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I. Introduction

This is the first edition of the Web Production Process and Content Submission Guide. The Mount Sinai Digital and Social Media Department has created this guide as a tool to assist you – Mount Sinai Web Liaisons and stakeholders -- with planning, packaging, and submitting Web content.  
Here, we outline the process our Department prefers to use in developing all Web content and provide you with related forms and guidelines, as well as answers to frequently asked questions about physician / faculty profiles, Mount Sinai YouTube Channel guidelines, vanity URL guidelines, and more.  Our aim is to orient you to our processes and to make everyone’s life easier.  We view our process as a collaborative one, in which both parties benefit from each other’s ideas and expertise.  We expect this Guide to grow as our list of services grows.
After reviewing this guide and employing the ideas provided in the Action Checklist for Creating Web Content, as well as our Quick Editorial Guidelines, you should have a better understanding of: 

· The Digital and Social Media’s Web content development process
· How we define Web requests in one of four ways:  Simple, Medium, or Complex tasks, and Projects 
· How to submit a Simple, Medium, or Complex task request

· How to initiate a Project 
· How to package your content, including how to edit it according to our editorial guidelines  
· Your role in the production process from concept to final delivery

This Web Production Process and Content Submission Guide is organized as follows:
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II. Process Summary: Submitting a Web Request  PAGE 3
a. Definition of Simple, Medium, and Complex Tasks  and Projects  PAGE 3
b. Process for submitting Simple, Medium, and Complex Task Requests  PAGE 5
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5. Frequently Asked Questions: Physician / Faculty Profiles PAGE 18
6. Policy on Independent Web Sites PAGE 20
7. Mount Sinai YouTube Channel Video Guidelines PAGE 21
8. Vanity URL Guidelines  PAGE  
9. Photo Standards and Guidelines  PAGE 23
10. Patient Authorization to Use/Disclose Photographs/Videos/Broadcast    PAGE  25 
II. Process Summary: Submitting a Web Request 

As part of our internal Web production process, we classify each Web request we receive as either a Simple, Medium, or Complex task, or as a Project. What follows are definitions and examples of these four different types of requests and how to submit them.
STEP ONE >: Decide whether your Web request is a Simple, Medium, or a Complex Task or a Project, according to our definitions below.
Simple tasks 
Categorized as simple tasks, these requests may involve changes or updates to a single page only or to multiple pages.  Examples include:  

· Upload or replace PDF on page

· Updates to Contact information

· Updates to Leadership pages

· Typo correction

· Fixing broken links

· Date changes [application deadlines, special events]
· Minor content refreshing [replacement text for a sentence or a paragraph]
· Event updates

Medium tasks 

Medium tasks may involve updates to multiple pages and some vanity URL requests requiring additional backend or technical attention.  Examples of medium tasks:
· Posting a press release

· Text replacement that is more than a paragraph in length

· Adding a carousel item or image (the term “carousel” refers to the rotating images / photos that appear on many landing pages)
· Messages from Chairs

· Daily Check-up additions

Complex tasks 

Complex tasks may necessitate the involvement of multiple members of the production team – your Web Marketing Manager, as well as a Content Manager, IT, Editorial, Design, and Management. Examples of Complex tasks include:

· Page additions, deletions, or movement (information architecture modification)

· Global Changes (header change or addition, removal of Contact Us box, etc)

· FAD, FAP, FAF mapping

· Disease mapping

· Changes to residencies or fellowships

· Departmental/entity-wide requests (DOM, Heart, Surgery)

· Creating redirects
Projects   
Projects can be as simple as a site refresh (revising content on multiple web pages), or may be larger in scope – for example, reorganizing or rebuilding your Web site.

STEP TWO: Select the correct format for submitting your Simple, Medium, or Complex task request (see formats below). If you are submitting a Project, please follow the process outlined below.
· Process for Submitting Simple, Medium or Complex Task Requests

To ensure that your requests move smoothly and in a timely fashion through our production process, please submit work of this nature to our Digital Media services team in the following format. We will return any request submitted in formats other than this, which may result in critical delays in scheduling your task or project. 


