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EXECUTIVE SUMMARY

Social Media (e.g. Twitter, Facebook, YouTube, etc) are becoming more popular by the day. The
County of Huron has identified this trend as an opportunity to better connect its residents with
information on the projects happening throughout the County. This report has been prepared to
explore the potential of adding a social media component to the Huron County Planning &

Development Department.

In Ontario, over 200 municipalities are using social media in some way'. Research has shown
that the size of a municipality is linked to the amount and type of social media use. For example,
it was found that smaller municipalities tend to use Facebook whereas larger municipalities are
more inclined to use Twitter. The advantages of social media include reaching a large number of
people (particularly the younger generations), increasing transparency, transferring information
at a rapid rate and introducing a new medium to interact with the public. Challenges of social
media include the time and cost to monitor the sites, issues with misinformation and the need to

constantly provide new content.

Of all the municipalities identified by Redbrick Communications Inc. only a small number were
municipal planning departments. From this, five case studies were completed to focus on
specific municipal planning departments and examine their experiences with social media. Case
studies included:

* ReThink London

* Municipality of Meaford — Planning & Building Department

* Leeds Grenville Integrated Community Sustainability Plan

* Collingwood Planning Services

* City of Brantford Policy Planning Department

Through these case studies, several successes and lessons were shared with regards to

integrating social media into planning department practice. As a result, the authors of this report

! “Municipal Social Media Survey,” Redbrick Communications Inc., published October 2012,
http://www.redbrick.ca/resources.asp.



have provided a series of recommendations for the Huron County Planning & Development

Department:

a) Develop a social media strategy prior to implementation;

b) Develop a social media platform for the upper-tier;

c¢) Prioritize social media in the workplace;

d) Develop multiple social media platforms as trends change;

e) Establish a primary social media account prior to introducing project specific
pages;

f) Make everything available online; and

g) Ensure citizens know that engaging in social media does not replace the statutory

public notice requirements as per the Planning Act.
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Developing a Social Media Strategy for the County of Huron

1.0 INTRODUCTION

Planning Departments play a very important role in the development of cities, towns and
villages. Decisions that are made by planners at all levels of government influence development
and can have implications on the surrounding environment for years to come. It is crucial to
involve the public in local panning decisions to ensutée community can contribute and

provideimportant opinions towards how their municipality isto be developed.

In the County of Huron, like many other municipalities in Ontario, itniportant for the
Planning Departmeno reach all membersf the community. Traditiongbublic engagement
strategies may change as technology continues to evolve and the need to be connected at all
times continues to increase. As society is constantly connected to phones, tablets and
computers, this introduces a very useful platform for not only informing the public of local
planning issues, but also getting their input and opinions on some of the most important issues
in the community. As technology continues to become more user-friendly and people from all
age demographics continue to get connected, the use of social media in planning decisions will
continue to provide a greater opportunity to bridge the gap between local government and the

community.

With all of this in mind, there is an opportunity to explore what other Ontario municipalities are
doing with respect to social media in their public engagement processes. This report will look
at research previously conducted on the use of social media in planning departments.
Additionally, five case studies will be conducted to explore specifically what some
municipalities are doing in Ontario. This report will conclude with a set of recommendations on
how social media can be implemented in the practices of the County of Huron Planning &

Development Department.

2.0 BACKGROUND

2.1 How we were retained
This project originated from a call for proposals framr University of Guelph Professobr.
Wayne Caldwell, in partnership with the Ontario Ministry of Agricultural and Food and the
Ontario Ministry of Rural Affairs. The County of Huron expressed interest in partaking in the
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project and suggested the opportunity for students to develop a social media strategy for the
Planning & Development Department. In January 2013, Mastersstudents from the Advanced
Planning Practice (RPD 6280) class in the Rural Planning & Development program at the
University of Guelph were retained to complete the project. Initial consultation began in
January and the project was completed over the codrde @Vinter 2013 semester. Three
assumptions were made for the completion of this project:

* Assume that social media will engage all demographics;

* Assume that all social media platforms will maintain relevance over time; and

* Assume that outreach will increase public participation.

2.2 Purpose
Social media (e.g. Facebook, Twitter, YouTube, etc.) are becoming increasingly popular by the
day. The County of Huron has identified this trend as an opportunity to better connect residents
with the projects happening throughout the County. This project will examine how social media
can be incorporated in the practices of the Planning & Development Department. In particular,
three areas will be focused on:
1) Development and implementation of County documents such as the Huron County
Sustainability Plan;
2) Review, notice, and approval of Planning Applications (e.g. official plan amendments,
zoning by-law amendment applications, severances and minor variances);
3) Potential ability of social media or other innovative ways to fulfill Statutory Notice

Requirements under the Planning Act, R.S.0. 1990.

The purpose will be to see how feasible it would be to incorporate social media in each of those

areas in Huron County, through the Planning and Development Department.

2.3 Goals
The goals of this project are to:
1) Identify social media approaches to better engage the public; and
2) Recommend a strategy to incorporate social media at the Planning & Development

Department.

April 2013 2



Developing a Social Media Strategy for the County of Huron

2.4 Objectives
The objectives of this project are to:
* Explore public management tools used by other jurisdictions and analyze how social
media is incorporated into their Planning & Development Departments; and
* Evaluate the advantages and disadvantages of social media approaches and public

consultation.

2.5 Intended Audience
The intended audience of this report includes the County of Huron Planning & Development
Department and all staff (Clerks and Chief Administrative Officers) at the lower tier level
within the County. Although this report is written specifically for the CgwoftHuron it is
anticipated that other municipalities in Ontario will be able to learn from the results and adapt

the recommendations for their own needs.

3.0 HURON COUNTY

3.1 Location

The County of Huron, otherwise known @starioOs LAKE g
HURON (o)
. . . 7~
West Coastis located in Southern Ontario along t HUROWN oms Ry
. . . W Barrie ® .
Lake Huron shoreline. This county is home to (Y Bt
Kitchener ~ Toronto

o Waterloo

* Stratford LAKE ONTARjq

diverse and unigque population witta large

Sarnia e London ©® Niagara Falls

agricultural presence in the community. With the ¢ - o

of London to the South and Waterloo Region to {

east, this location is ideal for property owners tt

refer a rural landscape, but have access to large ci .
P P 9 (i!'%ure 1.0: Location of the County of Huron

centres when required. in Ontario (Statistics Canada, 2012).

