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and building trust



Webinar Series
Part 1 | Tuesday, May 7, 2024 @ 12pm
Cut through the noise and build trust
Learn how to combat rumors, and connect with your community on social media. 

Part 2 | Thursday, May 9, 2024 @ 12pm
Turn theory into action
Master our 6 social media best practices for impactful district engagement. 

Part 3 | Tuesday, May 14, 2024 @ 12pm
Content to captivate your audience
How to create engaging posts that keep your community informed and involved.



Part 1: Cut through the noise and build trust
1. Should you engage? 
2. Where rumors begin
3. The science of rumor spreading
4. Strategies to combat misinformation on social and your website
5. What to do when things go wrong. 
6. CYA: policies can help cover your … um … district.
7. Takeaways



Should you engage?

General 
considerations 
before diving in



What if you just … don’t?
What’s the worst that could happen if you aren’t on social 
media?
● Rogue board members or employees
● Squatters representing your district
● Haters talking about your district
● Inability to contribute to or impact the conversation

Stuff to consider



This is the 
“unofficial” site 
for the City of 

Lafayette



The satire Facebook account Lafayette City Government has changed its name to
"Unofficial: Lafayette City Government" after pressure from Lafayette 
Consolidated Government.

"After days of crying about it and filing complaints, LCG got Facebook to force us 
to change our name," a post on the page states. "That's also after they reported 
something we posted to try to get our personal accounts suspended. Maybe we 
should just change our name to Lafayette Constipated Government since they 
want to be salty."

Lafayette Consolidated Government not amused 
by Facebook satire site with similar name A satire site that 

began with the 
City’s name on it.

https://www.facebook.com/VisitLafayette/


This is the 
“unofficial” site 
built by a board 

member (aka 
disgruntled 

surfer elected to 
the board)



Who posts content 
reflecting personal views 
on a regular basis, and 

even quotes herself.



If you have 
a squatter

Follow district policy 
for addressing the issue, 
if it’s a board member or employee

   Contact the social media platform to 
claim the page or profile (most platforms 
have an option for this)

Post a disclaimer to your “real” page, and 
add a link to the official page to your 
district website





Which seems kinda funny, 
until you realize he has
a LOT more time on his 

hands than you do.



Respond respectfully
once or twice … then stop

     Ask them to come speak to the district
     directly or to call

   On many platforms you can block users,  
  but it might get you in trouble*

You can try to report abusive behavior

But know this:

If you have 
a hater



Not 
everyone 
will love you.



Who monitors content?
Keep in mind that this is an on-demand job, as people 
can post or reply anytime. Have clear guidelines on what 
is expected of your staff, and post your “hours” on your 
social media pages.

Stuff to consider



The Science of Rumor 
Spreading
 Where does this stuff come from?



How people find rumors

THE SCIENCE OF WEBSITE RANKINGS
● Begins with misinformation (via rumors, 

inaccuracies) or disinformation (via campaign 
operator)

● People respond to and share the item

● It biases various algorithms to favor it as emerging 
popular information

● People donʼt react to things that are obvious or 
normal
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Reedy Creek Improvement District
On August 20, 2022, a TikTok video was 
posted, claiming that Disney World was 
going to lower the drinking age to 18. It 
was stated that Disney World was battling 
the Florida government in court to get a 
resort exemption, which would allow 
anyone 18 and older to drink on property. 
The TikTok video acquired millions of 
views in just a couple days. This story was 
also posted on facebook, instagram, and 
Twitter. Shortly after, the story made it on 
ABC 10 News.
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The Claim: Walt Disney Company was seeking a resort 
exemption to lower the drinking age to 18 years old, in 
Disney World, Florida.

To find the truth about this story, we will use Michael Caufield's 
Four Moves and a Habit. 

1. Check for previous work: For this case, we looked up this 
claim on Snopes (fact checking resource). They published an 
article on the story and labeled it as fake news satire. It was also 
aired on ABC 10 News, on their fact or fiction segment, where it 
was determined to be fiction. here.

2. Go upstream to the source: The TikTok video originally 
came from an article published by the same TikTok user, 
@mousetrapnews. They have their own webpage dedicated to 
news stories about disneyland parks.  

3. Read laterally: Upon further exploration of the site itself, 
their About page actually bluntly admits that they only write fake 
stories about Disney Parks (see picture below).