Process for Submitting “Projects” 
We have standardized a process by which we manage our “Projects” from concept to delivery.  All Projects typically have three phases: 

1. Phase 1:  Planning phase. First identify your project goals and objectives and complete the Project Brief (see Appendix 1). Then submit the project brief to your Web Marketing Manager, who will review it and schedule an in-person meeting with you. At this meeting – referred to as the Project Kickoff – you and your Web Marketing Manager will discuss your project brief, agree on the scope of the project and deliverables, as well as a tentative project schedule.   
2. Phase 2:  Preproduction phase. Phase Two entails developing and finalizing the wireframe and information architecture (IA) for your site, in other words the navigation and how the information is organized on the Web site. This phase also includes content development (writing and editing material you would like to publish) and identifying assets to be used (photos, videos, brochures, etc.). 
3. Phase 3:  Production – Implementation phase. Once content has been approved, it is compiled into one long document with the wireframe at the top and then emailed to the web production team. Your assigned content manager will build the Project on a staging server (a non-public site). When it’s ready, the link to the staging site is sent to the Web liaison / stakeholder to review and approve before it is pushed live (published).
Average turnarounds:

· Minor site refresh:  2 to 3 weeks [10 business days]

· Larger scope project:  from 3 to 4 weeks [Please note this is an average timeframe and is subject to adjustment based on full assessment of work involved. Your Marketing Manager will confirm the actual schedule.] 
PROJECT STEPS AND RESPONSIBILITIES
	
	Steps
	Details
	Owner / Party responsible

	1.
	Complete and submit the Project Communication Brief * to your Web Marketing Manager.
* See Appendix 1 for Project Communication  Brief form
	The Project Communication Brief should be complete and available for discussion at the time of the initial Project Kickoff meeting.  
Remember, defining the overall goals, the message you want to communicate, and the audience[s] you plan to target are key factors in adding value and creating results that you will be able to measure. 
	Web Liaison/

Stakeholder

	2.
	Schedule ‘Project Kickoff’
	At the Project Kickoff meeting, you and your Web Marketing Manager will review your Project Communication Brief, clarify any questions, and set a project timeframe which will include timeframes for preproduction and production phases.

	Web Marketing Manager

	5.
	Approve Project Plan
	Your Web Marketing Manager will present to you a project plan summarizing project goals and deliverables.  

	Web Liaison / Stakeholder

	4.
	Present Wireframe and information architecture (IA)
	Develop wireframe with recommended navigation for review and approval


	Web Marketing Manager



	5.
	Submit Product Package for Marketing / Editorial review *
* Please be sure to review “Preparing and Submitting Web Assets”, “Action Checklist for Creating Web Content”, and “Quick Style Sheet” (all are in Appendixes) before submitting Product Package.


	The product or content package should include an inventory checklist (a list of all content items that are part of the project) and relevant assets (copy, photos, videos, etc) to be published.  The Web Marketing /Editorial team will review these to ensure Web best practices.
 
	Web Liaison / Stakeholder

	6.
	Marketing /Editorial review
	Provide top editing, proofreading, and recommendations based on Web best practices. Return as copy deck to Web liaison / stakeholder for final approval. 

	Web Marketing Manager

	7.
	Submit final Product Package *
* See the list of documents (Project Documents) immediately below that travel with your project through the production process.
	Submit production package to Webfeedback for execution. This should include the approved wireframe mockup and copy deck. Should also include all web assets for the project  
	Web Marketing Manager

	8. 
	Internal QA/ Review    
	Review your completed project on staging server. Your Web marketing manager will send you the staging links for 1st pass review.
All subsequent “passes” fall under this step.

	Web Liaison / Stakeholder


PROJECT DOCUMENTS:  All Projects travel through our production process with the following documents:

· Project plan / agreement– stated objectives for the work approved and supplied by Web Liaisons or stakeholders    
· Product Package – includes content and assets (photos, videos, etc.) associated with the specific project with an inventory checklist along with clear and detailed task instructions for the work you are requesting
· Wireframe  – approved mockup of the proposed Web site supplied by Web Marketing Manager

· Copy deck  – approved content organized by Web Marketing Manager for use by Digital Media Services team 
Appendix 1:  Project Communication Brief

Project Communication Brief

As a first step in developing your project plan, we ask that you complete this document and submit it to your designated Web Marketing Manager. Your Marketing Manager will schedule a project kick-off meeting to review this brief and discuss next steps.

	Submitted by
	[Web Liaison]

	Submission date
	

	Group/Department
	

	Deliverable
	[e.g., Web site development, content development]

	Existing URL (if available)
	

	Vanity URL (if applicable)
	Include related vanity URL or state your request for one


Purpose:  [Briefly summarize the purpose for this project request (e.g., building new site, redesigning/reorganizing an existing site)]

Objectives/Expectations: [e.g., improving user experience (navigation), revenue, education, revenue, recruitment, etc]
	1.

