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Crystal City, VA. – July 19, 2011 

WHY ARE WE HERE? 

o How is the public learning about issues important to the EPA? 

o Where are they getting their information? 

o Who’s influencing their point of view? 

o How can you use social media? 

The news media is 
still important, but… 

Reliance on mainstream 
news media as the 
primary communications 
channel is not a viable 
long-term strategy 

News Cycles: Before & Now 
Before 

Wire services 

Radio 

CNN 

24 hour news shows 

Now 

Twitter 

Blogs/Internet sites 

Personal social networking sites 

24 hour broadcast 

Evening television 

Newspapers 

Weekly news magazines, 
newspapers 

Opinion & public interest 
forums (editorials, columns, 
op/eds, letters to the editor, 
weekly public affairs 
programming) 

Radio 

Morning newspapers 

Organizational listservs 

Morning talk shows 

Evening news/next round 
coverage 

All the above turbo charged by 
mobile 
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EXPERT VOICES NEEDED 

www.epa.gov 

Why Should the EPA Care? 

Agency mission is to protect human health and 
to safeguard the natural environment. 

• EPA information shapes the policyEPA information shapes the policy 
environment 

• The public relies on EPA information in 
times of environmental crisis 

News Never Sleeps 

The 24/7 news cycle—cable television, 
the internet, the blogosphere has the 

effect of trivializing big stories and making 
big stories out of trivial ones . . the press is 
[not] just the messenger. . . we're often the 

message itself, too.“ 

Time Managing Editor Richard Stengel 

Osama bin Laden: Speed of 
Information 
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10:45 PM 
Sunday, May 1, 2011 

10:25 PM 
Sunday, May 1, 2011 

“So I’m told by a reputable person, they have killed Osama 
Bin Laden. Hot damn” 

Since Early Sunday Morning… 
Sunday, May 1, 2011 

“A huge window shaking bang here in Abbottabad Cantt. 
I hope its not the start of something nasty. 

“The gunfire lasted perhaps 4-5 minutes, I heard. 

“I didn’t kill him. Please let me sleep now.” 

5,000 Tweets per second 

I. The social media landscape 
II. EPA s social media policy 
III. How you can participate 

WHAT WE’LL COVER TODAY 
WHAT IS SOCIAL MEDIA? 
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GLOBALLY 
By the end of March 2011, over 2 billion people 

were using the internet 

WORLD INTERNET USAGE AND POPULATION STATISTICS 
March 31, 2011 

World Regions 
Population 
( 2011 Est.) 

Internet Users 
Dec. 31, 2000 

Internet Users 
Latest Data 

Penetration 
(% Population) 

Growth 
2000-2011 

Users % 
of Table 

Africa 1,037,524,058 4,514,400 118,609,620 11.4 % 2,527.4 % 5.7 % 

Asia 3,879,740,877 114,304,000 922,329,554 23.8 % 706.9 % 44.0 % 

Europe 816,426,346 105,096,093 476,213,935 58.3 % 353.1 % 22.7 % 

Middle East 216,258,843 3,284,800 68,553,666 31.7 % 1,987.0 % 3.3 % 

North America 347,394,870 108,096,800 272,066,000 78.3 % 151.7 % 13.0 % 

Latin America / Carib. 597,283,165 18,068,919 215,939,400 36.2 % 1,037.4 % 10.3 % 

Oceania / Australia 35,426,995 7,620,480 21,293,830 60.1 % 179.4 % 1.0 % 

WORLD TOTAL 6,930,055,154 360,985,492 2,095,006,005 30.2 % 480.4 % 100.0 % 

NOTES: (1) Internet Usage and World Population Statistics are for March 31, 2011. (2) CLICK on each world region name for detailed regional 

usage information. (3) Demographic (Population) numbers are based on data from the US Census Bureau . (4) Internet usage information comes 

from data published by Nielsen Online, by the International Telecommunications Union, by GfK, local Regulators and other reliable sources. (5) 

For definitions, disclaimer, and navigation help, please refer to the Site Surfing Guide. (6) Information in this site may be cited, giving the due 

credit to www.internetworldstats.com. Copyright © 2001 - 2011, Miniwatts Marketing Group. All rights reserved worldwide. 

