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750 million visitors every month 
 76 percent of high school students said they use 

Facebook  
(2010 E-Expectations Report) 
     

90 million visitors a month 
 Of the 52 percent of students who have seen  

college videos, only 10 percent watched them  
on YouTube  
(2010 E-Expectations Report) 
       

More than 200 million users 
58 percent of journalists use Twitter  

(2010 PRWeek/PR Newswire Media Survey) 

Social Media Stats 



Social Media in PR 
•  Social media is transforming public relations 
•  Social media is an essential part of 

reaching your constituents 
•  What role can social media play in PR, 

specifically in higher education? 
•  Social media isn't the answer for every 

organization 



•  Use it to connect with your target audience 
–  two-way communication is vital 

     

•  Earn more media through social media 
      

•  Crisis management in social media 

Why Use Social Media? 



1.  Know your audience 
2.  Identify your goals 
3.  Create your social voice and key 

messages 
4.  Create a social media communications 

plan 
5.  Measure your performance 

Do Your Homework 



•  Listen – what is the chatter from other 
social networks? 

•  70-20-10 Rule  
•  70 percent of content not about your 

organization 
•  20 percent just interacting – social 

engagement 
•  10 percent hard-core promotional 

How to Use Social Media 



•  Understand/Engage - Talk to your 
audiences – not at them – it's a two-way 
street 

•  Post and monitor often – at least three 
times a week – a combination of fact-based, 
instructional, social and actionable 
information 

How to Use Social Media 



Good 
social  
media 
examples 
at 
UNI 



Good 
social  
media 
examples 
at 
UNI 



Good 
social  
media 
examples 
at 
UNI 



Good 
social  
media 
examples 
at 
UNI 





Social Media Resources  
www.uni.edu/social/resources 



UNI Social Media Policy 



Does my department need a social media site? 

Do you have the time to post frequently? 

Do you have the time to answer questions on your 
site promptly? 

Do you have time to monitor your Facebook site 
and keep it clear of spam and commercial posts? 

Can you produce compelling videos for use on 
YouTube, not just once, but at regular intervals? 

Twitter – Are you prepared to use it frequently to 
engage your audience 



Best Practices for Social Media 

•  Transparancy 
•  Responsibility 
•  Respect and Civility 
•  Representation and Endorsements 
•  Presence and Maintenance 
•  Community Building 
•  Confidentiality and Security 
•  Visual Identity 



Managing Content and Posts 
What do you post on your site?  
•  Do you allow posts to your site? 
•  Do you allow comments?  

Social Media Best Practices 



Managing Content and Posts 
Managing posts and comments by others  

–  Is it a commercial post? 
–  Have they asked a question that needs a response? 
–  Are they inaccurate? Is it worth correcting? 
–  Should other departments be notified of the post? 
–  What is the tone of the post or comment? 
–  Do we need to warn against personal attacks? 
–  Do we know the person’s background?  
–  Is the community responding? 

Social Media Best Practices 



Does it infringe upon free speech? 
Social Media Best Practices 



Social Media Best Practices 

YES

YES

DISCOVERY 
SOCIAL MEDIA POSTING

Including, but not limited to posts/comments on blogs, Twitter, news stories 

Facebook and message boards. 

Is the post positive or balanced? 

“TROLLS”
Is this a site dedicated to 

bashing and degrading others? 

“RAGER”
Is the posting a rant, rage, 
joke or satirical in nature? 

“MISGUIDED”
Are there erroneous facts

in the post? 

“UNHAPPY CUSTOMER”
Is the post as a result of 
a negative experience?

EVALUATE 
NO

NO

NO

NO

NORESPOND 

MONITOR ONLY
Avoid responding 
to specific posts, 

monitor the site for 
relevant information 

and notify 
UNI U R

FIX THE FACTS
Do you wish to 

respond with factual 
information? 
(See Response 
Considerations)

YES

RESTORATION
Do you wish to 

rectify the situation 
and act upon a 

reasonable solution? 
(See Response 
Considerations)

YES

YES

FINAL EVALUATION
Write response for 

current circumstances 
only. Will you respond? 

SHARE SUCCESS
Do you wish to proactively share 

your story and your mission?
(See Response Considerations)

YES

RESPONSE CONSIDERATIONS 
YES YES

CONCURRANCE
A factual and well-cited 

response, which may agree 
or disagree with the post, 

yet is not factually 
erroneous, a rant or rage, 

bashing or negative in 
nature. 

You can concur with the 
post, let it stand or provide a 

positive review. 
Do you want to respond?

YE
S

YES
LET IT STAND

Let the post stand, 
no response

NO

TRANSPARENCY
Disclose your 

UNI connection

SOURCING
Cite your sources 
by including links, 
video, images and 
other references

TIMELINESS
Take time to 
create good 
responses. 

TONE
Use a tone 

that positively 
reflects on 

UNI

ACCURACY
Check 

spelling, 
grammar & 
accuracy 

UNIVERSITY OF NORTHERN IOWA
Social Media Response Procedure



Examples: 

Facebook  
posts  
we  
like… 

Social Media Best Practices 



Examples: 

Facebook  
posts  
we’re   
not 
sure 
about… 

Social Media Best Practices 



Examples: 

Facebook  
posts  
that  
require  
some 
thought 

Social Media Best Practices 



Social Media Analytics 
HootSuite 
•  Social Media communications dashboard 
•  Publishes to websites such as Facebook, 

Twitter, LinkedIn and Foursquare 
•  Features 

– Multiple networks 
– Custom analytics 
– Schedule messages 



HootSuite: Twitter 



HootSuite: Facebook 



 Twitter                                  Facebook 



HootSuite Analytics 



Social Mention 
•  Social media search and analysis platform 
•  Track and measure what people are saying 

about you 
•  Social Mention monitors 100+ social media 

properties directly including Twitter, Facebook 
YouTube and Google 



Social Mention: University 
of Northern Iowa 
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Facebook Profile Images 
•  Facebook icon size 

– 180 x 540 pixels 
– Thumbnail target area  

should be 180 x 180 

Managing Profile Photos and Landing Pages 



Facebook Landing Pages 



Facebook Landing Pages 
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Facebook Landing Pages 



Instructions for Facebook Landing Pages 
at www.uni.edu/social/resources 

Facebook Landing Pages 



What’s in the Future? 


