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YORKSHIRE DALES NATIONAL PARK AUTHORITY 

 
ITEM 9  

 
  
Date: 14 December 2021 
  
  
Report: SOCIAL MEDIA STRATEGY AND SOCIAL MEDIA GUIDE 

 

 
 
Purpose of the report 
 
1. To present Members with an updated Social Media Strategy and Social Media Guide. 
 
 
RECOMMENDATION 
 
2. That Members note and comment on the strategic approach to social media and how 

it’s used as a communications channel by the Authority. 
 
 
Strategic Planning Framework 
 
3. The information and recommendation contained in this report are consistent with the 

Authority’s statutory purposes and approved strategic planning framework: 

 Corporate Plan objective 36: Provide high quality, efficient and effective services 
and communications to the public and other stakeholders, and so maintain the 
Customer Service Excellence standard every year.  

 Action 36.4: Review and update the Authority’s Social Media Strategy 
  
Background 
 
4. We use social media in parallel with other communications channels - websites, Dales, 

Visitor, traditional media, e-newsletters, printed media, meetings etc. - ensuring it 
remains an integrated part of the Authority’s communications approach. 

 
5. Prior to the start of 2020 the Authority’s social media channels were used sparingly, 

and a plan to reinvigorate our social media approach took on more urgency with the 
onset of Covid in March 2020.  

 
6. Since then, we have increased the resource we put into this work and the quantity and 

quality of posts. Subsequently, we have seen strong growth across all channels - 
Instagram in particular - as a result.    

 
7. The new Social Media Strategy and updated Social Media Guide reflects the original 

plan for the Authority’s social media and incorporates everything we’ve learned from 
using these channels more extensively over the last 21 months. 
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8. We now post two or three times a day on our main channels and since March 2020 the 
Authority has grown its overall social media following by just over 50%. 

 
9. In March 2020 we introduced a new Social Media Protocol for Members and followed 

up with bespoke social media training in February 2021.   
 
10. We have a corporate action to achieve top quartile status, for followers on our social 

media platforms, when compared to all UK National Parks. To support this, we review 
our social media analytics weekly, monitoring followers, reach and engagement.  

 
 
Social Media - Strategy 
 
11. The Social Media Strategy (Annex 1) is designed to deliver our two strategic 

objectives: 
 

 To develop our social media platforms into effective external facing 
communications channels, complimentary to - and operating in parallel with - our 
print, media and digital channels. 
  

 To deliver engaging social media content to our target audience, in line with our 
vision and core values, and in support of our overarching communication 
objectives, detailed in the Communication Strategy 2020-25, namely:   

 
o Promote, conserve and enhance the Yorkshire Dales National Park by 

stimulating engagement, action and care. 
o Promote the positive work the Yorkshire Dales National Park Authority does 

to ensure that stakeholders recognise this work in delivering National Park 
purposes.  

 
12. We have several linked documents that support the updated strategy, namely:  
 

 The Social Media Guide 

 The Social Media Protocol for Members 

 The IT User Guide and Policy 

 The Communications Strategy 2020-2025 
 

And other useful resources such as:  
 

 The Government Communication Service’s ‘Applying behavioural science to local 
communications and public spaces safety strategy’ study. 

 Social Media Training for Members. 
 
13.  Taken together these documents support all our social media strategic objectives and 

helps us to: 
 

 Know our target audience and how they use social media  

 Know what content/messaging we’ll be sharing with them and how to engage 

 Know where to share content with them 

 Know when to share it   
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Social Media - Guide 
 
14.  The Authority’s ‘Social Media and Online Participation Guide’ was last updated nearly 

ten years ago. A new guide has been prepared to reflect how social media is used 
today and how the Authority applies it as part of the communications mix (Annex 2).  

 
15. The guide provides full details on how we will deliver our strategic objectives.  
 
 
Social Media – Performance Statistics 
 
16. Our social media following grew 34% in the year November 2019 to November 2020 

and by a further 26% in the year November 2020 to November 2021. Our Instagram, a 
channel which we’ve focused on a great deal since March 2020 has grown 52% 
between November 2019 and November 2021.  

 

  Facebook Twitter Instagram Total  Y-o-Y 

Nov-19 26,466 61,194 19,200 106,860  

Nov-20 39,372 66,407 57,079 162,858 +34% 

Nov-21 54,679 70,000 96,582 221,261 +26% 

 
17. Social Media Followers Ranked by National Park. 
 

November 2021 Total Facebook Twitter Instagram 

Yorkshire Dales 221,261 54,679 70,000 96,582 

Lake District 144,127 50,990 58,637 34,500 

Peak District 130,477 54,456 47,402 28,619 

North York Moors 115,384 37,225 29,168 48,991 

Loch Lomond 97,257 46,815 31,701 18,741 

New Forest 80,273 45,567 16,775 17,931 

Northumberland 68,832 25,443 20,351 23,038 

National Parks UK 67,889 31,497 18,323 18,069 

Dartmoor 65,972 14,584 44,056 7,332 

Brecon Beacons 65,254 26,116 19,795 19,343 

South Downs 63,634 41,557 14,419 7,658 

Pembrokeshire 50,050 24,301 21,484 4,265 

Snowdonia 46,887 22,991 13,310 10,586 

Cairngorms 45,883 19,852 19,959 6,072 

Exmoor 37,633 17,877 13,019 6,737 

Broads 18,757 6,706 8,621 3,430 
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Conclusion 
 
