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1. Introduction to Social Media 

Social media and collaborative Web 2.0 platforms provide organizations many ways to engage their 
stakeholders and establish a two-way dialogue. IMI employees are using social media, including blogs, social 
networks, podcasts, streaming, and online video and RSS feeds, to nurture professional relationships with key 
stakeholders, better serve our members, understand and engage our critics and cultivate a network of 
individuals who support IMI’s mission and serve as brand ambassadors. 

Therefore, professionals across IMI should be aware of, and actively participate in, this growing source of 
information, interaction, feedback and ideas. 

IMI’s Social Media Policy is intended to help you understand:  

• IMI’s approach to social media communications. 
• The value that IMI derives from social media engagement. 
• How IMI’s use of social media supports the achievement of our organizational mission and goal. 
• Your role and responsibility as an IMI employee who engages and interacts through social media on the 

company’s behalf. 

These guidelines will evolve in the years to come, as IMI continues its current social media programs and 
increases its presence in the social media landscape. 

2. Application of the Guidelines 

IMI’s Social Media Policy sets forth the appropriate and acceptable manners of social media use and 
participation by IMI’s employees. 

Though a definitive list of social media tools, sites, vehicles and resources does not exist, for the purposes of this 
Policy, references to “social media” will include any one of a broad scope of online communication channels 
and tools that allow and/or facilitate various means of interaction, communication and information sharing, 
such as: 

• Blogs 
• Microblogs (Twitter, Tumblr) 
• Podcasts 
• Message boards and other community forums 
• Streaming and online video 
• Websites 
• Social networking sites (Facebook, MySpace) 
• Individual pages on social networking sites (Facebook “fan” pages) 
• Professional networking sites (LinkedIn, Groupsite, Plaxo) 
• Media repositories (YouTube, Flickr) and wikis 

Also, for the purpose of this policy, “use” or “publish” will mean electronic interaction, communication and 
information sharing by users via social media, though, for example: 

• Comments 
• Ratings 
• Messages 
• Blog or Twitter posts 
• Status updates 
• Photographs 
• Graphics 
• Audio files 
• Videos 
• Text files 
• Presentations 
• PDFs 
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• Any other mechanism that is published, posted to, uploaded to, downloaded from or accessible from a 
variety of social media. 

It is always important to keep in mind that IMI operates under a Code of Conduct and requires strict adherence 
to all applicable laws with respect to intellectual property (trademarks and copyrights), disclosure/ 
confidentiality, defamation, harassment and invasion of privacy. The legal guidelines provided herein do not 
constitute any type of legal counsel. 

IMI is presenting its Social Media Policy strictly as a helpful resource for its employees. IMI does not accept 
liability or responsibility for any actions taken solely in response to or under any of these guidelines. 

3. IMI’s Social Media Presence 

IMI has several social media programs in place. They include: 

• Blog - IMI publishes a blog. 
• Facebook - An IMI group page is open to anyone working or interested in the non-profit management 

industry.  
• LinkedIn — IMI’s LinkedIn Group allows members to network, search for jobs, seek advice from peers 

and request personal recommendations.  

4. Engagement - Communicating Via Social Media 

a. Know Your Audience  
Develop a clear understanding of the audiences who interact with IMI online. Knowing your audiences 
will help you tailor your content and identify the right social media outlets with which to reach them. 
Create content your audience finds interesting. Understand that the interaction should focus on them, 
not just the products and services IMI offers. How can they benefit?  
  
Your goal should be to attract larger audiences and engage them more deeply in long-term 
relationships.  

b. Working with Bloggers  
There are best practices to engaging bloggers. An unsolicited e-mail to a blogger from an association 
management professional is often considered to be spam. IMI recommends that you research the 
blogger, his/or her community, how the community interacts with the blogger, how members interact 
with one another, prior posts and the blogger’s professional areas of interest. Even knowing his/her 
personal interests can be helpful.  
  
It’s also important to learn how the blogger wants to be contacted, whether through e-mail, blog or a 
particular social network. We recommend that our employees always do their homework before 
engaging a blogger. All information that you “pitch” on behalf of IMI should be meaningful, relevant 
and informative.  
  
