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Using Social Media 
 

 To use or not to use, that is the question.  

 Social media can offer a wide range of results depending on what goal your department 
is attempting to reach. Therefore, there are a few good reasons to want to use social media, 
but there are also reasons why you should not. 

Is social media right for you? 
 

 

 

 
 

Yes
You have a large 

enough audience to 
generate a substantial 
amount of feedback

You have the time and 
staff to keep the 

account, page, etc. 
monitored and current

There is no other 
department or 

university affiliated 
account with the same 

purpose

No
You're audience is 

limited or your target 
users are not actively 

using social media

You will create the 
page, account, etc. and 
eventually abandon it

An account is already 
handling social media 

for your department or 
organization



 
 

Choosing the right network 
 

 First and foremost, you should be aware of the other university-affiliated organizations 
or departments that are utilizing social media. If you are unaware of these accounts, you can 
either visit the closing section of this guidebook to see a few of the main networks, or visit 
www.iup.edu/socialmedia for a complete list. 

 If you have completed that first step and determined you belong on a social network, 
then it is time to decide which network you belong on. To do this, you need to ask yourself a 
few key questions: 

Who is my audience? 
 

 The groups that you are trying to reach through social media are one of the largest 

factors of choosing the correct network. Here is a chart of what network might be the best 

place to reach specific audiences for your department or organization: 

 

 

Network

Facebook

Twitter

LinkedIn

YouTube

Audience

Current/Prospective 
Students

Alumni

Current/Prospective 
Students

Alumni

Faculty/Staff

Alumni

Faculty/Staff

Current/Prospective 
Students

Alumni

http://www.iup.edu/socialmedia


 
 

What is my goal? 
 

 Do you want to reach a specific audience?  

 Do you want to reach the largest audience possible?  

 Do you want to set up networking possibilities? 

 These are all questions that you should be asking yourself in deciding which network 

would best fit your department or organization. Here is a chart of social networks and what 

each can help you do: 

 

 

Network

Facebook

Twitter

LinkedIn

YouTube

Goal

Reach 
current/prospective 
students & Alumni

Large network with 
many users

Large network with 
many users

Reach 
Current/Prospective 
students & Alumni

Subgroup to Alumni Page 
creates many networking 

opportunities

Reach large audience 
inside and outside of the 

university setting



 
 

 

How much time do I have to maintain it? 
 

 Firstly, if you do not have the time or manpower to maintain any page, then do not 

create an account on any social platform. That being said, it is necessary to think about exactly 

how much time will be spent of your day maintaining whatever network you choose. 

Maintaining social media is a lot of work, but the time spent on each daily will be a direct 

reflection of which network you ultimately choose. 

Facebook 

 

 It is recommended that you have 0-1 posts daily on Facebook. This doesn’t take much 

time to plan, write, and publish the post; however, the time will be required when you 

measuring success of your product. Facebook helps you out a bit with this with the “Insights” 

feature. 

 

Twitter 

 

 Depending on how you handle posting your daily tweets will determine how much time you 

ultimately spend. Enterprise programs such as HootSuite, Tweet Deck, CoTweet, and more, offer  you a 

one-stop shop type utility for posting tweets. These programs offer social media scheduling, link-

shortening, analytics, and more depending on the program. Once again, analyzing your success is where 

most of the time is spent. 

 

LinkedIn 

 

 This is perhaps the network with which you would spend the least time maintaining, although it 

is not simply effort-free once you create your subgroup. You still have to maintain contact and manage 

the subgroup to garner the best results from the network. 

 

YouTube 

 



 
 

 It is recommended that you send your videos directly to the IUP Web Team, so 

maintaining this network would not be much of a hassle. There is more about this in the 

YouTube section of the guide. 

 

 Now that you’ve determined which network may be the right way to take your 

department or organization, it is time to look at each network individually. We will take a look 

at the tools that each offer and strategies of how to use them, as well as some writing tips for 

each network. Let’s get started. 

