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Establish your voice: Convey a message that is genuine, 
reliable, and positive 

Like most organizations, Facebook was initially used by 
the Staffordshire Police to tell or broadcast information. 
During the last four years, the force has developed 
a real passion for understanding and listening to its 
communities. Listening to its communities by engaging 
with them in comments, asking for their help, running 
ads to raise awareness about hate speech, or hosting
Q & A sessions builds a strong relationship between 
page administrators and page fans as the community 
realizes that the Staffordshire Police Facebook strategy 
is not about telling people what to think, but rather 
partnering with them to achieve a safer working and 
living environment for the community. 

Give it Time: Building credibility and trust takes time

At around 9pm on Monday 8 August 2011, televisions 
across the UK fi lled with images of large-scale disorder 
in London and other cities. The force began to use social 
media around the clock to dispel rumors and to provide 
the public with accurate information. 

Over the next seven days and nights this work continued. 
The objective was for the force’s page to become the credible
and trusted source of information for the people of 
Staffordshire. The page allowed the force to demonstrate 
to the community that they were listening, answering 
questions, and on the streets keeping them safe. The Chief
Constable credited the work of the social media team 
with helping to prevent disorder within the community.

Invest: Your strategy will depend on the staff’s involvement 

So how does a social media team run a truly effective page 
that makes a difference offl ine and builds trust online? 
According to the Staffordshire Police, never simply “post and
forget.” Encourage your staff to think about what works on
Facebook and why. Use these observations – generated both
from statistics and from anecdotes – to constantly adapt 
and develop your approach to Facebook. When your staff 
invests in this process, you will see results because you 
will build on what actually works. In many ways, Facebook 
mirrors the real world. It is a conversational medium. 
Challenge yourself to participate in this conversation. 

“Facebook provides a fantastic opportunity for public
relations professionals to engage in two-way 
communication with their communities and their
stakeholders. But using a channel without understanding
it will not achieve the desired result. It takes effort, 
dedication, but most importantly, desire, to experiment 
and learn from social media.” – David Bailey

Lessons Learned

Top 2 updates that interest fans of the Staffordshire Police
Facebook page the most.

Reach versus Likes: Page likes do not determine page reach.
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How much do you agree with the following statements?
The local Police Facebook page...
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.. is a way the police listens
to my point of view

.. gives me a way of asking
the police questions or
raising issues

.. provides information on
crime levels in my area

.. helps me feel confident
about the police

.. provides a way of getting
involved with the police

.. has helped me
understand what they do

.. reassures me that my
local police understand
what matters to me

.. keeps me informed about
crime and community issues

.. provides information
that I use to stay safe

 .. helps me feel safer
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Survey results show that the Staffordshire Police Facebook
page is the most likely source of information & most trusted
source of information over traditional media channels.

Local radio stations

Comment from a
friend on Facebook

Update on official
police Facebook site

Comment from friend
in the street

Printed national
newspaper

Printed local
newspaper

Official police newsletters
delivered to home

TV news

Call the police

Other

 

Local newspaper
website

 

National Newspaper 

 

0 100 200 300 400 500 600

Always Trust

Sometimes Trust

Rarely Trust

Don't believe anything they say



1. Read your comments 

  A member of the Staffordshire Police communications 
team reads every single comment made by a member 
of the public on the force’s Facebook page and when 
appropriate they receive a reply. By reading, liking, and 
responding to comments, the force has a much better 
understanding of what interests the public most.

2.   Understand your “Return on Engagement”

  “In these challenging times, we always have to ensure 
that we get value for money: is time posting to Facebook 
time well spent? Businesses look for ROI—return on 
investment. We look for ROE—return on engagement.”  
– David Bailey 

  Facebook allows the force to engage with citizens 
openly and in real time. Informed, engaged, and 
empowered communities not only feel safer, but are 
safer. Giving communities a medium to express their 
concerns and to work with the police to tackle issues 
enables them to become more confident in the local 
services provided.

3.  Create special pages for niche communities

  Aim to reach the broadest possible audience from your 
main page. If you have niche communities you need to 
reach within your network about specific initiatives, 
create special pages for them. The Staffordshire Police 
has created several successful niche interest pages 
such as Staffordshire Horsewatch, which is managed 
by a Police Community Support Officer (PCSO) who has 
a genuine interest in horses (Staffordshire Horsewatch

 Facebook Page: https://www.facebookcomstaffordshi 
 rehorsewatch).