	2.

	3.


Primary Audience:  Identify your target audience (e.g., patients, investigators, prospective students). 

Key Differentiators – What Makes Your Service/Program Special? [Describe how your product/service stands apart from competitors. Where possible, support it with compelling facts that highlight the features, value, and benefits to your target audience when they choose your service/product.] 

	Search ENGINE OPTIMIZATION (SEO)

Deliverables
	What key words or phrases do you feel your audience would use to search for your services? Please list as many as possible.

Please list 2-3 major competitors, their location and web address of that section.

1.

2.

3.

What organizations are supportive and/or complimentary to your services? 

List each of the specific deliverables for each phase (specific content, images, etc.)



Social media strategy: [This is not required; however, we welcome your ideas and suggestions on how various social media tools – Facebook, Twitter, YouTube, etc. – might be utilized to market your project.]
Appendix 2: Preparing and Submitting Assets

	Format
	Acceptable file format
	Unacceptable

	Content copy
	.doc, .docx, .rtf, .txt
	Pasted web pages, PDF 

	Photo/graphic image
	.jpg, .gif
	Embedded image, PDF

	Video
	Mp4
	.swf


Content copy: Supply in Word document (2003 or later), WordPad text or rich text format. Our Digital Media team will return documents supplied as pasted web pages or PDFs, which may result in critical delays in scheduling your task or project.

Photo or graphic images:  Provide jpg or gif files. Keep in mind that for carousel or 2-column images, photos/graphics must be horizontally oriented. Images embedded within a Word document or PDFs are unacceptable, and we will return them to you—this may result in critical delays in scheduling your task or project.

Video: Videos embedded on the Mount Sinai Web site can have a runtime of no more than 12 minutes.  However, there is no runtime limit for videos posted on Mount Sinai’s YouTube channel.  
Appendix 3: Action Checklist for Creating Web Content
There are two commonly understood facts about how people use Web sites:

· Visitors are usually looking for specific information 
· Visitors don't want to spend a lot of time on a site trying to locate the information they seek
Therefore, as you organize and prepare copy to be published on the Web, please keep in mind that clear, concise, and informative messages which tie together Mount Sinai's business objectives (overall mission) with site visitors’ needs are more effective in drawing, driving, and increasing site traffic.

The following checklist will help you produce organized, informative, and visitor-centric content within the framework of best practices for Web content.
Zero in on your target audience and your message
Before you prepare your content, establish firmly in your mind:  

· Who you want to visit your site.  Identify who your target audience is and how you expect them to use your site.

· What your message is. Determine what your audience needs or wants to know and decide what how to communicate what you offer.

· Who you are. Have a clear understanding of what your mission/service/program is and be able to describe it succinctly in a couple of paragraphs. 
· Why choose Mount Sinai?  Show, don't tell:  Offer details about any unique initiatives or services (your unique value-proposition) to demonstrate what sets you apart from your direct competitors.

Select your keywords for Search Engine Optimization 
Search engine optimization (SEO) is a strategy used to improve site traffic by identifying how – and for what -- people are searching online using keywords or phrases. Placing keywords strategically in your content is one tactic that will increase the likelihood your content will appear high in search engine results.  
Simple tips:

· Update your pages regularly to refresh search engine crawls—search engines are programmed to provide more prominence to fresh content.

