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Notes
They use the policy that the
enterprise tech services
developed and they also stated https://drive.google.com/file/d/0Bzz
that some agencies have stricter uPHlWFedXTldwVUFJUEtIUndqW
kswQkVfNm0yMHRlTU5R/view
social media policies.
Information and examples
provided from Oakland County,
Michigan and Madera County,
California.

Notes
no response
Lori Smallwood said they do not have a policy, but are
discussing updating their handbook.
no response
no response
no response
Linda Fritz said they do not have one.
Becky Enos said they do not have a social media policy.
The Deputy County Attorney and County Clerk have tried
in the past to adopt one in the past.
Cindy Kenyon said they do not have one.
Penny Herdt said they do not have one.
Sheila Newcomb said they have an electronic resources
policy and a cell phone policy.
no response
Corey Roberts mentioned their internet access and
electronic mail portion of the county policy and procedure
manual and he isn't aware of anything else being adopted
by the Commission.
no response
Becky Freeman said they do not have a social media
policy, but are in the middle of updating their current
handbook and are hopeful to include such language. With
the WACO education class she imagines more will look to
include it.
Susan Kohn said they do not have a policy for employees
to review and sign.
no response
no response
no response
no response
Julianne Fries said they are working on a draft of a new
policy manual that would address the issue, with a
definition and appropriate use standards.
no response
Mary Grace Strauch said they do not have one.
no response
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Introduction
Oakland County is committed to developing and maintaining an innovative, top quality and cutting edge citizen
engagement program. The initial program began in 2000 with a redesign and re-launch of the County’s public
web site. Since that time, the County’s online resources have evolved into an award-winning web presence,
including more than 20,000 pages of information and 70 online services. The next evolution of the County’s
web-based citizen engagement program is focused on the transformation to a more citizen-centric government.
Citizen-centric government is the provision of government information, services and interaction on demand,
according to each individual’s preference. This includes many different outreach efforts and web-based
technologies, such as mobile access, self-serve resources, peer-to-peer customer support, and engagement with
constituents through social media. This guide focuses on social media engagement as a critical element of a
high quality citizen engagement program.
Social media is currently used by Oakland County to actively promote departments and divisions, programs and
services, and special initiatives such as Medical Main Street, the Brooksie Way Half Marathon and 5K, the
Oakland Edge Hockey Tournament, and much more. This guide is designed to support the successful
implementation and use of social media tools and technologies. The audience for this guide is any employee or
agent of Oakland County who uses, or intends to use, social media sites and/or tools to collaborate and
communicate with the public in the performance of their job duties.
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What is Social Media?
Social media is an umbrella term for various activities that integrate technology, social interaction and creation
of content. Social media is, at its core, a public conversation conducted on the web. Through social media,
individuals or groups create web content, organize content, edit or comment on content, combine content, and
share content. Social media encompasses many technologies and formats, including RSS and other syndicated
newsfeeds, blogs, wikis, photo sharing, video sharing, podcasts, social networking, and more.

Who Uses Social Media?
The use of social media by the general public has exploded in recent years, largely driven by fast-paced
technology adoption.
According to the Pew Internet & American Life Project:






65% of online adults use social networking sites like Facebook, LinkedIn, or MySpace
Facebook reported more than 900 million active users as of March 2012
15% of online adults use Twitter, and 8% do so on a typical day
The proportion of online adults who use Twitter on a typical day has doubled since May 2011 and has
quadrupled since late 2010
36% of social networking site users say the sites are “very important” or “somewhat important” to them
in keeping up with political news
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What social media platforms does Oakland County use?
Oakland County is focusing its social media efforts to nine different platforms: Facebook, Twitter, LinkedIn,
YouTube, Pinterest, Instagram, FourSquare, Google+, and blogs.

Facebook
Facebook (www.facebook.com) is a global social networking web site. Users set up a personal
profile with information about themselves and can add friends, post brief messages (called
status updates), share photos, and interact with businesses, organizations, events, and more
through Facebook Pages. Several Oakland County Departments maintain Government
Organization pages on Facebook.

Twitter
Twitter (www.twitter.com) is a free social networking and micro-blogging service that enables
users to distribute brief messages to many people at one time quickly and easily via the web.
These messages, known as Tweets, are text-based posts of up to 140 characters. Tweets are
displayed on the author’s profile page and delivered to the author’s subscribers, known as
followers. Senders can restrict delivery to those in their circle of followers or allow open
access to the public. Users can send and receive tweets via the Twitter Web site, Short
Message Service (SMS) or external applications. While the service costs nothing to use, accessing it through
SMS may incur phone service provider fees. This form of social media is used to provide brief updates about a
topic or to describe details of an event as it happens.

LinkedIn
LinkedIn (www.linkedin.com) is a business-oriented social networking site that is mainly used
for professional networking. LinkedIn allows registered users to maintain a contact list of
people they know and trust in business. The people in this list are called connections. Users
can invite anyone (whether a site user or not) to become a connection. LinkedIn users can use
the site to research companies and other organizations, post jobs and access job listings, and
participate in group forums.

YouTube
YouTube (www.youtube.com) is a video sharing web site on which users can upload and share
videos, including movie clips, TV clips and music videos, as well as amateur content such as
video blogging and short original videos. Most of the content on YouTube has been uploaded
by individuals, although media corporations including CBS, the BBC, UMG, and other
organizations offer some of their material via the site as part of the YouTube partnership
program. Unregistered users can watch YouTube videos, while registered users are permitted
to upload an unlimited number of videos. Accounts of registered users are called channels. Oakland County
allows the use of YouTube to post appropriate video content as long as it is owned by the County or written
permission to re-publish a video is secured from the copyright owner.

Pinterest
Pinterest (www.pinterest.com) is a free service that allows users to easily organize and share
links to web pages, photos, and other web content. Links are “pinned” to “pinboards” on the
Pinterest site. Pinboards are typically created around an interest or theme such as a special
event, recipe collections, vacation ideas, and so on. Pinterest users can browse public
pinboards created by others and follow individual users to keep track of their pins. Users can
4

also interact with each other by contributing to public pinboards, commenting on pinned items, and re-pinning
items to their own pinboards. Many web sites have added a “Pin It” button to make it easier for people to link
web content to Pinterest.

Instagram
Instagram (www.instagram.com) is a free photo-sharing service for iPhone, iPad, iPod
Touch and Android devices. Instagram functions as both a mobile photo app and a social
network. Instagram allows users to take photos and transform them by choosing from a
variety of filters. Once a photo has been posted to Instagram, it can also be shared on other
social media platforms. Users can also browse photos on Istagram’s public photo stream, or
follow individual Instagram users to see all of their photos.

FourSqaure
FourSquare (www.foursquare.com) is a location-based social networking website for mobile
devices, such as smartphones and tablets. Users "check in" at venues using the application by
selecting from a list of venues the application locates nearby. Check ins can be shared on other
social media platforms, as well. Oakland County check in locations include County Parks and
buildings.

Google+
Google+ (www.google.com/+) (pronounced and sometimes written as Google Plus,
sometimes abbreviated as G+ or GPlus) is a social networking site created by Google.
Google has described Google+ as a "social layer" that enhances many of its online
properties, unlike conventional social networks generally accessed through a single website.

Blogs
A blog (Oakland County uses www.wordpress.com) is a contraction of two words: web and
log. Blogs are a discussion or informational site published on the internet, and consist of
posts that share information and incite conversations. Oakland County blogs encourage
users to leave comments, ask questions, and suggest content recommendations. Typical
blogs include text, photos, videos, and links to other websites.
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Social Media for Government
Emerging web-based communication platforms are changing the way government works. Social media sites
connect people and allow them to engage with government and each other. New ways to engage with
customers, colleagues and the world at large offer new opportunities for marketing government programs and
services. Social media is a new model for citizen engagement and interaction that can help build stronger and
more successful relationships with constituents.
Many government agencies at all levels are using social media to expand outreach and public communication.
For example, some governments use LinkedIn to advertise jobs and to answer questions about job postings
listed on their web site. Social networking is used to promote cross-boundary or inter-jurisdictional cooperation
among different governments. Social media tools are also used internally by governments to encourage
collaboration among different departments or divisions.
InformationWeek recently identified several top government social media initiatives:
 NYC Mayor’s Office on Twitter
 San Francisco 311 Customer Service Center on Facebook
 The President’s SAVE Award crowdsourcing competition
 U.S. Marines on Facebook
 NASA on Twitter
 Library of Congress on Flickr
 Real Warrior campaign on Facebook, Twitter and YouTube
 National Archives Today’s Document on Facebook, Twitter and Tumblr
 State Department on LinkedIn
 U.S. Army on Pinterest
Oakland County Departments, Divisions and Agencies have been active participants in social media for several
years. In 2011, GovDelivery ranked the County among the top content-sharing organizations.

Examples of Government Social Media Use
Emergency Notification and Public Safety – Deliver special alerts and emergency notifications, reaching a
wide audience quickly and efficiently
6

Public Relations and Education – Proactively share success stories about the good things that government is
doing, new programs and services, special events, and other information that may be useful for the public to
know; Reach out to customers and residents with educational materials, information, announcements and
notices; Conduct education through a series of messages or comments and engage the user community in
sharing information about a topic
Customer Service – Provide customer service updates and flexible office hours; Solicit feedback about
customer service, areas for improvement and new services; Seek input on policy or service changes
Public Service – Call on the community to participate in social and government matters such as budgeting and
resource allocation, etc.
Recruiting – Leverage social media Web sites such as Facebook, LinkedIn and Twitter to publicize openings,
internships and volunteer opportunities
Social Media Monitoring – “Listen” to social media banter by using web feed readers/aggregators that provide
updates to information published on the Internet based on key words or titles. This approach allows
Departments to keep track of changes to web site content automatically without visiting the web sites
themselves. A feed reader or aggregator is necessary to efficiently monitor several feeds. Some free services
include Google Reader, Bloglines, SociaMention, Icerocket, MSN Search, and more. Collectively, these feeds
may replace media monitoring services that Departments may already be paying for.
Service to individuals and businesses – Promote information about County government programs and services
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Managing Social Media Accounts
All Oakland County social media accounts must be managed and/or moderated. It is the Department’s
responsibility to assign individuals to this task. The designated department administrator or moderator will be
responsible for sourcing and publishing comments, tweets and status updates, coordinating replies to incoming
messages, and monitoring the account and all comments made by the public.
It is recommended that all social media accounts be monitored minimally on a daily basis for any new
comments that may be posted and/or to review comments to ensure they are appropriate. If possible, social
media administrators or moderators should be able to receive alerts to notify them instantly when a new
comment or post is made.

Tips for Moderating Social Media
In social media, comments may be made by the public that cause concern to a moderator or responsible party. If
user content is positive or negative, and in context to the conversation, then the content should be allowed to
remain regardless of whether it is favorable or unfavorable to the County or a Department.
The temptation to remove posts that are merely critical or represent a different opinion should be carefully
examined. A social media site is a means for holding a conversation. Suppressing other points of view is a quick
way to lose readers’ trust. Even negative comments may be useful because there may be more people in the
community that share a similar opinion, and this will be an excellent opportunity to insert more information that
may affect how they think about it.
When a post is inappropriate, blatantly commercial, obscene, or endangers someone, as the account owner the
Department is responsible for removing the offending post. It is highly recommended that a Department
manager, supervisor or director approve the removal of such comments where possible. If it is determined that a
comment must be removed and/or deleted, the comment should be copied and pasted into a file that can be
saved, printed, or otherwise stored for future reference. Additionally, the removed content should include the
following information:




When it was removed (date/time)
Who removed it
Why it was removed

Posting Comments or Other Content
When posting social media content, Departments should consider the
following:





Tone of Voice. Though the account may be anonymous (i.e., no
named officials or employees), it is helpful to define a
hypothetical ‘voice’ so that comments, tweets or status updates
from multiple sources are presented in a consistent tone
(including consistent use of pronouns). The Department's ‘voice’
will position the channel as an extension of the main Department
web site.
Transparent. Honesty will be quickly noticed in the social media
environment. If personal identification is required, use real names
and be clear about roles.
Caution. Get permission to publish or report on conversations
8













that are meant to be private or internal to the County. Never comment on anything related to legal matters
without the appropriate approval. Be smart about protecting any sensitive or restricted information. What is
published is widely accessible, not easily retractable and may be around for a long time, so consider content
carefully.
Consistent. Tweets, status updates and comments should be consistent in nature and in frequency. Do not
deluge subscribers, followers or fans unless there is an emergency or special situation/event.
Credible. All information published must be credible and/or from credible sources.
Perception. In online social networks, the lines between public and private, personal and professional are
blurred. Be sure that all content associated with the social media account operated by the Department is
consistent with its quality of work and with its mission, goals and professional standards.
Excitement. Oakland County is making important contributions to the region, to the future of government,
and to public dialogue on a broad range of issues. The County’s activities are focused on providing services
and on government innovation that benefits residents, businesses and other stakeholders. Share the things
we are learning and doing, and open up social media channels to learn from others.
Value. Social communication from the County should help residents, businesses, partners, co-workers, and
other stakeholders. It should be thought-provoking and build a sense of community. If it helps people
improve knowledge or skills, build their businesses, do their jobs, solve problems, or understand the County
and the region better, then it is adding value.
Responsibility. Participation in social media on behalf of the County or a Department is an official job
function. There can be a fine line between healthy debate and incendiary reaction. Do not denigrate others
or the County. It is not necessary to respond to every criticism or barb. Frame what is written to invite
differing points of view without inflaming others. Some topics, like politics, slide easily into sensitive
territory. Be careful and considerate. Once the words are out there, they may not be able to be deleted or
removed, particularly if posted on others’ web sites. Once an inflammatory discussion gets going, it is hard
to stop. Just put facts out there and stay away from getting involved in an argument.
Restraint. Do not react to a comment in anger or frustration. Wait and/or talk to a manager or supervisor
before publishing a comment or post that may be made when angry or frustrated.
Mistakes. If a mistake is made, be upfront and be quick with a correction. This may be in the form of a
follow-up comment or post, or may be in the form of a deletion with explanation.

