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ABOUT THE JOB: SOCIAL MEDIA MANAGEMENT
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This is why we do what we do.
BRAND MANAGEMENT



STEP 1: REVIEW VT SOCIAL MEDIA POLICY & WEBSITE
Why do we have a policy?

§ To support social media with the preservation and protection of Virginia Tech’s brand identity, integrity, and reputation,
allowing University Relations to shut down non-compliant accounts more readily.

§ To ensure compliance with VT policies, applicable state and federal laws and regulations, and the Virginia Tech Principles of
Community, among all social managers across campus.

Why do we have a site?
§ To offer social media support and guidance and maintain consistent and aligned external, digital communications to a wide 

audience from Virginia Tech.

What’s in there?

§ Overview of best practices covered here, with relevant resources and step-by-step instructions and downloadable guides, 
and access to the campus-wide social media managers Google Group for on-going discussions and sharing of knowledge 
about social and emerging technologies.

§ University master brand and style requirements, including downloadable visual asset templates. vt.edu/social-media



Social Media 
Best Practices
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BRAND & STYLE REQUIREMENTS
If your social media account's name does not begin with “Virginia Tech,” you will need to use the profile picture that places the 
words “Virginia Tech” below the VT. If your account's name does start with “Virginia Tech,” you may use either version.

Brand & Style Requirements

DO DON’T 



Acceptable Use In violation
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Logos for social media use are available for download at vt.edu/social-media
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As Social Media Managers, we protect & preserve the Virginia Tech brand identity, integrity, & reputation on a daily basis.
BRAND MANAGEMENT



ROLES, RESPONSIBILITIES & EXPECTATIONS OF 
VT SOCIAL MEDIA MANAGERS
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o By having a social media account that indicates you work at or attend Virginia Tech, or if you run an 
account for your unit, you may be perceived as being a spokesperson for Virginia Tech. It is essential that 
you do not speak for Virginia Tech, the institution, but that you represent your unit. In that role, you should 
consider yourself a spokesperson. To mitigate any potential issues, be mindful of the following:

§ Stick to your area of professional expertise.

§ Confirm information before posting/sharing to ensure it is correct. When in doubt, don’t post and/or 
ask for help.

§ Questions/comments that are related to a news story or press release should be referred 
to @vtnews on Twitter and/or the Media Relations Director of University Relations. 
vtnews.vt.edu/contact

§ Keep personal accounts separate from your role at Virginia Tech when possible. If there is overlap, 
ensure your personal views are not viewed as official Commonwealth of Virginia communications.

§ You may include a disclaimer in your About section, but users still have a hard time 
separating the two.

https://www.twitter.com/vtnews
http://vtnews.vt.edu/contact.html


BEFORE YOU POST
● Get to know your audience and platforms.

§ Choose the right messages and responses accordingly.
● Review previous posts and interactions.

● Posting hours: Commuting and meal hours in general, but depends on 

audience and platform.

§ But know that it’s more about what you post now and less about 

when you post.

● Be agile – schedule, but be ready for the unexpected.



CONTENT CREATION INVOLVES…
Copywriting & editing, storytelling, psychology, photography, 
videography, graphic design, & simply having “the eye” for good content.



CONTENT CREATION 101

● 3 second audition: Your content should be able to grab attention 

without sound within 3 seconds.

● It’s a visual, sound-off, mobile-first world. 

● Include creative almost always.

● Most posts should have a CTA, but not ALL. Incorporate lifestyle 

content and show human side.

● Emotive and relatable content is best. Make it shareable.

● Balance evergreen, spontaneous, and planned content.

● Ask questions and avoid click-bait words.

● Pay attention: Social is everchanging.

“That’s a cool post…
OH LOOK A…”



CONTENT
What’s our strategy?
We include one non-news story-related, 
brand-elevating piece of lifestyle/spontaneous 
content per day on the platforms.



CONTENT

16

What do we mean by “lifestyle/spontaneous”?

Most posts should have a clear call-to-action, but not every post should have one.



CONTENT: WHERE TO FIND IT

● Us! (Daily Email)

● Make your own. Go out and find awesome content! 

● Other university accounts.

● Content and trend calendars. Don’t overdo 

(informal) national holidays though and know the 

history/meaning/correct copy to use).

