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1. Social media, its role, and importance
The emergence of new means of information sharing 
has massively changed the communication landscape. 
With the inception of social media as a robust entity 
of new media, the entire notion and significance of 
communication has changed drastically. Governments 
and organizations across the globe employ social media 
networks such as Facebook, Twitter and Instagram in a 
bid to engage with clients and citizens in an efficient and 
cost-effective manner.

Twitter as a crowdsourcing application has become a 
powerful tool for collecting information from disaster 
scenes and visualizing data for relief decision-making. 
It can effectively facilitate the relief progress in terms of 
coordination, accuracy and security. The power of this 
new medium of access to and by the government is such 
that New Yorkers received tweets about an East Coast 
earthquake 30 seconds before they actually felt it.

Although most of us are well-acquainted with the usage 
and scope of social media and its merit has been proven 
with numerous campaigns such as #Vote4Change and 
#YesWeDid, it remains a fairly unexplored arena for 
most United Nations entities. Social media networks 
have the power to not only foster an environment of 
external transparency but also internal collaboration 
as well. Social media can, therefore, change the way 
organizations such as ECA engage with their clients. 

The ICT strategy of ECA alludes to the importance 
of social media as a “non-linear” mode of interaction 
between ECA staff and stresses the importance of 
unstructured data generated through social media in the 
arena of big data analysis.
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2. Purpose
The present document serves as a guideline for social 
media managers using, managing and maintaining 
official social media accounts.

This document sets out to do the following:

2.1. Establishing standard operating procedures for 
using and managing social media networks.

2.2. Making entities within ECA aware of 
the communication and image-building 
opportunities presented by social media networks.

2.3. Presenting best practices for using and managing 
social media networks.
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3. Scope
The present document sets out relevant procedures and 
methods that should be used to generate and moderate 
content for social media networks; increase client 
engagement; and promote a positive image of ECA.

The present document does not:

3.1. Include guidelines related to internet, e-mail, 
search engine optimization or “how to” 
information on creating and managing social 
media communication strategies. These will be 
objective-specific for every Division, and can be 
discussed with the Social Media Cell, which is 
part of the Communications Section in PIKMD, 
whenever required.

3.2. Provide guidelines on establishing a social media 
team in terms of recruitment. The size of the team 
and roles will be determined by the Director of 
PIKMD.

3.3. Provide guidelines on advertising on social 
networks.

Furthermore, this document is not an exhaustive user 
manual or instruction guide on social media networks or 
specific social media tools.
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4. Management structure
This section defines the organizational hierarchy for 
social media network management teams and the roles 
of the various Divisions involved.

4.1. Steering committee: The social media network 
communication initiative is headed by a steering 
committee as nominated by the Director of 
PIKMD. A centralized Social Media Cell, 
established within the Communications Section, 
will be the central administrative body.

4.2. Team: A dedicated team comprising media 
strategists, media analysts, content writers, 
moderators, graphic designers, photographers and 
video editors, housed in the Communications 
Section, should constitute the team.

4.3. Division representative: Each of the ECA 
Divisions should appoint a focal person to act 
as social media manager for that Division and 
liaise closely with the central Social Media Cell. 
The social media manager will be responsible for 
content generation, as assigned and approved by 
the Director of that Division. The social media 

manager will head the social media team and 
report directly to his/her Director.

4.4. Roles:
4.4.1. The social media managers will be 

answerable to the Directors of their 
respective Divisions. The content generated 
and published must be approved by the 
Director of the relevant Division or a 
designated representative.

4.4.2. The social media team of each Division 
will be headed by the social media 
manager. The team members will be 
assigned responsibilities and roles at the 
discretion of the Director. However, every 
social media team should be composed of 
a minimum of two people, including the 
social media manager and a social media 
moderator.