Creating Social Media Content
Content for social media channels may be a mixture of traditional
business communications re-purposed for the audience and/or
content produced exclusively for use in social media. The
provision of content for social media may require input from
colleagues. This may be an add-on to business activity, for
example a quick daily or weekly discussion/meeting of potential
tweets or updates, or the exchange of emails between designated
staff to determine suitable content. The following provides ideas
for generating content for social media.
Leverage Existing Web Content
The headlines of news releases, speeches and official statements
may be repurposed for social media posting with a link to the
entire item.
Marketing Messages
Information about events, awards, staff accomplishments,
promotions, services and so on.
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Multimedia
Alerting followers on Twitter, Facebook, etc., to new media content on the County web site, YouTube or
Instagram, etc.
Blog Posts
Any blogs run by the Department may be configured to automatically post an update and short URL on Twitter
announcing new content.
Web Site Updates
New or updated sections on OakGov.com or the
County’s other public web sites, new publications, or
web site user surveys where we are inviting
participation.
Updates on Officials’ Activities
Commissioners or County Executive official
appearances on behalf of the County
Insights from Officials
Thoughts and reflections from Commissioners,
executives or directors immediately after an event or
important meeting
Announcement and Coverage of Events
Pre-announcement and promotion of forthcoming
events that the department has organized; or at
events, providing live coverage where there may be
significant interest beyond the attendees
Thought Leadership
Highlighting relevant research, events, awards, etc. to
position the County or a department as a thought
leader and reliable filter of high-quality content.
Asking and Answering Questions
Occasionally a question may be asked of Twitter
followers, Facebook fans and general readers for
immediate customer insight or to conduct a ‘straw
poll.’ Questions should be answered from followers in the forum they were presented; these answers may be
visible to all followers, not just the person who asked them.
Crisis Communications
In the event of a major incident where the County or a Department needs to provide up-to-the minute advice
and guidance
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Shortened URLs
When posting links to web sites and web pages, unless it is already a very short URL, it may be shortened using
a link compressing site such as www.tinyurl.com. This helps when the amount of space that is available to post
a comment or status link is limited (in Twitter or Facebook, for example). A shortened URL may then be copied
and pasted for use in social media content.

Protect Confidential and Proprietary Information
Copyright and Fair Use laws are the same for social media as they are in any other medium. If information is
published by the County or a department that they did not produce, the source of the material, publication or
any other media must be given. Seek and obtain written permission for any material or content not created
internally or on behalf of the County or department. This includes text, photographs, video, audio (including
music), and any other types of content. In the case of copyrighted items, observe all rights as stated.
Recognizable photos of children under the age of 18 are unacceptable unless prior written permission is secured
from a parent or guardian. With or without a signed photo release, avoid posting pictures of minors where
possible. Also do not use their first or last names to identify.
With regard to County reports and publications, there is a difference between being transparent and giving away
information before it is ready for general distribution. Make sure information published is approved by a
manager, supervisor or director of the department prior to its release.

Commenting on Non-County Blogs, Forums and Social Media Sites
If someone finds a comment on a web site that may need to be responded to, it should be reported the
Department manager or supervisor for that area. It is up to the manager or supervisor to determine the
appropriate course of action. Employees should not take matters into their own hands without authorization
from a manager or supervisor. Do not comment on a post or content found during searching or monitoring
unless you are specifically designated to do so by your manager or supervisor.
When interacting on other peoples’ blogs it is essential to gauge the environment. Read some posts, comments
and responses on a blog or site before determining that commenting will be the most constructive course of
action. If possible, have subject area experts react to the blog or comment. As more and more conversations are
happening online, it is less and less feasible that a department will be able to task a single individual to respond;
identify subject area experts and encourage them to monitor online media and interact where appropriate.
When participating in non-County social media in an official capacity (e.g., representing the County or a
Department), Departments should consider these guiding principles:







Ensure that the Department approves the individual’s official participation and representation on nonCounty social media sites
Stick to the individual’s area of expertise
Post meaningful and respectful comments; no spam and no remarks that are off-topic or offensive
Pause and think before posting; reply to comments in a timely manner when a response is appropriate
Respect proprietary information, content and confidentiality
When disagreeing with others' opinions, keep it appropriate and polite
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Success Metrics for Social Media
It is important to understand the impact of your efforts in social media marketing and customer service. The
table below offers guidelines to help set clear objectives in order to evaluate the effectiveness of your social
media outlets. For further assistance in developing success metrics, submit a social media service request to the
Information Technology Service Center.
Objective

Measure

Extend reach of existing messages online (e.g.
news, speeches, Web updates, videos) by
building relationships with relevant audiences
including intermediaries, stakeholders and key
influencers such as journalists and bloggers.

Number of followers; relevance and type of followers;
number of web traffic referrals from social media Web
sites to our Web site content.

Provide an informal ‘human’ voice of the
department to promote comprehension of, and
engagement with, our messages.

Feedback and comments from followers and social
media community (unsolicited and solicited).

Provide thought leadership and credibility,
increasing our visibility as the experts in our
field(s) within the online space.

Feedback and comments from followers and social
media community (unsolicited and solicited); number
of re-tweets (Twitter users repeating our updates);
click-throughs from our tweets.

In line with County policies, demonstrate
commitment to and understanding of digital
channels with exemplary use of emerging
sectors.

Feedback and comments from followers and social
media community (unsolicited and solicited); neutral
mentions elsewhere on the Internet.

Provide an additional, low-barrier method for
audiences to interact with the County to provide
feedback, seek help and suggest ideas.

Volume and quality of responses and comments;
contact from followers and social media community;
impact of this feedback on the County.

Monitor mentions on social media Web sites of
the brand, its key officials or leaders, and key
policy initiatives; engaging with our critics and
key influencers to resolve
problems/dissatisfaction and correct factual
inaccuracies, and with satisfied customers to
thank them for and amplify their positive
comments.

Qualitative assessment of individual cases of turning
negatives to positives and positives into brand
advocates.

Provide live coverage of events (such as policy
launches, speeches or promotions) for those who
cannot attend

Number of events covered per year; positive feedback
on that coverage

While measuring followers, fans, mentions and other items outlined above is a quantifiable way to gauge
results, an additional method is to determine how the social media marketing/outlet affects your business goals.
If a social media tool is used in support of a specific business objective or strategic goals, measure the impact
on the goal. If trying to increase attendance at an event, measure attendance results before and after the social
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media campaign. If trying to improve a work process or procedure, gauge customer satisfaction before and after
engaging in social media.
Evaluation data may be obtained from a variety of methods:







Analytics/stats for Department web sites on OakGov.com and other County government URLs
Click-throughs from URLs in tweets (using bit.ly) to track referrals from Twitter to County web pages
Surveys: regular straw poll surveys to ask for feedback
Friend, followers or contributors data and volume of friends, followers or comments
Third-party tools and alert services that track mentions of content, including news feed data
Real-time observation
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Risks & Protective Measures
The use of social media for government services and interactions is growing tremendously, supported by
initiatives from the administration, directives from government leaders and demands from the public. This
situation presents both opportunity and risk.
Government information systems are susceptible to targeted threats by individuals using technology to gain
personal information or to cause harm in the form of a cyber attack. In April 2009, the Federal Bureau of
Investigation released a Headline Alert specifically citing social networking sites as a mechanism for attackers
to gather information on their targets by harvesting information from publically-accessible networks and using
the information as to launch an attack.
As County Departments begin to use public social media sites, these threats may target our efforts. Hackers may
use social media to launch attacks against information systems because it is easier to breach less-secure systems
such as social media outlets. In order to defend against these rapidly-evolving social media threats, Departments
must be aware of the methods used by potential attackers.

Protective Measures
Consider the following security measures when engaging in social media:












Departments may already have a media relations policy; if not, you may want to consider creating one –
a departmental policy on social media communications may also be an extension to the media relations
policy
Make sure your computer is protected before visiting sites – make sure you have a firewall (if on a nonCounty PC) and anti-virus software on your computer and that it is up-to-date; keep your operating
system up-to-date as well
Change passwords frequently – only authorized personnel should have access to account information; do
not use unknown third-party tools that require the account password
Do not assume you are in a trusted environment – just because you are on the social media page of
someone you know, it is still prudent to use caution when navigating pages and clicking on links or
photos, because links, images or other content contained on the pages may include malicious code
Be cautious in how much personal information you provide – remember that the more information you
post, the easier it may be for an attacker to use that information to steal your identity or access your data
Use common sense when communicating with users you DO know – confirm electronic requests when it
relates to money, personal identity, account numbers, and/or password information; the communication
could be from someone who has stolen the credentials of the person you know with the intent of
scamming as many people as possible
Use common sense when communicating with users you DON’T know – be cautious about whom you
allow to contact you or how much and what type of information you share with strangers online
Understand what information is collected and shared – pay attention to the policies and terms of the
sites; they may be sharing your email address or other details with other companies
Do not download or use applications associated with social media web sites, such as Facebook
Do not click links or open email messages sent through private social media web sites unless you are
certain they are from a trusted source; be wary of unusual email subject lines when a message is sent to
your account; this may be a clue that an attacker has assumed the identity of someone you may know or
who may be a member of your network

14

For Further Assistance
Oakland County social media is supported by the eGovernment Team. Questions and requests for support
related to social media must be submitted through the Information Technology Service Center:



Self Service: http://sc.oakgov.com
Service Center Direct Line: 248-858-8812

For details on how to get your department started on social media, please read our
Social Media Checklist.
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Social Media Policy

Scope
This policy shall govern the use of social media by Oakland County employees when
posting for Oakland County. Sharing information about County programs, news and
activities through social media is an effective way to engage and inform the community.
However, it needs to be done properly. If you use social media to post on behalf of
Oakland County, you must follow this policy. Social media sites shall include, but are
not limited to: Facebook, Twitter, LinkedIn, Pinterest, Instagram and all other sites that
are similar in content and/or character.
Seek Approval
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 Countysponsored social media. You must follow the I.T. standards for managing Countysponsored 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.
Respect County Resources
It is appropriate to use social media at work only when your use has been approved by
your Department Head or his/her designee and is directly related to accomplishing work
goals. You should participate in personal social media use on your own time. Personal
social media use is use that has no connection to your work at the County.
Be Accurate and Authentic
All County-sponsored social media sites must clearly identify that they are maintained
by Oakland County and prominently display County contact information. Your
comments on such sites will directly reflect upon the County. Make sure posts are
factually accurate. Cite and link to your sources where possible. If you make a mistake,
admit it and correct it. When you post on behalf of the County you must identify your
position with the County. Anonymous postings by County commentators are not
allowed.

Issued: November 2013

Page 1 of 4

Social Media Policy
Be Aware of Legal Considerations
In order to avoid liability for yourself and the County, do not make comments that:
1) discriminate on the basis of race, creed, color, age, religion, sex, marital status,
sexual orientation, national origin, weight, height or genetic information;
2) are sexual in nature;
3) compromise the safety or security of the County or individuals;
4) support or oppose a political candidate or ballot measure;
5) promote illegal activity;
6) violate another party’s copyright, trademark or other protected property;
7) are obscene or profane.
Use good judgment when providing personal information and be aware of legal
requirements and County/Department policies protecting a person’s right to privacy.
(e.g., HIPAA -- the Health Insurance Portability and Accountability Act protects a
person’s health information.) Ask for permission before posting someone’s image,
information, or intellectual property. Do not post information about employees, citizens,
vendors, patients or clients being served by the County without first obtaining their
written consent.
Retain posts
Because social media sites are not government sites, they do not follow the State of
Michigan Record Retention Laws and Policies for Local Government. But social media
conducted on behalf of the County is subject to these laws and policies and to the
Michigan Freedom of Information Act. You must follow the State’s record retention laws
and policies1.
1

More information about them can be found at the State of Michigan Department of
Technology, Management and Budget website. http://www.michigan.gov/dmb/0,4568,7150-9141_21738-96210--,00.html
Under the State’s record retention rules, many of the items and documents you might
post, such as notices of special events or holidays, and copies of documents already
kept in your department do not need to be saved permanently. You must save a copy of
these materials only until the event has passed, the case is closed, the project is
completed, or the information has served its useful purpose. Most tweets and posts fall
into this category because of their transient and temporary nature and because they do
not perform a governmental function or create a County policy. However, you must also
be prepared to respond to Freedom of Information Act requests or to produce
documents and materials in a lawsuit. If you post something that is the only record of a
County operation or is the only record that a County function has been performed, you
must keep a copy.
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Social Media Policy
Post Disclaimer and Removal
Prominently display the following statement on all sites that accept comments from the
public:
“The County reserves the right to remove inappropriate comments including those that
are discriminatory, obscene or sexual in nature, threaten or defame an individual or
entity, support or oppose political candidates or proposals, violate the intellectual
property rights of another party, promote illegal activity or commercial products or
services or are not related to the topic in the original posting. Keep in mind that all of
your posted comments are public records and subject to disclosure. Requests for public
records may be submitted to corpcounsel@oakgov.com.” Remove all posts that meet
the criteria for removal stated above and keep a copy of the post.
Use of County Servicemarks and Logos
Before using a County servicemark (e.g., logo), you need to get the correct copy of the
servicemark from the I.T. Media Management System. Do not use a specialized service
mark, like the Sheriff’s badge or the Water Resource Commissioner’s water droplet
unless you are posting on behalf of that department. You must use a County-owned
servicemark exactly as it appears in the County’s Media Management System. If you
change a registered County servicemark, you could jeopardize the County’s
registration/ownership of the mark. If you want to make a significant change to a
registered County servicemark, it must be approved by Corporation Counsel. If you
display material that belongs to someone other than the County, you must give credit to
the source or author of the material in your posting. Failure to cite a third party author or
source could be a violation of federal law.
Compliance with County Policies
All County policies and Merit Rules apply when you use social media on behalf of the
County. This includes the Electronic Communications Policy (use County equipment
for business purposes), Equal Employment Opportunity Policy ( prohibits
inappropriate conduct towards others because of their race, sex, age, etc.), Sexual
Harassment Policy (prohibits inappropriate conduct or hostile work environment),
Workplace Violence Policy ( prohibits violence or threats of violence), Standard of
Conduct for Oakland County Officers and Employees (prohibits sharing of
confidential information, profiting from County employment, etc.), Political Activities
(prohibits political activities during work hours, in a County uniform, etc.). You may not
use Social Media to advertise for private individuals, firms, or corporations, or imply in
any manner that Oakland County endorses or favors any specific commercial product,
commodity, or service.

