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SOCIAL	MEDIA	PLAN:	MEDICINE	HAT	POLICE	SERVICE	

INTRODUCTION	
The	Medicine	Hat	Police	Service	(MHPS)	serves	a	community	of	approximately	63,000	residents	
in	southeast	Alberta.	The	organiza3on	employs	149	people,	including	police	officers,	
community	peace	officers,	civilian	staff	and	contractors	(Medicine	Hat	Police	Service,	2019).	
The	media	and	communica-ons	manager	oversees	several	organiza,onal	por.olios	and	
therefore	relies	on	administra)ve	assistants,	Sergeants	and	Staff	Sergeants	to	assist	with	
wri$ng	and	dissemina$ng	public	informa(on	and	media	updates.		

	 According	to	the	MHPS	2019-2022	Strategic	Business	Plan	(n.d.),	the	organiza:on	has	
five	main	priori,es.	The	second	priority	is	community	engagement	and	includes	a	goal	to	
improve	“the	public’s	overall	sa2sfac2on	rate”	(p.	19),	collabora2ng	with	community	members	
in	order	to	be*er	serve	and	understand	Medicine	Hat’s	residents.	It	is	appreciated	that	
inves&ga&ve	and	organiza&onal	decisions	made	by	the	MHPS	would	not	be	discussed	
collabora'vely	with	the	community,	but	residents	can	weigh	in	on	methods	for	sharing	
informa(on	and	interac(ng	with	the	Service.	A	valuable	tool	for	the	MHPS	to	meet	this	goal	is	
the	use	of	social	media.	

	 During	an	audit	of	the	Service’s	current	online	ac#vity,	it	was	discovered	the	
organiza(on	has	ac(ve	accounts	on	Facebook	(h"ps://www.facebook.com/medhatpolice/),	
Twi$er	(h"ps://twi"er.com/medhatpolice)	and	Instagram	
(h"ps://www.instagram.com/medicinehatpoliceservice/).	Through	these	pla.orms,	the	
transmission	model	of	communica0on	is	used	to	relay	breaking	news,	organiza(onal	
announcements	and	inves.ga.on	updates.		

Although	Facebook	and	Twi4er	have	new	posts	five	days	a	week,	engagement	between	
the	MHPS	and	its	followers	is	extremely	low.	The	audit	revealed	most	of	the	content	is	ignored,	
dismissed,	or	not	seen	by	followers	–	likely	due	to	a	lack	of	images,	proac4ve	outreach	and	calls	
to	ac&on	(Jones,	2016;	O’Connor,	2017).	The	Service’s	Twi.er	feed	is	also	linked	to	its	Facebook	
page,	meaning	many	tweets	are	incomplete	and	include	hyperlinks	that	take	users	out	of	
Twi$er	and	into	a	different	pla0orm.	The	Service’s	Instagram	account	is	currently	ineffec7ve.	
This	is	due	to	sporadic,	disjointed	posts	that	lack	a	proper	narra4ve.		

	 The	following	social	media	plan	will	outline	a	series	of	goals,	objec%ves	and	tac'cs	that	
–	if	employed	by	the	MHPS	–	will	significantly	increase	community	engagement	online,	
therefore,	developing	an	environment	for	collabora2on	between	the	Service	and	the	
community	it	serves.		
	

OVERALL	STRATEGY		
Social	media	experts	and	academic	research	recommend	public	service	organiza1ons	–	and	
specifically,	police	services	–	leverage	social	media	to	build	community,	strengthen	
rela%onships	and	improve	offline	interac/ons	between	service	members	and	the	public	
(O’Connor,	2017;	Schneider,	2016;	Jones,	2016;	Jackson,	n.d.).	It	is	important	to	note	social	
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media	ac#vity	must	work	in	tandem	with	other	communica1on	plans,	rather	than	be	an	
isolated	effort,	in	order	to	properly	build	rela0onships	and	achieve	organiza%onal	success.	

Using	social	media	strategically,	police	can	share	informa,on	with	the	public	without	
having	to	rely	on	tradi/onal	media	channels.	Facebook	and	Twi.er	can	provide	a	point	of	
contact	with	area	residents	where	face-to-face	interac*on	is	unavailable.	Instagram	posts	can	
help	frame	the	image	of	a	police	service	(as	an	organiza+on	and	individual	representa+ves)	as	
being	personable,	approachable	and	authen1c	(O’Connor,	2017;	Jackson,	n.d.).	The	pla+orm	
can	also	be	used	to	provide	*mely	service	announcements	and	organiza(onal	updates.		

