[bookmark: _heading=h.s67sq7h3fbfp]9. How Newsroom Social Media Policies Can Improve Journalists’ Well-Being 
[bookmark: _heading=h.vmhlpvysa0j]
[bookmark: _heading=h.n8im2rqnb2ma]Logan Molyneux, Temple University, USA
https://orcid.org/0000-0001-7382-3065 

[bookmark: _heading=h.8dinqjx5fk65]Jacob L. Nelson, University of Utah, USA
https://orcid.org/0000-0003-2714-9924
  
Abstract: Journalists increasingly use social media platforms to aid in their reporting and build stronger relationships with the public. Yet, these platforms carry personal and professional risks, especially for women journalists and journalists of color, including online harassment in the form of trolling, doxing, and threats of physical violence. A growing body of literature has illustrated journalists’ challenges with social media and their frustration with newsroom managers they feel do little to protect them from the dark side of this form of audience engagement. Few scholars have focused on providing solutions to these ongoing issues. This chapter addresses this gap, by drawing on (1) a discourse analysis of newsroom social media policies, and (2) in-depth interviews with 37 U.S. journalists focused on their reactions to the social media policies within the newsrooms in which they have worked, and their recommendations for how those policies should be improved. 
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Journalists’ use of social media has become a source of contention as journalists, their managers, their audiences, and their critics advance varying and sometimes contradictory values. Such contention is often a source of unhappiness and affects perceptions of well-being. Journalists feel pressure to publicize their own work and the work of their colleagues [footnoteRef:1]; managers worry their journalists’ posts will drive away an already fickle audience [footnoteRef:2]; and despite a desire for the visibility and job security a broad social media following may afford, journalists experience harassment from audiences and fear reprimands from their bosses [footnoteRef:3]. Such contention and uncertainty are direct contributors to stress and anxiety, but more to the point of this volume, the persistence of negative experiences around social media leaves many journalists unhappy. [1:  Alfred Hermida, “#Journalism: Reconfigring Journalism Research about Twitter, One Tweet at a Time,” Digital Journalism 1, no. 3 (October 2013): 295–313, https://doi.org/10.1080/21670811.2013.808456; Logan Molyneux, Avery Holton, and Seth C. Lewis, “How Journalists Engage in Branding on Twitter: Individual, Organizational, and Institutional Levels,” Information, Communication & Society 21, no. 10 (October 3, 2018): 1386–1401, https://doi.org/10.1080/1369118X.2017.1314532; Logan Molyneux, Seth C. Lewis, and Avery E. Holton, “Media Work, Identity, and the Motivations That Shape Branding Practices among Journalists: An Explanatory Framework,” New Media & Society 21, no. 4 (April 9, 2019): 836–55, https://doi.org/10.1177/1461444818809392.]  [2:  Clarissa C. David, Edson C. Tandoc, and Evelyn Katigbak, “Organizational Adaptations to Social Media: How Social Media News Workers in the Philippines Are Embedded in Newsrooms and Influences on Editorial Practices,” Newspaper Research Journal 40, no. 3 (September 1, 2019): 329–45, https://doi.org/10.1177/0739532919835611; Keren Tsuriel et al., “Servant of Two Masters: How Social Media Editors Balance between Mass Media Logic and Social Media Logic,” Journalism, May 19, 2019, 146488491984941, https://doi.org/10.1177/1464884919849417.]  [3:  Anthony C. Adornato and Suzanne Lysak, “You Can’t Post That!: Social Media Policies in U.S. Television Newsrooms,” Electronic News 11, no. 2 (June 22, 2017): 80–99, https://doi.org/10.1177/1931243117710279; Dunja Antunovic, “‘We Wouldn’t Say It to Their Faces’: Online Harassment, Women Sports Journalists, and Feminism,” Feminist Media Studies 19, no. 3 (April 3, 2019): 428–42, https://doi.org/10.1080/14680777.2018.1446454; Michelle Ferrier and Nisha Garud-Patkar, “TrollBusters: Fighting Online Harassment of Women Journalists,” in Mediating Misogyny: Gender, Technology, and Harassment (Cham: Springer International Publishing, 2018), 311–32, https://doi.org/10.1007/978-3-319-72917-6_16; Seth C. Lewis, Rodrigo Zamith, and Mark Coddington, “Online Harassment and Its Implications for the Journalist–Audience Relationship,” Digital Journalism 8, no. 8 (September 13, 2020): 1047–67, https://doi.org/10.1080/21670811.2020.1811743.] 