· Plan what keywords you intend to use and make a list before developing your content. By incorporating specific keywords that are common to your services, topics, areas, or profession, you can improve your search engine rankings.
· Mention "Mount Sinai" (Mount Sinai Medical Center or Mount Sinai School of Medicine) early in your text (first sentence or first paragraph).  
· Place other keywords high in the body text. Incorporating keywords within the first 25 to 75 words of copy (ideally) or within the first 50 to 100 words on the page will tend to push your Web page higher in search engine returns.   
· Consider what page title you require. Page titles should be simple and clear and summarize the content of the page.  Relevant titles help with search engine rankings.  Example:  A weak title for an About Us page would be simply “About Us.” A stronger title would be “About Mount Sinai Cancer Services.”
· A helpful tool for determining critical keywords for your area is Google Insights (http://www.google.com/insights/search/#). If you type in a relevant term (i.e. “Urology”), it will show you want the top related keyword searches are, as well as rising searches.
· Some other keyword tracking tools include:  Google Trends http://www.google.com/trends;  Technorati  http://technorati.com/;  and Wordtracker  http://www.wordtracker.com/  
Apply the appropriate communication style
· For service areas in The Mount Sinai Medical Center/FPA
Write patient care and FPA content in simple, consumer-friendly terms.
· Provide details in 350-450 words or less [or three to four paragraphs] placing focus on what differentiates Mount Sinai.  
· If a medical term is potentially unclear, define it the first time it is used.  
· Do not use acronyms that are not in common use—such CAD or HBP—or that may create confusing search results. 
· Appeal to the general public, without sounding condescending, understanding that simpler sentence structure will provide a better opportunity for audience engagement. 
· For Mount Sinai School of Medicine Departments, Education, Residencies, Fellowships 
Write for medical professionals and medical students, keeping focus on your communication goal: recruitment to an outstanding division, program, department, etc. 
· Appeal to the interest of prospective students, but use a more professional tone that acknowledges the audience's training, expertise, and familiarity with certain terms. 

· Provide details in 450 words maximum [or three or four paragraphs] with greater focus on substantive differentiators. 
Provide the Key Differentiator – Let your audience know why you stand above others 

In providing your visitor with reasons why they should look to you for the service offered, ensure that the information you provide for your pages:
· Is factually accurate and focused on delivering the information your audience seeks

· Is current and relevant to the audience you are targeting

· Discusses what you've done lately—detail ways that make your program or service unique and why people should come to Mount Sinai instead of going somewhere else
· Contains one or more calls for your visitor to take some action [Example: Links to: More information, Find a Doctor, Apply Online, Find a Related Resource, Related Service, etc]   
Engage your audience further by creating multiple calls to action across your Web site

Keep in mind:

· The amount of time you have to develop a relationship with the targeted visitor is limited. It is important to ensure that once users arrive, there is a reason for them to stay. 
· Static, content- heavy pages are difficult for people to scan. If visitors do not find what they seek in the first paragraph or two, it is not likely they will remain on the page or the site. 

· By offering options that help direct their search for information, such as links to related pages or plainly defined navigations, you raise the chances of your audience remaining on and exploring your site.
Appendix 4: Quick Editorial Guidelines
Here is a quick style sheet for editing your content before you submit it.  Please note that the Web editorial team will review your content and make related editorial suggestions and revisions before we publish any new content to the site.
Active versus Passive Voice

Write in the active rather than the passive voice. Examples: 


· “The award was conferred upon the department...” becomes “The department received the award...”
· “There are 10 divisions within the department” becomes “The department has 10 divisions” 
Facts and Statistics

Content originators must be sure to reference sources for all new or updated claims or statistics and maintain a list or file of these sources.  
A note about fact checking:  The Digital Media team is not responsible for fact checking your material. Be sure to attribute all new or updated claims or statistics by referencing the source of the information. The Digital Media team will direct all inquiries as to the veracity of a claim or statistic to you for verification. 

· Use statistics sparingly. They are fine to use to underscore a point, but be brief and attribute the source/organization in the content (e.g. “Each year, an estimated 13,100 individuals are diagnosed with esophageal cancer, according the American Cancer Society.”).
· Use statistics specific to Mount Sinai that add prestige and that you can attribute to a source. For instance, “Mount Sinai is No. 1 in geriatric care, according to the U.S. News and World Report 2010-2011 “America’s Best Hospitals” rankings."
· Keep content as evergreen as possible, avoiding use of words and phrases such as "currently", "last year", "this year" or " the past 10 years"; specify exact dates as necessary 
· If your Department is a center of excellence, always state the source for that designation.  The designation is an official one that must come from outside Mount Sinai. 

· Avoid superlatives (i.e. we are the best at xyz, or we see the most patients for geriatrics in the nation) unless you are able to substantiate them with data. 
· If rounding off figures, round off to hundreds or thousands for large numbers. Rather than saying, “Our Department treated more than 1,250 people last year,” say, “Our Department treated more than 1,200 people in 2010,” or “Our department treated nearly 1,300 people in 2009.” With institutional figures such as these, you don’t need to reference your source in the text.

