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OBJECTIVES
What we want to accomplish today:

1. Strengthen relationships 
2. Learn about current trends in Social Media
3. Gain tips and tricks from peers and speakers

Name
Community/Organization
Role
Fun Fact



MORPC MEMBERSHIP & PROGRAMMING

• Transportation & Infrastructure Development

• Planning & Sustainability

• Data & Mapping

• Residential Services

• Government Affairs

• Communications & Engagement



2020-2050
COLUMBUS AREA 
METROPOLITAN 
TRANSPORTATION PLAN

TRANSPORTATION & 
INFRASTRUCTURE 



Fall 2019 insight2050 Academy
September 27 – October 25

• Fridays from 9 a.m. to noon

• Focus on affordable housing policy and design
• Open to public officials, civic and business leaders
• Aimed at policy, planning, and design practitioners
• Includes registration for MORPC Summit on Sustainability on 

October 11

Registration begins in late August. For more information, contact:

BRIAN WILLIAMS

bwilliams@morpc.org

614.233.4187

mailto:bwilliams@morpc.org


REGISTER: morpc.org/summit

http://www.morpc.org/summit




FALL LUNCH FORUMS OR VIEW VIA WEBINAR

• Community Planning for Autism – Sept. 17, 2019
• Preparing for 5G – Oct. 23, 2019



“The single biggest 
problem in communication 
is the illusion that it has 
taken place.”

George Bernard Shaw



NÍEL JURIST
Director of Communications & Engagement
Mid-Ohio Regional Planning Commission
T: 614.233.4126 | M: 614.204.8722 
njurist@morpc.org
111 Liberty Street, Suite 100
Columbus, OH 43215 

EILEEN D. LEUBY
Membership Services Officer
Mid-Ohio Regional Planning Commission
T: 614.233.4135 | M: 614.381.0111
eleuby@morpc.org
111 Liberty Street, Suite 100
Columbus, OH 43215 

mailto:njurist@morpc.org
mailto:wmurdock@morpc.org


Powerful Analytics
Heather Whaling | Geben Communication



data
(without insights)
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data
(with insights)
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data is numbers.
insights are actionable.
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data-driven communication



measurement informing strategy
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Where can we 
find data for 
communications?

52

Web analytics

Research papers

Social media analysis

Polls and surveys

Email results

Customer feedback



quantitative data | website traffic
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quantitative data | website user data
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quantitative data | social media analysis

What are the similarities among top 
performing posts based on total 
engagements, shares, comments 
and/or reach?

• Length of post
• Words/phrases in post
• Post topic: event, urgent message, 

vanity image of the city, business, 
city project

• Post type: image, link, video, shared
• What’s in the image/video
• Dimensions of image

55



quantitative data | social media analysis
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qualitative data
Analyze the conversations happening on your social platforms, from 
customer service, within focus groups and outside your owned 
communications channels.
• Comments
• DMs
• Search terms on website
• Focus groups
• Social listening
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qualitative data | social listening
We looked at the multivitamin conversation and what people were 
saying about them. 

58



qualitative data | social listening

59

Who was talking about multivitamins? We found that 12% of the 
multivitamin conversation online involves students and young adults. 



qualitative data | social listening

60

What We Learned:
• July is the highest volume in 

back-to-back years
• Conversation is growing

Opportunities:
• Seasonal campaign
• Evaluate social priorities in 

the marketing mix
• Mine for consumer insights

When do people talk most about multivitamins?



qualitative data | social listening

61

GMO-free / soy-free

Calm / restful sleep

“super”

minerals

Athletes & Trainers Students

The Opportunities:
• Storylines to help students 

improve sleep 
• Co-branded campaigns 

with student organizations

• Targeted social ads to students
• Partnership with a meditation 

app around student calmness 
and/or sleep

What words? Why are they talking about multivitamins? 



qualitative data | social listening

62

Social listening uncovered that many students equate 
starting to take multivitamins with becoming an adult. 
Opportunity: ADULTING!



qualitative data | search term volume
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content becoming data

64

Twitter Ad Copy Impressions Link Clicks
Quickly integrate data with no code required. If 
we can't, we'll donate to a charity of your choice. 