18. We recognise the importance of social media as part of our communications mix.  
 
19. The Covid pandemic has taught us much about how our audiences use and value the 

content we deliver on social media and how we deliver it.  
 

20. The updated Authority social strategy and social media attached in Annex 1 and Annex 
2 draws on the lessons learned through the pandemic and the experience we have 
already within the Authority, providing a strong foundation from which we can further 
expand reach and engagement within our key audience groups. 
 
 
 
 
 

Mark Sadler 
Communications Manager 
 
10 November 2021 
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Appendix 1 
 

 
 

Social Media Strategy 2021-2024 
 

Purpose  
 
1. This Strategy is designed to deliver two objectives: 
 

 To develop our social media platforms into effective external facing 
communications channels, complimentary to - and operating in parallel with - our 
print, media and digital channels.  

 

 To deliver engaging social media content to our target audience, in line with our 
vision and core values, and in support of our overarching communication 
objectives, detailed in the Communication Strategy 2020-25, namely:   

 
o Promote, conserve and enhance the Yorkshire Dales National Park by 

stimulating engagement, action and care. 
 

o Promote the positive work the Yorkshire Dales National Park Authority does 
to ensure that stakeholders recognise this work in delivering National Park 
purposes.  

 

 
Approach 
 
3. The vision for the National Park, laid out in the NPMP, sits at the heart of all our 
communications:  
 

‘Through their passion for this special place, local people, businesses and 
organisations will keep the Yorkshire Dales National Park a thriving area. Its unique 
cultural landscape will be treasured for its stunning scenery, exceptional heritage 
and wonderful wildlife, and every year millions of people will be inspired to be a part 
of it’ 

 
4. This vision will be achieved by delivering our statutory purposes through the objectives 
set out in the NPMP, the legal framework for which is provided by our statutory purposes. 
 
5. To successfully deliver the social media strategy we need to: 
 

1. Know who our target audience is and how they use social media  
2. Know what content we’ll be sharing with them and how to engage 
3. Know where to share that content with them 
4. Know when to share it   
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1. Who is our target audience;  
 

Our audience is composed of five distinct categories: 
 

 People (and organisations) who live and/or work here: residents, businesses, 
land managers, community groups and local/parish councils. 

 People who visit here: visitors whilst they’re here, and potential visitors, both 
national and international. 

 People who are opinion formers and policy makers: politicians and 
journalists, National Parks England and campaign groups, and organisations 
with interests in the environment or outdoor recreation.    

 People with a keen interest in the Yorkshire Dales National Park and what we 
do as an Authority, but who don’t visit, work or reside here.  

 New target audiences including minority ethnic and young people. 
 
Understanding how our audience use social media  
 
6. We need to continually understand how our audience uses social media. Using social 
media analytics - and taking each of the five categories in turn - we will examine what 
platforms they are using and more importantly, how many of them are following and 
engaging with us.  
 
7. We will identify the audience categories we need to grow and devise targeted 
campaigns to encourage engagement - particularly if we consider we are weak in a key 
category.  
 
8. Understanding the social media platforms our audience are using allows us to be more 
tactical in terms of selecting the right platform for our communications messaging and 
content.   
 
Understanding how our audience is segmented 
 
9. We need to understand the gender, demographic and geographic profile of our social 
media following. We will use social media analytics to create an audience profile to share 
with teams. This will inform how we segment the audience, drill down to get to know them 
better, and understand what they think about the ways we are communicating - and can 
best communicate - with them. We will also measure sentiment toward the National Park, 
given the two-way nature of social media.  
 
10. Understanding our social media audience profile allows us to be more strategic in 
terms of the optimum communications channel for individual Authority comms. It builds on 
the existing audience insight we get from resident and visitor surveys, the UK National 
Parks Brand and Marketing Team, as well as feedback on the programmes, projects and 
events we deliver.  
 
11. It is our strategic objective to reach and engage audiences wherever they are, and 
increasingly that is on social media. With a significant and growing social media following 
we want to take advantage of - and leverage - that scale to reach them more effectively. 
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Reaching our audiences on our own channels  
 
12. With insight we can be tactical in delivering individual messages and content, using 
more of the social media toolkit and the right platforms to reach the right audience with the 
right message. We will start using location and demographic parameters when scheduling 
targeted posts.  
 
