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OAKLAND COUNTY
SOCIAL MEDIA TRAINING
Board of Commissioners

3/30/2017

Kaitlin Keeler, Digital Editorial Manager

Kristen Mahoney, Social Media Specialist

Oakland County Social Media Training
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Agenda
 Oakland County Strategy, Policy and Official County Channels 

 BOC Case Studies: Lock IT Up Oakland &  Human Trafficking Event

 Social Media 101 – Facebook, Twitter, LinkedIn, Instagram, etc.
 Compare/Contrast Platforms: What it is, Who is on it, How it works
 Social Media Tips

 Q&A and Next Steps 
 Questionnaire & Official BOC Accounts - TBD

 How to leverage current channels and request social media promotion now
 Campaigns
 Send Press Releases and photos to us to post on county accounts
 Invite us to cover events – Youth In Government Day

 Advanced Social Media Training
 For Official BOC Accounts
 Platform Specific Support

Social Media in a Nutshell Donut 
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Social Media Policy &Strategy

Oakland County

Oakland County Social Media

 Oakland County’s official Social Media Policy was approved 
through the Board of Commissioners in November 2013

 You must have approval from your Department Head or his/her designee to use 
social media on behalf of the County. Once your Department Head or his/her 
designee has approved, you must contact the County’s Information Technology 
Department to establish a social media account through the I.T. Service Center. I.T. 
must approve the social media site. Only social media sites approved by I.T. may be 
used on behalf of the County. The I.T. Department will retain password and log-in 
information for all County-sponsored social media. You must follow the I.T. standards 
for managing County-sponsored social media sites. To ensure the County has a 
consistent image on its social media sites, refer to I.T. standards for the look and feel 
of County-sponsored social media sites. 
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Oakland County Social Media

 Strategy was created by Information Technology in 
April 2013

 Oakland County has an Integrated Social Media 
Marketing Strategy that is driven by OakGov
(maintained by IT) and integrates all the 
departments & divisions social media efforts

Integrated Social Media Marketing

 Integrated social media strategy is comprised of: 
 Platform Strategy
 Content strategy
 Engagement strategy
 Connection strategy

 It is driven by one strategy for a parent brand and 
integrates the strategies of underlying brands to make 
each strategy stronger. 
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Platform Strategy

The number of platforms each Department or Division will 
be on will increase with the higher tiers. 

 For example:
 OakGov (parent brand) is present on 7 social media platforms: 

Facebook, Twitter, LinkedIn, YouTube, Blogs, Pinterest, and 
Instagram

 Advantage Oakland (EDCA) has 4 platforms: Facebook, Twitter, 
LinkedIn and YouTube

 Medical Main Street only has 2 platforms: LinkedIn and Twitter, 
but they use their approved individual accounts heavily (after 
training)
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Content & Engagement Strategy

 Content must be relevant, consistent, branded, 
utilize social media best practices and correct 
grammar

 Content can be pushed and pulled between all tiers
 OakGov content can be hyper-syndicated to any 

profile or platform for any Department or Division
 The Departments and Divisions can share content 

and engage with each other at any level, so long as 
the content is relevant and strategic
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Connection Strategy

 The Connection Strategy will be driven by the 
strategies’ goals and target market

 With an integrated approach:
 Connections grow exponentially because the 

number of connections of each brand can be 
utilized

 Reach grows virally when your connections 
spread your brand to their connections
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Integrated Social Media Strategy

 An integrated social media strategy leverages the 
power of social media of an entire organization, 
making each tier’s strategy stronger

 An integrated social media approach will ensure 
consistent branding, strategic content, and 
increased connections

 With proper implementation, this approach will 
allow Oakland County Offices, Departments, and 
Divisions to reach their social media goals. 
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Official County Social Media Channels 

Oakland County
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Oakland County Digital Footprint

There are 47 official Oakland County accounts with 
more than 132,000 connections, a 595% increase 
since 2013 (23 accounts with varying levels of 
activity and 19,000 connections)
 OakGov (Parent Brand)

 Facebook, Twitter, LinkedIn Company, Instagram, 
Pinterest, YouTube, Blog

 OakGov.com/Social
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Human Trafficking Awareness Event 

Lock It Up Oakland

BOC Case Studies

Initial Request for Digital Promotion

 Oakland County Board of Commissioners sent in 
request to Digital Editorial Team: “Help to promote 
Human Trafficking Awareness Event”

 Questionnaire Results
 Goal- 600 Event Attendees
 Target Audience, Assets Available, Timeline

 Strategy Creation
 How does it fit in the overall Oakland County Social Media 

strategy?
 Platform, Connection, Content & Engagement Strategies
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Social Media Platform Followers Number of Posts Impressions Engagement Link 
Clicks

Oakland County Facebook Page 1,540 3 2,003 90 15

Posts on Other Facebook Pages 51,983 12 n/a n/a n/a

Twitter 6,392 19 7,225 76 20

ReTweets from Other Accounts 13,239 7 n/a n/a n/a

LinkedIn 3,138 3 4,056 33 7

Instagram 686 1 n/a 11 n/a

Pinterest 167 2 n/a 0 n/a

TOTALS 77,145 47 13,284 210 42
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AWARENESS