Refer to Addendum A for IMI’s Blogging Policy.  

c. Write What You Know  
We all have a certain amount of expertise and wisdom garnered over the years. Our interactions, 
conversations and comments should always reflect our areas of expertise. Simply stated: stick to what 
you know and discuss and post information on topics within your area of expertise. If you choose to 
touch upon a subject that is not within your area of expertise, you should make it clear to your readers 
that you are not an expert, and your information is opinion, rather than fact.  

d. Contribute Value to Your Community  
When you want people to engage with you and share your information with others in their communities, 
you must write things that interest and deliver value to your peers and entice them to share your 
thoughts with others. Social communication should be stimulating and build a sense of community 
around dynamic conversations. If your content enables people to learn more or discover new talents or 
skills, build their business, make decisions, do their jobs better or solve problems, then your offering is 
valuable to the community.  
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IMI  develops a lot of content that association management professionals will find useful in their jobs. 
Let’s make sure we’re sharing these wonderful resources. This can open the channels for you to learn 
about other resources available across the industry.   

e. Be Conversational  
Write as if you’re having a conversation. If your language is too formal, you may miss an opportunity to 
engage in dynamic and often passionate dialogue. The social Web is not a business report, 
presentation or a marketing forum with canned or spammed messages. Don’t be afraid to bring in 
your own personality and say what’s on your mind. Write in a manner that invites a response and 
encourages comment. A great way to widen the conversation is to include others; cite the posts of 
bloggers interested in similar or the same topics. By including resources and links to others, your 
content will be shared in different Web communities.  

f. Create Some Excitement  
Create a sense of excitement when communicating through social media outlets. Share the new and 
exciting things IMI is doing. Let your excitement show in your tone and choice of words.  
 

g. Avoid Starting Fires  

It’s good practice to invite differing points of view without inciting others. However, bloggers are 
passionate, and there is a fine line between healthy debate and harsh reaction. It is not necessary, and 
sometimes impossible, to respond to every criticism in a Web community. At times, you will want to listen 
and not respond. This doesn’t mean that the information should not be addressed elsewhere in your 
communications program but firing back often appears defensive.  
  
Sensitive topics abound online. It’s important to be cautious and considerate of others’ opinions and 
reactions. Once words are released on the Web, you can’t retract them, and chances are they will be 
shared. It’s better to err on the side of caution and keep potentially inflammatory discussions harnessed, 
because once the information is circulated in Web communities, it can spread at a rapid pace.  
  
For more information on when and how to respond to comments in the social sphere, the Air Force Web 
Posting Response Assessment provides solid, common-sense guidelines.  
 

h. Wait a Few Seconds  

There are times when you will debate within yourself whether to publish a strongly worded or 
controversial blog post or comment. If you feel the slightest bit unsure, trust that voice of reason inside of 
you, which is saying don’t hit the ‘submit’ button just yet. Pause and reread these guidelines and think 
through the potential ramifications of offering your thoughts for public consumption. Ultimately, each 
one of us is responsible and accountable for our thoughts, words and opinions.  

i. Take Ownership. If You Make a Mistake, Admit It.  
Everyone makes mistakes. If you make an error, a best practice is to admit your mistake quickly, correct 
it and move on. If it’s misinformation, go back and give the right information to the community. If you’re 
correcting a blog post by modifying its content, it’s essential to let your Web community members know 
that you have done this. Many bloggers will strike through content that is incorrect or that they want to 
change and place the updated content alongside. At other times, they will label new content with 
“UPDATE.” 

5. Participation — Know the Rules  

a. General Application  
What you publish on social media sites is widely available to the public and may be archived 
indefinitely, kept by others, reposted elsewhere and/or shared with others without notifying you or 
asking your permission.  
  

Because your words and actions reflect not just on you, but also on IMI, please be thoughtful and 
conscientious with the content you publish. Of course, IMI employees also are obliged to uphold our 
social media policies and Code of Conduct and err on the side of transparency and disclosure.  
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b. The Three R’s  
Telstra Australia’s “3Rs of Social Media Engagement”— Representation, Responsibility and Respect — 
are a useful guide for your communications, conversations and social interactions and can be 
considered best-practices for the association management industry. Accordingly, please comply with 
the following guidelines when publishing on IMI social media outlets.  

Representation: Identify Yourself and Your Role 
When specifically authorized to do so by the president and founder or the vice president and CEO 
of Interactive Management, Inc., IMI employees at all levels of the organization can represent IMI in 
social media forums. This includes speaking with online media, entertaining blogger inquiries, 
“Tweeting,” and posting comments to articles, blogs or otherwise participating.  
  
