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Introduction 

What’s your Acadia story?

Acadia University has a long and vibrant history. Our 

story is a collective and you are an integral part of it. 

The art of storytelling is just that – an art – yet we 

all tell stories daily. Stories are an important part of 

our lives. We hear stories from friends, colleagues, 

students, alumni, and the media. They come in many 

forms, and some leave lasting impressions. 

By sharing our Acadia stories with others, we give 

them a chance to “be” at Acadia and get caught up 

in those intangibles that create the Acadia spirit. It’s 

our chance to draw new students and old friends 

into Acadia University. 

Whether it is at a party, the grocery store, a 

conference, a class setting, your Facebook page, 

your Twitter account, or your news blog – please tell 

your Acadia story. Remember the audience, and be 

sure to engage them. 

When to call Communications 
and Marketing

•  You have been contacted by a news organization.

•  You can offer an expert opinion on a current news

story.

•  You or another faculty member has won a major

award or recognition.

•  You have completed a ground-breaking research

project and want to announce it.

•  You want to tell others the “good news”

about your students.

•  You are concerned about potential negative news

going public.

Promotions 

Promoting an event to campus

Faculty, staff, and students are encouraged to post 

events online via events calendars. You can use 

the Content Management System CMS (learn more 

at cms.acadiau.ca), working with your web trustee 

(person in your unit trained to use the CMS), to post 

on your departmental home page, or make a request 

to hub.acadiau.ca to post on the Main Events 

Calendar on Acadia University’s home page. 

How to promote your event 
beyond campus

Communications and Marketing writes and 

distributes media releases to local, provincial, 

and national media about campus events that 

are of broad, general interest. We rely on campus 

stakeholders to keep us abreast of their events. 

Please consider that we need time to assemble 

and write the information and distribute it to the 

relevant media, and they need time to format it for 

their publications. We also use media notices to 

pitch story ideas to media outlets, and editors need 

time to include your event in their reporters’ busy 

schedules.

Tips for getting media coverage

•  For media releases intended to promote an event

in advance (you want to get the word out so people

will show up), we need your complete information

at least three weeks before the event date. If there

is an advance registration deadline, submit your

information three weeks before that deadline.

•  Avoid use of discipline-specific jargon, and

be sure to accurately report the names of any

organizations – don’t use acronyms.
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•  If your event has great visuals or audio, include

information about that, too. It helps us determine

the best media outlet to cover your event.

•  Remember, the media decide what information to

use – the Communications and Marketing team

has no control of where, when, or how media

releases are used in any publication or outlet. The

only way to guarantee that your information will

appear when and how you want is to purchase

advertising space.

•  Include complete information about the event date,

time, and exact location, plus any specifics that

would help a reader understand the significance

of the event, such as the biography/resumé of the

speaker, the title of the presentation and a brief

description of what the program will include. If

there is a website, send along the URL.

How to promote honours won by 
faculty, staff, and students

Most honours and awards we report are primarily of 

interest to the campus community. Generally, these 

include recognition such as departmental awards, 

appointments to boards or committees of academic or 

specialized organizations, and other honours related 

to the jobs people do at Acadia. These are generally 

reported on departmental home pages, or on the page 

of the relevant vice-president. These can also be sent 

via Acadia-FYI emails to share with campus, or shared 

on Acadia’s social media channels.

A few awards and honours – such as prestigious 

scholarships, large research grants, or national 

recognition by widely known organizations – are 

appropriate news for the broader community. In 

those instances, Communications and Marketing will 

prepare a media release and distribute it to relevant 

media outlets. We will also provide it to the Acadia 

Alumni Bulletin magazine for consideration, and share 

on appropriate University social media channels.

Tips to assist with promotion

•  Be sure to inform Communications and Marketing

of the specifics as soon as the award or honour

is announced so we can write and distribute a

timely media release. It’s not news to any media

outlet if it happened months ago, no matter how

prestigious or important it is to you, unless we

can find a news angle.