Facebook 
 

 If you are planning on entering Facebook, then you need to do it using a “Page.” Pages 

offer many things that “Profiles” do not and are the correct way to go if you want to represent 

your department or organization effectively. Perhaps a quick overview of these two products is 

necessary: 

 

Page v. Profile 
 

Profile 

  

 According to the Facebook Help Center, profiles represent individuals and must be held 

under an individual name.  

Ex.) Say John Doe wanted to join Facebook. He would sign up and create a “Profile” rather than 

a “Page” since he is an individual and not representing an organization to maintain a 

professional presence on Facebook. 



 
 

 Here is an example of what not to do: 

  

 The “Ima Crimsonhawk” profile was created for the purpose of answering questions 

posed by students, family members, etc. as a “real” person rather than a department or 

organization. This is a bad decision for two reasons:  one, hearing from the source (department, 

organization, etc.) is much more reliable than hearing it from a fake person. An administrator of 

a page can answer a question if said department or organization wants the answer to come 

from an individual. Also, Facebook deletes inappropriate profiles such as this in time, which 

means that at anytime “Ima Crimsonhawk” could be deleted from the network and unable to 

answer any questions in general. 

 

Page 

 

 

 

 

 

 



 
 

 Pages allow an organization, business, celebrity, or band to maintain a professional 

presence on Facebook. Pages may only be created to represent real organizations of which you 

are an authorized representative (ex. Indiana University of Pennsylvania). 

 Also, Pages are managed by “administrators” who have personal Facebook profiles. 

Pages are not separate from profiles; you have the option of creating a page using your 

personal profile.  

 As creator of the Facebook page you are the first administrator and can appoint more 

administrators. The best practice is to have multiple (at least 3) administrators at any given 

time in case one admin has to be removed for any reason. 

 It is important to note that once you have gathered 100 or more fans, you cannot 

change the title of your page. Therefore, it is best to make sure the title you choose can be 

effective long-term and easily found.  

 

GOOD:  IUP Journalism Department 
NOT SO GOOD:  JRNL Dept. (IUP) 
 

 Even though you need a profile to create a page, a page is the best practice for engaging 

your audience in social media, if Facebook is the way you want to go. 

 Now let’s see what the rest of the tools can do for you. 

Facebook Tools 
 

 Each tool can be utilized for different things; however, let’s get a good idea of what each 

tool is before getting into what they can do. 

 

Status (“What’s on your mind?”) 

 

 The status bar toward the top of the page allows you to type in a message to your 

audience. The message will appear on the page wall and will also appear in the news feed of 

those who “like” your page. These are also called “Wall Posts.” 

 

News Feed 

 



 
 

 The news feed is a stream of information that is presented to each Facebook user on 

their Facebook home screen. The information that your organization shares through its page 

will appear in the feeds of those who “like” your page. 

 

 

 

 

 

 

 

 

 

 

Wall Posts/Comments 

 

 Similar to the status bar, wall posts and comments allow users to interact with your 

posts. Also, it gives you an opportunity to interact back with them. 

 

 WARNING: Do not feel obligated to respond to every comment that is written on your 

page. It is bad practice. Respond to comments or posts that warrant a professional response. 

This will be discussed further in the “Writing for Facebook” section. 

 

 

 

 

 

 

 



 
 

Likes 

 

 Along with comments, likes are the best way to see if your page is actually receiving 

feedback from your audience. This tool is pretty self-explanatory, as you can see a like button 

not only next to the title of your page, but also on every comment, post, picture, etc.  

 

Photos 

 

 Photo albums and photo uploads are a good way to get audience participation without 

putting up the same old daily posts. It is important not to overload the page with photographs, 

as users’ newsfeeds being constantly overwhelmed with these kind of posts may get your page 

nothing but an “Unlike.” 

 

 

 

 

 

 

 

 

 

 

 

 

 

Videos 

 

 Generally speaking, you don’t want to upload your videos to your Facebook page. There 

is “Videos” tab on each page or profile that offers you the ability to post videos to your page, 

but it is recommended that you e-mail your videos to the Web Team for inclusion on the IUP 



 
 

YouTube channel – the size of the network ultimately matters if you want your material to be 

seen. 