Issued: November 2013
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Social Media Policy
Personal Social Media
You may list your County position in your personal social media accounts but you are
not authorized to speak or comment on behalf of the County. It is recommended that
you keep your privacy and security in mind when engaging in personal social media
use. Even with good security measures, the comments you make may be forwarded to
others and accessible for others to see for a long time.
Violations
Employees found to have violated this policy may be subject to disciplinary action up to
and including dismissal from employment pursuant to the County’s Merit System Rules,
and, if applicable, may be subject to prosecution under federal or state laws.
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Social Media Questionnaire
1.) Why does your department want to be on social media?
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
2.) What are your goals for using social media? Circle all that apply






To increase your audience / fan base
To promote your products and services
To engage in an online conversation
To become an information destination
Other (please list)
_________________________________________________________________________________________
_________________________________________________________________________________________
_________________________________________________________________________________________

3.) Who is your target audience?
_________________________________________________________________________________________________
_________________________________________________________________________________________________
4.) Is your department currently on any social media? If so please list:
_________________________________________________________________________________________________
_________________________________________________________________________________________________
5.) What social media platforms is your department interested in? Circle all that apply:
 Facebook
 Twitter
 LinkedIn
 YouTube
 Pinterest
 Instagram
 Blog
 Other (please list)
_________________________________________________________________________________________
_________________________________________________________________________________________
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6.) What do you want to tell your audience? Circle all that apply:
 Promotions
 Educate/Inform
 Department events and activities
 Available services
 Contact information (phone numbers, office hours, building location, etc.)
 Helpful information / tips
 Emergency information / breaking news
 Other (please list)
_________________________________________________________________________________________
_________________________________________________________________________________________
_________________________________________________________________________________________
7.) Please list the content available to your department (Ex: Department website, marketing
materials, original content created by department employees, etc.)
________________________________________________________________________
________________________________________________________________________
________________________________________________________________________
8.) What other government agencies, companies, professional organizations, media
outlets, communities, etc. do you want your account to connect with?
_________________________________________________________________________________________________
_________________________________________________________________________________________________
9.) Please list how many resources (employees) your department will designate
towards social media
_________________________________________________________________________________________________
10.)

How much time does your department have for social media?

Who will be involved with your
department’s social media?
EX) Jane Doe

2

Time available for social media (per
week)
EX) 2-5 hours per week
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Executive Summary
Oakland County’s Department of Information Technology (IT) was asked to create a
strategy for Oakland County’s social media presence. The following report details the
findings and recommendations.
Current Oakland County digital footprint
A current evaluation was performed for Oakland County’s digital footprint prior to the
strategy and recommendations.
Currently there are a handful of Oakland County Departments and Divisions utilizing
social media: OakGov, Parks & Recreation, Executive Office, Arts, Culture & Film, etc.
See APPENDIX for the current Oakland County Digital Footprint.
The key challenges facing Oakland County’s social media presence are:
• Inconsistent content messaging
• No brand recognition
• Lack of cross communication
How are governments using social media?
Extensive research for how governments are using social media was accomplished and
analyzed for how Oakland County.
It was discovered, at a high level, that Governments are using social media to educate and
engage their citizens.
The following competitors were identified based on proximity, and how they rank as a
digitally advanced county by NACo:
•
Macomb County
•
State of Michigan
•
City of Chicago
•
Fairfax County, VA
•
Palm Beach County, FL
How can Oakland County raise the bar for government social media?
Innovation, Integration, Implementation
How do we position Oakland County as the leader in government social
media?
Through our research, analysis, and strategies, it was found that Oakland County has the
opportunity to raise the bar for government social media and become a digital leader
through an Integrated Social Media Marketing Strategy.
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Integrated Social Media Marketing Strategy
Oakland County’s Social Media Marketing Goals
1.) To establish Information Technology as the "go-to" place for Oakland County
departments and divisions to get educated and started in the social space
2.) To establish the OakGov parent brand as the official voice of Oakland County
Government
3.) To establish Oakland County as the benchmark for all other government entities in the
digital space
These goals have been separated into a Three Phase Plan. As each phase is completed,
each goal will be accomplished.
Target Market
Phase One:
• Oakland County Departments and Divisions
Phase Two:
• Oakland County Departments and Divisions
• Residents
• Businesses
• CVTs
Phase Three:
• Local, State and Federal Government Agencies

See APPENDIX for the Three Phase Plan, Goals, and Target market.
To accomplish these goals, an internal and external analysis was completed of the
following:
• Government social media industry and trends
• Internal Oakland County social media presence and processes
• External analysis of competing county and state governments (Macomb County,
Michigan; State of Michigan; Fairfax County, Virginia; City of Chicago, Illinois;
and Palm Beach County, Florida.
Competitors:
The following competitors were identified based on proximity, and how they rank as a
digitally advanced county by NACo:
•
Macomb County, MI
•
State of Michigan (MI Gov & Pure Michigan)
•
Fairfax County, VA
•
City of Chicago, IL
•
Palm Beach County, FL
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See APPENDIX for the Government Social Media Inventory.
Positioning
An integrated social media marketing strategy is comprised of a content strategy,
connection strategy, and engagement strategy. To complete the external analysis, the
competitor’s content, number of connections, and level of engagement were measured
and compared.
Positioning Map:
The Positioning Map shows the number of social media platforms each competitor is on
(as represented in the parentheses) and the number of connections they have across all
platforms. The vertical axis represents the number of connections, and the horizontal axis
represents the quality of their content, which was measured by the number of interactions
on each post. More engaging content received more interaction, whereas less engaging
content was viewed as a push channel.
The Positioning Map was created based off of the findings from the Government Social
Media Inventory (in the APPENDIX).
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Currently, Oakland County is being outmaneuvered in at least one way by each
competitor. The current leaders are Pure Michigan, Chicago and Fairfax County.
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•

Pure Michigan has the most connections and best engagement of the competitors.

•

Chicago has a very large reach through 10 social media platforms, they use their
“Chicago Mayor’s Office” as their official voice. Their content is engaging,
focusing on what the government is doing but they always show how it affects the
community. They have a strong initiate for Big Data, where they encourage the
community to collect and submit data (crowdsourcing) and then the government
provides real time results.

•

Fairfax County is on the most platforms and receives engagement around
campaigns but is inconsistent with content otherwise and they are missing
opportunities to integrate.

•

MI Gov has a significantly less connections than Pure Michigan, in part due to the
decreased amount of platforms; they also receive less engagement on their
content.

•

Palm Beach County, does not have a clear parent brand. Most of their
departments have their own identity across multiple platforms, their official
government account in only present on 8 platforms that do not post consistent
content and have limited connections.

•

Macomb County, recently launched the Make Macomb your Home (MMYH)
Brand in 2012, and are using it as their parent brand across social media.
Currently they are only on 6 platforms-having just launched their blog March
first. Their standout platform is their Facebook, where they received most of their
total connections and they post extremely engaging content. At one point their
Facebook Engagement Rate (People Talking About This/Likes) was over 150%, a
significant accomplish considering Brand Pages average 2% engagement, and the
average of these government’s was 15%.

•

Oakland County currently has a presence on 7 social media platforms, but only
controls 6 (including the blogs that are not yet published). Facebook, Twitter, and
YouTube are the most successful with very engaging content being pushed out.
However our connections are not large as we have yet to tap into the potential size
of our Target Markets

Re-Positioning
This strategy will help re-position Oakland County as a leader in the digital space by
increasing our branded efforts across a larger amount of social media platforms, and at
the same time providing engaging content and growing our connections strategically. By
implementing the Three Phase plan we will be set on the right track to position Oakland
County as a social media leader for all government entities by December 2013 and on the
right path to continue to grow our reach by over 30,000+ connections across 9 platforms
by December 2014.
The Position will be reevaluated Quarterly, by updating the Government Social Media
Inventory (In APPEDNIX) and than analyzed to ensure Oakland County is on track to be
repositioned.
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SWOT Analysis
A SWOT Analysis was performed to identify the internal and external factors (Strengths,
Weaknesses, Opportunities, Threats) that are favorable and unfavorable to achieving the
Oakland County social media marketing goals. Strengths and weaknesses are internal to
Oakland County, while opportunities and threats are external and include social media
industry trends and competitor information.

Key Findings:
• It was determined that the integrated social media marketing goals are
acheiveable when we leavearge our strengths to take advantage of opportunites
and use this forsight with Oakland County leadership to improve upon
weaknesses and navigate threats.
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Integrated Social Media Marketing Approach
An integrated social media strategy is comprised of a content strategy, connection
strategy and engagement strategy. It is driven by one strategy for a parent brand and
integrates the strategies of underlying brands to make each strategy (including the parent
brand) stronger.
Example Digital Footprint:
The parent brand is OakGov, and the underlying brands are the Departments and
Divisions within Oakland County. As illustrated below, the largest Departments are in the
Top Tier, as some of them may have other divisions beneath them. This graphic also
illustrates the possible utilization of individual social media platforms for the overall
strategy.
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Social Media Platforms:
The number of platforms each Department or Division will be on will increase with the
higher tiers.
For example, OakGov (parent brand) will be on 9 social media platforms: Facebook,
Twitter, LinkedIn, YouTube, Blogs, Pinterest, Google+, Instagram, and Foursquare.
Advantage Oakland (EDCA) will have a Facebook, Twitter and LinkedIn, but Medical
Main Street will only have LinkedIn and Twitter.
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Content & Engagement Strategy:
To ensure consistent and branded content is being published by all Oakland County
social media presences, the content strategy will be driven by OakGov. Content will be
pushed and pulled between all tiers.
Content meant for OakGov 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. Individuals
can share content from the parent brand, or any other Department, Division, or initiative.
This will be accomplished by individual profiles (like LinkedIn) being optimized.
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Connection Strategy
The Connection Strategy will be driven by OakGov and each Departments’/Divisions’
goals and target market. With an integrated approach, the number of connections (also
known as reach) of each brand will be utilized.

Platforms, Content, Connections, and Engagement
11

An integrated social media approach will ensure consistent branding, strategic content,
and increased connections. With proper implementation, this approach will allow
Oakland County to achieve all three social media goals by turning their digital citizens
into brand advocates.
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Metrics
To measure the success of the integrated social media marketing campaign, both internal
and external metrics will be established.

External
• Increase Connections
• Increase Engagement
• Increase Citizen Interaction & Satisfaction
Internal
• Increase Social Media Presence (Departments)
• Increase Cross-Departmental Communications
• Increase Employee Understanding & Satisfaction of Social Media
ROI
The integrated social media marketing strategy will turn digital citizens into brand
advocates, while obtaining real world results.

Establishing Digital and Real World ROI:
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Integrated Social Media Marketing Success Story:
A 13-week integrated social media marketing campaign was utilized to promote the
Medical Main Street (MMS) INNO-VENTION 2012.

The Goals:
• 200 Conference registrants
• Promote world wide live stream coverage
• MMS Brand Awareness locally, nationally, and globally
• Build Interest in MMS initiative through educational content
• Recalling of Oakland County as top 3-4 medical destinations in the world
The Challenges:
• No strategy
• Limited Time Frame: 13 weeks remained until the conference
• Limited Digital Footprint
• No consistent content/messaging
• No branding or optimization of Digital Footprint
• Limited connections, lack of connection strategy and growth and no
connection management strategy
The Strategy
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Connection Strategy
• Grew the MMS Leaders Connections strategically by finding and messaging
the target market for the conference. Personalized messages were created to
ensure a high conversion rate of the connection requests. Connections were
then organized and managed through Tags.
Content Strategy
• Utilized content from the website, press release, printed materials and MMS
Leaders.
• Strategically syndicated to MMS Social Media:
• LinkedIn) Optimized LinkedIn Profiles, LinkedIn Group Engagement,
LinkedIn Event, Personalized LinkedIn Updates from MMS Leaders, Direct
Messages.
• Twitter) Optimized and branded Twitter for MMS and MMS Leaders,
Strategic content mix and engagement
•

Personalized Direct Messages were sent to connections to encourage
participation through ticket sales, livestream and live tweeting

Engagement Strategy
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•

The MMS Leaders strategically interacted with each other, the MMS
LinkedIn Group, and MMS Board Members/Ambassadors/Sponsors/Members
on LinkedIn and Twitter. Other Oakland County Departments strategically
interacted and passed along the message through their channels: Executive
Office Facebook Page and OakGov Twitter.

Real Time Strategy
• During the Conference a Live Tweeting strategy was implemented –including
contests, Foursquare Check-ins and photo sharing through Twitter and
Instagram.
The Results:
• Sold out registration
• Global brand recognition through social media channels
• Coverage though Official Live Tweeting
• 500 + Tweets using the official #INNOVENTION Hashtag
• 57,000+ users worldwide reached through Twitter
• Increased interest with educational content about MMS and Oakland County
• Shared information via LinkedIn status updates & Group discussions
• Launched a LinkedIn advertisement, with over 320,000 impressions
• Showcased to a global audience the success and growing potential of Oakland
County as a top destination for the medical field

IT’s Roles
The Department of Information Technology will play an integral role in the development,
implementation, education, and execution of the overall integrated social media
marketing strategy.
IT will assist or consult with Departments to design of each department's social media
strategy.
IT's social media team will work with each department's representatives to formulate an
effective and engaging social media strategy. The strategy will reflect the strategy set in
place for the OakGov parent brand.
Deliverables
There will be four sets of deliverables:

Social Media Toolkit:
• Social Media Policy (personal and departmental)
• Social Media Manual & Style Guide
• Social Media Checklist
16

•
•

Social Media Questionnaire
Content Calendar Template

IT Internal Documents:
• Social Media Checklist
• Pre & Post Implementation Meeting Guide
• Content Calendar for parent brand (OakGov)
Meetings:
• Pre-implementation kick-off meeting (begin strategy for social media presence)
• Post-implementation regroup meeting (1-month from start up; IT & department
representative)
• Quarterly County-wide social media committee meetings
Social Media Trainings and Education:
• Facebook, Twitter, LinkedIn trainings for Oakland County employees
• Set up a process to streamline social media updates to departments
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Success Stories
IT has been piloting the principles of an integrated social media strategy with Oakland
County Veterans’ Services and the Oakland County Homeland Security, with much
success.
OakGov Success Stories
OakGov has been practicing the principles of an integrated social media strategy with
two of their established social media platforms: Facebook and Twitter. Since
implementation, the Twitter has grown by 100 Followers each month and receives more
community engagement, Facebook has increase its connections from 418 to 571, while
increasing its communications from community members and partners.
Sample OakGov Success Stories
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Department and Division Pilots
Oakalnd County IT Department has worked with Veterans’ Services and Homeland
Security as pilot divisons for the integrated socia media marketing strategy.

Oakland County Veterans’ Services
A Facebook Page was created for Veterans’ Services, that has an established brand
identiy, consistent messaging, great engagement rate, and consistently growing
connections.

