NORTHWESTERN STATE

NORTHWESTERN STATE UNIVERSITY SOCIAL MEDIA POLICY

For official university social media accounts, including colleges, departments, programs, offices, athletic teams, recognized
student organizations and other university-affiliated accounts.

SOCIAL MEDIA DEFINED

Tools allowing individuals to create and publish content to a wide audience changed the media landscape at the close of the
20th century. The ability to network together large groups of individuals with similar interests is the hallmark of the start of
the 21st century. These two developments combine to create an environment in which the barriers to mass communication
have never been lower in human history. Taking the ability to communicate to large audiences and combining it with
interaction is the heart of social media. The one-to-many world of public relations becomes two-way interaction; it is no
longer a speech to the people, but a conversation.

The general public seeks more voices, and to achieve that diversity, Northwestern State encourages the use of social media
tools by its faculty, staff and students. However, when social media accounts represent Northwestern State University, they
carry the responsibility of communicating on behalf of the institution.

For the purposes of this policy, an official Northwestern State University social media account is defined as any account,
page, channel or profile that represents or promotes the university, its colleges, departments, programs, offices, centers,
organizations, athletic teams or officially recognized activities. This includes accounts that highlight current student-
athletes, athletic teams, university programs, events or campus initiatives.

Accounts created, managed or maintained by university employees, faculty, staff, coaches or students acting in an official
capacity or representing a university-affiliated organization or initiative fall under this definition. This includes student-
managed accounts for recognized student organizations, athletic teams, academic programs or university departments
when those accounts represent or promote Northwestern State University.

Accounts that use the university’'s name, logos, branding or otherwise imply an official relationship with Northwestern State
University may also fall under this definition. These accounts are considered extensions of the university’s communications
efforts and must follow institutional policies and guidelines governing social media use.

For employees and authorized student administrators who maintain social media accounts on behalf of the university, the
following policies outline the duties and responsibilities of those engaging the public on behalf of Northwestern State.

SOCIAL MEDIA FOR NORTHWESTERN STATE

Departments, university units, and officially recognized student organizations with social media pages are required to notify
Amy Lee, Director of Marketing and Branding, to register their pages and provide the names and contact information for
individuals responsible for maintaining the social media accounts. The goal is to provide coordination and assistance across
all official Northwestern State social media accounts and to avoid duplication and confusion regarding certain social media
services that operate with a single master account.
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While students may assist in creating, managing, or contributing content to social media accounts that represent
Northwestern State University, a full-time appointed employee of Northwestern State must be identified as the primary
contact and responsible party for information posted on any official social media page. It is recommended that two full-time
appointed employees be named as co-administrators for any account to ensure continuity of operations. Any social media
account must also provide administrative access to the Director of University Marketing and Branding.

As these accounts represent divisions, departments, programs, or organizations affiliated with Northwestern State, the
university reserves the right to remove inappropriate, demeaning, insulting or threatening messages on official pages, both
in comments and in posts. Additionally, official pages must be maintained with content that meets the quality standards
established by the university. To remain effective, social media accounts often require more frequent updates than
traditional websites.

YOUR RESPONSIBILITIES REPRESENTING NORTHWESTERN STATE

Please keep in mind several important points before beginning a social media feed or website on behalf of your department
or unit. By accepting the responsibility of maintaining an official social media presence for your area at Northwestern State,
you acknowledge that you will follow the official policies governing university social media. While you may be speaking

on behalf of your department or unit, you are not speaking on behalf of the institution as a whole. By managing an official
account, you also accept responsibility and potential liability for the content you publish, including adherence to state and
federal regulations.

Creation of an official social media presence for a department, unit, or recognized organization signifies acceptance of
these policies for all individuals who contribute to or manage the account. This includes linking back to the university’s
master account for the platform, providing contact information to and following the guidance of the Director of University
Marketing and Branding.

Official Northwestern State University social media accounts may not advertise, promote, endorse, tag, collaborate with, or
otherwise amplify external businesses, vendors, services, or non-NSU affiliated organizations. This includes tagging external
accounts, participating in platform “collaborations,” cross-promotions, giveaways, sponsored content, or highlighting
commercial products or services. Official accounts should focus solely on content that directly represents Northwestern
State University, its programs, students, faculty, staff, and university-sponsored activities. The only exception to this policy
is the official athletic website (NSUDemons.com), which may contain approved sponsorship placements.