4. Circle back: If we go back to the main article explaining the 
story, it reads in the description an explanation of the National 
Minimum Drinking Age Act passed by congress and signed into 
law by President Reagan. Learn more  (CWU.edu) 

Origin: Mouse Trap News

https://www.snopes.com/fact-check/disney-world-drinking-age/
https://www.10news.com/news/fact-or-fiction/fact-or-fiction-disney-world-lobbying-to-lower-drinking-age-on-florida-property
https://libguides.lib.cwu.edu/c.php?g=625394&p=4391900
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NEW YORK, NY – A recent study showed that 70% of people actually 
never read more than the headline of a science article before 
commenting and sharing. Most simply see a headline they like and 
click share and make a comment. 

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nullam 
consectetur ipsum sit amet sem vestibulum eleifend. Donec sed metus 
nisi. Quisque ultricies nulla a risus facilisis vestibulum. Ut luctus 
feugiat nisi, eget molestie magna faucibus vitae. Morbi luctus orci eget 
semper fringilla. Proin vestibulum neque a ultrices aliquet. Fusce 
imperdiet purus in euismod accumsan. Suspendisse potenti. Nullam 
efficitur feugiat nibh, at pellentesque mauris. Suspendisse potenti. 
Maecenas efficitur urna velit, ut gravida enim vestibulum eu. 

News

Study: 70% of Facebook users only read the 
headline of science stories before commenting
By SP Team on March 5, 2018

http://thesciencepost.com/category/news/
http://thesciencepost.com/author/sciencepost/




Takeaway: publish fake 
news to drive traffic to your 
website and social media!



Takeaway: publish fake 
news to drive traffic to your 
website and social media!

Just kidding!



The Science of 
(Dis)agreement
Which can look a lot like engagement!



The science of agreement

MOST PEOPLE RESPOND TO THINGS 
THAT SHOW UP ON THEIR FEED

● Things that resonate 
emotionally and people share 
from a place of genuinely 
wanting to be helpful

28



The science of (dis)agreement

MOST PEOPLE RESPOND TO THINGS 
THAT SHOW UP ON THEIR FEED

● Things that resonate 
emotionally and people share 
from a place of genuinely 
wanting to be helpful

● Also: things that cause 
disagreement generate more 
comments, likes, and shares

29



The science of (dis)agreement

30



How to combat those 
pesky rumors
Search Engine Optimization (SEO) is your secret weapon!
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BEFORE
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AFTER
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https://www.marionschools.net/rumor

https://www.marionschools.net/rumor


How ranking works

THE SCIENCE OF WEBSITE RANKINGS
● Inbound links (credibility)

● Quality of content (appropriate keywords, natural language)

● Accessibility of content (ADA)

● Other factors in your handout

○ Technical things like website loading speed

35

THE SCIENCE OF SOCIAL RANKINGS
● Quality and quantity of shares

● Quality of content (appropriate keywords, natural language) as measured by engagement
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Steps to put your 
content first
Search Engine Optimization (SEO) is your secret weapon!



Step 1: SEO

ON YOUR WEBSITE: BOOST SEO

● Get a .gov, if you can (free!) 

● Page rank

● Website loading speed

● Mobile-friendly

● Security

● ADA accessibility

● Standards compliance

38

See the SEO checklist in the session notes
getstreamline.com/seo 



Step 2: Use Content Strategies

ON YOUR WEBSITE: CONTENT STRATEGIES

● Write great, keyword-rich content (consider topic pages)

● Use important keywords in your URL or page address 
(For example https://www.ourdistrict.org/truth-about-public-records) 

● Use important keywords in your content and page titles 
(For example Our District Name Facts About Public Records Requests)

● Think like your visitors!