Oakland County Homeland Security
A Facebook Page was created for Homeland Security. After their initiral kickoff meeting
with IT, they created a year long content calendar with example content.
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Implementation Plan
Proper implementation will ensure that the strategy is executed and established goals are
met.

Timeline:
Phase One is on track to be finished by June 2013
Phase Two is scheduled for completion by September 2013
Phase Three is scheduled for completion by December 2013
The social media industry is changing so rapidly in the digital era—thus, it is vital for the
timeline to remain fluid. A detailed Gantt chart and time line has been prepared for Phase
One.

Three Phase Gantt Chart:
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Phase One Detailed Gantt Chart:
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APPENDIX
Recommended Resources, Organizational Chart, Roles, Hours
Three Phase Plan
Oakland County Digital Footprint Inventory
Government Social Media Inventory
Medical Main Street Storybook
Gantt Chart
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Recommended Resources
The following resources are recommended to accomplish the Oakland County integrated
social media marketing strategy. It is understood that some of these positions do not yet
exist:
•
•
•
•
•
•

1 Project Manager
1 Oakland County Strategist
1 OakGov Strategist
2 Community Managers – 1 for OakGov, 1 for other Departments/Divisions
1 Graphic Artists
1 Video

Recommended Organizational Chart:
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Recommended Roles:

Project Manager
• Hours needed: varies per week and scope of each project
• Works with Orchestrator to fill hours needed and manage resources
Oakland County Strategist
• Creates Oakland County Social Media Strategy, works with strategist to create
individual department strategies to ensure they are all driven by the Oakland
County Strategy and are effectively integrated with each other for maximum
reach.
• Constantly monitors metrics and timeline to ensure the strategy is on track to
complete all 3 phases, adjusts course as necessary
• Works with IT and County leadership to ensure the social media strategy always
align with the marketing strategy and county priorities
• Works with Project Manager to ensure enough hours are allotted for the Social
Media Team and to direct the Graphics Artists and Video resources when needed.
• Creates and orchestrates Oakland County Content Calendar and works with
strategists to ensure that OakGov and the other Departments content calendars
coordinate strategically and in accordance to the Oakland County integrated social
media strategy with Strategist and Community Managers.
• Works with Strategist to drive Oakland County social media policy and toolkit.
• Attends kickoff meetings with Strategist and other departments, asses the
Departments’ needs and goals to determine where and how they fit in the
integrated social media umbrella
• Drives Department/Division strategies
• Leads quarterly committee
• Monitors social media marketing and digital trends, determines if action needs to
be taken
• Conducts monthly refresh trainings with Strategist
• Hours needed: 20-30 hours per week
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OakGov Strategist
• Takes direction from the Oakland County Social Strategist
• Drives the OakGov social media strategy, strategizes and creates blog content to
be hyper synidcated throughout the OakGov social media channels and other
departments/divisions
• Creates and orchestrates OakGov content calendar
• Creates Oakland County social media policy and toolkit
• Attends kickoff meeting and works with Departments to ensure they complete the
toolkit, asses the Departments’ needs and goals to determine where and how they
fit in the integrated social media umbrella with Oakland County Social Strategist
• Creates Strategies for individual departments/divisions as a part of the Oakland
County strategy
• Assists Oakland County Social Strategist with quarterly committee
• Monitors social media marketing and digital trends
• Prepares and conducts monthly refresh trainings with Oakland County Social
Strategist
• Hours needed: 30-40 hours per week

OakGov Community Manager
• Takes direction from the OakGov Strategist.
• Creates content for OakGov social media accounts
• Schedules and posts content for OakGov
• Monitors OakGov social media accounts
• Engages and answers questions with people who interact with the OakGov
account
• Calculates analytics
• Prepares Oakgov status for quarterly committee meeting
• Collects content from divisions too small for their own social media presence and
publishes on OakGov and/or coordinates with other Departments/Divisions for
them to post or share it
• Hours needed: 40 hours per week
Department/Division Community Manager
• Takes direction from the Strategist and supports OakGov Community Manager
• Monitors all Oakland County social media accounts for compliance
• Collects analytics from each Department/Division on social media
• Supports the Departments/Divisions when needed, this may include:
o Creating their social media platforms
o Training
o Optimizing content for social media
o Coordinates graphics between department and IT Graphics Artists
o Collects their content calendars for the Strategist/Orchestrator, etc.
25

•

o Coordinates with them to prepare for quarterly committee meetings
Hours needed: 40 hours per week

Graphic Artist
• Works with Strategist to ensure that all social media platforms for OakGov and all
other Oakland County Departments/Divisions are up to brand standards and
comply with all social media regulations.
• Will create and provide any graphics needed for social media content for
OakGov, the blogs, or other Departments/Divisions with out their own graphics
artists.
• Hours needed: varies per week and scope of each project
Video
• Works with strategist to create videos for the blogs and OakGov YouTube
account.
• Works with other Departments/Divisions that need video for their social media
platform(s).
• Ensures videos are up to brand standards and are optimized to be shared via social
media.
• Hours needed: varies per week and scope of each project
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COUNTY OF MADERA
2017 Social Media Use
Policies and Procedures
I.

PURPOSE

The County of Madera recognizes the need to enhance communications with the public
and its constituents by integrating the use of social media platforms. In response, the
following Policies and Procedures are intended to govern the use of social media in the
course and scope of County service, with the intent of mitigating the associated risk of
such usage, where possible.
Unless expressly provided, these Policies and Procedures shall govern the use of
any County social media platform by any County employee. Should the County
modify its position or direction on social media use, these Policies and Procedures
will be amended as necessary, and department activity shall be adjusted
accordingly.
II.

DEFINITIONS

A. “Content” means any social media, including but not limited to posts,
comments, likes, blogs, tweets, links, photos, images, and/or videos appearing on any
County social media platform. For purposes of these Policies and Procedures,
“content” is to be broadly construed.
B. “Following” means subscribing to a Twitter account. “Follower” means a
Twitter account that has subscribed to a County Twitter account.
C.

“Like” means clicking on a small heart icon corresponding to a Tweet.

D. “Retweet” means a re-forwarding of a Tweet to Followers and the act of
sharing another account’s Tweet to Followers.
E. “Social Media” means internet-based programs and activities integrating
technology, social interaction and content creation as defined by the U.S. Government,
including social networking websites (e.g. Facebook, GovLoop, LinkedIn, Yahoo
Groups, Google Groups), web feeds, blogs/microblogs (e.g. Twitter), podcasts, Really
Simple Syndication (RSS) feeds, wikis (e.g. Wikipedia, Wikispaces), Virtual World sites
(e.g. Second Life), social bookmarking sites (e.g. Pinterest, Digg, del.icio.us,
Technorati), photo-sharing websites including Instagram, video-sharing websites, mashups, widgets, message boards, online discussion forums, and the like.
F. “Third Party Application” means an application that is developed and/or
provided by a source other than the County and/or County departments, such as a third
party vendor.

G. “Page Administrator” means and includes the Chief Information Officer, the
County Administrative Officer, the Deputy County Administrative Officer of Human
Resources/Operations, assigned District Chief of Staff members of the County’s Public
Information Team, County Counsel, and department heads (or designees) of law
enforcement departments and elected offices.
III.

APPLICATION

1. Unless expressly provided, these Policies and Procedures shall apply to all
County departments, officials, employees (whether permanent, probationary or extra
help), and approved volunteers, consultants, service providers and contractors
performing business on behalf of a County department. These Policies and
Procedures are not intended, and shall not be construed, to create the relationship of
agent, servant, employee, partnership, joint venture, or association between the
County and any approved volunteer, consultant, service provider, and/or contractor
performing business on behalf of the County.
2. Departments using social media technology prior to the implementation of
these Policies and Procedures including any amendments, shall achieve compliance
within ninety (90) days of Board adoption.
3. The County reserves the right to contract with a third party to manage and
monitor County social media platforms in conjunction with these Policies and
Procedures.
IV.

GENERAL STANDARDS

1. Each department with the exception of law enforcement departments and/or
departments overseen by elected officials, shall utilize the County’s official social media
platforms (i.e. Facebook, Twitter, Instagram, and/or LinkedIn). Each County social
media platform shall allow for two-way communication.
2. The County’s official website (www.co.madera.ca.gov) shall be the County’s
primary and predominant Internet presence. The use of County social media platforms
shall not replace the County’s primary and predominant website
(www.co.madera.ca.gov). Whenever possible, content posted to County social media
platforms will also be made available on the County’s website and when feasible must
contain hyperlinks directing users back to the County website for in-depth information,
forms, documents, online services and contact information necessary to conduct
County business.
3. County social media platform accounts shall be created by using an official
County e-mail account, and shall contain visible elements that identify them as official
County of Madera social media platforms (the County logo, department name, contact
information, and a link to the department website). Use of departmental logos on
County social media platforms is encouraged; however, departmental logos may only
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be displayed on County social media platforms when the County logo is simultaneously
and conspicuously displayed. This section applies whenever an official County social
media platform is used.
4. Security controls and safeguards shall be in place to protect County
information and technology assets from potentially destructive technical incidents,
including but not limited to requiring two-step authentication. Perceived, suspected, or
known compromises to the County’s internal network shall be immediately reported to
the Office of Information Technology. Computers, laptops, tablets, and/or other mobile
devices used to administer County social media platforms shall have up-to-date
software to protect against destructive technical incidents, including but not limited to,
cyber, virus and spyware/adware, and spam attacks.
5. The department head (or designee) is responsible for designating staff who
are authorized and able toprepare and provide content to the assigned District Chief of
Staff member of the County’s Public Information Team. The assigned District Chief of
Staff will review the content and may post the content if, in the assigned District Chief
of Staff’s determination, the content: (a) complies with these Policies and Procedures;
(b) is relevant, timely, and informative, and (c) is consistent with the County’s mission.
If necessary, the assigned District Chief of Staff may consult with the County
Administrative Officer and/or the Deputy County Administrative Officer in making the
determination of whether to post content submitted to the assigned District Chief of
Staff. The County Administrative Officer and/or the Deputy County Administrative
Officer are authorized to make the final determination of whether content submitted to
the assigned District Chief of Staff shall be posted. This section shall not apply to
those departments authorized to have independent social media platforms as
referenced in Section IV, Paragraph 1 of these Policies and Procedures.
6. The assigned District Chief of Staff member, the County Administrative
Officer, and the Deputy County Administrative Officer, who are members of the
County’s Public Information Team, shall have full access to any County social media
platform, including the full authority to manage and/or monitor any content posted on
any County social media platform. This section shall not apply to those platforms
overseen by elected officials.
7. For those social media platforms overseen by elected officials, the County’s
Office of Information Technology shall have access to these platforms. Additionally,
the County’s Office of Information Technology shall have the authority to manage
and/or monitor content posted by any member of the public that is inconsistent with
these Policies and Procedures.
8. All County social media account information shall be provided to the Office of
Information Technology. “County social media account information” means the names
and access levels of those individuals authorized to use County social media platforms
on the County’s behalf and any and all log-ins and passwords used to access County
social media platforms. Access shall be limited to those with a clear business purpose,
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including, but not limited to, those authorized to post content on County social media
platforms on behalf of the department.
9. The content of County social media platforms shall only pertain to Countysponsored or County-endorsed or otherwise sponsored programs, services, meetings,
events, and facilities.
10. County social media platforms shall contain proper grammar, and avoid the
use of jargon and unnecessary abbreviations.
11. While social media tools are available 24 hours a day, content posted by
members of the public on County social media platforms will generally be moderated
only during normal business hours. Content posted outside of normal business hours
on County social media platforms may be read and appropriate action may be taken as
soon as reasonably possible.
12. Content posted on County social media platforms shall in no way constitute
legal or official notice to the County or any official or employee/agent of the County for
any purpose whatsoever.
13. County social media platforms shall comply with all applicable federal and
state laws, regulations, and County policies as may be amended from time to time
including but not limited to those related to ethics and disclosure of confidential
information, including HIPAA, copyright, trademark, records retention, the California
Public Records Act, privacy laws, the County’s Computer Equipment and Systems
Usage Agreement and the County’s Policy and Guidelines on Discrimination and
Harassment, as may be amended from time to time.
14. County social media platforms may be subject to the California Public
Records Act. No expectation of privacy exists with respect to any content maintained
on County social media platforms.
Requests for public records related to content on County social media platforms shall
be handled by the department maintaining the social media platform in collaboration
with County Counsel and the Office of Information Technology.
15. County social media platforms shall be managed and maintained consistent
with the Brown Act. To that effect, members of the County’s Board of Supervisors or
any commissions/committees shall not use County social media platforms in any way
to discuss, deliberate, or express opinions on any issue within the subject matter
jurisdiction of the governing body.
16. Unless expressly provided, the Policies and Procedures in this section shall
also apply to those departments authorized to have independent social media
platforms as referenced in Section IV, Paragraph 1 of these Policies and Procedures.
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V.

PHOTOS AND VIDEOS

1. The County shall have full permission and rights to any content posted
by the County on any County social media platform, including photographs and
videos.
2. Staff designated by the department head (or designee) to prepare and
provide content to the assigned District Chief of Staff member of the County’s
Public Information Team may, with the department head (or designee)’s
permission, provide photos and/or videos to the assigned District Chief of Staff
for posting on County social media platforms. Permission from County
Administration and/or the Chief Information Officer will not be required to provide
photos and/or videos to the assigned District Chief of Staff. The assigned District
Chief of Staff member may post these photos and/or videos to County social
media platforms if in the assigned District Chief of Staff’s determination the
photos and/or videos (a) comply with these Policies and Procedures; (b) are
relevant, timely, and informative, and (c) are consistent with the County’s
mission. If necessary, the assigned District Chief of Staff may consult with the
County Administrative Officer and/or the Deputy County Administrative Officer in
making the determination of whether to post photos and/or videos submitted to
the assigned District Chief of Staff. The County Administrative Officer and/or the
Deputy County Administrative Officer are authorized to make the final
determination of whether photos and/or videos submitted to the assigned District
Chief of Staff shall be posted.
3. In posting photos and/or videos on County social media platforms,
Page Administrators must understand and comply with these Policies and
Procedures. Page Administrators should use their best judgment in posting only
photos and/or videos that are not considered confidential, private, sensitive,
and/or potentially harmful to employees, officials, third party vendors, or
members of the public. In certain situations, it may be appropriate for Page
Administrators to obtain waivers by the individuals depicted in the photo and/or
video to be posted or waivers from parents/guardians. For example, waivers
must be obtained from parents/guardians prior to posting photos and/or videos of
minors. If there are any questions about the appropriateness of posting photos
and/or videos whether a waiver may be required, Page Administrators should
contact the Deputy County Administrative Officer prior to any posting on County
social media platforms.
4. Video and photo quality must be adequate to show the intended
feature or subject clearly.
5. Videos streamed from sources other than the County may not be
posted to any County social media platform. The ability for members of the
public to post photos and videos shall be turned off, and/or otherwise not
permitted on any County social media platform.
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VI.

