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Social Media Guidelines and Best Practices

Intro/Purpose
Social media can be a great tool to promote your office, department, organization, or team.
Springfield College embraces and encourages the opportunities it offers for publicity and
engagement. Department and team use of social media can be beneficial on many fronts: it
strengthens our overall brand, promotes our accomplishments, and builds community among
our audiences.

It is important that social media accounts comply with a uniform branding and policy to ensure
a clear and consistent message. As a strategic communications effort to engage audiences
across all branches of our College, these guidelines apply to any and all official social media
accounts created to represent academic departments and programs, administrative offices, and
College-sponsored clubs and organizations. They do not apply to an individual's private social
media accounts.

The Office of Communications is here to aid departments, offices, and clubs in following
consistent guidelines through assistance with social media development and advice on best
practices. Our goal is to serve as a resource to faculty and staff members and to ensure each
account is running smoothly and promoting Springfield College while following a strategic
communications plan. Please reach out to us if you have questions, concerns, or if there are
changes in administrators at social@springfield.edu.

Things to Consider
There are several social media platforms from which to choose. Some of the most
popular platforms are Facebook, Twitter, and Instagram. When determining which type
of network to use, consider the following:

Who is your audience?
Start by identifying your target audience. In most cases, that will be current and
prospective students. The popularity of a social media site can differ greatly
based on the audience’s age range. We suggest doing your own research (see
suggested websites at the end of this document) or contacting our Office to help
you identify which platform will best reach your audience. Here is a general
understanding of the audiences on the major platforms:

Facebook: Facebook has 2.7 billion monthly active users. The audience is a wide
range of ages, with a number of active users that are 65+ years. Younger
generations are less likely to engage on Facebook but many still maintain a page.
Our own college research shows that most prospective students either did not
have an account or used it very infrequently.
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Instagram: Instagram has 1 billion active monthly users. The vast majority of
users are between the ages of 13 and 30. The younger generation feels
comfortable interacting with brands on this platform. Active users also spent
more time on this application than they do on Facebook.
Twitter: Twitter has 330 million monthly active users. While popular with it’s
users, Twitter has a niche population. It is very popular for customer service and
B2B. The majority of users are under the age of 30.
(Source: khoros.com/resources/social-media-demographics-guide)

This is a summarized example of what research shows are the primary audiences
on each account. For our primary accounts, these statistics are quite accurate.
You can check your own audience/followers through the insight features on any
of these sites.

While our College community most often adopts one of the three
aforementioned platforms, there are several different options from which to
choose. Other platforms may include but are not limited to: Facebook Groups,
TikTok, Snapchat, YouTube, and LinkedIn Groups. As is the case with all social
media platforms, we request that each account is registered with the Office of
Communication and access to the account is made available to a member of the
Office. For more guidelines on any individual platform use, please contact the
Office of Communications for a social media start-up meeting.

How much time can you devote to management and the creation of content?
Before you start, ensure that you have the resources to maintain a strong social
media presence. Our most successful accounts post on Facebook and Instagram
two to five times per week, and on Twitter one to three times per day. We
recommend starting with one social media platform and trying to build an
audience there.

In addition to unique posts, the site administrator should monitor and moderate
conversations in their community, respond to questions and comments, and
remove inappropriate material.

If you have the time and resources, we encourage you to create your own social
media. However, if you are worried that you won’t be able to properly maintain
the account, you can submit content to be considered for posting on the main
College accounts by emailing the Office of Communications at
social@springfield.edu. An inactive account with infrequent or poor-quality posts
reflects negatively on your department as well as on Springfield College. It is our
college policy to close the account rather than leave it inactive.

https://khoros.com/resources/social-media-demographics-guide
mailto:social@springfieldcolleg.edu
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How to Launch a Department/Office Account
If you would like to create your own social media account for your office, department, program
or organization, contact us at social@springfield.edu. We are happy to help you with your
account and answer questions. The Office of Communications keeps an up-to-date listing of all
Springfield College accounts, including login information to be used in emergencies. If you
already have active social media accounts and have not done so already, please confirm your
site, administrator contact, and login information with the Office of Communications. At least
one member of the Office of Communications should also be listed as an admin on any Facebook
pages.

