
Texas Lutheran University Social Media Policy 

1. Purpose 
This policy establishes guidelines for the ethical and responsible use of social media by individuals 
represen�ng or affiliated with Texas Lutheran University (TLU), to ensure alignment with TLU’s values, 
brand standards, and community expecta�ons. 

2. Scope 
This policy applies to: 

• All official TLU-affiliated social media accounts 

• Any student, faculty, staff, or third party pos�ng content that represents or implies endorsement 
by TLU 

• Content created for ins�tu�onal use on pla�orms including, but not limited to: Instagram, 
Facebook, LinkedIn, TikTok, YouTube, and X (formerly Twiter) 

3. Appropriate Conduct and Content 
TLU expects all content shared on social media to reflect the integrity, inclusivity, and professionalism of 
the university. 

Prohibited content includes, but is not limited to: 

• Inappropriate, offensive, or explicit imagery 

• Content depic�ng or glorifying violence, weapons, or dangerous ac�vi�es 

• Use of profanity, vulgar language, or sugges�ve content 

• Content involving illegal substances or irresponsible alcohol use 

• Personal atacks, hate speech, or discriminatory remarks 

• Material that compromises the safety, privacy, or dignity of others 

• Poli�cal opinions that may be viewed as those of TLU. 

Viola�ons may result in content removal, account suspension, or disciplinary ac�on. 

4. Use of Official TLU Branding 
If any content includes official TLU elements—such as logos, wordmarks, university slogans, or brand 
colors—the following applies: 

• All uses must strictly follow the official TLU branding guidelines. 

• Unauthorized, altered, or inconsistent use of brand elements will result in a request for 
immediate content correc�on or removal 

• Prior approval (Division VP or Director of Student Engagement) is required before launching new 
accounts that represent TLU 

https://nam11.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.tlu.edu%2Fabout%2Fmarketing-and-communications&data=05%7C02%7Csrinn%40tlu.edu%7Ce5f1eff6db7d441638ac08dda43dddda%7Cf872a07cafb746a980f7e3fb23f78e5c%7C0%7C0%7C638847307807920308%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=VXH%2FgCl%2FbbjwXxbg%2FMEtkviBZteTC3Een7LDuQ17KUQ%3D&reserved=0


5. Image Use Guidelines 

• All individuals featured in official TLU content must provide consent or be par�cipants in public 
university events. 

• Images of minors without writen parental or guardian consent may not be posted. 

• Copyrighted materials, images, or music without proper licensing or permission may not be 
posted. 

• Photos should align with TLU’s visual iden�ty—clean, inclusive, professional, and representa�ve 
of the community. 

6. Official Flyers and External Marke�ng Materials 
Any flyer, graphic, or promo�onal material intended for use beyond campus (including community 
distribu�on or external marke�ng) must be reviewed and approved by the Office of Marke�ng & 
Communica�ons prior to release. 

Failure to obtain proper approval may result in removal of the content and/or addi�onal review of 
pos�ng privileges. This ensures consistent branding and professional representa�on of the university. 

7. Account Ownership and Access 

• All official TLU departmental or student accounts must be registered with  the Office of 
Marke�ng & Communica�ons or the Office of Student Engagement. 

• Login creden�als must be accessible by at least one full-�me TLU faculty or staff member. 

• Student-managed accounts must have a designated staff advisor and follow all pos�ng protocols. 

8. Crisis Communica�on 
In the event of a university emergency or crisis, all social media ac�vity must: 

• Defer to official statements from the Office of Marke�ng & Communica�ons or TLU leadership 

• Avoid specula�on, misinforma�on, or unauthorized announcements. 

9. Collabora�on and Tagged Posts 

• Any account may tag the official TLU accounts, and tags will be accepted 
• Collabora�ons on posts, reels, and/or videos are welcome, with advance no�ce to the Office of 

Marke�ng & Communica�ons. Collabora�ons will not be approved without advance no�ce. 

10. Ques�ons or Concerns 
For guidance or approval regarding social media content, please contact the Office of Marke�ng & 
Communica�ons at marcom@tlu.edu or  Susan Rinn, Vice President for Marke�ng & Communica�ons at 
srinn@tlu.edu. 
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