 

 

 

 

 

Links 

 

 You can share links to virtually anything by clicking the “Links” tab located just above the 

status bar. After you’ve inserted the hyperlink, you can do several things:  You can change the 

thumbnail image next to the link and description, you can edit the link title, and you can edit 

the link information.  

 

 

Insights 

 

 This is the analytic portion of your organization’s Facebook page. The Facebook Help 

Center defines insights as the metrics around a Facebook Page owners’ content. 

 “By understanding and analyzing trends within user growth and demographics, 

consumption of content, and creation of content, Page owners and Platform developers are 

better equipped to improve their business with Facebook.” 

 In other words, insights provide you with information describing who is viewing your 

material, and how often it is being viewed. 



 
 

 

 

 

 

 

 

 

 

 

 

 

 Now that you have a clear understanding of each Facebook tool, let’s take a look at 

what they can do for you: 

 

 

 You can find more tips on the Facebook Help Center:  http://www.facebook.com/help 

• Spread basic information to your users

• Break information about upcoming events, recent news, etc.Status

• See what other organizations/departments are doingNews Feed

• Allows users to give feedback on your posts.

• Help to measure success -- if people are participating.Wall Posts/Comments

• A way of measuring post success.

• Create interesting, relevant, posts to encourage more user likes.Likes

• Use photos as an engaging way to generate user-feedback or to promote your organization 
or department in a creative way.Photos

• Use links to promote articles, YouTube videos, or anything that promotes or relates to your 
department or organization.Links

• Your Facebook analytics.

• Use Insights to help measure your success on Facebook, find your demographic, and more.Insights

http://www.facebook.com/help


 
 

Writing for Facebook 

 

 Now that you understand how to set up your page and what tools are available, it is 

time to discuss writing for your Facebook Page. 

 

How much is too much? 

 

 The best practice for posting on Facebook is to limit the number of posts to about one-

per-day. Unlike Twitter, too much posting can actually hurt your organization in the long-run. 

Users typically don’t like to see their news feed flooded with redundant, or excessive posts. 

 

You aren’t writing headlines 

 

 When writing for Facebook, Twitter, etc., you want to write conversationally while 

maintaining a professional demeanor. What exactly does that mean? Here’s an example: 

 

 GOOD:  The IUP Alumni Association, with cooperation from alumni who've 

created IUP-related  LinkedIn groups, is consolidating all current alumni groups on 

LinkedIn to create one extensive  career network. Join today 

 

 NOT SO GOOD:  IUP Alumni Association to consolidate all current alumni LinkedIn 

groups. 

 

It might be exciting news, but easy on the punctuation 

 

 Have a big event coming up? Want to add a little extra something to that post to gather 

excitement from your audience? Might as well just tack on an exclamation point at the end, 

right? Not necessarily. 

 While adding exclamation points, or beginning a post with questions, does help pull the 

reader in, if you use either punctuation mark too often it doesn’t have the same effect after 

awhile. Don’t give up the variety all together, though – a variety will keep your readers coming 

back. 

 



 
 

Dates  

 

 When including dates with a post, hold off on adding an “nd” or “th.” Here’s an 

example: 

 GOOD:  July 15 

 GOOD:  July 15, 2011 

 NOT SO GOOD:  July 15th 

 

Time 

 

Including a time element in your post is important, and it is important to communicate it in the 

most understandable manner. You want to include the exact time (with minutes) if possible. 

Here’s what to do: 

 GOOD:  8 p.m. 

 GOOD:  8:05 p.m. 

 NOT SO GOOD:  8 PM – 8 O’clock – 8 pm 

 NOT SO GOOD:  12 noon (write either 12 p.m. or noon) 

 

Twitter 
 

 Twitter is one of the most booming social networks around. As of April 2010, Twitter 

had 105,779,710 users, according to The Huffington Post. That number has surely sky-rocketed 

since, as twitter gains new users at a rate of about 300,000 per day. 

Before you tweet 

Make sure the numbers are there 

 

 This holds true with every social network; if the audience isn’t there, then there is no 

point in trying to reach them. Assess the number of people that interact with other social 

networks you utilize and determine whether or not they will “follow” you to Twitter. 



