


1 
 

Contents 
 

GENERAL .......................................................................................................................... 2 

Purpose ............................................................................................................................ 2 

Scope ............................................................................................................................... 2 

Definitions ....................................................................................................................... 2 
 

SOCIAL MEDIA USE ........................................................................................................... 3 

Primary Goals of Social Media .......................................................................................... 3 

Social Media Landscape .................................................................................................... 3 

How is the University using Social Media? ........................................................................ 3 

Target Audiences .............................................................................................................. 4 

Applying for a UniSA Social Media Account ....................................................................... 4 
 

PROFESSIONAL USE OF SOCIAL MEDIA .............................................................................. 6 

Posting on University Social Media ................................................................................... 6 

Posting as a Representative of the University on Externally Hosted Social Media .............. 7 

Further Advice and Assistance .......................................................................................... 8 
 

PERSONAL USE OF SOCIAL MEDIA ..................................................................................... 9 

Further Advice and Assistance ........................................................................................ 10 

APPENDIX....................................................................................................................... 11 
 

 
  



2 
 

GENERAL 

Purpose 
 
The University of South Australia (‘the University’) recognises that social media and social 
networking are valuable and increasingly essential business tools. However, use of social media may 
create legal and ethical dilemmas if on-line behaviour is poorly thought through, unprofessional, or 
unlawful. These Guidelines aim to inform staff members of the types of social media used by the 
University, business benefits of social media, as well as expected standards of use and the 
consequences of inappropriate use. These Guidelines are designed to protect staff, as well as the 
University’s image and reputation, confidential information, and intellectual property.  

Scope 
 
These guidelines apply to all employees, volunteers (including adjuncts), agents, contractors, and 
subcontractors performing work for the University. These guidelines should be read in conjunction 
with University Policies and Procedures which relate to social media use (see Policy Bank). These 
Guidelines do not detract from a staff member’s overarching duty not to act in a way that may cause 
damage to the University or risk of harm to the health or safety of members of the University 
community.  

Definitions 
 
‘Personal Use’ [of social media] means private use, at work or at home, that does not occur at the 
direction of the University. It includes, for example, posting on a personal Facebook ‘wall’, writing 
and sharing a blog post from a personal blog, and sharing photographs taken with a personal device.    
 
‘Professional Use’ [of social media] means use in an official capacity as a representative of the 
University, or at the direction of the University, or with the University’s consent. It includes, for 
example, use in the course of creating, maintaining, and monitoring division, school, research or unit 
profiles, or under existing University social media channels, maintained by the Communications and 
Marketing Unit, or to provide an opinion as an expert and representative of the University.  
 
‘Social media’ refers to websites and applications used for social networking. Common social media 
applications include social networking sites such as Facebook and LinkedIn, blogs (personal, 
professional and those published anonymously) and microblogs such as Twitter, content sharing 
websites such as YouTube and Instagram, and discussion forums and message boards.  

‘Social networking’ means the use of dedicated websites and applications to communicate with 
other users, or to find people with similar interests to one’s own. (Oxford Dictionary) 
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SOCIAL MEDIA USE 

Primary Goals of Social Media 

The University embraces social media as a set of communications channels for a variety of reasons. 
Social media can assist with: 

• Engaging with prospective students early in their decision making process and making them 
feel part of the University community. 

• Promoting the benefits of studying at UniSA and providing information, support, and advice 
to prospective students. 

• Building relationships and increased engagement with current UniSA staff and students. 
• Providing student support services to current students. 
• Building contact with like researchers and promoting UniSA research work 
• Connecting staff nationally and internationally; including recruitment of new staff   
• Delivering a high level of customer service to enquirers. 
• Developing relationships with key community groups online. 
• Building a national and international profile and reputation for the academic profile of the 

University. 

