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Official Use of Social Media
1. Purpose
To ensure the Institute’s official presence in various social media venues is adequately
coordinated, maintained, and is supportive of the Institute’s ability to fulfill its mission.
2. Applicability
A. This policy applies to all VMI offices, departments, programs or other VMI
entities that maintain a social media presence in the furtherance of official duties.
This includes all social media regardless of where the service is hosted.
B. This policy does not apply to personal use of social media. For personal use, refer
to General Order No. 50, Appropriate Use of VMI Information Systems Policy.
3. Definitions
A. Social Media refers to any technology-based network designed to facilitate social
interactions in a virtual environment. Examples are Facebook, YouTube, Flickr,
wikis, blogs, Twitter, Digg and Reddit. These media allow the creation and
exchange of user-generated material.
B. Social Media Administrator is the person designated to manage and maintain a
social media presence.
C. Administrator Privileges refers to the access documentation that allows a social
media administrator to log into and manage a social media presence.
4. Responsibilities
A. The Director of Marketing within the Office of Communications and Marketing is
responsible for ensuring social media engagement by the Institute adheres to this
policy. The Director of Marketing is responsible for approving all social media
engagement by VMI entities. The Office of Communications and Marketing has
authority to withdraw approval from any previously approved social media
engagement for violation of this policy or in instances when it is deemed to be in
the best interests of the Institute to do so.
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B. Entities authorized to operate a social media site are responsible for ensuring
compliance with the general guidelines (attached) and any specific guidelines
prescribed by the Office of Communications and Marketing.
C. The department head or administrative supervisor of an entity requesting
permission to maintain a social media presence is responsible for designating a
specific individual as the social media administrator and will ensure that the
Office of Communications and Marketing is provided with current administrator
privileges for the presence.
D. The social media administrator is responsible for ensuring the social media
presence is maintained, including reviewing and managing all content posted to
the presence by the department or by an outside poster. The social media
administrator is also responsible for ensuring all postings comply with this policy
and the policies of the Institute.
5. Coordination
Prior to establishing a social media presence, all VMI entities must contact the Director
of Marketing in the Office of Communications and Marketing to obtain approval for the
presence. The requesting office is responsible for securing any approvals required within
its chain of command. Requests should be directed to the Director of Marketing, Office
of Communications and Marketing.

FOR THE SUPERINTENDENT

Jeffrey H. Curtis
Colonel, USAF (Ret)
Chief of Staff
DIST: E
OPR: Communications and Marketing
Appendix A

APPENDIX A- SOCIAL MEDIA POLICY GUIDELINES
At Virginia Military Institute, we recognize that social media sites like Facebook, Twitter,
YouTube and Flickr have become important and influential communication channels for our
community. To assist in posting content and managing these sites, the Institute has developed
policies and guidelines for official and personal use of social media.
These policies and guidelines apply to Institute faculty and staff, and can be used in connection
with social media accounts associated with schools, colleges, departments, programs and offices.
GENERAL USE
•

The purpose of using these communication channels on behalf of Virginia Military
Institute is to support the Institute's mission, goals, programs, and sanctioned efforts,
including news, information, content and directives.

•

Prior to engaging in any form of social media involving Virginia Military Institute, you
must receive permission from the supervisor as appointed by your department head and
notify the Office of Communications and Marketing.

•

When using an officially recognized social media channel, assume at all times that you
are representing Virginia Military Institute.

•

Confidential or proprietary college information or similar information of third parties,
who have shared such information with you on behalf of Virginia Military Institute,
should not be shared publicly on these social media channels.

•

VMI.edu, as well as Virginia Military Institute’s main social media accounts may choose
to post Institute related social media content generated by faculty, staff and/or students.
Virginia Military Institute’s main social media accounts can be accessed through the
Communications and Marketing.

•

Exercise discretion, thoughtfulness and respect for your colleagues, associates and the
Institute’s supporters/community (social media fans).

•

Avoid discussing or speculating on internal policies or operations.

•

A healthy dialog with constructive criticism can be useful but refrain from engaging in
dialogue that could disparage colleagues, competitors, or critics.

•

Be mindful that all posted content is subject to review in accordance with Virginia
Military Institute’s employee policies and editorial guidelines.

•

Virginia Military Institute logos and/or visual identity cannot be used for personal social
media without university permission. Please visit Virginia Military Institute’s Office of
Communications and Marketing website for guidelines.

