoting civic engagement. 

• Ask a question. With text posts, your 
main goal and motivation should be 
to get people to comment and join 
the conversation. The best way to do 
this is by asking short questions that 
require a short answer.

• An example? See this one-line post 
from New Hampshire Governor 

Maggie Hassan that got 234 likes. 
She wasn’t afraid to be conver-
sational and cheer on her local 
sports team, and her engagement 
skyrocketed!

 
FACEBOOK Q&AS
What is a Facebook Q&A? It’s basically 
what it sounds like — a way for you to host 
a live question-and-answer session with 
your audience on your Facebook Page. It’s 
a simple way for you to engage with your 
audience directly from your posts. Think 
of it as a virtual town hall and encourage 
your mayor, the head of a department or 
anyone, really, to participate in a Facebook 
Q&A to show that you are interested in 
talking directly with your constituents. 

Here’s how it works: Your audience will 
ask you questions in the comments below 
your Q&A post. Questions that you answer 
will appear higher in the comments so 
your audience knows you’re listening.

Here’s how to host a Facebook Q&A:

• Pick a time. You can host a Facebook 
Q&A anytime on your Page. We 
recommend announcing when 
you’ll be doing the Q&A a few days 
beforehand so your fans know when 
to tune in. 

• Start the conversation. To get start-
ed, click the Q&A icon in the share 

menu at the top of your Timeline 
and then click “Start a Q&A” from the 
dropdown menu. Add a photo of the 
person hosting it and responding 
to the questions to personalize the 
post and prove authenticity. You can 
call for questions on a specific topic 
or leave the Q&A open for your 
audience to ask anything.

• Answer away. Audience questions 
will appear in the comments below 
your Q&A post. To answer, simply 
reply to the audience comments. 
Answer as many as you like — the 
pace is up to you. You do not have 
to respond to every question.

• Moderate. Page admins are able to 
moderate Q&As just like any other 
post on Facebook. You can remove 
comments or ban participants. 

• An example? Whitehall, Ohio, hosted 
a Facebook Q&A with its mayor, Kim 
Maggard. You can see the post and 
the conversation here.

• Another example is this Q&A from 
the mayor of Evanston, Ill. Head 
to page 26 to read a detailed case 
study about it.

Don’t see the Q&A option on your page? 
E-mail gov@fb.com to get access to it.

https://www.facebook.com/GovernorHassan/posts/942564379089702
https://www.facebook.com/CityofWhitehall/posts/838619376185039
http://www.cityofevanston.org/assets_c/2013/03/FacebookTownHall-15434.php
mailto:gov%40fb.com?subject=Access%20Request%3A%20Q%26A%20Option
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Your goal with Facebook is to reach the 
right people: your citizens and constitu-
ents. At times, you may want to use it to 
boost engagement with and awareness 
of a particular campaign, such as a new 
public safety drive or the launch of a 
website, or you may want to encourage 
people to take a particular action, like 
sign-up for a new program. 

One of the best ways to achieve those 
goals is through Facebook advertising. 
You can do this with any budget size, 
large or small. Advertising on Facebook 
allows government agencies the ability to 
reach a specific audience with messages 
that are tailored to them. 

You can either drive people to your Face-
book page to learn more information, 
or you can drive people off-Facebook 
to your website. What’s more, Facebook 
ads allow you to reach people beyond 
your fans – meaning that you can target 
people with a message, even if they don’t 
like your page.

For example, government officials may 
decide they want to run a Facebook ad 
campaign to drive people to a new web-
site about flu prevention. Then, the page 
manager can select the relevant target 
audience – in this case, people in areas 
with high instances of the flu—and if 
you’re in that audience, Facebook shows 
you the ad. 

You can create an ad right from the 
admin panel of your Page or you can use 
the Ads Create Tool, which walks you 
through the steps. 

Be specific about the audiences for 
different ads; people are more likely to re-
spond to a message crafted just for them.

To make sure your ads look great wherev-
er they’re seen on Facebook, check out  
this ads guide for detailed specifications, 
such as image dimensions.

In the following pages, we’ll detail some 
tips and tricks to maximize your ads — 
and your return on investment. However, 
the process for running effective ads is 
different for everybody, so we recom-
mend that also you check out this Face-
book page on advertising capabilities, and 
also get in touch with the Facebook team 
at gov@fb.com for personalized help on 
running campaigns. 

 
FACEBOOK ADS
Step 1: Pick an objective. 
The first thing you’ll want to do when 
launching a Facebook ad campaign is to pick 
your objective. You can build an ad campaign 
around any of the following goals: 

• Send people to your website.

• Increase conversions on your 
website.

• Boost your posts.

• Promote your Page.

• Get installs of your app.

• Increase engagement in your app.

• Reach people near your business.

• Raise attendance at your event.

• Get people to claim your offer.

• Get video views.

TIP # 2 

Ace Your 
Promotional 

Methods

https://www.facebook.com/business/ads-guide/?ref=fbbusiness
https://www.facebook.com/business/ads-guide/?ref=fbbusiness
https://www.facebook.com/business/products/ads
https://www.facebook.com/business/products/ads
mailto:gov%40fb.com?subject=Request%20for%20Help%20on%20Running%20Gov%20Campaigns
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Tip: Head to page 20 for a case study 
from the Florida Department of Health on 
how it launched a successful ad campaign 
that helped smoking cessation rates.

Step 2: Choose your ad creative and write 
your ad content. 
You’ll have the option of uploading up to 
six images so you can easily see which ad 
performs best and gets the most out of 
your advertising budget. The best image 
size to use for your ad depends on what 
type of ad you’re creating. Before you 
create your ad image, please visit the 
Facebook Ads Guide for specifications 
around the recommended ad image sizes 
for each ad type.

When creating ad content, follow these 
guidelines from Facebook: 

• Include a clear action you want your 
audience to take in the body text of 
your ad.

• Use a simple, eye-catching image 
that is related to your ad text.

• If you’re advertising a website, 
include your organization’s name 
or other key information in the 
headline.

Step 3: Pick your target audience.
Before creating an ad, know who your 
target audience is. Think about whom you 
want to reach, where they are, what their 
interests are and what their common 
behavior patterns might be.

1. Location: When defining your 
audience, you’ll start by selecting 
where you do business or where 
the people you want to reach are.

Tip: Facebook will default to your 
ad account’s country, but be 
sure to narrow your location to 
the cities or regions that match 
your audience. Remember, if you 
target more than one location, 
your ads are optimized for your 
campaign objective and may 
not necessarily be served evenly 
across locations.

2. Demographics: Next you’ll 
need to define the age and gen-
der of your target audience.

Tip: Facebook will default the 
audience to all ages. If your ad is relevant 
only to people in a certain age range, you 
should change it.

3. Interests and behavioral targeting: 
These choices let you focus on the people 
who will be most interested in your mes-
sage. Select a few interests that describe 
your audience.

Tip: Put yourself in their shoes. Are they 
interested in public safety? Do they like 
the outdoors? You can also define your 
audience based on their behaviors, such 
as digital activity, what devices they use, 
past or intended actions, or travel.

For example, if you’re advertising a 
healthy living app that’s available only on 
iOS, you can choose people interested in 
health and people who use an iOS device 
to access Facebook. This way, you’re 
focusing your budget to show ads to 
people who would be able to download 
the app.

4. Advanced connection targeting: Think 
about whether you want people who 
already know about your organization on 
Facebook to see your ad. For example, if 
you’re running ads to generate aware-
ness about an initiative, the fans of your 
page might already know about the ini-
tiative. You can exclude fans in advanced 
connections targeting.  

5. Custom Audiences and Lookalikes: 
With Custom Audiences, you can reach 
lists of people you already know by 
targeting based on email addresses or 
phone numbers. When you use Custom 
Audiences, you can choose to create a 
Lookalike Audience that targets people 
who are similar to your Custom Audi-
ences list. Lookalike Audiences help you 
reach people who are similar to your 
current audience for fan acquisition, 
site registration, off-Facebook clicks and 
brand awareness. Lookalike audiences 
can also be created off of the fan base of 
your page. 

MOBILE ADVERTISING ON 
FACEBOOK
As discussed earlier in this guide, Face-
book is a mobile-first company — and as 
such, its mobile advertising options have 
increased significantly. In fact, of the 1.32 
billion people who use Facebook each 
month, 399 million, or roughly a third, 
log in only with their phones. Addition-
ally, Facebook’s monthly user base has 
grown 14 percent year over year, while its 
mobile user base has grown much more, 
at 31 percent. So if you’re conducting an 
advertising campaign on Facebook, it’s 
smart to deploy mobile ads as well. 

The best thing for you to do? Since most 
people these days are viewing Facebook 
on their mobile devices, you should 
always make sure to run ads in the News 
Feed as well as the sidebar so you can 
guarantee your audience is seeing them, 
no matter the platform.

INTEGRATION OF 
MARKETING COLLATERAL
Paid advertising campaigns are just one 
way to raise awareness of your organiza-
tion’s Page. To make your investment go 
further, make sure your Facebook Page 
URL is on all of your external marketing 
collateral: Link your Page to your website, 
place the URL on printed marketing 
materials and mention your Facebook 
URL in TV and radio ads. This seemingly 
basic strategy can go a long way in getting 
more people to like your Page. 



12 A GovLoop Guide

You can achieve a lot on Facebook 
with thoughtful content and strategic 
advertising, but how do you know if you’re 
succeeding? How do you use data and 
information about your audience’s habits 
to your benefit? Two words: Facebook 
Insights. Specifically, you should take 
advantage of Facebook Page Insights and 
Facebook Audience Insights.

Use Page Insights to understand how 
people are engaging with your Page. You 
can:

• View metrics about your Page’s 
performance.

• Learn which posts have the most 
engagement.

• See data about when your audience 
is on Facebook.

With this information, you can look at 
each of your posts and see which have 
the most likes, comments and shares. 
You can use this information to create 
more of the types of posts your audience 
is interested in seeing. You can also pub-
lish your posts at the time of day when 
you’re likely to reach more people.

Facebook Audience Insights, on the 
other hand, provides metrics that let you 
understand your fans and the kind of 
posts that will interest and engage them. 
For example, you might be interested in 
learning more about the age and gender 
breakdown of your fans and the posts 
that have received the most engagement.

With these metrics, you can get to know 
the people who matter to your agency, 
so you can understand what matters to 
them. You’ll be able to learn about their 
specific locations, interests and behaviors, 
so you can create messages that will help 
your Page reach them more effectively.

Using Audience Insights, you can get ag-
gregate anonymous information such as:

• Demographics — Age and gender, 
lifestyle, education, relationship sta-
tus, job role and household size.

• Page likes — The top Pages your 
fans also like in different categories.

• Location and language — Where 
people live and what languages they 
speak.

• Facebook usage — How frequently 
people in your target audience log 
onto Facebook and what device(s) 
they are using when they log on.

And you can view this information for 
three groups of people:

• People on Facebook (the general 
Facebook audience).

• People connected to your Page or 
event.

• People in Custom Audiences you’ve 
already created (an audience made 
up of your current fans).

Audience Insights is different from Page 
Insights because it looks at trends about 
your current or potential customers 
across Facebook, whereas Page Insights 
looks at the interactions with your Page 
(i.e., likes, comments and shares).

Used in tandem, Page and Audience 
Insights give you powerful metrics and 
information to discover what your most 
popular content is, and if it’s reaching the 
right people.

In addition to measurement tools 
mentioned above, Facebook also has a 
partnership with Nielsen, which allows 
advertisers to measure whether you’ve 
reached your intended audience or 
whether your messages resonated with 
your target audience.

TIP # 3 

Measure Success

https://www.facebook.com/help/268680253165747
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As you set up your Page, it’s important to 
make sure the account is secure. Here 
are seven things you can do to help keep 
your account safe: 

1. Pick a strong password: Use a 
combination of at least six numbers, 
letters and punctuation marks.

2. Make sure your e-mail account(s) is 
secure.

3. Log out of Facebook when you use a 
computer you share with others.

4. Run antivirus software on your 
computer.

5. Add a security question to your 
account.

6. Use extra security features for your 
account, such as login approvals.

7. Think before you click or download 
anything.

If your Page does get hacked despite tak-
ing these precautions, it may mean that 
your personal account or the account of 
someone who works on your Page was 
hacked.

If it was your account that was hacked, 
head to this link to secure it. If you think 
someone else who works on your Page 
was hacked, please tell that person to go 
to the Hacked Accounts section of the 
Help Center to get immediate assistance.

TIP # 4 

Make Sure Your 
Page is Secure 

https://www.facebook.com/help/174775012577892
https://www.facebook.com/help/security/security_features
https://www.facebook.com/login/reauth.php?next=https%3A%2F%2Fwww.facebook.com%2Fcheckpoint%2Fcheckpointme%3Ff%3D113194692112762%26r%3Dweb_hacked
https://www.facebook.com/help/131719720300233


14 A GovLoop Guide

FACEBOOK 
SUCCESS 
STORIES

Tips from federal, state and local govies on how 
they’ve achieved Facebook success
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DEPARTMENT OF VETERANS AFFAIRS

FLORIDA DEPARTMENT OF HEALTH

HENRICO COUNTY, VIRGINIA

BURNSVILLE, MINNESOTA

EVANSTON, ILLINOIS

MENLO PARK, CALIFORNIA
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SUCCESS STORY 

Department of 
Veterans Affairs 

Communicating authentically with 

your users

The Department of Veterans Affairs looks 
to engage Facebook fans with a mix of 
content. Here are three tips from VA for 
great posts.

1. Educate and entertain. “We like to 
call our approach ‘sugar in medi-
cine,’” said Reynaldo Leal, VA Public 
Affairs Specialist. “A little bit of a 
sugar, a little bit of medicine. You 
have to give them the information, 
because that’s what you’re there 
for, but you can also give them daily 
content that your audience looks 
forward to.”

2. Post at different times of day. “We’re 
addressing veterans on a national 
level, so we have to find out what 
time are our veterans on, what time 
is our audience on,” Leal said. “Let’s 
say our last post went up at 3 p.m. 
ET. Well, we’ve just ignored everyone 
on the West Coast.”

3. Keep experimenting with what 
makes a successful post and what 
reaches your audience. “It’s an art, 
not a science,” said Megan Molo-
ney, VA’s Director of Digital Media 
Engagement. “We’ve taken a lot of 
pieces of like metrics and insights 
and we’ve sort of just put it into a big 
equation and sort of tried to do the 
best we can around it and experi-
ment.”

With nearly 800,000 fans and a mission of 
connecting with and honoring America’s 
veterans, The Department of Veteran 
Affairs Facebook Page must serve many 
masters. First and foremost, it must ed-
ucate veterans about important services 
and news without boring them or turning 
them away with too many irrelevant links.

So when a team needs to distribute 
important but somewhat dry information 
how does it keep the audience enter-
tained and coming back for more?

The team running the VA Facebook Page 
has developed a successful strategy. It’s 
found, through trial and error, that hu-
manizing posts, making content personal 
and analyzing Page metrics comprise the 
most successful approach. 

“We were never looking to be viral in any 
way, or do any specific campaign,” Leal 
said. “We just wanted to see who our 
audience was, and find out what they 
wanted, and try to give them that on a 
daily basis. So, by having our audience 
engaged on a daily basis, when we do 
have to distribute important information, 
the fans are already coming to our page 
because they like the other content we’re 
putting out on a regular basis.” 
 
One of the ways the VA Page makes sure 
to be an interesting content destination 
for veterans on Facebook is through a 
daily post called #VeteranOfTheDay.
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The VA team started these posts about a 
year ago. They feature a photo of a vet-
eran and a paragraph telling the story of 
how, where and why that veteran served.

“It’s our most popular segment,” said Tim 
Hudak, Staff Writer at VA. A recent #Vet-
eranOfTheDay post received more than 
14,600 likes and more than 3,400 shares.

“That feature is content that people look 
forward to and are also engaged with,” 
Leal said. “And in fact, it’s content that’s 
often audience-generated from people 
who are submitting veterans to be a part 
of the feature. So if we consider that our 
foundation of content for the day, and 
it’s so popular, and people are returning 
daily to see it, then everything we share 
on top of that, it is much, much more well 
received.”

The team often bases the #VeteranOfT-
heDay content around an editorial 
calendar, keeping in mind military 
anniversaries, dates of note and other 
important events. 

“For Women’s 
History Month, 
we will include 
a lot more 
women veterans 

and their histories of famous women 
veterans, like the first female Marine,” 
Leal said. 

Despite the extremely positive responses 
to this and other editorial features that 
VA has put up, the Page is not immune to 
negative comments or criticism. 

“We do have a social media posting 
policy,” Moloney said “Anything that is, 
say, bad language or racist we take down. 
But anything else — negative sentiments, 
or things we disagree with — we keep 
up. That’s important to keep up there 
because in a way, that’s your customer 
feedback, and even if it is negative you 
need to display it.”

“Obviously there are trolls out there, 
people who are going to say whatever 
they want to say,” Leal said. “But if you 
look at social media more as a one-way 
communication, which is outbound, and 
then turn it into something that’s more 
of a two-way form of communication, 

that is customer service. And we really 
try to do good customer service to serve 
our veterans. For example, if people post 
a concern or a negative thought, if we 
can, we’ll take their information, screen 
[capture] the issue, and send it over to 
our counterparts, and see what we can 
do for follow-ups.” 

The daily veteran feature is helping 
transform a bureaucracy into personable 
communicator. VA’s Facebook Page has 
succeeded among the veterans commu-
nity as a reliable destination for informa-
tion and inspiring content. 

“You just have to give your fans content, 
good content,” Leal said. “And you have 
to keep that conversation going and try 
as best as you can to understand where 
your audience is coming from.”

https://www.facebook.com/VeteransAffairs/photos/a.10150363885273178.359170.15408433177/10152754196863178/?type=1&theater
https://www.facebook.com/VeteransAffairs/photos/a.10150363885273178.359170.15408433177/10152754196863178/?type=1&theater
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SUCCESS STORY 

Florida 
Department of 

Health 
Leveraging Facebook ads for a 

tobacco-free Florida

Want to run a successful paid advertising 
campaign on Facebook? Florida’s hugely 
successful ‘Tobacco Free Florida” cam-
paign offers three important tips:

1. Clearly define your advertising 
goals. The team knew exactly what 
it wanted from the campaign and 
how it wanted Facebook to serve 
that purpose.

2. Target, target, target. The campaign 
made sure to zero in on specific de-
mographics and made the content 
relevant to that audience.

