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University of Hertfordshire social media guidelines 
 
1.0 What is social media  
 
The term social media is an umbrella term used to describe a suite of tools on the web, which 
typically support global collaboration and sharing of opinions, insights, experiences and 
perspectives, often with strangers. The content within them, and often the functionality, is 
managed and regulated by the user community itself and not the provider of the tool or a third 
party institution. 
 
Some typical examples of social media tools are: blogs; wikis; social networking sites; 
podcasts and forums.  
 
1.1 How has the University been working with social media? 
 
The University of Hertfordshire has been growing its participation in social media to 
strengthen its brand and connection with stakeholders. Networking sites like Facebook, Ning 
and Bebo, blogs and micro-blogs like Twitter, and photo/video-sharing sites like Flickr and 
YouTube can be exciting new avenues for communication in our professional and personal 
lives. Used responsibly, they provide an effective way to listen to our stakeholders and share 
information and perspectives. 
 
The University of Hertfordshire has thousands of followers who have subscribed to keep up 
with conversations being shared on Facebook and Twitter each day. The number continues 
to grow, as does the number of viewers watching content on UNIofHERTFORDSHIRE, our 
YouTube channel. For example the University’s recruitment video ‘You can have it all’ has 
achieved nearly 28,000 views in 13 months. 
 
1.2 Strategy  
 
Increase institution profile and access to information 
 
By using social media, the University aims to become more accessible through multiple online 
channels i.e. rather than the website and mobile site alone. By increasing the University’s 
web footprint, stakeholders will be able to successfully search and engage with the University 
through a number of different search engines. The University will continue to explore use of 
country or cultural specific social media sites e.g. Orkut. 
 
Brand perception and management 
 
Social media spaces provide a unique opportunity to understand our brand perception and 
manage our reputation. The University will seek to monitor conversations regarding our brand 
and intervene when appropriate to correct factual inaccuracies in statements made about the 
brand. 
 
 
1.3 Objectives 
 

1. Integrate and embed social media tools into the existing marketing strategy at SBU 
level 

2. Utilise social media as a reputation management tool. Monitor conversations about 
the University’s brand and communicate when appropriate 

3. Achieve more effective and timely communications through the speed of delivery and 
response that social media enables 

4. Reflect the ‘innovative’ brand message through engagement with new and inventive 
tools 

5. Enhance ‘international engagement’ marketing activity with relatively low cost and low 
resource requirement, to assist recruitment of international students and meet KPI’s 
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outlined in the 2010-2015 strategic plan 
6. Use social media to help alleviate resource shortages and help the University meet 

its carbon emission targets. Social media can be used as a communications medium 
in place of costly print mediums  

7. Ensure efficiency in developments and learning through collaborative horizontal 
working between Marketing and Communications, Learning and Teaching Institute, 
Information Hertfordshire and University group of companies. 

 
 
 
1.4 Using social media 
 
It is important that we all understand how social media tools can help the University achieve 
its business objectives and that we are empowered to contribute effectively to this 
collaborative activity on the web when it supports our roles within the institution. 
 
Given the reach of the Internet, it’s important that when engaging with social media, you 
follow some basic procedures that ensure consistency and correct representation of the 
University brand. These policies and guidelines apply to University of Hertfordshire 
employees when they blog or participate in social media for work, but it should also be 
considered if personal blog activities may give the appearance of speaking for the University. 
Adhering to the following points in either situation will provide protection for you and the 
University. 
 
The guidelines presented in this paper assume that within this framework for engagement, a 
flexible approach is necessary, as social networking and micro blogging sites continue to 
evolve and as we learn what approaches work best in different places. 
 
 
1.5 Basic practice guidelines 
 
If you are unfamiliar with the basics of different social media sites, a range of ‘basic practice 
guidelines’ have been produced to provide an introduction. 
 