15,467 49

As featured in the TechCrunch Startup Battlefield. 
We'll integrate your data within 24 hours, or 
donate to charity.

9,828 31

Other data insight systems are time-consuming, 
uninformative & disconnected. Let us integrate 
your data. 

1,115 2

Free your big data from IT. Take the FactGem
Challenge, and we'll integrate your data in 24 
hours.

1,916 3
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elevating communication in strategic planning
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Planning

Communication 
Data



67



Heather Whaling
heather@gebencomm.com

@prTini





SOCIAL MEDIA POLL
polleverywhere.com



Heather Sheppard
Fahlgren Mortine

Compelling campaigns

71
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• Case Studies About
• Soliciting Volunteers
• Winning an Election
• Communicating in Crisis

• What Works

• What Doesn’t

• Discussion



Soliciting volunteers
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• GOAL: Humanize the Southlake 
Department of Public Safety and its 
officers to increase engagement both 
online and offline

• STRATEGY: Drop the cop talk and 
“humanize the badge” 
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Winning an election
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83
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Communicating in crisis
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#CAMPFIRE

87
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• Provide evacuation resources

• Connect those searching for loved ones

• Share real-time updates and progress



What works 
& What doesn’t
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• LISTEN.

• Cut through the clutter; be 
unexpected. 

• Walk the walk, and not just online.

• Think like your target.

• Don’t forget to LISTEN.

• Don’t treat all channels the same.

• Don’t be afraid to take risks.

👍👍 👎👎



@heathersheppard
heather.sheppard@fahlgren.com

What else?



Beth Whelley
Fahlgren Mortine

HAVING A PUBLIC 
CONVERSATION
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AGENDA
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• Defining the Conversation 

• Role of Social Media 

• Social Listening 

• Public Conversations: Case Studies

• Listening to Understand/Respond

• Discussion 



DEFINING THE 
CONVERSATION



SMCR MODEL OF COMMUNICATION, BERLO
96

Sender
• Communication Skills
• Attitude
• Knowledge
• Social System 
• Culture 

Message
• Context
• Elements
• Treatment
• Structure
• Codes

Channel
• Hearing
• Seeing
• Touching
• Tasting
• Feeling

Receiver
• Communication Skills
• Attitude
• Knowledge
• Social System 
• Culture 



BASIC MODEL OF COMMUNICATION, SHANNON & 
WEAVER
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Message
Source/Sender Channel Receiver/AudienceEncoding

Message
Decoding

Feedback Loop

Noise



ROLE OF SOCIAL MEDIA
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SOCIAL LISTENING
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Listen Manage Evaluate



CASE STUDY- THE CITY OF 
LAS VEGAS
Goal - Increase Citizen Engagement
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STRATEGY: HUMANIZE GOVERNMENT 

13.4 K 
Views
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STRATEGY: DEMONSTRATE TRANSPARENCY & 
REMOVE RED TAPE
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STRATEGY: ASK FOR FEEDBACK 



CASE STUDY- LOVELAND 
WATER & POWER
”Loveland, Let’s Talk Broadband” Campaign 



CAMPAIGN OBJECTIVES AND TARGET AUDIENCE

• Increase Social Media Engagement about project by 50%

• Engage with 5% of Loveland households via telephone

• Reach residents through in-person, print, phone and online tactics

• Convert 25% of website visitors to “informed” (viewed, downloaded, clicked on link, 
engaged)

• Collet enough useable data to make a final decision on the broadband project 

Target: All Loveland Residents; specific focus on those with low regular engagement 



EXECUTION & TACTICS 
110



EVALUATION
111

• Campaign resulted in 276,306+ touchpoints 

• Social media reach increased by 1773.2% 

• Social media engagement increased by 870.63% 



LISTEN TO UNDERSTAND 
AND RESPOND



RESPONSE PROTOCOLS
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Respond If… Engage (Like, 
Favorite, etc.) If… Direct Offline If… Ignore If… Hide/Report If…

Someone gives a 
simple compliment 
(i.e. “I love 
[organization 
name]!”)

