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Introduction

1.1 The nature of social media

Social media is no longer seen as just another marketing channel, but nor is it simply a means of
communication between a limited number of people. The both public and interactive nature of
this form of communication makes it very different from, for example, a website or email
communication.

Like a website, social media networks are (generally) public. Opinions or content that are shared
using social media can easily end up being seen by a broad spectrum of people all around the
world. Unlike a static website however, social media tools allow users to create, share and respond
to content themselves, usually with little or no technical knowledge. It is this public
communication and sharing that makes social media so unique - and it makes it easy for others to
talk and hear about us as a University.

Along with the opportunities this creates for us comes a level of responsibility. We need to be
aware that anything we say or do online (and ‘we’ includes any individual associated with the
University) can potentially reach a large number of people and be subject to public response.
Indeed, our actions offline are now also subject to public scrutiny via social media channels. In
addition, there are new and demanding expectations of us in the connected online world. If we
establish a particular social media profile, followers of that profile expect to be able to contact us,
and receive a prompt response, using this channel - whenever it is convenient for them. Even
where we do not have a profile established in a particular area, there is an increased expectation
for us to do so, thereby opening up the conversation.

Managing an organisation’s social networking channels effectively requires some degree of:

- understanding of the channel involved and its audience

- commitment to monitoring and responding consistently and regularly

- marketing and communication skills to create and seek out positive opportunities and to
deal effectively with negative situations

1.2  Purpose

The purpose of this document is to provide guidance to members of University staff who are
involved with social media, for its use both on a personal and professional basis. The guidelines
will be divided into two main sections:

Part A Social media for professional use

This section is aimed at those currently using, or planning to use, social media to represent
the work of the University in some way. The section aims to provide advice on content
creation, monitoring and moderation, and to ensure a consistent look, feel and tone of
voice across all the University’s social profiles. It also contains how-to guides on using
Facebook, Twitter, YouTube and LinkedIn in a professional capacity.

Part B Social media for personal use
This section provides best practice for those working for the University who have a social

media presence in a personal capacity. It includes advice on privacy and ways to use social
media for student interaction without compromising the personal privacy of either party.
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Part A
Social media for professional use

2.1  Scope of this section

Although most of the advice set out in these guidelines can be applied throughout social media,
the main focus will be on Facebook, Twitter, YouTube and LinkedIn. Specific guidance will be
given on how to set up and maintain a professional presence on these channels.

2.2 Deciding whether to set up a channel

If you are planning to set up a new social media channel, consider the following:

- Aim
What is the reason for setting up a channel? Is this the best way to facilitate communication
with your chosen audience? Which channel is the most appropriate for you? These
guidelines should help you to answer some of these questions

- Scope
What area(s) will your channel cover? Is this being covered elsewhere within the University?
It is not usually appropriate to communicate publicly at faculty level - if this applies to you,
consider a channel for an academic unit or subject area instead

- Content
Social media works best when you’re able to provide regular and interesting content for
your audience. Consider whether you will be able to provide consistent, relevant content on
a regular basis. Further guidance on this is set out later in this document

- Moderation
Your channel should be moderated frequently (at least once per day) to remove unwanted
content generated by other users (such as spam or profanities). More advice can be found
below

- Response
In addition to moderation, social media channels should be regularly monitored for any
comments or questions requiring response. Social media is a two-way channel of
communication - be prepared to respond to others as well as delivering your own content

- Resource
In order to effectively manage content, moderation and response as outlined above, you
will need to ensure that you have regular and consistent resource available. This is likely to
include out of hours work such as evenings and weekends, particularly as your profile
evolves and grows

- Crisis management
As the owner of a social media channel, you may find yourself in a position where you are
required to respond to crises. These situations may vary in significance; however large or
small the issue, it is important to uphold the University’s reputation by dealing with crises
swiftly and effectively. Public response is usually expected - seek assistance from the
Communications and Marketing team if ever you’re unsure how to respond publicly to a
difficult situation or comment

- Promotion/integration
Consider how you will promote your new channel to your audiences and how it will be
integrated with your other communication channels. It is likely that your social channel will
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relate to an existing website; make sure that your current web visitors know where to find
your new network and that its content is relevant to the subject matter of your website

- Evaluation
Think about how you will measure the success of your new channel, based on your initial
objectives. Most networks offer some form of analytical data - consider which metrics will
be relevant for you.

2.3 Tone of voice, look and feel

The tone of voice we use on social media differs slightly from the way we write in our prospectus,
on our website or most other official forms of communication. While the brand guidelines are still
followed, social media lends itself to a lighter, more colloquial tone. The balance is important -
we should aim to be professional, authoritative and approachable. The below examples illustrate
how this might be achieved:

It's the second day of winter graduation today - well done to all of you! We'd love to share your day with our
Facebook fans, so please post your photos to this page.

We've been working on some research to significantly speed up the time a DNA test takes, which comes with
a range of benefits. Read the full story www.southampton.ac.uk

Merry Christmas everyone! Sending warm festive wishes from your favourite university. See you in the New
Year!

For more examples of the tone of voice we use on social media, visit our Twitter profile
@unisouthampton or Facebook page www.facebook.com/unisouthampton

In general, the look and feel of your social channel will be largely determined by the channel itself.
However, there are some aspects where the University advises consistency across all of our social
media profiles.

As the size and shape of the university logo does not always work well
as an online profile image, we use the ‘S’ logo instead. This comes in a
variety of colours. The marine blue is reserved for corporate channels,
but any of the other colours (including the light blue shown on the right)
can be used as a profile photo when representing the University on
social media. The original artwork can be obtained from the
Communications and Marketing team. You can see these in use on the
‘unisouthampton’ Facebook and Twitter profiles.

As an alternative to the ‘S’ logo, you can choose a relevant image
instead. As referenced in the university brand guidelines, sub-brands are not permitted.
Therefore, avoid using unapproved logos or branding.

2.4  Content and regularity of posting

If you’re setting up a social media profile, it’s a good idea to have a basic content schedule in
place. This can be flexible - you won’t always be able to plan for unexpected news and events that
you might want to post, for example. A well-thought-out social channel should work seamlessly
with the other communication channels to which it relates. If you already have a website (or
offline marketing material) for your subject area, your social network(s) should complement its
content. As mentioned above, your tone of voice is likely to be a little warmer and more
approachable than on more traditional channels, but the subject matter should remain clear. You
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might wish to include behind-the-scenes type content, focusing on the people and personalities
behind the brand, department or subject.

2.4.1 Facebook

For Facebook, try to plan one to two updates per week in the first instance. These should include
a good mix of basic text posts, photos, video, links and questions. As your page grows, you
might want to increase the frequency of your new content. Take care not to post too much
though, as this could lead your fans to unsubscribe from your posts or even Unlike your page. A
well-established page can deliver four or five quality, varied updates each week, but don’t be
afraid to limit this to one or two when you’re starting out. The below examples illustrate the kind
of variety you might want to consider.

University of Southampton

We are delighted to have been awarded the prestigious Queen's Anniversary Prize
for performance sports engineering from The British Monarchy. We're proud to
work with UK Sport to support Britain's athletes. Find out more www.soton.ac.uk

Like * Comment * Share

n
!

o
s

(%]
(
f

& 34 people like this.

Write a comment...

A simple text update, with a link to another Facebook page relevant to the story

University of Southampton added 14 new photos to the album Life on
campus.

Like « Comment * Share - 11 November at 12:28
) 54 people like this.
J View all 8 comments 2 shares

Barbara Fowler Greenwood I have a picture from that very spot
- on the pond...1978.