4.  Build out your timeline 

  Your timeline is the perfect place to give people a 
dynamic window into your organization, both past and 
present. Use it to post pictures from your archives, key 
milestones, or news clippings. The historical timeline 
on each Facebook page – which you can date from 
before the year you started using Facebook – can be 
used to generate fresh newsfeed stories or can be 
populated behind-the-scenes to add color to your 
own story, which you curate on Facebook. Last year, 
the Staffordshire Police filled the Facebook timeline 
to celebrate 170 years of serving its communities, 
providing a perfect opportunity for ongoing engagement 
with the public. The updates about the 1970’s and 80’s 
attracted the most interest. 

5.  Consider an advertising strategy

  Reaching your target audience can be a challenge 
in the offline world, but is both straightforward 
and effective on Facebook. The Staffordshire Police 
advertises on Facebook to demonstrate that they 
take issues seriously. For example, hate speech is 
often underreported because people do not feel 
comfortable coming forward and sharing their stories. 
Ads on Facebook change this by encouraging people 
to report incidents directly and showing that the force 
is actually interested in helping victims. 

  The force has found that the level of advertising 
displayed across a range of hate crime subjects is 
proportionate to the increase in reports of hate 
crimes year on year. 

Focus: Return on Engagement (ROE)

What can you do to ensure people have a steady stream 
of reasons to come back to Facebook? Create simple 
but useful series of events that give people access to 
both senior and junior staff. At the Staffordshire Police, 
Facebook series to boost ROE include:

“CoverItLive” – the public gets a chance to ask questions 
to the front line staff. 

“Open Mike Night” – people can ask questions to Chief 
Constable Mike Cunningham online. 

“Behind Bars Live” – the Staffordshire community gets 
insight into the work of a policy custody suite on a busy 
Friday Night. 

“Behind the Badge” – people get to ask questions from 
officers specializing in covert policing. 

“These truly two-way events have helped us build trust 
and followers…as more Facebook users saw we were 
replying to questions, more and more people began to 
comment on our page. This helped to further spread our 
messages.” – David Bailey

Focus: Inspiring the public to be active, not passive

How do you encourage people to be active, not passive, 
online? This is one of the greatest challenges for Facebook 
page administrators. The Staffordshire Police has used 
Facebook to encourage the public to become actively 
involved in core policing missions. On one occasion, 
the force asked fans of its Facebook page to share an 
appeal to raise awareness about a missing person. 
In the comments section of the post, people were 
encouraged to let the police know their postcode of 
residence. Why? Because the postcode location gave the 
police an indication that the appeal was being passed 
around the area where the search was focused, while 
also giving fans a way of showing their involvement in 
the search. The person was eventually found safe and 
well. The force then commented on the original post 
that the young woman had been found. After 30 minutes, 
page administrators removed the original post and 
replaced it with this thank you update:

I’m [missing person’s] mum and just want say a massive 
thank you to everyone who shared her details & helped 
us to get her back home safe & sound... thank you also to 
all the police who have been fantastic… I can’t even begin 
to tell you how grateful I am and am so relieved to have 
her back. 

During a previous appeal, a woman reading the force’s 
Facebook page on her mobile phone at the side of a road 
saw the missing man walk right past. She called the police, 
which led to the police successfully narrowing the search 
to her location and finding the missing man. In both cases, 
the active use of Facebook by encouraging community 
involvement dramatically reduced the resources needed 
to locate a vulnerable person. 

The Staffordshire Police force area includes one of the largest counties in England. 
It has a population of more than 1 million and a rich diversity of communities, all 
with their own specific needs. Staffordshire was not one of the first forces to use 
social media, but it has a long and proud history of listening to and engaging with 
the communities it serves to keep them safe. It has one of the most successful 
Facebook pages in Europe.

Staffordshire Police Facebook Page: https://www.facebook.com/staffordshirepolice

Top 5 tips for managing the page Spotlight

Mike Cunningham
Chief Constable, Staffordshire Police

David Bailey
Communications Manager (force-wide), 
Staffordshire Police

Mr. Cunningham was appointed as Chief Constable 
of Staffordshire Police on 14 September 2009. 
His police career began when he joined Lancashire 
Constabulary in 1987. He has a wide range 
of experience in operational policing, having 

been responsible for six territorial divisions and for developing 
neighborhood policing in Lancashire. His portfolio also included 
specialist operations, the investigation of serious and organized crime, 
and counter-terrorism. Mr. Cunningham is Workforce Development 
business area lead and also retains the lead for the Association of Chief 
Police Officers (ACPO) Professional Standards Portfolio.

Mr. Bailey is a communications manager at 
Staffordshire Police. He has been a key driver in the 
force’s use of social media channels and helped 
to write the national ACPO/NPIA Engage Guide for 

police use of social media. He is an experienced police communicator 
and has led the communications response to numerous police 
incidents, including the London riots, large-scale protests, football 
disorder, counter terrorism, and murder inquiries.


