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The agenda

Social Media Generally

● Why use social 
media in the first 
place?

● How do you pick a 
platform?

● Legal and policy 
considerations.

Best Practices

● What does good 
content look like?

● How do I maximize 
engagement?

● Dealing with haters 
and trolls.

Putting It Together

● Examples from our 
offices.

● Content we’re 
proudest of.

● Things we’d do 
differently.

● Where to find more 
information/get 
started.



Social Media 
Generally

Why use social media in the first 
place?

I wish that I could be like the cool 
kids.



Why use social media in the first place?

It’s relatively easy.

Seconds to set up.

Most services allow sign 
up with just an email 
address (and sometimes 
phone number). 

It opens new doors.

Build new relationships.

Social media allows 
users to connect beyond 
traditional place/time 
limits, and to do so in 
different ways 
(audio/visual).

It’s where residents 
are.

And where they’ll be.

Most adults at this point 
use social media of 
some kind daily - and for 
younger generations, that 
use continues to grow.



Social Media 
Generally

How do you pick a platform?

Clowns to the left of me, jokers to 
the right, here I am - stuck in the 
middle with you.



How do you pick a platform?

Facebook

● Total Users: 2.9B
● Largest age group: 

25-34 (31.5%).
● Gender: 57% male, 

43% female.
● Average Time 

Spent/Day: 33 
minutes.

● Use: Networking, 
marketplace, etc.

Instagram

● Total Users: 2B
● Largest age group: 

18-34 (62.2%).
● Gender: 51.8% male, 

48.4% female.
● Average Time 

Spent/Day: 29 
minutes.

● Use: Photo sharing.

Twitter

● Total Users: 556M
● Largest age group: 

18-29 (42%).
● Gender: 61.6% male, 

38.4% female.
● Average Time 

Spent/Day: 31 
minutes.

● Use: Microblogging.

DATA SOURCE: Tia Ramey, Ramey Marketing. “Creating An Effective Social Media Profile” Presentation, The Ohio State 
University Public Leadership Institute. 7/12/2022.



How do you pick a platform (continued)?

LinkedIn

● Total Users: 900M
● Largest age group: 

25-34 (58.4%).
● Gender: 52% male, 

48% female.
● 63% of users 

access weekly, 22% 
daily.

● Use: Professional 
networking/jobs.

YouTube

● Total Users: 2.5B
● Largest age group: 

15-35 (highest 
reach).

● Gender: 54% male, 
46% female.

● Average Time 
Spent/Session: ~30 
minutes.

● Use: Video sharing.

TikTok

● Total Users: 1B
● Largest age group: 

10-19 (25%).
● Gender: 61% male, 

38% female.
● Average Time 

Spent/Day: 89 
minutes.

● Use: Short-form 
video content.

DATA SOURCE: Tia Ramey, Ramey Marketing. “Creating An Effective Social Media Profile” Presentation, The Ohio State 
University Public Leadership Institute. 7/12/2022.



Other Types of Social Media Platforms

Audio

Clubhouse, Spotify, 
Twitter Spaces.

● Broadcast news and 
big announcements.

● Host audio-only 
interactive sessions 
with audience. 

Live Stream/Video

Twitch, 
Facebook/Instagram 
Live and Reels, TikTok.

● Livestream news 
and big 
announcements.

● Video content is 
preferred by 
algorithms. 

Disappearing 
Content

Snapchat, 
Facebook/Instagram 
Stories.

● Post 
announcements.

● Possibly 
problematic from a 
records standpoint.

SOURCE: Tia Ramey, Ramey Marketing. “Creating An Effective Social Media Profile” Presentation, The Ohio State University 
Public Leadership Institute. 7/12/2022.



Social Media 
Generally

Legal/policy considerations

I fought the law and the law won.



Initiation

Identify the social 
media platform(s) that 
fits your goals, sign up 
procedures.

Legal 
Review

Consult legal counsel 
and IT administrators 
RE: permissions/best 
practices.

Policy 
Development

Develop usage policy 
based on legal/IT 
recommendations.

Final Policy 
Review

Obtain approval/sign 
off from legal counsel 
and IT administrators.

Launch

Set up account 
consistent with policy, 
and post the policy in 
easily-found location.



Legal/policy considerations

Ownership/Access

● Who “owns” the 
account?

● Who is responsible 
for creation and 
removal?

● Who is authorized 
to post?

● Interactivity 
settings?

● Personal v. office

Content Management

● What sort of content 
will be posted?

● How often?
● How is content 

monitored?
● How is 

objectionable 
content removed?

Public Records

● How are records 
tracked?

● Can records be 
easily produced?

● Services used (i.e. 
ArchiveSocial)?

● Updated and 
approved RC-2 and 
RC-3?

● Transitions



Best Practices
What does good content look 

like?

Here comes the content - it’s a 
beautiful day to stay inside!



What does good content look like?

Audience

Who am I talking to?

● How do they react 
to hard information?

● Logical v. emotional 
v. spiritual 
messages. 

● Facts v. feelings v. 
meaning.

Brand Identity

Who am I?

● List 3 words you 
want to identify you 
always.

● How do you show 
that visually?

● How can you do it 
consistently?

● What’s your voice?

Quick Pitch

3 seconds max!