THIRD PARTY APPLICATIONS

1. Advance approval from the Chief Information Officer is required before any
Third Party Application(s) are added to any County social media platform. A Third Party
Application must not be used unless it serves an appropriate and a valid business
purpose, adds to the user experience, and comes from a trusted source.
2. A Third Party Application may be removed at any time in the sole discretion of
the County if the County determines that it is causing or potentially contributing to a
security breach or the spread of viruses, or is otherwise deemed inappropriate as
determined by County Administration, the Office of Information Technology, or County
Counsel.
3. Unless expressly provided, the Policies and Procedures in this section shall
also apply to those departments authorized to have independent social media platforms
as referenced in Section IV, Paragraph 1 of these Policies and Procedures.
VII.

INDEMNITY AND LIABILITY

1. Most social media platforms require users to agree to terms of service that
include such provisions as indemnification and defense. Most terms of services also
state that a certain state’s laws (sometimes not California law) apply to the terms of use,
and that the state’s courts will adjudicate disputes.
2. The terms of service represent a binding contract. Departments should
assure that they have taken the steps necessary to bind the department to such an
agreement.
3. Unless expressly provided, the Policies and Procedures in this section shall
also apply to those departments authorized to have independent social media platforms
as referenced in Section IV, Paragraph 1 of these Policies and Procedures.
VIII.

CONTENT GUIDELINES

1. It is not the intent of these Policies and Procedures to restrict the First
Amendment rights of members of the public, but to allow the County to manage content
that is off-topic or that in any way violates these Policies and Procedures. Therefore, all
content including comments and posts by any member of the public must be narrowly
limited to the topic originally posted by the County. Content that is deemed beyond the
scope of the original topic or that in any way violates these Policies and Procedures
may not be posted, or if posted, such content may be removed as soon as possible. In
the event that content is inadvertently removed and that such removal was inconsistent
with these Policies and Procedures, such content will be re-posted.
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2. The County does not discriminate on the basis of expressed opinions, beliefs,
or viewpoints, including religious and/or political opinions, beliefs, or viewpoints.
However, only content that complies with these Policies and Procedures may be posted
and/or permitted to remain on the County’s social media platforms.
3. Content on any County social media platform containing any of the following
shall not be allowed and shall be removed as soon as possible:
a. Comments not topically related to the particular subject or matter being
commented upon, including hyperlinks to material that is not related to the
discussion. For purposes of this section, “discussion” means the initial
and original topic or matter posted by the County.
b. Profane language or content.
c. Potentially libelous comments.
d. Personal attacks, insults, or threatening language.
e. Content that promotes, fosters, or perpetuates discrimination on any basis
forbidden by federal or California law or the County’s Policy and
Guidelines on Discrimination and Harassment, as may be amended from
time to time.
f. Sexual content, links to sexual content, or any violation of the County’s
Policy and Guidelines on Discrimination and Harassment, as may be
amended from time to time.
g. Hoaxes, chain letters, or advertisements.
h. Solicitations of commerce, including commercial promotions and spam.
i. Conduct or encouragement of illegal activity.
j. Information that may compromise the safety or security of any person or
any County facility.
k. Content that violates a legal ownership interest of any other party (i.e.,
copyright, trademark, or other intellectual property of any third party).
l. Sensitive, privileged, or confidential content, including but not limited to
content concerning minors or clients of any County department, and
private or personal information published without consent.
m. Comments in support of, or in opposition to, any political candidate or their
campaign.
n. Content that is posted under an anonymous social media account, content
that is discovered to have not been posted by the identified author, or
content that is discovered to have been posted using a fake or robot social
media account.
o. Content that is posted on a County social media platform due to the
County social media platform being compromised.
4. Unless expressly provided, the Policies and Procedures in this section shall
also apply to those departments authorized to have independent social media
platforms as referenced in Section IV, Paragraph 1 of these Policies and Procedures.
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IX.

DISCLAIMER GUIDELINES

1. The following disclaimers set forth in paragraphs “a” through “g” must be
displayed on all County social media platforms by hyperlink to the County website.
a. “[Department name] is a department of the County of Madera. This social
media platform is intended to serve as a mechanism for communication
between the [department name] and the public on the listed topics and as
a forum to further the department’s mission. This social media presence
acts as a limited public forum and all comments must be limited to the
initial and original topic or matter posted by the County.
b. No expectation of privacy exists with respect to any content posted on a
County social media platform. Content posted on a County social media
platform may constitute a public record and be subject to the California
Public Records Act.
c. The County is neither responsible nor liable for any virus or other
contamination of your technology system.
d. Social media postings are made in real time and may inadvertently contain
errors or omissions. The County disclaims any and all responsibility and
liability for any materials that the County deems inappropriate for posting,
which cannot be removed in an expeditious and otherwise timely manner.
e. This County social media platform may contain content, including but not
limited to, advertisements or hyperlinks over which the County has no
control. The County does not in any way endorse any hyperlink or
advertisement placed on a County social media platform by vendors or
other third parties.
f. The County will remove inappropriate content as soon as possible after
such content is discovered. Inappropriate content, includes, but is not
limited to, posts that include obscene language or sexual content, violate
the legal ownership interest of another party, promote illegal activity and
comprise solicitations of commerce, including commercial promotions and
spam.
g. The County reserves the right to restrict or remove any content from
County social media platforms that is contrary to any portion of these
Policies and Procedures, in violation of copyright or trademark law, or
other intellectual property of any third party, in violation of any other
applicable state or federal law or County policy, or that poses a threat to
the County technology system or its security.
2. Any content removed based on the above disclaimer guidelines set forth in
paragraph “a” through “g” must be retained in compliance with the archive and retention
guidelines set forth in these Policies and Procedures.
3. Unless expressly provided, the Policies and Procedures in this section shall
also apply to those departments authorized to have independent social media platforms
as referenced in Section IV, Paragraph 1 of these Policies and Procedures.
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X.

PROCEDURES FOR DEPARTMENTAL USE OF SOCIAL MEDIA

1. Other than those departments authorized to have independent social media
platforms as referenced in Section IV, Paragraph 1 of these Policies and Procedures,
each department head (or designee) of a department that utilizes an official County
social media platform shall: :
a. Understand that the assigned District Chief of Staff member of the
County’s Public Information Team, assigned members of the County’s
Office of Information Technology, and the Deputy County Administrative
Officer, who are members of the County’s Public Information Team shall
have full access to any County social media platform, including the
authority to manage and/or monitor content posted on any County social
media platform.
b. Understand that the department head (or designee) is responsible for
designating staff who are authorized and able to prepare and provide
content to the assigned District Chief of Staff member of the County’s
Public Information Team.
c. Understand that not all content produced and presented by
departmental staff to the assigned District Chief of Staff Member will be
posted on an official County’s social media platform. The assigned
District Chief of Staff Member and when necessary, the County
Administrative Officer and/or Deputy County Administrative Officer, have
absolute discretion regarding a determination about whether content
shall be posted on an official County’s social media platform consistent
with these Policies and Procedures.
2. The following social media platforms have been approved by the County, and
the applicable standards have been developed for their use:
a.
b.
c.
d.

Twitter
Facebook
Instagram
LinkedIn

3. No department, other than those departments authorized to have
independent social media platforms as referenced in Section IV, Paragraph 1 of
these Policies and Procedures, shall use a County social media platform other than
those approved and referenced in paragraph 2 of this section of these Policies and
Procedures without the development of appropriate usage standards, and the prior
approval of County Counsel, County Administration, and the Chief Information
Officer.
4. For all departments not authroized to have independent social media
platforms as referenced in Section IV, Pagraph 1 of these Policies and Procedures,
content presented to the assigned District Chief of Staff member of the County’s
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Public Information Team for possible posting must be accurate and pertinent to the
department’s operation, consistent with these Policies and Procedures, and only
contain information that is freely available to the public and is not sensitive,
privileged, or confidential as defined by any County policy or state or federal law.
Content submitted to the assigned District Chief of Staff member of the County’s
Public Information Team for possible posting may not contain any personal or
personnel information, except for the names of employees whose job duties include
being available for contact by the public.
5. No social media profile or biography shall contain any information related
to gender, sexual orientation, religious views, political beliefs, national origin, race,
ethnicity, ancestry, relationship status, military and veteran status, age, any other
protected category, and/or affiliation with any non-County-sponsored or Countyendorsed or otherwise sponsored programs, services, meetings, events, and
facilities. This section applies to all departments, including law enforcement
departments and departments overseen by elected officials.
6. All department heads (or designee), including department heads
overseeing law enforcement departments and elected officials, shall notify the Office
of Information Technology in writing prior to, or immediately upon any administrative
changes to the account.
Other than those departments authorized to have independent social media platforms
as referenced in Section IV, Paragraph 1 of these Policies and Procedures, if a
department presently does not use at least one of the social media platforms referenced
in paragraph 2 of this section of these Policies and Procedures and determines that it
has a business need to use one or more of the above social media platforms, the
department shall submit a request to the Chief Information Officer and/or the Deputy
County Administrative Officer. The request shall specify what platform(s) the
department wishes to use and describe the business need to use the particular
platform(s) requested.
XI.

INTERNAL DISPUTE PROCEDURES

Should a dispute arise as to the implementation of these Policies and Procedures, the
following procedure should be followed:
a. The dispute should first be brought to the attention of the assigned District
Chief of Staff member of the Public Information Team.
b. In the event a resolution to the dispute is not reached, the dispute should then
be brought to the attention of the Deputy County Administrative Officer, who
may consult with County Counsel in addressing the dispute.
c. Nothing in these Policies and Procedures is intended to prevent any member of
the Public Information Team from addressing collectively any dispute that
arises as to the implementation of these Policies and Procedures with any
other member of the Public Information Team.
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d. Nothing in this section of these Policies and Procedures is intended to apply to
any member of the public and/or to create any dispute resolution procedure
applicable to any member of the public.
XII.

TWITTER STANDARDS

The following standards are specific to Twitter platforms and shall be followed in
conjunction with the rest of these Policies and Procedures. Unless expressly
provided, these Twitter standards shall apply to all departments that utilize the official
County Twitter platform, including law enforcement departments and departments
overseen by elected officials utilizing the official County Twitter platform. Twitter is a
micro-blogging tool that allows account holders to communicate messages of up to
140 characters (“tweets”) to followers. A Tweet may contain photos, videos, links and
up to 140 characters of text.
A.

Account Settings and Format
1.

A department director or designee shall hold, monitor, and maintain
that department’s Twitter account. This requirement shall apply to all
departments, including departments authroized to have independent
social media platforms as referenced in Section IV, Pagraph 1 of
these Policies and Procedures.

2.

Each department shall have only one Twitter account, unless
otherwise approved by the Chief Information Officer or Deputy
County Administrative Officer with the exception of departments
overseen by elected officials

3.

Twitter accounts shall use an official County e-mail account and shall
use a generic County/department address and not be individual
user/name specific. No personal e-mail accounts shall be used in
conjunction with any County operated Twitter account. These
requirements shall apply to all departments, including departments
authroized to have independent social media platforms as
referenced in Section IV, Pagraph 1 of these Policies and
Procedures.

4.

Twitter user and account names shall begin with “Madera County”
followed by the department name or an official branding name of the
department (Example: “Madera County Probation” or “Madera County
Recycle.”)

5.

A Twitter biography shall include:
a. a reference to “Madera County (Department Name”);
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b. a hyperlink to the official County website where the disclaimer
guidelines set forth above will be posted;
c. the location provided shall be “Madera County, California”; and
d. the official Madera County logo shall be used as the main image
appearing on the County Twitter account page. Other than also
including a department logo. No other logos may be used.
6.

B.

XIII.

A County Twitter account shall hyperlink to the official Madera
County website. This requirement shall not apply to departments
authroized to have independent social media platforms as
referenced in Section IV, Pagraph 1 of these Policies and
Procedures.

Account Administration
1.

All Twitter account information, including all username(s), account
name(s), and password(s) associated with the department’s Twitter
account, shall be registered with the Office of Information Technology.

2.

In addition to governing the use of Twitter, these Policies and Procedures
shall govern the use of the “following”, “retweeting”, and “liking” features of
Twitter by any County department. Authorized County users shall use
these and any other feature of Twitter in conjunction with these Policies
and Procedures.

3.

Tweets, retweets, and likes shall be relevant, timely and informative with
the intention of assisting the County to fulfill its mission, disseminating
immediate interesting or important information; promoting Countysponsored or County-endorsed or otherwise sponsored programs,
services, meetings, events, and facilities; and referring followers to a news
items or content hosted at the County’s website or other County social
media platforms.

4.

County departments that use Twitter are encouraged to follow the Twitter
accounts of other County departments.

INSTAGRAM STANDARDS

The following standards are specific to Instagram platforms and shall be
followed in conjunction with the rest of these Policies and Procedures. Unless
expressly provided, these Instagram standards shall apply to all departments
that utilize the official County Instagram platform, including law enforcement
departments and departments overseen by elected officials utilizing the official
County Instagram platform. Instagram is an online photo-sharing, videosharing, and social networking service. It enables its users to take pictures and
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videos, apply digital filters, and share on a variety of social networking
services.
A.

Account Settings and Format
1.

A department director or designee shall hold, monitor, and maintain that
department’s Instagram account. This requirement shall apply to all
departments, including departments authroized to have independent
social media platforms as referenced in Section IV, Pagraph 1 of these
Policies and Procedures.

2.

Each department shall have only one Instagram account, unless otherwise
approved by the Chief Information Officer or Deputy County Administrative
Officer with the exception of .departments overseen by elected officials.

3.

Instagram accounts shall use an official County e-mail account and shall
use a generic County/department address and not be individual user/name
specific. No personal e-mail accounts shall be used in conjunction with
any County operated Instagram account. These requirements shall apply
to all departments, including departments authroized to have independent
social media platforms as referenced in Section IV, Pagraph 1 of these
Policies and Procedures.

4.