	 With	the	above	informa/on	in	mind,	the	following	goals	will	help	the	Service	improve	
the	public’s	overall	sa1sfac1on	rate	through	increased	community	engagement	and	
collabora'on:	

• Develop	more	interac(ons	with	Medicine	Hat	and	area	residents	online	
• Proac&vely	engage	community	members	to	encourage	collabora-on	
• Improve	reputa'on	management	to	be	viewed	as	an	approachable,	authen0c	and	

inclusive	organiza/on	
• Reduce	reliance	on	tradi.onal	media	to	communicate	with	Medicine	Hat	and	area	

residents	

STRATEGIC	OBJECTIVES	
• Increase	overall	online	engagement:	To	advance	the	goal	of	developing	more	

interac(ons	with	Medicine	Hat	and	area	residents	online,	engagement	on	Facebook,	
Twi$er	and	Instagram	will	be	increased	by	100%	over	the	next	90	days.	In	this	case,	
engagement	refers	to	post	likes,	shares,	comments,	retweets	and	replies.	
	

• Increase	organic	reach	of	posts:	To	further	advance	the	goal	of	developing	more	
interac(ons	with	community	members	online,	organic	reach	will	be	increased	by	100%	
over	the	next	90	days.	
	

• Increase	proac+ve	community	outreach:	To	advance	the	goal	of	engaging	community	
members	to	encourage	collabora/on,	the	Service	will	reach	out	to	local	influencers	at	
least	25	$mes	per	month,	star$ng	within	the	next	90	days.		
	

• Increase	number	of	Instagram	followers:	To	advance	the	goal	of	improving	reputa4on	
management	to	be	viewed	as	approachable,	authen6c	and	inclusive,	Instagram	
followers	will	be	increased	by	100%	over	the	next	120	days.	
	

• Demonstrate	posi-ve	offline	community	engagement	through	quality	social	media	
content:	To	further	advance	the	goal	of	improving	reputa4on	management,	a	
minimum	of	three	quality	posts	will	be	created	each	week	to	showcase	posi1ve	offline	
community	engagement,	star'ng	within	the	next	60	days.	In	this	case,	quality	refers	to	
including	a	photo	of	the	engagement	ac1vity.		
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• Increase	flow	of	informa/on	directly	to	community	members	through	social	media	
channels:	To	advance	the	goal	of	reducing	reliance	on	tradi(onal	media	to	
communicate	with	Medicine	Hat	and	area	residents,	the	informa,on	shared	on	social	
media	pla)orms	will	exceed	that	which	is	shared	with	tradi2onal	media	outlets	within	
the	next	60	days.		

TARGETED	AUDIENCE	
The	MHPS	has	a	broad	audience	already	following	its	social	media	accounts.	Currently,	the	
Service’s	Facebook	page	has	more	than	18,000	followers	and	the	primary	Twi3er	feed	has	
more	than	10,000	followers.	This	plan	now	aims	to	strategically	reach	three	defined	audiences	
to	increase	community	engagement	and	collabora'on.		
	

INFORMATION-SEEKING	RESIDENTS	

The	first	audience	for	this	social	media	plan	is	made	of	Medicine	Hat	and	area	residents	who	
ac#vely	seek	informa(on	or	want	to	stay	informed	about	local	news,	community	events	and	
police	ac)vity	(Smith,	2017).	They	are	between	the	ages	of	25-65	years,	with	varying	levels	of	
income	and	post-secondary	educa,on.	These	residents	are	ac,ve	on	Facebook	and	Twi!er	and	
par$cipate	in	online	discussions	about	what	is	happening	around	southeast	Alberta	and	how	
they	can	get	involved	with	ini/a/ves	and	programs.	They	willingly	share	resources	with	others	
and	spend	(me	networking	in	order	to	develop	a	stronger	sense	of	community.		
	

COMMUNITY	BUILDING	INFLUENCERS	

The	second	audience	for	this	plan	is	made	of	community	building	influencers.	This	includes	
individuals	*ed	to	service,	professional,	social	and	cultural	organiza4ons,	as	well	as	people	
considered	to	be	local	celebri*es	or	in	posi%ons	of	authority.	They	are	aged	between	25-65	
years,	with	moderate	to	high	income	and	at	least	some	post-secondary	educa,on.	These	
influencers	are	comfortable	speaking	in	public	online	forums	and	willingly	offer	their	opinions.	
They	include	those	who	a)end	events	such	as	Chamber	of	Commerce	networking	nights,	non-
profit	fundraising	galas	and	community	fes4vals.	These	residents	are	extremely	comfortable	
with	Facebook	and	Twi0er	and	are	regularly	ac*ve	on	at	least	one	of	the	pla$orms.	
	