3. Don’t forget evaluation. The team 
consistently evaluated its results, 
which were especially useful because 
they were diverse and quantifiable 
and eventually helped the campaign 
gain buy-in from leadership.

From sharing weight loss tips to encour-
aging public safety initiatives, Facebook 
is a great place for organizations to 
encourage healthy lifestyles — and many 
state health departments are looking to 
use it as a platform to encourage citizens 
to make healthy decisions regarding 
personal care. 

One such state agency is the Florida 
Department of Health (DOH), which has 
successfully promoted its Tobacco Free 
Florida initiative through a Facebook 
advertising campaign. So, what’s made 
the Facebook venture so successful? We 
sat down with Shannon Hughes, Tobacco 
Free Florida Bureau Chief, to find out.

To run a successful Facebook campaign, 
the first step is having a clear idea of what 
your goals are, Hughes said. In this case, 
the goals for the broader Tobacco Free 
Florida media campaign were straightfor-
ward and well defined from the outset: 
The bureau wanted to prevent youth and 
adults from starting smoking; to promote 
quitting; and to eliminate secondhand 
smoke for all Floridians.

DOH officials realized that Facebook 
would be a highly useful tool in furthering 
their campaign goals. Overall, their social 
media plan positioned Tobacco Free 
Florida as trusted, relevant, and thorough. 
This strategy not only reached a larger 



The Government’s Guide to Using Facebook 19

audience, but also engaged the audience 
and advanced the campaign’s initiatives 
using dynamic, multi-dimensional online 
conversations that were unattainable with 
traditional media. 

So, their next step was to define 
Facebook’s role and contribution to 
the campaign goals. The team decided 
it wanted the Facebook campaign to 
increase brand awareness, drive people 
to the Tobacco Free Florida website, and 
educate the audience about tobacco-re-
lated facts.

Having clear objectives of what they were 
looking to do through Facebook helped 
officials know what their actions needed 
to be on a very specific level. 

So, what did they do next to achieve 
these goals?

First, Hughes and her team specifical-
ly targeted their Facebook audience. 
Although they wanted to appeal to a wide 
variety of demographic groups, their pri-
mary target was the cessation audience 
– adults 18 and up. “Facebook offers that 
kind of granular targeting,” Hughes said.

Well-targeted campaigns succeed on a 
number of levels. “We can be certain that 
the content we’re creating is hitting the 
people who are going to find it the most 
relevant,” explained Hughes. “By targeting 

in that way, we 
can ensure that 
our brand re-
mains relevant, 
and that what 
we’re doing is engaging. It makes our 
campaigns more efficient, because we’re 
only targeting those who will be interest-
ed in our content.”

Additionally, the Tobacco Free Florida 
team collected data and analyzed the 
results of the Facebook campaign as it 
progressed. The team examined a variety 
of metrics, rather than looking only at the 
number of likes or website hits. Team 
members chose to look at statistics that 
measured active engagement, not just 
audience size.

Repeatedly testing their efforts also helped 
the Tobacco Free Florida team under-
stand what was working and what wasn’t. 
There was no magic formula for hitting 
high markers on the statistics, Hughes 
explained — rather it was important to 
experiment and look at the outcomes.

The results came on various levels. On 
one level, the team collected Facebook 
statistics to see its reach and the level of 
engagement beyond the amount of likes. 
The team also made a lot of progress 
toward the campaign goals by encourag-
ing its audience to actively engage with 
the content on the Facebook Page. For 

DOH, the metrics that were relevant to 
judge engagement were diverse — video 
views, clicks to its website, comments and 
shares.

The other form of results the team looked 
at were tobacco use statistics among 
the Florida population to see how the 
message was being received. Florida has 
seen a massive drop in smoking rates 
among youth and adults. As of 2013, the 
year with the most recent data available, 
the adult smoking rate in Florida is 16.8 
percent of adults and 4.3 percent of 
youth, which is significantly lower than the 
national average: 17.8 percent of adults 
and 23.3 percent of high school students, 
according to the Centers for Disease 
Control and Prevention.

What’s a big bonus for an obviously suc-
cessful government Facebook campaign? 
Massive support from the top. “I’m happy 
to say that we have done such a great 
job with this program that there’s a high 
level of trust from the Media Marketing 
Manager for Tobacco Free Florida… all 
the way up to the State Surgeon General,” 
Hughes said. “They’re really pleased with 
this program.” 
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SUCCESS STORY 

Henrico County, 
Virginia  

Using Facebook for information 

distribution during inclement 

weather

Trying to grow your office’s Facebook 
reach, but don’t know what to post? Hen-
rico County, Va., officials have three pieces 
of sound advice on what type of content 
will increase the size of your audience:

1. Include good news as well as bad 
news. People appreciate useful 
information, even if it’s regarding 
difficult predicaments such as 
inclement weather.

2. Be active on Facebook every day, 
even if it’s not with original content. 
The county office found that even 
by sharing or liking posts from other 
Pages, the audience grew.

3. Don’t worry if you have a small staff 
and can’t micromanage your Face-
book Page. Being active once a day 
is still helpful, and drawing on other, 
related offices’ Facebook Pages will 
help bolster your content without 
requiring much time of your staff.

For many organizations, Facebook is a 
place to celebrate big wins and share 
events or causes that people are excited 
about. It’s not generally seen as a place 
to advertise the negative aspects of 
conducting daily governing affairs. There’s 
a natural tendency for many Facebookers 
to downplay life’s difficulties — no one 
wants to seem like a downer.

But it can be highly useful to share 
the negatives and the positives, and it 
will serve your organization well in the 
long run to be honest. Cristol Klevinsky, 
Management Specialist in the County 
Manager’s Office for Henrico County, Va., 
shared with us some insights into why it’s 
good for government to include all news 
on Facebook.

Henrico County wanted to grow its Face-
book presence, and Klevinsky took charge 
of making it happen. Eventually, the Page 
achieved strong growth and increased 
its following at an exponential rate. The 
winter of 2014 especially incited growth 
at a level the Henrico County Facebook 
team had never seen before. In January, 
it had 86 new followers, in February that 
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number was 57, and in March and 
April combined, it was 68. According to 
Klevinsky, these numbers were unusu-
ally high.

She said that her first inclination in 
tackling the goal of growing the audience 
was to publish “fun” posts exclusively. The 
county office found that her audience 
was responding well to positive, good-
vibes content. “Pictures go a long way.… 
For instance, the police division has a 
rabies clinic a few times a year, so I always 
put their information and a picture of 
a dog and a cat up there, and that of 
course has a really good reach,” she said. 

But then when the notorious winter of 
2013-14 hit, the county office found that 
serious posts helped grow the audience 
as well. “Some of it was very positive good 
news and people would like or share, and 
then it did draw some new followers,” 
Klevinsky said. “But a lot of it was related 
to the weather incidents we were having 
in the area.” People appreciated the infor-
mation because although it wasn’t fluffy 
and fun, it was useful.

And this finding doesn’t apply only to 
weather-related incidents, but also other 
types of posts. “In a day where everyone’s 
trying to be somewhat of an open book, I 
think it’s good that you can post or share 
good news and bad news related to your 
local government,” Klevinsky said.

What other factors allowed Henrico 
County’s Facebook Page to flourish? 
Klevinsky had some additional tips on 
how to grow an audience.

Because she represents a relatively small 
local government, there’s not always 
something of urgency or huge signifi-
cance to post on the Page. But that’s OK, 
she said. There are other ways to engage 
daily — and engaging each day is import-
ant, even if it’s not original content. 

“I go about either liking or sharing other 
organizations’ posts. And that in itself 
generates a lot of reach. It can come back 
and provide likes to your page,” she said. 

“Electronically supporting other organiza-
tions looks good on your locality.” It’s karma!

But at the same time, the Henrico County 
team has to balance the frequency of its 
posts. Local governments don’t always 
have large staffs, which can make it 
difficult to monitor and respond to a vast 
number of posts. 

Overall, Klevinsky has great hopes for even 
higher levels of Facebook popularity for 
Henrico County. “Being manned by a very 
small staff, I think we’re doing pretty well. 
I’m happy with our progress,” she said.
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SUCCESS STORY 

City of Burnsville, 
Minnesota 

How to host a virtual fire 

department ‘ride-along’ on 

Facebook

Thinking about a real-time “day-in-the-
life” campaign on Facebook? The city of 
Burnsville, Minn., made some key points 
gleaned from its hugely successful virtual 
ride-along with the local fire department:

1. Plan in advance. The team pro-
moted the campaign in advance 
and assembled facts, quotes and 
snippets to post in case the day of 
the event was uneventful.

2. Use videos, photos and trivia. These 
types of post generated much more 
attention than did plain text.

3. Think about what knowledge you’re 
trying to share, and use the campaign 
to educate the public. The Burns-
ville team wanted its audience to 
understand that the medical and fire 
response units were tied together.

Firefighters and other public servants have 
an undoubtedly alluring profession. But 
very few people know what’s it actually like 
to be a firefighter or a police officer on 
an everyday basis. “Day-in-the-life” social 
media campaigns can be a great outreach 
and engagement tool for government of-
fices looking to showcase the ins and outs 
of government and public service jobs.

We sat down with Carissa Larsen, 
Communications Specialist for the City of 
Burnsville, Minn., to talk about the virtual 
ride-along with the local fire department 
that she spearheaded.

First, Burnsville officials decided to invest 
in this campaign in the first place in order 
to educate people about the department. 
Specifically, they wanted people to know 
that the fire and medical services were 
one unit. This is useful information for 
citizens to have, because people had 
been confused when they called an 
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ambulance and firefighters came to their 
door. They also wanted people to know 
that as opposed to a volunteer-based fire 
department, theirs was a full-time, career 
organization.

Additionally, the city was trying to increase 
its engagement on social media. Its goal 
has been to conduct one interesting social 
media campaign every year, and officials 
had identified Facebook as an effective 
way of communicating with constituents 
and developing reach. A virtual “day-in-the-
life” campaign seemed like an interesting 
and educational way of engaging with the 
public and building their audience.

The process to execute this day in the 
life campaign was harder work and more 
hands-on than other daily social media 
activity, but Larsen wanted to draw our at-
tention to a couple of key features that she 
thought made it a successful undertaking.

 
 

First, the city advertised the event for 
only three or four days leading up to it. 
“We didn’t do a big lead time to promo-
tion because social media’s so fast that 
it didn’t make a lot of sense to remind 
people, or let people know weeks in 
advance,” she explained.

Also, the virtual ride-along didn’t exclude 
anything. Larsen posted about everything 
that happened for the firefighters from 8 
a.m. to 5 p.m. one day, including what they 
did for lunch and how they responded to a 
911 call from a man in cardiac arrest. 

It happened to be an eventful day in the 
field, but Larsen told us that the team had 
prepared facts and text ahead of time to 
post in case there were lags in activity.

Larsen published a variety of updates and 
found that trivia and photos got the most 
attention and engagement, as opposed to 
just text updates on what was happening. 

The trivia especially encouraged the audi-
ence to interact.

This virtual ride-along clearly took a lot of 
work and a great deal of advance planning, 
but it was worth it in the end, and the 
Burnsville results show that.

“Between the time we started promoting 
through the end of the event, we got 11 
new followers on Facebook and 20 new 
followers on Twitter,” Larsen said. “So for 
an event that only lasted a day, it increased 
our followers by 1 percent on Facebook, 
which doesn’t sound like a lot, but it was 
one day. For us, that was huge.”

Although it took a great deal of effort, the 
extra work paid off. Larsen is hoping to 
duplicate the campaign for other depart-
ments such as police and recreation, and 
for city construction crews.
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SUCCESS STORY 
City of Evanston, 

Illinois 
How to host a successful Facebook 

Q&A with your mayor

Want to run a successful Facebook ques-
tion-and-answer session with a member 
of your government? Evanston, Ill., offers 
these three important tips:

1. Promote the Q&A ahead of time and 
encourage people to submit ques-
tions in advance to fill any down time 
during the actual Q&A.

2. Have somebody typing responses 
and somebody sorting questions, 
so the main participant of the 
Q&A can focus on coming up with 
thoughtful answers.

3. Afterward, follow up with people 
whose questions you couldn’t get to 
— it’s a great way to show dedication 
and responsiveness to engaged users. 

Town halls and question-and-answer ses-
sions have long been a staple of democ-
racy in the United States. But how do you 
engage with your constituents in a digital 
world where they are harder to access — 
and your political leaders might be harder 
to access as well?

The mayor of Evanston, Ill., Elizabeth 
Tisdahl, decided to turn to Facebook. She 
and her team, including Luke Stowe, Digital 
Services Coordinator at the City Manager’s 
Office, decided to host a Facebook Q&A so 
citizens could ask her anything they liked. 

 “It was just a neat way to connect with our 
audience and the residents of Evanston,” 
Stowe said. 

And the residents seemed to think so, too. 
They asked several dozen questions on 
everything from bike safety to the status of 
a new grocery store development. 

A few examples of questions and answers 
are featured above. 



The Government’s Guide to Using Facebook 25

The questions didn’t come flowing 
in on their own, though. Stowe 
stressed that promotion ahead of 
the Q&A was a crucial part of the 
event’s success. He and the may-
or’s team also encouraged folks to submit 
questions before the event.

“We issued a news release, and we en-
couraged people to submit questions in 
advance, so that way we would have sever-
al questions to choose from to begin with,” 
Stowe said. “And then it would also give us 
time — if it’s a question that needed some 
data or some additional follow-up — it 
gave us a little bit of time to prepare for 
that. And if there ever was a quiet moment 
during the town hall, that was a great time 
for us to insert a pre-submitted question.”

The Q&A was a hit. “When we took a snap-
shot right after the town hall was over, I 
know the organic reach at that moment 
right when we ended was over 1,500 
people,” Stowe said. “Then we Storified it 

and then shared that on social media and 
on our website afterwards.”

Stowe said other tips for hosting a successful 
Facebook Q&A or town hall include:

Invite the press. “We had at least one 
reporter come to that particular Facebook 
town hall. So I think it’s just good from a 
transparency standpoint to invite the media 
to come. And they appreciate the ability to 
sit in on something like that as well.”

Have a team at the ready for typing and 
sorting questions. “We had myself and one 
other person basically typing the mayor’s 
responses, so we would read the question 
to the mayor, she would respond, and 
then I would start typing up the answer, 
and then my colleague who was also help-
ing me, she would ask the next question. 
That sped it up a little bit, so the mayor 

wasn’t having to wait for me to finish typ-
ing my answer.”

Use it as an opportunity for citizen fol-
low-up. During the one-hour town hall, the 
mayor couldn’t get to everyone’s question. 
“We followed up with them later, maybe 
e-mailed them or messaged them through 
Facebook to further answer their question 
or do a follow-up or submit a service 
request.”

Stowe and the mayor are planning an-
other Facebook Q&A for 2015. Other city 
officials might do the same thing. 

“We might even conduct it with a depart-
ment head,” said Stowe. “Let’s say the 
police chief or the director of public works. 
We think it would be really interesting.”
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SUCCESS STORY 

City of Menlo 
Park, California 
Using Facebook video to turn a 

negative into a positive

From posting videos to keeping readers 
coming back for content, the city of Menlo 
Park has several tips for how to maintain 
and active local government Facebook 
page.

1. Be mindful of the pace of posts. “I 
don’t want to do 20 posts in one 
week and three the next,” said Clay 
Curtin, Assistant to the City Manager. 
“Try to be consistent.”

2. When posting video, try uploading 
directly to Facebook instead of 
YouTube. “We uploaded our video to 
both Facebook and YouTube – it got 
almost no traction on YouTube.”

3. Don’t be afraid of paid ads, even if 
you have a small budget. “We boost 
posts and do paid ads more now,” 
said Curtin. “For instance, we recently 
posted a family fitness event, so we 
targeted the audience of that ad 
down to specific fitness and family 
groups and got good return.”

What happens when a Tree City USA 
community, known for its protection of 
heritage trees, decides to take down a 
popular, ancient oak? 

In most communities, there would be 
long-lasting outrage and rebukes. But if 
you’re the city of Menlo Park, California, 
you might turn to a lively Facebook video 
to change the course of the conversation.

In October of 2014, a prized Italian 
stone pine in the city’s Fremont Park was 
removed because it posed an imminent 
hazard due to root failure and a severe 
lean that gave the tree much of its unique 
character. The community was in uproar 
about this removal. 

“We’re a community that is very protective 
of its trees,” said Clay Curtin, Assistant to 
the City Manager of Menlo Park, who runs 
the city’s Facebook page. “Normally we 
give 15-day notice when a tree has to be 
removed, but in this case the danger of 
the tree falling was quite imminent and 
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we had to get it out of there more quickly 
than normal.” 

Curtin said this caused a great deal of 
commotion in the community. “We even 
had a man show up and chain himself to 
the tree before it was taken down, which 
almost resulted in his arrest.”

Nevertheless, the tree came down, and 
negative comments started flowing in on 
social media. To help combat the problem 
and start a more positive conversation, the 
city’s public works department brought in 
a chainsaw artist who carved the stump 
of the tree into a bench and whimsical 
artwork – then posted a native Facebook 
time-lapse video of the work to the city 
Facebook page.

The video worked to shift the conversa-
tion. It’s since received over 4,100 views, 
nearly 250 likes, and dozens of comments, 
including the following:

I had been wondering why it had suddenly 
been taken down, and am relieved to see 
art springing out of the remnant! 

This is such a cool video! Love the recycling 
of the tree, too! 

Italian stone pines break away branches all 
the time, so better to get rid of the hazard, 
and make something good from it!

Curtin said the posting of the video using 
the Facebook platform was crucial to 
changing the conversation.

The video was posted to YouTube and got 
56 views – and Curtin said where the con-
versation really took off was on Facebook. 

“We typically don’t get too many com-
ments, but it really started a conversation 
on Facebook,” he said. “The Facebook 
video platform is great. I feel like by post-
ing there, people are much more likely to 
interact with you.”

https://www.facebook.com/video.php?v=679013798878709&set=vb.409460145834077&type=2&theater
https://www.facebook.com/video.php?v=679013798878709&set=vb.409460145834077&type=2&theater
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A PUBLIC- 
SECTOR 

FACEBOOK 
FAQ

GovLoop asked our public-sector audience for the 
questions they most wanted answered by Face-

book. Below are the top 10 most-asked questions 
about Facebook Pages by the public sector — and 

answers straight from Facebook.