 
 

 Also, make sure you have the time and personnel to manage the account. A Twitter 

account that is abandoned might as well have never been created. 

 

Determine if you already have a presence on Twitter 

 

 IUP already has a presence on Twitter. Of course, there is the main university account 

(@iupedu) but there are also a few off-shoots. Make sure that one of these accounts is not 

already handling tweets regarding your department/organization. 

 

 See the “Social Media in Progress” section of the guidebook to see what IUP is already 

managing or visit www.iup.edu/socialmedia 

 

Make sure there will be enough information to put out there. 

 

 So you have enough information for one Facebook post per-day. Great. The question is, 

do you have enough for about 15-20 tweets per-day?  

 

 Best practice is considered to be between 10 and 22 tweets per day, with 22 being the 

maximum. Before setting up a Twitter account, it would be best to make sure there is enough 

information from your department/organization to dispel at that rate. 

 

 If you’ve followed these steps and determined that you are ready to use Twitter in your 

social media campaign, then it is time to learn how exactly your department/organization will 

benefit from this network. As we did with Facebook, we will take a look at the tools of this 

network, and how you can benefit from using them. 

 

Twitter Tools 
 

Profile 

 

 This includes department/organization name, desired thumbnail, URL, and a bio with 

which you tell your potential followers about your department/organization. 

http://www.iup.edu/socialmedia


 
 

 

 

 

 

 

 

 

 

Followers 

 

 Hopefully, these are the people you are aiming to reach. These are the people that will 

receive your tweets. Your updates or tweets will appear in the timeline of your followers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

Timeline 

 

 When you log onto Twitter, your home timeline will project tweets by those you follow. 

There are also tabs at the top of your timeline labeled “Mentions,” “Retweets,” “Searches,” and 

“Lists.” 

 

 

 

 

 

 

 

 

 

 

 

 

 

Hashtags 

 

 Hashtags, a.k.a. the pound sign, are a fun, interesting way to engage your followers. 

Users use hashtags for a variety of things, and it is usually these tags that are trending (visible 

along the right side of the timeline). 

 

 

 

 

 



 
 

Mentions 

 

 A mention is any Twitter update that contains username anywhere in the body of the 

Tweet, according to the Twitter Help center. Replies to another user’s tweet are also 

considered mentions. 

 

 

 

 

 

 

 

 

 

Retweet 

 

 These are your tweets, retweeted! In other words, if a user likes the information you 

provide in a tweet, he or she can click the “retweet” link at the bottom of the original tweet, 

and send it out through his or her personal timeline as a tweet. 

 

 

 

 

 

 

 

 

 



 
 

Lists 

 

 Being “listed” by users can help determine the kind of audience you are reaching. Those 

who list your tweets have a separate timeline in which your tweets will be highlighted, along 

with any other user that is listed in said list. 

  

 

 

 

 

 

 

 

 

 

 Now that you’ve been acquainted with the tools, let’s see what they can do for you: 



 
 

 

 

 These tools can help you along the way to making a Twitter presence for your 

organization. Here’s how to write for the network: 

 

Writing for Twitter 
 

 Rules for writing are pretty universal depending on what style-guide your institution 

prefers. Most of the rules for writing for Facebook hold true for Twitter; there is just one small 

catch – you only have 140 characters to work with for Twitter.  

 

•Tell potential followers who you are and what your 
organization/department does.Profile

•Your users.

•Spread your news, messages, etc. to those who follow you.Followers

•Use this to see what your followers, or those you follow, are saying to 
stay current.Timeline

•Use hashtags as a way to engage your followers.

•Attempt to get a hashtag trending. i.e. #IUPHomecomingHashtags

•A way of measuring feedback.

•Help you to determine how relevant you are among your followers.Mentions
•A way of measuring feedback.

•See if users are recieiving your message and if it is intriguing enough to 
share with others.

Retweets
•A way of measuring feedback.

•Lists are a way to see tweets from particular people without sorting 
through a timeline.

Lists



 
 

 So, what information should you include, and how can you fit it all into small tidbits for 

your followers? 