Only public information may be shared; you should not discuss planned programs, marketing or public 
relations initiatives, financial data or IMI news, unless this information is already in the public domain.  

Responsibility and Respect: Be Accurate and Honest 
As an IMI employee, you have a responsibility to ensure that the information, materials and resources 
you publish are factually accurate, clear, topical and relevant. Other social media and social 
networking responsibilities of which you should be aware include:  

• Do not knowingly publish content that is untrue, misleading or deceptive. Take all reasonable steps 
necessary to ensure that information you publish in any social media outlet, including those owned 
by or affiliated with IMI, is based on current, accurate, complete and relevant data and/or facts. 

• Answer questions and provide comments and opinions only in those areas in which you are 
regarded an authority (especially with respect to your position or affiliation with IMI). If you are 
asked to comment on an unfamiliar situation or topic, please refer the question to a subject matter 
expert or an official IMI representative. 

• Post only information or content that is socially acceptable and reflects well on the organization. 
Material should not be offensive, harassing by nature, defamatory, obscene, discriminatory or 
otherwise in poor taste. 

• Disclose only information that is yours to share, or that is part of the public domain. Excerpts of 
information created by others can be shared only with proper credit and attribution. Also, it’s 
critical that you not share information about our employees, associates, competitors or vendors.  

Respect carries into every network and community where you interact. You should be polite and 
respectful of others’ opinions, even if you do not agree with them, and even when heated dialogue 
engenders hard feelings or inflames passionate points of view.  

c. Creating Social Media Content 
You should avoid publishing any of the following types of information in any social media outlet, 
including those owned by or affiliated with IMI:  

• Photographs, graphics, music, videos, artwork, written expressions of ideas or any other 
copyrighted materials in their entirety, without the advanced permission of the author/creator/ 
owner of such materials, regardless of whether they are explicitly marked as “copyrighted.” 

• Trademarks, without the advanced permission of the trademark owner. This includes use of IMI 
trademarks, regardless of whether they are explicitly marked as “registered.” 

• Personal, private or confidential information or content about other companies, organizations, 
groups or individuals. 

• Confidential IMI information such as, but not limited to, trade secrets, membership information, 
customer lists/data, company data, partner and/or supplier data, financial information, e-mail 
communications and other information not generally available to the public.  

IMI reserves the right in its sole and absolute discretion to decide how, where, when, and to what 
extent you may use and disseminate its intellectual property through social media (regardless of 
whether the social media property is sponsored by, or otherwise affiliated with, IMI).  
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d. Brand Consistency 
IMI’s Branding Guidelines and Style Guide were developed to maintain the integrity and voice of the 
IMI brand. As an employee, it is incumbent upon you to make certain that you protect and uphold the 
IMI brand by complying with these guidelines.  

Given the number of IMI communities, and the level of autonomy with which they operate, it is 
paramount to communicate with a look, feel and voice that are consistent across the company and 
indicative of the high-quality standards of IMI. This includes, but is not limited to, all IMI: 

• Websites. 
• Blogs and other social media properties (e.g., avatars, hashtags, etc.). 
• Press releases, publications, white papers, research studies and reports. 
• Podcasts, videos and other branded content.  

e. User-Generated Content (UGC) 
When developing UGC on behalf of IMI, be aware that:  

• You assign to IMI all rights, title and interest in and to any information or material developed, conceived 
or created by you as part of your employment with Interactive Management, Inc.  

(Note: Unless otherwise covered under separate agreements.) 
• The official IMI logo should be used in podcasts and videos developed on behalf of the company. 

Additionally, the IMI name should be included in the title slug and/or slates of broadcast materials 
intended for display or distribution. See Addendum B for more specific instructions. 

• IMI has the right to require removal of UGC if it is in appropriate, improper under the IMI Code of 
Conduct or fails to follow IMI’s branding and style guidelines.  

  f.  IMI Code of Conduct 
The professional conduct of IMI employees, including their actions and interactions in the social media 
sphere, is bound by the IMI Code of Conduct. All IMI employees must always uphold these principles. 

g. IMI Media Policy 
IMI’s Media Policy sets forth the companies’ policies for interacting with the media and, by extension, 
for engaging in conversations with bloggers and other non-traditional media online.   