A growing body of literature has illustrated journalists’ challenges with social media and their frustration with newsroom managers they feel do little to protect them from the dark side of this form of audience engagement [footnoteRef:4]. It’s naturally difficult to provide and sustain solutions to these ongoing issues as the social media landscape continues its rapid development. To address this need, this chapter provides strategies to reconcile the desires of journalists and their managers in policies that support and protect both these groups’ interests. We draw on (1) a discourse analysis of newsroom social media policies, and (2) in-depth interviews with 37 U.S. journalists focused on their reactions to the newsroom social media policies they have worked under, and their recommendations for how those policies could be improved.  [4:  Avery E. Holton et al., “‘Not Their Fault, but Their Problem’: Organizational Responses to the Online Harassment of Journalists,” Journalism Practice, July 5, 2021, 1–16, https://doi.org/10.1080/17512786.2021.1946417; Kaitlin C. Miller and Jacob L. Nelson, “‘Dark Participation’ Without Representation: A Structural Approach to Journalism’s Social Media Crisis,” Social Media + Society 8, no. 4 (October 1, 2022): 20563051221129156, https://doi.org/10.1177/20563051221129156; Jacob L. Nelson, “‘Worse than the Harassment Itself.’ Journalists’ Reactions to Newsroom Social Media Policies,” Digital Journalism 0, no. 0 (January 6, 2023): 1–19, https://doi.org/10.1080/21670811.2022.2153072.] 


We find that social media policies focus primarily on maintaining the institution’s image and reputation, implying that newsroom leaders are more concerned with social media’s effects on perceptions of their news organizations than they are with anything else about the platforms. As a result, journalists feel abandoned by their managers, as well as anxious about navigating online abuse alone rather than with the help, support, and guidance of their organization. We conclude with recommendations offered by the journalists interviewed, which center around creating safeguards and building in opportunities for reporters to meaningfully contribute to newsroom policymaking. A key recommendation for newsroom managers is to carefully consider their organization’s overarching values and use these to inform policy and process guiding journalists’ social media use.

[bookmark: _heading=h.38o0jsptun8d]Journalism and Social Media
Journalists have widely adopted social media as a reporting tool [footnoteRef:5], for professional connections [footnoteRef:6], and for distribution [footnoteRef:7]. Journalists frequently describe social media platforms as an invaluable tool they have come to depend on in order to find sources, build their own journalistic “brands,” and cultivate deeper relationships with the public [footnoteRef:8]. Yet the advent of social media as a journalistic tool has been accompanied by unanticipated risks and challenges for journalists and their managers. The two primary examples of these challenges include the harassment that journalists endure at the hands of online trolls, as well as the fact that journalists’ use of social media to present themselves as three-dimensional human beings often is in tension with newsroom managers’ desire to project an image of objective and neutral reporting [footnoteRef:9]. [5:  Logan Molyneux, “Social Media as Reporting Tool,” in The International Encyclopedia of Journalism Studies (Wiley, April 29, 2019), https://doi.org/10.1002/9781118841570.iejs0185.]  [6:  Logan Molyneux and Rachel R. Mourão, “Political Journalists’ Normalization of Twitter: Interaction and New Affordances,” Journalism Studies 20, no. 2 (October 5, 2017): 1–19, https://doi.org/10.1080/1461670X.2017.1370978.]  [7:  Rasmus Kleis Nielsen and Sarah Anne Ganter, “Dealing with Digital Intermediaries: A Case Study of the Relations between Publishers and Platforms,” New Media & Society 20, no. 4 (April 17, 2018): 1600–1617, https://doi.org/10.1177/1461444817701318.]  [8:  Alfred Hermida, “Twitter as an Ambient News Network,” in Twitter and Society, ed. Katrin Weller et al. (Peter Lang New York, NY, 2014), 359–72; Molyneux, Lewis, and Holton, “Media Work, Identity, and the Motivations That Shape Branding Practices among Journalists: An Explanatory Framework”; Nelson, “‘Worse than the Harassment Itself.’ Journalists’ Reactions to Newsroom Social Media Policies.”]  [9:  Jon Allsop, “Felicia Sonmez and the Tyranny of the Social-Media Policy,” Columbia Journalism Review, January 29, 2020, https://www.cjr.org/the_media_today/felicia_sonmez_kobe_bryant_washington_post.php; Jon Allsop, “Emily Wilder, Tradition, and the Double Standards around Objectivity,” Columbia Journalism Review, May 24, 2021, https://www.cjr.org/the_media_today/emily_wilder_ap_israel_objectivity.php.] 