•  Remember, the media decide what information to

use – the Communications and Marketing team

has no control of where, when, or how press

releases are used in any publication. The only way

to guarantee that your information will appear when

and how you want is to purchase advertising space.

•  Include complete information about the award

and the organization presenting the award, as

well as a brief description of the criteria used to

choose the winner.

•  Include a photo, or arrange for a photographer

to take one. A list of freelancers is available at

commar.acadiau.ca.

How to promote activities or 
honours of Acadia alumni

The Acadia Alumni Bulletin magazine, published 

twice annually, covers the achievements and 

activities of university alumni and provides campus 

highlights that would be of interest to our alumni 

in a variety of formats, ranging from news briefs 

to feature articles. To suggest topics, email fred.

sgambati@acadiau.ca. Space is limited. Generally, 

September 1 is the deadline for the Fall Issue and 

March 1 is the deadline for the Spring Issue.

The Alumni Association also has dynamic social 

media channels and an electronic newsletter.
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Interviews 

What to do when a reporter calls 

•  Return the call as quickly as possible – reporters

generally have deadlines.

•  Ask the name of the news outlet, the topic,

the depth of the interview, and who will be the

audience. This helps you know whether you have

the level of information the reporter requires. If you

don’t think you’re the right person for the topic, say

so. If you know who is and can put the reporter in

touch, do so.

•  Because of time constraints, reporters often

conduct interviews by telephone instead of

face-to-face. If you need time to prepare for the

interview (such as looking up statistics), you should

set a time when either you or the reporter will call

back. Be aware that the reporter might be working

under a tight deadline, especially if the interview

concerns breaking news.

•  It is reasonable to request a few sample questions

in advance to allow you to better prepare.

•  Contact Communications and Marketing if you

need assistance. You are not required to obtain

permission before speaking with the media, but

we are available to help you decide whether to

participate and to help you prepare for a positive

outcome.

Preparing for an interview

•  Focus on three to five key points you can get

across fairly quickly. If you are being interviewed

for radio or television, you should break up your

points into 20-second sound bites (a sentence

of about 30 words). Make notes on the points

you want to emphasize so you don’t leave out

significant details.

•  Try to anticipate difficult questions that could come

up and consider how you would answer them.

•  Compile any statistics or background information

you can provide the reporter with to support your

main points, and arrange to provide written copies.

•  Use language and terms relevant to the intended

audience. If the story is for the general public,

explain any technical terms that the ordinary

person is unlikely to understand.

•  If the story will be illustrated with a photo, consider

what image would best convey the important

points. The reporter might request assistance

setting up a photo or ask to have a photographer

contact you. You might also be asked to provide a

photo of yourself. (Communications and Marketing

can take a photo for you to ensure it meets print or

digital requirements.)

Being interviewed

•  Be friendly but professional. Having the chance to

highlight your area of expertise can be enjoyable.

•  Always tell the truth. Avoid the temptation to guess

or exaggerate – if you don’t know the answer, say

so and offer to help find it (either by referring the

reporter to the person who would know, or by

finding the information and calling the reporter

back).

•  If you are speaking for the University (or a

department or organization), indicate that to the

reporter. Otherwise, be clear that you are offering

your personal opinion. If you don’t know the

University’s official position on an issue, say so

and refer the reporter to Communications and

Marketing.

•  Keep your answers brief and non-technical. Avoid

using discipline-specific jargon or acronyms that a

general audience won’t understand.

•  Don’t feel you must fill in silences, which reporters

sometimes use to get people to say more than they

intend. Answer the questions as completely as you

think appropriate and then wait for the reporter to

ask the next question.

•  If the interview strays from your key points, redirect

the conversation. Keep your notes at hand as a

reminder and check to ensure you have covered

the information you consider most important.