11 November at 23:34 - Like * 43

[t Chad Robert Stewart Beautiful campus. I'm looking forward to
_l U visiting it next year.
14 November at 00:31 - Like

Write a comment...

An update consisting of a photo album upload
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University of Southampton
Over the years, our research has changed the world in a number of ways. Read
about our latest research projects here htip: //www,soton.ac, uk

research/latest_research/index.html

Latest research = University of Southampton

)w.soton.ac,uk

1 14 people like this.

G 1share

An update containing a link

Polls can be a great way to engage with your fans on Facebook - provide a few sample answers
using the Questions function and make it quick and easy for them to respond. You can have fun
with polls - but try to keep the content relevant to the subject of your page as much as possible.

Photos are one of the most beneficial ways to engage with your fans on Facebook and are likely to
attract more likes and comments than a text post alone. Add them to your stories to give them
life and colour.

2.4.2 Twitter

Use Twitter to talk to others - you can comment on something you’ve seen (as long as it relates to
the profile you’re tweeting from), or suggest links to others. If your Twitter profile is presented as
an official university channel (eqg its focus is a particular subject area, department etc), it is usually
best to avoid giving opinions. You can use a personal Twitter profile for this (see Part B of this
document). Twitter is a great way to keep your followers up to date with what is happening in
your particular area. It is generally less content-rich, making it easy to post simple text updates
on a regular basis. If you’re an active Twitter user, you will find that this starts to come quite
naturally - keep your followers interested by posting on a regular basis. Unlike Facebook, on
Twitter you can post several times a day without this feeling too ‘spammy’ for your followers - just
keep your content relevant and interesting. Once your profile is more established, try not to go
longer than a few days without an update.

For Twitter, relevant stories and news work best. Avoid posting links to static web content, unless
it’s relevant to something you’re talking about. Try to post stories or links that are recent - if
you’re talking about something in the news or an event, try to tweet about it the same or following
day. Use a link shortener (automatic on twitter.com) to avoid long, messy links within your tweets
and to give more room for text. You can use a free, web-based link shortener such as bitly.com if
you prefer - this site also offers analytics to show you how many people clicked on your link.
Shortened links are now the standard on Twitter and users will happily click on links they don’t
recognise, if they are from a source they trust such as the University. An example of a shortened
link is http://bit.ly/zee8y4

Some examples of tweets sent from the @unisouthampton channel are below.
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@unisouthampton

Our scientists have discovered
earth's deepest sea vents in the
Caribbean, and a host of new
species bit.ly/wIS1RO

RM and 8 others

Retweeted by MS

el BLZ] " O

2.4.3 YouTube

@unisouthampton

We've been recognised among the
UK's top clinical research
performers, continuing to benefit
Southampton's patients
bit.ly/uzStmC

Retweeted by MichaelNeland and 3 others

D=

@unisouthampton

Don't miss new series Afterlife
starting tonight on BBC4 and

discoveryuk showcasing robot
built by our ECS students
bit.ly/tLoUo7

Retweeted by shutter_butter

If you’re using YouTube, consider the facilities and resource available to you and how often you
might be able to create new content. The central Communications and Marketing team can advise
on suppliers of video production. There is less emphasis on regularity of new content on YouTube
- concentrate on quality videos that will be of interest to your chosen audience. You can link to
each video from a relevant website or other social channel to highlight a particular event or story.
To give an idea of what an established profile might look like, the University’s main YouTube
channel can be found at www.youtube.com/sotoncomms

2.4.4 Linkedin

LinkedIn is predominantly a professional channel. Use this if you are looking to make a
connection between a group of professionals (for example, alumni of a particular subject). If you

are planning to run your own group, ensure you post content on a reasonably regular basis that is
of interest to the audience you wish to target. Others will contribute to the discussion and provide
discussion topics of their own - if you're representing the University, try to ensure that yours is the
leading, authoritative voice. The content you share (which may take the form of a question,
discussion topic, link, presentation and so on) should be of a professional nature and relate to the

title and objectives of the group. Maintaining a level of professionalism and relevance should
encourage other like-minded people to join and participate in your group. Bear in mind that the
standard group settings on LinkedIn will send an email to every group member whenever a new
discussion begins or a comment is made - ensure that your content is interesting and worth

reading.

2.5 Moderation

Once you’ve set up your social channel, you will need to monitor this on a regular basis. Ideally
you’ll moderate every day - and as your audience gets larger, this should include evenings and
weekends. Look out for the following on your page:

- Advertising/spam

Most applicable to Facebook, this can take on varied forms, from classified-type ads
posted by students, to local businesses, to spam from completely unrelated companies. In
general, university Facebook pages (or other social channels) are not considered to be a
suitable outlet for this type of activity. Allowing one or two can lead to an inconsistent
approach; allowing many more could result in your well-crafted posts being hidden
amongst a number of less valuable ones. For each individual post in question, you can
choose to either hide the inappropriate content from your fans (a soft approach), or delete
it altogether. If a particular advertiser persists in posting on your page, you can ban them
from posting to your page in future
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- Profanities/ offensive content
This may seem obvious, but ensure you delete posts containing extreme profanities or
hateful language. The significance here is the amount of time a post such as this spends
sitting at the top of your page. Check as regularly as you can to prevent this. This is again
most applicable to Facebook - YouTube and LinkedIn have ways to avoid this. On Twitter, if
an individual is repeatedly posting offensive or inappropriate messages directed towards
your channel, you can report them for breach of Twitter’s terms and conditions of use
Note: this does not include all negative feedback, only where it contains offensive language or abuse.
If a post is negative about your channel or field of work, this should be dealt with separately (see
Response, below)

- lIrrelevant content
This can cover a huge range of content too broad to list here. If someone posts an update
that does not relate to your page in any way, assuming it is not offensive or harmful, the
easiest thing to do (on Facebook) is to hide the post. On Twitter, you can simply ignore
these kinds of messages, and on YouTube you can prevent them from being published in
the first place (depending on your settings). If an individual persists in posting irrelevant
content to your channel, you can take further action (such as banning or reporting them).

2.6 Response

2.6.1 Positive feedback

As a rule, most of the feedback you receive on your channel will (or should) be positive. There are
several ways to respond in order to make the most of positive feedback:

- Like
This is a very quick and easy way to show your appreciation of a post made by someone
else, and is applicable on Facebook, YouTube and LinkedIn. Try to avoid liking your own
content though, as this can appear over-enthusiastic

- Comment
If you wish to appear particularly friendly, you can comment on a positive post, thanking
the originator or adding something to the discussion. The ability to comment and respond
to others is applicable to all channels and is one of the cornerstones of successful social
media management

- Share / retweet
If someone posts something worth telling others about, you can share it with your
channel’s followers. This is particularly prevalent on Twitter in the form of retweeting an
interesting or complimentary tweet. The ability for a user to retweet content quickly and
easily to followers is the main reason that messages are distributed all around the world so
quickly on Twitter

2.6.2 Questions and queries

Try to deal with questions as swiftly as possible. Given the nature of social media, your followers
are likely to expect a response within 24 hours (ideally faster). This highlights the requirement to
monitor your channel regularly. If you do not have the answer, acknowledge the question and let
the enquirer know that you will answer it as soon as possible. Do not be afraid to take the
question offline if it’s complicated to answer - it’s fine to provide them with an email address or
telephone number where they can get more information.