This tension is exacerbated by the fact that journalists are constantly doing their work with the anxiety-inducing awareness of the precarity of their profession generally, and their own jobs specifically [footnoteRef:10]. Journalists who feel less secure in their employment feel even more compelled to use social media to build a professional network and professional identity [footnoteRef:11], yet this sort of brand-building that relies on the sharing of personal life details further puts these journalists at risk of even more aggressively personal attacks and harassment and further increases their likelihood of being penalized by their managers for acting in ways that go against their organization’s “neutrality” [footnoteRef:12]. In short, increased visibility is an asset in an industry where revenues depend on attention, but increased visibility also brings increased exposure and vulnerability. Nobody is fired or attacked over an insensitive post that remains obscure; it’s a different story if the post goes viral. [10:  Nicole S. Cohen, Andrea Hunter, and Penny O’Donnell, “Bearing the Burden of Corporate Restructuring: Job Loss and Precarious Employment in Canadian Journalism,” Journalism Practice 13, no. 7 (August 9, 2019): 817–33, https://doi.org/10.1080/17512786.2019.1571937.]  [11:  Logan Molyneux, “A Personalized Self-Image: Gender and Branding Practices Among Journalists,” Social Media + Society 5, no. 3 (July 11, 2019): 205630511987295, https://doi.org/10.1177/2056305119872950.]  [12:  Miller and Nelson, “‘Dark Participation’ Without Representation”; Nelson, “‘Worse than the Harassment Itself.’ Journalists’ Reactions to Newsroom Social Media Policies.”] 