13. We will make more use of social media analytics to identify the optimum times to post 
content in order to drive reach more effectively.   
 
14. We will learn from our experience of social media ad-tools (where we pay to boost 
social media posts) and continue to use ad-tools to drop Authority comms into the feeds of 
hard-to-reach audiences and to promote key events and activity (subject to budget 
approval).  
 
15. We will use hashtags in social posts to help audiences find our content and to reach a 
broader audience. Hashtags will be specific to our content and brand. We will also @ any 
organisation or individual associated with the content we are posting to broaden the reach.   
  
Reaching our audiences on other channels  
 
16. We will ask to join relevant local community and special interest social media groups 
so we can provide important local information and updates directly, when required.  
  
17. We may choose to correct inaccuracies or comment on third party social media 
platforms if it is appropriate to do so, for example if we are being mispresented or 
misreported.  
 
 
 
 

2. What content will we be sharing;  
 

Our content can be broken down into four key themes: 
 

 Content that supports the delivery of our statutory purposes and which 
highlights positive work programmes being delivered by the National Park 
Authority and partners - as detailed in the NPMP.   

 Content specifically designed to inform, influence or educate our audience(s) 
and which reflects the sense of day. 

 Content that promotes the Yorkshire Dales National Park as a destination. 

 Content we amplify on behalf of NPP, NPUK, NPE, DEFRA, EuroParc etc.  
 
18. We will use social media scheduling tools and internal planners to ensure a balanced 
delivery of all themes across a day. Content for the main[1] social media platforms will only 
ever be prepared and scheduled by the Comms team.  
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Understanding what content to share 
 
19. We understand the types of content audiences want to engage with[4]. This illustration 
represents content preferences across all social media.  
 
Acronyms explained: AMA - Ask me anything. UGC - User Generated Content.  
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
20. We know that high quality and striking imagery drives the highest levels of 
engagement on our social media.The Authority’s Social Media Guide[3 details our content 
requirements and expectations for each platform. We already have an extensive media 
library of images which we make available to organisations which share our vision and 
purposes for the National Park. We will prioritise the commissioning of images which 
reflect new and diverse audiences engaging with the landscape.  
 
21. Social media has evolved from a place to connect with friends, into a 360° destination 
for entertainment, education, and e-commerce inspiration. And in this new world of social 
media, video content is increasigngly proritised by platforms. For example, Instagram 
Stories, Facebook Live, TikTok etc.    
 
22. Teams will be encouraged to use video to showcase their projects and work. With 
improving smartphone technology and access to high quality video editing software it is 
becoming easier for us to create good quality video content to sit alongside our exisiting 
film commissions. 
 
23. We will incorporate polls and surveys in our social media posts to drive better 
engagement amongst our audiences alongside our existing text based stories.   
 
 
Understanding how to engage  
 
24. The Authority’s tone of voice on social media will always reflect our vision and values - 
consistent with how we speak across our other communication channels such as Visitor 
and Dales - while recognising the need for a degree of fluidity depending on the content 
and target audience.   
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25. Where we are creating social media content that helps audiences follow rules and 
avoid risky situations we will always highlight the behaviour we want people to adopt, not 
just what behaviour we want people to avoid[2].   
 
26. We will, on occasion, reply to positive comments left on our posts. This will be at the 
discretion of the Digital Communications Officer. Responding to criticism/negative 
comments will be at the discretion of the Communications Manager and may require 
further consultation with a relevant Section Head/Director or the Chief Executive Officer.    
 
27. We will always aim to answer questions posted by the public on our social media - 
whether by direct message (DM) or a comment beneath a post – and it will be for  the 
Digital Communications Officer to do that as part of their daily review of channels.  
 
28. We have provided updated guidance on how to engage with audiences on social 
media in the Authority’s ‘Social Media Guide’[3]. 
 
 
 

3. Where we will be sharing our content; 
 

29. Understanding the social media platforms our audience is using is important in helping 
us select the right platform for our content and messages, as is knowing when our 
audience will be most receptive to content and messages.  
 
30. We will use our suite of social media analytic tools to make decisions on the right 
platform to use for the right target audience and when best to schedule posts. We will also 
use location and demographic targeting tools within each platform for more pinpoint 
targeting of our content and messages when required.  
 
31. We are currently using Facebook, Twitter, Instagram, LinkedIn, TikTok and You Tube 
to deliver content and messages. This will be kept under constant review by the 
Communications Team with a view to expanding or contracting our suite of social media 
communication channels as required or as trends dictate.   
 
32. As the UK social media landscape evolves that data will be updated in the Authority’s 
‘Social Media Guide’[3] as will guidance on choosing the right platform for our content and 
messages.   
 
 
 

4. When we will be sharing our content; 
 

33. We will use our suite of social media analytic tools to make decisions on when best to 
schedule posts. This will vary on the type of content/message being delivered and the 
target audience we’re looking to reach.  
 