You may often be asked questions that are related to another area of the University - rather than
ignore them, try to point them to another Facebook page, web address or email address that is
applicable to their query. This approach is usually best even if you know the answer, as it will
discourage others from using your channel as a general information point (remember that your
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responses are all public and can be viewed by your followers or anyone who visits your profile).
Try to stick to the subject of your channel when answering queries directly.

2.6.3 Negative feedback

From time to time, you will come across negative feedback directed towards your specific channel,
field of work or even the University as a whole. As a rule, the two least effective actions you can
take when faced with negative feedback on a social media channel are a) ignore it and b) delete it.
(The exception to this is offensive or harmful content, see Moderation above.)

Negative comments left unanswered can appear that we are not interested, not capable of a
response or failing to monitor the channel. If the topic is particularly controversial, ignoring it can
lead to others joining the discussion and potentially escalating the problem. Similarly, deleting
such posts does not usually solve the problem either. If the individual wishes to make a point,
they will repeat it - or worse, take their issue elsewhere, making it more widespread. Deleting an
unwelcome post will also affect your integrity as a channel operator and could have an effect on
the reputation of the University.

Instead, consider the following:

- Acknowledge the comment as soon as you’re aware of it. If it can be dealt with there and
then, try to answer in a way that addresses the concerns and politely closes the discussion.

- If it’s a specific or more complex issue, take it offline if possible. You can do this by asking
the originator to email the appropriate department or contact (this may be you).

- Ifit’s a wider issue that requires a public response (to let your followers know how it was
dealt with), carefully craft your reply. If it is potentially controversial, consider how you
might respond if talking to the media. If in any doubt, contact the Communications and
Marketing team for advice using the email address at the bottom of the page.

The following examples demonstrate different types of issue that you might face when operating a
social media channel.

Example one

Originator: | don’t think your subject is particularly relevant to today’s society. Why doesn’t the
University offer more courses in business and media related subjects?

Response: Thank you for your message. Our students, researchers and graduates contribute to
society in a number of ways, and we think SubjectName is as relevant to today’s
society as ever. You can see examples of our great work here (insert link). In
addition, the University of Southampton offers courses in over 65 subjects,
determined by demand from prospective students. You can find out more about our
undergraduate degree programmes here
http://www.soton.ac.uk/study/undergraduate/courses/2012/index.shtml.

The above example illustrates how you might deal with a negative viewpoint, while also taking the
opportunity to draw attention to the University’s strengths.

Example two

Originator: I’ve been waiting for ages for a reply to an email | sent you. The University is
useless at responding in a timely way.

This is an example of a specific issue, but also a wider one, as the user has made a general claim
against the University. Consider a response along the following lines:

Response: We are sorry to hear that you have found it difficult to reach us. We aim to answer
all emails in xx days (check facts first). Please forward your original message to us
directly at youraddress@soton.ac.uk so we can follow this up on your behalf.
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Apologise for any difficulty the user has faced, let them know that you plan to rectify the problem
and also that there is a system in place to ensure that this is not a regular occurrence.

The below example illustrates a negative comment that could potentially be posted on your social
channel, but relates to the University as a whole.

Example three

Originator: | heard that next year’s tuition fees will prevent those of us who are less well off
from studying SubjectName at university. What are you doing about this?

This is an example of an issue that affects people on a national level, and depending on the nature
of your channel, you can choose how to respond to this.

Response: Thank you for contacting us. The University’s fees will change in 2012 according to
new governmental funding arrangements. These will not be repayable by graduates
until they earn £21,000 a year and we have a number of measures in place to assist
students from low-income households such as our tapered fee waiver. We also offer
an annual credit to all undergraduate students. You can find out more about
student finance here
http://www.soton.ac.uk/study/feesandfunding/feesandfunding_2012.html

The above is a sample statement - if you are faced with broad issues such as this, you can contact
the Communications and Marketing team (or other relevant department) for an appropriate
statement. Alternatively, you might wish to redirect the comment elsewhere - although it is always
preferable to answer directly if you are able. If you plan to redirect the query, consider a response
such as the following:

Alternative response: Thanks very much for your message. We're going to pass this on to the main
university channel for response, as this page/profile is specifically for
SubjectName.’
(Tag or mention the main University page in your post, to ensure this is
seen. Follow up offline with the Communications and Marketing team if
necessary.)

The above example relates to a very broad issue that should be dealt with by the University’s
corporate communication channels. You can expect that a statement (similar in content to the
first response above) would have been publicly issued by the University. In these cases, you can
quote the official statement as necessary for your response.

Remember that you are seen to be representing the University and any comment you make on a
social channel can be perceived as such. If you receive negative feedback on your channel and are
in doubt about how to respond, contact the Communications and Marketing team for advice as
soon as you are aware of the issue.

2.7  Crisis management

Crisis management refers to how you deal with situations that have emerged either online or
offline, that might potentially impact the operation and/or reputation of the University (or a
division within it). Fortunately, these are a relatively rare occurrence for the University - however it
is practical to be prepared for when these situations may arise. Examples of this might be:

- Negative press stories around your specific faculty or subject area

- External factors affecting the University (for example tuition fees, extreme weather
conditions, political factors)

- Issues arising from your social channel - for example content posted in error or which
causes an unexpected negative reaction

Suzanne Smith

Communications and Marketing

April 2012

digital@soton.ac.uk 12



http://www.soton.ac.uk/study/feesandfunding/feesandfunding_2012.html

If you’re responsible for managing a crisis, use social media to publish a public response as soon
as possible. Your statement should aim to diffuse the situation quickly and effectively, with
minimal impact on the University as a whole. Where necessary, make apologies, but consider
liability before publishing an apology for a situation (if in doubt, you can use language like ‘We
apologise for any inconvenience caused’). Contact the Communications and Marketing team for
advice on how to compose your statement.

2.8 Promotion and integration

There should be a seamless link between the content of your new social network and your other
communication channels, so use your other channels to promote your new one. This works well
both online and offline, although online channels have the advantage of allowing a one-click link
through to your channel. You can facilitate this by using the official logo icons downloadable from
the network’s owner (links to where to find these are provided in the How-to sections of this
guide). For offline materials, you may need to provide the URL of your new social channel to help
users to find you. This is provided automatically for most social media channels and usually
consists of the social network’s home URL (eg www.youtube.com) followed by the / symbol and
your channel name (eg. /sotoncommes), to form the full link to your page
(www.youtube.com/sotoncomms). For Twitter, you can simply provide your Twitter username with
an ‘@ symbol (eg @unisouthampton). For Facebook, you’ll need to create a vanity URL, which is
explained in the How-to: Facebook section of this guide.
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How-to guides

The following practical guides are designed to help you set up your social media channel for the

first time.

Existing knowledge of each channel at a personal level is assumed; it is recommended

that you take some time to familiarise yourself with your chosen network and become a regular
user before consideration is given to creating a professional profile. Having this understanding
will also help you to establish which platform is the most appropriate for your objectives.

3.1 How-to: Facebook page

3.1.1 Basic set-up

As stated above, this guide assumes a basic to intermediate level of understanding of Facebook
for personal use.

vi.