UNITED STATES 
Social networking sites and blogs are the most 

popular online destinations 

UNITED STATES 

• 79% of American adults said they used the 
Internet and nearly half of adults (47%), or 59% 
of internet users, say they use at least one 
Social Networking Site (SNS). 

• This is close to double the 26% of adults (34% 
of internet users) who used a Social SNS in 
2008. 

•	 Among other things, this means the average 
age of adult-SNS users has shifted from 33 in 
2008 to 38 in 2010. 

Pew Research Foundation Report, June 2011 

UNITED STATES 

Facebook is the most popular social networking site: 

• 92% of SNS users are on Facebook 

• 29% use MySpace 

• 18% use LinkedIn 

• 13% use Twitter 

Pew Research Foundation Report, June 2011 

Don’t Forget the 
Fundamentals 

• Who do you need to reach? (Your Audience) 

• What do you want them to “think”? (Perceive) 

• What do you need them to know? (Messages) 

• What do you want them to do? (Action) 

And More 
Fundamentals 

As with any communications encounter: 

• Be prepared. Have key messages top of mind. 

• Don’t ramble. 

• Assume everything you Twitter, blog, etc., is 
“on the record.” 

• Be direct. Don’t lie, mislead or misrepresent the 
facts. 

• Simplify. Avoid jargon or highly technical terms. 
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EPA Social Media Policies 
A Summary 

Before Using Social Media Tools: 

• First, seek supervisor approval to use social media 
tools on behalf of EPA. 

• Thoroughly review EPA Social Media Guidelines 
and policiespolicies. 

• Have a communications plan in place. 

• Determine key messages to be conveyed. 

EPA Social Media Policies 
A Summary (cont’d) 

Represent Your Office: 

• Participate in your official not your personal 
capacity. 

• Make sure online activities and content are consistent 
with job responsibilities and expertisejob responsibilities expert . 

Respect Your Time and Effort: 

• Consider the time and effort needed to respond and the 
value of your participation. 

• Discuss with your supervisor whether a particular 
interaction is worth your time and effort. 

EPA Social Media Policies 
A Summary (cont’d) 

Be Transparent and Honest: 

• Do not comment or edit anonymously. 

• It’s okay to reference to your EPA position and title. 

• Contractors should name their companies and be clear 
they rk behalf f EPA and not EPA ploythey work on behalf of EPA and are not EPA employees. 

State Facts, Not Opinions: 

• Do not engage in discussions of opinion about EPA's 
programs; this could be construed as propaganda or 
lobbying. 

• Cite your sources when stating facts. 

• If authorized to write an opinion piece, comply with 
applicable EPA publication policies. 

EPA Social Media Policies 
A Summary (cont’d) 

Protect Nonpublic Information: 

• Be thoughtful about what you publish or post online. 

• If you would not say something offline or include it in a 
written letter, do not post it online. 

• P ttention t the rules about i of• Pay attention to the rules about misuse of 
position. (See Standards of Ethical Conduct for 
Employees of the Executive Branch.) 

EPA Social Media Policies 
A Summary (cont’d) 

Ethics Apply, Even Online: 

• EPA employees are bound by the Standards of Ethical 
Conduct for Employees of the Executive Branch. 

• Do not use your public office or EPA position, title or 
authority for private gainy privat gain. 

• Do not misuse government property or government 
time. 

• Do not divulge nonpublic information. 

• Abide by the Hatch Act and do not lobby. 

• Simply put, behave professionally, responsibly, 
impartially and above all ethically. 