As journalists increasingly find themselves facing vicious harassment and attacks via social media—what Quandt refers to as “dark participation”—there is a growing awareness throughout the industry that newsrooms have little to offer little in the way of protection and resources for combating them [footnoteRef:13]. Instead of support from newsroom managers when it comes to navigating the pitfalls of social media, journalists tend to encounter social media policies that restrict journalists’ ability to take advantage of social media’s network and identity building functions [footnoteRef:14]. In many cases, the policy is simply “don’t be stupid” [footnoteRef:15]. These circumstances have led to frustration on the part of journalists, who feel pressured to use social media to help bring readers and revenue to their organization, yet also feel a constant looming threat of punitive measures from those same organizations for posting something that online audiences may perceive as harming the organization’s reputation. Women journalists and journalists of color are especially harmed by this situation, as they “face the highest risks when it comes to social media, while maintaining the lowest levels of control when it comes to the resources and protection their organizations make available for them” [footnoteRef:16]. Freelancers and other content creators, who rely on online followings even more than institutionalized journalists, face even greater pressure and risks [footnoteRef:17]. [13:  Holton et al., “‘Not Their Fault, but Their Problem’: Organizational Responses to the Online Harassment of Journalists.”]  [14:  Nelson, “‘Worse than the Harassment Itself.’ Journalists’ Reactions to Newsroom Social Media Policies.”]  [15:  Andrew Duffy and Megan Knight, “Don’t Be Stupid: The Role of Social Media Policies in Journalistic Boundary-Setting,” Journalism Studies 20, no. 7 (May 19, 2019): 932–51, https://doi.org/10.1080/1461670X.2018.1467782; Michaël Opgenhaffen and Leen D’Haenens, “Managing Social Media Use: Whither Social Media Guidelines in News Organizations?,” International Journal on Media Management 17, no. 4 (October 2, 2015): 201–16, https://doi.org/10.1080/14241277.2015.1107570.]  [16:  Miller and Nelson, “‘Dark Participation’ Without Representation,” 1; see also: Kelsey Mesmer, “An Intersectional Analysis of U.S. Journalists’ Experiences With Hostile Sources,” Journalism & Communication Monographs 24, no. 3 (September 1, 2022): 156–216, https://doi.org/10.1177/15226379221116640; Maja Šimunjak and Manuel Menke, “Workplace Well-Being and Support Systems in Journalism: Comparative Analysis of Germany and the United Kingdom,” Journalism, July 14, 2022, 14648849221115204, https://doi.org/10.1177/14648849221115205; Danielle K. Brown and Kathleen Searles, “DEI Efforts Must Consider Mental Health and Online Abuse,” Nieman Lab (blog), 2023, https://www.niemanlab.org/2022/12/dei-efforts-must-consider-mental-health-and-online-abuse/.]  [17:  Brooke Erin Duffy et al., “The Nested Precarities of Creative Labor on Social Media,” Social Media + Society 7, no. 2 (April 2, 2021): 205630512110213, https://doi.org/10.1177/20563051211021368.] 


This situation creates a valuable lens through which to understand an unfolding tension between journalists and newsroom managers, with implications not only for journalistic practice but for journalists’ mental health as well. News organizations use social media policies to impose order and boundaries on their journalists’ social media use, hoping to secure the benefits of greater digital reach while minimizing the risk that the organization will be exposed to reputational damage because of employees’ indiscretion online. This focus leaves journalists feeling doubly frustrated, as they feel abandoned by their managers when they encounter hostility via social media, as well as unfairly punished by those same managers when their actions on social media are perceived as out of step with the organization’s overarching values. In light of this frustration, we ask what newsrooms should do to improve the well-being of journalists who routinely encounter “dark participation” via social media. 
 
[bookmark: _heading=h.l70hdwsnh3d3]Method
This study examines how newsroom managers attempt to oversee journalists’ use of social media, and how journalists respond to these attempts at guidance. It does so by drawing on a dataset that comprises (1) a literature review and discourse analysis of newsroom social media policy; and (2) in-depth interviews with 37 U.S. journalists—primarily women journalists and journalists of color—focused specifically on their reactions to the social media policies within the newsrooms in which they have worked. 
 
[bookmark: _heading=h.2c8divn05hqm]Literature and discourse analysis
The literature reviewed covers roughly 2012-2022, with studies of newsroom social media policies having picked up once social media use became widespread and even required in newsrooms across the globe. This literature comprises studies of newsroom social media policies and interviews of supervisors and journalists about policy and practice, spanning North American, European, and Latin American markets. Synthesis of this literature supports the themes, trends and overall development of newsroom social media policy discussed below. 

Because newsroom social media policy is constantly developing and changing, including while completing this study, we conducted a discourse analysis of current and publicly available newsroom social media policies. Most newsroom social media policies exist only as internal documents (if they are written down at all). Only a few of the largest news organizations make public their newsroom policies on social media. The organizations whose policies could be found published online and were included in this discourse analysis are as follows: Associated Press, BuzzFeed, The Guardian, Los Angeles Times, The New York Times, NPR, South China Morning Post, USA Today, and The Washington Post. These policies can be highly idiosyncratic to particular newsrooms or leaders, but our analysis highlights only themes and emphases they all share in common. Several of the world’s leading news organizations are represented, making it likely that the policies of newsrooms not studied here reflect similar values, beliefs and goals. 

