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’ The evolution of communications K

People are sharing and consuming information in fundamentally different ways
than they were 10 years ago. 5ocial media and mobile networks have
revolutionized communications strategies and the way citizens interact with
covernment. In today's flat budget environments, Government leaders are more
incentivized than ever to find low-cost solutions to one of their most pressing
needs--stakenholder outreach and engagement. In turn, social media tools like
~acebook, Twitter, Instagram, You lube, and blogging have become increasingly
more important aspects of outreach strategies.

The US Government has in large part embraced thesocial media phenomenon
and actively encourages agencies to use social media tools to further their
missions. The US Digital Service has good resources on Digitalbov.and
#Hsocialgov movements. Some of the advantages are:

e S0ocial media tools are low cost and have extremely large
and diverse user bases

e Social media platforms are increasingly becoming more
optimized for Government users (Facebook, for example,
Nas a specific page type for Government agencies that
climinates advertising)

e 50cial media tools are replacing traditional sources as
Citizens' primary source of information

Developing an effective social media strategy

e Understand your audience; which tools do they use and why ¢
e Know your goals; what are you hoping to achieve by using social media?/
e Develop a strategy: how are you going to use social media to achieve your goals?

o Best Practices
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http://www.digitalgov.gov/communities/social-media/

51 LT ] - = . .:I = .I. Ry ey
. £ | L i i
4 i L A ] |

Social Media for Government
— JOOLKIT  ——

facebook.

WWW . CORNERALLIANCE COM



facebook |
S right for you If...

Your communications strategy
includes various types of content:
photos, videos, articles, statistics, etc.

You want to build and maintain
interested groups of stakeholders

stakeholders can consume content

3 You want a one-stop-shop where your
and interact with your organization

Click the circles for further information

Intro to Basic

FACEBOOK FEATURES
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https://www.facebook.com/help/333140160100643/
https://www.facebook.com/help/364458366957655/
https://www.facebook.com/help/336893449723054
https://www.facebook.com/help/387958507939236

57% Of
Americans
use Facenook

FACEBOOK

One of the most flexible and robust social media platforms,
Facebook IS also one of the most widely used. 64 percent of users
dre active daily, making it a great platform to reach a large swatch

of diverse stakeholders.

Built=in toolsthelp you
target your content and
track your reach

Facebook makes it easy for government [eaders to engage in two-
way conversations with audiences. Post surveys or statistics, share
mission- Specific information and program SUcCesses.
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Facebook

—D0s & DON'Ts—

e Be authentic and engaging

e (omment back!

e Post avariety of content related to
your mission-space

e Share successes and progress

e Use relevant hashtags

e [ntegrate with other social media

platforms

e (heck your privacy and security
settings

e Post "(alls to Action™ and ask your

dudience to engage with you via
other platforms

(_;__
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DON'T

e Posthoring content

o Lommentor "like” irrelevant or

unrelated content

e Share content that is unrelated to
your mission

e Be dormant

o Express political or otherwise
controversial opinions and/or
content

e Engage in destructive or negative
‘comment wars”

A
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l Leverage built-in "trending” HDW tD ISP
Y 4

data to target content

Use hashtags to make content faCEbOOk

searchable and trendy ,
effectively

3 Identify goals and develop metrics
for Facebook success

4 Post content that provides value to your
stakeholders

US Air Force

Humanizing and endearing content
Trivia and other "fun facts”

Create productive two-way conversations

NASA

Over 9 million "likes”
Post videos, photos, articles, statistics and live feeds

Post several time per day

CDC

Post timely, relevant, and vetted resources
f/ Helpful Q&A videos on hot topics
centers ror pisease [ieresting health and wellness statistics

CONTROL AND PREVENTION
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https://www.facebook.com/CDC
https://www.facebook.com/USairforce
https://www.facebook.com/NASA
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IS TIgnt for you If...

You want to share real-

l time information and
content with an extremely
diverse audience

You want to interact live
with your audience, via
live Q&A's or Twitter Chats

Y,

You want to contribute or
participate in trending
topics

Twitter Resources

Twitter Getting

Using

HANDBOOK STARTED HASHTAGS
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https://analytics.twitter.com/
https://g.twimg.com/elections/files/2014/09/16/TwitterGovElectionsHandbook.pdf
https://support.twitter.com/articles/215585-getting-started-with-twitter
https://support.twitter.com/groups/50-welcome-to-twitter/topics/204-the-basics/articles/49309-using-hashtags-on-twitter