3.2 Demographics
The County of Huron, as amanyotherrural areas in Ontario, iexperiencing a decreasetire

number of young residentnd an increase in the amount of older population. Adicwy to

April 2013 3



Developing a Social Media Strategy for the County of Huron

Statistics Canadathe population in 2011 in the County of Hurorcasedby 0.4% to a
population of 59,100 from 59,325 in 2608 he median age of the population in the County of
Huron is 45 years old, which @dder thanthe mediarage in the province of Ontaraf 40 years
old’. The Countycontinuego see a trend in the increasing agéofesidentsas the mediaage

of the population in 2006 was 42 years'old

Due to the vasamount ofshoreline present in the County of Hur@mgveralcitizens are
seasonal cottagers with recreational homes @Eogerties along the Lake Huron shoreline.
Because of this, a portion of the population experiences seasonal fluxes. There are
approximately 4,000 seasonal dwellings in the County of Huron that provide seasonal
accommodation for residents in the form dafttages, mobile homes and other stherin
accommodtions. With this seasonal flux in residenthe use of social media by the Counf

Huron Planning Departmentoald be beneficial for those that do not live in the County
permanently. Many of the plamy applications that occur during the spring and summer
months are from seasonal cottagers along the Lake Huron shoreline that are looking to construct
or renovate existing structures. Social megravides another opportunitgeach to those

demographicghat are not living in the County of Hurgermanently

3.3 Current Social Media Platform
Currently, the County of Huron is usirsgveralsocial media platformgrimarily throughthe
Tourism Departmentyy creating the bran@ntarioOs West Cs@ Since tourism and the Lake
Huron shoreline is a large attraction in the county, social media is an important factor in
influencing tourists to visit Gunty attractions. Other departments within the County of Huron

make use of various webpagesthucatevisitors and inform citizens

21"H$%&'()*+,-.-1.)0,&,1,)028&.#.)3$%452)6788"),//2..21)9:$;5)8')6 784tk p://www12.statcan.gc.ca/census-
recensement/2011/dp-1" "#$%!&'()*+,%-./0'123!

*1#$%

NHS%&'()*+,-.-1.)0,&,1,)02&.#.)3$%452)6778"),//2..21)9:$;5)<") 6 7<E¥$%%&&&E' () *+,+-,.)/-)-, %-0.*1* -
"#'$%"& S () +(,-  -I"#ISY&H (I"#S!

*11"#$%
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The researchers were able to obtain website traffic data for the sites ran by Mark Hussey in the
Planning & Development Department. As a brief overview,Qmn¢arioOs West Coasebpage

had 37,700 page visitbetween March 12012 and March 1, 201@Vl. Hussey, personal
communication, March 20, 20L3The Shop in Huon has been successful obtaini,709

page visits, followed byHuron Manufacturingwith 4,542 page visitsinvest in Huronwith

3,810 page visits anMake HuronHome with 2,061 page visifs The Shop in Huronsite
experience the highest number of pages pisit, with the average number of visitors viewing

4.39 pages efctime they access the webSitds indicated by theamountof page visits for

each of these @bsites, residents and visitors to Huron County are using the sites currently
available to them. Website traffic data for the official County of Huron page and the Planning &

Development page were not able to be obtained.

The Tourism Department is heaviyngaged in various forms of social media including an RSS
Feed, Facebook (OntarioOs West Coast), YouTube (Ontarioswestcoast), Vimeo (Huron County),
Twitter (@onwestcoast) and Posterous (ontarioswestcoast.posterous.com). Currently, the
Tourism Departmentsi currently the only department within the County of Huroat has a

social media presence

4.0 METHODOLOGY

4.1 Literature Review
Prior to beginning this projecta review ofprevious studies and statistics of social media
change was completed. This provided preliminary background information on the use of social
media in both a general and government specific conféxt search included primarily
internet sourcesndbothacademic and Government documents. Particularly, it was important
to understand the scale, types, and avenues in which social media might be used to influence
public paricipation in panning processes. Exploring and consulting previous studies allowed

for a better understanding of the benefits and challenges of social media. This review included:

SN H$%& () *+%0) "HS%& %" (&) *+,%-"*.)%/0,%/0123
N"#$%
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gathering statistics on growth of social media within Ontario, using previous academic
literature to gather information on the benefits and challenges, as wllidentify case

studies.

4.2 Case Studies

Redbrick Communications Inc. is a company that specializes in communications services.
Founded in 2002, they have provided a broad range of services to both the public and private
sectors. From experience withwéde variety of companies, they have perfected their ability to
reach media, council, key leaders, and consumers. Redbrick Communications published the
Municipal Social Media Survey in May of 2012, which outlined growth, benefits, and
challenges that havbeen experienced by municipalities utilizing social media platforms,
specifically from 2010 to 2012

Redbrick Communicationkc. wasconsulted for the purposes of this project to develop a list
of potential case studietn Ontario, over 200 municipal#s are engaged on social media.
However, very few municipal planning departments are. Redbrick Communications Inc. was
able to provide us with a list of municipal planning departments in Ontario engaged in social
media. In addition to consulting RedbricKommunications, the research team also did an
Internet based search to seek out any additional planning departments on social media. The
results of this research demonstrate that there are few planning departments utilizing social
media daily. Instead itsimore often used as a tool for specific projects within the planning
department (e.g. an official plan review, a sustainability plan, a transportation plan, etc.).
Although not an exhaustive ligthe following planning departments and projects were
identified:

* City of Brantford Policy and Planning Division

*  Town of Collingwood Planning Services

e United Counties of Leeds and Grenville Integrated Community Sustainability Plan

* Meaford Planning and Building Services

BI"HS068" ()" #$%& ()*+#,-../0)* 1 2-03HA0*51#1**0633% &H6 7 () SHOIH BB LS’ ()*+(,-.'-/%/+012'/3#
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* City of London Master Plan — ‘ReThink’ London

4.3 Interviews
Interviews were conductedith planning professiona that were selected from the case
studies. The interviews were approximately an hour long and each intewasvconducted
via ateleconferenceor by email communication. Paesigned quesinnaires, attached in
Appendix 1, were prepared prior to the interviews and in some cases were provided ahead of
the interview process for the convenience of the informants. In order to create a more natural
atmosphere, a serstructured interview approaetas used. This was beneficial as it allowed
for the sharing of some interesting stories of both suesessl failures that would likely not
have been gained if the interview followed a more stringent prodéssse interviews
provided a more hulepth pespective oraspects such abackground information that led to
the decision to embrace social media, the benefits and challenges of using social media,
measuring success, lessons learned, and future direction in terms of experimenting with

various sociamedia platforms.