Authorization/Contact Person
All profiles should have a contact person or administrator. This person is responsible for
regularly monitoring posts and content. The administrator must be a full-time College
employee and all accounts should be linked to a Springfield College email account.
Rather than use an individual’s email address for an account, you may use a
department/organization email. If you do not have a department/organization email,
please contact ITS.

By registering accounts with the Office of Communications, we can ensure that
necessary communications such as emergency alerts and changes to social media
procedures can be communicated to account managers. The Office of Communications
must be notified when a new administrator takes over.

You may choose to have other staff members or students assist with site management,
in which case be sure that they are aware of these guidelines and policies. Site
administrators are responsible for additional employees and students linked to the
account.

Additional Set Up Information
If you require help setting up the account, the Office of Communications is happy to sit down
with you and walk through the steps. Please note that to create a Facebook page, you are
required to have a personal account.

On Instagram, we suggest turning your account into a Professional Account. To do so, you simply
go into your Instagram settings, go to Account, and Switch to Professional Account. A
Professional Account enables you to get insights (or analytics) on your posts as well as have a
Contact button in your profile.

Important Security Practices/Information
To improve the security of your information and our College, it is very important that all
administrators and accounts follow these practices:

mailto:social@springfieldcollege.edu
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● Before creating an account you must receive explicit approval from the Office of
Communications.

● Your password should be changed at least 1x a year. ALWAYS update your information
with the Office of Communications to ensure we have the most recent information.

● The email connected to your account should be a Springfield College account. Never use
a personal email account. As a best practice, contact ITS to set up a
department/organizational email account that can be used.

● Limit the number of users/those who know the password.

Branding and Appearance
Much like our website and printed materials, officially endorsed Springfield College social media
sites should follow standard branding and appearance guidelines.

Name
If you have not already created a social media site, it is important to choose a name that
accurately reflects who you are and your affiliation with Springfield College. Whenever
possible, include Springfield College or SC in your handle.

Examples:
Facebook: Springfield College Campus Recreation
Twitter: SCCampusRec

Logo
To keep a consistent look for easy identification of Springfield College sites, all Facebook
and Twitter sites should use the provided profile picture/avatar of the Gulick Triangle.
The cover photo on Twitter or Facebook is a great opportunity to individualize the page.

Bio Line
The Bio Line (or About Section, depending on your platform) should always include:
“This is the Official _____ Page for ________ at Springfield College”

Examples:
This is the Official Facebook page for the School of Professional and Continuing
Studies at Springfield College.
This is the Official Instagram account for the Springfield College English major.

All profiles should link to an official Springfield College homepage (springfield.edu) and
include contact information that links to a college phone number or email.

Content and Management

https://drive.google.com/open?id=1qL2cuuJzaT5NAiAfQXBIY9wj_cB3Fm_m
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All social media users are responsible for what they post on their sites. Posts must be accurate,
helpful, and non-threatening. Always be aware of grammar and spelling. Ensure that you double
check everything you post. Content may include:

● Photos
● Videos
● Fun facts, statistics, institution history
● Springfield College in the news
● Events (and recaps)
● Questions/polls
● Stories and quotes (from alumni, students, faculty, staff, donors)

Hashtags and Geotags
Always use #SpringfieldCollege on Instagram and use it whenever possible on Twitter
and Facebook. It is also a good practice to geo-tag (or location tag) Springfield College on
Instagram. Please refrain from geo-tagging specific areas of the College Campus (i.e.
Cheney Dining Hall) and defer to the more general location of “Springfield College.”