•  There is no such thing as “off the record.” If you

don’t want to see it in print or hear it on air, don’t

say it. And remember tape recorders or cameras
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might still be on even after the interview has 

concluded. Anything you say to a reporter, even 

conversation before or after the interview, could be 

used in a story.

Print interviews 

•  Print interviews are generally longer, and reporters

seek more context and details than broadcast

journalists. You should still provide succinct

answers that are expressed in simple terms.

•  Because print organizations generally have more

newsgathering resources, they are the media outlet

most likely to break stories that will then be picked

up by radio and television outlets.

•  Quotes are often “cleaned up” to remove stumbles

or hesitations. Provided it does not change your

message, this is unlikely to cause problems. Many

misquotes, however, are often the result of a

misunderstanding of technical language. So, speak

clearly and use short, simple sentences.

•  Supporting documents are often welcomed by

journalists.

Radio interviews 

•  Find out if your interview is being used for the news

or for a feature. If it is for the news, your responses

will be limited to between five and 10 seconds.

•  Quotes are often heavily edited to get your

message across succinctly. Keep your replies brief

and to the point.

•  Feature items of up to three minutes will often be

for larger audience shows, and clips of your quotes

will be linked by the reporter’s words, or played off

another interview clip.

•  Telephone interviews are common in radio, and

allow you to keep notes nearby. Use a landline,

and ensure you will not be interrupted or have

interfering noise in the background.

•  No matter how informal the interview feels, keep

your approach professional, and remember that

your entire encounter will likely be taped.

•  In a studio, good posture and a normal speaking

voice will provide the right projection when the

microphone is about eight inches from your mouth.

•  If the reporter comes to your location, he/she will

likely put the microphone very close to your mouth.

The purpose is to eliminate background noise.

•  In all scenarios, talk normally and smile while you

speak (if appropriate) – it will improve the texture of

your voice while relaxing you.

Television interviews

•  Television has similar requirements to radio with

the added need for visuals.

•  First impressions matter. If the interview is

arranged on your location, select the location with

care. (Communications and Marketing can assist.)

•  Check for background distractions that take away

from your message or the image you want to

project.

•  Noise distractions can be problematic. They

include things such as air conditioning units, so be

prepared to turn these off.

•  Light can also interfere with shots.

•  If the television crew wants to move furniture or

adjust your surroundings, it is generally in your

best interest. This will allow them to set up the

camera and “dress” the set to create an attractive

image.

•  Wear what you normally would for your position,

but avoid large, bold accessories. Do not wear

clothes with close stripes or small checks. Choose

yellow or blue instead of white shirts/blouses. Do

not wear hats or dark glasses. If in doubt, dress

conservatively. Hygiene and proper grooming are

a must.

•  TV studios are hot and the lights bright, so you

may need powder to prevent shine or glare. (Ask

their makeup staff to assist, if necessary.)

•  If seated, square up your shoulders and sit on the

hem of your jacket to prevent the collar from riding

up. Be aware of your seated posture.

•  Unless directed otherwise, keep your eyes focused

on your interviewer during a one-on-one scenario.

If in a news conference, work the room confidently

with your eyes.

•  Keep your posture good and your body language

open and relaxed.

•  The pace of your answers is important. Take a

breath before answering and speak slowly.
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After the interview

•  Thank the reporter for his/her time and effort.

•  Never ask to preview or approve a story before it is

printed or aired. Reporters are professionals and

generally will not agree to have you check their

work.

•  Ask when the story will run, but realize

reporters aren’t in control of this. Please inform

Communications and Marketing; it may warrant

highlighting to campus.

•  If you find a significant error in a story after

it is printed or aired, contact the reporter or

ask Communications and Marketing to do so.

Newspapers routinely run corrections of major

errors. If the error is small, it might be better to let

it go than to call more attention to it. If the reporter

does not respond to your concerns, contact

Communications and Marketing for assistance.

•  If the story was well done, be sure to send along

your thanks to the reporter and his/her editor or

producer.