Twitter – http://www.herts.ac.uk/fms/documents/UHIdentity/social-media/twitter_how-to-
guide_may-2010.ppt 
 
Facebook - http://www.herts.ac.uk/fms/documents/UHIdentity/social-media/facebook_how-to-
guide_nov-2010.ppt 
 
 
2.0 Policies for social media sites  
 
If you are using social media as part of your role at the University, you must ensure that you: 
 

• have read and understood all the relevant policies relating to this activity (see section 
5.1 University policies and guidelines) 
 

• have sought and gained approval to do so from your line manager. 
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3.0 Guidelines and best practice 
 
This section applies to staff and students interacting in social media spaces on behalf of the 
University of Hertfordshire, however the guidelines may be helpful for anyone posting on 
social media in any capacity. 
 
3.1 Accuracy 
Get the facts straight before posting them on social media. Review content for grammatical 
and spelling errors. This is especially important if posting on behalf of the University in any 
capacity.  
 
3.2 Responding to negative posts 
If you come across a negative post or see third parties trying to spark negative comments, 
avoid temptation to respond yourself, forward the post to onlinemarketing@herts.ac.uk. The 
University has a defined strategy to dealing with negative posts, which looks to correct any 
factual inaccuracies and get the experts in the area of criticism to respond. If the comment is 
a personal opinion and factually correct, the University will not respond. Freedom of speech is 
an important element of social media and the University will not inhibit this. 
 
3.3 Ownership, responsibility and representation 
The publisher of information on any website is responsible for its maintenance. Content that is 
published but not maintained will reflect negatively on the University. It is an individual’s 
responsibility to decide if content is representing the University or personal opinion. Personal 
opinion or comment should not carry corporate branding, nor be published as a 
representation of official University information. 
 
3.4 Scout the environment 
Even if you are not an official online spokesperson for the University, you are one of our most 
vital assets for monitoring the social media landscape. If you come across positive or 
negative remarks about the University, it’s staff or students that you believe are important, 
consider sharing them by forwarding them to onlinemarketing@herts.ac.uk.  
 
3.5 Keep it timely 
Part of the value of social media is that the conversation can occur in real time. So, if you are 
going to participate in an active way, make sure you are willing to take the time to refresh 
content, respond to questions and update information regularly, and correct information when 
appropriate. 
 
3.6 Protect yourself 
Be careful with personal information. This may seem odd, since many sites are created to 
help promote sharing of personal information. Still, astute criminals can piece together 
information you provide on different sites and then use it to impersonate you or someone you 
know – or even re-set your passwords. Similarly, “tweeting” or sharing in real-time about your 
travels and location may confirm you aren’t at home – letting someone target your house. 
This is made even easier with location based social networking such as Foursquare, Gowalla 
and Facebook places. So, be careful when sharing information about yourself or others. 
 
3.7 Watch what you post 
Be careful when posting information, photos or videos of yourself. Remember, depending on 
how your privacy settings are configured, the post you make could be accessed by future 
employers and could be used to form an opinion of you – this could result in not getting 
invited to that future interview so be mindful that what you publish could be public for many 
years! 
 
3.8 Don’t be fooled 
If you do post personal information on a site like Facebook or Twitter, criminals can use it to 
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send you emails that appear to come from a friend or other trusted source – even the site 
itself. This is called “phishing.” The lesson is: Don’t click links or attachments unless you trust 
the source. For example, be wary of emails that say there is a problem with your account, and 
then ask you to click on a link and input your username and password. The link may connect 
to a site that looks exactly like Facebook, Twitter, your bank’s web site, but is really a fake 
site used to get even more personal information. This ploy can also be used to infect your 
computer with a virus or keystroke logger. 
 
3.9 Etiquette  
Before your first contribution on any social media site, it is a good idea to observe the activity 
on the site for a while before launching in yourself to get a feel for the style of contributions, 
the nature of the content and any ‘unwritten’ rules that other contributors might follow. 
 
