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LEARNING OUTCOME

After participating…
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…you will be able to more effectively implement and manage 
the social media and branding guidelines at your institution.
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• Creating a Culture of Being On-Message
• Review of Essential Elements of Social 

Media and Branding Guidelines
• Training
• Deployment and Implementation

AGENDA
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#AItraining

CREATING A CULTURE OF BEING 
ON-MESSAGE
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• Are you 
centralized?

• Are you 
decentralized?

• Are you a 
combination of 
both?

TAKE A LOOK 
AT YOUR 
ORGANIZATION

LEARNING OUTCOMEPOLL
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What does your 
organization look like?
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• Office Level
• College Level 
• Unit/Department Level

TAKE A LOOK 
AT YOUR 
ORGANIZATION
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OFFICE LEVEL
– Communications and Public Affairs
– Creative team
– Digital team
– External Relations team
– Editorial team
– Leadership Communications team
– Strategic planning team
– Research Communications team

TAKE A LOOK 
AT YOUR 
ORGANIZATION
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PRINT

• Branding Director
• Creative 

Production 
Manager

• Photographers
• Art Directors

• Digital Director
• Project manager
• Developer
• Designer
• Social Media 

Manager
• Digital Content 

Manager
• Multimedia 

Specialist

DIGITAL

TAKE A LOOK 
AT YOUR 
ORGANIZATION
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COLLEGE LEVEL: 
– College of Arts and Sciences
– College of Health and Human 

Development
– College of Engineering
– College of Information and Technology
– College of Agriculture and Natural 

Resources

TAKE A LOOK 
AT YOUR 
ORGANIZATION
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UNIT/DEPARTMENT LEVEL: 
– Student Life
– Admissions
– Alumni
– Athletics
– Government Relations
– Economic Development

TAKE A LOOK 
AT YOUR 
ORGANIZATION
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INFORMATION DOWNLOAD
Request each communications lead to fill 
out form outlining:

• What accounts exist (college level, 
unit level, dean level, faculty level) 

• Who manages each account
• Request to be made 

admin/password

TAKE A LOOK 
AT YOUR 
ORGANIZATION
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AN INFLUENCER IS ONLY AS POWERFUL AS 
HIS/HER NETWORK

– Visibility
– Power by Numbers
– Follow through

BECOME A 
RESOURCE
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VISIBILITY
INTERNAL VS. EXTERNAL

Internal:
• Faculty senate
• Classroom presentations 
• Road show

BECOME A 
RESOURCE
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VISIBILITY
INTERNAL VS. EXTERNAL

External:
• Optimization meetings

– Director of External Relations, Social 
Media Manager, Lead Research Writer, 
Digital Designer 

• Partnerships with national and 
international experts
– @Equalman

BECOME A 
RESOURCE
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AN INFLUENCER IS ONLY AS POWERFUL AS 
HIS/HER NETWORK

Power by Numbers
• Branding Advisory Committee
• Coordinated Communications Council
• Social Media Steering Committee
• Social Media Ambassadors

BECOME A 
RESOURCE
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BRAND CONSISTENCY SETS 
TONE

Social Media Ambassadors on 
Twitter

• @BlueHenXYZ
• Avatar includes Struttin’ Blue 
Hen 
• Library of approved cover 
images
• Overseen by Communications 
Office

BECOME A BRAND AUTHORITY
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BRAND CONSISTENCY SETS 
TONE

Department, College or Unit-
Level Account on Twitter, 
Facebook, Instagram
• Avatar image reflective of 
organization
• UD logo in lower left
• Library of approved cover 
images
• Overseen by Communications 
Office

BECOME A BRAND AUTHORITY
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BRAND CONSISTENCY SETS 
TONE

NEW: C-suite Accounts

• Avatar uses official seal
• Library of approved images 

of President for #tbt, 
appearances

• Overseen by 
Communications Office

BECOME A BRAND AUTHORITY

LEARNING OUTCOMEQUESTIONS
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#AItraining

REVIEW OF ESSENTIAL ELEMENTS OF 
SOCIAL MEDIA AND BRANDING GUIDELINES

LEARNING OUTCOMEPOLL
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Do you have a brand style guide?

Does it have a social media 
section?
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STYLE GUIDE

• 71 pages
• Social media section
• Consistent updates

BRAND STYLE 
GUIDE
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STYLE GUIDE

Examples of acceptable vs. unacceptable

BRAND STYLE 
GUIDE
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POLICIY IS 
FLUID
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• Meet with General Council
• Discuss policy
• Determine authority
• Update, update, update

POLICIY IS 
FLUID
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“ Personal sites or blogs should clearly reflect the fact 
that they represent the thoughts and ideas of the 
individual blogger, not the University of Delaware; for 
example, “The views expressed on this blog, (account 
etc.) are mine alone and do not necessarily reflect the 
views of the University of Delaware.”

