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HOW TO DEVELOP A

Social Media Strategy
as a Government Agency



As a Government agency or public sector organisation, you 
have unique needs for your social media strategy.
 
Social media for Government, unlike social media for business, 
isn’t focused on making sales. Instead, it’s geared toward 
creating an environment of communication. 

You want to build trust, show transparency, provide 
customer service that will let voters in the area know that 
you’re working for them, and encourage citizens to take action. 

There are many key goals to focus on as you build your 
social media marketing strategy and understanding how to 
accomplish those goals is critical to building a social media 
platform that is geared toward providing the information 
necessary for visitors to your channels. 
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Establish Your VoiceSTEP ONE

One of the critical parts of designing a social media strategy is establishing your voice.  
This is true both of retail businesses and of others who want to build their social media 
position. Visitors to your page want consistency. 

They want to know that they can trust your page to provide them with consistently accurate 
information – and they want to have the same experience with your office no matter where 
they’re dealing with you. 

On social media, that means establishing a clear voice and guidelines for posting that will be 
used by anyone who posts through your social media account.

WHO WILL BE THE “FACE” OF YOUR ACCOUNT?
As an elected official, you may have a specific face that you want to put in front of 
your social media campaign. You want voters to recognise you and vote for you in the 
future – and as a result, your voice is the one that you should post in. 

Government agencies like local wildlife services and police departments, on the other 
hand, might choose either to speak with a single voice (“we” believe...”we” wish to 
inform...) or to establish specific personalities for individuals who are able to post on the 
account. 

You may also choose to use a fictional character who is responsible for some or all of 
your posts in order to build interest in what you’re posting.

HOW DO YOU WANT TO COMMUNICATE? 
As a government agency, you want to provide serious, accurate information to your 
social media fans – but that doesn’t mean that you’re stuck with a dry, boring tone.  
You might, for example, decide that you want to create a humorous presence on  
social media, regularly posting jokes that appeal to your fans. 

Carefully consider the education level and other attributes of the people who are most 
likely to use your social media page for information as you’re designing your presence. 

KNOW WHEN TO DROP THE VOICE. 
During emergency floods, storms or terrorist attacks it’s okay to drop whatever voice 
you’ve created and post serious content that is relevant to the disaster. You can 
always return to your regularly scheduled posts when the disaster is past. 
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STEP TWO

You know that you need a social media presence in order to effectively reach out to people 
in your area. In order to understand how well your social media accounts are working for 
you, however, you need to define your goals and they’ll be very different from the ones 
expressed by retail companies. 

Consider how, as a Government agency, you need to measure social media success. 

TRUST AND TRANSPARENCY
As you’re working to establish trust and transparency, you want to be sure that you’re creating 
an environment that can be trustworthy. Examine your social media pages for these facets:

•	 Are	you	providing	accurate,	honest	information	to	the	best	of	your	ability?
•	 Are	you	willing	to	make	things	right	when	you’ve	made	a	mistake,	whether	it’s	failing	to	share	

information	or	sharing	it	inaccurately?
•	 Do	you	have	an	open	policy	about	information	sharing,	or	are	you	preventing	people	from	

posting	about	specific	information	on	your	social	media	pages?

CUSTOMER SERVICE
What type of service do your social media fans and followers need from you?  
There are several key things that your office will need to address in order to create 
effective customer service through your social media page. Consider elements like:

•	 What	information	do	your	fans	genuinely	need?	This	includes	both	the	latest	updates	
on	information	and	information	pertaining	to	current	emergencies.

•	 Are	you	providing	open	communication	with	your	fans	and	followers?	Does	this	include	
answers	to	their	questions	and	the	opportunity	for	them	to	discuss	current	issues?

•	 Do	your	fans	know	that	they	can	turn	to	you	to	help	them	when	there’s	a	problem?

CITIZENS TAKING ACTION
One of your key social media goals is to encourage citizens to take action.  
They might need to vote on a specific issue (or vote to keep you in office!),  
increase awareness about public health concerns, or attend a specific local event. 

