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TODAY’S AGENDA

Fighting fatigue 

Developing strong editorial calendaring/planning

Creating good policies

Finding your brand voice

We are saving the fun for the end …



THE CHALLENGES

 Social media sites are 24/7.

 Significant pressure to respond immediately.

 Social media managers need to keep up with new features and 
new algorithms.

 Limitless demand for content across multiple platforms.

 Executive and clients underestimate strategy needed for social 
media management.

 Changing platforms command greater budgets to reach 
engagement goals.





HAVING A STRATEGY WILL HELP 
WITH FATIGUE & CONTENT 

EXCELLENCE



FIGHTING FATIGUE



SOCIAL + DECISION FATIGUE

 “Social media fatigue refers to social media users’ tendency to pull back 
from social media when they become overwhelmed with too many social 
media sites, too many friends and followers and too much time spent 
online maintaining these connections.” (Technopedia, 2011)

 “The more choices you make throughout the day, the harder each one 
becomes for your brain, and eventually it looks for shortcuts, usually in 
either of two very different ways. One shortcut is to become reckless: to 
act impulsively instead of expending the energy to first think through the 
consequences. (Sure, tweet that photo! What could go wrong?) The 
other shortcut is the ultimate energy saver: do nothing.” (Tierney, 2011) 

 We believe these two, together, could be called social media manager 
fatigue.





COMMUNICATION PLANNING

 We need it so that content isn’t one damned tactic after another. 

 Comprehensive planning and editorial calendars help you keep content on 
track, consistent, steady.

 Planning helps you budget, assign responsibility, set deadlines, and 
establish boundaries for your labor and that of your team.

 What kind of planning may help us fight fatigue?



EDITORIAL CALENDARING



REAL CALENDAR + EDITORIAL CALENDAR





OTHER INFORMATION TO CONSIDER

 Who is on call for business hours, evenings, and weekends, for digital listening? 

 How could your call center operators (or other city/county employees who are 
working second/third shifts be used for social/digital listening on weekends and 
after hours?

 During the day, week or month, when do communicators get a real break from 
social listening and content development? How can job sharing help here?

 Consider investment in social media management tools that help you curate and 
follow comments on the most important conversations to your community 
through AI and other metrics.

 If a crisis occurs and social media engagement will spike, who is on the team for 
helping? How are they trained throughout the year for being on a team? Do you 
have current contact information?



PARTS OF A SOCIAL MEDIA PLAN

 Goals, objectives, strategies, tactics

 Goal: To inform and entertain our community effectively through compelling 
social channels so that residents will use them as a primary source of information 
about the city or county every day and in emergencies.

 Objectives: To grow our followship on each account by XX% and to increase 
engagement in each platform by the following percentages, using 2019 as a 
baseline (see list of social platforms and metrics).

 Strategies: To select and use specific brand voices in each channel; to create 
compelling content using these voices; to develop policies and editorial 
calendars; to develop policies that guide content and interactions with empathy 
for audiences and content creators; to use local influencers to share our content.

 Tactics: Social media content shared through the lens of a brand voice. 



WRITING USEFUL POLICIES 



WHAT TO INCLUDE

 Behavior for employees acting on behalf of city/county.

 Behavior for employees on personal accounts when identified with city/county.

 Behavior for community members who are engaging on your accounts.

 Behavior for elected officials; roles of other city management team.

 Positive statements are better than consequence-based policies, but you may need to 
start with positive and include consequences at end.

 Names of accounts, how to access them (password holders and rules), who must be 
included in administrative roles, approval process for how to propose new social accounts, 
expectations for content quality and frequency on each account.

 Hours of operation, responsibilities for general monitoring, responsibilities for social 
listening and response during crisis.

 Legal and ethical standards that are relevant for each account, including considerations of 
privacy, defamation, and other issues.



CLEAR EXPECTATIONS

“In our signed documents, we have in writing ‘our 
agency will manage social platforms Monday to 
Friday, 8am to 6pm. Will respond to inquiries 
within 15 hours.’ We have that in writing which is 
why I don’t feel fatigued or resentful, because I 
think a lot of us have been in a spot where it is not.”



DEBRIEF



FINDING YOUR BRAND VOICE



LET’S REVIEW: PURPOSE OF CONTENT

 Connect with stakeholders

 Build loyalty

 Protect and polish reputation

 Entertain

 Educate

 Increase engagement

 Generate leads to new programs, partnerships, volunteers, donors, stakeholders

 Lower service costs, time on phone, time in meetings

 Provide thought leadership

 Open new potential to new groups of stakeholders









FUNDAMENTAL ARCHETYPES & FAMILIES

 Citizen, advocate, everyman, networker, servant

 Jester, clown, entertainer, provocateur, shapeshifter

 Creator, artist, entrepreneur, storyteller, visionary



NATIONAL PARK SERVICE: 
A CASE STUDY



INSTAGRAM: NATIONAL PARK SERVICE

Entertainer: Playfulness. Ability to provide enjoyment and diversion for a passive audience.



HAVE FUN WHEN YOU CAN

Jester: Wicked humor. Originality. Irreverence. Present moment awareness. Facile social skills. 



INFORMATIONAL: ALWAYS THE DEFAULT

Note: The 
informational 
post has one-
third of the 
“likes” that the 
entertainer or 
jester posts 
garnered.



KEY QUESTIONS FOR YOU & YOUR TEAM

 One voice for your organization? (Boring, but useful. The American Airlines 
approach is “professional or business voice” at all times, in all channels.)

 Could you be a little more like Southwest Airlines? How could the archetypes 
help?

 Choosing several archetypes or a fundamental archetype for your city or 
county might work well. Then you may build a plan around this.

 One voice per social platform?

 One voice for all platforms?

 Or the National Park Service approach: Entertainer/jester and informational.





FLO, THE PROGRESSIVE “GIRL”



DEBRIEF & QUESTIONS



JOIN US FOR PROFESSIONAL 
CERTIFICATION AT TCU

The Certified Public 
Communicator™ program at 
TCU is a post-baccalaureate, 
graduate-level residential 
program for communicators 
working in school districts, cities, 
counties, and other public-sector 
agencies. We are registering for 
summer 2020 and summer 
2021.

More information at 
certifiedpubliccommunicator.org.