GEN	Z	LEADERS	

The	third	audience	for	this	plan	consists	of	local	Gen	Z	residents	between	the	ages	of	15-23	
years	who	are	considered	posi.ve	leaders	among	their	peers.	They	strive	to	achieve	good	
grades	in	school,	are	involved	with	extracurricular	ac'vi'es	and	volunteer	within	the	
community.	They	proac1vely	seek	informa1on	and	plan	to	a%end	post-secondary	school,	if	
they’re	not	already	enrolled.	Career	goals	are	important	to	these	residents	and	they	strive	to	
empower	others	and	build	healthy	connec(ons	with	friends	and	other	community	members.	
These	young	people	are	ac#ve	on	Instagram.	
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TARGETED	PLATFORMS	
FACEBOOK	

According	to	global	analy%cs,	Facebook	is	most	favoured	by	people	between	the	ages	of	25-49	
years,	who	are	well	educated	and	have	a	salary	range	between	$30,000-$75,000.	Regular	users	
par$cipate	in	social	movements	and	online	discussions	and	primarily	reside	in	urban	centers	
(Sehl,	2018;	Smith	&	Anderson,	2018).	Visually	crea,ve	content	(photos,	images	and	videos	
that	clearly	tell	a	story	without	the	requirement	of	audio)	receive	the	most	engagement	(Patel,	
2015;	Sehl,	2018).	Facebook	is	an	appropriate	pla0orm	for	informa3on-seeking	residents	and	
community	building	influencers.	

	 Currently,	the	MHPS	uses	Facebook	to	post	a	daily	summa*on	of	calls	for	service	and	
photo	radar	loca+ons,	inves(ga(on	no#ces	and	organiza*onal	announcements.	These	posts	
are	text-based	and	lack	visuals,	therefore	leaving	the	content	ignored,	dismissed,	or	not	seen	
by	page	followers.	This	plan	recommends	the	inclusion	of	photos,	images	and	videos	and	
proac&ve	community	engagement	in	order	to	develop	collabora/on	opportuni/es	and	grow	
organic	reach.	This	plan	also	recommends	providing	informa(on	directly	to	residents	without	
having	to	rely	heavily	on	tradi.onal	media	outlets.		

	
TWITTER	

Twi$er	is	best	used	to	share	news,	blog	posts	and	GIFs	(Tien,	2018;	Lua,	2017).	Most	Twi$er	
users	are	between	the	ages	of	30-49	years,	have	some	post-secondary	educa,on	and	also	use	
Facebook.	In	2018,	approximately	46%	of	Twi$er’s	users	said	they	checked	the	site	at	least	once	
a	day	(Smith	&	Anderson,	2018;	Tien,	2018).		

	 The	MHPS	has	linked	its	Twi2er	feed	to	its	Facebook	page,	sharing	text-based	updates	
on	both	pla*orms	at	the	same	/me.	This	leads	to	incomplete	tweets	that	include	a	hyperlink.	If	
a	follower	wants	to	read	the	complete	text,	they	must	leave	the	pla6orm	and	go	elsewhere.	Few	
images	are	included	in	the	organiza,on’s	tweets	and	li+le	content	is	curated.	These	prac%ces	
disengage	the	audience	and	make	the	feed	ineffec0ve	in	sharing	informa0on	organically.	This	
plan	recommends	cura.ng	content	from	local	organiza.ons/influencers,	forma7ng	posts	to	
meet	Twi$er	best	prac.ces,	adding	photos	or	images	to	most	tweets,	and	twee"ng	media	
updates.	These	changes	will	help	achieve	the	goals	of	increasing	engagement,	proac5vely	
engaging	community	members	and	reducing	the	reliance	on	tradi3onal	media.		

	

INSTAGRAM	

Instagram	is	best	used	to	share	high-resolu'on	images,	stories	and	quotes	and	is	most	favoured	
by	people	aged	18-34	years	(Worthy,	2018;	Smith	&	Anderson,	2018;	Patel,	2015;	Bergstrom,	
2018).	Police	have	had	success	using	the	pla-orm	to	share	1mely	service	announcements	(i.e.,	
snow	removal	!ps	immediately	a*er	a	winter	storm),	and	behind-the-scenes	images	of	
employees	being	ac/ve	in	the	community	(Cyca,	2018;	Jones,	2016).		
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	 Currently,	the	MHPS’s	Instagram	account	features	inconsistent,	disjointed	images	of	poor	
quality,	which	lack	a	proper	narra#ve.	This	account	has	the	smallest	audience	of	the	Service’s	
three	primary	social	media	accounts	and	has	li2le	follower	engagement	(likes	and	comments).	
This	plan	recommends	a	strategic	approach	to	Instagram,	using	the	pla5orm	to	engage	a	
younger	demographic	(aged	15-23	years)	that	is	considered	to	include	young	community	
leaders.	This	pla$orm	will	be	used	to	achieve	the	goals	of	improving	reputa7on	management,	
developing	more	interac0ons	with	residents	and	reducing	the	reliance	on	tradi/onal	media	
outlets	to	share	informa-on.	