4.4.3. The social media manager and other 
members of the social media team should 
ideally be:
4.4.3.1. Highly motivated individuals;
4.4.3.2. Comfortable writing in both 

English and French;
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4.4.3.3. Familiar with the latest technology 
developments;

4.4.3.4. Acquainted with and interested 
to explore various social media 
platforms.

4.5. Administrative body: The Communications 
Section will provide the umbrella framework 
for ECA’s social media presence. The 
Communications Section will:
4.5.1. Serve as an administrator of all accounts;
4.5.2. Coordinate during emergencies;
4.5.3. Help post/send messages if needed;
4.5.4. Provide feedback and continuous training;
4.5.5. Provide new guidelines on social media 

changes and developments;
4.5.6. Make changes to accounts as required;
4.5.7. Discuss reports and help with strategies;
4.5.8. Conduct training sessions and workshops 

from time to time, which will be 
mandatory for the divisional social media 
managers and their teams;

4.5.9. Guide the Divisions on best practices 
whenever required.
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5. Procedures
There should be only one ECA account per social 
media platform. Having a single Facebook page, 
for example, means that all traffic is channelled to 
one destination. This increases visibility and projects 
the image of “One ECA”. It also makes it easier and 
provides a better experience for end users, who do not 
need to browse through many different Facebook pages 
to find ECA products. 

All existing ECA Facebook, Twitter and YouTube 
accounts, including those currently run by the ECA 
Divisions and subregional offices, should therefore be 
merged into the following official ECA accounts:

• Facebook: https://www.facebook.com/
EconomicCommissionforAfrica/  

• Twitter: https://twitter.com/ECA_
OFFICIAL 

• YouTube: http://bit.ly/28KCoLm 

5.1. Managing social media accounts: Only those 
individuals who have been authorized to represent 
ECA can use official social media accounts. 

These people can assign management roles to the 
Divisions as suitable, but must be responsible 
for the content published. Management of 
social media involves generating, publishing, 
moderating and analysing content. Each of 
these is discussed in detail in the content policy 
section. The social media manager shall not in 
any case disclose his/her identity or post any 
personally identifiable information. The social 
media manager shall bear full responsibility for 
information contained in content, its verification, 
moderation and reporting.

5.2. Analysis and reporting of social media 
accounts: People responsible for managing 
social media accounts should be familiar with 
running and analysing reports to determine the 
effectiveness of the accounts. They should do this 
by assigning key performance indicators based on 
their objectives. Training can be sought from the 
Social Media Cell for this purpose. A monthly 
report of account activities should be sent to the 
Social Media Cell representatives as well as the 
heads of the Divisions.
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6. Content policy
Social media can be one of the most powerful platforms 
to get information across to the community. In order 
to make sure that news is communicated in its most 
effective form, some content guidelines are proposed 
to be followed across all Divisions and all social media 
networks.

6.1. General guidelines:

6.1.1. All information generated, published or 
shared should be:
6.1.1.1. Timely (information about 

deadlines, upcoming events, or 
related to current events)

6.1.1.2. Accurate
6.1.1.3. Actionable (information to register 

for an event, or download a 
newsletter)

6.1.2. All content published and managed should 
be:
6.1.2.1. Credible, accurate, fair and 

transparent.
6.1.2.2. Respectful, cordial, honest and 

professional.

6.1.2.3. Listen before talking – understand 
context before jumping into 
conversation.

6.1.2.4. Whenever relevant, cite and do not 
assume.

6.1.2.5. Acknowledge if a mistake is made, 
and explain corrective procedure 
and action.

6.1.3. Content that should be strictly avoided:
6.1.3.1. Information about items or 

individuals in litigation or about 
claims that could be brought 
against the organization.

6.1.3.2. Non-public information of any 
kind; always check with your head 
or the Social Media Cell if unsure.

6.1.3.3. Personal, sensitive or confidential 
information of any kind.

6.1.3.4. Legal requirements and 
guidelines towards the protection 
of confidential and sensitive 
information apply to all 
communication done through 
social media.
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6.2. Content generation: Content generation 
involves coming up with remarkable content, 
which includes researching and creating content. 
While generating content, managers should keep 
in mind the following.