Over 500 millions
Tweets are published

every day

Twitter has revolutionized the way that government agencies
share and receive information. Twitter can be used to both
Improve an organization's ability to achieve it's goals and also
reduce costs compared to traditional communications

Jur methods.
uring

Hurricane -

Over 271 Million ,
lIrene, more " hl SocialGov
than 3.000 active monthly
users

tweets were

published per

second
Twitter Chats are low-cost,
h|8h_|mpact Ways tO increase The Wh|te HOUSEIS TWIttEI’
engagement and spark dialogue account has more than 5.82

million followers

Hear from the Founders

/ 3
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https://www.youtube.com/watch?v=15u2G-L07x8
https://www.youtube.com/watch?v=15u2G-L07x8

Twitter

—D0s & DON'Ts—

e Use plain language

e (Only retweet, make sure to post

e Show a sense of humor (when original content!

appropriate)
e |nclude photos!
e Hashtag, hashtag, hashtag....ajter o Use jargon

vetting your f

e |nclude lin

(S

them for youl) &
e [earn from others: #Zsocialgov

e Abuse irrelevant hashtags
e Use too many acronyms

asNtags e Be horing
Twi

tter now shortens e Be dormant

nandles o Letany and all employees post
from your agency’s account

Tweet timely and often

o ||ve Tweet at events

%*f %"i: CIA 1x . Follow

We can neither confirm nor deny that this is

o Host Twitter chats to actively our first tweet.

stakeholder hase
e Have a strategy
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Leverage hashtags to reach target H OW tD LISE
audience

Host Twitter Chats to increase
engagement eftectively

V4

Share real-time information and increase
program visibility

Campaign. Post related content over

30Cial Megi
the course of several days Edia
Stars
5] DHS S&T & ech - Eeb 11 - 1He White House @\WhiteHouse + 55m
" Chat w/ S&T Under Secretary Brothers about ”YOLO s . l
the future of government R&D at next Find out why President Obama has a selfie
4STTechTalk, 2/17 from 1-2pm ET stick—and #GetCovered by February 15:
on.fb.me/" FDQxFid
S&T TW|ﬂer Chat '
. (it

. Dr. Reginald Brothers

Under Secretory for Science and Technology

Find us with the hashtag:

#STTechTalk

View more photos and videos

@DHSSci1Tech

1K Followers

@WhiteHouse
5.83M Followers

@QCIA . @USDA a

776K Followers 009K Followers

ClA @ClA -

Pilot, prisoner, inventor, spymaster, James spa Dept. of Agriculture GUSDA - Feb 4

Bond? The Life of Sir William Let’s move into the kitchen and see what’s
Stephenson cooking ow.ly/luYgc

VWIIdALU D T
Cooking

(

USDA MIXING BOWL

MY COOKBEOOK NUTRITION FOCUS MEMNU BUILDER

I !

Wiew more photos and videos

>
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IS Tight for you If...

You want to share visuals
and capture your agency's
story

your people and improve
morale

; ! You want to showcase

You struggle to
communicate what your

agency does daily

Instagram Resources

Click the circles for further information

Intro to Set up Post a

INSTAGRAM YOUR ACCOUNT PICTURE
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https://help.instagram.com/182492381886913/
https://help.instagram.com/442610612501386/
https://help.instagram.com/371306456286878/
https://help.instagram.com/365080703569355/

Instagram IS an opportunity to Show a new perspective.
The application allows you to share information with
Stakenolders In-d way that also increases engagement

WIth your agency’s brand.

/\/L. c

[nstagram INCreases mor on visual communication.
Use photos and video In oment to highlight your
organizational culture, employees, and unseen personality for
[ikability.
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Instagram

—D0s & DON'Ts—

) DO X ) DON'T X
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How T0 use

eftectively

meov NV m

SO[[d/ Med/.d
Stars

A stellar presence. High quality photos and video offer
| a sneak peak into the life of an astronaut, both
L enticing and inspiring followers.

DOI "u

Breathtaking animal shots and landscapes, this
account highlights partners and the more than 300
million acres of public lands DOI protects.