	
SPECIFIC	ACTIONS	
FACEBOOK	

• Add	photos	or	images	to	all	posts:	the	use	of	photos	and	images	has	been	ranked	the	
most	important	tac,c	for	op,mizing	social	media	content,	therefore	increasing	
engagement	and	organic	reach	(Patel,	2015).	
	

• Post	photos	of	MHPS	employees	engaging	in	posi*ve	offline	ac*vi*es	with	
community	members:	pos$ng	photos	of	police	officers	engaging	with	community	
members	increases	the	Service’s	reputa2on	as	an	authen2c	and	approachable	
organiza(on	instead	of	a	faceless	brand	(Jones,	2016).	
	

• Assemble	a	comprehensive	list	of	posi%ve	local	influencers	(individuals	and	
organiza(ons):	iden$fying	local	influencers	who	support	the	Values	and	Mission	of	the	
organiza(on	can	help	achieve	communica(on	goals	in	online	and	offline	se+ngs	
(Sorren'no,	2017).	
	

• Men$on	and	tag	local	influencers	and/or	partner	organiza.ons	at	least	twice	per	
week:	proac&vely	engaging	local	influencers	develops	room	to	collaborate	with	
community	members,	and	encourages	individuals	and/or	organiza6ons	to	also	share	
the	organiza,on’s	messages	on	their	own	networks	(Sorren,no,	2017).	
	

• Post	informa,on	to	Facebook	before	sending	updates	to	media	outlets:	most	adults	
who	use	social	media	say	they	use	Facebook	and	Twi5er	to	stay	updated	on	news.	By	
pos$ng	content	to	social	media	first,	police	can	control	the	message	and	increase	
reputa'on	management	by	appearing	open	with	community	safety	updates	(Jackson,	
n.d.;	Jones,	2016).	
	

• Embed	videos	on	Facebook	page	to	update	community	on	inves5ga5ons,	
organiza(onal	updates	and	community	engagement	opportuni(es:	video	is	the	most	
viewed	and	most	shared	content	on	social	pla*orms.	Pos!ng	videos	featuring	MHPS	
members	with	inves-ga-on	and/or	organiza-onal	updates	provides	an	authen-c	voice	
for	the	organiza-on	and	increases	engagement	(Barnhart,	2019;	Jackson,	n.d.).	
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• Paid	promo*onal	material:	As	a	public	service	agency,	the	MHPS	does	not	have	many	
needs	to	pay	for	online	adver0sing;	however,	the	MHPS	is	currently	hos$ng	a	
recruitment	drive.	This	plan	recommends	using	Facebook	ads	to	call	for	applica9ons,	as	
the	demographic	of	this	audience	matches	that	which	the	Service	is	seeking	in	
candidates.	The	goal	of	the	ad	campaign	is	high	frequency	appearance	to	a	defined	
audience,	driving	users	to	the	Service’s	website.	This	campaign	will	run	for	30	days	with	
a	budget	of	$130.	Facebook	adver5sing	benchmarks	indicate	employment	opportuni-es	
average	$2.72	per	click,	therefore	aiming	for	50	clicks	in	30	days	(Chen,	2018;	“Social	
media	adver)sing,”	n.d.).	This	plan	an+cipates	50	clicks	will	lead	to	25	serious	
considera*ons	and	10	applica*ons.	
	

• Facebook	key	message:	The	Medicine	Hat	Police	Service	is	a	progressive	organiza-on,	
striving	to	strengthen	rela.onships	with	Medicine	Hat	and	area	residents	in	order	to	
increase	public	safety	and	build	community.	

	
TWITTER	

• Write	according	to	the	pla0orm	and	audience:	each	social	media	pla*orm	has	a	unique	
audience	and	op+miza+on	best	prac+ce.	To	maximize	engagement,	tweets	should	be	
between	71-100	characters,	providing	a	complete	piece	of	informa)on	without	forcing	
followers	to	visit	another	pla0orm	(unless	the	pla0orm	is	a	website)	(Cyca,	2018;	
Jackson,	2018).	
	