6.2.1. Purpose of content: The content 
generated should serve a purpose and 
be driven by the overarching objective/
purpose of the communication and its 
medium. Content could serve one or more 
of the following objectives:
6.2.1.1. Awareness: should lead to 

attraction
6.2.1.2. Engagement: should lead to 

interaction

6.2.1.3. Branding: should lead to image 
building for trust and credibility

6.2.1.4. Action: should lead to conversion

6.2.2. Type of content: Content can take many 
forms. These forms can serve different 
purposes. Managers should try to select 
the appropriate format according to the 
objective of communication and the profile 
of the clients. Managers should strive to 
use formats which enhance interaction and 
add variety to the account. Below, some 
formats are explained with the help of 
examples.
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Table 1: Content types, purpose and examples
Type of content Purpose Examples

News updates/press 
releases

News can be posted and links to press releases can be 
shared in the form of status updates with/without external 
links for awareness, engagement and action.

• Recent news articles and press 
releases

• Updates on events

Announcements/
alerts

Announcements/alerts help to communicate with clients 
in a quick and efficient manner. These are mostly used to 
raise awareness.

• Recently passed laws or statements
• Security-related information
• Alerts, call for help in times of floods 

or earthquakes 
• Announcement of national, cultural, 

religious days
• Alerts on employment opportunities

Questions/queries/
polls

These can be used as status updates to encourage 
engagement in the form of feedback.

• Polls, small questionnaires for 
surveys, or discussion on campaigns

• Links to longer questionnaires 
Blog posts Links to blog posts can be shared for awareness and 

branding.
• Posts highlighting new initiatives and 

offerings
• Posts on heritage, culture, cultural 

architecture, etc.
Photographs A picture is worth 1,000 words – images can be used for 

information-sharing, engagement and branding. 
• Images supplementing news updates
• Images contributed by clients

Videos Videos can be posted and/or shared for awareness and 
engagement.

• Interviews and messages of the 
Executive Secretary

• Documentaries on various initiatives
Infographics A lot of information can be summed up and interpreted 

quickly and effectively if put in a form of a picture. It also 
helps to study/analyse trends and patterns, in addition to 
sharing the information with the clients/audience, hence 
can be used for awareness, and engagement.

• Statistical reports

Newsletters/reports Links to e-newsletters can be used for awareness, 
branding and action

• Divisional performance highlights 
• Quarterly newsletter
• Annual review
• Links to download annual report

Flyers/brochures These can be uploaded as images for awareness and 
branding.

• Various flyers
• Recent advertisements

Webinars/webcasts/
trainings

These can be used for branding and engagement, and help 
bring focus of the people to the workings of the Divisions.

• Various educational offerings

Success stories Success stories can be used for engagement, branding and 
action. Stories should be posted as links to posts, if long. 

• Different Divisions can offer stories in 
their respective areas

Testimonials Testimonials can be used for engagement, branding and 
action. Testimonials, if short, can be posted as status 
updates; otherwise, a link should be shared

• Video interviews of clients 
commenting on some of ECA’s 
offerings. 
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6.2.3. Steps of content generation: The 
following steps describe best practices to 
generate effective and attractive content.
6.2.3.1. Plan:

6.2.3.1.1. Creating the audience 
profile: Build profiles of 
clients with whom the 
Division wants to com-
municate through social 
media, starting from 
demographics and psy-
chographics, and high-
lighting points of delight 
and pain. This will help 
understand what content 
the community is look-
ing for, or expects to find 
on your account.

6.2.3.1.2. Determining purpose 
of content: This should 
determine why you want 
to publish the content 
on social media. Are you 
providing information or 
offering something new? 