● What do I want 
them to know?

● How do I want them 
to feel?

● What do I want 
them to do?

● Educate, connect, 
activate, engage.

SOURCE: Tia Ramey, Ramey Marketing. “Creating An Effective Social Media Profile” Presentation, The Ohio State University 
Public Leadership Institute. 7/12/2022.



What does good content look like (continued)?

Relevant

● Does this relate to 
your office?

● What public 
purpose does it 
serve?

● Can audience 
respond?

Timely

● Is this information 
current?

● Create sense of 
urgency.

Action-Oriented

● Tell them what you 
want them to do.

● Tell them how to do 
it.

● Tell them how to 
take it further.



Visuals

Most important! 
People, places, things.

Headline

90 characters or less, 
based on body.

Body

The heart of your 
message - 3 
sentences or less.

Call to 
Action

What now?

Link Out

How to find more 
information/take 
additional action.

SOURCE: Tia Ramey, Ramey Marketing. “Creating An Effective Social Media Profile” Presentation, The Ohio State University 
Public Leadership Institute. 7/12/2022.



Best Practices
How do I maximize 

engagement?

Connection in an isolating age.



How do I maximize engagement?

Feelings First

● Connect 
emotionally.

● Keep it simple.
● Use visuals.
● Encourage dialogue 

and/or action.

Algorithms

● Are the “invisible 
hand” of the social 
media market.

● Prefer photos/video.
● Amplify engaging 

content.
● Change regularly.
● Tag often.

Virality Hacks

● Share your own 
content.

● Get co-conspirators 
to do the same.

● Monitor what works 
and repeat it.

● Paid amplification is 
ok.



Best Practices
Dealing with haters and trolls

Say in the street, that’s a knock-out - 
but you say it in a Tweet, that’s a 
cop-out.



Dealing with haters and trolls

Reflect

What is this, really?

● Did it violate policy?
● Threatening, 

graphic, incorrect, 
etc. 

● Obnoxious v. 
objectionable.

Decide

Is it serious?

● Deep breaths.
● Extra eyes.
● Legal counsel.
● What does your 

policy say?

Respond - Or Not

What do I do with it?

● Monitor.
● Respond.
● Remove.

○ Document, 
document, 
document!

● Do. Not. Block.



Putting It 
Together

Examples from our offices

Come together

Right now

Over me



Examples from our offices - Lake Co.



Examples from our offices - Lake Co.



Examples from our offices - Lake Co.



Examples from our offices - Lake Co.



Examples from our offices - Lake Co.



Examples from our offices - Lake Co.



Examples from our offices - Portage Co. - Policy

https://www.portagecounty-oh.gov/sites/g/files/vyhlif3706/f/uploads/portage_county_treasurer_social_media_policy_-_fin
al_-_2020_0.pdf



Examples from our offices - Portage Co. - 
Facebook (“Good” Content)



Examples from our offices - Portage Co. - 
Facebook (“Good” Content)



Examples from our offices - Hamilton Co. - 
Facebook (Good Content)



Examples from our offices - Hamilton Co. - 
Twitter (Good Content)

Photo Tagging



Examples from our offices - Portage Co. - 
Facebook (“Bad” Content)



Examples from our offices - Portage Co. - 
Facebook (“Bad” Content)



Putting It 
Together

Content we’re proudest of

Never been afraid of standing out - 
do I make you proud?



Content we’re proudest of - Portage Co. - 
Facebook (COVID Updates)



A Graphic for Everything! - Hamilton Co.
Canva.com - Free templates, drag and drop



Putting It 
Together

Things we’d do differently

I could’ve missed the pain, but I’d 
have had to miss The Dance.



Things we’d do differently - Portage Co. - 
Facebook (Sloppy Management)



Putting It 
Together

More information/getting 
started

If you start me up

If you start me up, I’ll never stop!



More information/getting started
Peter Suciu. “Social Media and Local Government.” Forbes. 
https://www.forbes.com/sites/petersuciu/2019/11/19/social-media-and-local-government/?sh=5
46602e67aa6.

GovPilot, “Local Government Social Media Strategy 2023.” 
https://www.govpilot.com/blog/how-local-governments-should-leverage-social-media

Claire Beveredge, Tony Tran. “Social Media in Government: Benefits, Challenges and Tactics.” 
Hootsuite. https://blog.hootsuite.com/social-media-government/ 

Institute for Local Government. “Social Media & Public Engagement Best Practices.” YouTube. 
https://www.youtube.com/watch?v=ToCxyv1cTdU 

Tia Ramey. Tia Ramey Marketing & Communications Expert. https://www.tiaramey.com/ 

https://www.forbes.com/sites/petersuciu/2019/11/19/social-media-and-local-government/?sh=546602e67aa6
https://www.forbes.com/sites/petersuciu/2019/11/19/social-media-and-local-government/?sh=546602e67aa6
https://www.govpilot.com/blog/how-local-governments-should-leverage-social-media
https://blog.hootsuite.com/social-media-government/
https://www.youtube.com/watch?v=ToCxyv1cTdU
https://www.tiaramey.com/


Social Media in the 
Treasurer’s Office
Best Practices for Success & Engagement - A Panel Discussion

Questions/Comments?


