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[bookmark: _Toc1424157349]Samford University Social Media 
Social media allows Samford University to connect with prospective students, current students, families, alumni and the broader community. Because university-affiliated accounts represent Samford publicly, content should always reflect the university’s Christian mission, values and brand standards.
These guidelines have been endorsed by the President’s Cabinet and apply to any account representing Samford University, its schools, departments, programs, student clubs and organizations or athletic teams. All accounts using Samford’s name, branding or likeness must follow these guidelines.

[bookmark: _Toc1605722644]Purpose
Social media is one of the most visible and influential ways Samford University communicates with prospective students, current students, families, alumni and the broader community. Because these platforms operate in real time and are publicly accessible, every account representing the university carries reputational weight.
Without clear structure and oversight, a fragmented social media presence can lead to inconsistent messaging, diluted engagement and confusion about what is officially affiliated with Samford. Individual accounts operating without coordination can also unintentionally misrepresent university priorities or create conflicting narratives.
For these reasons, Samford takes a centralized and strategic approach to social media management. Priority is given to strengthening primary university channels rather than multiplying smaller accounts. This ensures that institutional stories reach the widest possible audience, messaging remains consistent and the university’s brand is protected across all platforms.

[bookmark: _Toc310669750]Account Approval
Any account using the Samford name or representing a university department, school, student club or organization, program or athletic team must receive approval from the Office of Marketing and Communication before creation. New accounts are approved only when there is a demonstrated need to communicate with a distinct audience that cannot be effectively served through existing university channels.
Because many communication goals can be achieved through existing university channels, requests for new accounts must demonstrate:
· A unique communication need not met by existing channels 
· A clearly defined target audience 
· A long-term plan for account management and consistent content creation 
Those seeking to establish a new Samford-affiliated account must submit an account application. Applications are reviewed to determine whether there is a demonstrated need for the account and a sustainable plan for ongoing content creation and management.	Comment by Febrey, Haley Joe: New section reflects the required account application AND training requirement before the account is established by the social media manager.
A strategy meeting with the university's social media manager is required before any account is created. Accounts created without approval may be required to complete the approval process, transfer administrative access or discontinue operations.
If a new account is approved, the designated account manager and faculty/staff advisor (when applicable for student organization accounts) must complete the required social media training module before the account is created. All Samford-affiliated accounts must be created by the university's social media manager to ensure proper setup, access management and compliance with university guidelines.

[bookmark: _Toc584287256]Account Setup and Administrative Access
· The university’s social media manager must approve the request for any and all university-affiliated accounts
· Only the university’s social media manager can create the new account in the respective social media platform(s). Any new account not set up by the social media manager is subject to removal.
· The university’s social media manager must maintain administrative access to all accounts 
· Accounts must be connected to a shared administrative Samford email address, not an individual’s email 
· Changes to login credentials must be reported immediately 
· Official Facebook pages must be integrated into Samford’s Business Manager 
· Only approved administrators may be granted access to university-affiliated accounts.

[bookmark: _Toc2142610400]Account Registration
All university-affiliated social media accounts must be registered with the Office of Marketing and Communication. Any changes to account logins, access or management must be updated immediately via the Account Verification Form. 	Comment by Febrey, Haley Joe: This is where we'll link to the account verification form which is where our account holder can update logins, contact info, student manager info, etc.
Maintaining an accurate account directory allows the university to:
· Provide support and training 
· Maintain account security 
· Prevent duplicate or abandoned accounts 
· Ensure compliance with university branding and social media standards 
Account managers are responsible for notifying the social media manager of any changes to account administrators, login credentials or associated email addresses. The Office of Marketing and Communication may periodically request updated account information.

[bookmark: _Toc894286133]Naming and Branding
All account names, handles and profile information must follow university naming conventions and be approved by the social media manager.
Account bios should clearly identify the account as the official social media presence for the respective unit, department or program.

[bookmark: _Toc2085372116]Account Management 
University-affiliated accounts must be managed by a full-time Samford employee or by a student working under the direct supervision of a Samford employee.
Account managers are responsible and accountable for:
· Maintaining an active and consistent presence appropriate to the platform and audience 
· Monitoring comments and messages regularly 
· Responding to questions in a timely manner (generally within 24–48 hours when appropriate) 
· Ensuring all content aligns with university standards 
· Notifying the university’s social media manager immediately if there is a problem or reputational issue with the account (e.g., a negative or concerning comment)
While posting cadence may vary by platform and audience, accounts are expected to maintain regular activity. Inactive or inconsistent accounts will be reviewed for consolidation or closure. 

[bookmark: _Toc1928847732]Primary Accounts vs. Student Organization Accounts
Primary Accounts
Primary accounts are official university communication channels representing schools, departments, offices, centers, programs, athletic teams or other officially recognized university units. These accounts serve as official university communication channels and reflect institutional messaging.
Student Organization Accounts
Student clubs and organization accounts represent recognized student organizations but are not official university communication channels and do not represent institutional positions or official university messaging. 
Faculty and staff advisors of the organization are responsible and accountable for providing oversight and ensuring compliance with these guidelines. Advisors should promptly communicate any changes to account administrators, management responsibilities or login credentials to the university social media manager.	Comment by Holloway, Betsy: We need a process for this, to be defined in these guidelines. This section will be expanded once we get the exact process defined. 