1. Is it legal to ban users from Facebook on a public government page?

3. How do you turn off ratings and check-ins?

2. Is there a way to approve comments to posts prior to them appearing?

While Facebook permits the banning of someone from a Page, this is a question best put to your legal counsel. Remember 
that when you ban someone from your Page, you aren’t banning him or her from Facebook. Just as you wouldn’t allow a pro-
tester to sit in your office, but would allow them to protest on the sidewalk, you don’t necessarily have to allow anyone to be 
on your Page. But again, each government will need to work with its legal counsel to determine what works best for it.

To remove ratings and check-ins you must remove the address from your Page. You can do this by going to your Page’s 
“About” section and choosing to edit the address. Should you wish to keep the address, you can report any reviews that don’t 
have anything to do with your Page by following the instructions here: https://www.facebook.com/help/439579999521224 

There is not. Real-time engagement is part of what makes content on Facebook so successful. You can turn on the profanity 
filter in your settings or put words in the moderation blocklist so they don’t appear on your page. You can find out more about 
that here: https://www.facebook.com/help/131671940241729 

https://www.facebook.com/help/439579999521224
https://www.facebook.com/help/131671940241729
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5. How can Pages interact with other Pages? 

7. Why can’t the city claim the location page and when people check-in have it go to 
the official site?

4. What archiving capabilities does Facebook offer?

6. Why don’t you allow the creation of a business or organization Facebook Page that’s 
not tied to a personal account?

8. What’s the best way for a government Page to get verified?

9. Why can’t there be special rules or advertising rates for nonprofits or governments?

10. How can I ensure the right people are seeing our content on Facebook?

Choose to use Facebook as the Page you manage and then comment on the other Pages’ posts. You can find instructions on 
using Facebook as a Page here: https://www.facebook.com/help/168135343245607 

Location Pages are Pages created by Facebook to help users find all the information they might want about a certain location. 
We don’t allow any single person or organization to own these as there are many that could legitimately say they have a right 
to the location Page. Instead, we ask each organization to be specific on who they are in their Page name.

Facebook doesn’t offer any archiving capabilities for Pages. However, there are a few other options to consider:

• Don’t do anything extra and just search for posts on the Page should you get a request.

• On a monthly or quarterly basis, do a page post export in Page Insights, which offers links to every post done in that time 
period as well as the text. Save this somewhere on your own servers.

• Take a screen shot of every post and save it either in a folder or a Microsoft Word document. 

• Use a third-party source, such as ArchiveSocial. But know that there is a cost associated with this service.

Shared logins or logins not attached to a personal profile are very insecure and have led to many problems for Page manag-
ers. Because of this, we now require Page admins to use their personal accounts to manage a Page. If every admin has our 
security settings turned on (more info here), then this is the safest way to manage a Page. Moreover, we offer many options 
for admins to make sure they are using Facebook as the Page and not their personal profile.

Submit a request to gov@fb.com and we will evaluate it based on our criteria. 

Facebook offers many free tools for organizations. We want to help nonprofits and governments understand the best practic-
es for sharing quality content that will help them reach more people.

Use your Page insights on a regular basis to see how many people your posts are reaching each week, and which individual 
posts are getting the most engagement. Continuously test and refine the types of content you post to make sure it’s something 
your fans want to see and find valuable. Facebook ads are a great way to ensure your content gets in front of the right people. 

https://www.facebook.com/help/168135343245607
https://www.facebook.com/help/379220725465972/
mailto:gov%40fb.com?subject=Government%20Page%20Verification
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THE  
GOVERNMENT’S 

GUIDE TO USING 
FACEBOOK:  
RESOURCES

This guide is 31 pages chock-full of useful, relevant 
and digestible information aimed at getting your 

Facebook Page running at its full potential. But 
we know that we aren’t able to cover absolutely 

everything. To help you out a little bit more, we’ve 
created this list of links to other resources that 

will give you additional information and answers. 
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NEXT STEPS:  
THE FACEBOOK FOR GOVERNMENT CHECKLIST
Are you doing everything you can to make your organization’s Page the best it can be? Use 
this easy 11-step checklist to make sure you’re following our tips.

LINKS FROM FACEBOOK:  

• Facebook Help Center

• Getting started building a Facebook 
Page 

• Facebook’s glossary of terms

• Facebook’s glossary of ad terms

• More details on using Page Insights

 

• Facebook Media (this is officially a 
microsite geared toward news or-
ganizations, politicians and brands, 
but contains many helpful tips for 
government Pages, too)

• Facebook resources for creating ads

• Facebook’s newsroom (info about 
latest updates and press releases)

 □ Make sure your Page imagery is on point (add an updated cover photo and profile photo that 
are properly sized and visually interesting).

 □ Rewrite your About section to be pithy and up-to-date.

 □ Try out a content calendar to optimize posts.

 □ New to Facebook ads? Try boosting a post. 

 □ Run an insights report. It will provide information that will help your posts by cuing you in to what 
time your audience is visiting your Page, the top three most popular posts of the past month 
and the basic demographic makeup of your audience. 

 □ Test out adding a video directly to Facebook. 

 □ Make sure you’re responding politely and relevantly to citizen questions and comments on your 
Facebook page — even if the comments are not positive.

 □ Check your security settings and update the password to your personal account. 

 □ Identify someone to be the focus of an upcoming Facebook Q&A. It could be your mayor, a de-
partment head or anybody of interest to your community.

 □ Update your terms of service language and commenting policy to match your goals.

 □ Download the Facebook Pages Manager app so you can access your Page, even on the go.

https://www.facebook.com/help/
https://www.facebook.com/help/364458366957655
https://www.facebook.com/help/364458366957655
https://www.facebook.com/help/219443701509174/
https://www.facebook.com/help/447834205249495/
https://www.facebook.com/help/336893449723054/
http://media.fb.com/
https://www.facebook.com/business/products/ads
https://newsroom.fb.com/
https://www.facebook.com/help/261725130600682/
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government.” We aim to inspire public-sector professionals by 
serving as the knowledge network for government. GovLoop 
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advancing government careers. GovLoop is headquartered in 
Washington, D.C., with a team of dedicated professionals who 
share a commitment to connect and improve government.
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Founded in 2004, Facebook’s mission is to give people the power 
to share and make the world more open and connected. People 
use Facebook to stay connected with friends and family, to 
discover what’s going on in the world, and to share and express 
what matters to them.
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resource for public-sector professionals.
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Social Media and the Courts:  Innovative Tools or Dangerous Fad?   
A Practical Guide for Court Administrators1 
By Norman H. Meyer, Jr.2 
 
 
Abstract:  
 

This article gives a comprehensive overview of what social media are, why social media are important in society and the 
courts, how social media can be used effectively, what social media platforms are well-suited to the courts, what 
problems can arise, and how to proactively deal with such problems.  In the early years of social media use in the courts 
there was a lot of skepticism.  As we have gained experience most problems have been shown to be less severe or have 
been solved.  Meanwhile, many usage advantages have become apparent.  Research in the United States has shown 
that judges are increasingly supporting social media use by themselves and their courts, and are less concerned about 
problems and compromising ethics. 
 
The courts hold a special place in government as impartial arbiters of legal disputes.  We, as court leaders, must fulfill the 
public’s trust in us to achieve the highest level of service while upholding the rule of law.  As we have seen, social media 
are excellent tools to make this a reality—the challenge is to securely and effectively leverage these tools in the court 
setting.  
 
Keywords: social media, court administration, ICT's, courts and the public 
 
 

1. Introduction 
Overheard at a recent court conference: 
 
Court Administrator 1:  “I can’t wait to have my court start using social media!  Think of all the great things we can do to 
engage citizens and provide better service.” 
 
Court Administrator 2:  “What a terrible idea!  Social media are just another fad that will expose your court to hackers, 
ethical problems, and be a big drain on resources.” 
 
Who is right here?  Actually, both of these administrators have good points.  This article will explore the subject and 
recommend a practical course of action for courts using social media. 
 
2.  Why are social media important? 
The world is in the middle of a technological and communications revolution.  Virtually all courts are engaged with 
technology, even if the only technological tools in use are telephones.  As the world increases its use of, and dependence 
on, technological tools, so will the courts.  For example, in 2011 it was noted in this Journal that the CCJE (Conseil 
Consultatif de Juges Européens /Consultative Council of European Judges) “…welcomes IT as a means to improve the 

                                                 
1 This article is substantially based on the author’s extensive research, writing, and experience using social media (personally and 
professionally), as well as presentations on the subject made at the U.S. Federal Judicial Center’s conference for U.S. District & 
Bankruptcy Courts’ Clerks and Chief Deputies (May, 2013), the IACA international conference held in The Hague (June, 2012), and the 
NACM annual conference held in Las Vegas (2011).  However, this article does not fully address legal questions and analysis, for 
which the reader should look elsewhere. Special thanks go to Professor Anne Wallace in Australia for providing excellent advice as well 
as sharing her research and publications, and to Nora Sydow of the National Center for State Courts in the U.S. for her collaboration on 
the FJC program and continued work in the area of social media (http://www.ncsc.org/Information-and-Resources/Social-
Media/Managing-Social-Media.aspx). 
2 Norman H. Meyer, Jr., Clerk of Court, United States Bankruptcy Court for the District of New Mexico since 2001 
(http://nmb.uscourts.gov/), 500 Gold Avenue SW, Albuquerque, NM, 87102, USA, Telephone:  1-505-348-2450, Fax:  1-505-348-2445, 
norman_meyer@nmcourt.fed.us. http://www.iaca.ws/norman-meyer.html 
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administration of justice, for its contribution to the improvement of access to justice, case-management and the evaluation 
of the justice system and for its central role in providing information to judges, lawyers and other stakeholders in the 
justice system as well as to the public and the media. The CCJE encourages the use of all aspects of IT to promote the 
important role of the judiciary in guaranteeing the rule of law (the supremacy of law) in a democratic state…”3 
 
At present there are several major technological trends to which all courts must respond: 
  
1.        Mobile computing  
2.        Cloud computing  
3.        Big data and analysis  
4.        Electronic records management systems (ERMS) 
5.        Social media4  
 
Mirroring this list, the influential Gartner Group has identified the convergence and mutual reinforcement of four 
interdependent trends:  social interaction, mobility, cloud, and information, and labeled these the “Nexus of Forces.”5   
 

Nexus of Forces: Reshaping the Future 

 
 
We see that social (“new”) media use is one of several critical factors, and which continues to explode worldwide.6  For 
instance, Facebook now has 1.23 billion monthly active users, and over 80% are outside of Canada and the United 
States.7  Google may be the #1 Internet search engine, but YouTube is #2, and every minute 72 hours of video are 
uploaded to this platform.8  At the same time, legacy media (e.g., newspapers, magazines, television, and radio) are in 
decline.9  Clearly, there is a massive shift in how people access, share, and otherwise use information in the digital age – 
and governmental entities, including the courts, must adapt to this reality.  “The benefits of social media have been well 
documented in the public sector. From soliciting new ideas and opinions on Facebook to sending out key announcements 
through Twitter, social networks have become vital communication mediums for government agencies.”10  In addition, in 
an age where courts may be increasingly subject to scrutiny and, at times, unjustified criticism, social media can play an 
important role in ensuring the dissemination of accurate and effective information.  “There was a time when the work of 

                                                 
3 “Technology In Courts In Europe: Opinions, Practices And Innovations,” by Dory Reiling, International Journal for Court Administration 
(IJCA), Vol. 4 No. 2, June, 2012, page 1; http://www.iaca.ws/ijca-vol.-4-no.-21.html  
4 Written correspondence, March 2014, between the author and Jim McMillan, Principal Court Management Consultant and editor of 
the "Court Technology Bulletin" blog (http://courttechbulletin.blogspot.com/), the National Center for State Courts, Williamsburg, VA, 
USA (http://www.ncsc.org/).  
5 http://www.gartner.com/technology/research/nexus-of-forces  
6 “The Internet Then and Now Infographic,” by Marianne Gallano, Socialnomics, February 2014; 
http://www.socialnomics.net/2014/02/04/infographic-the-internet-then-and-now/ ; see also the “Social Media Revolution 2013” video 
cited in note 8 below. 
7 http://newsroom.fb.com/Key-Facts  
8 A very entertaining video about the explosion of social media around the world (with many eye-opening statistics) can be found at:  
http://www.socialnomics.net/2013/01/01/social-media-video-2013/  
9 “Borrell Looks Into Future Of 'Legacy Media,” Borrell Media Group, January 2014;  http://www.allaccess.com/net-
news/archive/story/125689/borrell-looks-into-future-of-legacy-media ; “Pew Report Shows Traditional Media in Decline,” Broadcasting & 
Cable/New Media LLC, January 2010;  http://www.broadcastingcable.com/news/programming/pew-report-shows-traditional-media-
decline/36206  
10 “What Does Your Lawyer Want You to Know About Social Media?” Government Technology Magazine, February 2013, 
http://www.govtech.com/e-government/What-Does-Your-Lawyer-Want-You-to-Know-About-Social-Media.html  
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courts was accepted without substantial criticism and the Attorneys-General of modern democratic states would speak up 
for and defend the courts. Those times are long past.”11 
 
It is apparent that in this context social media are, in fact, a powerful technological trend for the courts to consider.  How 
so?  Social media can be a powerful tool that saves money and time while increasing public accessibility, accountability, 
and transparency.  Garrett Graff, editor of the Washingtonian Magazine, advises court leaders that they “must not only 
learn how to communicate with new tools; they must also envision new means of judicial engagement with the public 
through the new social media that can further advance the legitimacy of courts in a democratic society.”12  And the Hon. 
Marilyn Warren, Chief Justice of the Victoria Supreme Court, Australia, also urges courts to embrace social media:  
“Technology and social media provide an exhilarating opportunity for the Courts to tell the public we serve who we are, 
what we do, how we do it and why the rule of law matters.”13 
 
3.  What are Social Media? 
However, what exactly do we mean by social media?  Social media are: 
 

• Internet-based tools that enhance the sharing of information. 
• Software whose goal is to maximize user accessibility and self-

publication. 
• A blending of technology and social interaction for the co-creation of 

value. 
• Examples include Facebook, LinkedIn, Twitter, Wikipedia, YouTube, 

and Yelp.14 
 
Social media applications can be categorized into several main zones: social 
and professional networking (e.g., Facebook &  LinkedIn); publishing of 
information via blogs (short for “web log”), micro-blogging (e.g., Twitter), and 
wikis (e.g., Wikipedia);  sharing of information via social bookmarking (e.g., 
Digg) and  multimedia, including photos and videos (e.g., Flickr, Instagram, 
and YouTube); and discussing topics of interest (e.g., Quora), including  
threaded discussions (chronological message exchanges in a hosted online 
discussion group).15 

*graphic used by permission 
 
An essential factor to consider regarding social media is how and where we access the various formats.  First, because of 
the growing ubiquity of  Internet availability (estimated to be 66% of the world’s population at present) and the explosion of 
mobile devices capable of accessing the Internet (see Trend #1 above),16 in essence people can and do use social media 

                                                 
11 “Trial by Tweet? Findings on Facebook? Social Media Innovation or Degradation? The Future and Challenge of Change for Courts,” 
By Dr. Pamela D Schulz and Dr. Andrew J Cannon, International Journal for Court Administration, February 2013, page 1; 
http://www.iaca.ws/ijca-vol.-5-no.-1.html .  This article is an excellent exposition of the subject of social media as an essential 
component of discourse in the “public square” that the courts must engage; a version of this paper was also presented at the 2012 
IACA International Conference in The Hague, Netherlands, as part of a session moderated by the author of this article. 
12 “Courts are Conversations:  an Argument for Increased Engagement by Court Leaders,” Garrett Graff, Harvard Kennedy School, 
2012.  http://www.ncsc.org/services-and-experts/court-leadership/harvard-executive-session/courts-are-conversations-an-argument-for-
increased-engagement-by-court-leaders.aspx.  This site also has an excellent video interview of Mr. Graff on this subject. 
13 Remarks of the Hon. Marilyn Warren AC, Chief Justice of Victoria, Australia, on the occasion of the 2013 Redmond Barry Lecture on 
Open Justice in the Technological Age, 21 October 2013 
14 http://oxforddictionaries.com/view/entry/m_en_us1443359#m_en_us1443359;  http://en.wikipedia.org/wiki/Social_Media  
15 Resource Packet for Developing Guidelines on Use of Social Media by Judicial Employees, Committee on Codes of Conduct Judicial 
Conference of the United States, Administrative Office of the United States Courts, pages 9 - 12, April 2010; 
http://www.uscourts.gov/RulesAndPolicies/CodesOfConduct.aspx.  
The links below provide basic information about social media platforms which may be helpful: 

• A portal that links to one page descriptions of a variety of social media platforms. http://www.nyu.edu/life/student-
life/hashtagNYU/social-media-explained.html  

• Brief explanations about some of the big sites: http://webtrends.about.com/od/socialnetworking/a/social_network.htm  
• This page uses analogies to explain 6 major social media platforms. http://blog.firebrandtalent.com/2011/06/at-last-how-to-

describe-social-media-to-your-mum/  
• A donut analogy to explain the purpose behind a number of major social media platforms. http://www.geek.com/geek-

cetera/social-media-explained-with-donuts-1466613/ 
16 “The Future of Mobile Infographic,” by Maria Onzain, Socialnomics, February 2014; 
 http://www.socialnomics.net/2014/02/10/infographic-the-future-of-mobile/  
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almost everywhere they go in ever-increasing percentages of the population.17  This includes their homes, work locations, 
and anywhere else in between.  Social media can be accessed from personal computers at a desk and from mobile 
devices, such as smart phones and tablets.  But, just because the Internet and social media platforms are accessible, why 
are such a high percentage of people using social media? 
 
There are several societal forces and expectations that are driving factors behind the extensive use of social media: 
 

• Digital natives. 
• “Millennials”18 who primarily communicate via social media. 
• E-mail and static websites are becoming outdated. 
• The public has a speed of service, or “drive-through” mentality. 
• The public has a self-service approach to life (including self-represented litigants). 