Someone has no 
interest in a positive 
interaction with the 
brand

You have attempted 
to address an issue 
with someone, but 
they remain hostile 
and a response will 
only further provoke 
them

Someone asks a 
question directed to 
your organization

Someone gives a 
substantial 
compliment

Someone posts 
incorrect information 
about your 
organization

Someone complains 
about a bad 
experience with your 
organization

Someone asks a 
question could spark 
a negative 
interaction (i.e. “Why 
are you wasting tax-
payer money on 
X?”)

Someone is 
threatening an 
employee or fan



PRIVATE AND/OR PUBLIC 
PRESENCE 
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FINAL THOUGHTS



FINAL THOUGHTS
117

• Most effective communication starts with listening

• Humanize, meet citizens where they are, know how/when to respond

• Seek private/public alignment



………………..……………………………………………………………………………………………………………………………………..

Combating Fake 
News

Mid-Ohio Regional Planning Commission

Best Practices in Social Media for Local Governments

July 17, 2019 



………………..……………………………………………………………………………………………………………………………………..

Goals

• Understand how and why fake news is created

• Learn how to spot a fake account

• Acknowledge the importance of accountability 



Nationwide Children’s Hospital 
Social Media Landscape

• More than 400,000 users (FB, Twitter, Instagram, LinkedIn, Tumblr, Pinterest and Periscope)
• 15 service-line Facebook pages or groups
• 130+ service-line or doctor-run Twitter accounts
• 3 You Tube Channels
• 2 podcasts
• 2 blogs with more than 320 authors
• 65 locations



………………..……………………………………………………………………………………………………………………………………..



………………..……………………………………………………………………………………………………………………………………..



………………..……………………………………………………………………………………………………………………………………..
Source: New York Times

https://www.nytimes.com/2018/03/08/technology/twitter-fake-news-research.html


………………..……………………………………………………………………………………………………………………………………..

What is Fake News?
News stories that are false: the story is fabricated, 
with no verifiable facts, sources or quotes. (source: University of 
Michigan)

• Propaganda - to influence public opinion
• “Clickbait” - for financial gain
• Humor - via parody or satire accounts
• News - that hasn’t been properly sourced or 

investigated



………………..……………………………………………………………………………………………………………………………………..

Bots
• Search and retrieve 

unverified 
information

• Use trending topics 
and hashtags

• Use patterns to 
react to situations

Number of Bots on Social Media

Number of People in the US


Chart1

		Number of Bots on Social Media

		Number of People in the US



Sales

190000000

329129348



Sheet1

				Sales

		Number of Bots on Social Media		190,000,000

		Number of People in the US		329,129,348







………………..……………………………………………………………………………………………………………………………………..

Bots



………………..……………………………………………………………………………………………………………………………………..

Bots



………………..……………………………………………………………………………………………………………………………………..

Review the user profile for signs they aren’t a 
real person.



………………..……………………………………………………………………………………………………………………………………..

Humans



………………..……………………………………………………………………………………………………………………………………..

60% of US adults who prefer getting news 
through social media said they had shared 
false information

Of that group, 51% said they had shared 
fake news

Real human Twitter users are 70% more 
likely to retweet fake news than truthful stories



………………..……………………………………………………………………………………………………………………………………..



………………..……………………………………………………………………………………………………………………………………..



………………..……………………………………………………………………………………………………………………………………..

Tweet Patterns



………………..……………………………………………………………………………………………………………………………………..