5.0 TYPES OF SOCIAL MEDIA

5.1 Facebook
Facebook wataunched on February 4, 2004 by Harvaimversity students Mark Zuckerberg,
Eduardo SaverinAndrew McCollum Dustin Moskovitz and Chris Hughes It was initially
launched as a program for Harvard College studandsit wasquickly expanded to include
other Amerian, and subsequently Canadiamjuérsities over the course of 2004. In 2005, the
service was expaled to include high school students, and on September 26, 2006, Facebook
was opened to any member of the general public withid gmail address. In additiothe
service is also open to businesses and other organizations, allowing them to estgéfistr pa
groups from which they can broadcast information and solicit people to OlikeO or join granting
them a platform to reach a broader audience with information pertaining to a cause or product,
for example. With the addition of paid messaging in De@r@db12, it is possible for anyone
or organization to send a message to any audience they wish to target. In order for information
contained on Facebook pages to be viewed, users must be logged into the service; in some

cases, users must be Ofriends@rbopcertain groups or pages in order to view information,
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depending on privacy settings. As of October 2012, Facebook had over 1 billion users
worldwidé’.

5.2 Twitter
Providing anything from information to mindless banter 140 characters at a time, Twitter
launched on March 21, 2006 by Jack Dorsey, Evan Williams and Biz Stone. Dorsey has said
the name Twitter was chosen because OThe dictionary definition of twitter is Oa shdft burst o
inconsequential information'® However, this tool can be used sprad very vital
informationand has been adopted by businesses, organizagiothgovernments tordsadcast
information from saleso donation solicitations to warnings or imminent natural disasters, as
was done with the 2011 tsunami in Japan. [Engthlimitation (140 charactersjan be both
positive and challenging as éan forcesuccinct effective communication but also has the
ability to cause issueshere information cannot be expressed short format. Twitter does
allow for the inclusion of welinks to pictures, videos and websites to allow users to provide
additional information available elsewhere. This service also allows for certain topics to Otrend®
with the ability of users to tag their OtweetsO with a Ohashtag.O Twitter messages/atay be
or public and allows users to broadcast information to select users or to the general public. As
of June 2012, Twitter had over 500 million usérs

5.3 YouTube
The website which encourages you to Obroadcast yourselfO was founded on February 14, 2005
by three former PayPal employees. This form of social media differs from Twitter, Facebook
and otherservicesin that it is based on videos rather than text basedramications. This
platform allows users to establish profiles from which they can view, download and upload

video content. However, this platform also allows users without profiles to view and download

MHSY&" )+, %6*- /1! *#,0¥1'2,3,456+7%'89%:*;<*"=/%695*>2%* @#//*ABI%%6B*C'29,#/5*D2&/. E?%0*+$B'&%9*F5*GHIG
I"H$%696&. () *+,-.+&O%123/(*%A56777789::<=:<7>>:=1H$%I& (") $&UW' () *+,-. !

10 S0 & (H) '+ (#&, #-./&.+01*0.234#-.,&'532&.678"..0#90:40' 7#9044:0:;0'7#:*<4:+%0=H#>3 [%#? TH@AB? T#
I"HSY00& (HHH') +,-Vo.-I"HSU " HSU" -1"H$ "% & ' (&")+I"H$% &' ($"!

L5068 () +, (-./*0$" . 1¥2334*5" [*(#*6 T#.8398:¥9; 34*<=1"#$%& % ()* %o+ -,.! %/0& 1 1#21%34##5'16967&!89:%;'1.8<%
I"HSUHE (%)) +"H)*& " J0*%$'1".2' 348 54BFE%& (1) *+(!, (-.%/01/%02%30%4+ 45BFRI G #HE YR " # -

IS IHSIHL S 1 IHS 11 SO0 S YeRAHSY0& " HS Vo
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video content, thus allowing for increased accd#silmf YouTube content. A service that is
free to use, there are over 800 million Ounique user visitsO every month according to YouTubeOs

statistis'>.

5.4 Foursquare
Launched in March of 2009 bennis Crowley and Naveen Selvaduraid $milar to the
OchecinO featuravailable on Facebook, Foursquare is all about where you are and where you
want to go. It also allows users to track where their friends have been in an effort to allow
users to discover new places, or use their friendsO experieacesasimendation of where to
go (or not) from restaurants to museums, to other places, like where to go on vacation. As of
January 2013, there were 30 million private users and one million Omercharif .uséss€s

can be awarded points, badges or maysiedls based on cheuiks.

5.5 Alternative Media
There are other media platforms that may prove to be useful to municipalities in advertising
and consultation outside of the formats currently uskavebsiteor blogcan be a simple and
effective way toprovide informatiorspecific to planning applicatiortbat is easily accessible
to the general publicCommercials on local television channels and radio stations (where they
exist) might be effective in reaching a very broad audience. Email blasts orayfay
broadcasting information to select groups of people. With advandesemmettechnology,
geolocation may allow for information to be broadcast to select areas. With many
telecommunication carriers offering unlimited incoming text messages, text message blasts may
be effective in providing timely information on various projedtsstly, podcasts represent the
opportunity for infornation to be broadcast at a usel€lsure and provide information in a

format that many people are familiar itke radio.

