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I. INTRODUCTION 
 

A. �6�R�F�L�D�O�� �P�H�G�L�D�� �L�V�� �D�� �S�R�Z�H�U�I�X�O�� �W�R�R�O�� �I�R�U�� �W�H�O�O�L�Q�J�� �W�K�H�� �8�Q�L�Y�H�U�V�L�W�\�� �R�I�� �'�H�Q�Y�H�U�¶�V�� �V�W�R�U�\����
building relationships, fostering engagement with key audiences, and raising 
awareness, understanding, and visibility of the brand. The University supports 
the use of social media to enhance its academic and research mission and 
promote its vision of a private university dedicated to the public good.  
 

B. The University adopts this Policy, together with supporting guidelines, which 
applies to the entire DU community, to protect the integrity of the image and 
likeness of the University and to assist the University community with the 
creation and management of University social media accounts. 
 
 

II. POLICY OVERVIEW 
 

A. All University social media accounts must:  
1. Have administrative access credentials recorded with MarComm;  
2. �%�H�� �O�L�Q�N�H�G�� �W�R�� �D�� �G�H�S�D�U�W�P�H�Q�W���X�Q�L�W�¶�V�� �H�P�D�L�O�� �D�F�F�R�X�Q�W (not to a personal email 

account);  
3. Have more than one employee with ability to act as the account 

administrator; and 
4. Not be administered by students except where such student 

�D�G�P�L�Q�L�V�W�U�D�W�R�U���V������ ���D���� �K�D�Y�H�� �F�R�P�S�O�H�W�H�G�� �0�D�U�&�R�P�P�¶�V�� �V�R�F�L�D�O�� �P�H�G�L�D�� �D�F�F�R�X�Q�W��
administrator training, and (b) are administering such account under the 
supervision of a member of the University faculty or staff. In the instance 
of student organizations, a faculty or staff advisor must serve as an 
account administrator. 
 

B. Inappropriate, unauthorized, injurious and illegal content that does not comply 
with this Policy or the social media guidelines may be removed by University 
employees identified as account administrators or at the direction of MarComm. 
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https://www.du.edu/marcomm/social-media-guidelines#:~:text=Do%20not%20share%20rumors%2C%20personnel,it%20on%20other%20University%20accounts.
http://www.du.edu/media/documents/statement-policy-principles-foe-4-27-rev1.pdf
http://www.du.edu/media/documents/statement-policy-principles-foe-4-27-rev1.pdf
https://www.du.edu/marcomm/social-media-guidelines#:~:text=Do%20not%20share%20rumors%2C%20personnel,it%20on%20other%20University%20accounts.
https://www.du.edu/social-media-directory
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IV. DEFINITIONS 
 
A.  “Social media” includes, but is not limited to, all means of communicating or 

posting information or content of any sort on digital platforms, including but not 
limited to blogs, Wikipedia or other wikis, Facebook, Instagram, Twitter, 
Snapchat, YouTube, LinkedIn, TikTok, message boards, chat rooms, whether 
associated or affiliated with the University, as well as any other forms of 
electronic communications. 
 

B.  “University social media account” means any use of social media that claims 
to represent or speak on behalf of the University. 

 
C.  “University 

https://www.du.edu/media/documents/statement-policy-principles-foe-4-27-rev1.pdf
https://www.du.edu/media/documents/statement-policy-principles-foe-4-27-rev1.pdf
https://denverpioneers.com/documents/2022/4/26/202122_Social_Media_Networking_Policy.docx
https://www.du.edu/it/about/it-policies