6.2.3.1.3. Determining the format 
of the content: Deter-
mining the purpose or 
function of the content 
to be published should 
help finalize a format 
for it. The list given in 
table 1 for formats is not 
exhaustive; guidelines 
for type of networks and 
content policies for each 

should be considered 
based on objectives. 
Guidelines specific to 
Facebook and Twitter 
can be found in sections 
8.1 and 8.2. Remember, 
picking the best format 
will depend mostly on 
the profile of your audi-
ence.

6.2.3.1.4. Looking for keywords: 
Keywords, hashtags and 
metadata must be given 
due consideration while 
creating content. The 
social media team should 
define and revise a list of 
keywords which will help 
improve organic search 
engine rankings for the 
content being published. 
These keywords should 
be utilized in the URL, 
title, body text, and 
metatags behind images 
and videos.

6.2.3.2. Create: 
6.2.3.2.1. Always focus on creating 

content relevant to pur-
pose and clients.

6.2.3.2.2. Less is more. People are 
busy – make it easy for 
them to absorb the con-
tent.

6.2.3.2.3. Keep content education-
al, not promotional. Try 
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to build a relationship 
and trust before persuad-
ing for action.

6.2.3.2.4. Focus on the informa-
tional part of the content 
first, worry about design 
second. Prioritize writing 
great content over mak-
ing that content look 
nice.

6.2.3.2.5. Try to timestamp any 
time-sensitive informa-
tion so it is clear when it 
was published. 

6.2.3.2.6. Content published on 
social media must be us-
able, especially to people 
on mobile devices. For 
example, provide links to 
webpages, not PDFs.

6.2.3.2.7. Do not use in-house jar-
gon and abbreviations. 
Make the content as 
simple and as easy to un-
derstand, as possible.

6.2.3.2.8. Use proper grammar 
and write in complete 
sentences when possible. 
Always use sentence case. 
Do not use text speech, 
such as u, 2day, np, thx, 
tc, etc.

6.2.3.2.9. Write in a manner that 
represents your whole 
Division. Use “we”, 
“our” and other inclusive 

words that express unity 
and consensus as a team.

6.2.3.3. Disseminate:
6.2.3.3.1. Content will only be 

distributed by the so-
cial media managers. 
Community members 
will not be allowed to 
post on the platform. 
Interesting and relevant 
content shared by the 
community through 
inbox messages can be 
posted with due credit 
given, if deemed fit by 
the relevant authority.

6.2.3.3.2. All content produced 
for social media should 
be shared across all so-
cial media networks in 
a timely and integrated 
manner (Facebook, Twit-
ter, Instagram, etc.).

6.2.3.3.3. Depending upon the 
nature of the social me-
dia network, the content 
format may differ (for 
example, tweets for 
Twitter and pictures for 
Instagram). Note: It is 
understood that accord-
ing to the nature of the 
social media network, 
the frequency of content 
distribution may differ as 
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well. Please refer to net-
work-specific guidelines.

6.2.3.3.4. Social media managers 
may use personal mobile 
devices to update social 
media applications. If a 
manager loses a personal 
phone and someone else 
accesses these apps, then 
an official resource is at 
risk. Managers must pro-
tect official accounts and 
information by using a 
passcode on personal de-
vices. If a manager loses 
a phone, the Social Me-
dia Cell must be notified 
immediately and social 
media administrative 
rights will be temporarily 
removed.

6.2.3.4. Analyse: Analysing content for 
all the above and measuring 
performance after publication 
is important to the content 
generation process. When creating 
content:
6.2.3.4.1. Determine key perfor-

mance indicators to mea-
sure performance.

6.2.3.4.2. Measure performance 
against objectives.

6.2.4. Content sharing: Content sharing is an 
important part of a social media strategy. 
Managers should aim to generate content 
that is useable and likeable, and hence 

sharable. The following guidelines should 
be considered:
6.2.4.1. As an extension of the ECA 

communications platform, social 
media sites should include links 
that direct users back to the 
organization’s website for more 
information, forms, documents or 
online services.