In order to create your page for the first time, log in as normal and go to
http://www.facebook.com/pages/create.php (you can also find this link at the very
bottom of most pages on Facebook)

Choose your page type, for example ‘Company, organisation or institution’
Choose your category, for example ‘Education’

In ‘Company Name’, write the name of your page. Try to avoid nhames that are too long.
If the page is to represent a University department, subject or similar, include
University of Southampton in the title

Read and agree to the terms and click ‘Get started’. You’ll then move on to Facebook’s
step-by-step process

(Step 1) Upload an image for your profile photo. If your page represents an area or
department of the University (and is the official or main page for that area), use the
University ‘S’ logo. This comes in a range of brand colours for you to choose from and
is available from the Communications and Marketing team via the email address at the
bottom of the page. Your profile image will appear in the top left-hand corner of your
page and will also be your thumbnail image whenever you interact as your page on
Facebook. For a perfect fit, choose an imaged sized to 180 x 180 square. Continue
when you’re happy with the image (you can change it later)

Step 1 Step 2 Step 3
Profile photo Get fans Basicinfo

Set your Profile picture

Upload an image
From your computer

Import a photo
From your website
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vii. (Step 2) Add the website address (ideally an official university one) that corresponds
with your Facebook page. In the ‘About’ field, add a short welcome message that sums
up the objectives of your page. Save info when ready

Set up Test page - University of Nowhere

1 Profile picture m

Welcome to the official page for the University of Mowhere, Here you will find all our latest news, events and
more! This is a test page.

http:/fwww. sauthampton. ac.uk visitus Add another site

| save info [EY

viii. You are now encouraged to Like your page. You should always do this

o« Like

Like Test page - University of Nowhere
Show support for the work you've done setting up your Page by ling it
When people visit your Page, they wil see that at least one person has

iX. Facebook now encourages you to add fans to your page by inviting your friends and
email contacts. As your page is not fully set up yet, you may prefer to skip this step for
now. Click Next for both ‘Invite your friends’ and ‘Invite your email contacts’. Then,
Skip ‘Share something’ - you can do this when there is content on your page

[=) status Photo  ES Ask question  [[]] Milestone

Write something

Share something

Tell Page visitors about your latest news, newest promotions, or just
say hello,

=) [rontonvour ot

X. You should now see your admin panel at the top of the page, with your new page
beneath it:

Suzanne Smith

Communications and Marketing

April 2012

digital@soton.ac.uk 15




Admin Panel

HNotifications See All Messages

[=) share something on your Page

Hew Likes sez Al | Insights Page tips

A& Invite friends

Manage + Build Audience +~ Help ~ | | Hide

Seeal

Next

Discover resources and

| tips
£+ Invite Email Contacts ‘
O likes 3 l
I Hoy
) Add a Cover
Test page - University of N... Timefine ¥ Now v Highlights ~ v Liked | Admin Panel |
I Now
2 Add a Cover
University of Nowhere v Liked | | Message # ~

Welcome to the official page for the University of Nowhere. Here you will find all our latest news, events and more! This is a test page.

About

[Elstatus [@ Photo EE Askquestion [ Milestone

Wirite something

Joined Facebook

11 minutes ago

Photos

The Admin Panel is a feature of Facebook Timeline for Pages, and can only be seen by
those who are administrators of the page (at the moment, that’s just you). Visitors to your
page will see everything below the Admin Panel. You can choose to hide the panel at any
time by clicking ‘Hide’ in the top right-hand corner. Click on ‘Admin Panel’ to show it

again.

Congratulations - your page is now live. You can follow Facebook’s instructions to add fans

to your page and start sharing.

3.1.2 Next steps

Get the most from your page by following these next steps.

i Now that your page is live, make it more interesting by adding photos. Start with the
cover photo - this should be an iconic image for your brand or area and will be the first
thing a visitor sees when they view your page. Click on ‘Add a cover’ to upload your

photo
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| Admin Panel
&4 Add a Cover I o

Test page - University of Nowhere v liked | | Message # ~
Be the first person to like this

Weicome to the official page for the University of Nowhere. Here you will find all our latest news, events and more! This is & test page

Abeut Photos

[5)status  [@ Photo = Ask question [ Milestone =3 Activity

[=s 1 TR ST S AT S )

Choose an image (or more likely resize an existing one) that is 850 x 315 pixels (or of
an equivalent ratio) for best effect - the cover image size is panoramic style. Click on
Save changes when you are happy with your image

Admin Panel
| vow
@ public ' Cancel | [EETTEY ETHTE
Status [ Photo & Askquestion  [[]] Milestone g ncnwty
Vrite something
ii. You can add more photos to your Timeline by clicking on Photo within a status update
and creating an album

| Admin Panel

51 Add a Cover I —

Test page - University of Nowhere v liked | | Message # ~
Welcome to the offcal page for the University of Nowhere. Here you vl fnd al our latest news, events and more! This s a test page. -
Apaut Photos
[status (@ Photo S Askquestion (]| Milestone =T Activity
=1 Recent
[ratl L el
upload Use webca Create photo = o ' ! ’
photo/ video album

Joined Facebook
11 minutes ago

Add photos that are relevant to your page from your computer or network files. You
can add a title and description to the album at the top left of the page
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Sample photos
A selection of sample photos for the University of Nowhere test page

+ Add more photos | ] High Quaity S Cancel Post photos

Click ‘Post photos’ when you’re happy with the album

iii. When you visit your Timeline again, you’ll see that the photos have been added to the
Timeline, and the most recently added photo can be seen on the Photos tab beneath
the cover photo

more! This is a test page.

About

[E)status [@ Photo =5 Askquestion  []] Milestone ;‘! Activity
Recently

iv. Create a schedule of future status updates, to keep your page fresh and varied. As
previously mentioned, this will be flexible and allow you to post things as they happen
as well - but the schedule is there as a back-up for days when you don’t have any news
to share

V. Add detail to your About area. You can do this by clicking on ‘Manage’ and then ‘Edit
Page’ at the top of the Admin Panel, then clicking Basic Information on the left
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Vi.

Test page - University of Nowhere | 4 View Page |

& Your settngs

[} Manage permissions Category
[ Basic Information

Comparies & organisatons ] Education I+

@) Profie pctre Official Page. | Pk 2 top

[ Featured
] Resources Username You can now direct people to wivw. facebook, comjuniofnowhere. Learn more.,

[E Manage admns

Be
52 apps Name  Test page - University of Nowhere
<3 Mobie
[ trsights Founded: 1952
B Help
Address | Nowhere Road, Nowhereville -
City/town:
Postcode ||

Note: If you add a valid address, users will be able to see and checkin to your page using Facebook Places. It may take a few
hours for our system to process the address.

About: | Welcome to the official page for the University of Nowhere. Here you vl find al ou

Description:

Mission:

Save your changes at the bottom when you’re happy with the update. Viewers of your
page will see this information when they click on ‘About’ within the top section of your
Timeline

| Admin Pane

I Now

Test page - University of Nowhere | v Liked | | Message # ~ |

i

Education -

Welcome to the offical page for the University of Nowhere. Here you will find all our latest news, eventsand | | 1 =
more! This s a test page. uJ

Photos Likes

[E)status [@ Photo =5 Askquestion  []] Milestone :1 Activity

Add other pages to your page’s favourites, such as the main university page. This will
display a link to that page on your own, and will help to illustrate that your page is an
official one. You can add pages by visiting the page you wish to add (eg
www.facebook.com/unisouthampton) and clicking ‘Add to my page’s favourites’ using
the drop down box under the cover photo, next to the Message box
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http://www.facebook.com/unisouthampton

vii.

viii.

Xi.

University of Southampton v Liked | | Message [F2
17,066 likes * 532 talking about this - 37,972 were here Add to Interest Lists...