Unless you are an approved spokesperson for IMI, please refer all inquiries to the president and founder 
or  vice president and CEO of the company.  

Also keep in mind that, just as with traditional media, no statement is “off the record” when it comes 
to bloggers, non-traditional media and social media communications. Anything stated on a blog or 
social network is “on the record” and in the public domain. Further, many bloggers will not honor 
information embargoes.  

IMI employees should therefore err on the side of caution when discussing proprietary or sensitive 
information in the social media sphere.  

h. Personal Use of Social Media 
Personal use of social media unrelated to IMI is at the individual’s discretion, but please keep the 
following in mind in connection with your personal use of social media unrelated to IMI:  

• If you publish anything related to IMI or its business, you should clearly state that you are an 
employee of IMI. You should also make clear that the views and opinions expressed are your own, 
and not necessarily those of IMI. It is not enough to list your IMI affiliation on a profile page. 

• You should not use your IMI e-mail or other IMI contact information for registration or other 
purposes without prior written approval of IMI. 

• You should not register social media usernames that include “Interactive Management, Inc.,” the 
acronym “IMI” or any IMI taglines. 

• IMI monitors social media outlets daily to gauge the conversations taking place, which may 
include those initiated or commented on by you. 

• If, and to the extent that, any personal social media activity reflects upon IMI in a manner 
inconsistent with the spirit and letter of this policy, IMI reserves the right to act, as it would in 
connection with any violation of stated IMI policies. 
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• You are solely responsible for personal Web postings found to be defamatory, harassing, an 
invasion of privacy or in violation of any other applicable federal or state law.  

 
i. Legal Compliance 

Anything you publish in any social media outlet, including those owned by or affiliated with IMI, should 
comply with its terms of use or service, and with all local, state and federal laws and regulations, only 
some of which are specifically addressed in this policy. It would be impossible to list all relevant laws/ 
regulations, but notable examples include:  

• Copyright laws restricting use of photographs and graphics created/owned by others without 
appropriate advance permission 

• Trademark laws restricting when and how a third-party’s trademark(s) can be used without 
permission 

• Antitrust laws restricting various forms of anti-competitive activity/ communications 
• Privacy laws restricting use and sharing of certain non-public or personal information about others 
• Defamation laws precluding reputational damage to others 
• Laws prohibiting statements that are obscene, discriminatory, threatening, harassing or false or 

misleading  
 

Please also keep in mind the following:  

• If an employee or a member of an organization says or writes something defamatory, the 
organization that person represents may be held liable. 

• You also may be held liable for repeating defamatory information, so check your sources and the 
information that you are quoting before using it for a blog post or linking to it in your social 
networks. 

• IMI can be held liable for any defamatory remarks that appear in the comment section of the 
blog. Therefore, all individuals posting on the IMI blog must abide by our blogging guidelines. 

Other helpful resources regarding social media and the law include: 

• Social Media Law Update Blog 
• Social Media Law News Blog 
• Social Networks and the Law 
• Unavoidable Ethical Questions about Social Networking 
• A Social Networks Theory of Privacy 
• United States Copyright Office 
• United States Patent & Trademark Office 

6. Social Media Measurement 

IMI places tremendous value on association management measurement and evaluation and 
recognizes the importance of engaging consumers in social communities. Accordingly, we 
recommend measuring the impact of your social media initiatives as part of any traditional campaign 
evaluation to better understand the total impact of your programs on the achievement of your 
companies’ or client’s strategic goals. 

The achievement of your companies’ or client’s strategic goals should be supported by successfully 
achieving your public relations campaign goals; the achievement of your public relations campaign 
goals, in turn, should be supported by successfully achieving your social media goals. 

Our suggested measurement standards note that proper evaluation requires a clear set of measurable 
objectives, which can be arrived at by asking four basic questions at the onset of a campaign: 

• Whom are you seeking to affect? 
• What about them are you seeking to affect? 
• How much must they be affected to be successful? 
• By when does this effect need to occur? 
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In any case, your goals should be relevant, realistic, specific, measurable and timely. They also should 
emphasize outcome measures (metrics that show how your efforts affect business performance in the 
areas of financial, reputation/brand equity, internal publics and public policy) over output measures 
(number of fans, number of followers, number of re-Tweets, share of voice, etc.). 