 
The first two bullet points not only reflect the accelerating penetration of technology in the world, but also the fact that over 
50% of the world’s population is under 30 years old.19  In developed countries, this group has grown up not knowing a 
world without personal computers, and the youngest cohort cannot remember anything before the Internet.  “To the 
children of this connected era, the world is one giant social network.  They are not bound—as were previous generations 
of humans—by what they were taught.  They are limited by their curiosity and ambition.”20  The result is a population 
significantly composed of “digital natives” who often primarily communicate via technological means.21   
 
That leads to the third point, wherein the younger generation is abandoning the routine use of e-mail and traditional 
websites (which are usually very non-interactive, with static information), and embracing social media to share 
information, keep up with current events/news, etc.22  So, what do the younger population use instead?  Text messaging, 
electronic chat, Facebook, Twitter, and beyond!  This trend has been going on for several years now.23 
 
Modern life moves at a faster pace than ever before.24  This leads to the public’s expectation that interactions with 
businesses, government, and other entities will be quick and achieve a fast resolution – and be available in a mobile 
manner, 24x7.  This is sometimes called the “drive-through” mentality (using a label for not having to get out of one’s 
automobile at many businesses, including restaurants and banks, thus saving time).  Similarly, the public increasingly has 
a DIY (“do it yourself”) approach to life.25  At least in the United States courts, DIY may be reflected, at least in part, in the 
high rates of self-represented (pro se) litigants in a wide range of case types.  These include domestic relations/divorce (it 
is estimated that over 60% of such cases have at least one party who is self-represented), landlord-tenant, petty offense, 
and personal bankruptcy cases.26  Many courts in the U.S. have established successful “self-help centers” in response to 

                                                 
17 “Social Networking Reaches Nearly One in Four Around the World,” eMarketer, June 2013; 
 http://www.emarketer.com/Articles/Print.aspx?R=1009976 .  The author once made a blog entry from his smartphone on a boat in the 
middle of Lake Baikal, Siberia, Russian Federation! 
18 “Millennials” refers to a demographic group of persons who were born between the early 1980’s and early 2000’s; 
http://en.wikipedia.org/wiki/Generation_y.  
19 http://www.census.gov/population/international/data/worldpop/tool_population.php  
20 “10 Years After Facebook Launched, Social Media is Only Beginning to Shake Up the World,” Vivek Wadhwa, The Washington Post, 
February 3, 2014; http://www.washingtonpost.com/blogs/innovations/wp/2014/02/03/10-years-after-facebook-social-media-is-only-
beginning-to-shake-up-the-world/  
21 For an interesting analysis there is a new book,  The App Generation, by Howard Gardner and Katie Davis, October 2013, Yale 
University Press; http://appgen.yupnet.org/  
22 “Email Use Is On The Skids Among Teens: Study,” Huffington Post,  February 2012; 
  http://www.huffingtonpost.com/2012/02/10/teens-email-use-study_n_1268470.html. “E-Mail Gets an Instant Makeover,” by Matt 
Richtel, The New York Times, December 2010;  
http://www.nytimes.com/2010/12/21/technology/21email.html?_r=0.  “Facebook: What We Love To Loathe,” by Kristin Burnham, 
InformationWeek, February 2014; http://www.informationweek.com/software/social/facebook-what-we-love-to-loathe/d/d-id/1113699?  
23“Text Messaging And Facebook Replace Email For Younger Generation,” CityTownInfo, January 2011; 
http://www.citytowninfo.com/career-and-education-news/articles/text-messaging-and-facebook-replace-email-for-younger-generation-
11010602  
24 “World's cities step up pace of life in fast lane,” by Kate Kelland, Reuters, January 2007; 
   http://www.reuters.com/article/2007/05/02/us-pedestrians-speed-study-idUSL0235779220070502  
25 http://en.wikipedia.org/wiki/Do_it_yourself  
26 “The Task Force to Expand Access to Civil Legal Services in New York,” New York Unified Court System, November 2011; 
 http://www.nycourts.gov/ip/access-civil-legal-services/PDF/CLS-2011TaskForceREPORT_web.pdf.   
“Self-Represented Litigants in Family Law: the Response of California’s Courts,” by Bonnie Hough, California Law Review, vol. 1, 
January 2010; http://www.courts.ca.gov/documents/01_15_Hough.pdf.  
“By the Numbers--Pro Se Filers in the Bankruptcy Courts,” The Third Branch newsletter, October 2011, 
   http://www.uscourts.gov/news/TheThirdBranch/11-10-01/By_the_Numbers--Pro_Se_Filers_in_the_Bankruptcy_Courts.aspx.   
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this rise.27  In addition, DIY-litigants will likely expect the judiciary to offer social media to them as part of their interactions 
with the courts (descriptions of such uses are described in depth later in this article). 
 
A recent global development is the use of social media to communicate when traditional means are not available.  
Examples are where a country’s communication infrastructure (e.g., land-line telephones) is not reliable, or when a 
government restricts access to traditional infrastructure.  Under these circumstances, the public, along with both private 
and public sector entities, will do their best to find alternate means to communicate.28  The solution is often social media 
accessed through cellular phone systems and Wi-Fi Internet connections.  Another global phenomenon is the use of 
social media to rapidly mobilize a constituency, such as during mass public protests in countries like Nigeria, Egypt, 
Turkey, and Ukraine.29  The recent Winter Olympics in Sochi, Russia were a good demonstration of how people used 
mobile communication devices and social networking platforms to bring world-wide attention to a wide range of content.  
From serious topics to highlighting amusing situations, the lesson we take from this is the public is watching everything 
around them and publishing information that they think is valuable.  Courts must realize that this spotlight can be 
shined on them at any time, and often when it is least expected.30  At a minimum, courts must proactively prepare for 
such scrutiny – the “Trial by Tweet” article in the February 2013 edition of this Journal is highly recommended reading on 
this subject.31 
 
The widespread use of, and expectations regarding, mobile computing and social media by the public make it increasingly 
imperative that courts not only pay attention to these phenomena, but also take advantage of social media opportunities to 
better meet the needs of the consumers of court services (litigants, attorneys, witnesses, jurors, news media, other 
government agencies, etc.).  All of this can be seen as an extension of the ongoing conversion to electronic filing and 
access to court records.  
 
 
4.  Social Media and the Courts--a Cultural Clash? 
It is important to understand how social media fit into the traditional nature of how courts function.  In 2010, the 
Conference of Court Public Information Officers (CCPIO) in the United States published the first of what have become 
excellent annual reports on the use of “New Media” in the courts.32  In the first report, the CCPIO observed that there are 
“three characteristics of new media that contrast sharply with basic characteristics of the judiciary.” 
 

3 Ways “New Media” are Different 

New Media Judiciary

Decentralized/Multidirectional Institutional/Unidirectional 

Personal/Intimate Separate/Independent 

Multimedia Textual

 
Decentralized and multidirectional. One of the defining characteristics of the new media is that they are 
multidirectional and decentralized. In more theoretical terms, new media are described as the third and 
most recent of what are essentially only three possible communications media: (i) interpersonal media as 
“one to one,” (ii) mass media as “one to many” and, finally, (iii) new media or “many to many.” …Contrast 
this with the traditional institutional and unidirectional judicial culture and way courts have operated. 
…The essence of their fundamental mission, resolving disputes, requires that courts very often 

                                                                                                                                                                                     
A good resource on SRL’s can be found at http://www.ncsc.org/Topics/Access-and-Fairness/Self-Representation/Resource-Guide.aspx 
27 For example, see the services and materials of the author’s court:  http://nmb.uscourts.gov/self-rep/understanding-bankruptcy  
28 For instance, protestors have been using “Zello,” a walkie-talkie type app, in the Ukraine and Venezuela: “Zello App Gains Popularity 
With World's Protesters,” NPR, March 2014; 
http://www.npr.org/2014/03/05/286126479/zello-app-gains-popularity-with-worlds-protesters   
29 http://www.nytimes.com/2014/03/20/opinion/after-the-protests.html?emc=edit_tnt_20140319&nlid=19284303&tntemail0=y&_r=0  
30 Here's a video looking at the top 12 social media moments from the 2014 Olympics: 
   http://www.washingtonpost.com/posttv/business/technology/social-media-recap-from-the-sochi-games/2014/02/22/ba49ec76-9c03-
11e3-8112-52fdf646027b_video.html  
31  “Trial by Tweet? Findings on Facebook? Social Media Innovation or Degradation? The Future and Challenge of Change for Courts,” 
By Dr. Pamela D Schulz and Dr. Andrew J Cannon, International Journal for Court Administration, February 2013, page 1; 
 http://www.iaca.ws/ijca-vol.-5-no.-1.html 
32 “New Media and the Courts Reports/2010-2011-2012-2013,” Conference of Court Public Information Officers; 
  http://ccpio.org/publications/reports/  
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communicate one way. Courts issue orders, and parties comply. One of the challenges of courts 
responding to the reality of new media will be resolving this inherent incompatibility between the two 
cultures. 
 
New media are personal and intimate while the courts are separate and distant. Another inherent 
characteristic of new media is that they facilitate personal communication and intimacy of communication 
that previously were possible only through one-on-one channels. …The social media that lie at the heart 
of the new media revolution are strikingly personal and intimate. …This stands in sharp contrast to the 
way courts communicate. The bar that separates attorneys and judges on one side and the public on the 
other, the elevated bench, the black robe, the practice of formal address (“your honor”) — all of these are 
practices that have evolved for centuries in the judicial culture and play an important role in symbolizing 
and reinforcing the independence necessary to achieve impartiality. …The way the new media culture is 
redefining cultural expectations and practices regarding personal information-sharing raises unique and 
interesting questions for courts. There is an incompatibility between the judicial culture and the new 
media culture. 
 
New media are multimedia, incorporating video and still images, audio and text, while the courts 
are highly textual. Probably the most basic characteristic of new media is that they are multimedia in 
nature. More than anything else, the digital revolution allows for the sharing of information and knowledge 
and the telling of stories through multimedia methods. With more and more of the public consuming more 
news and information online, the new media environment now includes a substantial proportion of the 
citizenry that approaches institutions with the strongly held expectation that communication will include 
video and audio clips, text and still images wound into a matrix of information and knowledge that tells 
compelling stories. …The law is an inherently verbal enterprise. It is concerned with precise definition of 
terms, interpretation of statutory and judicial language, and the precise parsing of speech. The multimedia 
nature of new media challenges courts to tell their inherently textual stories through multimedia 
techniques.33 

 
Understanding these differences help us to understand what social media mean in the court setting.  Further, it is 
essential that courts take these differences into account when crafting social media strategies. 
 
 
5.  Why and how are social media important to achieving the court goals of transparency, accessibility, 
accountability, and efficiency? 
Given the decline of traditional media, with their dedicated, coherent, and professional coverage of court proceedings and 
justice sector matters, and the rise of citizen “reporters” and pundits (e.g., via blogs and tweets from the courthouse) who 
may not adhere to such standards (and in fact use social media as a platform to launch often scurrilous attacks against 
courts and judges), it is imperative that courts proactively step into the new technological world to effectively inform the 
public about the justice system.  “The current media climate is different from that of only a decade or more ago. The 
concept of mass media where a passive audience would receive and respond to messages whether from news or from 
marketers has been overshadowed by the interactive form …The new media offers many practical opportunities for court 
communication with staff and users, challenges and opportunities in presentation of evidence and in making outcomes 
and reasons available to the broader public. When controversies erupt around a court decision it offers opportunities to 
engage in, or inform that discussion.”34  As Chief Justice Marilyn Warren of the Victoria, Australia Supreme Court recently 
stated: 
 

The Internet and social media are here to stay. The courts must develop constructive strategies to 
engage with the new technologies. Open justice in the technological age means the ability of the 
community to view or access information about court proceedings through the Internet or social media as 
well as through traditional print and electronic mediums. 
 
Because of the highly interactive nature of new media, the public have access to and can contribute to 
the public debate in ways that were previously impossible. 
 

                                                 
33 Ibid.  “New Media and the Courts, The Current Status and Look to the Future,” 2010 Report, pp. 19-21.  
34 “Trial by Tweet? Findings on Facebook? Social Media Innovation or Degradation? The Future and Challenge of Change for Courts,” 
By Dr. Pamela D Schulz and Dr. Andrew J Cannon, International Journal for Court Administration, February 2013, pages 1-2…5; 
http://www.iaca.ws/ijca-vol.-5-no.-1.html 
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There is now an expectation that open justice involves the judiciary adopting new media technologies and 
engaging in a direct dialogue with the community. The judiciary must find a way to meet these 
expectations whilst at the same time preserve the fundamental aspects of the rule of law – fairness and 
judicial impartiality.35 

 
Now that we have a fundamental understanding of what social media are and how they relate to the courts, we can 
explore the purposes for which courts are already using social media.  There are several main categories: 
 

• Community outreach and interaction 
o Access to court services 
o Special projects 
o Soliciting input (e.g., surveys) 
o Publicizing special events and awards 
o Volunteer opportunities 
o Public information about the court, such as locations, hours, parking, mass transit, etc. 

• Self-help (forms and programs beyond general information) 
• Training (both internally for judges and staff, and externally for the legal community, self-represented litigants, 

etc.) 
• Publishing information to, and interacting with 

o News media & public at large 
o Court participants (lawyers, litigants, witnesses, jurors, etc.) 
o Other governmental agencies 

• Internal communications within the court or court system; this may be quite extensive, such as blogs and wikis 
that document procedures, project team forums, discussion/chat forums, training videos, online directories, etc.36  
The use of such applications can be very beneficial with mobile and teleworking staff, involving them more 
directly in court operations (unfortunately, employees may not participate as much as expected.)37 

• Human resources, primarily recruitment of employees 
 
Courts around the world use a variety of social media platforms for these purposes.   
 
In the United States federal courts (ranging from the U.S. Supreme Court to the Circuit Courts of Appeals, District Courts, 
and Bankruptcy Courts), as of mid-2013 approximately 25% of these 200 courts use some form of social media, as shown 
below (vertical scale = number of courts).38 
 

 
 
For example, the U.S. Supreme Court has a very active Twitter account and a relatively inactive Facebook page,39 and 
the U.S. Bankruptcy Court for the District of New Mexico has an active Facebook page and a YouTube channel.40  The 
U.S. federal courts use these social media platforms for these purposes: 

                                                 
35 Remarks of the Hon. Marilyn Warren AC, Chief Justice of Victoria, Australia, on the occasion of the 2013 Redmond Barry Lecture on 
Open Justice in the Technological Age, 21 October 2013 
36 Commercial products in wide use for these internal purposes include IBM-Lotus Connections, and Microsoft SharePoint. 
37 “Why Employees Don't Like Social Apps,” by Michael Healey, InformationWeek, January 2012; 
  http://www.informationweek.com/applications/why-employees-dont-like-social-apps/d/d-id/1102352  
38 2013 survey conducted by the author. 
39 https://twitter.com/ussupremecourt; https://www.facebook.com/UsSupremeCourt  
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Other = notices of sales; drive traffic to website; rule changes;  
kids court; case activity; naturalizations; law week; and time-sensitive notices. 

 
The state appellate and trial courts in the United States have also made wide use of social media.  A great source of 
information, plus other excellent material about social media and the courts, is maintained by the National Center for State 
Courts on its website.41  Approximately 50% of the states’ highest appellate courts (and their administrative offices of the 
courts) use one or more of these platforms:  Facebook, Twitter, YouTube, and Flickr (with Twitter being the most 
popular).42   
 
There are a wide range of trial courts across the U.S. using social media;43 a prime example of a court that makes 
extensive use of social media being the Maricopa County Superior Court of Arizona, based in Phoenix.44 
 
 
 
 
 
 
 
 

                                                                                                                                                                                     
40 http://nmb.uscourts.gov/; https://www.facebook.com/NMBankruptcyCourt;  
http://www.youtube.com/NewMexicoBankruptcy  
41 http://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/Home.aspx. 
42 http://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/AOC-and-High-Courts.aspx  
43 http://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/Home.aspx. 
44 http://www.superiorcourt.maricopa.gov/index.asp ; https://twitter.com/courtpio ; 
http://www.youtube.com/user/SuperiorCourtAZ?feature=mhee  
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Current, comprehensive, and accurate information about the extent of social media use in courts outside of the United 
States is not available.  It is, however, apparent that courts worldwide are using social media for many of the same 
purposes as in the U.S.  The results of a recent survey did show use in a wide range of courts:45  See Addendum A. 
 
 
6.  Choosing Social Media Tools for Courts 
It is apparent that courts primarily use three prominent, popular social media platforms:  Twitter, Facebook, and YouTube.  
Why is this so?  These platforms have enabled courts, at low cost, to nimbly and quickly engage the public much more 
effectively than in the past, and have these advantages: 
 
Twitter 
 
The Twitter46 micro-blogging platform can be a very effective means to quickly and easily communicate information with 
appropriate target audiences.  Twitter users coalesce around six fundamental ways to interact, including community 
clusters that form around entities like courts.47  As of February 2014, Twitter has 243 million active monthly users.48  
Courts are primarily using Twitter to interact with the news media, jurors, and as part of an emergency management and 
notification system.  Twitter affords these opportunities to the court: 
 

• Real-time communication with the news media: 
o Easily and quickly posting court/case updates directly from the court vs. adding content to websites or sending 

e-mails (which means the court is able to proactively get its accurate message out fast, instead of being 
reactive to media accounts – this ensures the media gets the information the court wants them to have and can 
avert distorted coverage); 

                                                 
45 Personal knowledge of the author, and a 2013 survey conducted by Nora Sydow of the National Center for State Courts, 
Williamsburg, Virginia, USA. 
46 For a good explanation of what Twitter is, go to:  http://webtrends.about.com/od/socialnetworking/a/what-is-twitter.htm ; and 
https://about.twitter.com/  
47 “Sociologists Discover 6 Game-Changing Crowd Maps for Twitter,”  by Jason Shueh, Government Technology, March 2014; 
http://www.govtech.com/internet/Sociologists-Discover-6-Game-Changing-Road-Maps-for-Twitter.html  
48 “How Many People Use the Top 416 Social Media, Apps, and Tools?,” by Craig Smith, Digital Market Ramblings, April 2014;  
http://expandedramblings.com/index.php/resource-how-many-people-use-the-top-social-media/4/#.UxZPfYV9U40  

Social Media Profile of the Maricopa County Superior Court, Phoenix, Arizona, USA; http://www.superiorcourt.maricopa.gov/  
• The Maricopa County Superior Court is a large general jurisdiction trial court (fourth largest in the United States), with 

over 150 judicial officers and 3,500 employees in six court locations, serving a population of 3.8 million people.  In fiscal 
year 2013, the court had a total of over 202,000 filings (civil, criminal, family, probate, juvenile, mental health, and tax).  
The court has a sophisticated public information/media relations office  
(http://www.superiorcourt.maricopa.gov/MediaRelationsDepartment/index.asp).  