Use of Northwestern State University's official trademarks, logos, seal and colors must comply with the Northwestern
State University Visual Branding Guidelines. This includes the use of the university name and abbreviations in the context
of social media.Release of information deemed official by the university is subject to oversight by the Office of Marketing
and Communications. Official university news may not be released without prior approval from Office of Marketing and
Communications.
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All State of Louisiana regulations regarding purchasing, contract confidentiality, proprietary information and open records
apply. Federal guidelines regarding student records (FERPA) and personnel information (HIPAA) must also be followed.
Political statements, political advocacy or endorsements are not permitted on official Northwestern State social media
accounts. Northwestern State University’s campus computing conduct codes also apply.

Keep in mind that you are utilizing state resources to update and maintain social media on behalf of the university’s overall
marketing efforts. Because these activities utilize State of Louisiana property, networks and/or work time, they may be
subject to public records or Freedom of Information requests.

Employees or authorized administrators who violate these policies, or other university privacy and confidentiality policies,
do so at the risk of disciplinary action or termination.

Social media representing departments must be actively maintained with content that meets the quality standards of
the university. Administrators are responsible for monitoring their pages and responding appropriately to issues that
arise. The security of passwords and the integrity of official accounts are the primary responsibility of the departmental
administrators, with the Director of University Marketing and Branding serving as a secondary contact.

Maintaining engaging and relevant content is the responsibility of social media administrators. Accounts should make every
effort to provide a consistent stream of meaningful information to their audiences. A stagnant or outdated page can be
more damaging to the university’s reputation than having no page at all.

Administrators should also understand the terms of service for the platforms they use. If there are questions regarding
copyright, licensing or platform agreements, please contact the Director of University Marketing and Branding.

Finally, as representatives of Northwestern State University, inappropriate language, ethnic slurs, personal insults or
unprofessional conduct will not be tolerated. While social media encourages a conversational tone, administrators must
maintain professionalism and accuracy in spelling, grammar and messaging. As a general rule, do not post anything that
would be unacceptable in the professional environment of your university office or department. Consider whether the
content would be appropriate if seen by university leadership or published in the local news.

DECISION TO START

If you have not created an official social media feed, consider whether it suits the needs of your unit. Do you need to
interact with students? Does your area generate lots of content - images, video, text? Is the goal to reach out with news or
to build bonds with communities? Take a moment to decide if you really should have these kind of accounts, and do your
people have the time, expertise or resources to maintain them.
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USE OF ARTIFICIAL INTELLIGENCE TOOLS

Artificial intelligence (Al) tools may be used in a limited and responsible manner to assist with content creation, such as
drafting captions, brainstorming ideas or improving accessibility of written content. However, Al-generated content must
always be reviewed by the account administrator to ensure accuracy, appropriateness and alignment with Northwestern
State University’s brand standards and institutional messaging.

Al tools may not be used to create, alter, recreate or manipulate official Northwestern State University visual assets,
including but not limited to university logos, athletic marks, the university seal, Demon mascot imagery, official graphics,
or other protected brand elements. These assets must only be used in accordance with the Northwestern State University
Visual Branding Guidelines and may not be modified or reinterpreted through artificial intelligence or automated design
tools.

Departments, units, and student organizations should not use Al-generated graphics to replicate official university branding,
mascots or athletics imagery, or to create unofficial variations of these elements.

If a department or unit needs new graphics, branded templates, promotional materials or modifications to existing designs,
they should work directly with the Northwestern State University Marketing and Branding team. Requests for official
graphics or design support should be directed to the University Graphic Designer through the Office of Marketing and
Branding to ensure all materials meet university brand and quality standards.

Al-generated images or graphics that could misrepresent the university, its students, faculty, facilities, athletics programs or
events should not be used on official university accounts.

As with all social media content, the administrator of the account is responsible for ensuring that any content created with
the assistance of artificial intelligence complies with university policies, copyright law, and brand standards.

USE OF ARTIFICIAL INTELLIGENCE IN SOCIAL MEDIA GRAPHICS

Artificial intelligence (Al) tools may be used for approved brainstorming, ideation, copy development and other marketing
purposes; however, Al-generated or Al-edited graphics may not be used to create, modify, recreate or alter Northwestern
State University logos, wordmarks, marks, mascots or other official brand elements.