Instagram account names shall begin with “Madera County” followed by
the department name or an official branding name of the department
(Example: “Madera County Probation” or “Madera County Recycle.”)

5.

The official Madera County logo shall be used as the profile picture
appearing on any official County Instagram page, including Instagram
pages of law enforcement departments and departments overseen by
elected officials. Other than also including a department logo, no other
logos may be used.

6.

An Instagram profile biography section shall include:
a. a reference to “Madera County (Department Name)”;
b. the official County mission statement (department mission statements
may be permitted upon prior approval of the County Administrative
Officer or his or her designee);
c. a hyperlink to the official County website where the disclaimer
guidelines set forth above will be posted; and
d. a department’s Instagram account shall set the “Posts are Private”
setting on Instagram to “Off.” This will allow anyone to view the
department’s Instagram profile and photos/videos on Instagram.
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B.

XIV.

Account Administration
1.

All Instagram account information, including all username(s),
account name(s), and password(s) associated with the
department’s Instagram account, shall be registered with the
Office of Information Technology.

2.

County department’s that use Instagram are encouraged to
connect to other County social media platforms such as Twitter,
Facebook, and LinkedIn.

3.

A department’s Instagram account shall allow tags in conjunction
with these Policies and Procedures.

FACEBOOK STANDARDS

The following standards are specific to Facebook platforms and shall be followed in
conjunction with the rest of these Policies and Procedures. Unless expressly
provided, these Facebook standards shall apply to all departments that utilize the
official County Instagram platform, including law enforcement departments and
departments overseen by elected officials utilizing the official County Facebook
platform. Facebook is an online social networking platform where people can
create profiles, share information, and respond to information posted by others.
A.

Account Settings and Format
1.

A department director or designee shall hold, monitor, and maintain that
department’s Facebook account. This requirement shall apply to all
departments, including departments authroized to have independent
social media platforms as referenced in Section IV, Pagraph 1 of these
Policies and Procedures.

2.

When a department submits a request to the Chief Information Officer
and/or the Deputy County Administrative Officer for a Facebook account
and the request is approved, the Office of Information Technology will
work with the department to establish a Facebook account and to create a
basic page for the department. Facebook accounts shall be set up as
“pages” in Facebook, and not “groups.”

3.

The office of Information Technology will provide departments with a
Facebook page template for the purpose of consistent County branding.

4.

Each department shall have only one Facebook account, unless otherwise
approved by the Chief Information Officer or the Deputy County
Administrative Officer with the exception of .departments overseen by
elected officials.
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5.

Facebook accounts shall use an official County e-mail account and shall
use a generic County/department address and not be individual user/name
specific. No personal email accounts shall be used in conjunction with any
County operated Facebook account. These requirements shall apply to all
departments, including departments authroized to have independent
social media platforms as referenced in Section IV, Pagraph 1 of these
Policies and Procedures.

6.

Facebook account names shall begin with “Madera County” followed by
the department name or an official branding name of the department
(Example: “Madera County Probation” or “Madera County Recycle.”)

7.

A Facebook profile section shall include:
a. for “type” description, choose “government”;
b. the official Madera County logo shall be used as the main image
appearing on a County Facebook account;
c. the official County mission statement (department mission statements
may be permitted upon prior approval of the County Administrative
Officer or his or her designee); and
d. a hyperlink to the official County website where the disclaimer
guidelines, set forth above, will be posted.

8.

B.

A County Facebook account shall hyperlink to the official County
Facebook account. This requirement shall not apply to
departments authroized to have independent social media
platforms as referenced in Section IV, Pagraph 1 of these
Policies and Procedures.

Account Administration
1.

All Facebook account information including all username(s),
account name(s), and password(s), shall be registered with the
Office of Information Technology.

2.

No personal Facebook profiles should be used to administer
County pages unless approved by the Chief Information Officer
or the Deputy County Administrative Officer.

3.

A department’s Facebook page shall allow tags in conjunction
with these Policies and Procedures.

4.

County department’s that use Facebook are encouraged to “like”
other County Facebook pages.
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XV.

LINKEDIN STANDARDS

The following standards shall be specific to LinkedIn platforms and followed in
conjunction with the rest of these Policies and Procedures. The LinkedIn social
media platform shall only be utilized by County Administration, including the
County’s Human Resources/Operations division. LinkedIn is a professional and
networking site used by business and individuals within a wide variety of industries
to exchange professional information, ideas, and opportunities.
A.

Account Settings and Format
1.

County Administration, including the County’s Human
Resources/Operations division shall hold, monitor, and maintain that
department’s LinkedIn account(s).

2.

There shall be no more than two (2) LinkedIn accounts, unless otherwise
approved by the Chief Information Officer, County Administrative Officer,
or Deputy County Administrative Officer.

3.

LinkedIn account names shall begin with “Madera County” followed by the
department name or an official branding name of the department.
(Example: “Madera County Probation” or “Madera County Recycle.”)

4.

LinkedIn accounts shall use an official County e-mail account and shall
use a generic County/department address and not be individual user/name
specific. No personal e-mail accounts shall be used in conjunction with
any County LinkedIn account.

5.

LinkedIn settings shall include:
industry Description shall be “Government Administration”;
industry Type shall be “Government Agency”;
headquarters shall include the Department’s physical address;
“Company Size” shall be 1001-5000 employees;
the official Madera County logo shall be used as the main profile
picture on a County LinkedIn account. Other than also including a
department logo, no other logos may be used;
f. departments will include a County mission statement on the
Department LinkedIn page. Department mission statements may be
permitted upon prior approval of the County Administrative Officer or
his or her designee;
g. a link to the County website (www.co.madera.ca.gov) will be included
on the department’s LinkedIn page under “Website”; and
h. a hyperlink to the official County website where the disclaimer
guidelines set forth above will be posted.
a.
b.
c.
d.
e.
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XVI.

ARCHIVE

1. The County will utilize an automated archiving solution administered through
the Office of Information Technology to retain social media public records in
accordance with the County’s relevant records retention schedule and so that content
that appears on County social media platforms may be produced in response to a
request under the California Public Records Act, if necessary.
2. Should the automated archiving solution not be available at any time, the
Office of Information Technology will provide notification to all departments and the
department’s director or designee will maintain an electronic record or printout of all
content appearing or removed from any social media platform used by the department
including the date, and the identity of any user of the social media platform.
3. The Office of Information Technology will add all County social media
accounts to the archival tool for record retention purposes. Each individual authorized
to administer one or more County social media platforms on behalf of the County will
have “read only” access to search and produce relevant social media records to comply
with requests for public records related to content on County social media platforms, as
needed.
4. This section of these Policies and Procedures shall apply to all departments,
including departments authroized to have independent social media platforms as
referenced in Section IV, Pagraph 1 of these Policies and Procedures.
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Important Reminder!!
Leaders and Members:
Remember to re-enroll now at wy.4honline.com
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4-H Carnival
The. theme for the 2020 4-H Carnival
will be "BOARD GAMES"
~ml'![WM Carnival will be March 7, 2020

INSIDE
THIS ISSUE :
Council
Minutes

2

Foundation
Minutes

3

Project Meetings

4-5

•••••••

This year each club is being asked to submit
two posters to advertise for Carnival.
They can be computer-generated or hand-made, and should be no larger than 11 X 17 inches.
Please turn them into the Extension Office by 5:00 pm, Monday, February 1Oth.
They will be judged and placed in area schools and businesses to advertise for carnival.
Contact Sueann (761-4827) if you have any questions or would like further information.

Achievement
Night Results
For Members &

6-7

Leaders
Carnival Info
Save the dates
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iAll 4-H members enrolled in the archery, muzzle loading, pistol, rifle and/or
!
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!shotgun projects need to attend the shooting sports organizational meeting on
:Thursday, January 2, 2020. The meeting will be held at 6 pm at the

~

~

'Indoor Shooting Range at the Albany County Fairgrounds.
For Members
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10-11
December &
January Calendar

lHunter Education Class to Begin in January
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! Roy Kern and Gene McCarty will be teaching a Hunter Education Class beginning
i January 7th . The class will be held on Tuesdays and Thursdays from 6-8 pm at the
[ Indoor Shooting Range at the county fairgrounds . Dates for the class are as follows :
~
January 7
January 9
January 14
January 16
January 21
January 23
January 28
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...

........................................................ .........

2020 Market Animal Weigh-In Dates:

G3

~

Market Beef and Phase I Heifer early weigh in
Market Beef and Phase I Supreme Heifer

January 29, 4-6 pm
February 1, 8-11 am

Market Swine, Sheep, Goat and Supreme Ewe early weigh in
Market Swine, Sheep, Goat and Supreme Ewe

May 27, 4-7 pm
May 30, 8 am-Noon

LJ N 1V ~ R S 1T y ~..,, W y OM I N G
E X T E N 5 10 N

.:

Issued in furtherance ofextens1on work, acts ofMay8a'1dJune 30, 1914, m cooperalion with the US. DepartmentofAgricutrure. Kelly Crone. Director. UniversdyofWyoming Extension.
College of Agnculture and Natural Resources, University of Wyoming Extension. University of Wyom1ng, Laranue. Vilyoming 82071 .
The Umvensity of ~-\.'yom:ng IS an equal opportumtylaffirmat1ve actton mslitutton
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Albany County 4-H Council Minutes
4-H Council Meeting Minutes- November 5, 2019
Call to order: 6:33pm Adjourned 7:20pm
Pledges: Wayne Rodgers and Trinity Williams
Roll Call- Centennial Pioneers-2, Centennial Valley-4, Corduroy Kings and Queens-4, Critter Creek-! , Harmony Hustlers-8, High Plains-3 ,
Smokin' Guns-2, Stompin' Steamboats-5 , Wild Brumbies-6, Yellow Jackets-3
Reports- Senior Livestock Judging Team member-Saige Ward reported that they were Reserve Champions at the American Royal National Contest
in Kansas City, Mo. Saige was 3rd overall, Alexis Lake was 9th and Kolton Lake was in the top 20. Congratulations!
Carey Berend sen from the Food Cook-Off Team reported that she and Malea Christensen did well at the National Food Cook -Off in Dallas, TX.
They had to make an acorn/squash/noodle recipe. It was a great learning experience for them. The competition was during the Texas State Fair so
they got to enjoy the carnival and all the sites.
Reading/Approval of Minutes: Mindy Vohland moved minutes be approved, seconded by SueAnn Wasmuth, and approved.
Treasurer Report: Sara reported First Interstate account is $6,454.92, with incomes of $40 from WSF premium, $15 for Makerspace, $500 donation ($250 for livestock judging). There were expenses of$111.75 to Diane Martinez and $47.44 to Chasity Yniguez for Survival Camp reimbursements. American National Bank account is $4,966.02, with $2585.57 Livestock Judging expense. Endowment is $20,000. Wyoming State 4-H
Foundation is $7,082.98.
Correspondence: Council received 5 thank-you cards from county and state fairs.
Group Christmas Photo was taken.
Committee Reports:
Executive- Nothing to report.
Awards- Achievement Night will be Saturday, Nov 9th at 6 pm.
Carnival- The theme is Board Games. Choose your theme and verify with Committee. It will be March 7, 11-5pm. 3 cakes per club.
Encourage more adults to participate in cake decorating contest.
Fund Raising- nothing to report
'----..;.;..,..._,......-{uniuritward:s Trip--in-progress --- -Junior Leaders- Haunted Barn was very successful, had a good turnout. They also will be selling fruit and you can contact any of those
members.
Record Book- Thank you for everyone that helped with judging.
Albany County 4-H Foundation- nothing to report
Old Business
National 4-H Week Activities:
Murdoch's BBQ- sold 500 hamburgers in 90 minutes.
Windows- Council and 2 clubs participated and windows looked great!
Project Exploration- had about 200 in attendance and 13 clubs were represented!
Chili Cook-Off- the Livestock and Meats Judging Teams had a great turnout and raised quite a bit of money for them all to travel to
national contests.
·
)'alent Show- Friday, November 8. Had dress rehearsal an-d it went well. Please come to the show!
. Achievement Night- Saturday, Nov 9 at 6pm.
,
·
· Ag Appreciation Dinner- Thank you so much. Youth did fantastic!
.
Christmas Parade- Friday, Dec 6. Meet by Kett's Electric. Kerri Daugherty is in charge of float, does not need help decorating. Christmas Party to follow at the Range Arena. More info to come.

New Business
Albany County 4-H Council Face book Page- Please go find and like the page. All 4-H happenings can be found there.
Council Goals - Please take to clubs and come back in January with ideas for g als.
Community Service- Council would like to donate full backpacks to the backpack program. Mindy Vohland moved to have council use
up to $200 to purchase backpacks (I backpack for every I 0 members of each club), seconded by Gloria Rynders. Backpacks will be given to clubs
at Achievement Night. Clubs are responsible for filling and bringing back to extension office.
Announcements:
-No meeting in December, next 4-H Council meeting will be Tuesday, Jan 7, 2020 at 6:30pm
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Albany County 4-H Foundation Minutes
The Albany County 4-H Foundation November I 2, 2019 meeting called to order at 6:00p.m. in the Extension Meeting room .
Present: Janet Renneisen, Mark Muhsman, Lindsay Mergelman, Craig Mergelman, and Mary Louise Wood. Absent: Christina
Snowberger, Jessica Kern, Nate Vasek, Deanie Spath, and Carolyn Durand
I. Old Business
· 4-H Achievement Night: Hearts & Hands Award were Wyatt Bullock and Trey Muhsman received Belt Buckles. Mason Smith
received a 4-H tote. Congratulations for being such good 4-Hers. The Company from which we bought them will engrave belt Buckles.

II. New Business
· Constitution & By-Laws- Spent a majority of the evening reading through and revising our Bylaws. A few details need to be researched before the final version can be ratified. The foundation will pick this up again at the February meeting.
· Friends of Foundation - Tabled until spring
,. ,
..•
· 2020 Fundraising Ideas - .
_
· · ··
.. ·
. .
i. Place jars in local .busines'ses for ·a $2 donation for a. snowflake or.other seasonal symbols. Tabled until spri·ng.
· Gear Swap- The group discussed this as a way to help 4-Hers need to buy equipment for projects. Possible swap times would be
during the project exploration day or may carnival.
III. Announcements
· The next meeting is February I 0, 2020 at 6:30p.m. Place: TBA.
The meeting adjourned at 8:03 pm.
Respectfully submitted
Lindsay Serrell Mergelman

Albany County Fair Board Corner
1. Fair board will not be rescheduling the Nov. board meeting . Their next board meeting will be Dec. 9th at 6:30 in the
dining room of activity building
2. There are two open positions on the Albany County Fair Judges Committee. Applications can be found online at
,.
www.albanycountyfair. org and must be turned into the Fair Office no later than 5 PM on Dec. 6th .
3. The changes to the Albany County Fair Board Regulations (Fair Book) will go· out for public comment. Changes will be
adopted after a public hearing. Suggested changes to the c;Jocur17ent can be' found online at www.albanycountyfair.org
following the December meeting .