University pe with an advert

Welcome to the official University of Southampton Facebook & e,
page. Like us to stay up-to-date with al the latest news, w1 7s066
events and more! htto: //www.southamoton. ac.uk/ @ i ’

About Photos Likes

Visit Help Centre
Share
Unlike

View Insights
Add to my page's favourites

Remove from my page's favourites

[E)status  [F Photo == Ask question  [{] Milestone £ Friends

Create a vanity URL (Page username). This allows users to find you by typing in an
easy-to-remember web address (as opposed to the string of numbers you are given
when you first set up). So for example, you might change your page from something
like www.facebook.com/pages/Test-page-University-of-Nowhere/244988792244978
to www.facebook.com/uniofnowhere. You can then share this address with others to
help then to find your page

Learn how to change your page’s username here http://www.facebook.com/username/

Link to your page from your website and other areas. You can download the official
‘Like’ button and ‘f’ logo directly from Facebook here:
http://www.facebook.com/brandpermissions/logos.php

If you want to hide or delete unwanted posts made by others in the Recent Posts by
Others section of your Timeline (for the reasons set out in 2.5 Moderation above), click
on ‘See all’ within this section, hover over the right-hand corner of the post and click
on the icon that appears. You can then choose to hide or delete the post. If necessary,
you can also ban the poster from interacting on your Wall in future - this option
appears after you choose ‘Delete post...” Note that the Recent Posts by Others section
will not appear until others have posted on your Timeline

If you have a smartphone, download the Facebook app to monitor your page on the
move

Explore Facebook’s Insights (from the Admin Panel) to see detailed information about
your content and users

For more guidance on content, moderation and response, refer to Section 2 of this document.
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3.2 How-to: Twitter profile

3.2.1 Basic set-up

This guide assumes an existing basic knowledge of Twitter. Unlike Facebook, you do not need to
have your own personal Twitter profile in order to set up a professional one. However, some
previous experience on a personal level will increase the chances of success when you set up your
new profile.

Go to www.twitter.com and fill in the basic sign up information. You might need to get
creative with your profile name, as you are only given 20 characters. This name can
include spaces and is the equivalent of your real name if you were setting up a personal
profile. It does not have to be unique to you on Twitter. Click ‘Sign up’ when you’re
ready

Twitter will suggest a username for you based on your ‘full name’ - this is your
opportunity to change it. This name will be unique to you on Twitter - try to choose
something that best sums up your department or area. You only have 15 characters for
this one. Click on ‘Create my account’

You are now shown a brief tutorial to help you get started with Twitter. You can choose
to follow people or organisations of interest to your page - search using your best
description of them (this is an example of why a relevant username and full name are
important). For example, a search for University of Southampton should deliver the
result Uni of Southampton, with the username @unisouthampton - this is the official
Twitter profile for the University

Follow freely

To get someone’s Tweets, click the Follow
Button.

Start by following 5 m

Back

R hampton

Uni of
Follow
S Southampton »

Lisa Harris ¥ Follow

;I‘ ECS News ¥ Follow

i [ Soton Solent

Follow

\\!% Uni =
ARY

Wessex Scene ¥ Follow

You can also search for people using email addresses in your contact list. Click on
‘Done’ when you’ve finished following. The tweets of those you are following will
appear on the right-hand side of your Twitter home page

To change your profile image, click on your profile in the top right corner of the page
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http://www.twitter.com/

(@ Connect

£) Home 3+ Discover Q Search

. Uni of Nowhere
n Uni of Nowhere Keep following to get thg
0

1 0

Who to follow - Refresh - View all

Uni of Buckingham _
Follow Southampton... David G K St...

. (;it]):j\c\estershlre Uni ¥ Follow ¥ Follow ¥ Follow

JESSIEJ o

” ¥ Northumbria Uni )
L Follow ﬁ i @ E I'm done

Norl Change
Worldwide trends - Chang: Tweets

Uni of Southampton t
S Latest news Researchers identify key peptides that could lead to a

universal vaccine for influenza and would activat... ow ly/1h3BF0

Uni of Southampton
S Marine enthusiasts: talk on colourful corals on Thursday at 7.30pm at

the National Oceanography Centre bit Iy/Asp610

t Of The Month

Vatchmen Rob McGough g
X | have an offer to study for my PGCE at @unisouthampton next

vear N
ere €D Internet | Protected Mode: On

Click on the photo to change it

€) Home (@ Connect H

b i Of Nowhere Edit your profile
0 iofNowhere o
1

PHOTO

Tweets > Tweets

Following
Followers
Favorites @uniofnowhere hasn't tweeted yet

Lists

If your page represents an area or department of the University (and is the official or
main page for that area), use the University ‘S’ logo. This comes in a range of brand
colours for you to choose from and is available from the Communications and
Marketing team. Your profile image will appear in the top left-hand corner of your
profile page and will also be your thumbnail image whenever you interact with others
on Twitter. Continue when you’re happy with the image (you can change it later)
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‘ £€) Home (@) Connect Jf Discover Q Search

Uni of Nowhere Edit your profile
@UniofNowhere 0
1
0
Tweets > Tweets
Following
Followers
Favorites @uniofnowhere hasn't tweeted yet
Lists

Click on Home and you’re now ready to start tweeting - remember each tweet must be
within 140 characters

£) Home (@ Comnect  F Discover Q Search
Uni of Nowhere Tweets
0 5 0 Q Queen's University 3
Have you been into the Students' Union today for the Re-Freshers'

Fair? The are lots of clubs and societies to join
tter.com/jL30rhbx

Welcome to the Twitter channel for the
University of Nowhere. This is a test

account [ *»f» Middlesex University

waes RT @mdxuninews: Mdx student Kieron-Scott appears on
— tmadaiias #BBCLondonNews talking about the world’s 1st bamboo smartphone
he designed
N University of York
Worldwide trends - Change E New survey to gauge over 55s' attitudes to the environment
SHEPHAP bit ly/xNCXnd

#youknowyoulameifyoustill
* fv Middlesex University
weee  RT @mdxuninews: Mdx student designs world's first bamboo mobile

tnalaliess  Smartphone - tinyurl com/72frxfa

a8 Middlesex University
was Come to our postgraduate open evening & find out about the
leadaliuns cOUrses, student finance & employability, (Hendon & Archway
campuses) 4.30 start

School of Education
Only a day left to book your place for our Train to teach secondary
event, Wednesday 1 Feb, 4.30 - 7pm: bit.ly/rNIJZW

Uni of Southampton S
Latest news Researchers identify key peptides that could lead to a

3.2.2 Next steps

i. If you're tweeting about someone else who is on Twitter, use the opportunity to
mention them. You can do this by writing the ‘@’ symbol followed by their Twitter
username. For example, if you want to tweet about a BBC news article, write @BBCnews
within your tweet (the BBC has a number of Twitter accounts, each with a slightly
different purpose). This will enable the person or organisation involved to see your
tweet within their own mentions. If you're not sure of their Twitter name, search for
them first

ii. To see when others have mentioned you in a tweet, click on Connect at the top of the
page. Your followers will use this method to interact with you, including for questions
and queries. This is the main place to check your account on a regular basis. You’'ll also
see when new people follow or retweet you here
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iii. If you see relevant or interesting content from someone you follow (or anyone on
Twitter), you can retweet it. This sends the same message out to your followers. This is
the main method by which content is shared widely and rapidly on Twitter

iv. To bring ideas from lots of different people together under one concept, use a hashtag.
This enables a word or phrase to be searched for on Twitter and all results found in one
place. Hashtags are very simple - just add the ‘#’ symbol to the word or phrase you
wish to use. For example, in a tweet about higher education marketing, you might add
the hashtag #HEmarketing. You can search beforehand to find out whether there is
already an established hashtag for your particular subject, idea or event. Try not to
overuse this - one or two hashtags per tweet is enough.

