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Social Networking Guidelines 

Introduction

The following guidelines were created by Delaware Tech’s Collegewide Marketing and Public Relations group. The purpose of these guidelines is to (1) identify the College’s social networking philosophy and goals; (2) document the College’s current presence on the social networking sites Facebook and Twitter and the process for maintaining these sites; and (3) provide guidance for College employees who have a presence on social networking sites and/or are interested helping to expand the College’s presence. These guidelines were created in order to ensure the most effective use of this utility and a consistent approach across all three campuses. Collegewide Marketing and Public Relations will continue to monitor and research social networking trends and make recommendations to join new networks, discontinue association with old networks and/or modify these guidelines as deemed necessary. This will allow Delaware Technical & Community College to maintain an active and up-to-date presence on relevant social networks that will assist with the goals outlined below.

Social Networking Philosophy and Goals

The College’s presence on social networking sites should augment official channels of communication rather than replace them. Social networking accounts should be utilized to drive traffic to other communication mechanisms including the College’s web site, portal, and other social networking accounts – and vice versa. The College’s presence on social networking sites is intended to serve as:

(1) a tool for marketing to prospective students.

(2) a venue to communicate with current students, alumni and friends of the College.

(3) a means to improve retention as students identify with the College and interact with other students. 

While social networking used to be the domain of the under-30 crowd, its use among older adults is skyrocketing allowing the College to reach not just Millenials but Generation X and Boomers as well.
Delaware Tech’s Presence on Facebook

Facebook is a free-access social networking website where users can join networks organized by city, workplace, school, and region to connect and interact with other people. The Facebook site serves as a virtual community for users. 

Campus Facebook Pages

The “page” application on Facebook allows an individual or group of individuals to create a place for Internet users to come together around one central organization and create a virtual community. Since students are socially bound together more by their connection to a campus than to the College as a whole, the Stanton-Wilmington, Terry and Owens Campuses have each established their own official campus Facebook pages:

Stanton-Wilmington: http://www.facebook.com/dtccstanwilm
Terry: http://www.facebook.com/dtccterrycampus
Owens: http://www.facebook.com/dtccowens
These pages provide students with up-to-date campus information and the opportunity to communicate with page administrators and other page users; they also serve as a hub, designed to point fans of the page to the College-related Facebook groups that may interest them.  Since these pages will serve as the official Delaware Tech Facebook pages, staff, faculty and administrators are asked to refrain from creating other Facebook fan pages related to Delaware Tech; however, they are welcome and encouraged to create Facebook groups (see “Groups” below.) 

Individual staff, faculty, administrators; departments; or divisions who wish to contribute information for the campus page, utilize the polling feature, or gain administrative access should contact Campus Marketing. All content – including photos and videos --  must relate directly to college business, programs and/or services. Content placed by administrators cannot promote individual opinions or causes which are not directly related to College purposes.

Facebook Groups

While pages are created for official businesses and associations, groups tend to be less formal with a more specific audience. Faculty and staff are encouraged to create Facebook groups to provide a networking tool for students in a particular academic program, student club, alumni group, sports team, etc. Once an employee creates such a group, he or she should alert Campus Marketing who will add a link to the group from the campus page. The group administrator is also encouraged to alert Campus Marketing of any upcoming events that will be open to the campus, so those events may also be posted. 

Maintenance of Facebook Pages and Groups

Administrators for the campus Facebook pages should include at least one representative from Campus Marketing and Public Relations and at least one representative from Student Services.  Campus Marketing does not assume responsibility for Facebook groups associated with the College; faculty or staff members who desire to create a group are responsible for its creation and maintenance.  The following guidelines for maintenance of the College’s Facebook presence pertain to both page and group administrators:

· Frequency: Pages and groups should be maintained and remain as up-to-date as possible. In general, the more frequently the content is updated, the more users will access the page. Dated material needs to be removed as soon as reasonably possible. 

· Tone: All content should be short and written in active voice. The style and tone should be informal, direct and student-oriented. 

· Censorship: Because Facebook pages and groups are interactive tools, administrators should monitor the page closely in order to respond to user concerns and conduct. While it is possible for administrators to delete postings, the general guideline will be to avoid censoring in order to encourage unfettered and honest communication. To promote frequent use of groups and pages, users will only be censored by the terms and conditions of the site which establishes many guidelines in regards to language, posting pictures and videos and various other topics. Facebook terms and conditions can be found at http://www.facebook.com/terms.php and should be reviewed by all administrators.  Any questionable conduct should be reported to Marketing and Public Relations. Existing policies governing student and employee behavior apply to the College’s social networking pages. The College takes no responsibility for content developed by non-employees. 

Delaware Tech’s Presence on Twitter

Twitter is a free social networking and micro-blogging service that enables its users to send and read messages known as tweets. Tweets are text-based posts of up to 140 characters displayed on the author's profile page and delivered to the author's subscribers who are known as followers via the profile page, text messages and other external applications. 

Campus Twitter Accounts

The Stanton-Wilmington, Terry and Owens Campuses have each established their own official campus Twitter accounts:

Stanton-Wilmington: www.twitter.com/dtccstanwilm
Terry: www.twitter.com/dtccterry
Owens: www.twitter.com/dtccowens
These accounts will allow the College to provide quick status updates, links and other appropriate information useful to prospective students, current students, and alumni.  
Maintenance of Campus Twitter Pages

Campus Marketing will maintain one official Twitter account in collaboration with a “Twitter Team” consisting of campus staff and faculty who will be associated with Delaware Tech’s official account and make relevant, appropriate and timely posts to attract interest from potential students, current students, alumni, and friends of the College. Delaware Tech’s official Twitter page will follow all “Twitterers” who follow Delaware Tech. If it is found that a follower is acting inappropriately through the Twitter page, the ability to block or discontinue following can be utilized but should only be done in extreme situations where the action violates the sites “Terms of Use.”  Twitter terms of service can be found here https://twitter.com/tos and should be reviewed by all administrators and “Twitter Team” members. As with Facebook, any questionable conduct should be reported to Marketing and Public Relations. Existing policies governing student and employee behavior apply to the college’s Twitter account.

General Guidelines for Faculty/Staff Use of Social Networks

The following guidelines are relevant to Facebook and Twitter but are not limited to these sites:
(1) It is recommended that faculty/staff with profiles accessible by students use care with privacy settings to keep personal content private. Faculty and staff are encouraged to limit content that students can see to information relevant to educational purposes. Faculty/staff should never misrepresent oneself by using a false name or persona on social networks unless that characterization is connected explicitly with their real identity.

(2) Social networks should never be utilized as the sole, mandatory communication method for interaction between faculty and students. Official course activities should be kept in official online tools, not on social networks. Faculty should never require students to participate in social networks or have participation influence a course grade (with an exception being made for class projects that may use social networks for research purposes). 

(3) Faculty/Staff should not friend, follow, request a connection or otherwise “connect or align” themselves with students unless the student requests the connection so as to maintain the integrity of the instructor/student relationship. Faculty/Staff should accept all friend/connection requests from students unless making a decision to not connect with students at all to avoid the appearance of favoritism. 

(4) All communication on social networking site (i.e., wall posts, etc.) should be kept in accordance with standard ethical practices of the institution and educational relationship. Official course communication (feedback on an assignment, for example) should never be posted in a public area of a social network. Private educational or health records should never be communicated through a social network. Common sense should be used regarding profiles, posts, photos, and other information accessible through social networks. 

(5) Individual departments and groups seeking to advertise on social networks must contact Campus Marketing. Such advertising must be approved and facilitated through Campus Marketing.
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