• The court uses these social media platforms: 
o Twitter (launched February 2010; https://twitter.com/courtpio).  The court uses Twitter for breaking news and news 

flashes.  There are over 6,200 followers for daily tweets about such things as high profile trials, job openings, awards, 
and new YouTube videos. 

o Facebook (launched February 2010; https://www.facebook.com/SuperiorCourtofArizona).  The court daily posts court 
events, job openings, awards, photos, and news releases.  The site has had almost 13,000 visitors and 1,716 “likes.” 

o YouTube (launched June 2011; http://www.youtube.com/user/SuperiorCourtAZ).  The court monthly posts a large 
variety of videos to highlight court activities and provide public information and education (how to file cases, jury 
service explained, court tours, etc.).  As of early 2014 there were almost 50 videos posted, with 108 channel 
subscribers. 

• The court’s social media posts are made by the Media Relations Director and staff, under the direction of the Court 
Administrator. 

• Public comments are allowed on Facebook, on Twitter people can retweet court tweets and tweet the court directly—but 
those comments do not appear on the court’s Twitter page, and court staff may or may not reply, depending on the 
content. 

Information provided by the Maricopa County Superior Court Media Relations Department; many thanks to its staff and to 
Peter Kiefer for facilitating this profile. 
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o Immediate vs. delayed press releases, ensuring the media gets timely information (and, the tweet can embed a 
link to the full release); 

o Fewer phone calls to/from the news media (and public), since the media get the information they seek in a 
timely manner; 

o Tweets direct inquiries to the court’s website for more extensive information; and 
o Fewer news reporters need to come to the courthouse or courtrooms, freeing up seats and places in long 

security lines during high-profile hearings. 
• Enhanced communication with jurors (or any similar target audience) in the areas of qualifying and summonsing.  

For instance, Twitter can be used to quickly notify jurors about whether they are needed in court not only for each 
day’s service, but also up to the minute as conditions change (e.g., a trial settles and the juror is no longer 
needed). 

• Timely notifications to court staff and outsiders (litigants, attorneys, other governmental agencies, etc.) during 
emergency situations.  This may be a natural disaster (flood, earthquake, etc.) or other circumstances that render 
the court unable to operate (fire, chemical spill, etc.). 

 
The net result of effective Twitter use in these areas can be enhanced news media relations, more efficient use of jurors’ 
time, and rapid response to emergency situations (for a good example, including juror notifications, go to the Norfolk 
Circuit Court Clerk’s Office Twitter feed at https://twitter.com/nccco).  All increase court performance and user satisfaction 
due to the heightened transparency of court functions.  In addition, court accessibility and accountability are enhanced 
because the court can quickly reach a large number of people. 
 
Facebook 
 
With over a billion active users, in just ten years Facebook49 has become a worldwide social media juggernaut.  
Recognizing this, courts have created their own Facebook presence to better connect with users (litigants, attorneys, 
etc.), the news media, the public, etc.  Facebook affords courts the ability to do several things well: 
 

• Make available short and long term information about the court in a primary medium that users use to seek such 
information.  This could include notifications of special events, training opportunities, awards, and other information 
that is time-sensitive; 

• Act as a portal to guide users to the court’s regular Internet web site, where more detailed, full information is usually 
found; 

• Much like Twitter or an e-mail listserv, postings to Facebook are easily produced to enable the quick, 
straightforward dissemination of information; and 

• Serve as a more informal medium for the court to interact with users; ideally, this includes allowing users to post 
curated comments. 

 
All of these abilities serve to increase court transparency, accessibility, and accountability, fulfilling the fundamental goal 
of “open justice.” 
YouTube 
 
The YouTube50 platform is attractive to the courts for reasons similar to Facebook, and beyond: 
 

• Since YouTube is the second most used Internet search medium, courts can greatly enhance the ability of 
outsiders to access digital court information with a YouTube presence. 

• YouTube acts as a portal to guide users to the court’s regular Internet web site, where more detailed, full 
information is usually found.   

• Enhancing the training of users of court services.  Training videos posted to YouTube are a very common use of 
this medium, helping court users understand not only basic information (where is the court, directions, parking, 
what to wear to court, court fees, etc.) but also complex procedures (how to e-file a pleading).  Videos can also be 
used internally for court staff.51 

                                                 
49 For further information about Facebook, go to:  http://en.wikipedia.org/wiki/Facebook  
http://expandedramblings.com/index.php/by-the-numbers-17-amazing-facebook-stats#.Uv5bCYV9U40  
50 For further information about YouTube, go to: 
http://www.youtube.com/yt/about/ ; http://en.wikipedia.org/wiki/YouTube  
51 For examples, go to: 
http://www.uscourts.gov/multimedia/videos.aspx (not posted to YouTube, but same result) 
http://www.youtube.com/NewMexicoBankruptcy  
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• Provides multimedia content (primarily video) that can be a much more effective communication medium than text -
- many members of the public prefer, and learn better from, a multimedia experience. 

• Provides detailed information in a very accessible, less formal way that less literate (due to low education level, 
language barriers, etc.) members of the public can understand. 

• If done well, the content can be very entertaining, thus increasing usage. 
 
YouTube is a powerful medium (over a billion users)52 that also increases transparency and accessibility. 
 
Collectively, these three primary platforms (Twitter, Facebook, and YouTube) exemplify how social media can help courts 
achieve higher performance while increasing public support for the judiciary.  The challenge is to use these and other 
social media platforms wisely. 
 

 
 

 
 
7.  What is the external perspective of the public and court users? 
Moving from inside to outside the courts, keep in mind that a multitude of “outsiders” also use the courts’ social media 
applications.  Outsiders include lawyers, litigants, witnesses, jurors, news media, bloggers (who may be quite critical of 
the courts), interest groups, university researchers, job applicants, the merely curious, and beyond.  The potential 
audience essentially includes everyone!  This demonstrates that courts should use great care in choosing which social 
media platforms to use, what content will be published, who will represent official court policy, and other key questions.  
Here is a graphic that helps understand the various “dimensions of access” that courts need to consider in crafting their 
social media strategy. 
 

                                                 
52 “How Many People Use the Top 416 Social Media, Apps, and Tools?,” by Craig Smith, Digital Market Ramblings, April 2014;  
http://expandedramblings.com/index.php/resource-how-many-people-use-the-top-social-media/4/#.UxZPfYV9U40 

Social Media Profile of the Supreme Court of Victoria, Australia  http://www.supremecourt.vic.gov.au/  
• The Supreme Court of Victoria (SCV) has two parts, the Court of Appeal (11 judges) and the Trial Division (30 judges).  The 

Trial Division has civil, criminal, commercial, probate, and appellate (over magistrate courts and administrative decisions) 
jurisdiction, while the Court of Appeal hears appeals from the Trial Division and County Courts.  As a whole, the SCVA has 
over 7,500 cases initiated per year. 

• The SCV has two social media sites: 
o Facebook page established in 2013 as a pilot project, https://www.facebook.com/SupremeCourtVic  
o Twitter account established in 2011, https://twitter.com/SCVSupremeCourt ; currently has almost 2,900 followers.  

“Today it is a vital tool as part of the media communications at SCV. It has proven to be effective as a 'sign post' to 
judgments, sentences, and announcements. In particular, the retweets are huge when judges in the criminal division 
deliver an audio sentence, and I am able to then post that link to the audio.”  For example, regarding a high profile 
criminal sentencing, 2 of the court’s tweets “…were retweeted some 18 times in that hour, to a total audience of almost 
40,000 Twitter followers. Needless to say the spike in web-hits at the time of sentencing was massive.”  “In that regards, 
Twitter is considered to be a positive, and extremely useful means for getting a quick message out. Our followers are 
wide and varied, from all media, media lawyers, law firms, university students, to general people.” 

o The SCV has developed a Twitter policy.  The court’s Strategic Communications Manager has sole responsibility for the 
account. 

• “In the three years SCV has been on Twitter, most other courts in Victoria have come on board, and just in the past couple 
of months, New South Wales Courts.  The most interesting observation made when the other courts came on board, was 
how quickly they attracted hundreds of followers. Our account took nearly 12 months to gain 1000 followers, whereas 
Magistrates and County took only a couple of months. People are now looking for information from courts on Twitter and 
are quick to follow the various handles.” 

• The SCV’s efforts were profiled in the “Connected” new media newsletter of the National Center for State Courts & CCPIO 
in October, 2013:  http://www.ncsc.org/Newsroom/Connected/2013/Oct.aspx  

Information is from the SCV’s website and provided by Anne Stanford, SCV Strategic Communication Manager; many thanks go to 
her and Professor Anne Wallace for their help. 
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53 

8.  What kinds of concerns and problems exist? 
A recent Australian survey of 62 judges, court staff (including public information officers), and academics working in the 
judicial administration field highlights some key concerns many courts have regarding social media.54  In ranked order, the 
concerns were: 
 

1. Juror misuse of social media (and digital media) leading to aborted trials. 
2. Sub judice issues/breach of suppression orders (by tweets, Facebook or other social media), that "go viral", and the 

difficulties associated with enforcement of restraining orders. 
3. Increased risk of cyberstalking/opportunities for invasion of privacy or intimidation/bullying of the private lives of 

court case participants, including victims, jurors, judges, workers. 
4. Misrepresentation of court work and activity to a community that may not understand the processes or issues 

involved/rapid spread of misinformation about trial processes and courts. 
5. Disclosure of information to witnesses or others waiting outside or inside court.  
6. Difficulty in testing authenticity and credibility of social media journalism/lack of verification of social media 

publications. 
7. Need to educate judges, court staff, the public and media, risk of disenfranchisement of people and institutions that 

do not use social media. 
8. Using social media to communicate court decisions and engage with the community. 
9. Improper recording of court proceedings, confidential matters, evidence. 
10. Defamatory statements that "go viral" on social media, creating the spectre of increased litigation. 
11. Using social media to enhance court procedure (e.g. service via Facebook). 
12. The use of social media posts as relevant evidence. 
13. Difficulty in ascertaining ownership of information sources on social media. 
14. Public expectation that courts will adopt social media quickly/effectively. 
15. Impact of social media on court orders, including orders relating to social media use, jury directions, sentencing. 
16. Social media can be distracting in court/potential for disruption of court activity. 
17. Whether to have central control of court communications. 
18. Need for information technology systems/staff to support social media (lack of resources for social media officers). 
19. Failure of courts to use social media affects timeliness of news. 
20. Locating the origins of the user/tweeter/contributor. 
 

Not all of the responses were negative. The participants in this research exercise recognized the need to educate judges, 
court staff, the public and the media about the work of the courts, and that social media should be part of that strategy 

                                                 
53 Graphic Source:  R. Roper, NCSC-CCPIO Connected newsletter, Sept. 2011; http://www.ncsc.org/connected  
54 “The courts and social media:  what do judges and court workers think?” by Keyzer, Johnston, Pearson, Rodrick, and Wallace; 
Judicial Officers’ Bulletin, Judicial Commission of NSW, Australia, Volume 25 No 6, July 2013. 
http://www.judcom.nsw.gov.au/publications/bulletins-and-journals  
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(issue no 7). There was strong interest in using social media to communicate court decisions and engage with the 
community (issue no 8). 
 
Even though this list of issues derives from Australia, the concerns expressed are consistent with those expressed 
elsewhere, such as in the annual CCPIO surveys in the United States.  It is interesting to note that these concerns are 
directed primarily at the social media use of “outsiders,” and not very much internally by judges and court staff.  It is vital, 
however, to address social media activity by all users to ensure effective communication and the avoidance of serious 
problems.  

What kinds of problems might arise from social media use by external (non-court) users?  The Australian list above 
highlights several kinds of social media posts that compromise the judicial process.  The term “Google mistrials” has been 
used to label this serious problem.  “The use of social media has resulted in dozens of mistrials, appeals and overturned 
verdicts in the past couple of years.”55  The ability of almost anyone involved in court proceedings to easily (anytime, 
anywhere) access the Internet and conduct professional and personal research (e.g., a witness or juror trying to 
corroborate evidence, or attorneys who do background checks on witnesses and potential jurors—which alone presents a 
challenge to judges “to establish parameters for juror vetting and within the courtroom itself”)56 is a distinct, and real 
problem.  In response, courts have instituted rules, policies, warning signs, training programs, etc., to set acceptable use 
requirements – along with sanctions for violations.57 

Even more forcefully, the British Parliament has passed a new (2014) law which makes it a criminal offense for a juror to 
use social media sites in violation of the instructions of the court.  Courts found that the prior method of using contempt 
powers was insufficient.  “The new law…make(s) it illegal to share website information with other jurors or to decide a 
case on the basis of evidence not heard in court.  The new two year penalty will also apply to jury members who post 
messages about cases on social media sites or engage in other conduct prohibited by a judge…The reform…has been 
prompted by concern that modern technology is posing an increasing threat to the fairness of trials.  It follows cases in 
which jurors have caused trials to collapse by researching details on the internet or by contacting defendants via social 
media sites.”58  Juries and social media have received a lot of attention; an excellent, in-depth examination of the issue 
can be found in a 2013 report to the Victorian Department of Justice, Juries and Social Media,59 and in a 2014 article in 
the Duke Law and Technology Review, “More From the Jury Box, the Latest on Juries and Social Media.”60 

In regards to the news media (or others) using mobile devices to access and transmit to the Internet (e-mail, tweets, etc.) 
from inside courtrooms, “courts in the UK, USA and Australia are seeking to balance the right to freedom of speech, and 
transparency and openness in court proceedings, against concerns that this development might also impinge on the 
right to a fair trial and the due administration of justice.”61  Several different approaches have been taken, from outright 
banning of all electronic devices to unfettered use. 

The courtroom use of electronic devices has come to a head at the U.S. Supreme Court, which has just experienced a 
breach of its rules barring media video coverage and electronic device use in its courtroom.  Someone smuggled a device 

                                                 
55 “Social Media, a Trove of Clues and Confessions,” by Ian Urbina, The New York Times, February 2014; 
http://www.nytimes.com/2014/02/16/sunday-review/social-media-a-trove-of-clues-and-confessions.html?_r=0 
56 ibid 
57 The author has a personal library of examples; the NCSC is also a good resource on its social media page, and its Jur-E Bulletin 
often has social media related news and references:  http://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-
Media/Home.aspx ; http://www.ncsc.org/jure. 
The United Kingdom has a 2012 juror orientation video that specifically addresses social media, 
http://www.youtube.com/watch?v=JP7slp-X9Pc (14:31 min.; social media at 11:00 min. mark). 
58 Jur-E Bulletin, National Center for State Courts, February, 2014; http://www.ncsc.org/Newsroom/JurE.aspx.  
“Jail for jurors who research cases online,” by Martin Bentham, London Evening Standard, February 2014; 
http://www.standard.co.uk/news/uk/exclusive-jail-for-jurors-who-research-cases-online-9108786.html. 
59 “Juries and Social Media, a report prepared for the Victorian Department of Justice,” by Jane Johnston, Professor Patrick Keyzer, 
Geoffry Holland, Mark Pearson, Sharon Rodrick, and Anne Wallace, 2013; 
http://www.sclj.gov.au/agdbasev7wr/sclj/documents/pdf/juries%20and%20social%20media%20-%20final.pdf 
60 “More From the Jury Box: The Latest on Juries and Social Media,” 12 Duke Law & Technology Review 64-91 (2014). 
61“Courts and Social Media” paper presented to 2013 EGPA Annual Conference Edinburgh, Scotland UK, 11‐13 September 2013, by 
Professor Anne Wallace, Edith Cowan University, Australia, page 14 (copy supplied by author); abstract available at 
https://www.conftool.pro/egpa2013/index.php?page=browseSessions&form_session=130&CTSID_EGPA2013=NX3TfJTf9kflBeW8R1x
mEepBP2d 
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into court and recorded a protestor speaking out from the audience, then posted videos to YouTube.62  The court is 
adjusting its procedures and security to avert a reoccurrence. 

A contrasting example is the U.S. District Court for the District of Rhode Island, which after a pilot experiment has decided 
to allow approved news media members to use electronic devices inside the courtroom to report on proceedings, as long 
as they are not disruptive.   “This will allow reporters to file blog posts and stories, live tweet, and send email messages 
from the courtroom.  Previously, reporters had to check their cell phones and devices with security upon entering the 
courthouse. …Members of the media interested in taking advantage of the new policy must apply via the court's 
website.”63 
 
The Nieman Journalism Lab at Harvard University has posted a nice summary of courtroom/legal issues with "Facebook 
friend of the court: The complicated relationship between social media and the courts."  The article is worth reading and 
includes links to several recent resources and articles.64  
 
 
9.  Employment Recruitment 
A specialized use of social media in the private sector and by courts is in the recruitment of employees.  “According to the 
Society for Human Resource Management, 77 percent of employers now use social networking to recruit candidates, up 
from 34 percent six years ago.”65 CareerBuilder has published an eBook on the subject:  Will Tweet for Talent, a User’s 
Guide to Talent Recruitment Through Social Media.66  Sites such as Monster, CareerBuilder, and Craigslist have been 
used by courts in the United States to post job vacancies and screen candidates, for example.  Courts have also done 
Internet searches to gather and verify information about job candidates.  These actions track the private sector, where, for 
example, many employers do on-line background research about candidates, including social media sites like LinkedIn,67 
and employers have rejected candidates because of online information.  In fact, “research shows that employers are 
discriminating based on what they find on social media.”68  Courts must be very careful in the use of such searches and 
sites, however, as such use is subject to factors which may cause problems ranging from hiring poor employees to 
expensive employment discrimination lawsuits: 

• Online job postings tend to be brief, and may not do a good job of fully and legally representing the recruitment’s 
parameters; 

• Information (including professional credentials) posted or provided by candidates may be false, misleading, or be 
out of date (e.g., reflecting youthful indiscretion rather than suitability for employment); 

• Information may be falsely posted by a third party (maliciously or not); and 
• Information may be protected by the laws in the court’s jurisdiction (e.g., in the U.S., information about race, 

religion, medical condition, sexual orientation, etc.). 

