
AA & Facebook 

955 million active  
users; 181 million  
in US & Canada 
 
But with a big risk…. 

Big opportunity to 
reach AA Members: 
2.5 million websites  
integrated with Facebook 
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•  Brands and organizations use facebook in a way that’s different from 
regular users 
–  People have Profiles and Organizations have Pages 
 

•  Facebook exists in many languages, countries and is used in culturally 
different ways 

•  Facebook makes its money by selling user data to advertisers – this is 
their stated business model 
–  So privacy policies have (and will) change without notice 
–  Analytics drive its media business – people are targeted for things they 

like, post and respond to (e.g. babies or Samsung phones etc) 

Facebook pages are 
not websites 
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Key concepts for AA 

Content 

Community 
Management 

Privacy 

•  Managing a Facebook presence is very 
different from managing a website  

–  Facebook pages are meant to have 
ongoing content that is shared with 
a community  

–  Every Facebook page requires a 
degree of community management 
– fielding questions, allowing 
people to associate themselves 
with the page (e.g. “liking” a page) 

–  And, of course, privacy 
management is a key consideration 
for any social media page 

•  AA’s in developing a Facebook presence 
would be in making it relevant to the way 
that AA members use Facebook while 
protecting their anonymity 

•  The risk is that Facebook regularly 
changes it’s privacy policies so that 
protecting against inadvertent anonymity 
breaks would be very difficult 
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Statistics show that Facebook Fan and Brand only engage 
users when there are regular status updates and ongoing 
community management – asking users to do something, 
posting items that appear on their newsfeeds, etc.  
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Based on this fact, non-profit organizations use Facebook to get users 
to do something – share content, join a cause, stay connected.  
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There are currently many different AA Facebook pages – but 
their purpose is unclear. Notice that as a Facebook user, I can 
see if friends like this page – which breaks their anonymity.  

BILL S.	
 .	
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What community 
management looks 
like for brands 
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Branded cover photo 
(851x315) and profile 
pic (125X125) allow 
for maximum 
creativity 

Pinned posts keep 
features at top of 
page for 7 days 

Applications and tabs 
appear as “favorites” 
beneath cover photo 
as thumbnails.  You 
select four to display. 

Friends of user that 
like the page 

Business Related Functions: 
Timeline Page 

Fans can now send 
private messages 
directly to the brand.  
This feature can be 
disabled. 

Fan posts aggregated 
in a separate stream 
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Reach Generator 
premium advertising 
option will enable 
promotion of a 
specific post into 50% 
of fans newsfeeds or 
sponsored story 
areas.  Will reach 
fans via mobile as 
well as desktop. 

Browse page history 
chronologically 

Ability to post content 
in full page width box 

Business Related Functions: 
Timeline Page Timeline 

automatically inserts 
geo-targeted posts 
for fans in that 
country/city 
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8 

Brand History 
Coke is telling their rich brand 
history chronologically 
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Brand Vision 
The New York Times brings 
archives to life through 
historical time pieces 

Many organizations use Facebook to allow people to explore 
their history – an opportunity for AA Digital Archives 
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News feed is the 
social main street 
 

Users are 40 to 150 
times more likely to an 
organizations branded 
content on news feeds 
than visit an actual 
branded page on 
Facebook. 

Source: comScore Mediabuilder, U.S., May 2011 
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Organizations use “Branded Pages” to engage users through key topics 
BILL S.	


.	


.	
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Content from Branded Pages appears on your Newsfeed if you “Like” it 
BILL S.	


BILL S.	
 .	


.	


.	
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•  Facebook will allow AA to connect with members, provide a new place 
for 12th step work to happen, and become a new channel for 
publishing content.  

•  However, there is critical work needed for a Facebook AA page to be 
successful:  
–  Define and articulate what AA will and won’t do in Social Media (it’s not a 

brand, it’s not a person, it’s not a cause…) 
–  Understand and imagine how AA members would interact with AA and 

each other on Facebook 
–  Develop a strategy and employ special workers (or an agency etc) to 

publish content into the AA Facebook page – this is a forever and full time 
job 

–  Manage the community by responding to comments, deleting offensive 
posts, fielding 12th step / PI and other requests. This is a full time job in 
multiple languages.  

•    

The Value for AA & the work needed 
to manage a Facebook Page 
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Top Uses for 
Consumers 
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•  Privacy and Anonymity: While organizations do have different 

options when deciding how open they want their community to be, 
Facebook is designed to share and publicize activity.  

