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2.SOCIAL MEDIA POLICY

A. Purpose
This policy aims to establish guidelines for the rationale and systematic use and management of ULAB's soclal media
platforms. This will ensure that the content aligns with the university's core objectives of enhancing its brand image, amplify
reach and expand audience, and engage in constructive industry engagement.

B. Scope

This policy applies to all ULAB employees, departments, centers, and units that wish to contribute content to ULAB's social
media presence through its central social media platforms.

C. User & Application

1. Users of this section of Communications Policy are all ULAB employees and external stakeholders who are in direct
and indirect control of the social media platforms and are able to manage contents on the ULAB social media
channels; whether directly, through an agency or representative of an agency.

2. Users will be held personally liable for any commentary deemed to be defamatory; obscene; proprietary to or owned
by others; or libelous to ULAB, its stakeholders or any other person or entity. For these reasons, users should
exercise caution with regard to exaggeration, colorful language, guesswork, obscenity, materials used in content,
conclusions, images and/or video and derogatory remarks or characterizations.

D. Code of Conduct on Social Media Platforms
1. ULABemployees

a. Canuse social media to post materials related to ULAB, and to engage audiences in different ways while
complying to the guidelines stated in this policy.

b. Must never represent ULAB in a false or misleading way. All statements must be true and not misleading; all
claims must be substantiated.

c. Must never comment on anything related to legal matters, political issues or any parties that ULAB may be in
litigation with.

d. Must refrain from posting a link to any material that have not been vetted thoroughly and carefully.
e. Must not cite or refer partners or stakeholders of ULAB without their approval.

f.  Must never identify a stakeholder by name without permission and discuss confidential details of any
stakeholder engagement.

2. [External Audience
a. Must post meaningful, respectful comments.

b. Must not post spam or remarks that are off-topic or offensive; ULAB holds the right to delete/report/ban
such comments and users, if posted.

E. Objectives of ULAB’s Social Media Presence

1. Attract prospective students and parents

a. Showcase the academic aspect of ULAB
i. Types of scholarships available for students (For example, VC's Scholarship, Named Scholarships)
jii. Prominent faculty members of ULAB (For example, Kaiser Sir)
iii. Features of ULAB that would benefit students (For example, URMS, International Affiliations, Liberal
Arts philosophy)
iv. Other relevant content to attract prospective students
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b. Showcase student life at ULAB:

i.
ii.
iii.
iv.

Campus life of students (For example, studying together under a tree)

Student activities (For example, Fair Play Cup)

Club activities (For example, Idea Hunter hosted by Digital Club)

Part-time working students at ULAB (For example, working as a photographer for a event at ULAB)

¢. Showcase ULAB's employability factor

i
i,

iii.

Employability of ULAB students by highlighting working alumnl, such as publicizing Anika
Mumtahina, CEO of Zatiq and listed under Forbes 30 under 30.

Connections between ULAB and the job market through the publicizing of key MoUs, such as MoU
between JAAGO Foundation and ULAB.

Showcasing ULAB's industry network through the presence of key industry figures at ULAB events,
such as Foundation Day, Convocation, Fresher's Orientation.

2. Raising University Profile

a. Promote ULAB's achievements as an organization
i. University rankings

ii. Key MoUs between ULAB and other reputed organizations

iii. International affiliations and accreditations

iv. Association of Faculty Members with renowned international and national organization

v. Community engagement and partnerships.

b. Promote ULAB's knowledge creation and dissemination capacity
i. Seminars held at ULAB

ii. Publicizing new research papers

F. Content Guidelines

Key Statistics

Relevant Content

Facebook Page Audience 1. Content aligned with the Content not aligned with the
260,000 (10 July 2024) objectives of attracting objectives of attracting prospective
prospective students or raising students or raising the university

ULAB Population the university profile. profile, such as, but not limited to:
~10,000 (Students + Faculty 2. Contents that appeal to the i.  Internal departmental
Members + Admin) broader social media audience announcements.

ii.  Routine administrative information.
Ratio of ULAB Population to jiii.  Information targeted to only ULAB
FB Audience students and/or ULAB population
~3.85% Content that appeal and/or relevant

to only the ULAB population

Non-Relevant Content

G. Content Types

=

=N

Student activities winners 2. Features of ULAB that would
Club activities 2. Prominent faculty members of benefit students _
Part-time working students at ULAB 3. Prominent faculty members of
ULAB 3. Features of ULAB that would ULAB
benefit students 4. Connections between ULAB
4. Employability of ULAB and the job market through
students by highlighting the publicizing of key MoUs
working alumni 5. University rankings
5. Showcasing ULAB's industry 6. Key MoUs between ULAB and
network through the presence other reputed organizations
of key industry figures at
ULAB events
6. University rankings

Campus life of students 1. Individual scholarship 1. List of Scholarships winners
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papers