3.10 Respect your audience and your co-workers 
Don't be afraid to be yourself, but do so respectfully. This includes not only the obvious (no 
ethnic slurs, offensive comments, defamatory comments, personal insults, obscenity, etc.) but 
also proper consideration of privacy and of topics that may be considered objectionable or 
inflammatory - such as politics and religion.  Use your best judgment and be sure to make it 
clear that the views and opinions expressed on personal sites are yours alone and do not 
represent the official views of University of Hertfordshire. 
 
Following these guidelines will help ensure we stay on course as an institution, and at the 
same time safeguard your personal privacy. 
 
 
3.11 Good and bad practice 
 
See appendix 1 for examples of good practice in using social media. 
 
See appendix 2 for examples of bad practice in using social media. 
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4.0 Institution social media 
 
Social media sites that are set-up to represent the University of Hertfordshire must follow the 
below policies. The guidelines and best practice listed above should also be taken into 
consideration.  
 
4.1 Branding and linking 

• All social media spaces officially representing the University of Hertfordshire should 
carry university branding.  

• If the social media site does not allow use of a logo, it should be clear to users that 
they are interacting with an official University of Hertfordshire page being run by the 
University of Hertfordshire. This has the advantage of transparency and gives the 
impression that this is a genuine, authorised, University of Hertfordshire presence. 
Subsequently the nature of that presence should reflect credit on the brand. 

• Logos should, where possible, contain links back to the relevant page on the 
University of Hertfordshire website. If this cannot be done technically, the link should 
be as close as possible to the logo. 

• Please refer to the University of Hertfordshire Brand Guidelines for advice on logo 
usage or contact Ed Layt, Marketing Manager, if you have any questions. 

 
4.2 Naming conventions 
The University should always be referred to as the ‘University of Hertfordshire’ in full. If using 
an abbreviation is more appropriate to the media then try to keep as much of the full name as 
possible, for example ‘Uni of Herts’. ‘UH’ should not be used as the abbreviation lacks 
meaning externally.  Even if you believe the audience will recognise the abbreviation ‘UH’, 
remember that it is less likely to be picked up in search and therefore limiting in wider impact. 

 
4.3 Writing style 
Writing styles may need to be adapted to suit audience and key messages however the 
University’s brand values should remain consistent in all copy. These are welcoming, 
dynamic and inspiring. For more information please refer to the University Style Guide. This 
guide also provides information on copy-editing to ensure consistency is achieved through all 
written copy.  
 
4.4 Creating a social media presence 
The University of Hertfordshire already has a presence on a number of social media sites, 
targeted at a range of audiences. If you are creating content and feel it needs it’s own 
channel, in the first instance please check to see if an existing University of Hertfordshire 
channel fits your editorial purpose before creating your own site. 
If you think your area still requires a social media presence please consider the following and 
contact Ed Layt, University Marketing Manager. 

• Who is your audience? 
• What commitment are you willing to make to the site? Do you have the resources you 

need to keep it refreshed and relevant? For how long? 
• What is your exit strategy? 
• How will you measure success? Set a target and a review point.  

 
4.5 Copyright 
Ensure you are not infringing copyright rules when posting content. For more information 
about copyright rules contact Ian Hanahoe, Contracts, Copyright & Licences Administrator. 
 
4.6 Identification 
When discussing the University or its business, always identify clearly who you are, what your 
role at the University is and publish in the first person. We believe in transparency and 
honesty. Nothing gains you notice in social media more than honesty - or dishonesty. 
 



 
 

Version 3  - updated 21 June 2011 

 
4.7 Friends 
You may wish to make “friends” on a third party web page. But remember that 
approving a “friend” may make other users of a site think they are more trustworthy. Check all 
friends carefully before you approve them. Look at their profiles first. If you have any doubts 
about whether you should approve a friend, discuss it with Marketing Services. 
 
4.8 Site Closure 
It is important to have a clear plan from the start about how long the association between the 
University of Hertfordshire and the site/profile/page will last. Our presence may be tactical, we 
may wish to hand the space over to a stakeholder group or it may be sensible to announce 
closure to its users and then shut the space down. It is incumbent on the person responsible 
for our presence to maintain the site or to arrange an exit. Above all, we should not leave the 
site University branded but neglected, carrying risk to the brand without exercising any 
editorial control. 
 