● Look to peers and the internet/news/social in 

general – trends/memes, as appropriate.

● GobblerConnect.



CONTENT CREATION: WRITING

● AP Stylebook is your best friend for 

responses and content writing.

● Triple-check everything you are posting.

● Research everything.

● Use Urban dictionary.

● Watch your slang.



CONTENT CREATION: EDITING
● You will make mistakes…and that’s okay.

● You can now edit posts on all platforms, except for Twitter.

● Do not delete your tweets unless there is an error in 

the original post or if you have been hacked and then 

the information should be immediately posted again 

with the correction. In either case, screenshot and file.



CONTENT CREATION: EDITING



CONTENT CREATION: YES, WE ARE AN EMOJI BRAND. 
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Fit emojis in the narrative of your post, when possible. 

They should compliment posts, not overtake them.
DO:



CONTENT CREATION: EMOJIS [WHAT NOT TO DO]

● Don’t use emojis to replace words, unless you are certain that they 

can’t be confused on differing devices and platforms.

● Don’t overdo emojis or use the same emojis on multiple posts in a row. 

DON’T:



EMOJIS ARE NOT ALL THE SAME



CONTENT CREATION: COPYWRITING
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Strong copywriting = strong content.

Create unique, engaging, on-brand 

captions for all posts, tailored to 

specific audiences, that differ 

according to the platform. 

Make, find, save, stock up, spread out, repurpose, recycle.



CONTENT CREATION: COPYWRITING
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DO DON’T 

Write as though you think users won’t read the story, but make the copy so strong that they can’t resist clicking to read more. 

Don’t just pull the headlines of stories to use as your post copy.



CONTENT CREATION:
PHOTOGRAPHY, VIDEOGRAPHY, GRAPHIC DESIGN
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DO: Use free tools to easily create high-quality content.

● Adobe Spark: For visual storytelling

(Part of the Adobe Suite. This tool now allows you 

to incorporate brand fonts and colors.)

● Canva: Make beautiful designs, easily.

● Hype Type: Make animated text videos.

● ImgPlay Pro: Make quick GIFs and quickly edit 

video clips.
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DON’T:

CONTENT CREATION:
PHOTOGRAPHY, VIDEOGRAPHY, GRAPHIC DESIGN

Don’t share content on social that 

looks just like the event’s pdf/poster.

Instead: Post text/information-heavy 

content to your Instagram story, 

breaking up the text on multiple slides.



CONTENT CREATION: PSYCHOLOGY
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Write in a way that evokes emotion, reaction, and engagement. 

1.  Ask questions. 2.    Get into their head. 3.  Make it shareable and taggable.



CONTENT CREATION: USER-GENERATED CONTENT
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Utilize your fans and crowdsource content.

● Majority of your Instagram 

content should be user-

generated.

● Low on content? Pull from

user-gen content.

● Use sharing user-gen content

as a way to improve/adjust 

posts to meet your brand voice 

and control the message.



CONTENT CREATION: PERMISSIONS & SHARING 

● Reposting is great, but always ask permission.

● Ask privately, not in the post comments.

● Ask permission to tag them for credit (some don’t 

want to be tagged).

● Ask for context and more details. 

● Just don’t ask for home towns.

● Ask for original photos.

● Screenshot approval, since users can 

delete/retract messages on some platforms.



CONTENT CREATION: CREDITING 
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● Try to keep the credit out of your main post copy, when possible or clearly separate from your copy.

● If you use the Repost app for Instagram, try to splurge for the paid version to lose the watermark.

● Tag the photographer, not those in the photo. They can tag themselves.

● Be cautious of reposting professional photographers & appearing to endorse their business. Tag their 

personal account, when possible.



CONTENT CREATION: 
GET THE MOST OUT OF YOUR CREATIVE.

Be thinking about content creation and use during, before, and after production.



CONTENT CREATION: 
STRATEGIC CONTENT SELECTION

Utilize visual assets created for your stories, while still promoting your stories.



CONTENT CREATION: LINK USE
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DO DON’T ● Always remove the hyperlink from the 

post copy, after a preview is pulled in.

● If a link auto-previews without an 

image or is pulling in multiple images, 

unrelated to the story, remove the link 

preview, add your own photo, shorten 

the link, and add it in the post copy. 