So, what should a court do to avoid problems and effectively use the Internet and social media in job recruitments?  Here 
are some key actions to take: 

1. Only use reputable job sites for online recruitments; 
2. In the vacancy announcement, advise applicants what background checks will be conducted, including Internet 

searches; 
3. Have background checks done by Human Resources staff, not by managers involved in the hiring decision; 

                                                 
62 “Inside the Supreme Court, a protester makes himself heard,” by Al Kamen, The Washington Post, February 2014; 
http://www.washingtonpost.com/politics/inside-the-supreme-court-a-protester-makes-himself-heard/2014/02/27/096f4464-9feb-11e3-
b8d8-94577ff66b28_story.html  
63 “U.S. Court in Rhode Island Clears the Way for Media to Use Cellphones,” Providence Journal, January 2014;  
http://news.providencejournal.com/breaking-news/2014/01/us-court-in-ri-clears-the-way-for-media-to-use-cellphones-live-report-
from.html  
64 “Facebook friend of the court: the complicated relationship between social media and the courts,” by Justin Ellis, Nieman Journalism 
Lab, Harvard University, February 19, 2014; http://www.niemanlab.org/2014/02/facebook-friend-of-the-court-the-complicated-
relationship-between-social-media-and-the-courts/  
65 “Can’t Ask That? Some Job Interviewers Go To Social Media Instead,” by Juki Noguchi, NPR All Tech Considered, April 11, 2014; 
http://www.npr.org/blogs/alltechconsidered/2014/04/11/301791749/cant-ask-that-some-job-interviewers-go-to-social-media-instead  
66 http://www.careerbuilder.com/jobposter/resources/page.aspx?pagever=ReportsAndeBooks  
67 “Current and potential employers are looking at your social media pages,” The Examiner, February 2013;   
http://www.examiner.com/article/current-and-potential-employers-are-looking-at-your-social-media-pages 
68 “Can’t Ask That? Some Job Interviewers Go To Social Media Instead,” by Juki Noguchi, NPR All Tech Considered, April 11, 2014; 
http://www.npr.org/blogs/alltechconsidered/2014/04/11/301791749/cant-ask-that-some-job-interviewers-go-to-social-media-instead  
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4. Ensure protected information is not disclosed to selecting officials; 
5. Conduct background checks only near the end of the process (e.g., after interviews), and then only on the final one 

or two candidates as necessary; 
6. Verify any discovered adverse information to the extent possible; and 
7. If a candidate is rejected because of adverse information, document that action. 

 
10.  Use by Judges and Court Staff 
Another aspect of social media use in the courts is how these platforms are being professionally and personally used not 
by courts themselves, but by the judges69 and court staff who work there.70  This article primarily focuses on court staff; 
excellent recent treatments of judicial use are contained in the law review article “Why Can’t We Be Friends?  Judges’ 
Use of Social Media,”71 as well as a paper entitled “Technology and Judicial Ethics.”72 

 
• Professionally. 

Many judges have created Facebook and LinkedIn pages, have Twitter accounts, and even publish legal/court 
blogs (either alone or as contributing authors).  In jurisdictions which have elected judges, these activities are 
more common as a means to connect with voters.  Unfortunately, there have been many instances of ethical 
violations by judges using social media in their election campaigns.  To avoid this, many judges’ social media 
election platforms are maintained by campaign staff instead of the judges themselves in the hope of avoiding 
some of the ethical pitfalls. 

 
A prime reason for judicial social media use is to network with other judges, overcoming to some degree the 
isolation that many judges feel once they take office.  Overall, the purposes overlap those of the courts 
themselves, as outlined above in this article.  In many jurisdictions, however, there are constraints on what judges 
and staff may do while using social media – this will be discussed more thoroughly below.   

 
Many court administrators participate in LinkedIn to facilitate networking with peers around the globe.  IACA has a 
LinkedIn group, for example (as do other court and justice organizations).  The American Bar Association has 
published a relevant book, LinkedIn in One Hour, which has many good tips on how to effectively and properly 
leverage this platform.73 
 

• Personally. 
Judges and staff use social media in their personal lives almost the same as any other citizen.  The exception is 
where employment by the judiciary has constraints which extend to personal use. 

Problems may arise from social media use by judges and court staff.  “Online tools have made interacting with the public 
more convenient, but the legal pitfalls associated with social media have also been exposed.”74  A 2014 survey found that 
“…71% of the…responding businesses have had to take disciplinary action against an employee for misusing of social 
media…a tremendous jump from last year’s iteration of the survey, in which only 35% reported they had to take this kind 
of action.”75  Inappropriate postings about pending cases, lawyers, witnesses, litigants, and the news media can 
compromise the integrity of the court and judicial process.  Areas of judicial and employee ethics that immediately come 
into question include:  an appearance of, or actual impropriety (such as ex parte communication); conflict of interest; 

                                                 
69 Judges, in particular, should be careful in the use of social media.  The American Bar Association in the U.S. has recently issued an 
advisory opinion on the subject:  
http://www.abajournal.com/magazine/article/aba_opinion_cautions_judges_to_avoid_ethics_pitfalls_of_social_media/.  The NCSC has 
compiled a list of state-level ethics opinions in the U.S.:  http://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/State-
Links.aspx?cat=Judicial%20Ethics%20Advisory%20Opinions%20on%20Social%20Media  
70 This article is not intended to comprehensively treat the personal (and even professional) use of social media by judges and staff – 
especially judges.  The primary focus here is on social media use by courts themselves. 
71 “Why Can’t We Be Friends?  Judges’ Use of Social Media,”  by John J. Browning, Miami Law Review, February 2014, vol 68:487; 
http://lawreview.law.miami.edu/  
72 “Technology and Judicial Ethics,” paper by Professor David Hricik, Mercer University School of Law, March 2014, 
http://ssrn.com/abstract=2418268  
73 LinkedIn in One Hour, by Allison C. Shields and Duncan Kennedy, ABA Book Publishing, 2013;  
https://apps.americanbar.org/abastore/index.cfm?fm=Product.AddToCart&pid=5110772  
74 “What Does Your Lawyer Want You to Know About Social Media?,” by Brian Heaton, Government Technology, February 2013;  
http://www.govtech.com/e-government/What-Does-Your-Lawyer-Want-You-to-Know-About-Social-Media.html  
75 “More Social Media in the Workplace, More Problems,” by R. Mintzer, Corporate Counsel, May 5, 2014; 
http://www.corpcounsel.com/id=1202653798925/More-Social-Media-in-the-Workplace,-More-Problems  



 

International Journal For Court Administration  |  June 2014  16 
 
  

breach of confidentiality; improper political activity; and the violation of professionalism standards.  A fuller treatment of 
this subject is contained in my article, “Social Media and the Ethical Court Employee.”76  Of course, these areas are 
subject to local jurisdictional norms (what might be inappropriate in one jurisdiction may be perfectly acceptable in 
another). 

Court managers should consider these additional examples of potential problems with employee social media activity: 

 Waste of official time;77  
 Consumption of bandwidth on the court’s Internet connection; 
 Making inappropriate public statements about the employing office, judges, managers, or colleagues; 
 The “friending” of attorneys on Facebook  (which may or may not be acceptable, depending on the 

circumstances);   
 Inadvertent/intentional disclosure of confidential information;  
 Harassment or other misconduct toward colleagues;  
 Political or advocacy activities; and  
 Breach of court or judicial security. 

Given the potentially severe problems outlined above, courts should take action to prevent the inappropriate use of social 
media by judges and staff.  Some common actions are:  controls placed on court computers to block access to the 
Internet in general or specific websites; appropriately monitoring employee social media use; promulgating policies about 
acceptable social media use; and banning the use of personal electronic devices at work.78  Specific, recommended 
guidance about what courts should do is presented later in this article. 

Before taking action vis a vis employees, consideration must be given to the fundamental question of whether employees 
have unfettered constitutional/legal rights, such as freedom of expression or protection from unwarranted search and 
seizures, when they use social media at work or in their personal life.79  This issue has been addressed by the United 
States Supreme Court: 

In applying these canons to use of social media after-hours, do judicial employees retain freedom of 
expression, privacy rights, and other rights of citizens? The answer is yes. The law is well-established that 
government employees do not forfeit their Constitutional rights by virtue of their employment. Pickering v. 
Bd. of Educ., 391 U.S. 563, 568 (1968).  However, government employment does require some 
restrictions that might not be applicable to private citizens.  The government, as an employer, must have 
wide latitude to manage the work to promote the efficiency of the public service it performs through its 
employees. Id. A balancing of interests of government employees as citizens and of the government as 
an employer accomplishing its mission must be achieved.80  

Of course each court jurisdiction must assess its own legal framework in addressing the question of employee rights, as 
the example above cannot be used as precedent outside of the United States.  It is outside the means of this article to 
cover this topic more thoroughly in this regard. 

 

                                                 
76 “Social Media and the Ethical Court Employee,” Norman Meyer, The Court Manager journal of the National Association for Court 
Management (NACM), vol. 26 no. 1, 2011; www.nacmnet.org.  Electronic copy also available from the author. 
77 “Are Your Employees Wasting Time on Social Media?,” by Heather Legg, Socialnomics, February 2014;   
http://www.socialnomics.net/2014/02/21/are-your-employees-wasting-time-on-social-media/  
78 The monitoring of employees is a particularly sensitive issue, so great care must be taken before embarking on such an activity.  A 
good debate on the subject:  “Should Companies Monitor Their Employees’ Social Media?” The Wall Street Journal, Page R1, May 12, 
2014;  http://online.wsj.com/news/articles/SB10001424052702303825604579514471793116740#printMode  
79 A good example arose in a court in Kent County, Delaware, USA in 2011:  http://www.govtech.com/policy-management/Social-
Media-Free-Speech-Question.html  
80.  Federal Court Clerks Association (FCCA) Journal, Summer/Fall 2010, “From the Editor” (Pat McNutt), page 4; http://www.fcca.ws/  
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Overall, what should courts do to ensure the appropriate use of social media by judges and staff?   
 
Here are some key elements of a court’s social media strategy regarding usage problems and employee rights: 
 

• Have a clear, understandable, Code of Conduct (also known as a Code of Ethics) which outlines what is acceptable 
and unacceptable behavior in all areas of work.  Besides such a Code, the Ethics Committee of the Judicial 
Conference of the United States Courts has issued an extensive 2014 Advisory Opinion on “The Use of Electronic 
Social Media by Judges and Judicial Employees.”81 At the very least, clearly define and communicate behavioral 
requirements, even if a formal Code of Conduct does not exist.   

• Enact a court Social Media Policy that specifically addresses the issues raised in this article,82 with particular 
attention to these elements: 

o Recognize that policy cannot possibly anticipate all situations, so require employees to self-regulate their 
conduct;  

o Advise employees that they are responsible to adhere to  the court’s Code of Conduct (or equivalent); 
o Where specific rules are impractical, provide broad guidelines;  
o Define social media broadly to cover technology that will be released in future;  
o Make it clear whether, and to what extent, the policy can apply to both on duty and off duty conduct; 
o Remind employees that disclosure of confidential information is strictly prohibited; 
o Define whether employees can identify themselves as such, either specifically (law clerk to Judge X) or 

generically (clerk’s office employee);  

                                                 
81 Examples of codes of conduct for judges and staffs, along with “Advisory Opinion #112,” are found at:  
http://www.uscourts.gov/RulesAndPolicies/CodesOfConduct.aspx  
82 Resource Packet for Developing Guidelines for the Use of Social Media by Judicial Employees, Administrative Office of the United 
States Courts, April 2010, is an excellent resource, found at  http://www.uscourts.gov/RulesAndPolicies/CodesOfConduct.aspx.  
Another excellent paper, “Designing Social Media Policy for Government,” by Natalie Helbig and Jana Hrdinová,  Brookings Institution, 
January 2011,  is found at http://www.brookings.edu/research/papers/2011/01/social-media-policy.  Examples of court policies can be 
found at http://www.ncsc.org/Topics/Media/Social-Media-and-the-Courts/Social-Media/Home.aspx. 

Social Media Profile of the Norwegian Courts 
• Norway has a Supreme Court, 6 Courts of Appeal, 66  District Courts, and several special courts; 

http://en.wikipedia.org/wiki/Courts_of_justice_of_Norway.   The Norwegian Courts Administration (NCA) office administers 
these courts of justice; http://www.domstol.no/en/Domstoladministrasjonenno/ . 

• Since 2009 the NCA has created several social media outlets: 
o NCA on Twitter:  https://twitter.com/Domstoladm ; with over 2,000 followers—the target groups are the news media and 

the judicial branch. 
o NCA also has a Twitter account for lay judges:  https://twitter.com/lekdommer    
o The NCA on Facebook:  https://www.facebook.com/Domstoladministrasjonen   
o And NCAs page for lay judges on Facebook is here: http://www.facebook.com/lekdommere   

• The NCA has made three policies.  
o A guide for courts who are considering professional use of social media (deciding target groups, responsibility to 

answer, some good practices etc). 
o A strategy for The Norwegian Court Administration’s work with social media [target group for each social media, 

examples of content for each media, a goal to increase visitors to the courts website(s)]. 
o Guidelines for use of social media for people within The Judiciary. 

• The NCA has this observation about its social media use:  “We don't put a lot of work in this, but we do it every day.  It’s a 
small effort and sometimes it is very efficient.  A good example is when we had a case with a mass murderer and bomb 
man, "the Breivik case".  Suddenly our twitter account was the most efficient way to communicate with international 
media.” 

• The Oslo District Court has its own Twitter account:  https://twitter.com/Oslotingrettt ; with over 3,000 followers. 
• Judge Rune Lium of the Trondheim District Court has a blog:  http://dommere.blogspot.no// ;  

o “My experience of writing the blog has been very positive. I have particularly experienced input from readers as very 
valuable, and I feel that my own understanding of the individual's perception of the Court has increased. This applies in 
particular matters relating to child welfare.” 

• Several individual judges have Twitter accounts. 
Information provided by Judge Lium and Senior Advisor Iwar Arnstad of the NCA; many thanks to them and Kersti Fjørstad, Deputy 
Director General of the NCA for facilitating this profile.
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o Designate whether an employee may use an official court e-mail address (suggest not, except in officially-
sanctioned activities); 

o State that managers and supervisors—and HR personnel at all—may not “friend” employee subordinates; 
o State that employees may not “friend” or be “fans” of lawyers or organizations that frequently litigate in 

court; and  
o Explain that social media may not be accessed at work except as part of official duties, and whether 

personal use may be done while on breaks.  
• Design and implement an effective employee orientation and training program on the use of social media; 
• Pay attention to hiring ethical staff as part of job recruitments, and appropriately monitor staff behaviors; 
• Follow through on substantiated violations of policy; 
• Enact appropriate and effective I.T. controls – with particular attention to security;83 and 
• Have a media relations plan that clearly sets forth expectations and requirements for the news media, and that 

prepares for newsworthy cases (high-profile) and usage problems (whether by judges, staff, or “outsiders”).  For 
instance, can the news media use portable devices in courtrooms to make real-time social media posts (to Twitter, 
for example)?84 

 
A court cannot totally prevent problems, but by taking these actions the risk will be greatly reduced.  A brief outline that 
reinforces this point appeared in a recent commentary in Government Technology magazine:  “How Government Leaders 
Can Stay Out of Social Media Hell:”  Ensure you emphasize training, have a “no-no” content list, do not mix professional 
and personal content (in fact, if judges and staff do both, they should have separate social media presences for each), 
and double-check every posting for accurate and appropriate content.85 
 
Although the concerns about social media cited above are very real, there are also quite a few myths about social media 
use in the government setting.  Here are a few:86 
 
 
 

Myth Reality 
1. Social media is simply another avenue for disseminating 

content as a function of public affairs. 
1. Social media is a dialogue, and can be used internally, between 

courts, and with targeted users; not just with the public. 

2. All the feedback we receive on social media will be negative 
and cast our agency in a poor light. 

2. A minority of feedback is negative, and often other users defend the 
agency, correcting mistakes, etc. Negative or corrosive feedback 
does need to be quickly dealt with, however—the nature of social 
media can lead to viral spreading of misinformation. 

3. You have to be on the cutting edge of technology to use social 
media effectively. 

3. Facebook and other major social media sites are now quite 
commonly in use and do not require complex tech know-how. 

4. Most comments on social media are not well thought out or 
constructive. 

 

4. Most people take the effort to leave thoughtful comments and seek 
to contribute. Negative comments can offer constructive lessons for 
improvement. 

5. We will be inundated with responses and feedback, and this 
will overwhelm our people or systems. 

5. Experience has shown that the volume of feedback is usually not 
overly large.  But, resources do have to be dedicated. 

6. No one is interested in the material we would put on social 6. Don’t underestimate your audience.  It may take time to build a 

                                                 
83 Social Networking:  Seven Security Pitfalls to Avoid, Administrative Office of the U.S. Courts Office of Information Technology, March 
2012.  AOUSC, One Columbus Circle NE, Washington, DC 20544; AO_ITSO@ao.uscourts.gov.  
84 There are wide differences of opinion about allowing the use of mobile devices in courtrooms.  Many believe that the news media 
should be allowed to do so to enhance the accuracy and timeliness of reporting and increase public interest and awareness, thus 
increasing public trust and confidence in the courts. 
85 “How Government Leaders Can Stay Out of Social Media Hell,” by Mike Schlossberg, Governing, January 2014;    
http://www.governing.com/gov-institute/voices/col-how-government-leaders-stay-out-social-media-hell.html  
86 “Social Media Myths Debunked,”  #Connected.Gov, Engaging Stakeholders in the Digital Age, Partnership for Public Service, 
January 2013, pp. 22-23; Booz Allen Hamilton;  
http://www.boozallen.com/insights/insight-detail/connectedgov-engaging-stakeholders  
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Myth Reality 
media. It is simply too boring. following, though. The news media love social media. 

7. Social media is only for the younger generation. My audience 
is not going to be on that medium. 

7. Social media attracts a wide range of users, including a fast-growing 
older demographic, many of whom are linked to their grandchildren 
via social media. 

8. Maintaining a social media presence takes too much money. 

 

8. The use of most social media often is inexpensive or free and can 
save money spent on other methods for getting the message out. 

 
 
11. Effective Social Media Implementation Strategies 
Once a court decides to use social media, there are many things to keep in mind to ensure an effective social media 
presence: 
 

 Include a disclaimer and a terms of service statement on all social media platforms; 
 Choose the right tool for the job, focusing on your target audience; 
 Always consider data privacy in platform settings and postings (see below); 
 Decide if you are going to allow public comments and participation and, if so, include parameters in the terms of 

service (and seriously consider moderating submissions before they go “public”); 
 Use plain language online, with good etiquette (be respectful, etc.); 
 Make frequent updates of content to engage your audience; 
 Publicly define the commenting capability/policy of the court; 
 Ensure your platform(s) comply with legal requirements (e.g., accessibility by handicapped persons and public 

records retention); 
 Define and implement organizational responsibility and editorial control (i.e., who approves content and who can 

make postings/update content) – keep this to a select, trusted group who can represent official court policy, etc.; 
 Define your goals and start simply by using only one platform as a pilot project, emulate another court’s 

successful activity, etc. 
 