34. Reference should be made to the Authority’s ‘Social Media Guide’ before scheduling 
social media posts as this guide contains important information on frequency of posts per 
platform to maximise engagement alongside guidelines on the best time of day to post[3].  
 
 



96 
 

 

Measuring success and improving what we do 
 
35. We have a corporate plan objective to achieve top quartile status for total followers on 
our social media platforms against all the UK National Parks. To support this, and to track 
followers, reach and engagement on a weekly basis we have an internal social media 
dashboard[5]. 
 
36. We will highlight social media posts that achieve above average reach, impressions 
and engagement, and look at what we can learn from the performance and whether that 
learning can be incorporated into the Social Media Guide’[3]. 
 
37. We will keep under review whether further KPIs or metrics need to be introduced to 
support the continued development of our social media communication channels.   
 
 
 

Appendix 
 
[1] Yorkshire Dales National Park Authority Facebook, Twitter, Instagram, YouTube, 
LinkedIn and TikTok. 
[2] The Government Communication Service’s ‘applying behavioural science to local 
communications and public spaces safety strategy’ study. 
[3] The Yorkshire Dales National Park Authority’s ‘Social Media Guide’.  
[4] Sprout Social IndexTM. Available here. 
[5] Yorkshire Dales National Park Authority Social Media Dashboard.  
 
Reference can also be made to:  
 
[6] Yorkshire Dales National Park Authority Communications Strategy 2020-2025.  
[7] Social Media Protocol for Members.  
[8] Social Media Training for Members by Dan Slee, February 2021.  
[9] Yorkshire Dales National Park Authority IT User guide and policy.   
 
 
 
Mark Sadler & Wendy McDonnell, November 2021  
 
  

https://www.facebook.com/yorkshiredales
https://twitter.com/yorkshire_dales
https://www.instagram.com/yorkshiredales/
https://www.youtube.com/channel/UCPu4D49eJaqdMkOHIrqxASQ
https://www.linkedin.com/company/yorkshire-dales-national-park-authority
https://www.tiktok.com/@yorkshiredalesnp/
https://sproutsocial.com/insights/competitive-benchmark/
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Appendix 2 
 

 
 

 
 

Social Media Guide 

 

Definition 
 
1.1 Social media is the term to describe websites and online tools which allow people to 
interact with each other by creating their own content. The content could, for example, be 
images, video, text-based posts, stories, polls, and links to web content.  
  
1.2 On social media sites users share information, discuss opinions, and may create 
interest groups or pages. Ultimately people use these sites and tools to build online 
communities and networks which encourage participation and engagement. 
 
1.3 There are different types of social media: 
 

 Social Networking - For example, Facebook, Twitter, and LinkedIn. These sites 
allow users to post, share and respond to each other’s content, directly connect 
with others as friends or fans and to form communities and discuss relevant news 
within those communities [1].  

 Photo Sharing - For example, Instagram, Snapchat, and Pinterest. These sites 
allow users to post images and short video alongside a caption. On sites like 
Instagram this can also include live video as ‘Instagram Stories’ which disappear 
after 24hrs.  

 Video Sharing - For example, YouTube and Vimeo. These sites allow users to 
share and interact with longer form video content.   

 Interactive Media - For example, Snapchat and TikTok. These Apps allow users to 
share photos and videos. They also have a variety of unique interactive features 
including augmented and virtual reality filters, musical overlays, and games.  

 
1.4 We are currently using Facebook, Twitter, Instagram, LinkedIn, TikTok and YouTube 
to deliver content and messages on behalf of the Yorkshire Dales National Park Authority. 
This will be kept under constant review by the Communications Team with a view to 
expanding or contracting our suite of social media communication channels as required or 
as trends dictate. 
 
1.5 There are several team social media accounts which are operated by officers in those 
sections[8]. No new accounts should be opened without reference to the Communications 
Team, and all team accounts will be run in accordance with the Authority social media 
guide.   
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Introduction 
 
1.6 This guide is intended to help Authority staff and Members [5] engage audiences on 
social media with the work the Authority is doing, the special qualities of the National Park 
and the sense of being here. It supports the Social Media Strategy 2021-2024 which is 
designed to deliver two objectives: 
 

 To develop our social media platforms into effective external facing 
communications channels, complimentary to - and operating in parallel with - our 
print, media, and digital channels.  

 To deliver engaging social media content to our target audience, in line with our 
vision and core values, and in support of our overarching communication 
objectives, detailed in the Communication Strategy 2020-25, namely:   

 
o Promote, conserve, and enhance the Yorkshire Dales National Park (YDNP) 

by stimulating engagement, action, and care. 
 
o Promote the positive work the Yorkshire Dales National Park Authority 

(YDNPA) does to ensure that stakeholders recognise this work in delivering 
National Park purposes.  

 
1.7 This guide covers: 
 

 Who our target audience is.  