EPA Social Media Policies 
A Summary (cont’d) 

Maintain Records When Applicable: 

• Print to paper and manage according to record keeping 
policies any agency records created or received using 
social media tools. 

For specific Social Media Tool guidelines, visit: 

http://govsocmed.pbworks.com/EPA-Social-Media-
Guidance-Documents 
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What is a Blog? 

• A  blog (or "web log ) is a type of Web site or part of a Web 
site. 

• Blogs are usually maintained by an individual or small group 
with regular entries of commentary, descriptions of events, or 
other material like graphics or video. 

• Many blogs provide commentary or news on a particular 
subject; others function as more like online diaries. 

• The ability of readers to leave comments and share the blog 
posts in an interactive format is an important part of many 
blogs. 

BLOGS 

77% of Internet users read blogs 

o 77% of Internet users read blogs according to Universal McCann 
(197 million people in the US). 

o More than 133 million blogs have been created. 

o Two thirds of bloggers are male. 

o More than half are married and more than half are parents. 

o 60% are 18-44. 

o 75% have college degrees and 40% have graduate degrees. 

o One in four has an annual household income of $100K+. 

What can you do with blogs? 
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You can contribute You can support the EPA blog 
and help grow its readership. 

You can read blogs and stay on top of what people are 
talking about. 

You can comment and help make the discussion more 
informed. 

o On Firedog Lake: Congress and Obama Ignore Health Effects, Budget 
S i  C  t  P  ll  tSavings, Cave to Polluters 

o Talking Points Memo 

Major Trade Association Asks Issa To Curb Toxin, Safety, Financial Reform 
Regs 

A Word About Blog Commenting 

• Remember that you're writing in public. You never know 
who will read or comment. Put your best foot forward. 

• Keep it short. Online readers don't have patience for big 
block of rds K 2 4blocks of words. Keep comments to 2 4 sentences. 

• Be conversational. Online writing is casual and 
conversational, but do use good spelling and grammar. 

• Be polite and respectful. No “flame wars” or name-calling. 

A Word About Blog Commenting 
(cont’d) 

• Be up-front. Don’t pretend to be someone you’re not. Could 
create a real blow to your credibility. 

• Be relevant. Make sure what you’re saying is pertinent to 
h hread replyi the comment thread you are replying to. 

• Link when possible. If you can, add a link to an online article 
that backs up your point. 

• Keep up the conversation. If someone else responds to 
your comment, it provides you with another opportunity to 
jump in. 

YouTube is a video sharing website on which users can 
upload and share videos. Many organizations, 
including the EPA, maintain YouTube channels. 

http://www.youtube.com/usepagov 
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More successful efforts: 

From EDF: http://www.youtube.com/watch?v=HNUs89UIVjw 

From EPA: http://www.youtube.com/watch?v=_5K7T8B7wok 

Not such successful efforts: 

From EDF: http://www.youtube.com/watch?v=HuJHku7tSLA 

From EPA: http://www.youtube.com/watch?v=A2B40xQKBeE&feature=channel 

Other Social Media Communities 

• Social book marking 

• Crowd-sourced editorial 

• Favorite things 

HOW TO KEEP TRACK OF THE 
CONVERSATION 

o Google Reader 

http://www.google.com/reader/ 
o Google Alertsoog 

http://www.google.com/alerts 

Practice Google Account 
Log-in Info: 

Username: 
EPA.socmedia@gmail.com 
Password: 
EPAtraining 

Blogs, videos and podcasts have much in common 
with mainstream media. 

o They are content-focused, with room for infinite creativity, 
details and nuance. 

o They are geared to mass audiences anyone is welcome to 
read/watch/listen. 

o Producers have a limited idea who their audiences are. 

Social media networks rely on 
one-on-one connections 

https://www.facebook.com/GloPan 
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https://twitter.com/#!/GloPan 

More questions? Feel free to ask us! 

pam@turnerstrategies.com 

gloria@turnerstrategies.com 
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