@unisouthampton

We are delighted to have been

awarded the Queen's Anniversary mention
Prize from (2hritishmaonarchy
shortened bit Iv/U2P.JT #gap2012 hashtag
link
Retweeted by ProfMikeKelly and 10 others
retweets

Rl Yo islals

Mentioned in this Tweet

V. Create or follow lists of people in areas in which you have (or your profile has) a
particular interest. This helps you to collate a group of users under one category (for
example ‘historians’) and look at that particular list whenever you want to see tweets
from those people. Find out more about how to use lists here
https://support.twitter.com/articles/76460-how-to-use-twitter-lists

vi. Edit your profile to add a brief biography, website and location information, if relevant
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kwitterX ome Who to Follow W UnioMowhere +

UniofNowhere’s settings

Account Password Mobile Notifications  Profile  Design
Picture [(Browse... ] Profile
1a z6 61700k JPG, GIF, P e e
e i
Name Uni of Nowhere
ou know can recognize you Tips
Location Nowhere Road, Nowhereville
Web http://
You can als a:‘T\\Ur\‘ I site here
Bio This is the Twitter channel for the University of Nowhere. This is a test

account
tyourselfin fewer than 1

Facebook [E3 Post your Tweets to Facebook

You can also change your background image by clicking on the ‘Design’ tab

vii. If you envisage becoming an advanced Twitter user, you might decide to use a Twitter
management tool such as Hootsuite or Tweetdeck. These can help you to manage your
account and allow you to plan and schedule future tweets

viii. Link to your page from your website and other areas. You can download the official
Twitter logos directly from Twitter here: https://twitter.com/about/resources/logos

iX. If you have a smartphone, download the Twitter app to monitor your page on the move

For more guidance on content, moderation and response, refer to Section 2 of this document.
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3.3 How-to: YouTube channel

3.3.1 Basic set-up

Having a dedicated YouTube channel for your subject area or department allows you to collate all
relevant video content in one place and provides a means to link to these videos from other
channels such as your website, other social networks or even print material.

As with Twitter, you do not need to have your own personal YouTube channel in order to set up a
professional one, however, previous experience of using YouTube would be beneficial.

As YouTube is part of Google, it is possible to add a YouTube channel to an existing Google
account (for example Gmail, Google+), meaning that you sign in once to access all your Google
services. If you have an existing account with Google, you might choose to do this. This guide
assumes that you are starting a new account.

i. In order to create a YouTube channel, you now need to create a Google account. This
will offer other services such as Gmail and Google+ - however this guide focuses on
YouTube only. Go to www.youtube.com and click on ‘Create account’ in the top right-
hand corner. This will take you the Google Accounts page

ii. Complete the basic sign up information and click on ‘Next step’ when you’re ready.
Now go ‘Back to YouTube’

iii. In the top right-hand corner of the page, you should see your new Google user name.
Click on the box and go to My Channel

You[TH) IR PP e

l'llolll_g

zzzzzzz Watch Lat

geos deos unt
J You are now registered with YouTube! x

Account information Get started using YouTube

mail address
Browse categories to f Subscribe to channels View your homepage

YouTube sefting

A tHome Add Channels You're not subscribed to any channels.

Recently added channels

Categories

iv. Choose your desired username and click on ‘Check availability’ to make sure no one
else is using it. This name will be unique to you on YouTube - try to choose something
that best sums up your department or area. You have 20 characters, which must be
letters or numbers (no spaces). For example, for a YouTube channel that represents
Music at the University, you might choose ‘unisouthamptonmusic’. Note that this
cannot be changed in the future, so make sure you get it right first time. Click on ‘Next’
when you’re ready
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http://www.youtube.com/

YDU Tllbe Q Browse TV Shows  Movies = Upload uninowhere@gmail.com

Set up your YouTube username and channel

Once youve set your username it cannot be changed.
Choose a name Check availability
uniofnowhere

Username available!
Letters and numbers only

Your channel:

/' Let others find my channel on YouTube if they have my email address

Send me occasional YouTube product-related email

Next!

V. The next step is Privacy and Sharing. For full functionality across YouTube, keep all the
boxes ticked. Then tick ‘All done!’

You Tube Q Browse TV Shows  Movies  Upload uniofnowhere

/  You have added a channel to your account! x

Privacy and Sharing
Now that you've got a YouTube usermname, you also have a YouTube channell To start, your channel will contain all of
the videos you upload, like, share and favorite, but if you'd like a bit more control over what gets putin your channel,
you can control that here.
Share these actions in my channel:

V| Like avideo

V] Comment on a video

V] Subscribe to a channel

[¥] Favorite avideo

vi. You'll now be taken to your channel, which will look quite empty at first. Click on ‘Edit
channel’ to begin to personalise your page

You Tuhe Q Browse TV Shows Movies  Upload uniofnowhere

/  Your changes were saved. x

e —

- uniofnowhere's channel

Feed Videos

Post to feed About uniofnowhere's channel Edit

Post a channel comment

Post

Created by

uniofowhere

Latest Activity

vii. Choose your avatar. If your page represents an area or department of the University
(and is the official or main page for that area), use the University ‘S’ logo. This comes in
a range of brand colours for you to choose from and is available from the
Communications and Marketing team. Your profile image will appear in the top left-
hand corner of your profile page. You can also add a background image or colour at
this stage
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YUII Q  Browse = TVShows = Movies  Upload uniofowhere

Channels Version

Switch back to the old channels design

Avatar

&\\\\\\\\\\\\\\\\\\\\\\‘\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\\
A LA M AN | RN

. uniofnowhere's channel ;

Click on ‘Done editing’ when you’ve finished

viii. You should now see your channel with your new avatar and background
You{ilif: Q | Browse TVShows Movies  Upload uniofowhere

. uniofnowhere's channel

Post to feed About uniofnowhere's channel Edit

Post a channel comment

Created by
Latest Activity

Date Joined

From here you can start to upload videos and direct others to your channel using your
new URL (which will be www.youtube.com/ followed by the user name you chose, eg
www.youtube.com/sotoncomms)

3.3.2 Next steps

i. Add a brief description by clicking on ‘Edit’ next to ‘About [your name]’s channel’
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You{ilif: Q | Browse TVShows Movies  Upload uniofowhere

. uniofnowhere's channel

Feed Videos

Post to feed About uniofnowhere's ¢

Post a channel comment

Settings fost

Created by
Latest Activity

Date Joined

Click Apply when you’ve made your changes

ii. You can further edit your channel by clicking on ‘Edit Channel’ as before
YouRIi[: Q  Browse TVShows  Moves  Upload unicfowhere

. uniofnowhere's channel

Feed Videos

Post to feed About uniofnowhere's channel Edit

Post a channel comment

Settings fost
Created by
Latest Activity

Date Joined

From here, you can change your channel’s title (not your username) in the Info and

Settings tab. This will change the wording that appears at the top of your main channel
page
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Q  Browse TV Shows = Movies = Upload ‘i\‘; uniofnowhere ~
) 7777/
Z ,' ;////////////’,///:// Cancel | Done Editing (8
Z A u —
7 /////7///’/ 7 ////Z,

N

\

Default Tab
FeedTab ||

Chagy€finformation & Settings

Tt

AN

University of Nowhere

AN

A — ________—— /| Always take subscribed users to
Description o~
Welcome to the official channel for the the feed tab