7. Forward-Looking Statement 

Social media continues to evolve with the continued development of communication and 
technological innovations, which presents both exciting new opportunities and challenges for any 
industry. As a recognized leader in the association management profession, IMI provides its employees 
with the latest information and educational programming on the use of social media. 

As the social economy expands and new forms of social media emerge, we will continue to enhance 
our programs and policies in keeping with best practices in social media communications. IMI is 
devoted to developing social media outreach initiatives on behalf of the company to better serve our 
community and will keep our stakeholders informed about any social media policy updates as they 
arise. 

8. Administration and Updates 

This policy is administered by Interactive Management, Inc., and will be updated from time to time. 
Revision dates will be noted on the Table of Contents page. If you have questions or suggestions, 
contact the Vice President and CEO, Gary Leeper at (303) 433-4446.  
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Addendum A: 

IMI Blogging Policy 
Introduction 

As more communications tools are added to the media landscape, IMI recognizes that blogs, personal websites, 
vlogs and other new means of communication are a common part of today’s culture and business environment. 
IMI’s Blogging Policy is intended to address the participation of IMI, and its employees in the blogosphere with 
respect to the various types of blogs that offer opportunities for communication. 

1. Types of Blogs and Postings  

a. IMI blogs  
These blogs include those written under IMI auspices and those that are IMI-sponsored, affiliated or 
authorized, including those that may be established by IMI’s various communities. These blogs may 
require the use of IMI resources, such as IMI Web hosting facilities, the IMI website, IMI content and 
materials, staff time or other resources.  
  
Examples of these types of blogs would include:  

• imigroupblog 
• rmrlc.wordpress.com 
• Acronym - ASAE sponsored blog 

Blogs created by IMI must be approved by the IMI President and Founder or the Vice President and CEO 
prior to launch.  

b. Non-IMI Blogs (Official Participation)  
 

IMI-sponsored participation in blogs produced by organizations that are not affiliated with IMI employees. 

c. Non-IMI Blogs (Personal Participation)  

Personal postings by IMI employees: IMI employees’ personal participation in blogs that may or may not 
be associated with IMI. 
 

2. Blogs and Blog Postings — Policies 
As a rule of thumb, regardless of the venue, blog postings fall into one of two categories: (a) postings 
representing an official position of IMI, and (b) postings by IMI-related individuals that are not intended 
to represent an official position of IMI. Care should be taken by all employees of the IMI community 
when posting to blogs to avoid any misperception as to whether the author is expressing an official IMI 
position or a personal viewpoint. 

a. IMI blog: Content and Postings 
IMI blogs may only be created with the approval of the president and founder and vice president 
and CEO. Content created for IMI blogs may be subject at any time to vetting by IMI staff to ensure 
that they follow IMI policy. 

With respect to postings to the IMI blog and the IMI website, IMI reserves the right to exclude any 
postings or material that it deems to be unsuitable, unlawful, or objectionable for any reason, such as 
(but not limited to) the content of the posting/material (for example, the usage of inappropriate 
language); the subject matter (including, but not limited to, material that is directed at an individual); 
the timeliness or relevance of the material/posting; or for reasons related to intellectual property 
contained in the postings, among others. IMI may employ technical tools to identify postings that may 
contain objectionable material. 

The following points of policy shall guide in decision-making about posting individual comments: 
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• IMI does not discriminate based on the views expressed in comments, but may limit comments 
containing obvious factual inaccuracies, unattributed facts and quotes, insulting comments, or 
libelous, obscene or unlawful statements. Responses containing demeaning comments directed 
at individuals will not be printed. While vigorous debate is welcome, all remarks should generally 
be directed at issues, positions, events and statements, rather than at individuals. 

• Comments responding to comments are acceptable. Comments responding to comments 
responding to comments will not be published. 

• Comments deemed to be excessively lengthy may be rejected for posting; comments should 
be limited to 500 words. 

• We encourage all users to post all comments, subject to end-user consent, along with the 
writer’s full name and e-mail address or telephone number of the author for reference purposes. 
IMI reserves the right not to post or publish anonymous or pseudonymous comments. 

• Comments that cannot be verified will not be permitted or published. 
• Form letters or mass mailings will not be permitted or published. 
• The submission of a comment is no guarantee of publication. Once submitted, all comments 

become the property of IMI, which reserves the right to exercise absolute discretion when 
selecting comments for publication. 