6.2.4.2. Divisions must use a link shortener 
to meet the requirements of 
character-limited platforms. 
External links to media articles 
or other relevant content 
are permitted to encourage 
conversation and to share 
information.

6.2.4.3. Social media content such as 
embedded tweets, embedded 
Facebook posts, Vimeo videos, 
Sound Cloud clips or Flickr 
galleries may be placed on 
Divisions’ websites with the 
consent and permission of the 
Director of the relevant Division. 
Social media content from select 
partners may also be embedded 
with permission from the relevant 
authority.

6.3. Content moderation: This involves posting, 
monitoring, commenting, editing and deleting 
content on the social media account. To moderate 
content effectively, managers should consider the 
following best practices:



13

6.3.1. All divisional social media managers should 
draw up a monthly content calendar for 
posting and monitoring activities on social 
media. This calendar should be approved 
by the Director of the relevant Division. A 
copy of the calendar must also be shared 
with the Social Media Cell.

6.3.2. Accounts should be moderated twice a day 
on weekends, and every hour on weekdays.

6.3.3. Comments from the public are welcome 
on social media sites, but comments must 
be monitored as frequently as possible. 
Commenting policies should be clearly 
stated in the account description/policy 
section. The manager can engage in 
comments in ways that match the content 
policies; however, these should be facts 
and not assumptions. The social media 
managers, Directors of Divisions and 
the Social Media Cell reserve the right to 
delete comments that:
6.3.3.1. Contain vulgar language.
6.3.3.2. Make personal attacks of any kind 

on any individual or organization.
6.3.3.3. Agree with discrimination based 

on race, creed, colour, age, religion, 
gender, marital status, genetics, 
status with regard to public 
assistance, national origin, physical 
or intellectual disability or sexual 
orientation.

6.3.3.4. Contain spam or links to other 
websites.

6.3.3.5. Are clearly off topic.
6.3.3.6. Advocate illegal activity.

6.3.3.7. Promote particular services, 
products or political organizations, 
reflecting partiality of any kind.

6.3.3.8. Infringe on copyrights or 
trademarks.

6.3.3.9. Contain information that may 
compromise safety, security or 
proceedings of the public.

6.3.3.10. The managers/Divisions/
Social Media Cell reserve the right 
to ban/report people for repeated 
violations of the above.

6.3.3.11. Every time a comment is 
deleted, a screenshot of the 
comment should be taken and 
presented in the monthly report, 
with a reason for the deletion. 

Note: Deleting comments does not apply to networks 
where the administrator does not have the right to delete 
the comments of others, for example Twitter.
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7. Commonly used platforms and respective 
guidelines
Facebook and Twitter are the two most commonly used 
networks. This section is dedicated to network-specific 
policies. Please note that these are in addition to the 
policies mentioned in section 6, and should not be 
interpreted in isolation.

7.1. Facebook:
7.1.1. Understanding publisher and 

personal roles: The Social Media Cell 
will grant administrative rights to page 
administrators and editors. Administrators 
can assign more roles with the consent of 
the Directors of the Divisions, but must 
communicate any changes to the Social 
Media Cell. All managers/moderators may 
use their own personal Facebook profiles to 
access official accounts (the public will not 
know the publisher’s identities).

7.1.2. Comments: If a Facebook manager plans 
to delete or hide a comment, a screenshot 
of the topic and the comment must be 
saved for documentation purposes. Please 
see section 6.3 for guidelines on content 

moderation. The same rules apply to 
hiding a comment. Hiding can be used 
to seek permission from Directors of 
Divisions before deleting a comment, in 
the case of ambiguity.

7.1.3. External links: Links to media articles are 
permitted to generate conversation, but 
vary the sources and limit the number of 
times external links are shared. Please make 
sure that link is from a credible source 
before posting. Please add a description of 
the link when posting.