Know what lay ahead 

 

 It is best to keep an eye on the central calendar, or your departmental calendar, to see 

what kind of big events are on the horizon. These kind of events will need more than one 

tweet. 

 

Acknowledge every kind of event 

 

 If your department/organization will be sponsoring or helping out with something in the 

community – tweet it. The same holds true for student events that your department will hold. 

 These kinds of events may draw attention and feedback from users outside of your 

target audience. 

 

Social network synergy 

 

 If you have an account with Facebook, LinkedIn, Foursquare, etc. – tweet it.  

 This will draw some of the Facebook users, who also use Twitter, to follow your 

department/organization. 

 

Write for the Tweeple 

 

Be conversational. 

 

 If your followers wanted headlines, they’d read the newspaper. Don’t be afraid to be 

conversational. 

 Use questions to draw the readers in, don’t be afraid to make a pun or two, and respond 

to mentions if it is appropriate. 

 



 
 

Write using past and future tense 

  

 This will help the writing sound less headline-like. 

 GOOD:  Professor Jones gave a public lecture on Thursday. 

 GOOD:  Professor Jones will give a public lecture on Thursday. 

 NOT SO GOOD:  Professor Jones gives public lecture. 

 

Generally avoid using filler-like terms 

 

 Every once and awhile it is ok to start out with a draw-in phrase like “don’t miss” or “It’s 

almost here,” but for the basic everyday tweets, avoid using these phrases – it is best to front-

load the most important information considering how cramped for space you are to begin with. 

 

Spell check. Spell check. Spell check 

 

 Have you ever sent an e-mail and realized you misspelled a few words? Embarassing, 

isn’t it? Well when you are writing for such a potentially large audience, you might want to 

double check that your spelling of “Archaeology” is correct. 

 

Don’t speak in the third person 

 

 Odds are the user following you knows what department/organization the account 

represents, so it would be redundant to use the name of said party in a tweet. Here’s what to 

do: 

 

 GOOD:  “The Communications Media Department will welcome a new professor for the 

Fall.” Tweeted by @iupedu 

 NOT SO GOOD:  “The IUP Comm Media Department will welcome a new professor.” 

Tweeted by @iupedu 

 



 
 

Give them the scoop 

 

 Telling details of an event is often times better than giving the event title. You can 

always provide a link to the website promoting the event. Here are a few examples: 

 GOOD: “The undead will creep into Waller for one more performance of ‘Evil Dead: The 

Musical’  at 8 p.m.” 

 NOT SO GOOD:  “Play:  Evil Dead: The Musical.” 

 GOOD: “Nichole Canuso Dance Co. presents ‘Wandering Alice,’ a dance & movement 

work  inspired by Lews Carroll & Haruki Murakami.” 

 NOT SO GOOD:  Get tickets to see Nichole Canuso dance Company in ‘Wandering 

Alice.’” 

 

Is there a link? Tell them 

 

 If you provide a link to a video, let the reader know. Try to acknowledge there is a video 

on the other end of the link by saying something like “Now on YouTube,” or “See a video here.” 

 

Write for your audience 

 

 Presumably, you want to reach current and prospective students along with their 

families, or other affected parties. You want to keep this in mind while writing tweets, or any 

information for that fact. 

 

Keep it short 

 

 Obviously. Having 140 characters to work with (not including hashtags, mentions, links, 

etc.) really hinders things. 

 Here’s the trick:  spell things out when you can. If you need to replace an “and” with an 

ampersand or abbreviate terms to make room, go for it. Here’s an example. 

 GOOD:  Journalism prof. Randy Jesick will be the keynote speaker at the 2011 journalism 

workshop for high school students & teachers. 

 



 
 

Include the “who” 

 

 When you are featuring an individual, make sure you give the reader the person’s name 

and detail why this individual is being discussed.  

 GOOD:  “’Discovering Eden,’ written by Theater major Joe York, hits the Waller 

mainstage 8 p.m. Weds. Learn more:” 

 NOT SO GOOD:  “’Discovering Eden’ musical plays at Waller Hall at 8 p.m.” 

