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APS SOCIAL MEDIA POLICY
The American Peony Society recognizes the importance of social media in shaping public and member perception about our organization. As with anything, we need to take common-sense precautions when using social media tools. 

This policy is intended to guide all the volunteers who manage or contribute to the American Peony Society social media channels, which are defined as channels that speak on behalf of the society and have some oversight by the APS board. 


SUPPORT OF APS MISSION

Social media plays an important role in supporting APS goals and reflecting our mission and values. These include:
 
1. Educate and create enthusiasm for all aspects of the peony.
2. Promote cultivated peonies to the public.
3. Foster studies, propagation and hybridization to improve its worth as a garden plant.
4. Bring order and standardization in the names of peonies.

OWNERSHIP 

All social media sites, accounts, content and followers created on behalf of the APS are the property of the American Peony Society. 

CONTENT

All content is to be peony or APS event related and benefit the community of enthusiasts we serve. No political or other polarizing issues should appear on line.  Don’t post anything you wouldn’t want to see on the evening news or your feed.

Be ambassadors, have fun and engage others. Write about what you know your experience as part of the APS, what’s happening. Invite participation.  Be transparent in your role as an APS volunteer.

If you have questions on anything, please ask first.


PRIVACY/Confidentiality
Do not post anything to an official social media channel that should not be shared publicly Do not post confidential or proprietary information about APS members or the organization that would violate  the club or members’ rights to privacy.





TONE AND APPROPRIATE ENGAGEMENT

As a volunteer social media editor/content-creator and manager, you are a representative of the APS. Remain appropriate, professional and polite. Build trust by being open and transparent. If social media users post criticisms of our interests or organization: do not delete, become defensive or suppress postings unless they are in breach of policy. (See Monitoring). Often our community will correct itself or point out inaccuracies. If this is sufficient to resolve the issue, there may be no need to post an “official” response. Remember, we are inviting dialogue and different viewpoints.


MONITORING AND ADMINISTERING

Volunteer editors should monitor sites regularly (daily if possible). This includes promptly responding to questions or comments; and complementing and acknowledging members for good ideas, photos or contributions. Editors should also address errors, inaccuracies and report misuse.

While the APS supports open dialogue, feel free to delete irrelevant, vulgar, foul, antagonistic or disrespectful or self-promoting (spam or advertising) posts. If a post merits greater concern, please contact (Nate & Kim Bremer, or other APS leadership) for advice on disengaging in a way that reflects well on APS and our values.

A code of conduct will be developed for forums and groups, which will support your ability to edit and administer sites. Participation will include agreeing to a code of conduct, and the APS reserves the right to edit or amend misleading and inaccurate content. It also reserves the right to delete posts violating the code of conduct.

Groups may be (such as non-official APS Facebook interest groups) closed to non-members (to incent membership and allow policing). Closed group status may be more desirable for channels that have more personal exposure (images of people or private information).  Other channels may have viewing options without posting privileges, or have limited participation-per discretion of the channel administrator(s).  The channel administrators will decide best practice for such purposes and should seek guidance as needed.   All channel policies should be designed to attract participation by members and nonmembers alike, yet protect them from undue personal exposure and posts that do not support APS’ mission.  Membership in the groups must be by invitation or request and APS membership would be encouraged. Please admit proposed members to groups promptly.

ACCURACY

One of our goals is education, so be prepared to respond to inaccurate posts, content and photo tagging. If you are asked a question beyond your area of expertise, please reach out to our subject experts.  Direct media inquiries to the appropriate spokesperson:  Don Hollingsworth.  Nate and Kim Bremer support as needed.

TRADEMARKS AND COPYRIGHT AND INTELLECTUAL PROPERTY

Please use the APS logo and name, optimized for the platforms you are creating. Any official descriptions or profiles of the APS should be submitted and approved by the president.

Recognize our content stands on the shoulders of others! YOU have access to literally millions of images and ideas.  We will respect copyright rules. Credit your sources, and include a link to original content. Please read references below for understanding copyright law. If you are posting original copyrighted material, get appropriate permission first and cite appropriately. Stealing other people’s content is not only wrong- it can pose a legal liability for both you and the APS!

References:
An easy-to-understand article on the subject of copyright content for online media. https://www.businessnewsdaily.com/4693-legal-image-usage.html

Excellent checklist for determining copyright needs prior to posting: https://socialmedia.colostate.edu/copyright/

Notes:
· Due to character limitations and platform norms, credit is not necessary on Twitter or Instagram.
*On Facebook and YouTube/Vimeo, copyright to APS or include a credit.


PHOTOS

Photographs and videos will be a key part of the APS social content. You can use photos you have taken or from an APS member, or those you have obtained permission to use with credit.

Please tag photos and copyright them to the American Peony Society. Note photos posted on social media sites can easily be searched on Google and appropriated. Consider adding a watermark or posting at 72 dpi and low resolution to discourage piracy.

