
Local Government 

Internet Strategies 

Bringing the Pieces Together 

 

 
Contract Cities Annual Municipal Conference 

May 2011 

http://contractcities.org/


Overview 

• Tripepi Smith Internet Strategy Study: CCCA 

Member Results 

• 5 Key Social Media Points for Cities 

• 3 Cold Realities of Internet Strategies 
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Why Should You Care? 

• Maintain Positive Relationships with Residents 
– Poll show people trust the local government. Remind your 

residents to feel that way 

– Connected residents now pay dividends later (combatting 
Sacramento or implementing tough budget cuts) 

• Keep Track of the Pulse of the People 
– Engage Residents to Listen 

– Stay Ahead of Issues 

• An Opportunity to Educate 
– Having clear communication channels now makes it easier to 

use them when you need them 
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CCCA MEMBER INTERNET 

STRATEGY STUDY 

Part I 
 



Internet Strategy Study Methodology 

• Focus On Simple Yes/No Questions 
– Social Media 

– Website Features 

– Elected Connectivity & Email Response 

• 67 Cities in CCCA Membership 

• Used a Point Weighting System to Subtotal Cities 

• Did Not Publish All Rankings to Avoid Unneeded 
Media Attention 

• Invite Surveyed Cities to Request Detailed Results 
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Highlighted Findings 

Top Scoring Cities 

1. West Hollywood

2. San Carlos 

3. Lancaster, Palmdale 

4. Lakewood, Perris, Azusa, 

Bellflower, Diamond Bar, 

Long Beach, Santa Clarita 
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47 55 19 13 27 19 31 64 51 11 54 7- 

60* 

12 95 

Count of Cities Having Feature out of 67 Total 

*Two criteria: Optimized for mobile device and viewable for mobile device. 
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Study Available for Download: 

  http://www.tripepismith.com/articles/ 
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5 KEY SOCIAL MEDIA POINTS 

FOR CITIES 

Part II 
 



Secure Your Brand 

• Feature Official Social Media Links on Website 

Home Page 

• Create a Page Dedicated to Social Media 
– Outline different social media channels, if applicable: City, Parks and Rec., Police 

Department 

• Optimize your Logo/Seal for Twitter and Facebook 
– Note thumbnail versus regular logo image sizes 

• Secure a Vanity URL for Facebook Page 

• Match your Twitter account to Friendly Domain 

Name 
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Engage The Public 

• Follow other influential organizations 

– Don’t just broadcast… Listen 

– Following others usually results in them following you 

• Setup key word searches and hash tags 

• Focus content on city related matters 

– Avoid spamming the public 

• Update no less than every seven days 
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Leverage Tools 

• Use Power Tools 

 

 

• Share Social Media Responsibilities with Team 

• Use Monitoring Features to Listen 

• Look for Mobile Platform Options 
 

http://contractcities.org/
http://blog.hootsuite.com/wp-content/uploads/2010/02/HootSuite_wordmark_trans.png


• Facebook and Twitter are huge, but not ubiquitous 
– 500,000,000+ Active Facebook Users / 50% on FB any given 

day 

– 115,000,000 Twitter Accounts Worldwide (many are inactive) 

• Many people are not using social media 

– Good ol’ websites still need to be used 

– Don’t expect to stop placing content on your website 
 

 

Know Social Media’s Limits 
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Track Your Influence 

• The Internet delivers a rich set of data on 

your digital presence. 

– Review your website stats 

– Leverage Google Analytics or equivalent 

– Facebook Pages features Insights stats 

– Track your mentions and re-tweets on Twitter 
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3 COLD REALITIES OF SOCIAL 

MEDIA 

Part III 
 



You Are Not In Control 

• You operate in their world and are subject to 

their rules. 
– Twitter UI Changes 

– Facebook Privacy Policy Changes 

– LinkedIn Group Feature Reductions 
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Privacy is a Concern 

• Clearly state risks 

and note third party 

nature of these 

tools, even if it 

seems obvious. 
– “The city made me do it.” 
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Everyone Has a Soapbox 

• Social Media is bi-directional and does not 

require a license 

• City gadflies/critics/aspiring candidates can 

engage cities very publicly on the city’s turf 
– Followers of cities on Twitter and Facebook are more likely to be highly engaged 

citizen (i.e. they vote or have regular contact with elected officials) 

• Strong, clearly stated social media policies 

should be in place prior to embarking on an 

active social media effort 
– However, securing ID’s and branding can precede the policy (time is of the 

essence) 
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Things You Must Remember 

• Secure your social media identity or someone 

else will 

• The social media tools and capabilities are 

changing rapidly so you will need to review your 

strategy/efforts on a quarterly basis 

• Social media is about society. It appeals to the 

natural instincts of people to communicate, 

interact and engage, only it makes this process 

100x faster and easier to do 
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Contact Information 
ryder@tripepismith.com 

linkedin.com/in/rydertoddsmith 

facebook.com/rydertoddsmith 

twitter.com/rydertoddsmith 

twitter.com/tripepismith 

facebook.com/tripepismith 
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