• 5 tweets at 1:00pm

• 8 tweets at 6:00pm

• 7 tweets at 11:00pm

• 4 tweets at 9:00am



………………..……………………………………………………………………………………………………………………………………..

• 5 tweets at 1:00pm

• 8 tweets at 6:00pm

• 7 tweets at 11:00pm

• 4 tweets at 9:00am







………………..……………………………………………………………………………………………………………………………………..

Twitter Verified

• Most reputable sources will have a blue 
checkmark next to their user name



………………..……………………………………………………………………………………………………………………………………..

Twitter Verified

• Most reputable sources will have a 
blue checkmark next to their user 
name

• The checkmark will only appear 
next to the user name

• It will NOT be in the profile photo, 
header photo or in the user’s bio



………………..……………………………………………………………………………………………………………………………………..



………………..……………………………………………………………………………………………………………………………………..



………………..……………………………………………………………………………………………………………………………………..



………………..……………………………………………………………………………………………………………………………………..



B. Chick-fil-A restaurant chain decided to begin a “We don’t 
like blacks either” marketing campaign to stir up controversy 
and boost sales. It came after the company’s president did 
say he opposed gay marriage.

200 retweets in 4.2 hours

A. The fashion chain Zara introduced children’s pajamas with 
horizontal stripes and a gold star. The company said the 
design was inspired by what a cowboy sheriff would wear. 
But Twitter users posted messages saying the pajamas 
resembled Nazi concentration camp uniforms.

200 retweets in 7.3 hours





………………..……………………………………………………………………………………………………………………………………..

1. Bloating
2. Smelly Feces
3. Abdominal Pain
4. Headaches
5. Feeling Tired
6. Skin Problems
7. Depression

8. Weight Loss
9. Anemia
10. Anxiety
11. Autoimmunity
12. Joint/Muscle Pain
13. Leg/Arm Numbness
14. Brain Fog



………………..……………………………………………………………………………………………………………………………………..

1. Bloating
2. Smelly Feces
3. Abdominal Pain
4. Headaches
5. Feeling Tired
6. Skin Problems
7. Depression

8. Weight Loss
9. Anemia
10. Anxiety
11. Autoimmunity
12. Joint/Muscle Pain
13. Leg/Arm Numbness
14. Brain Fog



………………..……………………………………………………………………………………………………………………………………..

Choose Evidence-Based

60% of consumers say they 
trust doctors’ posts (Source: MDDI)



Amplify Your 
Own Experts



………………..……………………………………………………………………………………………………………………………………..

Fact-Checking

• Use independent fact-checking organizations
– Snopes
– PolitiFact
– FactCheck.org

#DidYouSnopesThat



………………..……………………………………………………………………………………………………………………………………..

Questions?

Diane Lang
Sr. Manager, Social Media
diane.lang@nationwidechildrens.org

mailto:diane.lang@nationwidechildrens.org


………………..……………………………………………………………………………………………………………………………………..

Sources
https://www.knightfoundation.org/features/misinfo

https://www.cnet.com/news/fake-news-more-likely-to-spread-on-social-
media-study-finds/

https://www.cits.ucsb.edu/fake-news/spread

https://www.nytimes.com/2018/03/08/technology/twitter-fake-news-
research.html

https://science.sciencemag.org/content/359/6380/1146

https://guides.lib.umich.edu/fakenews

https://www.knightfoundation.org/features/misinfo
https://www.cnet.com/news/fake-news-more-likely-to-spread-on-social-media-study-finds/
https://www.cits.ucsb.edu/fake-news/spread
https://www.nytimes.com/2018/03/08/technology/twitter-fake-news-research.html
https://science.sciencemag.org/content/359/6380/1146
https://guides.lib.umich.edu/fakenews


NÍEL JURIST
Director of Communications & Engagement
Mid-Ohio Regional Planning Commission
T: 614.233.4126 | M: 614.204.8722 
njurist@morpc.org
111 Liberty Street, Suite 100
Columbus, OH 43215 