University of Nowhere. This is a test page

NN\

ags

Visibiity /| Make my channel visile on YouTube

ChannelURL  /user/uniofnowhere

AAAAEAIEAAIAAEAAEAAAAEAAAAIRRAARANRRN
N\
NN

AN

University of Nowhere

Click on ‘Featured tab’ and tick the box to enable this function - this will allow you to
highlight your best video and showcase this when users arrive at your channel

Yﬂu Tuhe Q Browse TV Shows  Movies  Upload ) Uniofnowhere

N

AR IR R RN

Appearance nfo and Sett T

V277 7 7777777/ i,
. %y

=
7
Z
%

/| Enable featured tab

Z

Creator Blogger Network Everything

A featured video from a playist A reverse chronological viogrol A featured video from a playlist A featured video from a playlist

with a group of featured playlists  of a featured playlist or your with a group of featured with a group of featured playlists
recent activity channels and channels

University of Nowhere

Now go back to ‘Info and Settings’ and make the Featured tab the default tab. You can
also check beneath this that the ‘Always take subscribed users to the Feed tab’ box is
ticked. This allows your existing subscribers to see your latest videos and the
comments you make on other channels and videos (as well as any updates that you
mention). The Feed tab brings your subscribers closer to seeing your channel
comments, so they are more likely to start commenting themselves to keep up with the
conversations
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MED Ll e el

Default Tab
Featured Tab [~ ]

N\

Channel Information & Settings
e of Nowhere

v/ Always take subscribed useggfi
he feed tab

Description

official channel for the
rere. This is a test page

- University of Nowhere : 5

Click ‘Done editing’ when you’ve finished

iii. Once you’re back to your main channel, you’re ready to start uploading videos. Click on
the ‘Upload’ button to begin

\(il'| Tube Q| Browse  TVShows | G

upload a
. University of Nowhere video

Feed Videos

Post to feed About University of Nowhere Edit

Icome to the official channel for th
testpa

Post a channel comment

Created by

Latest Activity

Follow the instructions to upload your videos. Remember to make sure that all the
content you upload to your channel is original and owned by you and that the relevant
permission documents have been obtained for anyone featured in your video. In
particular, ensure that any music used is either royalty-free or that you own the
copyright. The Communications and Marketing team can provide permission document
templates via the email address at the bottom of the page
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vi.

vii.

V(i1 Tube Q  Browse TVShows Movies ~ Upload

Having problems with the new upload design or not feeling ready for it just yet? Go back to the old upload design or report an upload Issue.

More ways to upload and create

Upload multiple files
) Choose more than one file by pressing
the "Ctrl" key while selecting files

Record from webcam
E your thoughts. Record a video

hare
and publish to YouTube right now

Select files from your computer

Each video will have its own unique URL, which you can use to link to a particular video
from another social platform or your website

You can edit your videos using the Video Manager (available from the profile menu in
the top-right corner). Clicking on ‘Info and Settings’ will bring up the same page as you
saw during the Upload process - this enables you to go back and make changes after
uploading. From here you can choose a thumbnail for your video, add a title and
description and choose whether to allow users to comment. If you do allow comments,
ensure that these are moderated on a regular basis. You can use your email options
(within Settings) to help with this. You can also choose whether to make a video public,
unlisted or private. In general, you will probably want to choose Public. For videos
with specific subject matter, or that will only be shared with a select audience, choose
Unlisted - you will then need to provide your chosen audience with a link to the video.
Choose Private if you are still making changes to the video’s settings, or if you plan to
launch the video at a later date - don’t forget to change it to Public (or Unlisted) when
it’s ready

Link to your page from your website and other areas. You can download the official
YouTube logos directly from YouTube here
http://www.youtube.com/t/press room_image_files

If you have a smartphone, download the YouTube app to monitor your page on the
move

Explore YouTube’s Analytics (found by clicking in the profile box in the top-right
corner, then Settings, then the Analytics tab) to see detailed information about your
content and users

For more guidance on content, moderation and response, refer to Section 2 of this document.
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3.4 How-to: LinkedIn g

roup

Use a LinkedIn group to connect with like-minded professionals, to share discussions on specific

topics of interest.

3.4.1 Basic set-up
This guide assumes a basic t

i In order to create

o intermediate level of understanding of LinkedIn for personal use.

your group for the first time, log in as normal and go to Groups at

the top of the page. You’ll see a list here of all the groups of which you are currently a

member. Click on

Linkedﬁa ‘Account Type: Basic| Up

‘Create a group’

grade ~ Suzanne smith  Add

Home Profle Contacts Groups Jobs Inbox [B] Companies News More Groups ~

Your Groups (8) reorder »

i 959

i Social Statistics and Demography at University of Southampton
@ Your membership is pending approval.

Send message - Withdraw request

<& Create a group Groups

Now on iPhone and Android

Groups You May Like

& Entrepreneurs in Social

@ Chartered Institute of Marketing (CIM) - Digital / Q Join

ih ﬂ@

ﬁ 8 Society of Social Media
%%  Managers

Q Join

@ Chartered Institute of Marketing members & Mobile Technologies &

Applications in Social Med

Q Join

i@ CIM 2010-2011 SSU

ils B "' Fill your Masters Courses

Ads by LinkedIn Members

17000 Masters courses are |

TN |
@ Facebook Strategy (E‘A/I FindAllasters.com - Are your;

othtay  y, W0 D LQ

i Higher Educ:
ih -3

HEM&C

Cloudforce London May 22
ation Marketing & Communications FREE Event - Learn to delighi
gy, customers with social chann

ii. You’ll now be taken to a page which prompts you for information about your group,
beginning with your profile picture. If your group represents an area or department of
the University (and is the official or main group for that area), use the University ‘S’

logo. This comes

in a range of brand colours for you to choose from and is available

from the Communications and Marketing team via the email address at the bottom of
the page. Your profile image will appear in the top left-hand corner of your group
page. Complete the Group name, type, summary and description sections and add a
website if relevant

Home Profile Contacts Groups Jo

Logo:

* Group Name:

* Group Type

* Summary:

* Description

Website:

bs Inbox [] Companies News More Groups ~ a

Your logo will appear in the Groups Directory and on your group pages

[ choose File | Mo file chosen

=: PNG, JPEG, or GF only; max size 100 KB

¥] * | acknowledge and agree that the logo/image | am uploading does not infringe upon any third party copyrights.
trademarks, of other proprietary rights or otherwise violate the User Agreement

University of Nowhers researchers
o: "Linkedin® is not alowed fo be used in your group name
Professional Group [»]

Enter a brief description about your group and its purpose. Your summary about this group will appear in the Groups
Directory

This is a group for researchers from the University of
Nowhere to discuss their work. This is a test group.
z
Your full description of this group will appear on your group pages

Join the group to share your research work from the
University of Nowhere. This is a test group)|
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iii. Decide whether you would like other LinkedIn users to be able to join automatically, or
whether you (the Group Manager) would like to approve members before they can join.
The latter option will help you to reduce spam and members who are not related to
your specific area of interest from disrupting the discussion. You can also set the
groups to appear in LinkedIn’s directory and tell your connections about your group.
You can choose whether or not you wish to allow members to invite others to join (you
will still be able to approve each member before they can join)

iv. Now decide whether you wish to create an Open Group or a Members-Only Group. To
keep your group on topic and avoid any unwanted contributors, the Members-Only
option is recommended. Click on your choice to continue

*Access: ) Auto-Join: Any Linkedin member may join this group without requiring approval fram a manager.
© Request to Join: Users must request to join this group and be approved by a manager
Display this group in the Groups Directary.
Allow members to display the logo on their profiles. Also. send your connections a Netwark Update that
you have created this group
Allow members ta invite others to join this group.
Pre-approve members with the following email domain(s)-
4
Language: English [+]
Location: O This group is based in a single geographic location.
Twitter Announcement: B .