Formatting your 
information 

Having people understand or get interested in your 

news or event requires planning and the use of the 

five Ws and How:

Who – give the name of the story subject, correct 

spelling, title, grad year, and program.

What – name the accomplishment or event.

When – provide the date, particularly in time-

sensitive stories.

Where – provide the location of the event or the 

setting for the story.

Why – lead your story or news brief with the most 

important element first and explain why this is of 

interest to the audience.

How – tell how this event or accomplishment 

happened.

•  Always include a contact person and their email

and telephone contact information.

•  Always include a quote that adds “emotion” and/or

backs up your claim with authority.

•  Keep the language simple and straightforward.

This is not an essay. It’s news, and as such there is

always limited space and time for it to find a place

in mainstream media.
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2.  Follow rules – the online world is subject to the

law and to policies set by the governing bodies of

discussion groups and social networks. Be aware

and play by the rules.

3.  Be yourself – when you post material related

to your work at the university, it is important to

identify your relationship to Acadia. Transparency

is important, and it makes interactions online

authentic.

4.  Take ownership – Clearly state that you are

not authorized to speak on behalf of Acadia

University, unless you are expressly authorized

to do so. You might need to use a disclaimer,

indicating this is your “personal view.” Regardless,

you will still be held accountable for what you

post.

5.  Respect your audience, colleagues, and

students – Don’t use language or behaviours that

would not be acceptable in the workplace or the

classroom. If you would not say something to

someone’s face, don’t post it to the world. Be sure

to respect the privacy and opinions of others.

6.  Add value – When you express yourself in social

media on issues related to or about Acadia

University, you are contributing to the public

perception of Acadia. It is important that you write

about what you know, from your own perspective.

You may want to provide links that add to or prove

your statements, such as links to Acadia pages.

7.  Protect Acadia’s reputation – If you identify

yourself as an Acadia employee in an online

social network, please ensure your profile and

related content are consistent with how you would

present yourself to colleagues and students.

8.  Be accurate – If you publish information about

Acadia University, ensure the information is

accurate, and provide a source. Check your

spelling. If you make an error, be the first to

correct it, and don’t alter previous posts without

indicating that you have done so.

9.  Respect confidentiality – Do not disclose

confidential or proprietary information about

Acadia, its employees, students, or key

stakeholders. Respect copyrights, and ask

permission from Communications and Marketing

before you use Acadia images or logos.

Social media primer

Social media continues to emerge as a valuable 

communication medium. As you begin to use tools 

like Facebook, Twitter, Flickr, and the like, it is 

important to develop a voice that represents Acadia 

in an authentic and engaging manner.

Audiences will vary from platform to platform and 

according to affiliation with Acadia. Individuals and 

units using social media on Acadia’s behalf should 

take the time to determine who their users are and 

familiarize themselves with social media practices.

People use social media for professional and 

personal purposes. A lot of conversations about 

Acadia University are taking place online, and we 

think it’s important for our community to share in 

those conversations. 

Acadia University does not have a specific policy 

dictating how employees or students must manage 

the balance between their personal online activities 

and those they might undertake as part of their work 

for Acadia. We encourage you to be thoughtful in 

this regard, as mistakes are easily made and have 

the potential for repercussions.

Acadia employees and students are subject to codes 

of conduct and computer network usage policies, as 

well as our policy against harassment. Additionally, 

as users on social networks, you are subject to their 

respective terms of service. 

Employee responsibilities

1.  Be responsible – When you publish statements

online through social media, you are personally

responsible for the content and can be held

liable for any commentary deemed defamatory,

obscene, proprietary, or libelous. What you post

is often visible to the world and may remain public

for a very long time. Be sure to protect your

privacy.
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10.  Remember your day job – Unless using social

media is part of your job function at Acadia,

reserve it for your leisure time. Your online

activities should not interfere with your work.

Social media: What to do

Be transparent. Tell your audience who you are 

and what you do at Acadia. Community members 

may feel deceived if you hide your identity or intent. 

