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Social Media Guidelines 
 
Building a social media network is a good way to extend your web presence, promote 
your programs, and connect with your audience in an environment that allows for a 
more personal and interactive communication style. Social Media is not an approved 
communication tool for faculty to student or student to faculty academic 
communication, DC Connect has been identified for this purpose. 
 
Once you set up a social media presence, be it Facebook, Twitter, YouTube or anything 
else it is important to remember a few key points. Accounts should be kept active, 
inactive accounts can make a bad impression. Social media comes with the expectation 
of quick results. Typically response standards to questions are within a 24 hour period. If 
you cannot meet these expectations social media may not be the correct tool for your 
purposes.  
 
Account owners and administrators need to stay abreast of changes to the platform 
they are using. Facebook, Twitter and YouTube have changed their look and 
functionality numerous times over the past few years. These changes can affect how 
your account looks and how users interact with you, and how you manage your account. 
It is your responsibility to stay on top of any changes the platform you are using. 
 
Information can be submitted to Communications and Marketing, 
socialmedia@durhamcollege.ca for consideration to be posted on the corporate social 
media accounts. For some departments or service areas this may be the appropriate 
method of using social media. 
  
Account owners are required to remove spam that is posted on your site. DC social 
media accounts are not permitted to advertise non-DC products or accept money to do 
promoted tweets, messages or posts as outlined in the Durham College Acceptable Use 
of Technology Policy ADMIN-206. Students may not be named as administrators. 
 
Avoid linking your Facebook and Twitter accounts together so that one automatically 
posts to the other. Facebook audiences don’t like to see Twitter hashtags (#), and 
Facebook posts that end up on Twitter often cut off in the middle. It’s best to write your 
posts specifically for each medium. 



 

 

 

 

Guidelines for creating an official Durham College Twitter account 
 
Staff and faculty can request departmental, school, program or special interest group 
related twitter accounts once approval has been granted from their supervisor (Dean,  
Director, Manager) from the Communications and Marketing department by emailing 
socialmedia@durhamcollege.ca. Once consent has been granted please review and 
follow the guidelines below. Students may not be named as administrators. 
 
Your username is limited to 15 characters, with no spaces or special characters, and 
appears alongside all your tweets and in your Twitter URL. “DC” needs to be included so  
your account will be identified with the college quickly. You may need to shorten the 
name of your school, department, or program for your username, but try to make it  
readable and recognizable (abbreviations or acronyms may need to be used). Names 
other than department, service, program or school should not be used, nor should any 
personal identification. This is a Durham College account and as such should be treated  
as an official communication tool distributing messages from Durham College to the 
public. 
 
Your account also has a name, which can be up to 20 characters including spaces. Make 
sure to include “DC” along with your school, department, or program name, written out 
as completely as possible. 
 
Acceptable examples of names for twitter accounts include: 
 

• @DC_BITM 
• @DC_SchoolofMAD 
• @DC_ConEd 

• @DC_BusinessProf 
• @DC_Accounting 
• @DC_Facilities 

 
 
Your bio allows up to 160 characters to describe who you are. Be as descriptive as 
possible, providing the full name of your department/school (acronyms may be 
necessary) or program if it didn’t fit into your account name. Avoid boilerplate intro text 
or the abbreviated history of your school or department, which are unlikely to be read 
in this space. You may want to identify the person who maintains the account, mention 
if your account is only actively monitored during certain hours, and provide your contact 
email or phone number. 
 
Don’t forget to include a link to your department/school or program website. 
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Your avatar and profile images are not to be overlooked as they are important. Your 
profile image identifies who you are at a glance and your association with Durham 
College. The image should be professional. The usual best practices for imagery 
applies—avoid stock, use images with meaning, don’t use images you don’t own the  
rights to—but there are also dimensions, (around 50 pixels square ) display contexts and 
auto-cropping to consider.  
 
The Communications and Marketing department can provide background images and 
avatars for units upon request as resources are available. 
 
Note that use of college marks, such as logos and graphics, should comply with college 
policy. For information about colors, typeface, size and other details, please visit 
http://ice/CommunicationsandMarketing/Pages/OurBrand.aspx  
 
Once you receive your initial approval and have set up your account you must follow 
@durhamcollege so your Twitter page can be reviewed and added to our list of followed 
accounts. Once you receive notification that you have been followed by 
@durhamcollege your account has received final approval. If you are not followed by 
@durhamcollege we will contact you via email with suggestions. 
 

Guidelines for creating an official Durham College Facebook account 
Staff and faculty can request departmental, school, program or special interest group 
related Facebook accounts once approval has been granted from their supervisor (Dean, 
Director, Manager) from the Communications and Marketing department by emailing 
socialmedia@durhamcollege.ca. Once consent has been granted please review and 
follow the guidelines below. 
 
Account Creation 
Accounts made for a Durham College unit must be created by an authorized 
representative of the college.  
 