 What content we’ll be sharing with them and how to engage with them. 

 Which platforms we use to share content with them. 

 When we share content with them.   
 
1.8 We use social media in parallel with our other communications channels - such as the 
website, Dales, Visitor, traditional media, e-newsletters, printed media, meetings etc. - to 
ensure it remains an integrated part of the Authority’s communications approach.  
 
1.9 A flexible approach to social media engagement is necessary as the platforms and 
technologies evolve, and as lessons are learnt about what approach works best in 
different settings. 
 
2.0 The Communications Team is ultimately responsibility for all aspects of the Authority’s 
social media. However, the day to day management of our social media accounts and 
content origination sits with various officers across the Authority.  
 

Our Target Audience 
 

2.1 Our audience fall into one of five distinct categories: 
 

 People (and organisations) who live and/or work here: residents, businesses, land 
managers, community groups and local/parish councils. 

 People who visit here: visitors whilst they’re here, and potential visitors, both 
national and international. 
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 People who are opinion formers and policy makers: politicians and journalists, 
National Parks England and campaign groups, and organisations with interests in 
the environment or outdoor recreation.    

 People with a keen interest in the Yorkshire Dales National Park and what we do as 
an Authority, but who don’t visit, work, or reside here.  

 New target audiences including minority ethnic and young people. 
 
 

Our Content  
 
 
2.2 Our content can be broken down into four key themes: 
 

 Content that supports the delivery of our statutory purposes and which highlights 
positive work programmes being delivered by the National Park Authority and 
partners - as detailed in the NPMP.   

 Content specifically designed to inform, influence, or educate our audience(s) and 
which reflects the sense of day. 

 Content that promotes the Yorkshire Dales National Park as a destination. 

 Content we amplify on behalf of NPP, NPUK, NPE, DEFRA, EuroParc etc.  
 
 

Content Creation 
 
 
2.3 This is about knowing what content to share with our audience and how to prepare it.  
 
2.4 Content being created for any of the main Authority social media channels will be 
reviewed by the Communications Team and must meet one of the four key content 
themes above.  
 
2.5 Content should be relevant to our audience - will they care about what we’re about to 
share? Content should be friendly, engaging, and accurate. All captions and text should 
be proofread, and spell checked before being scheduled. All narrative content must be 
accompanied by high quality relevant imagery.   
 
2.6 social media content can be shared by millions worldwide. What we say, how we say it 
and our tone of voice on social media is the same as saying it in front of them, and their 
reaction can be immediate.  
 
2.7 The language we use on social media will always reflect our vision and values - 
consistent with how we speak on other communication channels such as Visitor and Dales 
- while recognising the need for a degree of fluidity depending on the content and target 
audience.  
 
2.8 Our audience fall into one of five distinct categories - as above - and our tone of voice 
is the same as you would use when meeting them in Reception for the first time – friendly, 
welcoming, professional.  
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2.9 We are always:   
 

 Positive – we will always speak positively  

 Respectful – we will always speak respectfully  

 Credible – from the content we deliver through to how we speak to our audience    

 Authentic – we are true to ourselves and our values   

 Informative – we will inform and educate in a positive and engaging way 

 Succinct – less is always more  
 
3.0 We are never: 
 

 Negative – we are never negative or critical 

 Disrespectful – we are never unkind, rude, condescending or patronising 

 Aloof – we will never dumb down or underestimate the intelligence of our audience 

 Sanctimonious – we are never preachy or nannying in terms of our content or tone 
of voice 

 
3.1 Our social media posts are usually written in the first person (us, we, our) and talking 
directly to an individual (you, your, you’re). For example, “We’re really looking forward to 
seeing you in the National Park this weekend” and “If you’re going to spending time in the 
National Park this weekend, don’t forget to check our website and plan ahead”.  
 
3.2 We use emoji sparingly, in context and where we feel it’s appropriate. If in doubt, leave 
it out. Acceptable emoji include the camera emoji for picture credits, arrows for signposting 

URLs, thank you emoji, and a small number of human, animal, nature and activity emoji 
that adds a touch of humanity/personality. Emoji are not necessarily accessible, which is 
another reason to use them sparingly. They should only be used to support the written 
message and not be the message.  
 
3.3 Where we are creating social media content that helps audiences follow rules and 
avoid risky situations we will always highlight the behaviour we want people to adopt, not 
just what behaviour we want people to avoid[2].  
 
3.4 If we are mentioning a third party ‘partner’ in a social media post we might consider 
using their social media handle. Examples could include Tarmac, Yorkshire Peat 
Partnership, Welcome to Yorkshire, Yorkshire Wildlife Trust, NPAs or Local Authority. It’s 
a good way to reinforce the strength of the partnership.   
 