7.1.4. Length of posts: Although there is no 
character limit on Facebook posts, try to 
be concise and limit the character count to 
300. In the case of longer posts, please use 
websites or blogs to post information and 
share link on Facebook.

7.1.5. Frequency of posts: Managers must ensure 
that they post one update per day.
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7.2. Twitter
7.2.1. Rights: For security purposes, passwords 

for Twitter will be provided to managers. 
Managers reserve the right to allocate 
responsibility as convenient.

7.2.2. Comments: Unlike Facebook and its 
threaded conversations, Twitter users 
can only delete their own comments/
tweets, not anyone else’s tweets. Hence, 
all comments should be answered in an 
efficient and timely manner.

7.2.3. Length of tweet: A tweet can only have 
140 characters per post/update, so posts 
should be concise and to the point.

7.2.4. Frequency of updates: Unlike Facebook, 
Twitter is more suitable for live updates 
and events happening in real time. While 
managers should post one update per day, 
they should look for opportunities to tweet 
as much as possible.

7.2.5. Trends and their usage: While managers 
should aim to use hashtags that become 
trending, they should also be on the 
lookout for trends and incorporate them in 
their tweets to be part of the conversation.
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8. Ethics and responsibility
Communicating through social media networks is a 
sensitive practice, and much discretion and prudence is 
required from managers.

8.1. Copyright: Unless a copyright is indicated, the 
content/images/videos are in the public domain 
and may be copied and distributed without 
permission. Citation of the respective entity as 
the source of the information should be given. If 
a copyright is indicated on a video, photograph, 
graphic or other material, permission to use these 
materials must be obtained from the original 
source prior to use.

8.2. Receipt of grievances/complaints: Grievances 
would be received either through comments 
or inbox messages. Any comments that show 

grievances must not be deleted and should be 
adequately responded to. All records of grievances 
and their disposition status must be kept and 
shared in a weekly report with the Social Media 
Cell.

8.3. Resolution of grievances/complaints: 
Grievances received through comments/inbox 
messages must be addressed within a week. A 
weekly summary of grievances must be kept and 
included in the monthly report sent to Directors 
and the Social Media Cell.
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9. Archives and retention
9.1. Communications received through social media 

are public records that generally should be 
considered as correspondence and should be 
retained for a minimum of one year.

9.2. Retention may be accomplished by keeping 
records online, or moving them to an offline 
repository or printing and filing hardcopies, at the 
discretion of the office.

9.3. If a Division is using social media to explicitly 
collect feedback, that agency must take steps to 

ascertain the appropriate retention period and 
retain such records for at least that period of time.

9.4. Content submitted on ECA social media sites 
for posting that is deemed unsuitable because 
it is not related to the current subject matter or 
is considered inappropriate, should be retained 
offline (for example, by using screenshots). A 
description detailing why content was removed or 
deemed not suitable should also be maintained.



18

10. Security
Credentials for official social media networks should 
be managed according to each Division’s password 
policy. If a particular Division does not have a set policy, 
passwords should maintain complexity requirements 
and be a combination of uppercase letters, lowercase 
letters, numbers, and special characters. Passwords 
for social media sites should be changed every 90 
days as a minimum. In the event of a compromise, or 
suspected compromise, passwords should be changed 
immediately and the Social Media Cell should be 
notified. Credentials for organization social media 
networks should be protected and limited to authorized 
personnel.
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11. Additional information
The Divisions are responsible for complying with 
applicable federal and provincial laws, regulations and 
policies. This includes adherence to established laws and 
policies regarding use of electronic resources, copyright, 
records retention, communication dissemination, 
and information security policies. Violation of these 
standards may result in disciplinary actions against 
specific publishers. Removal of social network sites 
rights lie with the Social Media Cell.
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12. Revision
The social media environment is an extremely fluid one, 
and the available tools and applications are constantly 
changing to address evolving user needs. For this reason, 
this document will be revised as and when required to 
accommodate new practices, platforms and tools. The 
Divisions are responsible for remaining up-to-date with 
changes in the policy.
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Glossary
• Branding: The process of building a public 

image that promises trust and credibility.