EILEEN D. LEUBY
Membership Services Officer
Mid-Ohio Regional Planning Commission
T: 614.233.4135 | M: 614.381.0111
eleuby@morpc.org
111 Liberty Street, Suite 100
Columbus, OH 43215 

mailto:njurist@morpc.org
mailto:wmurdock@morpc.org

	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	OBJECTIVES
	MORPC Membership & Programming
	TRANSPORTATION & INFRASTRUCTURE 
	Fall 2019 insight2050 Academy
	Slide Number 40
	Slide Number 41
	FALL LUNCH FORUMS OR VIEW VIA WEBINAR
	Slide Number 43
	Slide Number 44
	Powerful Analytics�Heather Whaling | Geben Communication
	data(without insights)
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	measurement informing strategy
	Where can we find data for communications?
	quantitative data | website traffic
	quantitative data | website user data
	quantitative data | social media analysis
	quantitative data | social media analysis
	qualitative data
	qualitative data | social listening
	qualitative data | social listening
	qualitative data | social listening
	qualitative data | social listening
	qualitative data | social listening
	qualitative data | search term volume
	content becoming data
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Heather Whaling�heather@gebencomm.com�@prTini
	Slide Number 69
	SOCIAL MEDIA POLL�polleverywhere.com
	Compelling campaigns
	Agenda
	Soliciting volunteers
	“Gurl, call me.”
	Started with a strategy
	Slide Number 76
	Slide Number 77
	Winning an election
	Michigan’s Prop 2
	People-powered
	Simplify
	Provide tools
	Amplify community voices
	Celebrate & Thank
	Communicating in crisis
	“One football field every 3 seconds”
	#CAMPFIRE
	Official response
	Twitter Became the tool to:
	What works �& What doesn’t
	Slide Number 91
	What else?
	Having a public conversation
	Agenda
	Defining the Conversation
	SMCR Model of Communication, Berlo
	Basic Model of Communication, Shannon & Weaver
	Role of social media
	Slide Number 99
	Slide Number 100
	Social Listening
	Slide Number 102
	Case Study- The City of Las Vegas
	Slide Number 104
	Strategy: Humanize Government 
	Strategy: Demonstrate Transparency & remove red tape
	Strategy: Ask for Feedback 
	Case Study- Loveland Water & Power
	Campaign Objectives and Target audience
	Execution & Tactics 
	Evaluation
	Listen to understand and respond
	Response protocols
	Private and/or public presence 
	Slide Number 115
	Final Thoughts
	Final Thoughts
	Combating Fake News�
	Slide Number 119
	Slide Number 120
	Slide Number 121
	Slide Number 122
	Slide Number 123
	Slide Number 124
	Slide Number 125
	Slide Number 126
	Slide Number 127
	Slide Number 128
	Slide Number 129
	Slide Number 130
	Slide Number 131
	Slide Number 132
	Slide Number 133
	Slide Number 134
	Slide Number 135
	Slide Number 136
	Slide Number 137
	Slide Number 138
	Slide Number 139
	Slide Number 140
	Slide Number 141
	Slide Number 142
	Slide Number 143
	Slide Number 144
	Slide Number 145
	Slide Number 146
	Slide Number 147
	Slide Number 148
	Slide Number 149
	Slide Number 150
	Questions?��Diane Lang�Sr. Manager, Social Media�diane.lang@nationwidechildrens.org�
	Sources��https://www.knightfoundation.org/features/misinfo��https://www.cnet.com/news/fake-news-more-likely-to-spread-on-social-media-study-finds/��https://www.cits.ucsb.edu/fake-news/spread��https://www.nytimes.com/2018/03/08/technology/twitter-fake-news-research.html��https://science.sciencemag.org/content/359/6380/1146��https://guides.lib.umich.edu/fakenews
	Slide Number 153