Official NSU logos and brand marks must always be obtained from approved university brand resources and used exactly
as provided. Logos may not be redrawn, regenerated, distorted, modified, recolored, re-proportioned or otherwise altered
through Al or other graphic design tools.

Al-generated imagery may be used in university social media content only when it does not incorporate or alter official NSU

logos, marks or other protected brand elements and when the content otherwise complies with the university’s Marketing
and Branding Guidelines, accessibility requirements and applicable policies.
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All social media graphics representing Northwestern State University must maintain the university’s established visual
identity. When in doubt about whether Al-generated content is appropriate for university use, departments and campus
units should contact the Office of Marketing and Branding before publishing.

The Office of Marketing and Branding reserves the right to require the removal or correction of social media content that
does not comply with university branding standards.

ACCESSIBILITY AND ADA COMPLIANCE

All Northwestern State University social media accounts are required to follow the university’s ADA Social Media
Accessibility Guidelines to ensure that digital content is accessible to all users, including individuals with disabilities.
These guidelines are provided through the university’s required social media accessibility training and supporting internal
resources.

All individuals who create, publish or manage content on official Northwestern State social media accounts must follow
these accessibility standards. Account administrators are responsible for ensuring that anyone contributing to their
account—including employees, student workers or student organization leaders—has received the appropriate training
and understands the accessibility requirements. Administrators must also ensure that these guidelines are communicated
internally to all contributors.

Accessibility practices include, but are not limited to, providing alternative text for images, ensuring videos include captions
when required, using accessible color contrast, avoiding excessive use of decorative text in graphics, and following
platform-specific accessibility best practices.

Failure to follow Northwestern State University’s social media accessibility guidelines places responsibility on the
administrators of the account. Accounts that repeatedly fail to meet accessibility standards, or that do not comply with
required training and guidelines, may be subject to review by the Office of Marketing and Branding.

The university reserves the right to restrict, suspend or remove social media accounts that do not comply with required
ADA accessibility standards or that fail to maintain accessible content practices.

Ensuring accessibility is a shared responsibility and is essential to maintaining inclusive communication across all
Northwestern State University platforms.

SOCIAL MEDIA: FACEBOOK

Personal interaction, commentary, sharing of images and small videos - this is the heart of the way Facebook operates. The
pace is casual, but to be effective expect to post at least once a day, if not twice. The community you build through a social
media site will want to interact with each other as well. Moderation is a part of having a social tool enabled.
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REAL-TIME REPORTING: X (FORMERLY TWITTER)

Headlines, alerts to larger pieces of content available on other social platforms, and as the name implies - reporting in real-
time from events. Twitter and other micro-blogging sites serve to alert followers. Twitter is a staple of public relations and
news outlets to message breaking news to those who have subscribed to follow them.

SOCIAL COMMENTARY: BLOGS

Traditional opinion and information columns, known as first as web logs then by the common term blog, are a staple of the
intellectual exchange online. Subject matter experts within fields are encouraged to create longer form written and visual
content. In turn, these are perfect sources for links and posts on social or real-time reporting tools.

PARTICIPATORY MEDIA: MESSAGE BOARDS

Where the general public joins in as equal partners with media and institutions, the message board world should not be
entered lightly or without consultation. Individuals posting anonymously or under screen names are common, but the level
of protection of identities is not as strong as most believe. The IP address series of state computers are well known to
message board owners, and staff members who attempt to post from work need to be aware of the logging of addresses as
a regular practice of any message board system.

CONTENT CREATION: YOUTUBE & VIMEO

Northwestern State maintains an official YouTube and Vimeo channel. If individual campus units wish to publish official
content to these or other video and audio sharing platforms, please contact the Director of University Marketing and
Branding before uploading content.

DO YOU HAVE THE TIME

Even before deciding on the need, are the people available to support the social media you plan to start? The daily check-
in and posting can quickly expand. Is your standard NSU website for your college/unit/area up to date? If it is not, do not
circumvent the need for keeping current Wordpress pages by shifting updates, news and information to social media.

DO YOU REALLY HAVE THE NEED

Is there information about your area that is appropriate to share in a social, open setting?