DI H$%8%'&()*+,-.-[O(*H"HH " $%&' (1) Y%o*+, Yo+ WYY &&E&' ()*+*,-.) /% (+%6#0-11%1+2313.1'14/4
Bi#$0s
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6.0 FINDINGS

6.1 Social Media Trends in Ontario Municipalities
Paceptions of sdal media by senior levels ofovernment(federal, provincial) have
transitoned as theelevels of government havgegun to undersind and value thembility to
create more effective communication avenues with citizens in todayOs modern society. The
Fedeal Economic Development Agenof Southwestern Ontaripromotes the use of social
media as a communication platform, howevetoes notonsider theaiseof social medias an
acceptable form of authoritative use for new policy or for outlining guideliegarious
services. Though various departments of the Government of Ontario use social media
platforms, accounts are not displayed on Government websites and are also subject to a lengthy
list of privacy clauses exempting responsibility for privacy binedé¢ (FedDev Ontario, 2012).
Municipalities within Ontario have experienced an increased presence of social media tactics
particularly within the past decade as it has become recognized as a powerful tool for
communication. Reditk Communications Ingroduced a series of social media surveyOs that
indicated that 235 municipalities were using social media; this represents a 672% increase in

social media over approximately two yédars

Figure 2.0
Growth in the Use

of Social Media
Use by
Municipality
Count (Redbrick
_____‘ Communications,

Apr. 2010 | Aug. 2011 Apr. 2012 Oct.2012 | | | 2012).

There are 444 municipalities in Ontaradl, of whichwere included in the social media surveys

conducted by Redbrick Communications Inc. In 2010, there wer@rarian municipalities

MIHSYHE )+, [.0-+1'2#$-+'3,.*.0. 145 " #SYH&' () *+,-. 4'6781-O:#$ " #8,7+,;'<=4'<>?<4’
1"#$%0%8&&&'()**)+,-./01,'23'3/%)13%41.) %56 7'-4(%)-2%88597'1.:;
PIH$%& ()*+,,-.&'10+.1)2.'34) I"#$%&%'()*+,&%()*"-. % (*+#/0-123
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that recognized an official presence of social media within their jurisdictions. In 2011, an
additional 75 municipalities joined the motion, totaling 100 signed municipalities that
acknowledged social media. Finally, by 2012 agpnately 200 municipalities were using

social media in some wédy

Trends in Ontario show that social media use is closely linked with the size of popuat
population increases soes the use of social media. Central Ontario experiences the highest
use of social media (approximately 71% of municipalities), whereas Western and Eastern
Ontario report closer to 44% On the contrary, Northeastern Ontario has the lowest percentage

of use, at 18%, of all other regions in the provifice

Facebook and Twitter are the most dominant forms of modern social media in Ontarian
municipalities. Upon the first adoption of social media ofioxgg municipalities, Facebook
proved to be the choice of initial form of social media, whereas Twitter was a secondary choice

after becoming experienced with

Facebook. Though Facebook is tf Large .-l_!
: . . : Medium == HH
choice of social media to provide — BH
SmallA e i~ = TR

baseline, Twitter is the ddmant ﬁ JE E HH
bt i L J

form Of Social media used b) Oto 10,000 people 10,000 to 75,000 people 75,000+ people

13%

municipalities in Central Ontario;
this is the only region where Twitte

recods surpass Facebook recdfds

65%
Figure 30 shows the findings from

Redbrick Communications while it

= Not Using Social Media [l = Using Twitter Only [l = Using Both

d ISp|ayS the VaI’IOUS |eve|S Of us E:] = Using Social Media . = Using Facebook Only

from different sized municipalities. gy re 3.0: Graphics displaying the use of social

media in variousized municipalities (Redrick
Communications, 2012).
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The opportunity to use several accounts via a tool such as Twitter, shows varying results for
municipalities within Ontario. Several accounts can be activated for a single municipality,
which offers the ability to target audmas on specific topics. Results show that approximately
33% of municipalities that use Twitter chose to activate a single account for paabf gocial

media platforr?.

6.2 Benefits of Social Media
Many organizations such as municipalities have begun tptdde use of social media for its
many benefits. As an alternative communication platform, social media enables organizations
to reach more individuals, encouraging engagement and participfibom community
stakeholder?. Particularly with youngegenerations, social media caters to their faséeed
lifestyles because updates on current news or notifications of events within their communities
can be disseminated quickly. In addition, younger generations may not be interested or be
aware that pubti meetings are held, which is where social media can be beneficial for
spreading current news updates to those that are more difficeta¢’. Social media avenues
also allow for connections with new audiences at larger geographic distances, indteasing

ability to reach those outside the realm of traditional communication méthods

Most importantly, an increase in the use of social media improves the sharing of information to

a much broader spectrum of people that allows local governments to leéve@earas more
transparent. Social media can be considered social software that encourages people to connect,
collaborate, and share through a ugeneratedcontent’. The distribution of information
through social media is not only concentrated at a cortynscale, but is also recognized for

its ability to communicatenational and global events. In additidRedbrick Communications

2011 4$9%
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found that use of social media by Mayors and Councillors has increasieity since 2010

which demonstrates an increase@gffo engage in updated means of communic&tion

In addition, the sharing of information is disseminated at a speed unlike traditional forms of
communicatioff. As highlghted by Kavanaugh et alarious platforms of social media are
important in times bcrises, as studies show that certain applications can provide community
resilience in crisis situations with the ability to spread news quickly and suctind#gthods

such as Twitter, that limit character length, force individuals to be short anthcuot

messages that results iretimost important informatiopeing posted.

Enabling residents to voice thej ? 27
opinions, post comments, and aj /‘m) 7 R
questions is also beneficial for the omerbvemmm__’f ™ >
municipality as it provides an avenue fq "\ =s]°::::':“§§‘."25 - g
community promotion and can functio \/\ X /,“,;:r H -l mf% Wieeeererrre S
as a monitoring indicator of possibl MUE(?CV Bl | x!
Eovsmaient \

growing issues within the camunity.

Community
Associations

Kavanaugh et aldiscusses how social

media can improve the quality of lifas Eniergency g W e

Response

social media trends and patterns of the- N— _
Figure 4.0: Streams of Communications via

question and response relationship can| Bgcial Media Platforms (Kavanaugh et al.,

monitored by municipalitiéd. As shown |2012)

in Figure 4.0 social media can be used by various forms of governmental departments that, in
conjunction, can create increased gyabf life, more effective emergency management, and

improved publicsafety’.
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6.3 Challenges of Social Media
Since social media platforms have been adopted, necessary steps for monitoring are required.
This requirement poses challenges to smaller municgslitvhere Communications
Departments do not exist and the task of monitoring is place on top of daily responsibilities
different staff personneMonitoring of social media platforms that are used by Governisent
necessary in order to maintain inforimoat credibility Because social media can attract
complaints or bad reviews from passionate people, plans are needed to minimize negative
publicity that can affect both the image and credibility of the municip&liNegative publicity
can occur as a resuf disagreement between users, promptingncrease imonitoring and

resolutionrequired

Issues with misinformation can also be a result of the use of social media emsnare
usergenerated. Much effort is required to recognize relevant verstelevant information in

a timely manner in order to remove it prior to it beingligributed to individuals viewinghe

site’?. For those that are not entirely familiar with the functionality of various forms of social
media platforms, conflicting wes that may be posted on various sites such as Facebook or

Twitter can lead to difficulty in discerning the truth.

