
CITY OF 
TACOMA PDS 

SOCIAL MEDIA 
PLAN



GOALS OF SOCIAL MEDIA 
PLAN  
➜ Identify PDS goals
➜ Identify plan
➜ Highlight model jurisdictions
➜ Highlight best practices for platforms
➜ Logistic recommendations
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GOALS OF PDS SOCIAL 
MEDIA ACCOUNTS
➜ Reach out to community
➜ Push out information
➜ Inform public about upcoming 

projects
➜ Encourage back-and-forth interaction
➜ Market Tacoma to newcomers
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TARGET PLATFORMS 

➜ Facebook 25+ ➜ Twitter 18-30
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WHY THESE PLATFORMS? 

Facebook and Twitter:

➜ Largest social media networks
➜ Ease of back-and-forth 

communication
➜ Broad audience
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BEST PRACTICES  

Twitter:

➜ Instantaneous 
updates

➜ Emergency 
communication

➜ Short info blasts

Facebook:

➜ Longer, more 
informative 
posts

➜ Event sharing
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COMPARING TO 
OTHER 

JURISDICTIONS
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OTHER JURISDICTIONS
Primary Examples:

➜ Los Angeles
➜ Seattle

Other examples:

➜ Honolulu
➜ Tacoma 

Untapped

8



➜ Graphics

➜ Hashtags

➜ Concise 
information
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➜ Informational

➜ Hashtags

➜ Original 
content
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➜ Multilingual

➜ Interconnected

➜ Original 
content
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➜ Trending 
hashtags

➜ Local 
appeal

➜ Original 
content
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➜ Video content

➜ Real time 
updates

➜ Original 
content
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➜ 1-2 Part-time curators
➜ Post 1-2 times a day
➜ Pay attention to posting 

time i.e. morning 
➜ Be transparent 
➜ Post about current 

issues/projects

JURISDICTION 
RECOMMENDATIONS
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PROMOTING YOUR SOCIAL 
MEDIA ACCOUNT

➜ Post about current projects
➜ Business cards
➜ Email signatures
➜ Link to social media on PDS website
➜ Facebook promotion
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INTERCONNECTIVITY 

➜ Work with other departments to cross 
promote content

➜ Use other applications to ensure 
consistency throughout social media 
platforms 

➜ Hootsuite
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POSTING
➜ Recommendations for content

○ Material must be concise 
○ Details-who, what, when, where, why?
○ Engaging graphics or photos

➜ Examples of content to post about in 
Tacoma
○ Annie Wright School Expansion
○ Tacoma Mall Neighborhood Subarea 

Plan
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SHARING A VARIETY OF 
CONTENT

➜ Relevant news articles
➜ Youtube videos
➜ Embedding media
➜ Cite sources
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IMPORTANCE OF METRICS
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➜ Engagement - How many people 
are interacting with content 

➜ Reach - How many people is the 
content reaching

➜ Gauging your effectiveness with 
various social media accounts



FACEBOOK 
INSIGHTS
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TWITTER 
ANALYTICS
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TIme Commitment

IN CONCLUSION

Interns

Original Content

Tracking Metrics

Page Promotion / Daily 
Interactions
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Thank 
You!

34



Questions?
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