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Session Agenda

• What is social media - the basics
• The four Cs + one more
• Twitter, Facebook, Instagram, 

and Nextdoor



Session Objectives

By the end of the session you will…
• Be able to make an informed decision 

about using social media 
• Know the basics of social media 

management
• Have the confidence to start a social 

media campaign  



Before You Begin

Build Your Social Media Team
• Social media administrator
• Decision makers
• Staff
• Community members
• Other agencies



Social Media

Merriam-Webster











The Four Cs of Social Media

• Channels
• Control
• Content
• Customers

Plus one more - “Cost”



Channels 

Channels or platforms are the type of social 
media you are using: Facebook, Instagram, 
LinkedIn, Twitter, Snapchat, and YouTube



Control

Control is the management of your social 
media campaign. First steps:

• Find someone who wants to do it, if you 
don’t have this, don’t start

• Develop written social media policies and 
formally adopt them 



Control



Control

Choose how you will archive for public 
records requirements:

• Contract with a service that auto saves 
your postings and responses



Control

• Define harassment and how you will 
respond on each platform: ignore, remove 
or hide

• A public agency cannot block but you can 
screen shot, save and then remove a 
tweet or hide a Facebook comment



Control

• Define what can be posted on the 
platform 

• Set response timelines - within 2 business 
days

• State how to correct inaccurate 
information in comments and tweets from 
others



Control

• Maintain control of your log in &
passwords 

• Use only dedicated work devises to post 
and respond from - never use these for 
personal social media 

• Check that you are signed on as the site 
or administrator, not you as a person



Control

• Post harassment policy and response 
time on your home page

• Non-governmental organizations should 
have strict content guidelines as well



Control



Content

• Content should be platform specific
• Keep it timely - that is why your users are 

there
• Check spelling and then check it again
• Keep a list of postings on hand - but be 

flexible to keep up with changing news



Content

• Create a posting schedule - especially 
true for Twitter

• Always preview videos you want to use
• Have videos professionally developed, 

use a script, a lot can go wrong and 
without you knowing it 



Content

• Keep it “personal” 
• Keep it fun
• Keep it positive



Content



Customers

• What do they want from your social 
media?

• What do they expect from your social 
media?



Cost

Cost for a social media account is: 
FREE!

But staff time, archive service, and a 
bad reputation 

are NOT.





Twitter

This is the “news” of social media, it’s up to 
the minute with quick short (120 characters) 
tweets
• It is a news based information platform so 

post as the need arises

• Easy to search for key words & hashtags



Twitter

• If someone follows you they will see your 
tweet

• Can respond to, tweet at & ask for 
retweets

• For longer information, thread tweets 
together, tweet pictures, and links to 
articles and videos



Twitter

• Tag your tweets with local hashtags to 
gather an audience

• In an emergency use the same hashtag 
as everyone else like #inlandstrong

• Tweet to news outlets to get out an urgent 
message



Twitter

• Set up a general Twitter account then 
follow other agencies 

• Do not follow elected officials individually, 
this can be inferred as endorsement 

• What you post will last forever 



Facebook

This is the “social” of social media, it’s best 
for community building 

Complicated logarithms determine who sees 
what and your follower may not see what 
you post. It is not the best place to share 
information people need to know now 



Facebook

• This is a graphic heavy platform

• Post a maximum of one time per day 
otherwise you are creating clutter

• Post & update events, pictures, and 
videos



Facebook

• It’s best when there is a website to 
connect to, this allows your customers to 
continue learning your story in a larger 
format

• Your wallpaper can now be a video, like a 
quick snip of a ground breaking

• Use Facebook Live only for short 
interesting events and make sure 
everyone knows you are LIVE!



Facebook

• Hold games & contests to get more eyes 
on your postings and connect to groups to 
create even more engagement

• Read FB’s game rules and follow them. 
Don’t assume someone is posting 
correctly. You can’t ask for a share or a 
tag to win but you can ask for a like



Facebook

• Post old pictures of your community & ask 
followers to tell their story

• Choose a lesser known holiday like 
National Ice Cream Day & post “Today is 
National Ice Cream Day, have you 
checked out the three ice cream shops in 
our town? What is your favorite flavor?” 



Facebook

• For set-up create a fake person as an 
administrator so there is no linkage 
between anyone’s personal account and 
the agencies

• Set up the page. Always double check 
that you are signed in as the page or the 
administrator not your personal account



Instagram

This is the “visual” of social media. It’s best 
for creating interest with younger customers

• Share photos to highlight the beauty of 
your community 

• A great way to share photos of events 



Instagram

• You can connect your Instagram account 
with your Facebook account 

• Use only your best photos
• Use hashtags to make the connection to 

your community and area
• Create short photo captions



Instagram

• The Instagram audience is generally 
younger 

• This is a way to generate interest in your 
Facebook postings and to keep your 
younger customers engaged



Nextdoor

This is the “Neighborhood Watch” of social 
media 
• It is a platform to connect neighbors 

together 
• It is geographic area based and mostly 

available and used in larger cities 



Nextdoor

• People communicate about crime and 
events in their neighborhood 

• You receive an email when someone in 
the neighborhood posts

• Nextdoor wants agencies and towns to be 
on Nextdoor but the neighbors don’t 
necessarily want that 



Nextdoor

• You must ask for special permission from 
Nextdoor to be included and may be 
declined more than once before approval

• Your reach is set by the administrator 
based on your request 

• Not always available in smaller 
communities



First Steps

First Steps to Success…

Get key people together
 Find an administrator
 Draft and adopt policies
 Choose a platform



Take Away

• Social media is a communication 
campaign that needs to be managed

• First step – get everyone on board and 
find an administrator

• Choose your platform based on your 
messaging needs and customers



Questions
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