
Special District 
Socialites
How to combat 
rumors and protect 
your reputation



Hello!
We’re Mac & Maria 
from Streamline

Find us 
@StreamlineGov



What I’ll cover
1. Should you engage? 
2. Where rumors begin
3. The science of rumor spreading
4. How to communicate your side
5. What to do when things go wrong. 
6. CYA: policies can help cover your … um … district.
7. Online privacy
8. 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



Which platform 
should you use?

Facebook, 
X, 
Instagram, 
oh my!



Rule #1: find 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?



If your website 
supports adding 
forms, you could 

even build the 
survey there, 

for free. :)



% of US population with 
a social 
media
profile





The next 
generation’s 
social media



Rule #2: know how it works
Understand what functionality will work best for your district

● Facebook / LinkedIn: Good for posts, pictures and threaded conversations
● Twitter: Good for posting brief updates or breaking news
● Instagram: Great for photogenic happenings and humor
● NextDoor: Good for updates, but you can’t see citizen posts
● YouTube: awesome platform for informational content
● Snapchat + TikTok: Good if your audience is younger



Rule #3: 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



The Science of Rumor 
Spreading
 Where does this stuff come from?
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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/
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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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How people find rumors

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
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BEFORE
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AFTER



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
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How people find fake news

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 Twitter there is still an option to set your feed to chronological 
order, or most recent

35



36

https://www.marionschools.net/rumor

https://www.marionschools.net/rumor


What should you 
write, and when?

Content and 
delivery guidelines



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



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).



Have a schedule
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



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



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?







Know what to post, where
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http://www.youtube.com/watch?v=0Mt15QDVWoQ


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












Using Integrations to post 
your website content…
✓ Great to post links back to your website to 

reinforce your brand on social networks 

✓ Some platforms will penalize posts (like Facebook) 
that include links, however some initial reports 
indicated that .govs rank better





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 a 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



Takeaways
1. Think about it / do research before jumping in
2. Have a plan, and don’t take on too much at once
3. Choose the right platform for your needs
4. Have a handful of content on standby (and a schedule)
5. Keep your content brief and to the point (know the intent)
6. Have solid policies to follow (CY    ), including policies and 

practices related to records retention 



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



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

info@getstreamline.com
www.getstreamline.com

Download example 
policies and other 
materials and articles

mailto:sloane@getstreamline.com




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

mailto:sloane@getstreamline.com