 Also, make sure you include department/university affiliation when space allows. If 

space is cramped, abbreviate “professor” to “prof.” 

Note:  Never use “Dr.” – outside of the university setting, “Dr.” means an M.D. 

 

Interact (when appropriate) 

 

 Do not reply to every mention or rely. I know it is tempting, but that isn’t the best 

practice. You want to limit yourself to replying to only those tweets that warrant a reply. For 

example, if a query about class cancellation due to weather comes about, and said person is 

unaware of policy, it would be appropriate to either A.) Inform said individual, or B.) Point that 

individual in the direction of someone that could answer their question more fully.  

 

 

 

 

 

 

 

 

 

When is it happening? 

 



 
 

 Once again, this is virtually the same as if writing for Facebook. You want to follow 

University and Chicago Styles whenever possible. Here are a few key points: 

Use a.m. or p.m. unless you use a time element such as “tonight” or “noon.” 

DO NOT use “th” or “nd.” For example:  April 7. 

If it is a future event, include only the date – there is no need to mention a precise time or 

place. 

 

Daily/Weekly Tactics for Writing 

Timing 

 

 Statistics show that the best time to tweet is from 4 p.m. to 6 p.m.. Therefore, the most 

important events or information should be tweeted out in this timeframe.  

 

 Also, announcements about that day’s events must go out before the event begins. 

Big Events 

  

 Prepare a schedule of upcoming events for your department or organization that will 

need to be tweeted. It is best to know big events at least a month in advance to prepare and 

tweet about well before the event takes place. 

 

 By this point you know whether or not Twitter is the right medium for your department 

or organization. Nonetheless, there are still a few more networks to take a look at. 

 

LinkedIn 
 

 LinkedIn is a networking site in every definition of the word. This social network is aimed 

at literally networking people together professionally. 

 One can upload his or her résumé to the site and branch out to a series of professional 

connections. 



 
 

 IUP encourages LinkedIn users to join the “Alumni Connections” group. This is the 

largest network of any IUP affiliated network. LinkedIn users have a much better opportunity of 

finding connections through this network than if they were to join a brand new one with limited 

members. 

 Creating a subgroup of the Alumni Connections page is the recommended way to go, 

but first you need to determine if you belong on this network. 

 

Do you belong on LinkedIn? 
 

  

 

 If you have determined that LinkedIn is the right network for your department or 

organization, then it’s time to discuss creating your subgroup and the tools that come along 

with it. 

How to create a LinkedIn Subgroup 
 

 To create a LinkedIn subgroup for your department or university affiliated organization, 

you will need to contact Mary Morgan, Associate Director of Alumni Relations: 

morgan@iup.edu  

Yes

Your department or 
organization has a large user-

base

Your network will be large 
enough to create a 

substantial amount of user 
interaction

No

Your aim is to use a network 
as more of an information 

outlet

People in your department 
or organization are 

unfamiliar and uninterested 
in using this network

mailto:morgan@iup.edu


 
 

 You must include the following information: 

 

 

 

• If there is a logo, artmark, etc. that is attached to your 
department or organization, include it as an e-mail 
attachment.

Logo

•Include the title that you would like to be displayed.Name

•Alumni Group

•Corporate Group

•Conference Group

•Networking Group

•Nonprofit Group

•Professional Grou

•Other

Subgroup Type

•A brief description of yoru subgroup and its purpse. Your 
summar will appear in the Groups directory. Summary

•Full description of this subgroup which will appear on your 
subgroup pages.Description

•URL attached to your department or organizationWebsite

•Auto-Join: Any member of the group may join this 
subgroup without requiring approval by a manager. The 
subgroup will appear in the Subgroups directory of the 
group.

•Request to Join: Users must request to join the subgroup 
and be approved by a manager. The subgroup will appear 
in the Subgroups directory of the group.

Access



 
 

Why branching off from a larger group is a good idea 

 

 It’s all about the network size – especially when it comes to LinkedIn. If you are planning 

on creating a networking group for alumni or current students from your department or 

organization, wouldn’t it be most logical to provide them with the largest network possible? 