4.9  Authenticity  
Always be honest and open, but be mindful of the impact your contribution might make to 
people’s perceptions of the University of Hertfordshire. If you make a mistake in a 
contribution, be the first to come clean and admit it – honesty of this type quickly builds 
respect among other users. 
 
4.10 Tracking 
If your post is linking through to another webpage, use a service to track the url clicks such as 
bit.ly. This will give you a better understanding of what your audience is and isn’t interested 
in. 
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5.0 Resources  
 
5.1 University policies and guidelines 
 

1. UPR IM04 Internet/Intranet based information systems 
2. UPR EQ04 Freedom of speech 
3. UPR EQ03 Equality and diversity 
4. UPR IM08 Data protection 
5. UPR CA04 Intellectual property 
6. UPR IM01 Protection of information systems from computer viruses, spyware and 

malware 
7. UPR EQ01 Harassment and bullying 
8. University Brand Guidelines 
9. University Style Guidelines 

 
5.1 Champions 
Internal champions have been assigned to different social media platforms. One reason for 
this is to manage risk; another is to share valuable new experiences across the University. If 
you are utilising a site and require advice please contact the appropriate champion. For a 
broader overview of social media please contact Ed Layt, Marketing Manager: 
 

• Facebook – Ed Layt 
• Twitter – Ann Bruno 
• Video editing – Charles Tang 
• YouTube – Charles Tang 
• iTunes U – Ed Layt 
• Linked In – Ed Layt 
• Flicker – Ed Layt 
• Blogging – Mark Russell 
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Appendix 1 
 
Examples of good practice 
 
1. Hertfordshire Sports Village Facebook page 
 
Hertfordshire Sports Village launched their Facebook page in 2009 and in a single year have 
reached 1,010 fans. Dedicated resource was allocated to maintaining the page and regular 
updates are made giving relevant information to students about activities, offers and news at 
the Sports Village. This has proved a valuable channel to communicate these types of offers 
which have in turn, increased student participation at the Sports Village.  
 

 
 
2. UniofHerts Twitter 
 
This page was created with a clear focus on what audience it was addressing and what the 
objectives were for the page. This replaced a previous site (UniversityHerts) where no clear 
audience was defined and had subsequently picked up a lot of spam followers. UniofHerts 
now has over 900 followers, many of which are the primary audience of journalists and 
media. Resource is allocated to add content and also monitor engagement. The site receives 
regular re-tweets proving that the content being shared is relevant and interesting. The site 
also received the Times Higher Education’s ‘Tweet of the Week’ award in June 2010 which 
was printed in the THE. 
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3. UniofHertfordshire YouTube Channel  
 
This site was launched in October 2009 and video views are now over 75,000. Resource has 
been committed to produce regular videos for the channel to reflect student life at 
Hertfordshire and the consistent updates have encouraged interaction and engagement. The 
site has also enabled content to be shared across multiple platforms such as the University 
website and facebook. This has helped to increase traffic to these other channels and provide 
audiences with a wide range of rich media experiences about the University.    
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Appendix 2 
 
Examples of bad practice 
It is as useful to share experiences of bad practices as well as good, and through the use of 
social media to date, the University has already learnt some lessons: 
  
1. HertsNews YouTube channel 
 
In February 2008 the HertsNews YouTube channel was created to host videos relating to 
students’ work with business. Initially videos were uploaded and reaction was positive, 
however the resource required to generate new content, manage its upload and monitor the 
channel was not put in place so it soon became dormant and received a negative post which 
went unnoticed for a number of months. This channel was subsequently pulled down and 
provision was put in place to manage a replacement, which went live on 19 October 2009. 
 
 

 Channel comments from HertsNews YouTube channel 
 
 
 
 
 