CONSIDERATION

ACTION

STRANGERS – REACH 

VISITORS – IMPRESSIONS

REGISTRANTS

LEADS – EDUCATED USERS

ATTENDEES

LEADS – ENGAGED USERS

Eventbrite Page Views
1.2K

Social Media Reach
77K

WOM

Social Media Impressions
13.3K

Social Media Engaged Users
210

OakGov Website
34.5K

BOC Home Page 
526

Downloads 
299

Community 
OutreachPublic Relations

Press Releases

Eventbrite 
Impressions

2.5K

Brand Awareness
Education

Engage
Conversations
Build Relationships
Establish Trust

Inspire Action
Take Action

Eventbrite 
Registrants

597

BOC Human Trafficking Campaign Results

 Sold Out- 650 people attended!
 Goal was 600

 Continued conversation on social media year 
round

 BOC Human Trafficking Event committee 
expanded to become an official Task Force in 
2017
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Lock It Up Oakland

 A cross-channel mix of social media was implemented to 
build awareness for the Board of Commissioners Gun Safety 
Awareness events and the new website 
LockItUpOakland.com as well as to promote the Press 
Conference, Gun Lock Giveaway and Gun Safe Coupons. 

 Over the entire campaign, a total of 85 posts were created 
and published through Oakland County’s social media 
channels along with partner channels that include: Facebook, 
Twitter, LinkedIn, Pinterest, YouTube and Blog.
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Platform Posts Reach Impressions Engagement Clicks

Facebook 6 6797 10848 47 41

Twitter 40 10,307 26922 291 50

LinkedIn 3 4,433 6,989 37 45

Pinterest 4 293 889 0 3

YouTube-Created 4 149 N/A 13 N/A

YouTube-PSAs 5 111 N/A 28 N/A

Blog 1 60 N/A 57 N/A

Other Facebook Posts 22 880,164 N/A 2158 N/A

TOTALS 85 902,314 45,648 2631 139

Social Media Results
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Lock It Up Oakland

 Over 10,000 free gun locks to the participants since 2014
 Webpages received 782,001 page views with 612,701 

unique views
 85 social media posts reached 902,314 people, made 

45,648 impressions, garnered 2,631 engagements and 139 
clicks

 Live social media conducted at the Gun Safety press 
conference trended on Twitter:
 25 tweets were sent, reaching 24,419 people making 14,419 

impressions and gained 246 engagements and 37 clicks

Social Media 101

Oakland County
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Social Media Statistics 

 According to Pew Research Center:

• A majority to Americans now get their news via social 
media.
• 79% of online adults (68% of all Americans) use Facebook.

• 32% of internet users (28% of all U.S. adults) use Instagram

• 24% of internet users (21% of all U.S. adults) use Twitter

• 29% of internet users (25% of all U.S. adults) use LinkedIn

Facebook: Friends, Family, Business

• Create profiles
• Send messages
• Share photos & 

videos
• Interact with citizens
• Post things you are 

doing, like, working 
on, or just want to 
share on your wall

• Browse the profiles of 
others

Facebook: 1.86B Monthly Active Users & 1.15B Daily Mobile Users
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Twitter: News & Live Events

• Create profiles
• Send short tweets (140 

character messages) 
• Share photos & videos
• Interact with citizens
• Tweet things you are 

doing, like, working on, 
share events and join 
ongoing conversations

• Follow others for news
• Fast Paced, Hashtags

Twitter: 317M Monthly Active Users

LinkedIn: Business & Networking

• Create profiles
• Connect with 

other business 
and 
professionals

• Interact with 
citizens

• Share updates
• Thought Leader
• Powerful search 

engine to search 
for services

• Find employees 
or employers

LinkedIn: 467M Registered Members
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Instagram: Photo Sharing 
Community
• Create profiles
• Share photos, 

infographics, and 
videos publicly 
and privately

• Like and 
comment on user 
photos

• Hashtag Search
• Find & Connect 

with Communities 
of similar interests

Instagram: 600M Monthly Active
300M Daily Users

Social Media Tips

 Tell people you are on social media
 Separate Personal, Political, Elected Official
 Join the Conversation!

 Sharing Consistently
 Add Value
 Respond to questions in a timely manner
 Don’t feed the Trolls

 Treat social media like a public record
 Be mindful of Campaign Finance Law, Sunshine Law, 

FOIA, Records Retention, Etc.
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Facebook Town Hall

 Rolled out to all users 3/27/17

 Connects users to: State & Federal 
Representatives
 Direct Links to Call, Email, Direct Message, and visit 

Facebook Page

 Local Election Reminders

 Future roll outs to include Local & County Officials
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Board of Commissioners

Next Steps
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Next Steps

 Questionnaire & Official BOC Accounts - yet to be 
determined

 How to leverage current channels and request social 
media promotion now
 Campaigns
 Send Press Releases and photos to us to post on county 

accounts
 Invite us to cover events – Youth in Government Day

 Advanced Social Media Training
 For Official BOC Accounts
 Platform Specific Support
 Facebook Town Hall

Questions?

Oakland County Social Media



1/25/2019

26

Kaitlin Keeler, Digital Editorial Manager

Kristen Mahoney, Social Media Specialist

Oakland County Social Media Strategy