Unfortunately, predatory and mentally ill people are active online. Keep our members safe! Posting images of non-APS members should be avoided, but is acceptable if they are in the background and are not the primary subject of the photo.  Do not post images of children without parental acknowledgement in writing.  Posting images of APS members while they are involved in an APS function is reasonable and commonly practiced at this time.  Avoid the use of member names in channels that are public without permission.  Furthermore, use privacy settings when possible on Facebook group posts to hide all but basic info.  

IMAGE IDENTIFICATION AND TAGGING

Part of APS’ mission is to bring order and standardization to peony names.  Due to the chaotic nature of online sharing, images are often picked up, shared, re-purposed or posted. Our diligence in social media will be extremely critical in addressing the challenges of misinformation or misidentification.

Peony and plant images without correctly tagged names should be corrected immediately or deleted.  Do not foster the idea of identifying unknown cultivars or seedlings in your social media channels.   The challenges of making a correct identification from images alone are great and cannot be authenticated.  Notify participants that identification of an unknown flower or plant through an image is unlikely to yield correct information and that properly named cultivar images help us to educate all that participate.   This scenario has already played out in numerous social media channels and is to be avoided by the APS. 

Members of a social channel who post unnamed or untagged images should be asked to identify them.   An image without a name does not support APS’ educational goals.

Cultivar name issues are becoming a larger problem as gardeners name seedlings without registering them, commercial growers rename already registered plants as trademarked plants, sellers simply avoid the registration process and market their plants or people discover old plants in their gardens that have no name attached.   

Trademarked names should be replaced on tagged images with registered names when possible (use APS cultivar registry).  Those that are not registered should be identified as a trademarked seedling.  Example:  The cultivar ‘Pink Double Dandy’ is trademarked and sold as ‘Keiko™ (Adored) Itoh Peony.  Pink Double Dandy can be found in the APS Registry of Peony Cultivars, whereas the trademarked name does not occur.  Simple searches will often help sort out such issues.    The purpose of identifying these plants is helpful so that consumers are aware that the same cultivar may be available as differently named plants.  Use of APS Registry of Peony Cultivars should be encouraged as an educational opportunity.   Don Hollingsworth or Nate Bremer may be contacted for further information in this area. 

SECURITY BEST PRACTICES
Social media is a target for scammers and hackers. Follow best-practice security measures for the protection of all members. Reference:  https://www.zerofox.com/blog/social-media-security-best-practices/ 
· Create secure passwords and set up two-factor authentication.
· Ensure the APS secretary has all account info and passwords
· Keep software and devices updated
· Avoid phishing attacks, spam, scams, and other malicious threat
· In the event of a security breach or attack (need policy
COLLABORATION and CROSS PROMOTION
Once we have established our APS social media presence, we will strive to cross-promote in various channels and support, including links and a feed on the APS Website.  The APS board will be responsible for providing the social media group with upcoming events, key dates and targeted “release dates” to promote events, awards and opportunities on social media.
In order to create the most impact, social campaigns (such as announcing awards, convention build-ups or other time-sensitive content) should be planned and coordinated within the social media group, with targeted launch dates and complementary content.
ANALYTICS
Volunteers will monitor metrics, share learnings as a group, and report to APS board at least twice a year. Editors (or a volunteer who is willing to be in charge of metrics) will be responsible for experimenting and identifying content and topics of interest to members. (*The Social Group will be responsible for determining metrics, and learning how to access metrics by platform.)

FREQUENCY/ CONSISTENT APS PRESENCE
Life is busy and we realize social media editors are volunteers. So each platform should establish frequency goals and have at least two active volunteers to support, monitor and respond to platforms. Platform activity and frequency should be self-managed. However, if volunteers are not able to support desired frequency and content and secure additional assistance, the APS reserves the right to recruit added volunteers to support the platform. 
If changes, new commitments or other personal reasons keep you from maintaining media as you planned, please contact an APS leader so we can arrange support or replacements. We want our social media program to be fun and enriching: not overwhelming. At the same time, we need to be consistent in maintaining our online presence.
ADHERENCE to POLICY
Since our editors craft the online face and ambassadors of the APS, we reserve the right to revoke editing privileges if social media policy is not followed.
THANK YOU! 
Social media is a vital new initiative for the APS. We are energized, excited and thankful to our ground-breaking editors and content creators.  Together, we will learn as we go, continuing to collaborate, craft policy and hone content that creates a dynamic community of peony enthusiasts worldwide.
* Further discussion and improvement should take place in regards to people in images and permissions involved.  Perhaps a disclaimer in membership documents may address this, as numerous other organizations treat privacy in this manner.
Under development by channel administrative group:
Channel Administration Codes for Users (posts and images)
1.  All users of any Social Media channel shall refrain from language that may be offensive to any reasonable person.
2.  All users will include the name of any image or explain its reason for being posted.
3.  Commentary will be respectful and in the spirit of quest for knowledge, meaning and enjoyment.
[bookmark: _GoBack]4.  Commentary and text should be informationally rich (where appropriate).   
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