Other valuable tips are contained in an excellent book:  Social Media in the Public Sector Field Guide, Designing and 
Implementing Strategies and Policies.87   A wonderful, colorful infographic, “How to Make Awesome Social Media 
Content,” can also be useful.88 
 

                                                 
87 http://www.wiley.com/WileyCDA/WileyTitle/productCd-1118109937.html ; The U.S. Federal Judicial Conference and its Committees 
are currently considering whether to provide guidance to courts on the official use of social media for court business. Contact is Beth 
Grabo in the AOUSC Office of Public Affairs, beth_grabo@ao.uscourts.gov   
88 “How to Make Awesome Social Media Content [Infographic],” Social Media Today, February 2014;  http://socialmediatoday.com/irfan-
ahmad/2179536/how-make-awesome-social-media-content-infographic 
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12.  An Emerging Issue:  Privacy 
 
Privacy is an increasingly important issue that pervades Internet usage, and social media applications are no exception.  
Nowadays there are routine personal data breaches due to corporate and government errors, along with massive 
database and transaction hacking.  In addition, criminals are using social media to facilitate their activity, in part by 
accessing user data.89  All of these activities compromise user information, some of which is quite sensitive (e.g., 
financial/banking data).  The market is responding to the need for greater user privacy with applications and devices that, 
for instance, automatically encrypt, and delete data.90 
 
Courts need to be ever-vigilant to protect court and user information in their custody.  This includes confidential case and 
litigant information as well as information that compromises court security.  If a court has a social media presence, 
extreme care needs to be taken that information posted to social media sites are appropriate, and that privacy settings are 

                                                 
89 Thus, care must be taken with social media settings (like geotagging).  For a quick primer about criminal activity and what one may 
do to protect oneself, see:  “The Shocking Truth About Social Networking & Crime,” by Drew Hendricks, Socialnomics, March 2014; 
http://www.socialnomics.net/2014/03/04/the-shocking-truth-about-social-networking-crime/  
90 For example, “Encrypted Phones Emerge to Keep Prying Eyes Out,” The Wall Street Journal, page B5, March 5, 2014.  There are 
many new apps that “self-destruct” e-messages and photos, such as SnapChat and Kik.  See also “Give Me Back My Privacy,” The 
Wall Street Journal, p.R1, March 24, 2014.  

Social Media Profile of the Dubai International Financial Centre Courts (DIFC)
http://www.difccourts.ae/  

• The DIFC Courts are an independent common law judiciary with jurisdiction governing civil and commercial disputes, 
hearing cases with the consent of all parties.  The court has an internationally renowned bench of eleven judges from 
Singapore, the UK, the UAE, New Zealand, Malaysia, and Australia.  Since its establishment in 2007, the court has 
decided over 400 cases. 

• The DIFC uses several social media platforms: 
o Twitter since 2012; https://twitter.com/DIFCCourts ; has over 1,850 followers. 

› “…it has since become one of our most effective tools for keeping people updated about our activities. The account 
is linked to Instagram for sharing photos.” 

› “The great advantage of Twitter is that it enables you to share information instantly with people who you know for 
certain are interested. Of course, the fast paced nature of Twitter creates its own problems, with followers expecting 
responses to their queries within a matter of hours, which is not always practical. Indeed, in the UAE, where mobile 
phone penetration is among the highest in the world, this sense of immediacy can be especially acute. That said, 
having engaged followers is a welcome situation to be in. There’s also the potential for negative Tweets, but that’s 
part and parcel of the medium.” 

o YouTube ; http://www.youtube.com/channel/UCorwFrKh51vXwJH0BRR7zFA?feature=guide  
› “… is useful for uploading videos of the various workshops, seminars and lecture series we run 

throughout the year.” 
Instagram ; http://instagram.com/difccourts/#  

• “First and foremost, we use social media as a way to keep people connected and engaged with the Courts. We deal with 
commercial cases and are fully aware that not everyone in the UAE will be interested in what we have to say, so we focus 
our efforts firmly on the legal and business communities. Our Twitter account has become an important tool for staying 
connected with these groups, and allows us to quickly and cheaply share information such as the dates of upcoming 
hearings and trials, or the monthly Pro Bono clinics we run. We also use Twitter as a tool to connect with media, and the 
account regularly gets direct messages from journalists with specific requests.” 

• “Our sister courts, the Dubai Courts are a great example of a judiciary that has really embraced social media and we very 
often retweet each other’s updates.” 

• “We sometimes get asked if courts have enough to say on social media or if it is even the right platform for this type of 
organisation. I would answer yes to both questions as I firmly believe that courts have a duty to engage with their 
community, and social media offers them one of the most effective ways to do so.” 

Information provided by Hajar AlMas, Manager Events and External Relations, DIFC Courts; thanks go to her and Mark Beer, 
Registrar, DIFC Courts, for their help. 
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made that protect court and user data.91  This is not altogether simple, however.  For instance, Facebook privacy settings 
are notoriously complex and are often changed.92  One must make sure that privacy is a key component of a court social 
media policy, and then put that policy into action.93  Failure to do so may lead to a very harmful and embarrassing 
information breach with the kind of news media attention no court wants. 
 
 
13.  What About The Future? 
 
The social media uses described in this article are innovative and futuristic to many courts around the world.  As we have 
seen, however, many courts are already successfully implementing social media in ways that essentially all courts can 
benefit.  What about the future?  How might courts expand the use of social media?  Here are a few ideas: 
 

• Many governments struggle with collecting funds that are past due.  Courts may have substantial amounts of 
unpaid fees, fines, restitution, and other court-ordered obligations to collect.  Why not use social media platforms to 
enhance communications by using microblogging (Twitter), sharing collections and compliance information with 
other courts (Facebook), monitoring and contributing to blogs and wikis with relevant discussion threads (e.g., the 
at the Government Revenue Collection Association; http://www.govcollect.org/), and sharing video training modules 
on YouTube.94 

• Search for mentions of the court on social media sites as a means to receive feedback from the public about how 
the court is performing (are you mentioned/reviewed on Yelp?!?).   “…agencies can search for mentions of their 
departments to collect unsolicited, and potentially brutally honest, feedback from citizens. They aren’t the only 
source for public opinion, but comments made on social media sites can help capture feedback from individuals 
who haven’t been engaged by standard communication methods.”95   Searches can be done manually or there are 
private companies that will do this for a fee.  Another way to monitor the Internet is to set up a “Google Alert” for the 
name of the court—and for each of the judges’ and other key officials’ names. 

• Create an “open innovation platform” that uses crowdsourcing to solicit and analyze citizen input on policy 
questions, program ideas, etc.  An example of this is found at https://challenge.gov/.96 

• Use social media for legal acts, such as service of process/noticing.97 
• Leverage multimedia platforms beyond YouTube, such as Flickr and Instagram, to make a visual impact.   People 

“…are being attracted more towards content that they can comprehend within a short time.  And this is where the 
old adage, a picture speaks a thousand words, becomes relevant.”98 

 

                                                 
91 Excellent books on this subject:  I Know Who You Are and I Saw What You Did, Social Networks and the Death of Privacy, by Lori 
Andrews, Free Press (Simon & Schuster), 2011; http://www.socialnetworkconstitution.com/;   for very practical advice,  What Happens 
in Vegas Stays on YouTube, by Erik Qualman, (Equalman Studios), 2014; and Dragnet Nation, a Quest for Privacy, Security, and 
Freedom in a World of Relentless Surveillance, by Julia Angwin, 2014 (http://www.npr.org/books/titles/281981849/dragnet-nation-a-
quest-for-privacy-security-and-freedom-in-a-world-of-relentless). 
There are a multitude of articles on this subject, here are cites to a few good resources: 
http://www.infoworld.com/d/security/the-paranoids-survival-guide-how-protect-your-personal-data-
237493?source=IFWNLE_tlead_2014-03-05 ; 
http://www.techlicious.com/guide/the-guide-to-facebook-privacy-settings-2013/ ;    
http://threatblog.org/identity-theft/privacy-settings-in-social-media-how-to-protect-your-profile-on-all-4-major-networks/ ;  
http://online.wsj.com/public/page/what-they-know-digital-privacy.html ; 
http://www.consumerreports.org/cro/2012/05/protect-your-privacy-on-facebook/index.htm ; 
http://www.npr.org/blogs/alltechconsidered/2014/02/24/282061990/if-you-think-youre-anonymous-online-think-again ; and a recent 
article about how to protect children’s privacy which has tips that are useful for any social media/Internet user, 
http://online.wsj.com/news/article_email/SB10001424052702303775504579395262543045176-lMyQjAxMTA0MDIwNDEyNDQyWj 
92 http://www.facebook.com/help/445588775451827  
93 This correlates to the subject of privacy for court records in general.  A source of information on this subject can be found at:  
Privacy/Public Access to Court Records Resource Guide, National Center for State Courts;  http://www.ncsc.org/Topics/Access-and-
Fairness/Privacy-Public-Access-to-Court-Records/Resource-Guide.aspx  
94 “Court Debt Collection and New Media,” Courts Today, October/November 2013, page 20; www.courtstoday.com  
95 “Social Media: The Future Will be Focused,” Government Technology, December 2013, page 15; 
http://www.govtech.com/magazines/gt/Government-Technology-December-2013.html  
96 Social Media in the Public Sector Field Guide, pp 149-155; http://www.wiley.com/WileyCDA/WileyTitle/productCd-1118109937.html  
97 “Facebook Notification -- You've Been Served: Why Social Media Service of Process May Soon Be a Virtual Reality,” by Pedram 
Tabibi, 7 Phoenix L. Rev. 37 (2014). 
98 “Anticipated Social Media Trends for 2014,” by Erik Haskell, socialmedia today, January 2014;  http://socialmediatoday.com/eric-
haskell/2082851/anticipated-social-media-trends-2014  
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As we move forward there undoubtedly will be other, creative ways to leverage social media.  Courts should always be 
looking for such opportunities to improve.  An excellent way to stay informed about social media and the courts is to 
subscribe to the “Connected” newsletter of the National Center for State Courts, http://www.ncsc.org/connected.  
 
 
14.  Conclusion 
 
This article has given a comprehensive overview of what social media are, why social media are important in society and 
the courts, how social media can be used effectively, what social media platforms are well-suited to the courts, what 
problems can arise, and how to proactively deal with such problems.  In the early years of social media use in the courts 
there was a lot of skepticism.  As we have gained experience most problems have been shown to be less severe or have 
been solved.  Meanwhile, many usage advantages have become apparent.  Research in the United States has shown 
that judges are increasingly supporting social media use by themselves and their courts, and are less concerned about 
problems and compromising ethics.99 
 
Chief Justice Warren of the Victoria Supreme Court is right, social media is a tremendous opportunity to improve 
communication with the public and enhance the rule of law.  The Partnership for Public Service concurs in a recent report, 
succinctly summing up where we stand as public servants vis a vis social media: 
 
“While government adoption and use of digital technologies remains uneven across federal agencies, the compelling 
value of social media to federal agencies has become clear: 

• This phenomenon is here to stay. Its immediacy, ease of use and relatively low barrier to entry mean it will continue 
to displace other forms of communication and will become even more embedded in everyday life. 

• Social media is more than just another route for one-time, one-way dissemination of static information. Government 
agencies can receive information back from populations, iteratively communicate with them about next actions, and 
reach and organize groups that then communicate with each other. 

• Social media can connect large populations and remote groups, and content can be customized and updated 
almost instantly, at relatively low cost. 

• And, most significantly, an entire generation of voters and taxpayers now expects to communicate and conduct 
transactions through social media. Many citizens do not even remember life without such interaction. This is the 
new normal.”100 

 
 
The courts hold a special place in government as impartial arbiters of legal disputes.  We, as court leaders, must fulfill the 
public’s trust in us to achieve the highest level of service while upholding the rule of law.  As we have seen, social media 
are excellent tools to make this a reality—the challenge is to securely and effectively leverage these tools in the court 
setting. 
 
 
 

                                                 
99 Conference of Court Public Information Officers (CCPIO) annual surveys of U.S. judges; http://ccpio.org/publications/reports/  
100 #Connected.Gov: Engaging Stakeholders in the Digital Age, Partnership for Public Service, January 2013; Booz Allen Hamilton, 
page 3. http://www.boozallen.com/insights/insight-detail/connectedgov-engaging-stakeholders 
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ADDENDUM A 
 
 

 
I. Courts, Ministries of Justice, and Court Administrations 
 

Constitutional Court of Columbia 
Facebook: https://www.facebook.com/corteconstitucionaldecolombia  
Twitter:https://twitter.com/CConstitucional  
YouTube:http://www.youtube.com/user/Cconstitucional/videos?sort=
da&view=1  
 
Dominican Republic’s Supreme Court of Justice 
Twitter:  https://twitter.com/poderjudicialrd  
YouTube: http://www.youtube.com/user/poderjudicialrd 
 
Supreme Court of El Salvador 
Facebook: https://www.facebook.com/CorteSupremaJusticiaSv  
Twitter: https://twitter.com/CorteSupremaSV  
 
Courts of Georgia 
Facebook: https://www.facebook.com/geocourts  
 
Court Service of Ireland 
Facebook: https://www.facebook.com/CourtsServiceofIreland?v=wall  
 
Court of Appeal of Lithuania 
Facebook: https://www.facebook.com/pages/Lietuvos-apeliacinis-
teismas/162768620471758  
 
Norwegian Courts Administration 
Facebook: https://www.facebook.com/Domstoladministrasjonen  
Twitter: https://twitter.com/Domstoladm  
Flickr: http://www.flickr.com/photos/domstoladministrasjonen/  
-Oslo District Court is also on Twitter: 
https://twitter.com/Oslotingrett  
 
Supreme Court of Mexico 
Twitter: https://twitter.com/scjn  
 
Constitutional Court of Peru 
Facebook: https://www.facebook.com/tribunalconstitucionalperu  
Twitter: https://twitter.com/tc_peru  
YouTube: http://www.youtube.com/user/tctusderechos#p/u  
 
Republic of Serbia, First Basic Court in Belgrade 
Facebook: https://www.facebook.com/pages/Prvi-osnovni-sud-u-
Beogradu/207551739258879  

 

Surveillance Court of Rome 
Facebook: https://www.facebook.com/tribunaledisorveglianza.roma  
Twitter: https://twitter.com/tribsorv  
 
Constitutional Council of France 
Twitter: https://twitter.com/conseil_constit 
 
Republic of Turkey Ministry of Justice 
Facebook: 
https://www.facebook.com/lynn.crowley.9#!/tcadaletbakanligi  
    
UK Ministry of Justice 
Twitter: http://twitter.com/mojgovuk  
YouTube: http://www.youtube.com/user/MinistryofJusticeUK  
Flickr: http://www.youtube.com/user/MinistryofJusticeUK  
 

II. International Courts and Tribunals 
 

International Criminal Court 
Twitter: https://twitter.com/IntlCrimCourt  
Flickr: http://www.flickr.com/photos/icc-cpi/  
 
International Criminal Tribunal for the Former Yugoslavia 
Facebook: https://www.facebook.com/ICTYMKSJ  
Twitter: https://twitter.com/ICTYnews  
YouTube: http://www.youtube.com/ICTYtv  
 
Special Tribunal of Lebanon 
Twitter: https://twitter.com/stlebanon  
YouTube: http://www.youtube.com/stlebanon  
Flickr: http://www.flickr.com/photos/stlebanon  
 
Special Court of Sierra Leone 
Twitter: https://twitter.com/SpecialCourt  
 
Dubai International Financial Centre Courts 
Twitter: https://twitter.com/DIFCCourts  
 
Special Judicial Tribunal Established to Resolve Disputes 
Involving Dubai 
Twitter: https://twitter.com/DWTribunal  
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Social Media Reference Articles, Reports, and Books used in “Social Media and the Courts, a Practical Guide for 
Court Administrators,” by Norman Meyer, International Journal of Court Administration 

May, 2014 

• “Technology In Courts In Europe: Opinions, Practices And Innovations,” by Dory Reiling, International Journal for 
Court Administration (IJCA), Vol. 4 No. 2, June, 2012, page 1; http://www.iaca.ws/ijca-vol.-4-no.-21.html 

• “The Internet Then and Now Infographic,” by Marianne Gallano, Socialnomics, February 2014; 
http://www.socialnomics.net/2014/02/04/infographic-the-internet-then-and-now/ 

• “Borrell Looks Into Future Of 'Legacy Media,” Borrell Media Group, January 2014;  http://www.allaccess.com/net-
news/archive/story/125689/borrell-looks-into-future-of-legacy-media 

• “Pew Report Shows Traditional Media in Decline,” Broadcasting & Cable/New Media LLC, January 2010;  
http://www.broadcastingcable.com/news/programming/pew-report-shows-traditional-media-decline/36206 

• “What Does Your Lawyer Want You to Know About Social Media?” Government Technology Magazine, February 
2013, http://www.govtech.com/e-government/What-Does-Your-Lawyer-Want-You-to-Know-About-Social-Media.html 

• “Trial by Tweet? Findings on Facebook? Social Media Innovation or Degradation? The Future and Challenge of 
Change for Courts,” By Dr. Pamela D Schulz and Dr. Andrew J Cannon, International Journal for Court 
Administration, February 2013; http://www.iaca.ws/ijca-vol.-5-no.-1.html 

• “Courts are Conversations:  an Argument for Increased Engagement by Court Leaders,” Garrett Graff, Harvard 
Kennedy School, 2012.  http://www.ncsc.org/services-and-experts/court-leadership/harvard-executive-
session/courts-are-conversations-an-argument-for-increased-engagement-by-court-leaders.aspx 

• Resource Packet for Developing Guidelines on Use of Social Media by Judicial Employees, Committee on Codes of 
Conduct Judicial Conference of the United States, Administrative Office of the United States Courts, April 2010; 
http://www.uscourts.gov/RulesAndPolicies/CodesOfConduct.aspx 

• “The Future of Mobile Infographic,” by Maria Onzain, Socialnomics, February 2014; 
http://www.socialnomics.net/2014/02/10/infographic-the-future-of-mobile/ 

• “Social Networking Reaches Nearly One in Four Around the World,” eMarketer, June 2013; 
http://www.emarketer.com/Articles/Print.aspx?R=1009976 

• “10 Years After Facebook Launched, Social Media is Only Beginning to Shake Up the World,” Vivek Wadhwa,” The 
Washington Post, February 3, 2014; http://www.washingtonpost.com/blogs/innovations/wp/2014/02/03/10-years-
after-facebook-social-media-is-only-beginning-to-shake-up-the-world/  

• The App Generation, by Howard Gardner and Katie Davis, October 2013, Yale University Press; 
http://appgen.yupnet.org/  

• “Email Use Is On The Skids Among Teens: Study,” Huffington Post,  February 2012;  
http://www.huffingtonpost.com/2012/02/10/teens-email-use-study_n_1268470.html 

• “E-Mail Gets an Instant Makeover,” by Matt Richtel, The New York Times, December 2010;  
http://www.nytimes.com/2010/12/21/technology/21email.html?_r=0  

• “Facebook: What We Love To Loathe,” by Kristin Burnham, InformationWeek, February 2014; 
http://www.informationweek.com/software/social/facebook-what-we-love-to-loathe/d/d-id/1113699? 