Could there be a simple online form for this? Is this something we could do through OrgSync? I don’t know if Carter has managed to visit with April or Carla yet about this. I’ve had an initial conversation with April and she understands we need to get a new process in place for the fall. She seemed supportive and confident we can get this done.      
Before creating a social media account on behalf of a student organization, the faculty or staff advisor must obtain approval from the Office of Marketing and Communication. No new student organization account should be created until this approval has been received. (See Account Approval and Account Setup and Administrative Access)
Student organization accounts must:
· Clearly identify themselves as a student organization in their bio or profile 
· Maintain a visual identity distinct from official university branding 
· Work in collaboration with a faculty or staff advisor 
· Share original content related to organization’s mission, activities, events, membership and engagement within the campus community.

[bookmark: _Toc431235902]Student Access and Student-Run Accounts
Samford recognizes that students play an important role in telling the university's story. Students may be permitted to manage official university and student organization social media accounts under the direct supervision of a faculty or staff advisor.
Because these accounts represent Samford University and its affiliated organizations, student administrators are entrusted with a significant responsibility. Social media accounts that feature the university's name or likeness influence how prospective students, current students, alumni, parents and the broader public perceive Samford. Faculty and staff advisors are expected to provide active oversight and ensure student administrators understand the reputational impact of their online activity.
Students may be granted access to official university or student organization accounts only with approval from their faculty or staff advisor. 	Comment by Holloway, Betsy: We don’t necessarily want to encourage ALL student clubs and orgs to initiate social media accounts. There should be a process for deciding when a social media presence is warranted - approval should come with clear expectations and accountability. Again, need to discuss this with Carla and April.    
Before receiving access, student administrators must:
· Review and acknowledge the Social Media Guidelines
· Complete all required social media training and submit required documentation verifying completion
· Receive appropriate onboarding and supervision from their faculty or staff advisor
Access must be removed immediately when a student's role ends, graduates or no longer requires account access.

[bookmark: _Toc58315196]Content Guidelines
Best Practices
· Use engaging formats such as video, reels and carousels 
· Highlight authentic Samford stories and experiences 
· Follow university brand standards and messaging guidelines 	Comment by Febrey, Haley Joe: hyperlink to brand standards and messaging guidelines
· Exercise good judgment when posting on behalf of the university 

Content to Avoid
University-affiliated accounts should not post or repost content that:	Comment by Febrey, Haley Joe: Add bullet point about appropriate dress
· Advocates for or against political, social or cultural issues, including legislation, protests, campaigns or causes unrelated to Samford
· Originates from third-party accounts when sharing, reposting or amplifying the content could be perceived as institutional endorsement. (Third-party accounts include any external account with no affiliation to Samford University)
· Conflicts with Samford's Christian mission and values
· Could reasonably be viewed as inconsistent with the university's standards of professionalism, respect and appropriate representation of the Samford community
· Uses modified or manipulated Samford logos, brandmarks or other intellectual property in a way that is different than its intended use or design (e.g., Samford bulldog)	Comment by Holloway, Betsy: It may help to link to our brand standards here. I find many are unaware of these.

National organizations and third-party accounts may share content that does not align with Samford’s Christian mission, values or institutional priorities. Because reposts, shares and other forms of engagement can be perceived as endorsements, student organization accounts should avoid resharing content from external organizations.

Student organization accounts should primarily serve as communication channels for students, faculty and staff. Content should focus on organization updates, event promotions and recaps, member spotlights, recruitment efforts and other activities that contribute to campus life.

Rather than amplifying content from outside organizations, student groups are encouraged to create and share original content that reflects their involvement at Samford and supports meaningful engagement within the campus community. Keeping content centered on the Samford experience helps ensure accounts remain relevant to their audience and aligned with the university’s mission and brand.

Unlike the Fall and Spring terms, it is understood that student organizations may experience slower activity during May term and summer, therefore it is acceptable to reduce or pause posting content during this time.	Comment by Schultz, Carter: Feel free to wordsmith this, but wanted to capture the idea.	Comment by Holloway, Betsy: This may be best communicated in a separate document we link to that goes into some depth about the requirements, expectations, and approvals and process for student organizations. Just a thought. 
 

[bookmark: _Toc528833880]Brand Standards and Compliance
All university-affiliated accounts must follow:
· Samford Brand Standards 
· Samford Messaging Guide 
· Samford Style Reference Guide 

The Office of Marketing and Communication will periodically review accounts for compliance. When concerns arise, administrators will be given an opportunity to correct issues. Repeated violations or failure to comply may result in suspension or closure of the account.

[bookmark: _Toc1122754478]Collaborative Content
Before partnering with outside organizations, brands or influencers, account managers must consult the university’s social media manager.
This includes paid collaborations, influencer partnerships and co-branded content.
All collaborative content must align with Samford’s mission, values and brand standards.

[bookmark: _Toc1965809349]Account Transitions
Frequently staff changes, responsibility reassignments or student graduations can trigger the need for account changes. When administration for an account changes, the following steps are required:
· Notify the Office of Marketing and Communication in advance 
· Provide documentation of current strategy, campaigns and performance 
· Securely transfer credentials 
· Remove access for departing individuals 
· Ensure incoming managers complete training and onboarding 
· The university’s social media manager will update access and maintain records

[bookmark: _Toc596065106]Crisis Communications
During emergencies or crisis situations, account managers must follow university-approved messaging and communication protocols.
Official guidance will be provided by the Office of Marketing and Communication. If unsure how to respond, defer posting and contact the university’s social media manager.

[bookmark: _Toc490640521]Employee Personal Use and Representation
Samford faculty and staff are encouraged to engage in professional social media conversations that support Samford’s reputation and brand. However, when engaging in social media, employees should not speak on behalf of the university. Consider indicating that your post represents your own personal views and not the opinions of the university. Further, consider adding “views expressed are my own” in your social media profile.
* Social media is always evolving—and so are these guidelines. The Office of Marketing and Communication will continue to review and update them as platforms and best practices change.
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