3.5 We will, where word count allows, use a small number (3/4) of hashtags to help other 
social media users find our content in related searches. The first hashtag will always be 
#YorkshireDales with the remainder directly related to the content or sense of day. For 
example, a post about water safety might be accompanied by #BeWaterAware. Always 
double check hashtags before using them to ensure we’re not attaching our name and 
content to something completely unrelated or inappropriate.  
 
3.6 In terms of posting links in social media posts to online content (URLs) we will only link 
to content on our own website. If a link to a third-party website or content is required, this 
will need the approval of the Communications Team first. The full URL should be used 
wherever possible for accessibility purposes - screen readers read out links - and if you 



101 
 

feel you need a more friendly URL for a project or campaign, then contact the Digital 
Communications Officer who can create one.  
 
3.7 All photography and video content should be of the highest standard. Our media 
library is the best place to search for appropriate images. Internally produced video should 
be watermarked as per the visual identity guidelines.  
 
3.8 When posting images/video of people in the landscape, look for variety in the shot so 
we can showcase diversity of audience – variety of gender, age, ethnicity, and ability etc.  
 
3.9 When posting images/video of our landscape, look for variety in woodland, moorland, 
rivers, waterfalls, villages, barns, and walls etc. highlighting all our special qualities and 
landscapes. Images and video should - where possible - reflect the current season and 
the cycle of life and work in that season (lambing, hay making, nesting etc).  
 
4.0 Do not post any image or video on social media without the express permission of the 
copyright holder or without a credit. The media library holds all our photography with the 
relevant credit to use.     
 
4.1 Proper consideration needs to be given to privacy. Permission must be sought before 
posting someone's picture (foreground or background) or details of a conversation. 
Parental permission is required before posting any image or video of anyone under 18.  
 
4.2 Mistakes made on social media can go viral and cause huge reputational damage for 
organisations like ours and deleting an ill-conceived or badly prepared social media post – 
however quickly we do that - won’t stop it from happening as screen grabbed versions will 
quickly re-appear. Always check and then double check social media posts before they 
are scheduled.   
 
4.3 Although the best use of social media is conversational in tone, publishing to the web 
is still publishing.  What you have said on the web is written down and it is permanent.  
Most pitfalls will be avoided if your online content is accurate, informative, balanced and 
objective. Officers and Members should be careful to avoid saying anything that they 
wouldn’t be comfortable repeating or justifying, for example, at a public meeting.  
 
4.5 Finally, if you’re in any doubt about what may or may not be acceptable in a social 
media post, please ask a member of the Communications Team first. 
 

Legal Issues 
 
4.6 Libel – If you publish an untrue statement about a person which is damaging to their 
reputation, they may take a libel action against us. The same thing may happen if 
someone else publishes something libellous on our social media account that we know 
about and fail to take swift action to remove it.  A successful libel claim could result in the 
award of damages against us.  
 
4.7 Copyright – Placing images or text on your site from a copyrighted source (for 
example, extracts from publications or photos,) without obtaining permission, is likely to 
breach copyright laws. Therefore, do not publish anything you are unsure about, or obtain 
prior permission.  Again, a successful claim for breach of copyright would be likely to lead 
to an award of damages against us. 

https://photos.yorkshiredales.org.uk/
https://photos.yorkshiredales.org.uk/
https://photos.yorkshiredales.org.uk/
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4.8 Data Protection – Do not publish the personal data of individuals unless you have their 
express permission. We never use images of people who haven’t given their explicit 
permission. Any images of children also require parental consent.  
 
4.9 Purdah - Compliance with purdah also applies to social media channels.  

 
 
Content Delivery  
 
5.0 This is about knowing where to share content with our audience and when to share it.  
 
5.1 We use Facebook, Twitter, Instagram, LinkedIn, TikTok and YouTube, Tik,Tok etc. 
and as a general guide this is how we distribute our content - reflecting how audiences 
use the respective channels.  
 

Facebook Twitter Instagram LinkedIn TikTok YouTube 
Mainstream 

Content* 
Mainstream 

Content* 
High Quality 

Images  
Job Vacancies 

& 
Apprenticeships 

Youth 
targeted video 
content (<60”) 

High Quality 
Filmed Content 

(>60”) 

Job Vacancies 
& 

Apprenticeships 

Job Vacancies 
& 

Apprenticeships 

High Quality 
Video (<60”) 

Career 
Information 

 Offline Internal 
Presentations 
Webinars and 

Meetings 

Authority Media 
Releases 
(selected) 

Authority Media 
Releases 
(selected) 

 Corporate 
Information 

  

 Corporate 
Information 

    

 Updates on 
Partnership 

Working 

    

  
*Mainstream Content is defined as day-to-day Authority generated content that supports the delivery of our 
statutory purposes and which highlights positive work programmes being delivered by the National Park 
Authority and partners - as detailed in the NPMP. Content specifically designed to inform, influence, or 
educate our audience(s) and which reflects the sense of day. And content that promotes the Yorkshire Dales 
National Park as a destination. 