• “Text Messaging And Facebook Replace Email For Younger Generation,” CityTownInfo, January 2011; 
http://www.citytowninfo.com/career-and-education-news/articles/text-messaging-and-facebook-replace-email-for-
younger-generation-11010602 

• “World's cities step up pace of life in fast lane,” by Kate Kelland, Reuters, January 2007;   
http://www.reuters.com/article/2007/05/02/us-pedestrians-speed-study-idUSL0235779220070502 

• “The Task Force to Expand Access to Civil Legal Services in New York,” New York Unified Court System, 
November 2011; http://www.nycourts.gov/ip/access-civil-legal-services/PDF/CLS-2011TaskForceREPORT_web.pdf 

• “By the Numbers--Pro Se Filers in the Bankruptcy Courts,” The Third Branch newsletter, October 2011,   
http://www.uscourts.gov/news/TheThirdBranch/11-10-01/By_the_Numbers--
Pro_Se_Filers_in_the_Bankruptcy_Courts.aspx  

• “Zello App Gains Popularity With World's Protesters,” NPR, March 2014;   
http://www.npr.org/2014/03/05/286126479/zello-app-gains-popularity-with-worlds-protesters  
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• “New Media and the Courts Reports/2010-2011-2012-2013,” Conference of Court Public Information Officers;  
http://ccpio.org/publications/reports/  

• “Why Employees Don't Like Social Apps,” by Michael Healey, InformationWeek, January 2012;  
http://www.informationweek.com/applications/why-employees-dont-like-social-apps/d/d-id/1102352 

• “Sociologists Discover 6 Game-Changing Crowd Maps for Twitter,”  by Jason Shueh, Government Technology, 
March 2014; http://www.govtech.com/internet/Sociologists-Discover-6-Game-Changing-Road-Maps-for-Twitter.html 

• “How Many People Use the Top 416 Social Media, Apps, and Tools?,” by Craig Smith, Digital Market Ramblings, 
April 2014;  http://expandedramblings.com/index.php/resource-how-many-people-use-the-top-social-
media/4/#.UxZPfYV9U40 

• “The courts and social media:  what do judges and court workers think?” by Keyzer, Johnston, Pearson, Rodrick, 
and Wallace; Judicial Officers’ Bulletin, Judicial Commission of NSW, Australia, Volume 25 No 6, July 2013. 
http://www.judcom.nsw.gov.au/publications/bulletins-and-journals 

• “Social Media, a Trove of Clues and Confessions,” by Ian Urbina, The New York Times, February 2014; 
http://www.nytimes.com/2014/02/16/sunday-review/social-media-a-trove-of-clues-and-confessions.html?_r=0 

• “Jail for jurors who research cases online,” by Martin Bentham, London Evening Standard, February 2014, 
http://www.standard.co.uk/news/uk/exclusive-jail-for-jurors-who-research-cases-online-9108786.html  

• Juries and Social Media, a report prepared for the Victorian Department of Justice, by Jane Johnston, Professor 
Patrick Keyzer, Geoffry Holland, Mark Pearson, Sharon Rodrick, and Anne Wallace, 2013, 
http://www.sclj.gov.au/agdbasev7wr/sclj/documents/pdf/juries%20and%20social%20media%20-%20final.pdf 

• “More From the Jury Box: The Latest on Juries and Social Media,” 12 Duke Law & Technology Review 64-91 
(2014).  

• “Inside the Supreme Court, a protester makes himself heard,” by Al Kamen, The Washington Post, February 2014; 
http://www.washingtonpost.com/politics/inside-the-supreme-court-a-protester-makes-himself-
heard/2014/02/27/096f4464-9feb-11e3-b8d8-94577ff66b28_story.html 

• “U.S. Court in Rhode Island Clears the Way for Media to Use Cellphones,” Providence Journal, January 2014;  
http://news.providencejournal.com/breaking-news/2014/01/us-court-in-ri-clears-the-way-for-media-to-use-
cellphones-live-report-from.html 

• “Facebook friend of the court: The complicated relationship between social media and the courts,” by Justin Ellis, 
Nieman Journalism Lab, Harvard University, February 19, 2014; http://www.niemanlab.org/2014/02/facebook-friend-
of-the-court-the-complicated-relationship-between-social-media-and-the-courts/ 

• “Can’t Ask That? Some Job Interviewers Go To Social Media Instead,” by Juki Noguchi, NPR All Tech Considered, 
April 11, 2014; http://www.npr.org/blogs/alltechconsidered/2014/04/11/301791749/cant-ask-that-some-job-
interviewers-go-to-social-media-instead 

• Will Tweet for Talent, a User’s Guide to Talent Recruitment Through Social Media, a CareerBuilder eBook; 
http://www.careerbuilder.com/jobposter/resources/page.aspx?pagever=ReportsAndeBooks  

• “Current and potential employers are looking at your social media pages,” The Examiner, February 2013;   
http://www.examiner.com/article/current-and-potential-employers-are-looking-at-your-social-media-pages 

• “Why Can’t We Be Friends?  Judges’ Use of Social Media,”  by John J. Browning, Miami Law Review, February 
2014, vol 68:487; http://lawreview.law.miami.edu/ 

• “Technology and Judicial Ethics,” paper by Professor David Hricik, Mercer University School of Law, March 2014, 
http://ssrn.com/abstract=2418268 

• LinkedIn in One Hour, by Allison C. Shields and Duncan Kennedy, ABA Book Publishing, 2013;  
https://apps.americanbar.org/abastore/index.cfm?fm=Product.AddToCart&pid=5110772 

• “What Does Your Lawyer Want You to Know About Social Media?,” by Brian Heaton, Government Technology, 
February 2013;  http://www.govtech.com/e-government/What-Does-Your-Lawyer-Want-You-to-Know-About-Social-
Media.html 

• “More Social Media in the Workplace, More Problems,” by R. Mintzer, Corporate Counsel, May 5, 2014; 
http://www.corpcounsel.com/id=1202653798925/More-Social-Media-in-the-Workplace,-More-Problems 

• “Social Media and the Ethical Court Employee,” by Norman Meyer, The Court Manager journal of the National 
Association for Court Management (NACM), vol. 26 no. 1, 2011; www.nacmnet.org.   
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• “Are Your Employees Wasting Time on Social Media?,” by Heather Legg, Socialnomics, February 2014;   
http://www.socialnomics.net/2014/02/21/are-your-employees-wasting-time-on-social-media/ 

• “Should Companies Monitor Their Employees’ Social Media?” The Wall Street Journal, Page R1, May 12, 2014; 
http://online.wsj.com/news/articles/SB10001424052702303825604579514471793116740#printMode 

• Resource Packet for Developing Guidelines for the Use of Social Media by Judicial Employees, Administrative 
Office of the United States Courts, April 2010;  http://www.uscourts.gov/RulesAndPolicies/CodesOfConduct.aspx 

• “Designing Social Media Policy for Government,” by Natalie Helbig and Jana Hrdinová,  Brookings Institution, 
January 2011; http://www.brookings.edu/research/papers/2011/01/social-media-policy 

• Social Networking:  Seven Security Pitfalls to Avoid, Administrative Office of the US Courts Office of Information 
Technology, March 2012.  AOUSC, One Columbus Circle NE, Washington, DC 20544; AO_ITSO@ao.uscourts.gov 

• “How Government Leaders Can Stay Out of Social Media Hell,” by Mike Schlossberg, Governing, January 2014;    
http://www.governing.com/gov-institute/voices/col-how-government-leaders-stay-out-social-media-hell.html 

• #Connected.Gov, Engaging Stakeholders in the Digital Age, “Social Media Myths Debunked,”   Partnership for 
Public Service, January 2013, pp. 22-23; Booz Allen Hamilton; http://www.boozallen.com/insights/insight-
detail/connectedgov-engaging-stakeholders  

• Social Media in the Public Sector Field Guide, Designing and Implementing Strategies and Policies, by Mergel & 
Greeves, Jossey-Bass (John Wiley & Sons), 2013; http://www.wiley.com/WileyCDA/WileyTitle/productCd-
1118109937.html  

• “How to Make Awesome Social Media Content [Infographic],” Social Media Today, February 2014;  
http://socialmediatoday.com/irfan-ahmad/2179536/how-make-awesome-social-media-content-infographic 

• “The Shocking Truth About Social Networking & Crime,” by Drew Hendricks, Socialnomics, March 2014; 
http://www.socialnomics.net/2014/03/04/the-shocking-truth-about-social-networking-crime/ 

• “Encrypted Phones Emerge to Keep Prying Eyes Out,” The Wall Street Journal, page B5, March 5, 2014: online 
content for subscribers only:  
http://online.wsj.com/news/articles/SB10001424052702304585004579419663212498496?KEYWORDS=Encrypted
+Phones&mg=reno64-
wsj&url=http%3A%2F%2Fonline.wsj.com%2Farticle%2FSB10001424052702304585004579419663212498496.htm
l%3FKEYWORDS%3DEncrypted%2BPhones  

• “Give Me Back My Privacy,” The Wall Street Journal, p.R1, March 24, 2014; online content for subscribers only:   
http://online.wsj.com/news/article_email/SB10001424052702304704504579432823496404570-
lMyQjAxMTA0MDIwNDEyNDQyWj   

• I Know Who You Are and I Saw What You Did, Social Networks and the Death of Privacy, by Lori Andrews, Free 
Press (Simon & Schuster), 2011; http://www.socialnetworkconstitution.com/  

• What Happens in Vegas Stays on YouTube, by Erik Qualman, (Equalman Studios), 2014; 
http://www.amazon.com/gp/product/0991183509/ref=as_li_ss_tl?ie=UTF8&camp=1789&creative=390957&creative
ASIN=0991183509&linkCode=as2&tag=socialnomic06-20  

• Dragnet Nation, a Quest for Privacy, Security, and Freedom in a World of Relentless Surveillance, by Julia Angwin, 
2014; http://www.npr.org/books/titles/281981849/dragnet-nation-a-quest-for-privacy-security-and-freedom-in-a-
world-of-relentless 
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o http://www.infoworld.com/d/security/the-paranoids-survival-guide-how-protect-your-personal-data-

237493?source=IFWNLE_tlead_2014-03-05 
o http://www.techlicious.com/guide/the-guide-to-facebook-privacy-settings-2013/  
o http://threatblog.org/identity-theft/privacy-settings-in-social-media-how-to-protect-your-profile-on-all-4-

major-networks/  
o http://online.wsj.com/public/page/what-they-know-digital-privacy.html 
o http://www.consumerreports.org/cro/2012/05/protect-your-privacy-on-facebook/index.htm 
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• “Privacy/Public Access to Court Records Resource Guide,” National Center for State Courts;  
http://www.ncsc.org/Topics/Access-and-Fairness/Privacy-Public-Access-to-Court-Records/Resource-Guide.aspx 

• “Court Debt Collection and New Media,” Courts Today, October/November 2013, page 20; www.courtstoday.com 
• “Social Media: The Future Will be Focused,” Government Technology, December 2013, page 15; 

http://www.govtech.com/magazines/gt/Government-Technology-December-2013.html 
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HAWAII STATE JUDICIARY'S 
SOCIAL MEDIA COMMENT 
POLICY 
HAWAII STATE JUDICIARY· THURSDAY, JANUARY 31, 2019 

Updated May 27, 2016 
 
This is a limited public forum that serves as the official Facebook page for the Hawaii 
State Judiciary to share selected events, activities, updates and news of the Judiciary with 
the people of Hawaii and our friends outside of Hawaii.  
 
We welcome your comment on our topics or posts, but please comment with “Aloha.” 
Please take personal responsibility for and be respectful in your comments.  
 
If you want to reach the Judiciary's Communications & Community Relations Office 
directly, you may call (808)539-4909  or email pao@courts.hawaii.gov. 
 
RE: DELETION OF COMMENTS. 
A comment that violates the Facebook's Statement of Rights and Responsibilities may be 
removed by Facebook. For information on what Facebook allows and does not allow, 
read the Facebook Community Standards both of which are available at the links below.  
 
If your comment is deleted per the provisions below, you have the option of sending your 
comment(s) to pao@courts.hawaii.gov or by sending a hard copy version to the following 
address: 
Administrative Offices of the Courts 
Aliiolani Hale 
417 South King Street 
Honolulu, HI 96813-2943 

https://www.facebook.com/hawaiicourts/
https://www.facebook.com/notes/hawaii-state-judiciary/hawaii-state-judiciarys-social-media-comment-policy/10154953301573059/
https://www.facebook.com/hawaiicourts/


We have activated the Profanity Blocklist feature provided by Facebook. This feature 
will block the most commonly reported words and phrases marked as offensive by the 
broader community.  
 
We will delete a comment, content, or expression (“comment”) that disrupts, disturbs, 
impedes, is contrary to, is inappropriate for, or interferes with function of and ability of 
this limited public forum to fulfill its purpose, such as a comment that is:  
 
• Off-topic; 
• Profane or sexually explicit; 
• Using an offensive term that targets a specific individual(s) or groups, including a term 
based on race, religion, gender, or sexual orientation; 
• Invasive of a person's privacy; 
• A commercial solicitation or advertisement, a chain letter, or a pyramid scheme; 
• Containing personal information such as a driver license number, a social security 
number, and other information protected by law;  
• Disclosing any detail about an ongoing investigation or court or administrative 
proceeding that could prejudice the process or interfere with the rights or claims of a 
person or entity; 
• Part of or is a repetitive post copied and pasted by multiple users; 
• Spam or could constitute spam; and 
• Speech for which content-based restrictions are permitted, including incitement, 
obscenity, defamation, speech integral to criminal conduct, so¬called “fighting words,” 
child pornography, fraud, true threats, and speech presenting some grave and imminent 
threat the Government has the power to prevent.  
 
 



This page is subject to amendment or modification at any time. 
 

Thank you for taking the time to read this page.  
 

Facebook's Statement of Rights and Responsibilities 
https://www.facebook.com/legal/terms  
 

Facebook Community Standards 
https://www.facebook.com/communitystandards  

 

https://www.facebook.com/legal/terms
https://www.facebook.com/communitystandards


FLORIDA SUPREME COURT 

Web & Social Media Privacy Policy  
Thank you for visiting the Florida Supreme Court website. Your privacy is very important 
to the Supreme Court. It is the policy of the judicial branch to collect no personal 
information about you when you visit www.floridasupremecourt.org, unless you 
affirmatively choose to make such information available. 

When you visit www.floridasupremecourt.org, the Web server automatically recognizes 
only the Internet domain and IP address from which you accessed the site. This 
information does not capture or identify your personal e-mail address or other personal 
information.  

In addition, information is only gathered by us regarding the volume and timing of 
access to the site by collecting information on the date, time and pages you visited 
while at the site. This is done so that the content of the site can be improved. Your 
personal information is not identified through this internal data collection process. 

You should be aware that private Web companies like Google, Facebook, and Twitter 
may collect information on their own, especially if you submit any personal or other 
information to them or use a search engine owned by them to access the Florida 
Supreme Court's website. The Florida Supreme Court has no control over these 
companies and assumes no liability for their actions when you use their services. For 
more information about social media companies like Facebook and Twitter, please read 
the subsection below labeled "Social Media." 

If you choose to share personal information with the Florida Supreme Court, such as by 
sending a message or an email or by filling out an electronic form with personal 
information, the information will be saved for a designated period of time in order to 
comply with Judicial Branch public records retention policies. However, information will 
not be disclosed to third parties or other government agencies, unless required by state 
or federal law, by a Rule of Court, or by a court order or subpoena. Please note that 
Florida's public records laws and court rules require that information received in 
connection with court business must be made available to anyone upon request, unless 
the information is subject to a specific exemption. 

If you have other questions about this privacy policy, or have suggestions on how it may 
be improved, please feel free to e-mail us at publicinformation@flcourts.org. 

http://www.floridasupremecourt.org/
http://www.floridasupremecourt.org/
mailto:publicinformation@flcourts.org


Social Media 
The Florida Supreme Court uses privately owned social media sites 
like Facebook and Twitter to provide the public with information about our daily work, 
about important announcements, the about public services we provide, our history, and 
similar matters. We do not endorse any advertisements or other information posted on 
social media sites by others. We do not receive anything of monetary value from these 
social media companies, and we have no control over the way they monitor your 
individual use of their services. 

You must be aware that social media companies are private businesses with their own 
separate policies about privacy.  The Florida Supreme Court has no control over those 
company privacy policies. Any information you provide to social media companies by 
posting comments or by any other means may be made available to them and to 
anyone else on a worldwide basis without restriction, and the Florida Supreme Court 
assumes no liability over any information you post or provide to any social media 
company. 

The Florida Supreme Court has a specific policy governing anyone who chooses to use 
its Facebook page. You can read that policy under the "About Page" under "General 
Information" on our Facebook page. That specific policy is in addition to the separate 
general policies that Facebook as a private company imposes on those who choose to 
use its services. 

Legal Notice 
The content of this website is intended to assist the public in the general understanding 
of the judicial branch of the state of Florida. It is not an official Court document. The 
accuracy of the content is not guaranteed. No entity within the judicial branch assumes 
any liability in connection with the use of the content. Nothing contained on this 
website is legal advice. If you need legal advice, you should contact a licensed attorney.  

 

https://www.facebook.com/floridasupremecourt/
https://twitter.com/flcourts
https://www.facebook.com/pg/floridasupremecourt/about/?ref=page_internal
https://www.facebook.com/floridasupremecourt/


CAN YOU   THE COURT? 

Social Media Use 
by Courts and Court Officials































































Group Discussion

1. Does your court use social media?

2. Do you participate?

3. Give us a TWEET.   



E-filing is a breeze.  
When the brief sails in, the clerks “dock it.”





















WHY CAN’T WE BE FRIENDS
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