In order to enable the college to assess authorized accounts and platforms, any unit 
wishing to create a Facebook account should provide the college's 
socialmedia@durhamcollege.ca with information about such accounts, along with the 
contact information for the individual(s) who will be authorized by the department to 
create, operate, monitor and edit accounts on an ongoing basis (i.e. the “Page 
Administrator”). Students may not be named as administrators. 
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Pages created by a department/school/program on behalf of the college must be 
created as “Facebook Pages” rather than groups or personal profiles. A Facebook Page is 
a profile used by an entity. 
 
The department’s/school’s/program’s authorized Page Administrator(s) must maintain 
the security of the Facebook password and identification. These individuals are fully 
responsible for all use of the account and any actions that take place using the account. 
Any changes in the designated Page Administrator(s) must be promptly communicated 
to socialmedia@durhamcollege.ca. Departments may not register for more than one 
user account, or register for a user account on behalf of another individual, group or 
entity. 
 
In addition, the department’s initial page creator must include an approved 
representative from Communications and Marketing (this individual will be identified to 
you after the initial account creation request has been made to 
socialmedia@durhamcollege.ca) as an additional Page Administrator. Although  
 
Communications and Marketing does not intend to actively engage in maintaining 
department sites, this designation will enable Communications and Marketing to 
properly track college Facebook Pages and respond more quickly in the event of a 
problem, such as the unavailability or departure of the staff member who has 
administrative control of the page. 

Naming Guidelines 
Naming a social media account is very important. Whenever possible, Durham College 
or DC should be listed prior to the college, department or program. This helps to build 
an awareness of all units, it helps users to find relevant Durham College units in search 
results, and it provides a consistency that is shown to help build trust for users. 

Naming Examples 
Durham College [insert name]. Example: Durham College Office of the Registrar 
 
NOTE: The names on accounts that have already been created should not be changed, 
as changing names changes a URL, which can cause confusion for users. 

Responsibilities 
Account holders must adhere to all applicable college policies for property, privacy and 
civility outlined in the External Communications Policy ADMIN-219 and the  
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Acceptable Use of Information Technology Policy ADMIN-206, which sets forth the 
central policies governing all uses of the college’s information technology resources. 

Posting content 
The following must be considered related to posting content to a social media account, 
whether the content be text, photographs or video: 

General content guidelines 
Content should be posted with the understanding that it may be redistributed through 
the Internet and other media channels and may be viewed by the general public. If 
deleted or modified, older versions may continue to exist online. Content should not be 
posted unless it furthers the college’s education, teaching or research mission. Share 
only information that is appropriate for the public. In order to avoid discrepancies and 
minimize the need for updating, social media platforms should not be used to post 
detailed policy or procedural information, e.g., program  
admission criteria. Rather, users should be directed to official college websites, 
electronic resources or publications for such information. 
 
Do not include any personally identifiable information that can be used to locate 
someone offline. This includes anyone’s screen name, hobbies, identification numbers 
such as social security numbers or student ID’s, addresses and phone numbers (other 
than an authorized business address or business phone number). 
 
Content directed at individual fans or page users should be written in a respectful 
manner. 
 
Content should never be written in a manner that can be interpreted as combative, 
demeaning or otherwise negative. 
 
Generally speaking, content should not be posted if it depicts a dangerous activity 
unless discussed with and approved by appropriate senior college administrators. A 
legal disclaimer may be required for such posts. 
 
Do not post content that shows (or may be perceived to show) someone getting hurt, 
attacked or humiliated; that might be considered racist, bigoted or demeaning to a 
particular group of individuals; that depicts activity that is (or may be perceived to be) 
illegal, such as drug use; or that could otherwise show the account holder or the college 
in a negative light. 
 



 

 
 
 
 
 
If controversial content is related to academic study, ensure that appropriate context 
and disclaimers are provided. Also package the content in a manner that  
does not make it easy to reuse without the appropriate context. Content should not be 
posted unless it is clearly suitable for all ages. 

Personal vs. public persona 
In general, administrators should post on affiliated social media platforms only in the 
name of that unit. For example, John Doe, who administers the Durham College page on 
Facebook should not appear as a commenter on the Durham College page on Facebook. 
This maintains the privacy of individuals who are administrators of college social media, 
and also preserves the consistency of the unit's voice online. 

Use of College marks 
Accounts and pages should, where possible, feature the unit's official name, logo and/or 
signature. Units also are encouraged to use photographs to display campus beauty. 
When a social media platform allows changes to layout or design, official college colors 
should be used. 
 
The Communications and Marketing department can provide background images and 
avatars for units upon request as resources are available. 
 
Note that use of college marks, such as logos and graphics, should comply with college 
policy. For information about colors, typeface, size and other details, please visit 
http://ice/CommunicationsandMarketing/Pages/OurBrand.aspx  
 

Use of identifying images 
In most cases, prior permission (i.e. a release) must be obtained to post, share or 
distribute images of individuals whose images are identifiable. For that reason, it is 
always best to use content, such as photographs or videos, obtained by college 
representatives specifically for the purpose of posting or distribution. Approved images 
can be found in the Online Photo Database - 
http://photos.durhamcollege.ca/pages/home.php  
 
Copyright claims could be asserted against the college if a department inadvertently 
posted a picture or video in which a third party claims a copyright. Posting of 
inappropriate content, even if unauthorized, could subject the college to 
embarrassment or worse. 
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Because of these types of issues, it is important that “official” use of Facebook by 
college staff adhere to appropriate guidelines intended to minimize such risks.  
 