Spelling
Check the spelling of all proper names. Include a middle initial, if there is one, and all academic degrees of a clinical nature, such as MD, PhD, MPH or RN. 
The Digital Marketing team is not responsible for verifying the spelling of person’s names or ensuring the listing and accuracy of all academic credentials. 
General tips

· Institutional Names: Mount Sinai Entities
· The Mount Sinai Medical Center
· The Mount Sinai Hospital
· Mount Sinai School of Medicine

· Mount Sinai Faculty Practice Associates

· The Tisch Cancer Center [first reference]

· Departments, Divisions, Labs, and Programs, use uppercase if spelling out the full name. For example:  the Department of Pathology.  Use initial caps (uppercase) on second reference, i.e. when subsequently referring to the Department, Division, Lab, Center or Program in the text.
· Center, Institute, School of Medicine, Hospital, Medical Center, use initial caps at all times.
· Titles

· Capitalize Director, Chair, Chief when including as part of a title. For example, John Doe, MD, Director of... (no periods for MD).
· Use lower case versions within text: He is a director of the Children's Clinic.
· Credentials/academic degrees: Do not include periods or spaces in abbreviations for academic degrees. For example:  MD, PhD, MPH. Within text, a comma should follow all medical titles. For example: John Doe, MD, PhD, Director of _______

· Time references: "am", "pm"—lower case, no punctuation
· Symbols 


Ampersands: Within text, spell out "&" as "and”


Percentages: Spell out “percent”; do not use the % sign 


Do not use superscript for ordinal numbers.  For example: 94th  Street.



Use copyright, registers, and trademark symbols as applicable.

· Remove curly quotation marks (also known as smart quotes) and replace with “straight” quotation marks (use this quotation mark ‘instead of this one “)
· Numerals
· Spell out numbers one through nine
· Use numerals from 10 to 999,999
· For 1 million and up, a combination is used
· When writing out a range of numbers, use the style of the highest number, and use a hyphen with no spaces on either side [e.g., 7-10 (not seven-10)]
· Spell out Avenues: "Second Avenue", "Fifth Avenue" etc.
· Refrain from use of superscript when using ordinal numbers [i.e., 11th floor, rather than 11th] because they are difficult to read on screen
Formatting text blocks
Studies find that visitors scan for information on the Web rather than read every word. Again, the visitor’s objective is to acquire information or to take a specific action. The less time it takes a site visitor to achieve that goal, the more likely it is that you will have provided a good user experience—and the more likely that visitor will be to bookmark and return to your site.

With this in mind:

· Keep paragraphs short and content concise and goal-focused.  Avoid wordiness and embellishments.
· Break up the page visually: Add subheads (H2 or boldface) and bulleted lists to make the page easy to scan and support search strategies.
About formatting bulleted lists
· Capitalize the first letter of each word in each bulleted item.
· Use a minimum of three items and maximum of 10 items is the common practice; use two-item lists sparingly.
· Where possible, keep all bulleted list items brief, without punctuation at the end.
· Where bulleted information runs longer than a few words or a sentence use semi-colons and periods as necessary.
Headings tags that help with search Proper heading tags <H1> < H2> make pages more readable and help with search engine rankings.    
· <H1> – The primary (main) title or heading callout appears at the top of static content pages; set in initial caps [i.e., Set in Initial Caps].  Add a space below it before the body text begins
· <H2> – Secondary heading callout that appears as a subheading for important information within the paragraph blocks [Set in Initial Caps]; space above and below to body text
· Bold – Highlights information important to your audience [First cap then lower case]; no space below to body text
Prepositions within headings
· Five or fewer letters: usually lower case [to, up, in, for, with, under]; exceptions: at the end of a heading [Stock Market Goes Under (not under)]
· Capitalize prepositions with more than five letters [around, through, within]

Articles within headings [or titles]
Lower case articles [the, an, a, etc.] except at the beginning of heading
Conjunctions within headings  
Conjunctions [and, but, etc.] are at all times lower case
Body text
Underscores and Italic type

· Do not submit content with underscored words, all capital letters, or italics for emphasis

Publications
Either APA or AMA style are acceptable. However, use must be consistent across citation listings. Posting of citations requires manual coding by our developers, which is labor intensive. Therefore, the Digital Media team is requesting that you adhere to following guidelines when submitting publication citations:   
· Supply citations that span the past five years

· Limit submissions to 10 citations per investigator
· We encourage that you hyperlink your titles to online journal sites, such as Pub Med article abstracts  
Appendix 5: Frequently Asked Questions: Physician/Faculty Profiles
Q: How Do I update physician and faculty profiles?