TSA

Pictures of confiscated items restore faith in the TSA.
w _x .\ Highlighting employees with their K9 companions
- f”; . Improves public refations.
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IS TIght for you If...

l Your agency seeks greater
transparency

You want to inform
stakeholders about
existing programs

You need to disseminate

info or create a dialogue
quickly

YouTube Resources

Create Starting YouTube

AN ACCOUNT YOUTUBE ANALYTICS
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https://support.google.com/youtube/topic/4489102?hl=en&ref_topic=4355266
https://support.google.com/youtube/topic/3024170?hl=en&ref_topic=3024169
https://support.google.com/youtube/topic/3025741?hl=en&ref_topic=1115985
https://support.google.com/youtube/topic/16549?hl=en&ref_topic=4355169

100 4X

hours of video daily subscriptions in
uploaded every minute 2014

=
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YOUTUBE

—D0s & DON'Ts—

) DO X ) DON'T X

CORNERALLIANCE




oo Howtouse

Turn your channel into a
destination for agency info

Post your videos to other effective Ly

social media platforms

Use data for strategic
marketing through analytics

U.5. Dapartment of Stata 3+

3 =ubzcribe

CORNERALLIANCE



-

CORNER

Social Media for Government

— TOOLKIT —

Blogging

Fa9 CORNER

WAWW CORNERALLIANCE COM



Blogging
IS TIght for you If...

You want a cost effective
way to share information
with stakeholders

You need to release agency
information in a timely

manner without red tape

Y,

You want to position your
agency as a thought leader

3 In your space
8108 Resources

Click the circles for further informaiton

Intro to Set up Design Site

BLOGGING WORDPRESS YOUR THEME MAINTENANCE
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http://codex.wordpress.org/WordPress_Site_Maintenance
http://codex.wordpress.org/WordPress_Lessons#Designing_Your_WordPress_Site
http://codex.wordpress.org/Introduction_to_Blogging
http://codex.wordpress.org/First_Steps_With_WordPress

WRITE A BLOG
A blog acts as a central location for program updates and

relevant information regarding your organization. A good
content strategy Is crucial to a blogs success. Allow [eadership
or employees to write, therehy establishing greater authority.

Design your agency's blog with stakeholders in mind. Traffic
Via shares on social media will expose your agency to new
dudiences, potential partners, and greater value.

_(-_;.'..
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Blogging

—D0s & DON'Ts—

DON'T

o Useasimple, clean layout e Write on a huge variety of topics.

o (reate relevant, catchy headlinesto Stick to those within your mission
dttract readers focus

e Write for your stakeholders, notyour e Post inconsistently or go long

Own INterests periods without generating new
e Edit, edit, edit. A typo can destroy content
your credibility o Use jargon. Rely on simple and

e Letyour employees write blogsfora  sophisticated language
more authentic voice, and ask those e Sell yourself all the time.

IN your network to guest blog Stakeholders recognize ohvious
e [evelop a content strategy and rely advertising
0N analytics to refine It e Use bright colors or low quality

o Make it easy to share your blogs on videos/media
other forms of social media

C;.'..
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Choose a domain name that H D W tD

encompasses your organization

Create a content strategy to
communicate your desired message effectivety

Encourage sharing with visible
social media links and simple design

Write authentically on your culture and mission,
building trust and subject matter expertise

From Boston: Snowed In & Plugged In

Author: Eilis Mavnard I E M A
.;f \ N . i '**h‘ "". r

s, B Y Posts informative blogs from a variety of FEMA employees
i\ regarding disaster preparation. They own the topic and
cuped noumagesionz0ts, | 9‘ “ develop subject matter expertise

outside my door is completely
deserted - not a car in sight! I'm in

my Charlestown apartment, and the
typically busy intersection right

Although the city of Boston is almost 'L _t"f" b
completely shut down (no running E l 1 :' "E]!l;pﬂg '

subway and a driving ban in place)

Our Top
Stories

White House
This clean, professional blog uses catchy headlines anc

numerous forms of multimedia to engage the reader. Socia
media shares made easy

FirstNet

Distributes important information and updates to
stakeholders regularly to ease tensions on a slow moving

The Promise We Make: My Brother’s Keeper
and Expanding Access to Career Pathways fo

Ol "
FirstNet

First Responder Network Authority

Home FirstNet Bc

FirstNet Blog

A Home ! Newsroom » Firsthet Blog

Press Releases Eg the Ré)ﬁ(
_ vance : oL
e PIOjEC. Perfect example of avoiding red tape
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’ Conclusion ‘

Government agencies are and should continue to exapnd their efforts to better
use social media. For most agencies, social media platforms are where their
customers and stakenolder are. At Corner Alliance we work with agencies anc
Drograms to help create, improve, and implement their social media plans. It you'c
Like to continue the conversation, click below:

..‘. Click Here to “
Talk With

Corner Alliance
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https://qr213.infusionsoft.com/app/page/media-strategy-sign-up
https://qr213.infusionsoft.com/app/page/media-strategy-sign-up
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