Questions regarding the use of Facebook or these guidelines should be referred to 
socialmedia@durhamcollege.ca. 
 
Do not post content that might be embarrassing to an individual or that could be 
construed as placing an individual in a negative or false light. 
 
Do not post content that might cause someone to believe that his/her name, image, 
likeness or other identifying aspect of his/her identity is being used, without permission, 
for commercial purposes. 
 
Special care must always be taken when dealing with images of "special populations," 
e.g., minors, health care patients or research subjects. Stringent legal requirements 
apply. Generally speaking, such images should never be used for social media posting or 
distribution. 

Moderating Comments 
Durham College social media efforts should encourage fans, followers, and friends to 
share their thoughts with one another by commenting on stories, videos, links, posts, 
etc. within the following guidelines: 

• Comments must be relevant to a topic discussed and to the point. 
• Comments should be constructive and absent of expletives, obscenity and 

vulgarity. 
• Posts that are off-topic, abusive, contain profanity, are threatening in tone or 

devolve into personal attacks will be deleted immediately. 
• Posts with links that are determined to be spam or sales and advertising should 

be removed immediately. 
• Account administrators reserve the right to review all comments and posted 

materials and remove such materials for any reason. 

Troubleshooting  
Accounts must be monitored and updated on an ongoing basis by the units that create 
them to enable rapid response to any problems that may arise. This also ensures an 
engaging, interesting environment for visitors. 



 

 

 

 

Collecting User Information 
College departments should not use Facebook to collect personal information of users, 
as Facebook terms and conditions, as well as provincial and federal law, impose 
significant requirements and restrictions on the collection of personal  
information of users. In the case of minors, significant additional penalties can apply to 
violations. For detailed responses or exchanges of sensitive or personal  
information it is recommended that the conversation be moved from the public domain 
to email or phone. 

Other Do’s and Don’ts 
Pages must be monitored and updated on an ongoing basis by the departments or units 
that create them to enable rapid response to any problems that may arise and  
to ensure an engaging, interesting environment for visitors. To be effective, pages must 
be dynamic and will require updating more frequently than a Web site. A stale page will 
likely cause more damage to the image of an entity than having no page at all. 

Questions and Reporting Problems: 
Facebook accepts complaints regarding abuse and other issues, for example harassing 
messages, via hyperlinks placed throughout Facebook’s Web site. This can be done via 
“Report” links below a piece of content, or by locating the appropriate links on the 
Facebook “help” page. Problems or concerns regarding the use of Facebook or a college 
Facebook Page should be reported immediately to socialmedia@durhamcollege.ca. 
 
If you find a Facebook page that is using your departments name or likeness or you feel 
is misrepresenting Durham College in anyway please send you concerns to 
socialmedia@durhamcollege.ca. 
 
Guidelines for creating an official Durham College YouTube account 
Staff and faculty can request departmental, school, program or special interest group 
related YouTube accounts once approval has been granted from their supervisor (Dean, 
Director, Manager) from the Communications and Marketing department by emailing 
socialmedia@durhamcollege.ca. Once consent has been granted please review and 
follow the guidelines below. 
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Account Creation 
Accounts made for a Durham College unit must be created by an authorized 
representative of the college.  
 
In order to enable the college to assess authorized accounts and platforms, any unit 
wishing to create a YouTube account should provide the college's 
socialmedia@durhamcollege.ca with information about such accounts, along with the 
contact information for the individual(s) who will be authorized by the department  
to create, operate, monitor and edit accounts on an ongoing basis (i.e. the “Page 
Administrator”). Students may not be named as administrators. 
 
Moderating Comments 
Durham College social media efforts should encourage fans, followers, and friends to 
share their thoughts with one another by commenting on stories, videos, links, posts, 
etc. within the following guidelines: 

• Comments must be relevant to a topic discussed and to the point. 
• Comments should be constructive and absent of expletives, obscenity and 

vulgarity. 
• Posts that are off-topic, abusive, contain profanity, are threatening in tone or 

devolve into personal attacks will be deleted immediately. 
• Posts with links that are determined to be spam or sales and advertising should 

be removed immediately. 
• Account administrators reserve the right to review all comments and posted 

materials and remove such materials for any reason. 
 
Troubleshooting  
Accounts must be monitored and updated on an ongoing basis by the units that create 
them to enable rapid response to any problems that may arise. This also ensures an 
engaging, interesting environment for visitors. 
 
Responsibilities 
Account holders must adhere to all applicable college policies for property, privacy and 
civility outlined in the External Communications Policy ADMIN-219 and the  
Acceptable Use of Information Technology Policy ADMIN-206, which sets forth the 
central policies governing all uses of the college’s information technology resources. 
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