• Campaign: An online campaign is a set of 
coordinated marketing messages, delivered 
at intervals, with a specific goal, such as a 
drive to create awareness about an issue/
cause, raising funds, call for help, etc.

• Client engagement: Acts of talking 
to, messaging or otherwise interacting 
with your audience on social networks. 
This broad term encompasses several 
different types of actions on social media, 
from commenting on Facebook posts to 
participating in Twitter chats, etc.

• Cover photo: The large, horizontal image 
that appears at the top of the page from 
where the audience derives the idea about 
the page is called a cover photo. There is a 
cover photo for the Facebook page, Twitter 
handle, LinkedIn, etc. 

• Crowdsourcing: Crowdsourcing refers 
to the act of soliciting content, ideas 
or skills from online users outside your 
organization who collectively help you 
solve a problem.

• Embedded media: Digital media that is 
displayed within another piece of content, 
outside of the platform it was created 
for. For example, an audio clip from 
soundcloud.com, a video from vimeo.
com or an image from flicker.com can be 
embedded to the Facebook page.

• Facebook page: A Facebook page is an 
account that represents a company or 
an organization, where the followers can 
interact by “liking” the page. There is no 
limit to the number of pages a person can 
manage.

• Facebook profile: A Facebook profile is 
a personal account on Facebook, where 
one can add friends and family members, 
communicate on a personal level, and 
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share photos, videos and life updates. There 
can only be one Facebook profile under a 
person’s name.

• Hashtags: a word or phrase preceded by 
a hash sign (#), used on social media sites 
such as Twitter, Facebook, etc. to identify 
topic(s) on social media and make them 
discoverable to people within shared 
interests.

• Key performance indicator: KPIs are 
parameters that can be tested to measure 
and improve performance. KPIs could be 
network/platform specific, for example, 
some KPIs could be post likes or reach, 
resolution of complaints received through 
social media, etc.

• Keywords: A keyword is a word or short 
phrase that is used to search for something. 
It helps to summarize and group the 
content for better search visibility.

• Link shortener: A URL shortener is an 
online application that converts a regular 
URL into its condensed format but still 
directs the user to the required page. 
Websites that can be used to shorten links 
include www.bit.ly.

• Metadata/metatags: Information 
including titles, descriptions, tags and 
captions — that describe a media item 
such as a video, photo or blog post.

• Search engine optimization: SEO refers 
to the process of optimizing content for 
best results on a search engine’s results 
page.

• Organic search engine optimization: 
Organic search engine optimization refers 
to the methods used to obtain a high 
placement (or ranking) on a search engine 
results page without using paid marketing 
communication tools.

• Social media: All websites, platforms 
or applications that enable users to 
create, share, and collaborate on content 
are referred to as social media. These 
are commonly known as social media 
networks. Examples include Facebook, 
Twitter, Instagram, LinkedIn, Flickr and 
Tumblr.

• Social media manager: The divisional 
representative designated to generate, 
moderate and manage social media 
platforms on behalf of his/her respective 
Division.

• Trends: The most commonly used hashtags 
at the present time are considered trends. 
They can also be made and used to pull 
information from a specific location.

• Tweet: A tweet is a message sent on 
Twitter. Each tweet can contain up to 
140 characters of text. A tweet can also 
be in the form of photos, videos, and 
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infographics. Tweets can be embedded into 
other social media platforms as well.

• URL: URL stands for uniform resource 
locator. It is the address of a web page. 
Each page has its own unique web address. 
This is how the computer locates the web 
page that one is trying to find.

• Webcast: A webcast is a media 
presentation distributed over the internet 
using streaming media technology to 
distribute a single content source to many 
simultaneous listeners/viewers.

• Webinar: A webinar is a seminar 
conducted over the internet.
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