The analysis also included articles about newsroom social media work published in Columbia Journalism Review, The New York Times, and other media outlets. The goal of this discourse analysis was to observe what assumptions underlie the formation and implementation of newsroom social media policy, and to observe what values and beliefs are communicated through these policies to the journalists who are expected to follow them. Together, the discourse analysis and literature review offer a comprehensive view of newsroom social media policies and enumerate their strengths and weaknesses[footnoteRef:18].  [18:  For an expanded analysis with additional details and dimensions, see Diana Bossio, Valérie Bélair-Gagnon, Avery E. Holton, & Logan Molyneux, “The Paradox of Connection: How Social Media Transformed Journalistic Labor.” University of Illinois Press, forthcoming in 2024.] 


[bookmark: _heading=h.6hamy2atundw]Journalist interviews
Journalists were recruited for interviewing using snowball sampling techniques on social media. In all, 37 journalists were interviewed[footnoteRef:19]. These individuals are reporters, editors, publishers, freelancers and social media managers who are current or former employees of print, digital and broadcast news outlets throughout the United States. The interviewees included 22 women and 15 men; half of the respondents identified as journalists of color.  [19:  The data presented here is part of a larger project examining journalists’ experiences with social media. Related works with different themes include Miller & Nelson, “Dark Participation Without Representation;” Nelson, “Worse Than the Harassment Itself;” and others, forthcoming.] 


The interviews were semi-structured conversations that drew on a fixed list of questions, but also included frequent follow-up questions meant to provide participants with more opportunities to expand upon their answers. These questions focused on how interviewees felt about social media’s benefits and risks, their experiences with their newsroom’s social media policies, the opinions about those policies that they formed because of those experiences, and their recommendations for how these policies should be improved. Interviews typically lasted an hour and took place between July and September of 2021. The second author conducted the interviews via Zoom, recorded them as audio files and subsequently had those files transcribed by a professional transcription service. This research was exempted by the second author’s university’s institutional review board.

Following completion of the discourse analysis and the in-depth interviews, the researchers considered both datasets looking for areas of direct conflict between managerial narratives and journalistic performance. As themes emerged, they were developed inductively while seeking to situate them among the conceptual schema present in existing literature. The first section below describes overarching trends in newsroom social media policies — namely that they privilege public perceptions of newsrooms rather than the journalists working within them. The second section describes journalists’ reactions to their newsroom’s social media policies, focusing primarily on journalists’ frustrations and their recommendations for improving those policies. In short, they hope for more managerial support and increased awareness of how to approach social media in ways that best align with their organization’s values.

[bookmark: _heading=h.lru1y43m7919]Organization-focused policies
Newsroom social media policies are primarily concerned with reputation management. They teach that corporate identity takes precedence over personal identity for all employees and in all instances online. This is reflected in phrases such as “Washington Post journalists are always Washington Post journalists,” “You must identify yourself as a Los Angeles Times employee online,” “And always remember, you represent NPR” [footnoteRef:20]. This includes treating personal social media accounts as strongly associated with the organization: “My Twitter account is a Times account,” one reporter wrote when explaining the policy [footnoteRef:21]. Ownership disputes have led to some lawsuits as journalists try to maintain control of their network [footnoteRef:22]. Rather than setting limits on organizational reach such that personal and professional may be separated, newsroom policies convey the supremacy of organizational identity.  [20:  Deirdre Edgar, “L.A. Times Updates Newsroom Ethics Guidelines,” Los Angeles Times, June 18, 2014, sec. Readers’ Representative Journal, https://www.latimes.com/local/readers-rep/la-rr-la-times-updates-newsroom-ethics-guidelines-20140618-story.html; NPR, “Special Section: Social Media,” accessed October 8, 2021, https://www.npr.org/about-npr/688418842/special-section-social-media; The Washington Post, “Policies and Standards,” accessed October 8, 2021, https://www.washingtonpost.com/policies-and-standards/.]  [21:  The New York Times, “Social Media Guidelines for The Times Newsroom,” The New York Times, 2017, https://www.nytimes.com/2017/10/13/reader-center/social-media-guidelines.html?_r=0.]  [22:  Jonathan Peters, “Lawsuits over Journalist Twitter Accounts May Become More Common,” Columbia Journalism Review, September 2018, https://www.cjr.org/united_states_project/roanoke-times-twitter.php.] 