The process to update a profile page varies based on the type of appointment and the content that needs changing. Specific instructions are available for physicians and non-medical faculty by accessing the following information at: http://ap.mssm.edu/  
· Select the “Sinai Knowledge’ link on the page

· Scroll down to the “Other Sinai Central Services” and select EDir link

· On the EDir Admin page, select the QuickStart Table, a tool provided to guide you through the steps for updating specific profiles

Q: How Do All Other Staff Update Their Profiles

Those needing to make updates to their individual profiles may do so through Sinai Central by following this procedure:

· Log into your profile in Sinai Central

· Once you have logged in, click “EDIR” (located on the left side of the screen).

· Click “Select User.”

· Type in your last name or life number to search for your profile

· Access your profile pages

· Update the information by selecting “Edit Contact Info”

· When revisions are complete, select “Save Draft” and then “Publish”

· Profile updates will be published by the next business day

Q:  “Clinical interests” are no longer appearing in my profile. How can I get them added or updated?
“Clinical Focus” has replaced “Clinical Interests”. To make updates or additions, physicians and faculty may follow the link below to the survey tool to make the update. Once the department chair (or web liaison on behalf of the chair) approves the change, the update can be published. Access the URL only within the campus network:  http://doctool.mountsinai.org/DoctorStarter/index.jsf.

Appendix 6: Policy on Independent Web sites

FROM:        Dennis S. Charney, M.D.

      Anne and Joel Ehrenkranz Dean, Mount Sinai School of Medicine

      Executive Vice President for Academic Affairs, The Mount Sinai Medical Center

DATE:         November 10, 2010

 

It has come to my attention that some members of the Mount Sinai community are maintaining independent Web sites that use the Mount Sinai logo, name, and/or affiliation inappropriately and without proper permission. 

Please be aware that there are strict vetting and approval processes for any site created outside of Mount Sinai’s institutional Web site. The rules set forth in Chapter 7, “Institutional Policies,” of the Mount Sinai Faculty Handbook, apply to Web sites.  You can review sections titled: “Policy on Use of Mount Sinai’s Name” and “Guidelines and Procedures Regarding Use of Name of Mount Sinai in Published Materials.” 

 In addition, independent sites cannot without explicit approval: 

· Use the Mount Sinai logo.  The Handbook section on guidelines and procedures outlines the approval process for logo use, starting with the Department Chair’s approval.  

· Describe work performed at, or in affiliation with, Mount Sinai.

· Discuss any patient stories or outcomes as they relate to Mount Sinai without authorization from the patient.  In addition, patients must sign a HIPAA authorization that is specific to the particular use on the Web site only.  This pertains whether or not the patient is identified by: name, face, or other distinguishable characteristics such as tattoos, scars, amputations, or highly unique personal or medical histories. 

· Post photographs of Mount Sinai buildings or clinical facilities.

· Link to any page on Mount Sinai’s official institutional site; likewise, if your institutional page contains a link to a site that you created independently, use of that link must be approved.

· As outlined above and detailed in Chapter 7 of the Handbook, Department Chairs must approve any independent Web sites that exist or are being planned, and prior to launch.

· Independent Web sites should specify a contact person, telephone, and email address for inquiries, and must also include the following disclaimer stating that the content is that of the individual, not the institution: “The views expressed and content presented on this Web site are my own and do not reflect those of Mount Sinai.” 

Once the Department Chair has signed off on the content, the Department of Marketing and Communications, together with the Compliance Department, must review and approve all Mount Sinai-related sites and pages before they are launched. 

Thank you for your adherence to this important policy. 
	
	


Appendix 7: Mount Sinai YouTube Channel Video Guidelines
Videos posted on the Mount Sinai YouTube channel represent the Institution and will be viewed by internal and external audiences.  

Final review and approval by the Digital and Social Media Department is required prior to posting onto the Mount Sinai YouTube channel.

Consult with the Digital and Social Media Department if you have any questions about the appropriateness of materials you plan to post. Please email:

Please keep in mind the following guidelines when creating the video:

· Main focus should be the Institution (Departments, divisions, programs or institution-sponsored services)

· Provide accurate and up-to-date information 

· Present the content in an accessible and attractive manner 

· Information about patients without written permission, including photographs or potentially identifiable information is strictly prohibited

· Images, audio, music and video footage must comply with U.S. copyright and fair use laws

· For educational or instructional videos, include the disclaimer:

This video was produced by and is owned by The Mount Sinai Hospital/School of Medicine.  Any copying or distribution is prohibited without our express written consent.  

