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[bookmark: _I._Policy_Statement]I.	Policy Statement	
The University of Louisiana Monroe (ULM) recognizes the importance of social media as a communication tool for engaging with students, faculty, staff, alumni, and the broader community. This policy establishes guidelines and requirements for the creation, management, and use of official ULM-affiliated social media accounts to ensure consistency, professionalism, and alignment with the university’s values and brand guidelines. 
[bookmark: _II._Purpose_of]II.	Purpose of Policy
This policy outlines the responsibilities of university departments, programs, and units that manage official ULM-affiliated social media accounts. It is intended to:
· Support ULM’s communication and branding goals
· Encourage effectiveness, professionalism, and accessibility in online communication 
· Ensure compliance with university policies and privacy standards
· Provide procedures for account creation, branding, content, moderation, and accessibility.
· Establish oversight and enforcement by OMC.
· Ensure proper security, consistent brand management, and seamless administrative transitions when personnel changes occur.
[bookmark: _III._Applicability]III.	Applicability
This policy applies to all ULM faculty, staff, student employees, and university affiliates who manage or contribute content to official ULM social media accounts or represent the university on social media platforms in an official capacity.
IV.	Definitions
Official ULM Social Media Account: Any account created to represent a ULM department, office, program, or initiative using the ULM name, logo, or branding.
OMC: Office of Marketing and Communications, the central authority for brand standards and social media governance.
Administrator: A ULM employee responsible for managing a social media account, including content posting and user interaction.

V.	Policy Procedure
A. Account Creation & Oversight
· Accounts must be approved by OMC via official application, which can be requested through the OMC’s Digital Content Specialist.  
· Submit an application before launching any new account or continuing with an existing one.
· Initial approval from your school, college, or department director is required.
· Must use a ULM departmental email address when creating social media accounts. Personal email addresses may not be used. The only exception is Facebook and LinkedIn, which require a personal account to serve as an administrator for departmental pages.
· All credentials must be shared with OMC; OMC must retain administrative access.
· Accounts must have two full-time employees as administrators (primary and backup).
· Notify OMC of administrator changes immediately.
B. Account Administrator Requirements
· Attend OMC social media training sessions.
· Enable multi-factor authentication where available.
C. Content Guidelines
· Follow ULM’s tone: clear, respectful, positive, and professional.
· Avoid disclosing private student/employee information. Follow FERPA and other privacy laws.
· Refrain from political endorsements, product advertising, or unauthorized use of copyrighted material.
· Post fresh content 3–4 times a week (max 2 posts/day), using high-quality visuals and approved graphics/logos.
· Media content that is not created by ULM personnel must be licensed or used only with permission from the owner.  (i.e. images, media, music, etc.)
D. Use of Artificial Intelligence 
· Artificial intelligence tools may be used to assist with social media content creation and management but must not replace human judgment or decision-making. 
· All AI-assisted content must be reviewed and approved by a human administrator prior to posting, and AI may not be used to replicate or imitate an individual’s voice, personality, likeness, or official university materials, including statements, headshots, logos, or brand marks, without approval from the Office of Marketing and Communications. 
· Administrators are responsible for ensuring AI-generated content complies with all applicable university policies, copyright laws, privacy regulations, and accessibility standards.