Newsroom policies consider opinions to be the worst kind of personal disclosure. Post journalists are told not to post anything that could be perceived as reflecting any kind of “bias or favoritism” [footnoteRef:23]. NYT journalists “must not express partisan opinions,” “or do anything else” that appears to take sides [footnoteRef:24]. The nature and tone of journalist-audience interactions is also prescribed in newsroom social media policies. The policies universally encourage engagement with audiences online but advise journalists not to respond to criticism and complaints. Journalists may not offer their own criticism of their employer, other journalists [footnoteRef:25], and even other companies (even though social media is a common forum for customer service complaints). Newsroom social media policies suggest discretion in which links are shared, which accounts are followed, which groups are joined, and even when to use humor. Retweets are discouraged. Notably, the policies do not address harassment or other negative interactions from the audience, beyond suggesting that journalists report the offending post to the platform. As the following section reveals, this is a particularly painful point for journalists. [23:  The Washington Post, “Policies and Standards.”]  [24:  The New York Times, “Social Media Guidelines for The Times Newsroom.”]  [25:  e.g., Katie Robertson, “Felicia Sonmez Is Fired by The Washington Post,” The New York Times, June 9, 2022, https://www.nytimes.com/2022/06/09/business/media/felicia-sonmez-washington-post.html.] 


Finally, the policies notify journalists that they should not expect privacy in any form online. Journalists are advised to act as if everything they do on social media is part of the public record, no matter what settings or exclusions social media platforms may allow them to impose. The policies remind journalists that they, and not their organizations, are legally responsible for what they post on social media, and journalists are subject to any terms of conduct the platforms themselves may impose. Overall, newsroom social media policies are consistent in their focus on reputation management, opinion, audience interaction, and privacy. 

[bookmark: _heading=h.k1u43pbanr4]Journalists’ frustrations and recommendations
Journalists interviewed consistently observed that newsroom social media policies focus on protecting their institution rather than the institution’s employees. Consequently, rather than feel protected by their managers when it came to online harassment, journalists described feeling that using social media carried two risks: one from the public in the form of online harassment, and one from their managers in the form of punitive measures if their social media posts were deemed to have violated their newsroom’s social media policy. As Respondent 16 explained,

Either [newsroom social media policies] are extremely vague and lead to punishment, or they’re extremely specific and lead to punishment … There’s this double-edged sword of you’re not sure if you're going to be punished for using social media, and yet you need to use social media in order to represent the outlet and the brand.

Because these policies offer no resources or guidance for journalists who face harassment while using social media for their work, journalists felt they had no safety net to protect them when they ran into trouble online. They also feel the policies are unclear on lines that cannot be crossed, and instead leave that judgment largely to the court of public opinion. In short, journalists interviewed felt pushed by newsroom managers to engage with online publics regardless of what personal risk they may incur while doing so. 

To improve these policies, journalists suggested clarifying managerial guidance, including journalists in the formation of these policies, and discussing the newsroom’s overarching values. Journalists consistently advocated for centering their mental health and well-being, especially in cases involving abuse. “I would like to see a policy that acknowledges that harassment can take a really big toll on your mental health, and that you need care and attention when that happens to you,”said. 