 Creating a new group for your department or organization is essentially  starting from 

scratch, building a network one person at a time. 

 

LinkedIn Tools 
 

Profile 

 

 This is basically a short version of your résumé that people will see when they visit your 

page. 

 

 

 

 

 

 

 

 

 

 

 

 

Connections 

 



 
 

 This is LinkedIn’s version of references. Connections help you network with other 

individuals from other LinkedIn networks. 

 

Résumé 

 

 LinkedIn gives you the opportunity to build a virtual resume. You can also upload your 

personal résumé to make the process go quicker. 

 

Recommendations  

 

 You can ask for a recommendation from one of your connections. At the right hand side 

of your profile is an “Ask for recommendations” link. 

 

 
 

 
 What can these tools do for you? 

 



 
 

 

YouTube 
 

 This is the perfect network to reach the most people, both university-affiliated and not. 

Videos have the potential to be seen by millions of people daily.  Here are a few things to take 

into account: 

Utilizing YouTube 
 

Know where to send your video 

 

 Instead of starting your own channel you should send your videos to web-

team@iup.edu. The IUP main channel has the largest network of any IUP affiliated channels – it 

is the size of the network that determines how many people have the potential of seeing your 

video, not to mention that IUP often promotes their videos through a variety of outlets such as 

Facebook and Twitter. 

 

Provide the information 

 

•Give other LinkedIn users an idea of who you are and 
what they can expect from you.Profile

•Your network.

•Build your network through connections you already have 
for employment opportunities and more.

Connections

•An online version of your résumé available to your 
network. Résumé

•Ask your connections for recomendations for employment 
opportunities or network expansion.Recomendations

mailto:web-team@iup.edu
mailto:web-team@iup.edu


 
 

 Before you send your video to the Web Team for inclusion on YouTube, make sure that 

you have a good title and description of the video. Depending on the length, members of the 

Web Team simply do not have the time to watch every video, so a description and title are 

necessary. Here is an example:  

Video Title:  IUP Theater Program 

Video Description:  Creative opportunity is where it's at for the Department of 

Theater and Dance at IUP. Students (and a few faculty members) share their 

point of view about the range of experiences and educational opportunities 

that put students onstage and backstage with their professors from day one 

on campus. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

IUP in Social Media 
 

 IUP has a strong presence in the above social networks. A complete list of IUP social 

media can be found here: http://www.iup.edu/socialmedia/default.aspx 

 Here are a few of the main accounts: 

 

IUP on Facebook 
 

IUP Main Facebook Page:  http://www.facebook.com/iupedu 

The IUP Coop Store:  http://www.facebook.com/IUPCoopStore 

IUP Office of Housing and Residence Life:   http://www.facebook.com/pages/IUP-Office-of-

Housing-and-Residence-Life/112451822099511 

The Lively Arts at IUP:  http://www.facebook.com/livelyarts 

 

IUP on Twitter 
 

Main account: @IUPedu 

Welcome Weekend:  @IUPWelcomeBack 

Athletics:  @IUPCrimsonHawk 

 

IUP on LinkedIn 
 

Indiana University of Pennsylvania's Alumni Association “Official Page”:  

http://www.linkedin.com/groups/Indiana-University-Pennsylvanias-Alumni-Association-

2411234?mostPopular=&gid=2411234 

 

IUP on YouTube 
 

http://www.iup.edu/socialmedia/default.aspx
http://www.facebook.com/iupedu
http://www.facebook.com/IUPCoopStore
http://www.facebook.com/pages/IUP-Office-of-Housing-and-Residence-Life/112451822099511
http://www.facebook.com/pages/IUP-Office-of-Housing-and-Residence-Life/112451822099511
http://www.facebook.com/livelyarts
http://www.linkedin.com/groups/Indiana-University-Pennsylvanias-Alumni-Association-2411234?mostPopular=&gid=2411234
http://www.linkedin.com/groups/Indiana-University-Pennsylvanias-Alumni-Association-2411234?mostPopular=&gid=2411234


 
 

Main IUP Channel:  www.youtube.com/iupedu  

http://www.youtube.com/iupedu