Social Media Landscape 
 
Social media refers to online community sites including Facebook and LinkedIn, file sharing sites such 
as Instagram and YouTube, blogs, forums and microblogging sites like Twitter. Social media allows 
for the easy sharing and re-purposing of existing content, expanding the reach of work, and enabling 
others to share it with their friends and networks. Social media is a type of digital communications 
where the emphasis is on user generated content. The benefits and characteristics of individual sites 
and platforms vary, just as they do in the print media or other communication mediums. 

How is the University using Social Media? 

Social media channels are used by the University in a similar way to other media forms. Social media 
is a tactic and its use can vary depending on the communications and marketing strategy pursued. 

Below are some of the more prominent social media tools currently being used by the University to 
facilitate conversations with key stakeholders. While there are many other social networking sites, 
the select number shown are those channels where the University’s key target audiences can be 
found. Currently the primary channels used are: 

• Facebook – Micro blog, news and events, videos, photos 
• Twitter – Micro blog, news and events 
• YouTube – Video  
• LinkedIn – Professional networking, news and events 
• Flickr – Photos 
• Instagram  - Photos 
• Google+ – Micro blog, news and events, videos, photos 
• Weibo (Chinese) – Micro blog, news and events, videos, photos 
• Youku (Chinese) – Video 
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PROFESSIONAL USE OF SOCIAL MEDIA  

Posting on University Social Media 

Material posted on University social media sites and platforms has the same status as any public 
communication from the University. Appropriate policies should be observed and approvals should 
be obtained. The following guidelines also apply.  

Think about the audience 

When responding to comments or tweets, be personable, accurate, relaxed and friendly, as 
appropriate to the channel or social media site.  

It’s not a one-way conversation 

Engage with and listen to others. Social media is not a broadcasting tool. Comment and respond to 
the conversations.  

Respond in a timely manner 

Responses to queries should be timely and information posted should be up-to-date and accurate. 
State openly how long it will take to reply to enquiries once they are made. The preferred average 
time to respond to an enquiry is 3 hours. 

Ensure confidentiality 

Where confidential, private or sensitive information is concerned, be wary. Social media is inherently 
insecure so unless the sharing of information is authorised or specifically requested, do not disclose.  

Abide by the law 

Do not post content that violates any state or federal laws. Get permission to use or reproduce 
copyrighted content. 

Trust and credibility 

Always act honestly to ensure credibility is maintained. If mistakes are made, be the first to admit 
them, and where possible make public corrections. 

Be a valued community member  

Share the best information from trusted sources outside of the University. This will increase the 
value of its profile and will ensure that the University is a valued member of the community. 

Use of images and/or video 

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 University representatives specifically for the purpose of posting 
or distribution. For assistance with release forms, contact the Communications and Marketing Unit. 



http://www.unisa.edu.au/


http://w3.unisa.edu.au/cmk/web/socialmedia.asp
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Consider the implications of ‘Friending’ 

Staff members should consider the short and long term implications of sending or accepting “friend” 
requests (e.g. through Facebook) from colleagues or business partners of the University. This has the 
potential to blur professional boundaries. Care should be taken when posting amongst friends who 
are also colleagues, as the post may be connected to work and negatively impact on relationships in 
the workplace. 

Further Advice and Assistance 

If a staff member is unsure whether their personal use of social media may contravene these 
Guidelines they should speak with their local Human Resources Officer.  



https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-1/
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-2/
https://i.unisa.edu.au/policies-and-procedures/codes/miscellaneous/discrimination-staff/
https://i.unisa.edu.au/policies-and-procedures/codes/miscellaneous/discrimination-staff/
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-17/
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-5/
https://i.unisa.edu.au/contentassets/a6b4fdbe8e6545c59ad88ef910ddd9dc/sexual-assault-and-sexual-harassment-policy.pdf
https://i.unisa.edu.au/policies-and-procedures/university-policies/hr/hr-32/
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-21/
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/
https://i.unisa.edu.au/policies-and-procedures/university-policies/
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p1
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p2
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p3
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p4
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p5
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p6
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p7
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p8
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p9
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p10
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p12
https://i.unisa.edu.au/policies-and-procedures/university-policies/corporate/c-22/#p11
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