The need to continue to provide fresh content in order to maintain attention from users and/or
followers can lead to increased time conm@nt’. Most municipalities use several forms of

social media platforms (Facebook and Twitter represent the more common platforms) that add
to the complexity of monitoring. For example, OtweetsO can be made on Twitter and posted on
Facebook, which can thdre commented on. This can result in many posts in a short period of

time that can cause confusion for the monitodggncy’.
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Social media policies, or at a minimum strategies, are required for security reasons as
information shared online can includensiéive mateial’>. As social media use has become
acceptable by government departments, it becomes necessary to create policy or at a minimum
a strategy that governs the content and use of various platforms. Because social media is now
being used at botté personal and work level, there is a risk of those lines becoming Blurred

This also highlights other challenges with social media standards, as those that thenitor
availability of online informatiorcan be caught in a questionable position of miitngarisk

versus enabling their enpeises’. Further, Redbrick Communicationemphasized the
importance of social media policy in government use of social media to guide employees as

they speak on behalf of the municipality they are represéhting

Lastly, measuring success of incorporating social media platforms is a challenge. Although it is
possible to measure the increase in attention througkbasdd tracking, it is very difficult to
determine if the social media adtiv increasespublic parttipation”. Social media sparks
feedback on interests that are posted by municipalities but the increased participatioot may
be a representative sample, i.e. it coulgkewved by a particular demographic. In addition, the
quality of information posted ro various platforms may not be useful because it is user

generated.

7.0 DISCUSSION OF CASE STUDIES

As discussed in Section 4f®&/e case studies have been identified for this project
e City of Brantford Policy and Planning Division
*  Town of Collingwood Planning Services

¢ United Counties of Leeds and Grenville Integrated Community Sustainability Plan
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* Meaford Planning and Building Services

* City of London Master Plan- ‘ReThink London’

Many municipalities who activate social media components for specific pr@¢ggtsin the

public consultation phase) delete those pages when the project is complete. Therefore, only
current projects are included in the case studies. This section will describe in depth each
municipal case study identified above. Through consuftatith the County of Huron the
research team has broken up the case studies into three groups that cover the kind of work the
Planning & Development Department are involved in daily. These three groups are general
social media government initiatives, plamprelated development application case stydies

statutoryplanning application noticeequirements.

7.1 General Social Media Government Initiatives

The first case study category examined was specific projects. Specific projects include those
undertaken by a municipality with a start and end date and involve public consultation either on
a voluntary basis or as required through statutory requiremeritseiPlanning Act, R.S.O.
1990.Examples of specific projects that have occurreithénCounty of Huron include, bate
not limited tothe

* Take Action for Sustainable Huron: Community Sustainability Plan;

¢ Take Action for Sustainable Huron;

* Transportation Demand Management Plan; and

* Huron County Official Plan.

The purpose of this section is to find specific projects in Ontario that have a strohgneatiza
component. Threease studies were selected for this report: ReThink LgriderMunicipality
of Meaford Planning and Building Departmeand the Leeds Grenville Integrated Community

Sustainability Plan.
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7.1.1 Case Study I: ReThink London

Fast Stats: @ReThinkLdn ReThink London
1,676Followers “ 213 Likes

ReThink London is the brand name of the Official Plan review process currently being
undertaken by the City of London. It began in 2012 and is expected to finish by the end of
2013. The goal of ReThink London is to develop a vision for the City through public
corsultation. The information learned through this consultation will influence City politician
and staff decisions. The visioning process will provide the backbone for LondonOs progress as a

City over the next 20 yedfs

ReThink London represents the largest public engagement program in Canada having, at
present time, engaged 10,000 people with the project still ongoing until Decemb&r Z6&3

City of London knew they could go the traditional public engagement route and ntleet wi
known stakeholder groups, ratepayer groups and developers. However, they made the decision
to try a proactive approach to public participation and they watdeihclude different

generational categories. Their goal is to reach as many people asepossittir own ternts

The public process began with a launch event on May 3, 2012 featuring Peter Mansbridge of
the CBC. The talk lasted one hour and 1,300 people attended helping to start the buzz
surrounding the project. Since the launch, ReThink Lartths hosted many public forums and

one more guest speaker, Brent Toderian, to engage the public. Throughout this entire process
social media and innovative ways to engage the public have been prevalent. The younger
generation was very receptive to theyQditaving screens at the guest speaker presentations
displaying a live Twitter feed. The City of London has even utilized PollEverywhere

(www.polleverywhere.com), which allows citizens to participate in a vote through texting their
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preference and the resulare shown in real time (almost like Who Wants to Be a Millionaire

ask the audiencé)

The public engagement process does not even end when the public meetings do. The City of
London, through grant money, was able to hire a consultant to run their Blaaetmb Twitter

pages through the first year of the proééssThese forms of social media have been
instrumental in providing information to the public and encouraging feedback. Many times,
they provide links to the ReThink London website (www.rethinklonckyn which acts as the
central hub of information. Through the website citizens can view draft sections of the plan and
participate in the process through surveys. For example, at the time of writing this report there
is aVisual Preference Surveyailalle on the website asking citizens to rank visual elements of
the City.