39

Sometimes you have to guess … but if you already have fake news out there, co-opt their language
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https://www.marionschools.net/rumor

https://www.marionschools.net/rumor


Step 3: Targeted Keywords

ON YOUR WEBSITE and SOCIAL MEDIA: HOW TO DO KEYWORD RESEARCH

● Make a list of important, relevant topics based on what you know about your district, or what people 
might be saying (or might say in the future) about your district

○ For example, “water supply” “water treatment” “rates” etc.
○ Try to avoid jargon 

● Fill in those topic buckets with keywords and key phrases
○ For example: “water rates Acmeville” “are water rates raising in Acmeville?” “water supply” *

● Keep user intent in mind

○ It's more important that your web page addresses the problem a searcher intended to solve than 
simply carries the keyword the searcher used*

41

*use both simple keywords (rate increase) and sentences (are rates increasing in [my community])



Step 3: Targeted Keywords

ON YOUR WEBSITE and SOCIAL MEDIA: HOW TO DO KEYWORD RESEARCH

● Research related search terms

○ Go to Google.com and plug in the keywords and phrases you think are relevant, and see what 
suggestions show up in the auto-populated drop down menu

● Use keyword research tools

○ Tools such as Ahrefs, SEMrush, Ubersuggest, Google Keyword Planner can help you come up with 
more ideas based on exact match and phrase match keywords/phrases

42

*again, use both simple keywords (rate increase) and sentences (are rates increasing in [my community])

https://ahrefs.com/
https://www.semrush.com/
https://neilpatel.com/ubersuggest/
https://ads.google.com/aw/keywordplanner/ideas/new?ocid=78069659&euid=76509659&__u=3760695491&uscid=78069659&__c=3885135491&authuser=0&sourceid%3Dawo&__e=7842684071&subid=US-en-et-g-aw-a-tools-kwp-awhp_xin1%21o2
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Step 4: Build Credibility

ON YOUR SOCIAL: GET REPOSTS, SHARES, LIKES, COLLABORATIONS

● Ask your partners (particularly those with followers who overlap with yours) to like, repost, share, retweet, 
or even collaborate on important posts to widen visibility

● Getting shared by a             verified source can 5x your reach

44



Step 4: Build Credibility

ON YOUR WEBSITE: GET INBOUND LINKS

● Ask your partners (particularly those with a high Domain Authority [DA] score) to link to your important 
pages. Remember to supply them with the keywords youʼd like them to use when linking.

● Post your content to social media, encourage sharing.

● Hey [local paper],

In the article you published yesterday, would you link “Mosquito Abatement Safety” in the second paragraph 
to our URL on our site? If not, would you consider adding us at the end as a related resource? Weʼre 
combating some misinformation about local spraying. Thank you so much for the coverage of this important 
issue!

45



A few final thoughts

THE SCIENCE OF SOCIAL MEDIA ALGORITHMS
● Social media algorithms are a way of sorting posts in a userʼs feed based on “relevancy” 

instead of publish time.

● Supposedly, social networks prioritize which content a user sees in their feed first by the 
likelihood that theyʼll actually want to see it.

● Before the switch to algorithms, most social media feeds displayed posts in reverse 
chronological order. 

○ On Facebook and X there is still an option to set your feed to chronological order, or 
most recent

46



When things go wrong

(They will go wrong)



Fails



So what do you do?
● If you posted something offensive, apologize. Publicly. 

And don’t be tentative about it.



So what do you do?
● If you posted something offensive, apologize. Publicly. 

And don’t be tentative about it.

… and ...



Don’t delete 
● Don’t delete the offending post thinking it will just go 

away
● If you do need to delete something in accordance with

your district’s social media policies, document it



Don’t hide 
When government social media administrators use Facebook’s tool to hide a 
comment, no notification or other indication is sent to the person who posted the 
comment. The citizen likely has no idea that their comment was hidden. 

The real trouble in hiding comments on Facebook is that the commenter, and his or 
her Facebook friends, can still view the comment. Not only this, but they can 
continue the conversation by replying to the comment, without knowing that the 
comment is no longer public on your page.

– govtech.com article, The Unseen Consequences of Hiding Social Comments



Don’t block



Contact FB Gov Affairs
● Get help from a human! 
● Get a .gov domain
● https://www.facebook.com/gpa/help 

https://www.facebook.com/gpa/help


So what do you do?
● Use the situation as a learning experience
● Refer to your policies for how to address going forward

(Oh wait, you don’t have policies?)



Legalities
● Without a policy, your district has little recourse
● Social media is not exempt from records requests
● Follow your records retention policies for social*



 

Cover
    your 

Good policies can   
  protect your district



Policies 
really can 
save you.