Sharing and Tagging
There are many different social media accounts tied to our College, and it’s important
for our overall brand that each account be successful. A great way of promoting each
other is by sharing posts and tagging. Perhaps an event or news story may be of interest
to your audience but is featured on another College page —this is a great opportunity to
share or repost. Your audience might find that they would also like to follow another
account for further information. It’s also important to tag your posts with the
appropriate departments.

Safety and Privacy
Be aware of liability. You are personally responsible for the content you publish.
Do not use photos of non-enrolled minors without the consent of a parent or guardian.
If contacted and asked to remove a photo of a student for any reason, be sure to comply
promptly. It is a good practice to offer current students the opportunity to exclude
themselves from a photo as well.

Do not post copyrighted content (video, images, sound files) without permission.

Official College social media pages must not post sensitive personal information about
students, alumni, staff/faculty, or any other member of the community. Confidential
information as defined by the Family Education Rights and Privacy Act (FERPA), Health
Insurance Portability and Accountability Act (HIPAA), and the National Collegiate Athletic
Association (NCAA) is strictly prohibited content. Please note that these same rules
apply to all personal communication as well.



Updated 08/09/21

Replying
Social media is a dialogue. Account managers should be diligently monitoring the
comments and messages that a page receives. Threatening or obscene comments
should be deleted immediately, however managers should use their discretion when
removing content that may simply hold a differing opinion.  Be aware that users may
notice that their comments have been removed. (Helpful Hint: On Facebook, you are
given the option to “hide”  a comment without the writer or any of their Facebook
friends realizing it has been hidden from the general public’s view.) Whenever possible
comments should be responded to in a timely and professional manner (see below for
examples of negative comments). Responses are especially important on Facebook,
where unanswered Inbox messages reflect poorly on an account and visitors can see
your response rate. Do not incite arguments. Maintaining a productive and safe online
community is key. Please contact the Office of Communications if you see a negative
comment on any of your accounts. We are here to help determine the appropriate
response.

Negative comments usually fall into one of the following categories:

Trolling: These comments are inflammatory, extraneous and off-topic
with the purpose of inciting an emotional or disruptive response.
How to respond: Since these types of comments offer no constructive
criticism and have the sole goal of inciting a reaction, it is best to ignore
them. You may even choose to delete or hide the comment. Monitor the
post for additional comments.

Ranting/Venting: These comments express anger. Generally, the
individual who posts the comment is looking for a place to complain.
How to respond: Once again, you do not need to respond to these
comments. The ranter is looking for an outlet to voice their complaints
and a response would offer no solace. However, in most situations, you
should NOT delete these comments as it might provoke further
complaints. Monitor the post for additional comments.

Misguided: A misguided comment is one that might have a negative
impact on the College because the commentator is misinformed or does
not have all the facts.
How to respond: A response is necessary for a misguided comment. The
response should not be defensive but should provide correction through
facts.

Unhappy Customer: These comments are generally the result of a
negative experience and often offer valid feedback.
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How to respond: It is important to always respond to unhappy customers
so that they know they are heard. The response should acknowledge the
complaint, rectify the situation with a reasonable solution, and thank
them for their feedback. When possible, encourage the unhappy
customer to send a private message to the account if more information is
required.

Be sure to remove any inappropriate comments or advertising for products or services
not associated with Springfield College. Again, the Office of Communications is here to
assist.

Student Takeover
Letting students host a “Takeover” of your account is a great way to give your audience
members a student-centric view and first-hand glimpse of student life on campus. In
order for this to be successful, the administrator of the account MUST follow along with
all the activity taking place during the agreed upon Takeover period. The administrator is
responsible for all content posted during this time and should ensure that that student is
aware of their duty to act responsibly and as a voice of the College. Takeovers work best
on platforms with temporary posts, such as Instagram and Snapchat. For best practices
on Takeovers, including a handout to give to students who may be conducting the
takeover, please reach out to the Office of Communications.