E. Branding Standards
· Use official ULM logos and templates for profile/cover images, which are provided by OMC.
· Whenever possible, use photos taken by the ULM photographer.
· Naming convention: ULM [Department/Unit Name].
· Include: “The official ULM account for [unit name]” in bio sections.
· Link back to the university whenever possible. Include ulm.edu in the “about” section on your page. Also, be sure to include important phone numbers and email addresses for those wanting to learn more about your department or programs.
F. Collaboration and Hashtag Use
· Tag, share, and collaborate with official ULM accounts where applicable. 
· Use branded hashtags (e.g., #ULMWarhawks, #TakeFlight).
· Be accurate and professional. If you’re sharing University-related information, make sure it’s timely, factual, and grammatically correct.
G. Engagement and Moderation
· Foster honest dialogue. Respond respectfully to concerns.
· Do not delete comments solely for being negative.
· Do delete content and comments that:
· are defamatory or libelous.
· violates copyright or intellectual property laws.
· contains true threats of violence or unlawful behavior.
· includes pornographic or explicit material.
· uses obscene profile images or usernames.
· contains excessive profanity.
· constitutes spam or commercial solicitation unrelated to the University.
· Please refrain from negative comments about colleagues, students, administration, public figures, and other higher ed institutions. 
· Employees on official business on behalf of the university should avoid publishing, posting, or releasing any information that creates adverse publicity or impacts a potential liabilty. This includes, but is not limited to, the nature of an accident or crisis (i.e. images or information about of accident scenes, videos of violence or misconduct, etc.).  Such information should only be released through official accounts designated for crisis communications.
H. Crisis Communication
· In an emergency, pause all scheduled content.
· Only share official updates from ULM’s official social accounts.
· Notify OMC of any questionable, false, or misleading content as well as suspected account breaches and hard-to-answer questions.
I. Inactivity Protocol
· Accounts that are inactive or unmanaged must be archived or deleted.
· Official ULM social media accounts must be actively managed; accounts that remain inactive for 90 consecutive days may be reviewed by the Office of Marketing and Communications and may be archived, deactivated, or deleted following notification to the responsible department.
· OMC can assist with account deactivation and public visibility settings.
J. Web Accessibility 
· Text and Readability 
· Keep language clear and concise.
· Avoid ALL CAPS for long phrases.
· Use CamelCase for hashtags. (ex. #TheBestIsOnTheBayou)
· Ensure strong color contrast in graphics.
· Avoid stylized fonts that impair readability.
· Images
· Add clear, concise alt text.
· Avoid essential text inside images; if used, repeat in caption.
· Provide text summaries for infographics. 
· Avoid flashing or visually triggering elements.
· Do not post QR codes. 
· Video and Audio
· Add accurate caption. If using auto captions, edit for accuracy. 
· Provide audio descriptions when visuals convey meaning.
· Offer transcripts for longer videos or audio content.
· Avoid rapid flashing imagery. 
· Emojis and Symbols
· Use emojis sparingly. 
· Don’t use emojis to replace words.
· Avoid long emoji strings.
· Formatting and Structure
· Break lengthy text into short paragraphs or bullet points.
· Label links clearly. 
· Ensure text in stories/reels remain on screen long enough to read.
· Check readability on both mobile and desktop.
· Final Review
· Does the post make sense without a visual?
· Is the content screen-reader friendly?
· Are captions, alt text, and transcripts included and accurate?
· Would users with visual, auditory, cognitive, or motor impairments be able to access it?
K. Note About Private Accounts 
· Given the protections afforded by the first amendment, the University does not monitor or restrict lawful personal speech on private accounts, including those of faculty and staff.
· On personal sites, if you identify yourself as a ULM faculty or staff member online, you should not give the impression that you are speaking on behalf of the university.  You must be clear that the views expressed in your personal postings do not necessarily reflect those of the university. While faculty and staff certainly possess freedom of expression in their personal sites, it is imperative to always cognizant of the association with ULM and how that may affect the perception of social media posts.
· Be thoughtful in your postings. If you would not say it at a conference or to a member of the media, do not post it online.
· The following disclaimer should be added whenever you identify yourself as part of ULM while not officially acting on behalf of the university:
“The views and opinions expressed here are not necessarily those of the University of Louisiana Monroe.”

L. Best Practices
· Avoid implied endorsements. 
· Be cautious when “liking,” “following,” or reposting from political, commercial, or controversial accounts that could appear as institutional endorsements.

· Follow all official ULM accounts. 
· Engaging with the university’s main social presence helps strengthen your network and puts your page on the radar of larger audiences.

· Share and reshare often. 
· Use your story to highlight posts from @ulmonroe, other departments, student orgs, and campus partners. Resharing reinforces collaboration and keeps your content fresh.

· Collaborate when possible. 
· Joint posts and cross-tagging other ULM accounts (departments or organizations) helps everyone grow. Collaboration increases visibility and creates a unified brand presence.

· Be an active participant.
·  Like, comment, and interact with posts from other ULM accounts and community members. Consistent interaction shows support and encourages reciprocal engagement.




· Use relevant tags and mentions.
· Tag @ulmonroe in your posts when applicable and use campus hashtags to stay part of the larger conversation.
· Prioritize quality over quantity.
· Post consistently, but make sure your content is meaningful, on-brand, and engaging to your audience.
· Use platform-specific features.
· Try Instagram’s polls, TikTok trends, or Facebook events to reach people where they are and make your content more interactive.
· Be responsive. 
· Monitor your accounts regularly and respond to questions in a timely, courteous manner.
· Pay close attention to being “tagged” or “highlighted” in posts or content in which you may not necessarily want an association.
· Track performance. 
· Use platform analytics or tools to assess how your posts are performing and inform future strategy.
· Be cautious with humor.
· It can build engagement, but avoid anything that could be misinterpreted, especially across different audiences.
[bookmark: _VI._Enforcement]VI.	Enforcement
The Office of Marketing and Communications is responsible for enforcing this policy. Violations may result in:
· Revocation of account access
· Content removal
· Escalation to HR or student conduct channels, as applicable
[bookmark: _VII._Policy_Management]VII.	Policy Management
The Executive Director of the Office of Marketing and Communications is the responsible executive and responsible officer for this policy. The Office of Marketing and Communications is responsible for the implementation and administration of the policy.
[bookmark: _VIII._Exclusions]VIII.	Exclusions
This policy does not apply to personal social media use by ULM employees unless they are speaking in an official capacity or using university branding, logos, or names.
[bookmark: _IX._Effective_Date]IX.	Effective Date
This policy becomes effective upon the date signed by the University President.
[bookmark: _X._Adoption_Date]X. 	Adoption 
This policy is hereby adopted on this 14th day of April 2026.
Recommended for Approval by: 				Approved by:		
[image: Dr. Brice Jones' Signature][image: Dr. Carrie Castille's Signature]
____________________________________			____________________________________	
        Dr. Brice Jones, Exec Director OMC                                                Dr. Carrie L. Castille, President
[bookmark: _XI._References_and][bookmark: _XI._Appendices,_References]XI.	Appendices, References and Related Materials
N/A
[bookmark: _XII._Revision_History]XII.	Revision History	
Original Adoption Date: November 27, 2012
Revised January 14, 2016
Revised April 14, 2026. Revisions include rewriting all portions of the policy and placing the policy in the required policy template.
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