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University Communications and Marketing  

Social Media Guidelines 2020 
 
Introduction and purpose of guidelines 
The ways in which we communicate with others are ever changing. Platforms 
that exist right now might not be around in the future, and the next genius social 
media concept is already in the works. The quick pace in which information can 
be shared to a mass audience is appealing and incredibly valuable, but without 
strategic management and structure, this method of communication has the 
capability of destroying a brand.  
 
Harding University’s Office of Communications and Marketing understands the 
benefit of social media among multiple areas of a functioning organization, 
especially in higher education. Many times, it’s a beneficial tool of 
communication among past, present and future students and faculty, and it is a 
powerful communication channel for the University that also must be handled 
with care. For this reason, the Office of Communications and Marketing has 
created guidelines for social media accounts that represent the University. 
 
The Office of Communications and Marketing (UCM) is responsible for 
protecting and promoting the University’s image in all channels of 
communication by any area of the University to all constituencies and audiences. 
The purpose of these guidelines is to protect the University’s image by ensuring 
accuracy, consistency and social integrity throughout all content created by 
colleges, departments, offices, organizations, and any other University-related 
group that maintains a social media presence. The UCM Office maintains 
authority over all types of communication that are disseminated under the 
University’s name, brand or likeness. 
 
Requesting an account 
While a number of areas on campus may desire the use of social media 
representing their activities, it is not always necessary. Information can be shared 
in a variety of ways, and it is important to coordinate with UCM the planning 
stages of promotion to determine the method of communication that best fits 
your goals.  
 
To set up a social media account for your college, department or organization, 
first send an email to Megan Stroud, digital media coordinator, at 
ucmrequest@harding.edu. This includes platforms such as Facebook, Twitter, 
Instagram, LinkedIn, YouTube, Pinterest, and others. The digital media team will 
review and evaluate your request and follow up with you within 10 working 
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days. The digital media team reserves the right to approve or deny requests 
based on what is best for the University.  
 
We ask that a dean, department chair or program director send an email to 
confirm the approval for creation of an account. Once the account is approved, 
meetings may be set up with the digital media team to brainstorm ideas for 
content or, if the request was denied, to help you seek other methods of 
communication to distribute information for your organization. 
 
Account review 
The UCM Office will review all existing accounts regularly to ensure accuracy, 
consistency and social integrity of the content. If interaction with the intended 
audience has been infrequent or engagement with followers has been low, an 
account may not be needed. If you are having trouble developing social media 
content and maintaining a level of engagement, contact the digital media team 
for ideas on creating quality, engaging content to help gain a better following.  
 
Low performing accounts will be asked to be taken down and to redirect 
followers to a better avenue of communication. An account may be defined as 
“low performing” if there is a clear lack of audience growth, infrequent or 
irrelevant posts, etc. 
 
Identification 
The username of every University-related account must clearly reflect affiliation 
with the University by either including “HU,” “Harding” or “Harding 
University” at the beginning of the handle or name. For example, rather than 
“Fishing Club,” the title should be “HU Fishing Club,” “Harding Fishing Club,” 
or “Harding University Fishing Club.”  
 
Any University logos or images used for profile images or thumbnails must 
follow the instructions outlined in the official Harding University Branding 
Guideline. For any questions regarding use of University images or logos, please 
contact UCM at 501-279-4316. 
 
Content expectations 
Harding University is an institution based on the integration of faith, learning 
and living. The full mission of the University is described on the website. All 
social media content is required to reflect the principles outlined in the mission. 
 
The use of obscene or derogatory language or unclear abbreviations of language 
that would hinder the desired message to be communicated is not allowed. Page 
managers are required to maintain a high level of professionalism and integrity, 
and content shared must be timely, relevant and appropriate. Posts that take any 
political stance will be asked to be taken down. 
 
Tone 
The tone of a page can depend on the targeted audience. We encourage you to be 
creative in your efforts to reach your desired audience, but your tone must be 
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consistent. Your content should not include personal information that would 
reveal more than would be necessary or appropriate for professional practice. No 
individual should present himself or herself as representing Harding University 
on internet resources. In other words, administrators should present information 
under the name and pronoun of Harding University, the entity, and not a 
personal name. 
 
Frequency 
Frequency of posts is critical to engagement. Post at least three times per week on 
Facebook, Twitter and Instagram. Once a day is ideal, and if you cannot provide 
content that often, social media might not be your best medium of 
communication. The UCM Office reserves the right to re-evaluate a user’s need 
for social media due to long periods of inactivity. 
 
Images 
Images are one of the best ways to generate interest and engagement with your 
content and should be used frequently. Do not use images that are not your own. 
Do not use images that contain a word mark or company logo of another 
University or brand. If you need assistance with locating or creating images for 
your use, please contact UCM. 
 
Monitoring account activity 
Because of the potential for damage to the University’s brand and reputation, 
you should ensure that your social media account activity is constantly 
monitored for questionable posts or attacks by trolls (the term for people who 
enjoy stirring up trouble).  
 
Managing negative posts 
Social media demands authenticity, so it is generally best not to censor or delete 
unflattering comments. However, it is recommended to delete comments or 
posts that contain spam, are discriminatory or are otherwise offensive. This 
includes content with bad language, name calling, bullying and other hateful or 
harmful words directed at a person. Consider posting a disclaimer on your 
account that you reserve the right to remove such posts. 
 
An individual user may post something negative or derogatory, or a regular 
account post unintentionally generates dialogue that is negative or derogatory. 
Individual posts from users that are of a derogatory nature should be deleted 
immediately. If a long thread of discussion results from a post and becomes 
negative, do not delete it without first consulting with the digital media team.  
 
Page administrators 
Only a Harding University employee or approved representative may have 
administrative access to a University-related social media account. You MUST 
provide a current list of account administrators to the digital media team and 
notify them immediately whenever any changes occur. Should a page manager 
or administrator leave the role, remove the individual from the account and 
change the login credentials immediately to protect the security of your account. 



Updated June 12, 2020 
 

4 

 
Page administrators must keep login information for all social accounts in a safe 
place that is not easily accessible. Protect this information. You are expected to 
keep this information with you at all times in case you are away from the office 
and need to change something incorrect or inappropriate. 
 
If you are an administrator of a University-related account, all content and 
accounts are property of Harding University, and you are required to turn over 
all login information and account access to the University if your employment 
ends or your role changes.   
 
Blogs 
If an office or department wishes to set up a blog, approval must be granted by 
the digital media team who will set up a Wordpress site for you following a 
template style and design. All content uploaded to the blog must be first sent to 
the copy editor in UCM. That person will review the content and get back to you 
with edits. If content is received in the morning, the edited content will be 
returned by end of day. If content is received in the afternoon, edited content will 
be returned in the morning of the next business day. 
 
Emergencies 
Page administrators should contact the digital media team if there is a sensitive 
or questionable situation they do not know how to address. Do not, under any 
circumstances, release information about University weather closings, student 
tragedies or any University disaster unless the official University social media 
channels have already shared the information. The UCM Office is the official 
producer of news, and information originated from and/or circulated by any 
other area of campus besides UCM will not be tolerated.  
 
Media inquiries 
No social networking entity, administrator or representative may assume the 
role of University spokesperson without permission in writing from the vice 
president for UCM. The vice president for UCM must be notified immediately if 
a University-related social media account receives an inquiry from a member of 
the news media. For more information about handling media requests, please see 
the official Harding University media policy. 