The policies you need



The policies you need
1. General: describing the purpose of the district’s social 

media use, and guidelines for moderation of comments

2. Posting and interacting: who has the authority to post on 
behalf of the district, and guidance to how staff can 
interact with comments and other posts by citizens

3. Internal: outlining the expectations for use of personal 
social media while on district time / using district tools



There’s a policy for that...



Creating a rogue social media page using district logo 
and name without permission



Posting offensive personal opinions while clearly an 
employee, or on district time



Deleting “offensive” comments 

"When a government entity opens up a space for public comment, it 
cannot regulate those comments based upon someone's viewpoint" 



Where Most Government Social 
Media Policies Fall Short
“Your agency isn’t just implementing a social media policy to 
legally cover your butt — it is important that employees and 
citizens actually understand it.”

–GovGirl



Takeaways and 
resources

To help on your 
social media 
journey



Things you can do today
1. Check for any current pages or profiles that may be 

using your district name 
2. Claim or create pages/profiles
3. Add your district logo to the profile
4. Add a link to your district website in the bio & 

vice-versa
5. Get a .gov and get verified on social media
6. Explore search engine optimization techniques



Resources
Visit getstreamline.com/social
● Example social media policies
● Links to articles mentioned
● Other great, secret stuff

www.getstreamline.com

Download example 
policies and other 
materials and articles
Mac Clemmens
mac@getstreamline.com



Thank you! info@getstreamline.com
www.getstreamline.com

mailto:sloane@getstreamline.com


Week 2



Webinar Series
Part 1 | Tuesday, May 7, 2024 @ 12pm
Cut through the noise and build trust
Learn how to combat rumors, and connect with your community on social media. 

Part 2 | Thursday, May 9, 2024 @ 12pm
Turn theory into action
Master our 6 social media best practices for impactful district engagement. 

Part 3 | Tuesday, May 14, 2024 @ 12pm
Content to captivate your audience
How to create engaging posts that keep your community informed and involved.

Special District Socialites



Week 2: Master our 6 social media best 
practices

1. Who: Getting the right people involved
2. What: Content best practices
3. When: The science of timing - and not overdoing it
4. Where: Find your peeps, understanding 
5. How: Know how to use each and some awesome new tools
6. Why: The most important, and our focus for next week



Who writes content?
Who will be posting to your social accounts:
● Board members who come and go?
● GM or Fire Chief, who typically has little time?
● Your volunteers, or young’uns, who may not have the 

“voice” yet?

Make sure you have policies that spell this out! (More later…)

Stuff to consider



What should you 
write/create?

Content and 
delivery guidelines



Have a plan
Your plan should address 
which platform, how often 
to post, and how to interact 
with the public in various 
situations (more on this in a 
bit).



Don’t overdo it
You shouldn’t post the same content, in the same way, to 
multiple platforms repeatedly, so choose a platform to 
start
● Based upon what has the best features for your 

needs
● And on how much time staff has to update … and 

monitor / reply



If you’re short staffed, keeping social media up to date 
can be a challenge
● Create a content schedule and clear time for staff to 

focus on it when appropriate
● Have a content plan - don’t post junk, just because 

the schedule says it’s time
● Pull from or involve other great resources, like 

Districts Make the Difference 

Have a schedule



Facebook 
@LocalDistricts 

X / Twitter
@LocalDistricts 

YouTube 
@DistrictsMaketheDifference

Instagram 
@LocalDistricts 

https://www.facebook.com/localdistricts
https://twitter.com/localdistricts
https://www.youtube.com/c/DistrictsMaketheDifference
https://www.instagram.com/localdistricts


It’s OK to skip the 
schedule sometimes
When something unscheduled happens - an outage, 
park closure, wildland fire, etc - post to social media 
immediately when possible
● For emergency related content, make sure you have 

clear guidelines on how much to post, and when



Where: platform 
should you use?

Facebook, 
X, 
Instagram, 
oh my!



Finding your peeps
Do some research to find out what the majority of your 
citizens are already using
● What social media platforms do they use?
● Are they engaging differently on different platforms?
● How do they prefer to receive information from you?

How to find out: surveys, polls, bill stuffers, etc.