Any presentation of this video or its accompanying audio may be made solely for educational purposes. The information presented, although dealing with health-care and patient issues, is not medical advice. Anyone who needs specific medical assistance, consultation or advice should consult his/her physician. 

Any questions concerning the content of this video may be directed to The Mount Sinai Hospital/School of Medicine at webfeedback@mssm.edu.
©2013 The Mount Sinai Hospital/School of Medicine 

Appendix 8: Vanity URL Guidelines
If you would like to retain a vanity URL (a shortened version of your URL), please allow 5-7 business days for ones that follow Mount Sinai’s URL (i.e. www.mountsinai.org/urology). Please send all requests to Webfeedback or your Web Marketing Manager with the following:

1. The name of the URL you wish to retain 

2. AND the URL you wish to have it directed to

If you do not have both components in the request, it will not be fulfilled.

For URLs that need to be purchased (i.e. www.dubinbreastcenter.org), the team requires 5-10 business days to purchase the URL and redirect it to our site. 

If you have any questions, please ask your Web Marketing Manager for guidance. 

Appendix 9: Photo Standards and Guidelines

Images play a vital role on Mount Sinai Medical Center’s website. Quality photographs demonstrate professionalism and offer a visual reference of our commitment to excellence in patient care and research.

Below are guidelines for submitting images, coordinating photo shoots, and reviewing the photo archives.

> Basic Guidelines

•
Images should be of actual Mount Sinai facilities, doctors, staff and patients. Original photography will ensure a unique look and message. We generally avoid using stock photography.

•
When supplying images for the website, horizontal shots will enable proper cropping for layout and positioning.

•
Images should feel candid, not posed.

•
If the image is blurry, shows people’s backs, lacks emotion, or is not compelling in any way, don’t use it. No image is better than a poor image. 

•
Any patient to be photographed must sign (or have his/her Legal Guardian or Personal Representative sign) appropriate forms that authorize disclosure of Protected Health Information (PHI) as defined by HIPAA.


Contact Cathy Clarke in the Marketing & Communications Department for a copy of 
the appropriate consent form(s). 

 •
Be sure to get the highest resolution of the photos from the photographer. The optimal size for submitting is 150 DPI with 700 pixels width. The Mount Sinai website is design for horizontal images only. Please refrain from submitting vertical images.

> Submitting Images Via Webfeedback

•
Please submit image via Webfeedback (in Outlook) and copy catherinee.clarke@mountsinai.org
•
Any question about size and quality can be sent to catherinee.clarke@mountsinai.org.    
> Coordinating Photo Shoots at the Medical Center
•
Contact Photo Editor Cathy Clarke (catherinee.clarke@mountsinai.org) for guidance. No photography may be conducted within the Medical Center without authorization and advance arrangement through the Marketing & Communications Department, which will coordinate all such arrangements with Security.


Security will prevent a photographer or camera crew, arriving unexpectedly, from entering the Medical Center and will contact the Press Office. Therefore, the Press Office should be advised in advance whenever a professional photographer or camera crew will be coming to the campus for any purpose.  The number to the Press Office is 212-241-9200. 

> Selecting Photographers

•
Contact the Marketing & Communications Department (catherinee.clarke@mountsinai.org) for recommendations on photographers. 

> Reviewing Photo Archives

•
The Marketing & Communications Department’s archive hold more than 300,000 patient care and research images. For questions about or access to the archive please email catherinee.clarke@mountsinai.org
> Writing Photo Captions

The following are the formal institutional names for Mount Sinai’s entities:
•
The Mount Sinai Medical Center

•
The Mount Sinai Hospital

•
Mount Sinai School of Medicine

•
Mount Sinai Faculty Practice Associates

•
Mount Sinai Queens

When writing captions, please capitalize Center, Institute, School of Medicine, Hospital, and Medical Center when referring to the specific entity, whether using the full name or not.

For departments, divisions, laboratories, and programs, use uppercase when spelling out the full name, as well as uppercase for the second and subsequent references.

For faculty and staff, include middle initial and title that is most relevant to 
the piece. Do not include periods in the abbreviation “MD.” 