•

Social Media Use Disclaimer: “We adhere to Facebook’s Terms of Use and Code of
Conduct, and we reserve the right to remove any content that is abusive and/or profane,

as well as advertisements for services, activities, and events not sponsored by Virginia
Military Institute.”
POLICIES
Facebook, http://www.facebook.com/vmi
Facebook Fan Pages will be created by the Marketing Director. Administrator privileges for
the page will be granted to the person or persons responsible for updating the page. A
member of the Office of Communications and Marketing must always hold an administrator
position on any Facebook Page.
The images for all VMI Facebook pages will maintain a consistent graphic identity and must
be coordinated through the Director of Marketing.
Facebook Fan Pages that do not follow these guidelines, or that are created without the
involvement of the Office of Communications and Marketing, will not be linked from the
Institute's primary Facebook presence or from the College Web site. All official VMI
Facebook presences should be coordinated through the Director of Marketing (this includes
pages, groups, etc.).
Facebook Pages offer certain advantages over Facebook groups, but also come with
additional responsibilities. If you are uncertain whether you want to create a Page or a Group,
contact the Director of Marketing.
Types of Facebook pages
•

A fan page is an offical page for a brand on Facebook, often with several thousand
fans. Examples include VMI’s official fan page for future students and others, and
the VMI Alumni Association page.

•

A group page promotes interaction based on common interests rather than personal
relationships. Membership for group pages can range from five or so members to
around 100. An example of a VMI group page is the VMI Rugby Club.

•

A personal page is an individual page used to build personal relationships with
"friends" and family members who ask to join your page or whom you invite to
become your "friend." You can set your page for everyone to see, or only allow
friends you have "confirmed" to see your content. Some people use their Facebook
page to network with colleagues as well, though LinkedIn is often preferred for
making professional connections. Personal pages do not require coordination of VMI
Communications and Marketing.

Facebook best practices for fan or group pages
•

Be clear about what your objectives are and who your audience is for your particular
Facebook page.

•

Keep content fresh and dynamic to keep people coming back to your site. Post
updates several times a week, but you don't need to overdo it. Although Twitter users
often post throughout the day, Facebook users might only post several times a week.

•

Keep the social networking aspects of Facebook by allowing people to communicate
with each other and by allowing opportunities for people to write on the wall and post
photos, videos, and links. You can ask questions in your updates, ask for photos, and
more to create interaction.

•

Put http:// before all Web sites in all URLs so the link is automatically hyperlinked
and only one click away.

•

Monitor your site and delete profanity or rude comments. Before responding to any
negative or inaccurate comments about VMI please contact the Director of Marketing
at goetzaf@vmi.edu.

Twitter, http://twitter.com/vamilitary
Twitter accounts may be created by the individuals responsible for posting updates. Before
creating your account, contact the Director of Marketing to discuss naming conventions.
When possible, use a department e-mail address or alias when registering the account to
ensure that a point of contact can always be reached.
Flickr, http://www.flickr.com/photos/vamilitary
VMI maintains one primary Flickr account. If you have photos from an Institute event you
would like to post to the official Flickr feed, contact the Director Marketing.
YouTube, http://www.youtube.com/virginiamilitary
If you would like a video posted to VMI's YouTube channel, contact the Director of
Marketing.
LinkedIn
Vimeo
GUIDING PRINCIPLES
•

Be transparent: Identify yourself so you can provide authenticity to your online
contributions.

•

Be respectful: Carry the professional norms of any Virginia Military Institute office or
function onto the social media platforms. Encourage feedback and two-way
communication.

•

Be generous: The Internet is about connecting with links. The more you link to relevant
material, the more contacts you will make and the more popular your own content will
become. The process of hyperlinking and allowing others to contribute content will help
you strengthen group membership.

•

Add value: Contribute your observations, experiences, and opinions related to topics you
are passionate about and understand well; cite your sources and separate opinions from
facts. If you decide to engage in the blogosphere, do so with a commitment to post
regularly and with professional conduct.

•

Aim for quality: Think about what you want to say; understand the context and the rules of
engagement, before you post your comments. Make your content rich and interesting for
others to read and share.

•

Use disclaimers: What you write is ultimately your responsibility. If you choose to identify
yourself as a VMI employee or discuss topics related to the medical school on any social
media channels, many readers will assume you are speaking on behalf of our organization.
Use disclaimers: make it clear that the views you are expressing are yours alone and not
necessarily those of Virginia Military Institute.

•

Be mindful of copyright laws: Show proper respect for the laws governing copyright and
fair use of copyrighted material owned by others.
If you receive media inquires about Virginia Military Institute: Notify Col. Stewart
MacInnis, Director of Communications and Marketing, at macinnissd@vmi.edu.
If your unit is planning to utilize multiple social media platforms to share information or
augment a communication campaign, the Office of Communications and Marketing, 111
Smith Hall, can advise you in developing a social media strategy. Please send your inquires
to Lt. Col. Amy Goetz at goetzaf@vmi.edu

FINAL SUGGESTIONS
If you have any doubt about posting content on these social media sites, please consult Lt. Col.
Amy Goetz, Director of Marketing- goetzaf@vmi.edu. Due to the evolving nature of social
media, the policies and guidelines are subject to revision by the Communications and
Marketing team. We also welcome feedback from the campus community.
Virginia Military Institute students and staff, please reference the Social Media Guidelines to
maintain and create accounts associated with Virginia Military Institute.