Anonymous accounts belonging to individuals do 

not have the legal right to use Acadia’s brand marks, 

or to purport themselves as being “Acadia.” 

Use the space to share your favourite aspects 

of Acadia and your unit. Places like Twitter and 

Facebook are casual in nature. People go there to 

unwind and connect. These channels are perfect for 

informal interactions with members of the Acadia 

community. Please be friendly and professional – 

and watch your spelling and grammar. If you make 

a mistake, humility helps, as do the delete and edit 

options.

Answer comments and questions when you can.

It is easy to think of social networks merely as 

tools to push out Acadia content. However, these 

networks are built as platforms for interaction. 

Responding to questions and comments builds 

relationships and credibility and serves our online 

community. Be sure to check your facts and keep 

it short. Sending to appropriate email and websites 

helps provide direct access to in-depth information.

Get students to help with your social networking, 

when appropriate.

Depending on your intended audience, using trusted 

students to maintain Facebook pages and Twitter 

accounts delivers the benefit of an authentic voice. For 

example, if you are trying to connect with prospects, 

there is really no one better equipped to tell them 

what it’s like here than current students. These 

audiences are savvy and appreciate authenticity. 

Update regularly. Users do not want to participate 

on a stale or static social media channel. You can 

mitigate the burden by working it into your routine, 

having multiple admins for an account, using tools 

like HootSuite to schedule posts ahead of time, and 

posting things as you stumble across them. Your 

users are interacting with your site at all hours, so 

don’t worry about when you post – chances are 

someone is there.

Pay attention to (and delete) spam. Facebook 

pages in particular are subject to spam in the 

comment sections. Be sure to pay close and routine 

attention to all of the social networking accounts 

you use and delete spam as necessary. Be careful in 

what you choose to delete, though, as it can be seen 

as a form of censorship. A rule of thumb we use on 

the Acadia Facebook page is to delete anything that 

does not relate to the university and keep anything 

that does, even if we don’t particularly like it.

Be engaging. You efforts will be rewarded when 

your content is engaging. Because of the casual 

nature of social media, we encourage light, witty 

posts when appropriate to the subject matter. 

Casual, however, does not equate to being sloppy, 

and too much use of online shorthand (e.g., 

“OMG, I h8 that! LOL!”) is not appropriate when 

communicating on behalf of Acadia.

Know your audience.Social channels like Facebook 

give you access to the demographics of your 

audience and what they prefer. Pay attention to this 

when determining what to post. For example, the 

primary audience for the Acadia Future Students 

Facebook page is future students, therefore, it 

makes little sense to use the space to promote 

alumni events.

Encourage conversations. The point of social media 

is for people to connect--both with one another and 

with Acadia. Encourage sharing and commenting 

on your posts. Occasionally, this may make you or 

your supervisor uncomfortable; however, resist the 

urge to moderate unless things degenerate into hate 

speech or defamation. 
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Consider the use of multiple kinds of media. 

It’s easy and effective to post video and photos, 

in addition to text. This is where we see the most 

engagement with our Acadia followers and fans.  

It’s a great way to show the Acadia story.

Social Media: What NOT to do

Don’t lower you standards. In online interactions, 

like any conversation, you may encounter individuals 

who are inappropriate. Resist the urge to react, 

either from the official account, or your own personal 

one. Engaging in the exchange will only fuel the 

flames. Instead, trust that your community will self-

police. Other users will call out bad behaviour and, 

eventually, it in most cases it will self-resolve. Or 

consider using the private message option to seek 

resolution.

Don’t rely on institutional news to be your only 

content. It is certainly valid to post links to Alumni 

Bulletin or Acadia news articles and other official 

sources, but it’s worth noting that things we find 

important on campus may not have a broad appeal 

on our social networks. For example, a Facebook 

post on the Acadia page of a University Hall winter 

scene received more than 180 shares and 700 

likes, whereas a news post about an international 

advertising award won by AcadiaTV received only 30 

likes.