• Graphs, photos, video or other illustrations that accompany a comment will not be published, 
and IMI may decline to publish links embedded in comments. 

b. IMI participation in non-IMI blogs 
When a non-IMI blog carries content that requires response regarding IMI business, policies or 
positions, it should be immediately referred to the president and founder or the vice president and 
CEO, which will determine the appropriate response, if any, to the blog posting. Only those individuals 
designated by IMI have the authorization to speak on behalf of the company. The IMI staff authorized 
to participate in blogs must identify themselves as such. Employees may not respond independently 
on behalf of IMI to a blog under any circumstances. IMI monitors blogs, as more fully described below 
in Section 4 of this policy. 

c. Postings not representing an official position of IMI 
IMI employees may elect to participate as individuals in blogs to express personal viewpoints. As 
necessary, IMI employees should clearly identify that the viewpoint being expressed is personal and not 
intended to be interpreted as an official IMI point of view. IMI may request that an employee blog or 
website commentary clarify that the positions expressed are not official IMI viewpoints, or that a blog 
and/or blog posting be confined to topics unrelated to IMI if it believes this is necessary or advisable to 
ensure compliance with other policies and procedures. Employees may be bound by confidentiality 
commitments to IMI, which would preclude them from blogging on certain matters.  

3. Blog Postings — General Guidelines 

In connection with any blogging, failure to abide by certain legal responsibilities and non-disclosure 
obligations can result in serious ramifications for individual bloggers and/or individuals who post on the 
blogs of others. As a result, we have established Terms of Use for IMI Blogs. 

In general, and pursuant to the terms of IMI’s Blog Terms of Use, bloggers are and shall always be legally 
responsible for their commentary. Individual bloggers need to understand that they can be held 
personally liable for any commentary deemed to be unlawful, defamatory, obscene (not swear words, 
but rather the legal definition of “obscene”), proprietary or libelous (whether pertaining to IMI, individuals, 
or any other company for that matter). Bloggers need to understand that one blogs at one’s own risk. 
Outside parties may pursue legal  action against bloggers for postings. Whenever publishing/ 
participating in blogs as individuals or as IMI employees you should: 

• Be encouraged to indicate to the readers that the views expressed are the writer’s and do not 
necessarily reflect the views of IMI. IMI suggests that bloggers writing independent blogs that often 
touch upon IMI or IMI-related matters, post a disclaimer on the front page such as “The views 
expressed on this website/Web log are mine alone and do not necessarily reflect the views of IMI.” 

• Exercise caution, if not avoid, material that may be deemed to contain exaggeration, colorful 
language, guesswork, obscenity, copyrighted materials, legal conclusions, and derogatory 
remarks or characterizations. 

• Not disclose without authorization any information that is confidential or proprietary to third parties. 
• Maintain a respectful attitude and tone. 
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• Always obtain permission from rights holders to use any previously created materials not governed 
by fair use. 

• Respect IMI’s ethical guidelines and the IMI Code of Conduct. 
• always Comply with the terms of legal notices that may be part of any blogging site. 

4. Monitoring and Engaging Blogs 

Blog postings may require responses and may generate media coverage. IMI employees should refer any 
IMI-related queries regarding blog postings, or coverage of those postings, to the president. To facilitate 
proactive blogger relations, the president maintains internal procedures for monitoring blogs. 

a. Responding to Blog Posts and Comments 
In responding to blog posts and comments, the company will consider multiple criteria, including 
influence and importance of the blog/blogger and the relevance of the discussion, including factors 
such as: 

• Rating by Technorati and/or other blog search engines. 
• Currency of blog content/frequency of refreshing. 
• Objectivity and integrity of blog content. 
• Adherence of blog to IMI ethical standards. 
• Assessment of prior posture regarding the association management profession and IMI. 
• IMI’s experience gained from blog monitoring. 

b. Blogger Relations 
The IMI team will work to incorporate influential blogs into other ongoing efforts to build and develop 
relationships with bloggers and other social media outlets. In each instance of a blog posting, the 
employees will identify possible respondents and facilitate posts. As with traditional media coverage, 
not all blog entries need to be addressed. The staff engages in additional proactive blogger relations 
that include creating a more effective information distribution method to these and other social 
media outlets, posting regular responses to key blogs, and using IMI blogs to engender community 
credibility and enable track backs. 
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Addendum B: 

IMI Clients and Social Media 
Introduction 

While one of IMI’s greatest strengths lies in the depth and diversity of its various clients, the whole of IMI is 
greater than the sum of its parts. 