Quiz: Most popular 
social media 
platform?





https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/








If your website 
supports adding 
forms, you could 

even build the 
survey there, 

for free. :)



Know how it works
Understand what functionality will work best for your district

● Facebook: Good for posts, pictures and threaded conversations
● YouTube: awesome platform for informational content
● X/Twitter: Good for posting brief updates or breaking news
● Instagram: Great for photogenic happenings and humor
● LinkedIn: Great place to post jobs, and LinkedIn Recruiter is awesome
● NextDoor: Good for updates, but you can’t see citizen posts
● Snapchat + TikTok: Short form video content - good if your audience is 

younger.



Protips for creating
✓ Canva MagicStudio (with accessibility caveats!)
✓ Getting help and ideas from ChatGPT 4 and DALL•E
✓ Pexels + Unsplash for free imagery
✓ You can add links to stories (FB and Instagram)



Week 3



Webinar Series
Part 1 | Tuesday, May 7, 2024 @ 12pm
Cut through the noise and build trust
Learn how to combat rumors, and connect with your community on social media. 

Part 2 | Thursday, May 9, 2024 @ 12pm
Turn theory into action
Master our 6 social media best practices for impactful district engagement. 

Part 3 | Tuesday, May 14, 2024 @ 12pm
Content to captivate your audience
How to create engaging posts that keep your community informed and involved.



Week 3: Content to Captivate Your Audience
1. Knowing your purpose & “why”
2. 10 proven formulas
3. Case studies



Know your 
purpose

What is the intent of your 
content? Are you trying to:

● Drive an action (aka, vote)?
● Get input from citizens?
● Educate, or entertain?
● Drive traffic to your website?



10 proven formulas



Timeliness and Relevance: 
Tie your storytelling to 
current events, local news, 
or seasonal themes. This 
helps to keep your content 
fresh and engaging.



Data and Infographics: 
Use data visualizations 
and infographics to 
communicate complex 
information in a clear and 
compelling way. This can 
be particularly effective 
for sharing budget 
information, project 
updates, or public health 
data.



Focus on 
Community 
Impact: 
Showcase how 
your 
government’s 
initiatives 
directly benefit 
the lives of local 
residents. Share 
stories of 
individuals or 
families whose 
lives have been 
improved by 
your services or 
programs.

http://www.youtube.com/watch?v=0Mt15QDVWoQ


Humor and 
Lightheartedness: 
Don’t be afraid to 
inject some humor 
or personality into 
your social media 
posts. Share fun 
facts about your 
community, 
highlight quirky local 
traditions, or 
celebrate silly 
holidays. This helps 
to humanize your 
government and 
make it more 
relatable.

http://www.youtube.com/watch?v=9o4yr1HjKrY






Utilize User-Generated Content: 
Encourage residents to share their own 
stories, photos, and videos related to 
your community or government services. 
This can be a powerful way to engage 
your audience and generate authentic 
content.
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MAKE IT PERSONAL

This is something that can 
use my support

I recognize these people 
and location

Highlight Local 
Heroes: 
Celebrate the 
achievements of 
local community 
members, 
volunteers, first 
responders, and 
public servants. 
Their stories 
humanize your 
government and 
foster civic pride.
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MAKE IT PERSONAL

Behind-the-Scenes Access: Offer 
glimpses into the daily work of your 
government departments. Share 
photos or videos of road crews, 
public works projects, community 
events, or council meetings. This 
builds trust and demystifies 
government operations.
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MAKE IT IMPERSONAL?
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MAKE IT IMPERSONAL? 
Well, maybe not...



Tillamook 
County EDC
Facebook ~300
Goal: The Economic Development Council of 
Tillamook County works to strengthen and grow 
the economy of Tillamook County. 

Ideas:
● Feature people
● Move text of of images 

into post & simplify
● Can remove links for a 

boost

https://www.facebook.com/EconomicDevelopmentCouncil


Boardman 
Park and Rec 
Facebook ~3K
Ideas:
● Featuring people 

works great!

https://www.facebook.com/EconomicDevelopmentCouncil


A few final tips
Partner with Local Businesses and 
Organizations: Collaborate with 
local businesses, nonprofits, and 
community groups to amplify your 
storytelling efforts. Share their 
stories and successes, and 
encourage them to share yours.

Celebrate Local Landmarks and 
Traditions: Highlight the unique 
history, culture, and attractions of 
your community. Share stories and 
photos of local landmarks, historical 
figures, festivals, or traditions. This 
fosters a sense of belonging and 
connection among residents.