 
5.2 We use Creator Studio for Facebook and Instagram and Twitter Media Studio and 
Hootsuite to schedule all our social media posts. We also use a shared planning 
document to ensure a balanced delivery of posts across a day and week, and to avoid 
duplication and clashes.  
 
5.3 We will, from time to time, re-tweet, quote-tweet, share and re-post content from third 
parties - or from other internal accounts - on our social media. If a member of staff or a 
Member wishes us to share content from a third-party partner or an individual in this way, 
they should contact the Communications Team directly. We will always do due diligence 
before sharing any content from partner organisations or individuals to ensure they are 
aligned with our vision, values and purposes.     
 
5.4 The frequency of social media posts is important. We aim for two posts a day each on 
Facebook and Instagram and no more than five on Twitter. All posts should be well 
spaced in terms of scheduling.  
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5.5 Content for the main [1] social media platforms will be usually be scheduled by the 
Comms team. Scheduling across the specialist accounts, eg. wildlife, ranger, DCM etc.is 
the responsibility of officers within those sections.   
 
 
 

Engaging With Audiences 
 
5.6 Once content goes live our audience will ‘love’, ‘like’ and share our content. They will 
also comment or direct message us with questions, queries, concerns, criticism, 
negativity, feedback and more. 
 
5.7 We will generally ‘like’ positive comments left on our social media posts where 
appropriate and occasionally we will reply. This will be at the discretion of the Digital 
Communications Officer. As a rule - when replying to comments - we will only ever reply 
once.   
 
5.8 We will always respond to questions left on our social media - whether by direct 
message (DM) or a comment beneath a post - these fall under our customer service 
standards and these must be responded to quickly and professionally. It will be for the 
Digital Communications Officer to do that as part of their daily review of channels. 
 
5.9 Responding to criticism/negative comments will be at the discretion of the 
Communications Manager and may require further consultation with a relevant Section 
Head/Director or the Chief Executive Officer. The Communications Manager will then reply 
and it will be left there.   
 
6.0 More often than not, we won’t respond to negative comment, to avoid being drawn into 
a needless debate/discussion. Reference should always be made to the Comms team 
before addressing negative comment on social media. 
 
6.1 We will never remove criticism of the Authority. If we choose to respond to criticism we 
will do so in a professional and factual way, and only once.  
 
6.2 We will only correct factual inaccuracies about the Authority or National Park, not 
opinion, accounts of personal experience or speculation. When correcting we should be 
transparent about who we are and if possible, explain why the correction is required. We 
should be polite when doing so.  
 
6.3 We will ‘hide’ derogatory and offensive comments and spam from Authority social 
media platforms. In extreme cases we will report and delete them and ban the user. The 
decision to ‘hide’ offensive comments, to delete comments or block users can only be 
made by the Communications Manager. 
 
6.4 One of the aims of social media is to create dialogue, and people won’t always agree 
on an issue. When confronted with a difference of opinion, stay calm and express your 
points in a clear, logical way. Don’t pick fights or enter into tit for tat postings. Sometimes, 
it’s best to ignore a comment and not give it credibility by acknowledging it with a 
response. 



104 
 

 

Professional use of social media 
 
6.5 You must not bring the Authority into disrepute – you should not publish anything that 
could reasonably be perceived as bringing yourself as an Officer, Member, or the Authority 
in general, into disrepute.  
 
6.6 You must not disclose confidential information, through the use of social media, just as 
in any other circumstances, you would not disclose information given to you in confidence 
by anyone, or information acquired by you which you believe, or ought reasonably to be 
aware, is of a confidential nature.  
 
6.7 Inadvertent leaks of the Authority’s confidential information are more likely to take 
place when an Officer or Member is using social media, rather than when they are 
carefully drafting a letter for publication in the local paper. This may be because of the 
more immediate, conversational, off- the - cuff nature of much social media 
communication.  
 
6.8 Officers and Members must be careful to apply the same Code of Conduct standards 
to their own personal social media communications as they would to statements made in a 
more formal context. 
 
6.9 The use of social media by officers in a professional and personal capacity is 
governed by the same policies and codes as any other activity undertaken as an 
employee of Yorkshire Dales National Park Authority.  
 

Personal use of social media 
 
7.0 These principles apply to online participation and set out the standards of behaviour 
expected as an employee of the Authority using social media. You should participate in 
the same way as you would with other media or public forums such as giving 
presentations. 
 
7.1 We would recommend speaking to your manager and/or the comms team before 
posting any work-related content on social media. You are accountable, you should not 
disclose information, make commitments, or engage in activities on behalf of the Authority 
unless you are authorised to do so. 
 
7.2 Officers need to consider carefully anything that they post on their social media 
accounts which contains any reference to the Authority and its work. Officers are 
encouraged to simply share and/or like content already published on the Authority’s social 
media platforms.      
 