Don’t put all of your efforts on the social side. 

Social media can be an excellent complement to 

existing websites, but never forget that you are a 

user of any given platform, not a client. Functionality 

can and will change without any advance notice 

or consultation, and user support often consists 

of only FAQ pages and user forums. Don’t depend 

exclusively on social media for anything that’s critical 

to your mission. 

Don’t ban a user without careful consideration. It 

may be difficult to rescind a ban, so be certain that 

you really need to before you click the button. On 

Acadia’s Facebook page, fans are only considered 

for banning if they are spamming the site and are not 

a member of the Acadia community. 

Don’t over-saturate your audience. Try not to send 

more than five tweets a day unless you are tweeting 

live from an event. Similarly, limit your Facebook 

posts to two or three per day. Flooding your readers 

with content may seem like a great way to get 

the word out, but they will soon un-follow you the 

moment they decide that you have tipped the scale 

from interesting to spam. Conversely, posting only 

sporadically will make you virtually non-existant. 

Find a balance. 

Naming conventions and brand 
elements

•  Try to incorporate “Acadia University” when

naming your account. This helps to distinguish

us from other colleges and universities, and the

Acadia National Park.

•  If possible, avoid acronyms. We are all familiar

with Acadia’s own brand of alphabet soup (KCIC,

AAAU), but your audience may not be.

•  If your department or unit name is too long to use

in its full form, abbreviate as necessary, but be

sure to use the full name and Acadia University

in your bio or description. For example: Acadia

Athletics, but Acadia University Varsity Athletics in

your biography or profile description.

•  If you intend to use Acadia brand marks to

identify your account as affiliated with Acadia, it

is recommended that you use the Acadia A over

an image that represents your group. Do not alter

existing brand marks or allow them to partially

appear.

•  There are no rigid rules about using photographs

of our campus, events, or other Acadia-related

themes, but keep in mind that you are representing

Acadia to the outside world and choose images

that are of high quality and respectful of others. It

is also important to have the subject’s permission

to post.
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How to handle breaking 
news and incidents

Handling news. The good and 
the bad. 

Today, news spreads as fast as someone can 

push send on their hand-held device. A seemingly 

innocent tweet could have an unintended 

consequence for the sender or for a victim and their 

loved ones. 

Acadia used to have the luxury of time to gather 

information and craft messages in response to a 

tragic event such as a death on campus; this is no 

longer the case. 

It is important to discuss incident response with 

higher-ups (deans, VPs, etc.) as well as with 

Acadia’s Office of Communications and Marketing 

to determine the best course of action. Each event 

should be handled on an individual basis and there 

are many factors to consider when determining a 

course of action. 

When bad news happens, there 
are three choices:

Attempt to ignore it.

This strategy, while seemingly the easiest, can 

actually fuel flames--especially if users are 

specifically calling for institutional input on a topic.

Link users to an official response such as a media 

release, or university statement.

This is a safe way to respond to calls for input, but 

be aware that some users may become frustrated by 

the spin factor they presume in official statements. 

They may choose to speak out about this, which 

can feel like you’ve made things worse by sharing 

anything at all. Be patient.

Engage at a deep level.

It is possible to use social media to our advantage 

in times of trouble. People will look to official social 

media accounts for news and updates and there is 

an opportunity to use these channels in a meaningful 

way. Care must be taken to ensure that account 

operators have accurate information and are working 

in concert with Acadia officials. 

Please note that we do not recommend using social 

media as a primary means of communication during 

times of crisis or emergency situations. University 

emergency communications protocols are in place 

and should be adhered to. 



This Guide is produced by the Office of Communications 
and Marketing at Acadia University. If you have any 
questions, please contact us:

Communications and Marketing
commar.acadiau.ca
(902) 585-1705
scott.roberts@acadiau.ca
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