. . ~

'

Murdoch's 4-H Member 10% Discount

Important things to remember:
-Qualified items: Bedding (shavings and pellets), Books: (animal health books) , Grooming
Products, Tack, Fly Control, Buckets, Feed and Supplements, Training Supplies, and Show
.., . _ ,.._..~e~, ~ 0 ...... u•"""
Clothing (Denim Jeans, Show Shirts, Hats and Footwear)
Exclusions : Livestock Handling Equipment, Hay, Saddles, Vaccines , Pharmaceuticals, Gates &
Panels, Fencing, Posts, Electric Fencing Supplies, Firearms, Ammo, General Clothing items, and Sale items
-Under the 4-H account, the discount will ring up automatically.
-If the item does not ring up discounted, it is not a qualified item .
-The member of the 4-H group must be present. Parents may not use the discount without the member being present.

·MURDOCH'S·
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Leathercraft

Archery

December 4th 4:00pm
Extension Office Meeting Room
Key Leader:
Daniel Lehman 761-1045

Organizational Meeting & Sign Up
March 5th @ 6 pm
Archery Key Leader:
Shawn Hayes 760-7741

Poultry

C _ake Decorating
Cake Project Leaders :
Christiana Hewlett 314-5988 & Cecilia Hewlett 399-7254
Tuesday, December 5th
5:30pm, Extension Meeting Room

December 8th 4:30pm
Extension Office Meeting Room
We'll discuss internal parasites, NWSS entry forms and practice style of
showmanship, bring a bird (no more than one per 4H child please) if you'd
like

Key Leader:
Ellie Riske 343-0053

Cake Project Leader: Maria Alemendares
Email: WyoQTPi@uwyo.edu
Sign up now! Meetings will start after the first of the

Survival Class

Cat

4H Outdoor Survival kicks off
January 19 at 4-6pm
in the extension room

No December Meeting
Please call or email
if you have any questions.
Cat Key Leader:
Connie Bierman 399-

Key Leader:
Diane Martinez 760-9996

STEM

~-~

Dog

December 11th 6:00 pm
Coe Innovations Center
We will do Virtual Reality!
Key Leader:
Jake Riske 343-0053

December 17th at 5:45 pm
Extension Office Meeting Room
Cloverbuds (youth age 5-8 years)

The .more the merrier!!
~

~

Send Vicky a text and introduce
yourself so she knows your number,
there has been so many scam callsshe doesn't always answer!
Dog Key Leader:
Vicky 760-4932

Horse
Tuesdays at the Horse Arena 6-9pm
Wednesdays at the Hansen Arena 6-9pm
Watch Albany County Horse on Facebook for updates!
Key Leader:
Rayne Benson 460-1962

Shooting Sports
Leader's Contact Information:
Rifle , Pistol & Shotgun :
Roy Kern 760- 1892
Archery & Muzzleloading ;

Hunter Education Classes
6-8 pm
Classes will be held Tues &
Thurs at the
Fairgrounds Rifle Range
For more information,
please contact
Roy Kern at 760-1892

L•li!U IJ,m the \\'yummg
Game & Fish O.:pt

Organizational Meeting
January 2, 2020 6 pm
Fairgrounds Rifle Rang

2020 Class
Dates
Jan 7
Jan 9
Jan 14 Jan 16
Jan 21
Jan 23
Jan 28
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Achievement Night Results
DIVISION
1

-¥

-+< ..

-¥

2

-+< ..

-¥
;~

3

-¥
;~

4

-+< ..

-+< ..

-¥ '

-+< ..

~~

-+< ..-¥
;~

5

Ga

-¥

-+< ..

Gb

-¥

-+< ..

-¥
;~

7

-+< ..

-¥

8

;~

9

-+< ..

-+< · .......

;~

11

-+< .......

;~
;~

-+< ... ....

Community
Service
Leadership

;~

-+< .......

~~
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Overall

JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR
INT
SR
JR

CHAMPION
Paige Sanders
Faith Chione
Emma Sanders
Wyatt Strain
Rachel Taro
Amelia Marlatt
Paige Sanders
Karlie McDonald
Malea Christensen
Wyatt Strain

RES CHAMPION
Jadyn Lake
Riley Lake
Tanner Rogers
Cooper Marlatt
James Specht
Thaddaeus Christensen
Shea Churches
Riley Lake
Luna Adelt

;*'
**
;*'
**
~*'
**
**
-¥

-+< ..

-¥

-+< ..

-+< ..-¥
;~

-¥

·**
-+< ..

-

-

+:.,._..,

-**

-¥
;~
-+< ..

Kayden Hemsher
Cael Churches
Emily Hayes
Emerson Vohland
Riley Lake
Malea Christensen
Zane Cope
Rachel Taro
Malea Christensen
Jadyn Lake
Riley Lake
Malea Christensen
Sierra W ildenborg
Audrey Roaque
Tanner Rogers

Wade Gregory
Riley Miller
Aspen Decker
Wyatt Strain
Lane Sinclair
Thaddaeus Christensen
Sawyer Conklin
Thaddaeus Christensen
Aubrey Schueder
Rachel Taro
Thaddaeus Christensen
Cooper Marlatt
Grace Berendsen
Luna Olaveson
Lainey Scasta

Grace Berendsen

**
**
**
;*'
**
**
;*'
**
**
**
**
**
**
~~
-¥
;~
-+< ..

-¥
;~
-+< ..

-¥

-+< ..

-¥-

-+< ..

;~
-¥

-+< ..

-+< .......

;~
-+< .......

;~

Colter Harvey
OVERALL RECORD BOOK
Wyatt Strain
Jadyn Lake
Kellen Vohland
Rachel Taro
Emily Hayes
Malea Christensen
Emerson Vohland
Wyatt Strain
Trinity Williams
Mia Codallos
Thaddaeus Christensen
Malea Christensen
Wyatt Strain
Paige Sanders

INT

Riley Lake

RaGhel Taro

SR

Ma lea Christensen

Emily Hayes

-+< .......

;~
¥

-+< ..

;~
-+< .......

;~

-¥-

-+< ..

~~

..

Olivia Miller
Grace Berendsen
Carter Sanders
AUbrY sanchez
Braiden OeBree
.AbbeY Newbern
( Elena Gallegos
'\ Justin Chatfield
'\ BaileY Mcvey
Selah Williams
'\ ShelbY Sinclair

'\t\ '\
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'''

&I~WJ?l\~
Hannah Coxbill
Melinda Sims
WYatt BullOCK
.Alanna Bierman
Emma Nell Johnson
.Austin Snowberger

'\

''

~------------ ------ -----

Emilee Smith
Jonathan Ginting
Kate Thiel
Hanna Qgle
Eric Crawford
Eadin Williams

Taitem Zenor
Craig Mergelman
Noel Jensen
zacharY Scarpelli
Gloria ""RYnders
Oax Evertson
James Specht
Delilah Fleming
Faith Chione
John Martin

'''
Mya Martinez
Cody Schaer
Lorena Schaer
Delilah Fleming
Hannah Fleming
Isaac Fleming
Joseph Fleming
I ~Seth~Fle-ming~ --Calista Frick
Gabriel Gallegos
• Gunner Johnson

'

Bryce Main
MayahMunoz
Luke Ogden
Callie Otstot
Stella Otstot
Hannah Rodgers
Colter Thompson •
· Haylee Nollen
Kaycee Van Buren •
Kelly Woodruff
/

--·-·-·-·-·-·-·.,.

r---------------------ThanK YOU tO the Awards committee, Leah Churches, BeCKY Despain,

Ruth LaKe, Christina Snowberger
and Meaghan Stinson.

BIG thanK YOU to ~ord BooK com-

mittee;

Colette Christensen, Ali
HaYes, Jenna Strain, and Meaghan
Stinson.

Special thanK you to the AlbanY
countY Jr. Leaders and everyone who
helped and attended Achievement
Night!

• Christmas 'Par{_J
Friday, December 6m
(foliowing the parade, at the Range Arena)

~Gli

SWEATERS :

II\ •

----------------------------·
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Money raised at the 4-H carnival is the primary fundraiser for Albany County 4-H Council. The 4-H Council is the
governing body of Albany County 4-H and provides support to clubs and individual members by monetary
means. Another important aspect of the 4-H carnival is
the promotion of 4-H to the youth of Albany County. This
year the carnival committee has set a goal of raising
$6,000 during carnival. The best way to reach this goal is
by selling as many pre-sale coupons as possible. Coupons for clubs may be picked up at the extension office
in January.
The 2020 4-H Carnival will be held Saturday,
March 7th, from 11 am to 5 pm at the Albany County
Fairgrounds Activity Building. This year's theme is
"Board Gaines".
·

Page 7

13ooths
Booth registration deadline is Friday, January 17, 2020.

Cctkes
Each club is asked to furnish one cake for every three families (no cupcakes , home-baked required for judging). Put
cakes on a stiff piece of cardboard and wrap with protective
covering. A label must be on all cakes. The extension office
and club leaders have these labels. If members want cakes
to be judged they must be received at the cafeteria window
by 9:15am on March 7th. Grand prize ·is $15 and reserve is
$10.

.
Winning cakes will be auctioned off to the highest bidder in
a silent auction and the winning bids will be announced during the awards presentation. Adults may enter cake decorating contest.

Each club is asked to submit at least two posters to advertise the carnival ; however each club is encouraged to
submit more than two entries. Posters can be computer
l?VYaltY
generated or hand made and should be no larger than
Each club is allowed to submit six names to the carn ival
11 X 17 inches. Turn these in to the Extension Office
committee:
by 5 pm on Monday, February 10, 2020.
King :
Senior 4-H member
Queen:
Posters must be turned in by the deadline in order to be
Senior 4-H member
judged. The grand prize with in each division Uunior, inPrince:
Intermediate 4-H member
termediate ; senior) will be $1 5 and reserve champion will - Princess:
Intermediate 4-H member
receive $10. Age divisions are:
Duke:
Junior 4-H member
Junior 4-H member
Duchess:
Junior:
8-1 0 years old as of Jan 1, 2020
Each person can only be a candidate every other year and
Intermediate: 11-13 years old as of Jan 1, 2020
must be decided on by their club.
14 years or older as of Jan 1, 2020
Senior:
Each candidate is to bring a covered and decorated coffee
Posters should include:
can with their name, club , position running for and a picture
What: 4-H Carn ival
of themselves. Cans not following guidelines may not be
Theme: "Board Games"
included in the royalty contest. Cans must have a removaTime: 11 am - 5 pm
ble lid so tickets can be counted throughout the day. Cans
Date: March 7th , 2020
must be turned in to ca,r ni~al office by 9:15 am Saturd~y
Place: Albany County Fairgrounds Activity
morning .
Building
Other: 1) Club name and individual's name
2) Member age as of Jan 1, 2020
Both of these need to be on the backside!

DANCE COMMITTEE NEEDED!!
If there is to be a dance following the
carnival (2 Adults, 2 Youth)
Contact Mary Louise if interested
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,--------------------------------- ---------District #1 Make It With Wool
State Contest

REEDING SHEEP
DAY CAMP &
WOOL .JUDGING
CONTEST

Make ltWrth December 8-9, 2019
Ramkota Hotel in
Casper, WY

DECEMBER 7, 2019
Mary Mead Classroom
University of Wyoming -Hansen Arena

•

306 HWY 230, laramie, Wyoming

···~~~~~···

For more info and an entry
form, please contact Julie
:Houchin at 745-3525
:or jdhouch@aol.com

Register by going to:
https://wyoming4h.formstack.comlforms/sheep

I

I

I

..,
New to 4-H meeting:
December 5th, 2019
6 :00pm Extension Meeting Room
Info will be for parents and members,
dinner will be provided
please RSVP by Dec. 4th!

Breeding Sheep Camp Agenda
10:00 a.m. Ewe Nutrition and Vaccinations
-Whit Stewart, u.w. Sheep Specialist
11:00 a.m. Blood Testing and Pregnancy Testing
- Eagle Talon- Tanya Madden Ei
Optimal Livestock Services Geri Parsons
12:00 Lunch Welcome to U.W. ·Tour of sheep farm
- Kalli Koepke, U.W. Sheep Manager Unit
1:00 p.m. Semen collection
- New Frontier Genetics ·Glen Erickson
Wool Judging Option
2:30 p.m. Coring a fleece demonstration - fiber diameter and micron scoring
3:00p.m. Wool Judging Contest· U.W. Wool Lab

•
I ," "

J

Ram/Billy Semen Collection Option
Youth are invited to bring their own rams or billies and have them semen collected.
Youth are responsible to cover the discounted collection fee of $10.00 per straw (a
1minimum of 25 straw collection) wijil-&straWS-baing~onated to Wyoming 4-H.
.i U~lV~R'>IlV
~ ... W\'\.) ,\1 I NC.