* Agreement:

Check to confirm you have read and accept the Terms of Senice

Discussions in LinkedIn groups can either be open to the world to see and
share. or restricted to members only.

Create a Members-Only Group | J)

V. You now have the option to send invitations to your connections, or skip this step and
add members later. You should then be taken to a page that looks something like this:

Learn About Open Groups

Create an Open Grou, Cancel

* Indicated a required field

Home Profle Contacts Groups Jobs Inbox B} Companies News More Groups ~ a

@ University of Nowhere researchers
Discussions Members  Promotions  Jobs  Search  Manage  More Share group

Latest Updates

CEUEN P8 Discussion IS
Suzanne Smith has created the
group University of Nowhere
our Aciivly rese

Choose Your View > BEH Show all RSS discussions

Free Social Media Report

Download the amian
Events Report 2011

From here you are ready to start discussions with your group’s other members. Try to
keep the content engaging and relevant, including links to related stories where
appropriate. Join other groups in your area of interest to help with ideas for content

and tone

3.4.2 Next steps

Get the most from your group by following these next steps.
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i Create a schedule of future discussion points, to keep your group content fresh and
interesting. Think about relevant news and events coming up in your field of interest
that your group might want to talk about. How often you start a new discussion is
entirely up to you (and dependent on how much interest there is in current
discussions), but you might want to consider 2-3 times per month as a guide. You can
also create Polls for quick and easy answers to a simple question

ii. Become familiar with the Manage area of your group - this is the place where you can
moderate discussions, manage your member lists, add new members and set group
rules, among other options. Within the ‘Group settings’ section you can set permissions
to determine the extent to which members will need your approval before their
contributions are published

Home Profle Contacts Groups Jobs Inbox B} Companies News More Sroups * a

@ University of Nowhere researchers

Di sion Membe Promotions )b Search  Manage  More Share groug

Group Settings &t P s restricted to me am About Open Groug
Manage Group

Submission Que V! Enable the Discussions and News features.

Moderation Queue

Requests to Joir

Y| Enable the creation of Polls
Allow only moderators and managers to create polls
Y| Enable the Promotions Feature

Allow only moderators and managers to move discussions to the Promotions area
Y| Enable the Jobs Feature

Allow only moderators and managers to move discussions to the Jobs area
v Automatically remove content flagged as inappropriate by group members.

Number of flags: 10 | (@) Discussions and comments cannot be retrieved once removed

e Subgroups tab
Permissions

Members of this group:

Restrictions:

Require moderation for new group members

It is friendlier and provides a better user experience to allow your group members to
post freely - particularly if you have already approved all members before they join.
Unless you have an Open Group, you are unlikely to need to change this setting

The ‘Discussions’ area will be the main area where member activity takes place
iii. Link to your group from your website and other areas. You can download the official

LinkedIn logo and ‘In’ button directly from LinkedIn here
http://press.linkedin.com/logo-images

iv. If you have a smartphone, download the LinkedIn app to monitor your group on the
move

For more guidance on content, moderation and response, refer to Section 2 of this document.
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Part B
Social media for personal use

4.1 Scope of this section

Although most of the advice set out in this section can be applied throughout social media, the
main focus will be on Facebook and Twitter. For any social media network, it is important to be
aware that you are often communicating in the public domain and you should follow the media
and sensitive issues protocols (obtainable from the Media Relations team within Communications
and Marketing). These protocols apply to all staff across the University and for the purposes laid
out within them, social media should be treated in the same way as all other forms of
communication.

4.2 General advice

As mentioned above, social media is a form of communication. When you communicate using this
medium, remember that your comments can (usually) be seen by the public, can be forwarded or
saved by other users and can be perceived or presented as being representative of the views of the
University, unless you have clearly stated otherwise. As you would in person, in writing or via any
other method of communication, always maintain the high level of honesty, professionalism and
integrity that is appropriate to an employee or representative of the University. Please refer to
section 8.5 of the University’s Electronic Communications Policy for clarity on what is considered
to be unacceptable content.

If you wish to communicate with others (in particular students) at a personal level (for example on
your personal Facebook profile), ensure that you are aware of the privacy settings available and
have these in place as applicable. When interacting with students using social media, it is
suggested that this communication takes place in a public domain, for example by using a
Facebook open group or communicating by tweet on Twitter. This avoids the possibility of
unrelated personal information (either your own or a student’s) passing between the two parties,
and also allows open communication across wider groups of participants. As a general rule, it
should not be necessary to send private messages between staff and students using social media;
the university email system is recommended for this purpose.

You should be familiar with Section 8 of the Electronic Communications Policy when undertaking
any kind of social media activity at a personal level.

4.3 Facebook

When communicating with others as a representative of the University, it is usually best to use a
Facebook Page, as outlined in Part A of this guide. In some instances, you might want to create a
Group instead of a page. A group allows multiple users to communicate within a controlled
environment, and can be useful for collaborative work that is not in the public interest (for
example to share knowledge or information at course level); and where student recruitment and
promotion of the subject do not form part of the objectives. Groups allow users to post using
their personal profile, but without group members being able to see each other’s personal
information that has not been made public (assuming Group members are not Friends with one
another). They work best when comprised of a small number of people working collaboratively on
a project. For more about Facebook Groups see http://www.facebook.com/help/groups

When using Facebook in this way, it is important that representatives of the University have an
understanding of how groups work, take steps to protect their privacy and encourage other group
members to do the same. To find out more about privacy settings on Facebook, see here
http://www.facebook.com/help/privacy
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It is usually not recommended for staff to become Facebook Friends with students with whom they
work, as there are other options available that should meet the majority of requirements. It is best
practice on Facebook to limit your Friends list to those whom you know personally and would feel
comfortable with on this level. For professional purposes, a Page or Group is almost always more
appropriate.

4.4 Twitter

Twitter is by nature a public forum, and unless your tweets are protected (which arguably defeats
the object of the network) they are publicly viewable by anybody. All those employed by, or
otherwise involved with, the University are encouraged to consider this at all times. Itis
recognised that many people working for (or with) the University will want to engage on this
channel in either a personal or professional capacity, or both. For academic staff in particular, this
is encouraged by the University and can be a great way to share knowledge and achievements with
others within or outside of your own field and throughout the world. As always, the University
anticipates that its staff will act with integrity and in line with the media and sensitive issues
protocols as applicable.

If you are in any doubt about whether your comments on Twitter may be seen as representative of
the University, or you wish to tweet on a personal basis, add a disclaimer such as ‘Opinions
expressed here are my own and not those of the University’ to your biography. On Twitter it can
sometimes be more relevant to use your own name rather than a department name, particularly if
you are known by others in your particular field of work. The University encourages this, but asks
that the above guidance is followed.

Summary

5.1 Social media - new opportunities

Social media has brought a wealth of new opportunities to the way we communicate with our
audiences. As a University we are excited by this and believe that, when used appropriately, social
media can help us to grow and develop as an institution. The benefits of two-way conversations
with our stakeholders, in real time, can lead to greater understanding of our audiences and
improve the way we work as an organisation.

This guidance document is designed to support this development. Should further advice be
required, the Communications and Marketing team are contactable at the email address at the
bottom of this page.
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