Best Practices
● Monitor comments in order to build credibility and a sense of community.
● Remain active and engaging throughout the year, not just the academic year.
● Be unique and relevant—give them a reason to follow you! While it’s OK to share

College-wide news on a departmental account, content should primarily be
related to the account’s department/team.

● Be social, conversational, engaging. Promote two-way communication.
● Show, don’t tell. Whenever possible use photos, videos, and graphics.
● Be human. Make your content and wording relatable by finding a voice and tone

that match your content.
● Quality over quantity. Posting too frequently or posting irrelevant content will

make it less likely that followers will pay attention.
● Use high-quality images for the best responses.
● Brief is better. Often a brief post (linking to more information when appropriate)

works best.
● Send them to the website. Whenever possible, include links that send users to

our website.
● When appropriate, share directly from Springfield College’s primary social media

pages. When content is directly shared, it is linked back to our main accounts.
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This helps the Office of Communications to analyze social media traffic and
engagement. Your “branch” accounts are key sources of content about your
specific department or office, but general news relating to the College should be
outsourced from the primary account.

Upkeep and Metrics
Frequency
As previously mentioned, our most successful accounts post on Facebook and Instagram
two to five times per week and on Twitter one to three times per day. Both a stagnant
account or an overloaded account appear careless. Having an inactive account reflects
poorly on your organization/department and makes it appear that there is simply
nothing going on with your group (which we know isn’t true!).

Suggestions
If you have multiple users posting on your site, or perhaps just to keep yourself better
organized, we highly suggest keeping a content calendar. This can be a paper calendar,
shared Google Calendar, or whatever works best for you. It allows other users to see the
timing of specific posts in order to avoid inundating audiences with too much at one
time or with repeat information.

You can schedule Facebook posts directly on the site, which is helpful if you have
identified key times when audiences are most responsive. For scheduling on Twitter, you
can use their Tweetdeck platform.

We highly discourage linking accounts so that the same content is posted in the same
format on multiple platforms (i.e. Every Instagram post is also sent to Twitter). Each
social media platform is unique, not just in its audience, but in the way that it presents
the information you put up on it. The way you format or write a post should not be the
same from platform to platform, and therefore you should not have one generic post to
cover all your sites. This looks messy and oftentimes does not translate well. While the
same content may be shared across multiple platforms, it should not be presented in the
same way.

Metrics
Part of the upkeep with a social media site is understanding if your presence is valuable
and what you can do to stay relevant. Account managers are encouraged to regularly
review the analytics for their account (most platforms offer these insights to pages and
business profiles, see above about creating a business profile). By seeing which posts are
most popular or which times of day elicit a high response, you are able to determine the
strength and value of your social media efforts for the College. Each branch social media
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account’s metrics are valuable in determining the success of the overall College
communications.

Resources
Social media is constantly changing, with platforms competing against one another to
release the latest and greatest features. Because of this, best practices are often shifting.
To stay up to date on the latest news and features, our Office suggests referring to the
following online resources:

Mashable
Social Media Today

Hootsuite Blog
Social Media Week

If you have any questions or would like to discuss your social media plan and management,
please feel free to set up a meeting with us.

Contact Information
Tessa Rickart, Web and Social Media Specialist

(413) 748-3634 ● trickart@springfield.edu

Damon Markiewicz, Associate Director for Media Relations
(413) 748-3044 ● dmarkiewicz@springfield.edu

Deanna Jimmo, Associate Director of Strategic Web Communications
(413) 748-3263 ● djimmo@springfield.edu

Steve Roulier, Vice President for Communications and External Affairs
(413) 748-3717 ● sroulier@springfield.edu

http://mashable.com/social-media/
https://www.socialmediatoday.com/
https://blog.hootsuite.com/
https://socialmediaweek.org/news/
mailto:trickart@springfieldcollege.edu
mailto:dmarkiewicz@springfieldcollege.du
mailto:djimmo@springfield.edu
mailto:sroulier@springfieldcollege.edu