● Draw attention to the link by dropping 

it on its own line or introducing it with 

an emoji.



LOCATIONS
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● Always add locations to your Instagram posts to amplify content.

● Utilize the location-based advanced search features. 

(Have your phone location on)

DO: DON’T: 
● Don’t incorrect locations/spellings of locations (You can no longer 

add new custom/”fake” locations, but you can still access some 

that were created before)

● Don’t add locations to your tweets, unless it’s a unique location



REMINDER POSTS
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● Instead of duplicating tweets, RT your previous tweet and add reminder text. 

This reminds users who might have missed the first post that you’ve already shared this information.

● You can also pin posts to the top of your page and thread tweets or comments below so they stay together.

● On other platforms, keep users up-to-date in real time by updating a single post with changes, but note the last time the post was updated.



CONTENT CREATION: VIDEO

● Can’t exceed :60 in-feed / :15 second clip stories / 

IGTV – up to an hour / Vertical is preferred for stories, 

but accommodates 16:9

● Can’t exceed 2:20

● Can’t exceed 45 minutes for regular posts or 

four hours for Facebook live (30 minutes is 

the ideal FB Live time)

● Ideal length for all videos: Under 1:30. 

● Post natively and know that .MOV is not your friend.

● Sound is and isn’t important. Most auto-play sound-off. 

● Consider accessibility.



CONTENT CREATION: VIDEO - LIVESTREAMING

● Common events that are livestreamed include the Presidential State of the 
University address, town halls, and the Fall and Spring Commencement 
ceremonies.

● Have the right equipment (Mevo, mic, stabilizer, back up battery).
● Promote livestreaming details ahead of time (“We will be going live here in 15 

minutes”), with a description of the event. 
● Use the FB Waiting Room feature and crosspost.
● Ensure that there is a strong WiFi signal.
● Check surroundings for possible disturbances.
● When possible, have a second person monitoring the post and moderating 

comments — allowing the person filming the livestream to focus on capturing 
the best footage. 

According to Facebook, live video generates six times more interactions than regular video. 

Consider using Instagram Live and show users an inside look at an event or insight on a particular topic (AMA).



Hashtags Tagging

HASHTAG USE AND TAGGING

● Fit within your post narrative when possible and 

tag at the end of a post, if you must. 

● Use to amplify posts, tap into conversations and/or 

aggregate groups of posts to look back to later.

● Avoid excessive use & do your research.

● Capitalize each word to prevent confusion.

● Fit within your post narrative when possible and tag at 

the end of a post in a “cc” manner, if you must. 

● Use to amplify accounts, when applicable.

● Avoid excessive use.

● Verify & double-check the account you’re tagging in to 

see if it’s correct or if an account exists.



HASHTAGS: BRAND HASHTAGS
Know our main brand hashtags & their intended use. Don’t deviate too much or alter them.
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HASHTAGS

DO DON’T 



HASHTAGS: HOW TO USE
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Hashtag #Hokies and #VirginiaTech but be cautious when tagging on other words/creating 

new “brand” hashtags. Feel free to play around with “silly” hashtags though.



HASHTAGS: HOW TO USE
Brand hashtags are tracked for university events or general metrics purposes using Keyhole.
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TAGGING OTHER ACCOUNTS

DO DON’T 



ACCESSIBILITY: PHOTO 
● Photo: Alternative text is supported on Facebook and Twitter.
● There are manual options for Instagram.



ACCESSIBILITY: VIDEO 
● Automatic captioning and .SRT file upload options supported on Facebook and YouTube.
● If closed captioning isn’t supported, incorporate embedded text or graphics that suffice (Instagram and Twitter).
● Consider sound-off majority.



SOCIAL LISTENING & COMMENT MONITORING
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SOCIAL LISTENING & COMMENT MONITORING
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SOCIAL LISTENING
& COMMENT MONITORING



COMMENT MODERATING
Comments that are inappropriate, offensive, insult or attack, 

contain illegal suggestions, or use foul language should be 

removed as allowed by that particular social media platform, 

as should those that are intentionally repetitive (spam). 

• Hide comments where you can, and keep a log of any comments removed.

• Try to avoid blocking users, so that you can continue to monitor their 

behavior, but if they are spamming, you may block them. 