PERSONAL 
VS. PRIVATE

30

Faculty vs. Staff

• Have those tough conversations
• Spread the word
• Lean on your network 

…The Power of Influence!

PERSONAL 
VS. PRIVATE
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Evaluate

Research

Draft

Review

Share

Implement
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AUDIENCE

Account 
administrators
• Students, 

employees, alumni, 
volunteers 

• Structure
• Branding
• Policies

Provide university-
specific best practices
• Content
• Engagement
• Monitoring

• New accounts and 
platforms

• Troubleshooting
• Revising policies

STRATEGY

PURPOSE PROCESS

CREATE: 
SOCIAL MEDIA 
GUIDE
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FORM A COMMITTEE
Marketing Office (Chair)
• Student life
• Information technologies
• Human resources
• Athletics
• Alumni & development
• Academic representative
• Faculty member
• Student

GOVERNANCE 
COMMITTEE
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• #UDWelcome
• #UDel
• #BlueHensForever

CONSIDER 
HASHTAGS 
AS BRAND
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#UDWelcomeCONSIDER HASHTAGS AS BRAND
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CONSIDER HASHTAGS AS BRAND #UDWelcome
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SOCIAL MEDIA PORTAL
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APPROVED 
HASHTAG LIST



Implementing Your Social Media and 
Brand Guidelines

20

LEARNING OUTCOMEQUESTIONS

39
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#AItraining

TRAINING
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• Guest speakers
• Summer Faculty Institute
• Social Media Workshop (2x a Year)

SOCIAL 
MEDIA  
TRAINING
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GUEST SPEAKERS:

• Lee Rainie, Director, Internet, Science and 
Technology at PEW Research Center 

• Google Hangouts with Erik Qualman, 
author of “What Happens on Campus Goes 
on YouTube”

SOCIAL 
MEDIA  
TRAINING
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SUMMER FACULTY INSTITUTE

• Helped to extend the brand
• Earn buy-in from influential professors on 

campus

SOCIAL 
MEDIA  
TRAINING
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SOCIAL MEDIA WORKSHOP 

• Twice a year
• Fall: Leaders on campus, Steering 

Committee Members, Best Practices, Case 
Studies

• Spring: Logistics, legal, meet the SMAs, 
emphasis on responsibility of protecting 
the brand

SOCIAL 
MEDIA  
TRAINING
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#AItraining

DEPLOYMENT AND IMPLEMENTATION
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• No avatar branding
• No strategy
• Not approved

POLICE 
YOUR 
BRAND
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• Content questioning 
the University’s 
decisions

• Making an official 
statement in 
#distractinglysexy 
conversation

POLICE 
YOUR 
BRAND
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QUESTIONS FOR ROGUE ACCOUNTS:
 Why does your department/organization 

need a Facebook or Twitter account?
 Who is your target audience?
 What kinds of posts are you going to have 

on your page that potential followers 
can’t get anywhere else?

 How will potential followers benefit from 
the information shared on your page?

 Who specifically is going to be running the 
page day to day?

POLICE 
YOUR 
BRAND
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• Worked on 
creating avatar

• Content ideas, 
tips and best 
practices

POLICE 
YOUR 
BRAND
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• No avatar 
branding

• No strategy
• Not approved

POLICE 
YOUR 
BRAND
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• Manage a rogue account list
– Does communications office have 

record of strategy?
• Create ongoing list of off-brand accounts

– Avatar, logo, cover image
• Amplify and curate from official, branded 

accounts to reinforce the brand

POLICE 
YOUR 
BRAND

LEARNING OUTCOMEPOLL
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Do you have a CMS?
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PROACTIVE

• Digital asset 
library

• Consistently 
review existing 
accounts

• Listen to and 
guide content

• Solicit regular 
analytics

• Managing rogue 
accounts

• Adapt policies 
and share with 
influencers

• Respond to crisis 
with consistent 
and clear 
messaging

REACTIVE

MANAGEMENT

LEARNING OUTCOMEACTIVITY

54

Let’s look at some scenarios
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• Off-brand avatar
• Incorrectly sized 

avatar
• Not a very pretty 

avatar

POLICING 
YOUR 
BRAND

What would you do?
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• Unofficial 
account

• Unofficial 
hashtag

• Undesirable 
image of brand

POLICING 
YOUR 
BRAND

What would you do?
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LEARNING OUTCOMETAKEAWAYS
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• Organizational Structure

• Networking across campus

• Management tools

LEARNING OUTCOMEQUESTIONS

58



Implementing Your Social Media and 
Brand Guidelines

30

LEARNING OUTCOMEEVALUATION

Please remember to complete the event evaluation.  
Your comments will help us continually improve the 
quality of our programs.

Thank you!
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