Several challenges were identified by the City of London with respect to their emphasis on
social media. First, it is very time consuming. The contract with the consultant to run thei
social media pages ends in June 2013 and they are now in the process of weighing their options
for the remainder of the process. Interestingly, some community members have shown interest
in keeping the social media aspect going. Second, there is atmemtknowledge the
generational differences via different forms of social media. ReThink London has made an
effort to still use traditional forms of aamunication to reach an oldpopulation while at the

same time using innovative social media technigoesdch the younger generatfibn

The City of London provideswo lessons for municipalities thinking of engaging in social
media. First, make sure you have someone available on stafinfallto devote to social
media. London did not have anyone in Blanning Department to fulfill this and this is why
the consultant was hired. Second, before gngage in social media ustgake sure you have

established the key messages you want to portray to the public. This was another reason the
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consultant was hiredecause they were able to provide the relevant information to the system
(Oto fuel the engined as Sean Galloway sdit)rd, they recommend having a social media
policy for the specific project. This would outline the doOs and do notOs for online obnduct

the project’.

The momentum ReThinkondon has been able to build is something the City of London wants
to maintain. They have plans of updating their Zoningld®y in the near future and want to
use a similar process. They are also attempting to find a way to harness the interestrig planni
they have built and usetih increase interest in dailyfd@ning applications (e.g. zimg by-law

amendmentofficial plan amendment, consent).

7.1.2 Case Study II: Municipality of Meaford - Planning & Building Department

Fast Stats: Municipality of Meaford Planning & Building Services
303Followers 36 Likes

The Municipality of Meaford is a small municipality located on the shores of Georgian Bay in
Grey County. It is bordered by Owen Sound to the west and the Town of the Blue Mountains to
the east. The rural municipalitas a population of 11,180 The Municipality of Meaford has

their own Facebook page with 303 OlikesO. This page is the most active andtieasuise

most followers many lanning related matters are shared on this page as well. There is also a
direct connection from the Municipal page to the Planning & Building Services page, which has
36 Olikes@®rimarily usedby the planning staff this Facebook page is used maitdyadrertise

public meetings regarding the current review ofGtifcial Plan.

Both Facebook sites wetaunchedin 2010. The Economic Development Coordinator had

attended several conferences where communication and social media was stressed. She brought
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what she had learned back to the Municipality where they acknowledged that it was time to
have a social media presence. They often saw themselves as a Municipality that was behind the
times and that they needed to have the online presence. Originally, trevitc@evelopment
Coordinator was the only one updating the Facebook pages and they started off slow. More

recently, the pages have seen more activity and are seeing an increase in participation

In addition to Facebook, the Municipality of Meaford hasated a blog for the purpose of
educating citizens on the Official Plan update (http://meafordopreview.blogspot.ca/). To avoid
any confusion, a disclaimer is included at the top of the blog stating:

OWelcome to the Municipal Blog relating to the 5 YeaieReuf the Municipality

of Meaford Offiical Plan. Please note that this blog is not intended to replace

formal public consultation under the Planning Act but it is instead meant to be a

forum of information sharing on topics and ideas relating the revie a

community planning in general. Feeldréo post comments or questidds!

Staff acknowledged that some citizens may be confused as to what is considaaddotiblic
consultation. It wasnentioned that they attempt to respond to all comments offenioig
information and ensuring the citizen is aware they must also submit comments in writing or
verbally at a public meeting. Since the blog was created, staff at the Municipality described a
decrease in the number of citizens stopping into their offimdgng for documents. Instead, the

blog and links to the Municipal website have increased access and decreased canfusion

Although the articles on the blog were written a year ago they are still gaining internet traffic.

The biggest challenge thMunicipality of Meaford expressed is the human capital required to
keep the sites updated. As a small municipality, Meaford does not have the luxury to hire a full

time employee to focus on social media. Instead, they must rely on current staff amddit it
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their daily schedules. Currently, they have two staff (one econoevielapmentcoordinator

and one [anner) spending approximately four hours to a whole day per week dedicated to social
media. Another challenge is the need to link all the pagesy(widner departments also have
Facebook pages) and forms of social medihe Municipal staff acknowledged that a more

centralized approach would be more efficient.

Moving forward, the Municipality of Meaford wants to grow their presence on social media.
For example, they do have some promotional videos on YouTube. In the future, they would like
to record Council meetings and public meetings in the Counaihbkrs and upload these to

the Internet. They like that online tools help people know where to thed appropriate
information and that when they do engage in the public process they are more informed.
Municipal staff recommended that for other municipalities looking to expand into social media

that they develop social media policies to guide beh&vior

7.1.3  Case Study IlI: Leeds Grenville Integrated Community Sustainability Plan

Fast Stats: Leeds Grenville ICSP
“ 39 Likes

The United Counties of Leeds and Grenville are located in eastern Ontario along the St.
Lawrence River and the 1000 Istirbetween Kingston and OttawaCurrently, the population

of the United Counties is 99)8°. In 2011, the United Counties began a yearlong process to
develop a Regional Integrated ComrityrSustainability Plan (ICSP) The ICSP is not a

statutory document Ibuhe hope is that it will help influence and guide decisiaking in the
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community®®. The United Counties wanted, from the beginning, to create the ICSP through a
public consultation process. In the end, the ICSP would address culture, the econonyy, societ

and the envonment’.

The ICSP social media presence on Facebook was created sfyeddicmin youth input on

the Ran. The consultant working on the plan suggested that Facebook would be the most
effective way to engage the young generdtiofhey sed the Facebook pageask questions
relating to the Rn. As an incentive, they offered a grand prize for all those that participated

including a $100 iTunes gift card and a $25 gift card to a local restaurant.

The Facebook page only has 37 Olikes©and the United Counties, looking back on the
project, were not satisfied with the activity on the page. They recognize that you need to have
previous relationships with the community already established to have successful public
engagemefit. It takes tine to establish a social media presenitedoes not happen overnight.

The United Counties believed that they could have had more success if they could have
collaborated with an establisti County social media netw6tkThis would have allowed them

to OgjgybackO on their followers and have a more established following for their project.

7.2 Planning-Related Development Application Case Studies
The secod case study category involvekmning related applications. One of the many daily
respansibilities within a municipal panning office is to process and comment on the various
types of applications subtted for decision. Examples ofgmning related applications in Huron
include:
¢ Official Plan amendments

* Zoning By-law amendments
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* Consent applications

* Minor variances

* Subdivision and condominium applications
For each type of application tilanning Actand thePlanning ActRegulations identify the
criteria for public participation. For example, a ZoningIByw amendment requires a public
open house a minimuof seven days prior to the public meetigg¢€tion 34 (14)and a public
meeting is required within 20 days of giving noti®@e¢tion 34 (14.)) The notice of public
meeting for Zoning Byfaw amendments is regulated thro@ghReg. 545/06 S.5 (&nd ofers
a minimum level of notification often through traditional means sashmail and the
newspaper. The following pagesll examine, though case studies, how certain municipalities
are attempting to go beyond the minimunotice communicatiorstandards andeach their

residents through social media to increase participation.