WHAT IS YOUR STRATEGY

Starting social media without a plan is no different than joy-riding in a car: you will not get anywhere without a goal and a
road map to get there. Consider why you want to have the social feed. What do you want to achieve? Some of the worst
efforts in social media result from “because so-and-so did it” or “it looks cool”.The more work that is done at this stage, the
better the result.
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IDENTIFY THE COORDINATOR(S)

A full-time appointed employee of Northwestern State must be responsible for the social media service, and it is highly
recommended to have more than one for back-up.

APPROVALS

First at the department level, then the university. Make sure your senior management within your area is on-board with
your plan. Also, make sure the Director of Marketing and Branding is aware and approves your new social media page/feed,
and you have provided Marketing and Branding with contact information and an outline of your strategic plan.

CONSISTENT STREAM OF INFORMATION

Decide what the comfortable level of interaction you can maintain. Nothing kills the enthusiasm of those involved with a
feed more than “yo-yo” posting - five today, eight tomorrow then nothing for a week.

BUILD UP BEFORE LAUNCH

Take some time to understand the tool, make some posts and be sure that what you are planning fits your mission. Share
the site or feed with others in your field away from Northwestern State for feedback and to begin to build momentum.

LAUNCH

After testing and tweaking, tell the world about your site. Promote your site within your department and literature for your
department.

ANALYTICS

As sure as having a road map to know where you are going, make sure you have a dashboard to let you know what is
performing and what is not. The part of your work that you think is most beneficial may not be what is causing traffic or
interaction. Use the analytic and feedback tools of your service to guide you. Also, you will be asked to report monthly to
the Director of Marketing and Branding a copy of the tracking provided by the service used.

PERSONAL RESPONSIBILITY

When participating in social media, there is no one else to blame besides the person at the keyboard. Keep in mind, you
cannot claim to be misquoted or misinterpreted by a reporter - you are the reporter. And, you will not have the benefit of
editors to clean up misspelling or poor grammar, or others that can assist or to share your responsibility.
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CONTENT APPROVAL

Content posted on official university social media is subject to the approval of Northwestern State University Office of
Marketing and Communications, and content created by non-university groups may be considered for use on official feeds
if it meets the university’s quality standards.

POST OPENLY

Transparency is one of the most important factors in social media and state agencies. ldentify yourself by name, and when
possible, choose screen names or account names that include your name. Attempting to post anonymously will result in
discrediting yourself when revealed, and in turn, the university as a whole. If more than one person is creating information
for a social media feed, the individuals should “sign” their posts with their name or initials, commonly done with a “*”

sign before the initials (for example, ~JG would be Jimmy Genovese). If you make a mistake, do not attempt to delete the
mistake, but correct the error as soon as possible. Altering previous posts without noting a change or correction being made
is considered at the least poor internet etiquette; at worst unethical sanitizing.

DO MODERATE

Unfiltered commentary is not conducive to civil discourse. Be prepared to accept and respond to comments on your site
and feeds. Recent studies show that the majority of participants in social media expect institutions not only to listen to
their unsolicited comments, but also to answer and react to them. To protect yourself and your site, consider moderating all
comments before posting. Begin with placing a disclaimer on your site stating you reserve the right to remove inappropriate
comments, those using obscene or vulgar language, that attack groups or individuals, that are clearly offensive, and those
that are commercial endorsements or other attempts at spam. To guide your decision making regarding responding to
comments and questions, please refer to the decision matrix attached to this policy.

GUIDING THE CONVERSATION

Be prepared for comments that are not positive, and to respond to customer service complaints regarding the university
as a whole or your department in particular. Respond in a professional and positive manner. Many times what may be seen
as a negative comment is merely a concerned supporter of the university wanting to help correct a situation. The opinions
expressed by individuals are their own. Inaccurate facts or misinterpretation of facts are the opportunity to respond.
Deletion of comments that are viewed as negative will only lead to a larger outcry than the discomfort of the original
statement.

IN AN EMERGENCY OR CRISIS SITUATION

DO NOT POST INFORMATION TO YOUR INDIVIDUAL FEEDS WITHOUT APPROVAL FROM THE UNIVERSITY’S
OFFICIAL COMMUNICATION SOURCES. If an event is unfolding on the campus, refer all traffic to the Purple Alert system,
the university’s main website and official social media feeds. When you repost information from official university sources
during these times, be sure to copy carefully the information and all links back to the official university source. NEVER
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SPECULATE or report unconfirmed information in a crisis. If you see erroneous information in a crisis, contact members of
Northwestern State’s Office of Marketing and Communications Division immediately and forward links to the errors.