It’s for this reason that IMI is asking its Clients to adopt and adhere to the Company’s Social Media Policy. 
The whole of the IMI brand will benefit only to the extent that the participation of its clients in social media 
is governed by, and carried out in accordance with, a consistent set of guidelines. 

We know, of course, that some of our clients already have their own social media policies in place. And 
while having a single policy that each of our clients follows would be ideal from a branding standpoint, 
we realize there may be reasons why this cannot always be the case. IMI’s Social Media Policy, therefore, 
was developed to accommodate the integration of key elements from our clients’ individual social 
media policies. 

To help our clients adopt IMI’s Social Media Policy and use social media to engage audiences and 
achieve other communications goals, we developed social media toolkits offer best practices, resources 
and examples. 

The specific guidance that follows applies to IMI clients 

1. IMI Social Media Policy 
a. All IMI clients should adopt and follow the IMI Social Media Policy.  

b. Key elements of existing social media policies may be retained and integrated into the IMI Social 
Media Policy. Any existing policy provisions that contradict or supersede the IMI Social Media 
Policy, however, may not be included as part of a combined policy.  

c. IMI client leaders are responsible for sharing the policy with their members, making it available for 
download and enforcing its provisions.  

d. Potential legal issues should be shared with the IMI President and COO, as soon as they become 
known.  

e. IMI Clients should not establish social media accounts, log-in names, handles, hashtags or other 
means of branded identification that could be misinterpreted as representing IMI. Care should 
also be taken to ensure that branded identification is consistent with IMI’s Branding Guidelines, 
and that it does not duplicate or conflict with IMI’s social media presence.  

f. IMI will, from time to time, audit the social media properties of its clients to ensure their compliance 
with the IMI Social Media Policy. Examples of noncompliance will be brought to the attention of 
Board of Directors and a timetable established for remedying unresolved issues. 

2. IMI Branding Guidelines and Style a. Twitter, Facebook and LinkedIn Accounts 
i. Care should be taken to determine whether a Facebook “fan page” or “group” is 

appropriate, based on your communications goals. 
1. Fan Pages 

• Are best for “pushing” information to audiences. 
• Allow for the creation of custom applications and tabs. 
• Do not allow for email communication with “fans.” 
• Accessible by the general public, even if they are not registered or logged in. 
• Searchable. 

2. Group Pages 
• Preferable to “engage” audiences. 
• Facilitate discussion and networking. 
• Are available only to registered Facebook users. 

3. Fan and group pages require regular maintenance and updates. 
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ii. Personal Facebook accounts established on behalf of IMI or IMI clients should be deleted and 
recreated as a community fan page or group, following the appropriate naming protocol and 
other guidelines. 

iii. Each social media account should have multiple managers/administrators who are currently  
engaged members of the client association.  

b. Use of the IMI Logo in Social Media Avatars 
i. Adhere to the IMI Branding Guidelines when using the IMI logo in any medium. 

1. Do not alter or distort the IMI logo. 
2. Use only approved IMI colors. 
3. Do not add images or other graphics to the logo.  

c. Video Branding 
(Please refer to Social Media Toolkits for a complete list of video production best practices.) 
i. The IMI logo should appear as a watermark on all IMI videos posted and viewed online. 
ii. Video resolution will depend on placement of the video. 

1. When placing on YouTube, follow the site’s directions. 
2. When embedding on websites, check with the webmaster. 

iii. Titles 
1. Include title screens using the appropriate IMI logo at the beginning and end of the 

video. 
2. End title page should include the following copyright information: “This video is a 

production of IMI and may not be redistributed or reproduced without the expressed 
consent of IMI. ©[year] IMI. All rights reserved.” 

d. Podcasts Branding 
i. Include an introductory voiceover. 

1. Mention the title of the podcast, the host’s name and the way in which the subject/ 
content/host relate to IMI. 

ii. Close with the following copyright information: “This podcast is a production of IMI and may 
not be redistributed or reproduced without the expressed consent of IMI. ©[year] IMI. All rights 
reserved.” 