• Be consistent with the treatment of all commenters.

• Use Google Translate to determine if comments need to be moderated.

• Add our commenting guidelines to your Facebook page ”About” section.



COMMENT MODERATING

In Violation (Language)

In Violation (Off-topic)

*



COMMENT MODERATING

Fine
And sometimes, there is an 
opportunity for education.

Helpful 
fans to 
the 
rescue



Responding: Social Media Decision Tree

53Us, all day, every day

Show personality while maintaining institutional voice
• When appropriate, use GIFs, memes, and emojis



RESPONDING: BE SKEPTICAL
But don’t show it.

• Know who your users are.
• Be a bit paranoid.
• Find all negative angles.



RESPONDING: 
PROACTIVE > REACTIVE



RESPONDING: EMBRACE NEGATIVITY
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But know when to let it go.

Ask yourself:
• Can I add value?
• Will this further amplify the 

issue and invite more trolls? 
(Am I making this worse?)

• What is the state of the user? 
How angry are they?

Then:
• Foresee their next five replies 

before responding.
• Craft answers in your head to 

those potential replies.



RESPONDING: KNOW WHEN TO RESPOND OR AMPLIFY
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What’s better than having a great response, is having a great response that you 

know would resonate with a broader audience.

Consider which posts would function better as shares, with your own spin.
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RESPONDING – USE GIFs Since we now have a VT Giphy channel, VT 
GIFs are accessible in the GIF dashboards
on all primary social media platforms, 
and 600+ other platforms. And send us video clips that you think would do well in the VT Giphy library!



SOCIAL LISTENING: INTERACTING
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SOCIAL LISTENING: INTERACTING 
(THE WRONG WAY)
● Stay in character. Don’t comment from 

your brand platforms the same way you 

would from your personal account. 

● Don’t use performance tracking software 

that auto-post to your accounts.
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RESPONDING: DMs/INBOXES
● Nothing is private: Expect anything and everything to be 

screenshotted and shared.

● The response should come from the account where the 

content is posted.

● Respond in a timely fashion: Business-hour responses, 

unless there is an emergency. 

● For messages that require research and follow-up, 

reply within three business days.

● Sign off/personalize DMs.

● Respond in a tone that positively reflects the VT brand. 

● Confirm information before posting/sharing to ensure it 

is correct. When in doubt, don’t post and/or ask for help.

● Direct users to relevant portions of vt.edu.



RESPONDING – DMs/INBOXES



CUSTOMER SERVICE
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Typical inquiries:

Questions or complaints regarding a variety of subjects 
related to university facilities, information technology, 
operations, admissions, class registration, financial aid, 
athletic recruitment, donations, faculty/staff, student 
information, and more. (Many we pass over to you!)

Know your audience        Remember them        Follow-up



THE EXPECTATIONS ARE REAL
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Sometimes we are Google and that’s okay (sometimes). 

30 
SECONDS 
LATER…

Quick responses are expected & requests come in at odd hours:

Have a Facebook away message on and only reply 

during business hours (unless it is an emergency).

Requests are just odd in general:



THE EXPECTATIONS ARE…WEIRD
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Keep in mind that not all messages warrant a reply.



ISSUES MANAGEMENT/CRISIS COMM
§ Ask for help: Seek the VT spokesperson.

§ Know that all primary VT posts=statement/breaking news.

§ Look to share our updates instead of creating your own.



INSTAGRAM & SNAPCHAT STORIES
§ Make sure it’s a true “story” to keep users engaged: Beginning, middle, end. 

§ In a rush? Afraid you will miss getting good content while putting together the
story? Cover the event best by grabbing photos and video clips in real time, 
but compose the story and add details later.

§ Download and save/archive all stories.

Have a visually appealing event coming up? 
Consider a VT Snap takeover!

§ See me and we can review guidelines and best practices!



INSTAGRAM 
STORIES:

BEST PRACTICES, 
TIPS, TRICKS, &
STRATEGIC USE



Make Data-Driven Decisions
Measuring success through analytics is vital
Learn more in our August webinar!



Questions?
Fairen Horner, VT Social Media Manager

fairenc1@vt.edu
(540) 315-2387

Slides & webinar available under “Articles & Resources” at vt.edu/social-media