7. Key MoUs between ULAB and
other reputed organizations

8. Intermational affiliations and
accreditations

9. Association of Faculty
Members with renowned
international and national
organization

10. Community engagement and
partnerships

11. Seminars held at ULAB

12, Publicizing new research

H. Distribution of Content Across Soclal Media Channels

Targeting a broader category of audience, with the age

Targeting the narrower category of youth, with the age

range from 16 to age 55 years of age. range from 16 to age 24.
1. Prominent faculty 1. Prominent faculty 1. Campus life of 1. Campus life of
members of ULAB members of ULAB students students
2. Employability of 2. Employability of 2. Student activities 2. Student activities
ULAB students by ULAB students by 3. Club activities 3. Club activities
highlighting highlighting 4, Part-time working 4, Part-time working
working alumni working alumni students at ULAB students at ULAB
3. Showcasing ULAB's 3. Showcasing ULAB's 5. Individual 5. Features of ULAB
industry network industry network scholarship that would benefit
through the through the winners students
presence of key presence of key 6. Features of ULAB
industry figures at industry figures at that would benefit
ULAB events ULAB events students
4. University rankings 4. University rankings
5. KeyMoUs between 5. Key MoUs between
ULAB and other ULAB and other
reputed reputed
organizations organizations
6. Internmational 6. International
affiliations and affiliations and
accreditations accreditations
7. International 7. International
affiliations and affiliations and
accreditations accreditations
8. Community 8. Association of
engagement and Faculty Members
partnerships with renowned
9. Seminars held at international and
ULAB national
10. Publicizing new organization
research papers 9. Community
under Knowledge engagement and
Pillar partnerships
10. Seminars held at
ULAB
11. Publicizing new
research papers
under Knowledge
Pillar
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. Development and Submission of Soclal Media Content

Internal (Within the Communications Ollice) Extermal (Depmartmental Reguests)

1. ULAB Communication office to make the plan along 1. Departments and units must submit written
with the budget, if needed, for execution for Request for Content Development (RCD, Appendix
developing a content or campaign. 1) to the ULAB Communication Office for the

development of soclal media content, for either
their own departmental social media page, or for
the ULAB central social media platforms.

2. The plan and budget must be submitted to Pro-VC
for approval, and will be rolled out for execution
only after approval of both plan and/or budget.

2. Request for Content Development (RCD) should
include a brief description of purpose, target
audience, relevance to ULAB and any relevant
media (photos, videos, etc.).

3. Timeline of completion is dependent on available
resources and existing workload.

4. Technical parameters and information validity

must be ensured by the Communication office. 3. The ULAB Communication Office will review each
{ ‘ RCD to ensure alignment with the policy objectives.
| S. Final content to l3e approved by Pro-VC for upload Feedback will be provided for any necessary
‘ to the social media pages. adjustments. If the RCD does not adhere to the

policy objectives, the Communication Office has the
right to refuse development of the content.

4. Content will be developed after RCD is approved by

the Communication Office through its alignment to
[ the policy objectives. If the content cannot be
developed internally with the Communication
office resources, then the concerned department
must provide a budget for outsourcing the project,
with adequate time in hand. If the deadline and /or
development of content is not manageable by the
Communications Office, then department has to
carry out the project on its own.

5. Timeline of delivery of content is dependent on
available resources within the Communication
Office and/or on the budget allocated by
department in case the project is outsources due to
insufficient internal resources. Deadlines to be
ascertained through discussion between the
Communication Office and the concerned
department in respect to the available resources.

6. Parameters of technical quality to be checked by
Communications office. Validity of information to
be checked by department.

7. Final approval of social media content for upload
must be acquired from Pro-VC (Dr. Jude Genilo
Williams).

J]. Emergency Posts

For urgent or time-sensitive content, departments must contact the Communication Office directly for expedited review and
posting, keeping the Pro-VC in CC. Final decision to be made by Pro-VC.

K. Quality Control
1. All content must adhere to ULAB's branding guidelines and maintain high-quality standards.
2. Content should be engaging, informative, and visually appealing.
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L. Roles and Responsibilities

1. VG, Pro-VC & the Communication Office Staff members are Jointly responsible for monitoring compliance with the
policies and guidelines in this section. They are also responsible for overseeing quality of the content and
appropriate infrastructure and resources to communicate ULAB’s vision, mission and work through social media
platforms.

2. The Communication Office is responsible for soclal media content population, centrally and through the department;
discussion and provision of guldance on appropriate soclal media usage for ULAB; and continual formulation of
strategies to engage audiences with ULAB.

3. Departments must assign a focal person who can be the departmental llaison with the Communication Office for the
exchange of information related to but not limited to the development of content, identifying appropriate topics for
social media content, identifying areas of improvement and adhering to the policy guidelines.

4. The Communication Office will monitor social media metrics and engagement to assess the effectiveness of content.

S. Regular reports will be shared with relevant stakeholders, when needed and if necessary, to inform future content
strategies.
M. Compliance and Enforcement

1. All departments and units must adhere to this policy to ensure consistency and alignment with ULAB’s social media
objectives.

2. Non-compliant content will not be approved for posting.
N. Training and Support

The Communication Office will provide training and support to internal staff members and departments allocated personnel
on best practices for content creation and social media engagement.

0. Policy Review

This policy will be reviewed annually and updated as necessary to reflect changes in social media trends and university
objectives.

P. Exceptions

Any exceptions to this policy must be approved by the Vice-Chancellor, Pro-Vice Chancellor or an appointed representative by
VC and documented by the Social Media team in the Communication Office.

Q. Effective Date

This policy is effective as of 15 July 2024 and will be reviewed annually for relevance and accuracy.

Submitted By Approved By
/lg.Ol-QB )\Y\ 15:01-2025
Asifur Rahman Khan Professor Jude William Genilo
Head, Communication Office Pro Vice-Chancellor
University of Liberal Arts Bangladesh University of Liberal Arts Bangladesh
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