7.2.1 Case Study I: Collingwood Planning Services

Fast Stats: Collingwood Planning Services
112 Followers

Collingwood is located along Georgian Bay aboutkBOmeters west of Barrie. Currently, the
population is 19,241 and continues to incréasehey have created a Facebook page titled
Collingwood Planning Services and have 112 OlikesO at the time of writing. Collingwood uses
their Facebook pagarimarily asa way to disseminate information to the public about projects
and applications throughout the Town. In addition to Facebook, many of the posts provide a link
to a specific blog that has been created for that application or project. For example, dhere is
application for the property located 2 Sandford Fleming Drive tpermit a breweryise The
Collingwood Planning Services has created a blog for this specific proposal, which can be found
at: http://newdevelopmentzball3brewery.blogspat.Cear thissite they have posted the notice

of complete application and public meeting for the proposed ZoningpByamendment,
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location map, and any additional studies and/or justification reports that have been completed.
They invite the public to provide commeritsough the blog or they have also provided the

contact information for the Collingwood Planning Services to further discuss the proposal.

As of February 27, 2013, the various Collingwood Planning Services blogs have generated
almost 43,000 page viefiisThis is a fantastic accomplishment in terms of public engagement.

A secondary use of the Facebook page is to post lingstéonalarticles that may be of interest

to the citizens of Collingwood. This is a good education opportunity to show citizengswhat
happening elsewhere in the worlBue to scheduling conflicts and time constraints, an

interview with the Collingwood Planning Services was not possible.

7.2.2 Case Study II: City of Brantford Policy Planning Department

Fast Stats: City of Brantford Policy Planning Division
43 Followers

The City of Brantford is located in Southwestern Ontario between Woodstock and Hamilton and
south of Cambridge. Currentlthe City has a population of 93,650In 2011, the City of
Brantford PolicyPlanning Division decided that they wanted to expand the ways in which they
engage with the public. At the time their communication and outreach OtoolboxO included public
meetings, letter notifications, their website, and access by phoneraaitf‘e Theydecided to

add social media to that list and more specifically Facebook.

The goal of the Facebook page is to provide anatietium of communication between the

Planning Division and the public to engage in a conversation. More specifically, they vimwved t
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page as a way to communicate more dynamically and through pictures. A specific example was
when they posted a photo album with a variety of street furniture options and the public was

asked to Olike® and comment on the items they liked the most tartechasdiscussiSh

The Policy Planning Division uses their Facebook page to post meeting notices, project updates
and any other relevant articles, videos or links that nepfhinterest. Through eordination

with the CityOs Information Technology dement the CityGrain website would continue to

be theprimary source of information to the public. The Facebook page often provides links to
the City website where the public can find more information on the specific topic. So far, this

process has woed welf®.

The biggest issue relating to social media expressed by the Policy Planning Division is the staff
time required to keep the pages and sites up to date and engage in conversations online. They
mentioned that their Facebook page has not been exgiedf as they would like because they

have not been able to dedicate the necessary time. Their budget does not allow them to hire
someone specifically for social media so for the immediate future that work becomes an
additional task for a current employe®ince the goal of social media is to maintairgoimg
conversations with the public they believe that any time they can devote to conversing through

social media is still bettehan nothing'.

In the upcoming year the City of Brantford will begin fhcess of a fivgrear Official Plan

review and they hope to use their Facebook page as part of the public engagement process. They
have no intention of using Twitter because it demands more dedication (you are expected to
respond and engage more frequgntlThey do, however, want to expand onto YouTube and

post some videos from a recent brownfield workshop
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7.3 Statutory Planning Application Notice Requirements and Social Media Policy
7.3.1 Meeting Statutory Requirements for Planning and Development Departments
A. Planning Act:
At this time, there is limited information available to understand or interpret the role of social
and online/alternative media in meeting the statutory requirements 8laheing Act as the
Act is very prescriptive on the formats which notice andconsultation must be conducted
depending on the type of application. However, as social and alternative media become more
utilized by local (and provincial governments), there is the opportunity for municipalities to
lobby the province tamend thePlanning Actto speak to alternative formats obtice and
consultation regardingow it may be utilized in the future in meeting statytoequirements
under the Act. Currently, social media may only be used in supplementing notification and
consultation by municipalities, and identified thusly, as has been done by the Municipality of

Meaford in Section 7.1.2 of this report.

B. Municipal Engineers Association Class Environmental Assessment:
The Municipal Engineers Association Class EnvironmeAtsessment (MEA Class EAS a
process used by municipdbpning and development departments, or public works departments
(depending on municipality) used d@ecision making for nmicipal infrastructure such as, but
not limited to,roads, sewers and watekike thePlanning Act this process also has mandated
points of contact and notification, and also like ®lanning Act social media is also not
permitted as allowable channel for public consultation, and may only be used to supplement
traditionalformats such as newspaper ads or neighbourhood flyers. However, the Conservation
Ontario Class Environmental Assessment will be amended to allow for Conservation AuthorityOs
(at their discretion) to use social media in meeting their consultation reqoiseimeconcert
with other traditional formats With upcoming amendments expected of the MEA Class EA,
we may see a similar provision extended to this process as fmeallireamendments tthe
Class EAmay give municipalitiesthe ability to request thathe MEA allow social mediao

count asneeting consultation requirements.
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7.3.2  Social Media Policy
When municipalities are establishing social media policies, there are a few key considerations,
namely who will be using it and how it will be used. Slowly, butely, municipalities in
Ontaiio are developing policies thapeak to the social media and the online presence of their
organization and staff. These policies have been born out of the recognition that socia media
evolving and establishing strongr presence in the overall dissemination of informati@n,
proving to be an invaluable tool in strengthening the interaction between municipalities and

their residents.