7.3 Any officer posting about their work with the Authority needs to do so professionally; 
you are an ambassador for the Authority. Be responsible, honest and credible and 
maintain our corporate values. Online behaviour should follow the principles of the Officer 
Code of Conduct or Member Code of Conduct. 
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7.4 Always remember that participation online results in your comments being 
permanently available and open to being republished in other media. This is fine when we 
get it right, but not when we don’t. Online behaviour should follow the principles of the 
Officer Code of Conduct or Member Code of Conduct. 
 
7.5 What you say about work, colleagues or the National Park and its residents via social 
media is public and easy to find. Even outside of office hours you are an ambassador for 
the Authority, and you should be mindful that your comments, or other content such as 
images, do not bring the Authority into disrepute or make others feel threatened, bullied or 
embarrassed. You are personally responsible for the content you publish to social media 
sites – what you publish will be public for many years and may be used for example, as 
part of disciplinary procedures, in a court of law, or by a future employer as part of the 
recruitment process. 
 
7.6 When connecting with people that you know only professionally through your personal 
social media accounts, consider the appropriateness of the level of access you are giving 
them to your life. You can say no! Never give out personal details like home addresses 
and phone numbers. 
 
7.7 If someone offers to pay you for blogging this could constitute a conflict of interest and 
you must consult your manager. Likewise, if you are approached by the media about your 
posts which are related to the Authority or the National Park, then before you take action 
discuss it with your manager and the Communications Team. 
 
 

Social Media Statistics and Measures 
 

7.8 The Communications Team tracks how social posts perform, and on a weekly basis 
reviews followers, total reach, impressions and engagement across our main social media 
platforms. Contact the Communications Manager if you would like to see these statistics.  

7.9 It is a corporate objective for the Yorkshire Dales National Park to be in the upper 
quartile of all UK National Parks for followers.   

 

Our resources 
 
8.0 To generate content for social media sites the following resources are available from 
the Communications Team: 
 

 DSLR cameras 
 A small digital video recorder 
 A smart phone connected to our social media accounts 
 MP3 recorder 
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Appendix and Linked Policies and Documents  
 
[1] Many Yorkshire Dales communities have their own community group Facebook page, 
for example Malhamdale.    
 
[2] The Government Communication Service’s ‘applying behavioural science to local 
communications and public spaces safety strategy’ study.  
 
[3] Yorkshire Dales National Park Authority Communications Strategy 2020-2025.  
 
[4] Yorkshire Dales National Park Authority Social Media Strategy 2021.  
 
[5] This guide is equally relevant to Members, and reference should be made to the 
Authority’s Social Media Policy for Members. 
 
[6] Social Media Training for Members by Dan Slee, February 2021.  
 
[7] Yorkshire Dales National Park Authority IT User guide and policy.  
 
[8] Our sites 
 
www.facebook.com/yorkshiredales (run by the Communications Team) 
www.twitter.com/yorkshire_dales (run by the Communications Team) 
www.instagram.com/yorkshiredales (run by the Communications Team) 
https://www.tiktok.com/@yorkshiredalesnp (run by the Communications Team) 
www.youtube.com/theyorkshiredales (run by the Communications Team) 
https://www.buzzsprout.com/1659835/episodes (run by the Communications Team) 
https://www.linkedin.com/company/yorkshire-dales-national-park-authority (run by the 
Communications Team) 
 
www.facebook.com/YorkshireDalesThreePeaks (run by Three Peaks Project) 
https://www.facebook.com/groups/malhamperegrines (run by the wildlife team) 
https://www.facebook.com/natureinthedales (run by the wildlife team) 
https://twitter.com/WildlifeDales (run by the wildlife team) 
https://www.facebook.com/dalesyoungrangers (run by the ranger team) 
https://twitter.com/Dalesranger (run by the ranger team) 
https://www.facebook.com/dalesarch (run by the historic environment team) 
https://www.facebook.com/dalesmuseum (run by DCM) 
https://www.facebook.com/wensleydaleproject (run by Park Services) 
  
 
 
 
 

https://www.facebook.com/groups/Malhamdale
http://www.facebook.com/yorkshiredales
http://www.twitter.com/yorkshire_dales
http://www.instagram.com/yorkshiredales
https://www.tiktok.com/@yorkshiredalesnp
http://www.youtube.com/theyorkshiredales
https://www.buzzsprout.com/1659835/episodes
https://www.linkedin.com/company/yorkshire-dales-national-park-authority
http://www.facebook.com/YorkshireDalesThreePeaks
https://www.facebook.com/groups/malhamperegrines
https://www.facebook.com/natureinthedales
https://twitter.com/WildlifeDales
https://www.facebook.com/dalesyoungrangers
https://twitter.com/Dalesranger
https://www.facebook.com/dalesarch
https://www.facebook.com/dalesmuseum
https://www.facebook.com/wensleydaleproject