Is your social media page encouraging citizens to take action? Do they:

•	 Share	the	information	you’ve	posted?
•	 Attend	the	events	that	you’ve	shared	with	them?
•	 Get	involved	in	local	community	outreach	as	a	result	of	information	on	your	page?

Define Your Goals
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Define Your Goals

THE METRICS YOU NEED
Calculating the success of your social media page can be a challenge. In order to be sure that you’re 
reaching your goals, make sure you’re tracking the right metrics. 

While it may be difficult to calculate things like voter satisfaction, using the right metrics can help 
ensure that you’re connecting more effectively with citizens who are impacted by your office. 
Keep an eye on:

•	 The	number	of	fans	or	followers	your	page	has	(depending	on	your	platform).
•	 Increases	and	decreases	in	fans	and	followers	over	time.	If	you’ve	seen	a	sudden	increase	in	fans,	

consider	why.	If	there’s	been	a	recent	decrease,	it’s	time	to	check	your	current	popularity	ratings	and	
response	to	your	posts	in	order	to	understand	the	trend.	

•	 The	number	of	likes	and	shares	that	posts	receive	across	your	platforms.	Are	you	creating	
information	that	your	citizens	are	eager	to	share,	or	are	you	simply	posting	dry,	boring	information	
that	they	scroll	straight	past?

•	 Post	engagement.	What	types	of	posts	are	most	likely	to	encourage	commentary	from	people	who	
see	it?	How	does	what	you	post	influence	your	fans	and	followers?

STEP TWO
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Create a Posting ScheduleSTEP THREE

Like any other entity, you need a solid posting schedule to help ensure that your social 
media pages remain active and engaging. 

Citizens don’t want to follow government agencies that rarely provide them with the 
information they need and a failure to provide that information can lead to a lack of trust or 
concerns over transparency. Make sure that your social media posting schedule includes:

GOVERNMENT COMMUNICATIONS STANDARDS
When do you need to communicate more frequently with your audience?  
Depending on your department, there may be times of the year when you 
need to communicate more frequently with your followers in order to 
provide them with the information they need. 

Your local Department of Education, for example, may need to offer more 
posts at the start or end of the school year, while the local Park Service may 
need to provide more frequent posts during the spring or fall. 

CONTENT CALENDARS
Will you post daily? Weekly? How often do citizens really want to hear from 
your office? Take into consideration how much awareness you think citizens 
currently have of your office and what it is able to accomplish, then decide 
how much more often you need to communicate with your citizens in order to 
provide them with better standards of information.  

EMERGENCY PLANNING
During a disaster or emergency, your regular plans frequently go out the 
window. However, you don’t want to overwhelm newsfeeds with irrelevant 
information or updates that don’t genuinely provide any benefit. 

Consider how often it’s appropriate to post during a disaster – and how 
often you should check in with your followers, even if it’s just to reassure them 
that nothing has changed. 
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Prepare a Policy STEP FOUR

When policy dilemmas take centre stage, it can be incredibly difficult to know what to post 
on social media. 

Knowing how to manage social media communications, however, is an important part of your 
social media strategy. 

TAKE PART IN THE CONVERSATION
Your office can’t afford to be absent from the discussion about policies that are relevant 
to your citizens. Take part in the conversation! Open a dialogue on your page that will 
allow you to correct mistakes and establish truth as well as giving you a better idea of 
what citizens genuinely want from your office. 

SET STANDARDS FOR YOUR SOCIAL NETWORKS
While you want to give all of your followers a voice, there’s a point at which you need 
to remove comments from your channels. For example, you might want to remove 
comments that are filled with profanity or that deliberately attack another member of 
your community.

As a Government agency, keeping up with your social 
media page is a critical part of ensuring that your 
citizens have all the information they need – and will 
help you build trust and transparency for your office. 

If you need help building or managing your social media 
pages, contact us - publicsectormarketingpros.com

We’ll work with you to track engagement, better 
understand the needs of your citizens, and create a solid 
social media strategy that will work for your agency.
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