Name: _________________________________________________________________________________________

Address:_________________________________________________________________________________________

Date of Birth: _______________________ Home Phone:  ________________________ Work Phone: _____________________

1. I authorize The Mount Sinai Hospital, the Icahn School of Medicine at Mount Sinai, or any affiliated entities (together, “Mount Sinai”)  to disclose and/or use my identifiable personal and/or medical history and/or treatment, otherwise known as Protected Health Information (“PHI”), to the general public in newspapers, magazines, marketing brochures, among other forms of print, and on websites, social media, television, and radio, among other forms of broadcast and electronic communication, for purposes of publicizing, promoting, marketing and/or advertising Mount Sinai’s activities, programs and services. This use might include media in the form of one or more of the following: photograph, video, or  audio tape that record my voice, image and/or statements through electronic and non-electronic means (the “Recordings”).  I further grant permission for such Recordings to be edited and/or incorporated into any compilation or derivative work that is deemed appropriate.  I waive any right to inspect or approve my depiction in those works.

2.
I understand that, in the future, recordings of me may be placed in the Mount Sinai Archives, where they may be used in historical displays or publications. My name would not be used in connection with any future use.

3.
I understand that this authorization is voluntary and that I will receive no compensation for the use and/or disclosure of my PHI for publicizing, promoting, marketing and/or advertising purposes
.  I further understand that I will have no economic and/or intellectual property right, title or interest, or any property right or license in the Recordings authorized hereto.

4.  
By signing this form, I authorize the use or disclosure of my PHI as described above. Recordings may be re-disclosed if Mount Sinai is not required to protect the privacy of the information, and such information is no longer protected by federal health privacy regulations. I further understand that once such Recordings are in possession of the general public, Mount Sinai is not responsible for their subsequent redisclosure. I hereby release Mount Sinai and its trustees, officers, employees and agents from and all claims, liability and damages, which might arise from the use and/or disclosure of the Recordings.

· I understand that this consent may include disclosure of Alcohol and Drug Abuse records and/or Psychiatric records (Initial here to authorize such re-disclosure): ______

· I am aware that by, Mount Sinai is prohibited from re-disclosing any HIV-related information without my authorization unless permitted to do so under federal or state law. I hereby waive any privilege concerning such information for the purposes authorized above (Initial here to authorize such re-disclosure): ________________________________________
· I understand that if I experience discrimination because of the release or disclosure of HIV-related information, I may contact the New York State Division of Human Rights at 212-961-8650 or New York City Commission of Human Rights at 212-306-5070. These agencies are responsible for protecting my rights.
5.
I understand that I am not required to sign this authorization and that my healthcare, payment for healthcare and healthcare benefits will not be affected if I do not sign this form.

6.
 I understand that this authorization is valid for the duration of Mount Sinai’s institutional archives and that I may revoke it at    any time, except to the extent that Mount Sinai has already taken action based on it.  (To revoke this authorization, write to: Marketing, Communications, and Public Affairs, The Mount Sinai Medical Center, Box 1107, One Gustave  L. Levy Place, New York, NY 10029)

Signature: ______________________________________________________________    Date: ________________  


                   (Patient or Personal Representative)

Personal Representative: [Print Name] ______________________________________________________________  

Authority: _________________________________________________    Telephone: __________________________

Address: _______________________________________________________________________________________

Witness: [Print Name ] _____________________________________ Signature: ______________________________
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Please use the following format when you email your requests for Simple, Medium, or Complex tasks to the Digital and Social Media team at � HYPERLINK "mailto:webfeedback@mssm.edu" �webfeedback@mssm.edu�. Please list each of the items (1 – 6 below) at the top of your email and fill them in.





Requested by: [Name of Web Liaison or Stakeholder]


Site: [Provide service area, department, division, institute, or center name]


URL:  [Include the Web address for the page requiring update and include the path to the page] 


Type of update: [example: content refresh, document or image update/addition, staff update]


Supply clear and detailed task instructions; attach any files for upload [see section on submitting documents]


Digital Media Marketing Manager: Identify your designated Marketing Manager  








Scheduling Guidelines: Simple task turnaround generally takes between two and three business days for completion. 





Medium task turnaround —Someone from the Digital Media team will contact you with an estimated turnaround time after we access your request. A QA review stage (i.e., an opportunity for you to review the changes you requested on the staging server) will be included in the schedule.








Patient Authorization for Release of 


Protected Health Information


For Advertising, Marketing 


Promotion and/or Publicity
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