Many asked that these policies be part of a larger effort to create support networks within news organizations and journalism at large to help journalists navigate online abuse. As Respondent 32 said, 

I think a lot of the concern and maybe the trauma that some journalists experience could be alleviated by just having a support network and having an institution that is like, “Okay. We are here to protect you if anything does escalate. Let’s figure out how our community of newsmakers can support you.” 

Journalists also recommended that newsrooms more explicitly address how the reality of journalistic practice in a digital environment challenges their current values. Perhaps, some journalists suggested, the pursuit of neutrality is incompatible with journalists’ efforts to build and maintain audiences via social media. Instead of newsrooms trying to persuade the public that journalists are bias-free, they might consider a standard of transparency, allowing journalists to share their biases more openly in an attempt to build more honest and genuine connections with audiences. “There are people who hold these opinions, and they’re still reporting these stories. They’re just not doing it publicly,” said Respondent 10. “I’d rather see those biases upfront and out there instead of them being hidden in plain sight.” Preserving the veneer of objectivity, or proclaiming it as an ideal value, may be counterproductive in that it invites the very criticisms of bias that anti-opinion policies are intended to avoid.

Finally, journalists consistently asked for a seat at the table when it comes to their news organization’s social media policies. One of the main reasons that the views mentioned above are not reflected in newsroom social media policies is that journalists are not consulted when forming them [footnoteRef:26]. A collective approach, obviously, would be less likely to privilege only organizational interests or advance incompatible values and vision. This means newsrooms should hire more diverse employees, and then give those employees avenues to influence or serve as leaders. “There should be a mechanism in place for all newsroom employees to share their ideas for what the newsroom’s values should be,” Respondent 16 said. As Respondent 1 said in her succinct summary of journalists’ recommendations, [26:  Michaël Opgenhaffen and Harald Scheerlinck, “Social Media Guidelines for Journalists: An Investigation into the Sense and Nonsense among Flemish Journalists,” Journalism Practice 8, no. 6 (November 2, 2014): 726–41, https://doi.org/10.1080/17512786.2013.869421.] 


Managers should listen to our perspective and make a policy where—one, their organizations stand by their journalists who are being attacked right now; that, two, it is very clear on what’s biased and what’s not biased; and three, that actually takes into consideration the experiences that we have every day. Because I think we can give them—our managers, who are in charge of enforcing all of that––a lot of insight of what’s going on so they can draft a more comprehensive policy for us that will not only protect the outlet’s credibility, but also will protect their journalists.

[bookmark: _heading=h.30afd8o6iuct]A Return to Foundational Values
One clear and direct way to increase happiness in journalism is to address the inadequate and contradictory social media policies in newsrooms. We recommend newsrooms revisit their social media policies in connection with the journalists who must live by them, focusing on three key areas of improvement. First, return to foundational values for both organizations and employees, and let these values, rather than fears of losing face, guide policy development. As it stands, the primary value expressed in these policies is damage control, but this need not crowd out all other considerations. A newsroom that values democracy, verification, and independence can uphold these values without usurping all personal expression, and such expression can exist within clearly defined limits that prevent harm to the organization. A focus on newsroom values, rather than a defensive crouch, is also likely to reduce contradictions (e.g., attract attention, but not the wrong kind) and increase clarity (what’s the wrong kind?).

Second, newsroom social media policies should include both boundaries and support, for organizational and individual interests. Current policies establish (often vague) organizational boundaries but are unhelpful in clarifying when individual boundaries may be violated and how to respond when that happens. Directions for preventing, reporting, and mitigating online abuse should be part of every social media policy. Furthermore, newsrooms should provide resources to treat and restore journalists’ mental health following an incident of abuse.

Finally, newsrooms must include journalists and managers representing the full range of newsroom interests while rebuilding social media policies. Assuming social media continues to play a central role in journalistic practice, then newsroom managers who find ways to align their organization’s values with their journalists’ approach to social media will likely find themselves with happier employees. And assuming social media policies allow for this sort of emotional honesty, those journalists might inevitably discuss that newfound happiness with their online audiences, making social media use a positive branding development for newsrooms after all.
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