A. Formation of Social Media Strategies and Policies:
The increasing use of social and alternative media by public, commerce and governments, has
led to the need to establish formal policies on how these media are used in conveying
information. Without social media policies, the use of social media by rpah&taff may be
spotty or haphazard, and in addition, this use is not governed by guidelines that ensure that users
are appropriately representing the organization or that the materials posted are appropriate. In
developing a strategy and policy to addresocial media use, it is important to gauge the
applicability of particular social media platforms your purpose and demographics. For
example, consideration should be giveriite age, gender or locatiar the intended audience
that may dictate whichplatforms are moseffective To develop an effective social media
presence, staff time must be devoted to maintain accounts and monitor the accounts for inquiries

and comments that arise from information posted.

B. Social Media Policies for Municipalities and Municipal Staff Users

The use of social media by municipal and organizational staff needs to be informed by a formal
social media or online communication strategy. This strategy needs to address two main
components of the account: the users ana@dnéent. Policies should identify proper employee
conduct while they are working on the accounts and should be consistent with other employee
conduct guidelines that the municipality may have for staff working with the public; because,
after all, sociaimedia can be a very public forum. Secondly, the content uploaded to the site
must be formatted in a way that speaks to the individual platform. For instance, information

posted on Twitter mudie succinct to adhere ®140 character limit, but can lirkack to other
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information on the municipalityOs websit&/hile being brief, theontent must also be timely
to be effective; luckily theofteninstantaneougposting of information allows for updated

information to be spread quicKfy

C. Case Study in Social Media Policy Development: Kitchener
The City of Kitchener has recognized that usswgial media will ensure that the City evolves
with trends in communicating with its resident3o that end, Kitchener has developed an
Online Communication Strategil-heir Gtrategy is about better balancing and integrating all of
the canmunications tools used by thetyCfor maximum benefit and results. It is not about
getting rid of traditional forms of communicationsanany of which have benefits and reach
audiencesvhere online communications do n6t(his strategy makes anteresting point, in
that the introduction of social/online media is meant to enhance the communications toolkit and
not replace traditional communication formats. KitchenerOs strategy @goizes that the
format in which online and social media communications may vary and has identified the need
for training in effective web writing and graphic display for these contents. This policy also
recognizes the every changing landscape of sacidl online media and has incorporated a
feedback loop to determine to gauge platform usefulness, or to identify new or emerging
platforms which may better suit the needs of the municipality. Most importantly, this policy
spells out the municipalityOs expations for staff conduct while using these platforms as an

organization representative.

8.0RECOMENDATIONS

After reviewing literature and applicable case studies, several recommendations are offered to
the County of Huron to make use of social medithiw the Planning Department. These
recommendations reflect lessons learned from the literature and various case studies and should
be taken into consideration as social media is introduced to the County of Huron Planning

Department.
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a) Develop a Social Media Strategy: A social media strategy needs to be developed prior to

implementation to ensure agreement among all parties involved. This strategy should
include the goals and objectives of social media for the County of Huron Planning
Department, as well as any other information clarifying who will be involved, how it will
be carried out, and address any issues that may arise from the use of social media in

planning applications.

b) Develop a Social Media Platform: It is recommended that a social media platform be

established for the upper-tier (County of Huron) Planning Department, which can
subsequently provide the opportunity to integrate information to lower tier municipality
platforms within the county. The social media platform should be developed as a tool to
disseminate information to the public and essentially work as the conduit in directing
County of Huron citizens to the Planning Department webpage, where information on

Planning applications and issues will be provided in more detail.

c) Prioritize Social Media: Prior to establishing a social media platform, staffing to operate
social media should be discussed. In an effort to use this tool to its full potential, it is
important that a dedicated staff member(s) be aware of the commitment and requirements
of maintaining a social media account; for example, a planner who spends half of their
time in a municipality and half of their time as a social media coordinator. Dedicated staff

time needs to remain consistent and on a regular basis.

d) Develop Multiple Social Media Platforms: Social media is constantly changing. Be

innovative, but be simple and convenient. Make use of multiple social media platforms to
ensure that all demographics are being reached. In a study by Red Brick
Communications, it was identified that rural municipalities are more inclined to use
Facebook as their primary social media platform, however many municipalities have

opted to use both Facebook and Twitter. Further, it was identified that municipalities with
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a population under 10,000 are almost 10 times more likely to choose Facebook as their
primary social media platform’. Forms of social media platforms that can be explored
with the County of Huron Planning Department include Facebook, Twitter feeds,

YouTube videos, blogs, etc.

e) Establish a Primary Social Media Account Prior to Introducing Project Specific Pages: It

is important to establish a solid foundation in social media prior to establishing project
specific initiatives. First, a County of Huron Planning Department account should be
created on various social media platforms to establish a fan base. From here, project-
based initiatives can be linked to the existing established platforms to strengthen the

audience for smaller planning initiatives.

f) Make Everything Available Online: Use social media as the link to detailed information

available on the County of Huron Planning Department Website. Use social media as the
approach to increase traffic to this webpage where further detailed information can be
accessed. By using social media to introduce planning issues, applications and topics,
interested readers can easily find more information on the Planning Department website.
This detailed information can be accessed through a newsfeed or documents on daily
planning applications, etc. The more accessible the information is, the more likely

citizens are to read it.

g) Statutory Requirements: Citizens must be made aware that engaging in social media does

not replace statutory requirements as per the Planning Act. This is meant to supplement
consultation and information, not substitute it. Formal comments as prescribed by the

Planning Act still apply.
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APPENDIX 1: INTERVIEW QUESTIONS

1.

You have had your (insert social media medium) page since (year). Why did you decide
to create a social media presence? Why (insert social media medium)?

What is your goal for the (insert social media medium) page?

Generally, what do you post to the page? (e.g. projects? Applications? Public meeting
notices? Etc?)

You have (number of likes/followers) on your page. Are you satisfied with the activity on
the page? Have you received feedback from the public on the success of the (insert social
media medium) page?

I notice many of your posts include links to external websites (often the official
municipal site). Can you touch on the idea that your municipal website contains the
information for citizens but (insert social media medium) is a way of disseminating it to
the public.

Has the (insert social media medium) account been effective in engaging (insert
municipality) citizens — has it translated into increased participation?

Do you see social media as being an important tool in the planning process now and in
the future?

Do you expand on expanding your social media presence?

Would you change anything in the approach to using (insert social media medium) for
planning related projects?

10. Would you recommend other municipal planning departments use social media?
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