INTERNET PROTOCOL

Online activity is monitored and logged on a routine basis by all internet providers. The IP address of the origination point
for any communication - email, blog entry, Twitter post, social media update - is attached to that information. There is no
such thing as anonymous posting, especially for individuals using state equipment and state networks.

HELD TO A HIGHER STANDARD

While clipping copyright material for use on personal social media may be accepted by the general public, the institution
must uphold intellectual property rights. If you do not have proper permissions to post or use copyright material - in
particular audio and video files - consider linking to the official sources. When making material for social media distribution
- again, audio and video understand the limits of fair use.

YOUR ACTIVITY FOLLOWS YOU

Posting as an official social media feed for Northwestern State may subject an individual’s personal accounts to more
scrutiny and a higher level of attention. Understand that posting information on a personal account that could not be
posted as a part of the official feed may become a problem for the individual. The security settings on social media are only
as good as the human interaction. Today’s best friend may become tomorrow’s copy -and-paste enemy from your personal
accounts.

ONCE POSTED, ALWAYS AVAILABLE

The delete key does not work on the internet. Digital files - text, photos, video or audio - are easily copied and extremely
portable. Please think before you post. Many services archive all data posted, and viewers often copy or screen capture
posts. Assume everything is archived somewhere - because it is. The key factor to remember is how difficult it will be to
recover what you believe you deleted. Whatever you post can and often is shared globally. Keep in mind this quote: If it
gives you pause; pause.

DON'T REACT

Comments are a natural part of the social media world, and should be taken in the spirit in which they are offered.
Understand that social media tools which allow for “handles” or aliases feed into something known as the disassociation
effect. The avatar and name become a mask, and people say things they would never say to individuals face-to-face. As a
representative of Northwestern State, you operate at a disadvantage in these situations, and it is not appropriate to lash out
at those making comments.
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CREATE EXCITEMENT

The most important part of your participation in social media is bringing the point of view of Northwestern State into the
conversation. It is important for our personnel to represent the brand, and the help explain and enlighten our supporters.
Remember, the heart of social media is the conversation - it’s no longer a speech in which we tell the public what is
important.

USE EXPERTISE

Comment on what you know and who you are. Being social means sharing with others. If you have an area of particular
interest, promote that within the context of your department or unit’s feed. National news, especially academic research
and other information related to your area, will enhance your feed.

YOU WILL BE SEEN AS THE EXPERT

What you say can, and will be used against you the court of public opinion. Whether you intend it or not, the general public
will consider you as speaking for Northwestern State so please be as accurate as you can when making posts.

BE A PART OF THE GROUP

One of the benefits of participation in the Social Media Group on campus is to get the shared amplification of projects your
area has through the entire university social media community. It also provides you with content to keep your feeds moving
by coordinating with others to pick up and repost information from other feeds.

BE CONVERSATIONAL

Remember that it is “social” media - having a particular voice and a conversational tone is encouraged. Being less formal is
good, but take care with slang. Spelling and grammar still matter when representing Northwestern State to the public.

KEEP THE CONTENT MOVING

There is something worse than not having a social media presence: doing it poorly. A page that is idle implies that your area
does not care about its supporters. Worse, it implies that the university does not care about your area. The general public
often does not recognize that an official page is not maintained by the university. Once a feed or page is started, update it
regularly with engaging content. Remember: stale social media is more damaging to the university than no page at all.

LISTEN AND OBSERVE

Be a consumer of social media as well as a generator. Monitor others in your fields for ideas and information that can be a
part of your social media.
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COMMENT AND LIKE

The goal of social media is to be social. Offering comments encourages people to visit your site, and shows activity for your
feeds. Keep in mind that if you are commenting as an official part of your job, indicate who you are and your affiliation.
Nothing will undermine your credibility faster than attempting to “astro-turf” - making fake grass roots posts. Remember
that even if you do not use your name or a known account to post, your IP traffic is logged and can be discovered. If you
see comments that you feel require a university response, please alert the appropriate members of the Northwester State
Office of Marketing and Communications Division.

WE ARE HERE TO HELP

If you want to learn more about using social media to interact with colleagues or students, please reach out to the Director
of University Marketing and Branding.

Amy Lee (leeam@nsula.edu)
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