L ·-··~·-··-·
r----------------.
2020 Fair Schedule will be posted soon at: 1
L_ __ ~p.:::a~a~c::u~y~r~~a~a:Ex_ _ I
EXTENSION

For More Information:
Dawn Sanchez 307-799-8780 or dawns@uwyo.edu

Meat Judging Informational
Meeting!!
January 27th, 2020
5:30pm
Extension Meeting Room

The National Western Stock Show Is hosting the 2nd annual National Western Stock
Show"s 4-H & FFA Wool Judging Contest on Thursday, January 161
Please find information for the contest at: https ://nationalwestern .com/judging-contest/ as well as a tentative schedule
New in 2020:
•
All students who competed last year are welcome to compete in the Senior division. Students who have not competed in this contest will compete in the Junior division.
•
Students will have Questions as part of the Contest. They may also compete in oral reasons; high scores in Reasons
will receive awards, however, these points will not be counted as part ofthe regular contest .
•
The schedule has been rearranged from last year. We hope this new schedule will give students some time around
Collegiate students and coaches.
There is a block of rooms reserved at the Fairfield Inn in Brighton .
Please contact Mary louise, if you are interested in going.
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~/;sua/ Arts
Monday Dec. 2, 2019
Fairgrounds in the dining Room 4:30-6:30

Continue working with Alcohol Inks

*
**
*
*
*
*
*

*
*
*

We will learn different techniques using alcohol inks: making a background; picking up ink; layering inks; blowing inks.
We will also add texture and interest to the inks using paint brushes, gravity, our fingers, and other tools.
Making tiles/coaster and/or ornaments
Fee $5/student
All supplies provided (alcohol inks; alcohol; cotton balls; q-tips; latex gloves; pipettes; tiles; ornaments; cork/felt; ribbons; glue; etc)
Due to the cost involved - each child will only be able to make 1 tile and/or 1 ornament- time will dictate this to some degree. If we have extras and anyone wants to make another,
they could purchase additional tiles/ornaments. (these could make GREAT Christmas gifts)
Please RSVP as soon as possible to lizwillij@gmail.com so I have enough time to purchase all supplies and we have enough for all who want to attend.
If the fee is a hardship for anyone, please let me know. I'm sure something can be worked oul
Alcohol inks are- as the name implies- an alcohol based ink. We utilize isopropyl alcohol to manipulate the inks. If scents/odors bother your child, this may not be the class for
them. I will provide latex gloves to protect hands.

Please have student wear 'old' clothes or bring something to cover their clothes as the inks can stain. If your children are young, it would be helpful if you stay during the meeting,
but otheiWise parents do not HAVE to stay but are always welcome.
I am not a professional artist, I simply enjoy doing arts/crafts and have learned to dapple in many different mediums in a very amateur manner. My girls will also be at the meetings
to help as they to like to dapple in all things arts/crafts too.
· ·
• ·- '
':
Looking foiWard to being creative with you,
·
Liz Williams

Promote Ag Day ·
March 24,2020

Students across the country are invited to enter the National Ag Day essay and
video contest, sponsored by the Agriculture Council of America. This year's
theme is,
"Food Brings Everyone to the Table. "National Ag Day's objective is to
celebrate agriculture and to help consumers better understand how farmers
and the companies serving them produce abundant, healthy, nutritious, and
safe food that nourishes our families and consumers around the world
Essays Due: January 31, 2020
,
Please visit: https://www.agday.org/essay-contest
for full details and rules.

Fall brings about SO many opportunities and new beginnings-as January does too. But this time of year 4-H offers availability to do DO SO many things.
This season brings the opportunity to reflect on the accomplishments of the past 4-H year (and record those things), the opportunity to serve others,
and the opportunity to give, the time to start new projects, continue with ongoing projects, and setting goals for all projects.
Some examples of how to serve others:
+ be an officer or on a committee this next year in your club
+ give food or baskets of food to those who are struggling (the Back Pack Challenge)

+
+
+

help an elderly person wrap gifts or watch kids for a young family who needs time to go to the store
shovel the walks of those who have a hard time with physical activity

contact local facilities where elderly live or daycares to see if your club could come carol or if there are gifts that residents or children need and act
on the request
+ offer to help put lights or decorate for others.
These are just a few ideas.
We hope you will be able to incorporate some of the wonderful opportunities that abound this time of year into the season . And then remember to
record these things! Not for show or to brag, but to be able to look back on the things you have done to make a difference and make our world better.

CLASSIFIED INFORMATION
Classified ads must apply to 4- H projects or to 4 - H members or leade r s .
Ads may be modified by Extension Staff to fit in the ad
space available.
5~t~n ~ ~ Q n 9••~¥ Y 9 l fter
than the 3rd Friday of every month .
Ads will remain posted for two months or until the office
is notified that the product is no longer available.

fill ad3 IDUJt be uubmitted to thv

***I am looking to move on from rabbits to focus on school and work. I have 2
rabbits of various ages for sale. They are all Holland Lops, show and brood quality.
They come with pedigrees. I also have an assortment of supplies. I am willing to
sell them all for free or at low cost to current 4Hers or people looking to get into the

rJbbit projgct. At thi~ point 1ju~t w~nt th@m to go togooo homes as 1just don'thave
time to give them the care they need. My number is 307-256-1324 and my email
is odell abby@yahoo.com -Abby O'Dell
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Hctppy
HolidctysJ
SincerelY,

MarY Louise Wood , lf-H/Youth Extension Educator
<\-

cftlfak ~l(zafiz
Sarah Gonzalez, Administrative AssiStant
Frld

2019
Mon

Sun

3

2

I

Wed

Tue
4

CENTENNIAL PIONEERS

CENTENNIAL VALLEY

V$01'1

face book

Fri

Thu

Sat

5
New to 4-H Mtg.

6

7

12

/3

14

20

21

GEM CITY
LITTLE LARAMIE VALLEY

Catch-A-Calf

Cake Decorating

Dog Project

Horse Project

Horse Project

WILD BRUMBJES

Leathercraft

Cong ress Atlanta, GA

8

9

-----+

10

11
SPEED GOATS

BUNKHOUSE BUNCH
YELLOW JACKETS

SMOKIN' GUNS
LITTLE HORSE POWER

Horse Project
Makerspace
Horse Project
Dog Project

Fair Board Meeting

15

16

STOMPIN ' S"!'EAMBOA

CORDUROY Q&K
HIGH PLAINS

17

18
C loverbuds

19

LEADER TRAINING
Dog Project
Horse Project
Winter

22

23

24

25

1>-----------

29

3()

31

26

OFFICE CLOSED - WINTER BREAK

~ry1

~APJ5?~~
NWYEAR

*

*~

Horse Project

27

28

*

Begins
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! Club leaders, have
!you checked your
: club ,s mailbox at the
! Extension Office recently??

Page 11

Office Contact Information:
Albany County Extension Office
3520 S 3rd Street, Suite A
Laram ie, WY 82070
Phone: 307-721-2571
Fax:
307-742-4228

I

I

L-----------------------------------------------J
Mary Lou ise Wood
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Email:
mwood8@uwyo.edu
albanyco@uwyo.edu

Office Hours:
Monday-Friday
8 am-Noon & 1-5 pm
FootNotes Available Online At:
http://www. uwvo. edu/ces/county/albany/
newsletters.html
And at wy.4honl ine.com
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NO Dog Project
Horse Project
Shooting Sports
Orgnnizational Meeting
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5
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7

6

CRlTTER CREE f.:
ROCK CREEK VALLEY
HARMONY HUSTLERS

Sale Committee Mtg .

12

CENTENNIAL VALLEY
GEM CITY
LITTLE LARAMIE VALLEY
WILD BRUMBIES

13

Western Nat'! Round-up

Fair Board Meeting

19

20

NWSS Catch-A-Calf

26

Hunter Safety
Horse Project

9

SPEED GOATS
CENTENNIAL PIONEERS
Dog Project
Horse Project

LITTLE HORSE POWER
SMOKIN ' GUNS

CORDUROY Q&K
HIGH PLAINS
Horse Judging

14
Hunter Safety
H o rse Project
Makerspace

Sewing Project

Hunter Safety
Weste rn National Rou nd-up

4-H Council

Horse Judging

Survival Class

8

Horse Judging

BUNKHOUSE BUNCH
YELLOW JACKETS

STOMPIN'STEAMBOATS

NEW YEAR' S DAY:
OFFICE CLOSED

AR

15
Dog Project
Horse Project

16

17

Hunter Safety

Cat Projec t

UW Scholarship
Applications Due

21
Hunter Safety
Horse Project

22
Dog Project
Horse Project

NWSS Catch-A-C alf - - - +

23

24

Hunter Safety

Office ClosedEquality Day

27
Horse Judgi ng
Meat Judging First Mtg.

28
Hunter Safety
H orse Project

Makcrspacc
JR LEADERS

29
Dog Project
Horse Project

Early Weigh In
Beef 4- Gpm

18

30

31
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Albany County
3520 S 3rd St., Suite A
Laramie, WY 82070

RETURN SERVICE REQUESTED

ALBANY COUNTY COMMISSIONERS
525 E GRAND AVE
LARAMIE , WY 82070-3836
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Have you completed your
2019/2020 on-line
4-H (re)-enrollment?
You must be currently enrolled for the 2019/2020
4-H year BEFORE participating in any 4-H sponsored activities. This insures the 4-H member is
covered under the 4-H insurance policy.
Visit http://wy.4honline.co m to re-enroll.

The office will be closed
December 24- 27
& Dec. 31st- Jan. 1
Happy Holidays from the Albany

County Extension Office staff ...

NATIONAL ASSOCIATION
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Shared costs 01ake
broadband happen
by Charlie Ban
senior writer

While he wrote that no man is
an island, poet John Donne never had to develop an economy in
San Juan County, Wash.
The archipelago south ofVancouver, B.C. is in the process of
building out high speed internet access that could transform
the county thanks to its power
cooperative. The county, reach-

relies on information exchange.
"As a community consisting
of islands, we don't have much
of an economic base outside of
construction and tourism;' said
Commissioner Rick Hughes.
"This allows us to have people who want to have a lifestyle
change live in our community
and have a better connection:'
The last six years have been an
epic poem as the county's nearly 17,000 residents have fought

Engage county residents by
going 'outside the bubble'

)<Bci Capital
Dan Sanchez
BciCapital, Inc.
390 N. Orange Ave.
Suite 2600
Orlando, FL 32801
407.502.5909 I Office
dan.sanchez@bcicmq.com
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December 4, 2019

JACKIE R GONZALES
ALBANY COUNTY OF
COUNTY' COURTHOUSE
525 E GRAND AVE RM 202
LARAMIE WY 82070-3852

RE: Request to be added to bid list for deposit services and equipment financing
BciCapital, Inc., a wholly owned subsidiary of City National Bank of Florida, through its Public Finance division, is a major
provider of essential equipment financing for school districts and local governments on a nationwide basis.
BciCapital can deliver premium cash management services through its parent City National Bank of Florida, which has a
dedicated team of public finance bankers able to provide solid and comprehensive depository and financial solutions to help
maximize liquidity.

Deposit
•
•
•
•
•

Services (NIGP Code 946-25, via its parent City National Bank of Florida):
Market competitive rates of return
Escrow accounts
DDAs and other deposit related products
Both collateralized and non-collateralized options
Access to additional FDIC coverage through the ICS® network

Essential-Use Equipment Financing (NIGP Code 946-54):
•
Tax-exempt* lease purchases
•
Taxable equipment operating lease (technology assets)
•
Privately placed bonds**, loans and notes
•
Market competitive tax-exempt and taxable rates
•
Terms ranging from three to twenty years
•
Financing available for a wide variety of essential equipment types
BciCapital offers a great deal of public sector expertise, a simplified documentation and closing process, low-to-no cost of
issuance, and competitive rates. BciCapital has a nationwide footprint.

1-- - - - -

We would love the opportunity to provide you with the banking services to help you succeed . Please include us on your list of
contacts for upcoming financing opportunities and let us know if you have any inquiries along the way. We value your business
and look forward to working with you.
Very truly yours,

Dan Sanchez
BciCapital, Inc.
dan.sanchez@bcicmg.com
390 N. Orange Ave., Suite 2600, Orlando, FL 32801
407.502.59091 Office

* City National Bank of Florida and BciCapital do not provide tax advice. Please consult your tax advisor.
**On a privately placed loan basis, not as publicly traded securities.
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City National Bank of Florida is Member FDIC and LENDER.
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City of Laramie
City Manager's Office
P.O. BoxC
Laramie, WY 82073
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(307) 721-5226
FAX (307) 721-5211
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December 5, 2019
Albany County Commissioners
C/0-- County Clerk Jackie Gonzales /
525 Grand Avenue, Suite 202
Laramie, WY 82070

Dear Commissioners,
-

-

January is National Human Trafficking Awareness Month. On January 16, 2020, we invite
you to join City staff as we learn more about this important issue, how to identify and
report it, and how we can work to prevent human trafficking in our city.
We have partnered with Ashleigh S. Chapman JD, founding President/CEO of the Alliance
for Freedom, Restoration and Justice (AFRJ), and a leading expert in combating human
trafficking. Ms. Chapman travels extensively, working with public, private and non-profit
leaders around the world to strengthen community collaborations and build the solutions
needed to end human trafficking. Ashleigh will share with us how to create a
comprehensive community action plan and how each sector of our city is uniquely
positioned to make an impact.
This community learning session will be held at Alice Hardie Stevens Center (603 E
University Ave) from 9:00a.m. to 1:00 p.m. and is open to any interested group or
person. Lunch will be provided. Please RSVP with Nancy Oakland-Potter at
noaklandpotter@cityoflaramie.org or call307-721-5226.
It is critically important to have stakeholders from all reaches of Laramie involved as we all
have a role to p~a~ i~ ensuring human trafficking isn't part of the fabric of our community.
We hope you Will JOin us and look forward to learning alongside you as we all gain a greater
understanding of this issue.
Sincerely,

Janine Jordan
City Manager

"Improving Our Quality of Life"

Camy Willems
From:
Sent:
To:
Cc:
Subject:

Jackie R. Gonzales
Wednesday, December 11, 2019 10:00 AM
Kayla J. White
Camy Willems
FW: Shield 616 presentation

Categories:

agenda

Jackie R. Gonzales
Albany County Clerk
525 Grand Avenue, Suite 202
Laramie, WY 82070
jgonzales@co.albany.wy.us
307-721-5533
This message may contain confidential or proprietary information intended only for the use of the addressee(s) named above or may
contain information that is legally privileged. If you are not the intended addressee, or the person responsible for delivering it to the
intended addressee, you are hereby notified that reading, disseminating, distributing or copying this message is strictly prohibited. If
you have received this message by mistake, please immediately notify us by replying to the message and delete the original message
and any copies immediately thereafter.

From: Josh Debree <jdebree@co.albany.wy.us>
Sent: Wednesday, December 11, 2019 9:33 AM
To: Sheriff <Sheriff@co.albany.wy.us>
Cc: Commissioners <Commissioners@co.albany.wy.us>
Subject: Shield 616 presentation
Folks,
Shield 616 will be presenting us with our new ballistic vests and equipment on December 18th at the Laramie High School
auditorium at 1730. Through the use of generous donors this company provided us with over $100,000.00 in equipment.
I would like to see a strong showing from our office so if you can attend, please do so. It shouldn’t last more than an
hour. Shield 616 has invited local media to attend to gain attention to the program and the generous donors. If you’re
available to help transport all the boxes of gear over to the high school lets meet at the Sheriff’s Office at 1500 on the
18th.
Thanks,
DeBree
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