•  Policy Changes: Facebook has often changed their privacy policy 
regularly. It is important to stay informed when these changes occur as 
it can have implications for brands and consumers 
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Facebook provides brands and organizations a few different options to engage with their 
constituents – Brand Pages and Private Groups: 

Brand Page: 
•  Brand pages are the most commonly used method for brands& organizations to connect with fans on 

Facebook. 
•  Privacy and anonymity are not a priority when using a brand page as a page is the most open and 

public forum for fans and brands to engage with each other.  
•  Although fans must like the page to see the brand’s content, once a page is liked, the fan is able to 

see any friends who have liked the page and all the fan comments on the page’s wall.  
•  Therefore, it is important to have a Community Manager that is able to monitor the conversations that 

are happening on the brand’s page.  
•  A privacy feature of brand pages prevents fans from seeing other fans of the brand, allowing for 

more anonymity.  
•  Brands also have the option to target content based on location and demographics in order to serve 

content to very specific audiences. This means brands have the power to be very selective with the 
content they share to their fans. 

  
Private Groups: 
•  Brands also have the option of creating private groups. Although these groups must be managed by 

a person and not a brand profile, it gives the brand more control over group members.  
•  Fans must be invited to join the group although once inside the group, members are able to see al 

group participants. Groups work as closed communities and do not give the brand the option of 
targeting content.  

Privacy and 
Anonymity  
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An example of how a Like on Facebook effects 
anonymity 
 
Scenario: 
- If I Like a page, then I see who else likes that page 
- My friends can see if I Liked it 
- For an AA Facebook page, this means unexpected anonymity breaks 
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BILL S.	


.	
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FRANK G.	


FRANK G.	


BILL S.	


SUZY AND LIZ	


.	


.	


.	
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FRANK G.	


FRANK G.	


BILL S.	


SUZY AND LIZ	


.	


.	
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BILL S.	


.	


.	
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The anonymity risk: Depending on Facebook page configuration 
and privacy policy, one person liking a page could result in many 
other people seeing their affiliation.  
 
Facebook is designed to share social activity in this way – not to 
protect anonymity.  

FaceBook 
Page

Bill S 
Likes this 

page
7 Friends 

Like...

Frank G

Bill S

Suzy 

Liz

Bill S sees 
that 7 Of his 
friends also 
like this page 

Frank is friends with Bill 
and sees that he has 
liked this page - and 
that two other friends 
like this page as well...
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Facebook's classification system for personal data has changed significantly over the 
years.  

•  Likes: a person, band, movie, web page, or any other entity represented in Facebook's 
social graph that has a "like" button. "Likes" started with status updates, but have now 
grown to encompass pretty much everything. In Facebook Newspeak, a "Connection". 

•  Name, Picture, Gender, Birthday, Contact Info: self-explanatory 

•  Extended Profile Data: Your family members, city, place of birth, religious views, favorite 
authors, schools attended -- anything that is an entity you can list a relationship to in 
your profile. 

•  Friends: The people you've friended 

•  Networks: The personal networks you've set up on Facebook (e.g. colleges & 
universities or companies). 

•  Wall posts & Photos 

Types of Personal 
Data on Facebook 
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Over the years, 
Facebook has 
repeatedly changed 
it’s privacy policies 

Currently, when a 
user likes a page, 
the default is that 
the entire Internet 
can see that 
information 
 
While it’s possible 
to lock this down, 
the future of privacy 
changes is hard to 
predict 
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Each year, 
Facebook has 
made more user 
data available – 
this is due to a shift 
towards advertising 
revenue. 
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Each change in 
policy has resulted 
in backlash from 
privacy experts and 
groups like the 
Electronic Frontier 
Foundation  
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By April of 2010, 
most of Facebook 
user data is 
available to the 
entire internet by 
default – for AA 
Members, this 
could mean 
anonymity breaks 
without prior notice 
or planning based 
on additional shifts.  
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•  Facebook often changes their policies to adapt to the fast evolving 
nature of the platform.  

•  Moreover, Facebook is continuously improving the brand experience 
and makes regular updates.  

•  AA must be aware that changes do occur on the platform and may 
make anonymity difficult or impossible.  

•  While Facebook sends weekly email updates that announce changes, 
AA must have dedicated resources / staff to manage this and other 
community aspects to protect the fellowship.  

Risk: Policy Changes 
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•  Define the purpose of the AA Facebook page 

•  Define the kind of content and community management that would 
support that mission 

•  Define the privacy policies and attempt to mitigate the risk of 
anonymity breaks 

•  Define the resources / skills required by AAWS 

•  Proceed with a controlled test if the General Service Conference 
approves the need and risk 

Suggested next steps 