• Add	photos	or	images	to	all	created	content	tweets:	according	to	Twi$er,	people	are	
three	&mes	more	likely	to	engage	with	posts	that	contain	photos	or	videos	(“What	to	
tweet,”	n.d.)	
	

• Add	#MHPS	and	#medhat	to	each	tweet:	hashtags	help	index	informa2on	and	make	
organiza(ons	more	discoverable	–	this	helps	residents	and	followers	find	relevant	
informa(on	from	the	MHPS	(Osman,	2017).	
	

• Curate	content	from	local	influencers	and/or	partner	organiza(ons	and	men(on	
creators	at	least	five	,mes	per	week:	many	Twi)er	users	check	the	site	mul3ple	3mes	
per	day,	meaning	more	curated	content	can	be	shared	and	conversa5ons	can	easily	be	
sparked	with	strategic	partners.	Pos3ng	curated	content	increases	engagement	and	
makes	the	organiza/on	appear	more	inclusive	to	an	online	audience	(Lua,	2017;	
O’Connor,	2017).		
	

• Post	media	updates	to	Twi/er	before	sending	to	tradi5onal	media	outlets:	
Approximately	40%	of	Twi4er	users	check	the	pla:orm	for	news	updates	–	par$cularly	
breaking	news	updates	(Lua,	2017).	Research	indicates	the	public	primarily	uses	Twi5er	
to	redistribute	updates	shared	by	police	(Schneider,	2016).	Pos$ng	informa$on	to	
Twi$er	before	sending	it	to	media	allows	the	MHPS	to	control	its	message	and	appear	



SOCIAL	MEDIA	PLAN	 	 	 	 	 	 	 	 	 	 7	

more	authen+c	and	open	to	followers	(Jones,	2016;	O’Connor,	2017).	
	

• Key	message:	The	Medicine	Hat	Police	Service	is	a	progressive	organiza7on,	striving	to	
strengthen	rela+onships	with	Medicine	Hat	and	area	residents	in	order	to	increase	
public	safety	and	build	community.	

	

INSTAGRAM	

• Create	a	minimum	of	four	*mely	service	announcements	each	month:	providing	
helpful	(ps	at	relevant	(mes	of	year	provides	value	for	followers,	instead	of	making	
them	feel	as	though	the	organiza1on	is	just	broadcas(ng	informa&on	(ie.,	traffic	safety	
reminders	for	the	first	day	of	school	or	how	to	stay	safe	outside	during	frigid	winter	
storms)	(Jackson,	n.d.).	
	

• Post	photos	of	MHPS	employees	engaging	in	posi4ve	offline	ac4vi4es	with	
community	members:	pos$ng	photos	of	police	officers	engaging	with	community	
members	increases	the	Service’s	reputa2on	as	an	authen2c	and	approachable	
organiza(on	instead	of	a	faceless	brand	(Jones,	2016).	An	example	of	this	is	School	
Resource	Officers	working	with	students	or	Bylaw	Officers	helping	residents.	
	

• Add	a	minimum	of	nine	hashtags	to	each	post:	hashtags	make	organiza/ons	more	
discoverable.	Content-appropriate	hashtags	on	Instagram	help	expose	an	organiza2on	
to	a	larger	audience.	According	to	analy)cs,	Instagram	best	prac%ces	recommend	using	
nine	hashtags	for	each	post	(Osman,	2017).		
		

• Men$on/tag	community	partners	where	applicable:	proac&vely	engaging	local	
influencers	develops	room	to	collaborate	with	community	members,	and	encourages	
individuals	and/or	organiza/ons	to	also	share	the	organiza/on’s	messages	on	their	own	
networks	(Sorren,no,	2017).	
	

• Key	message:	The	Medicine	Hat	Police	Service	is	a	progressive	organiza.on,	striving	to	
build	and	grow	new	rela.onships	with	younger	Medicine	Hat	and	area	residents	in	
order	to	increase	public	safety,	encourage	posi4ve	leadership	development	and	build	
community.	

	

EVALUATION	
The	success	of	this	social	media	plan	will	be	evaluated	in	three	categories:	Output,	Ou9ake	and	
Outcome.	

OUTPUT	

The	primary	changes	to	be	made	to	Facebook	and	Twi6er	include	the	addi9on	of	photos,	
images	or	videos,	proac!ve	engagement	with	posi%ve	local	influencers	and	an	increase	of	
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informa(on	being	shared	on	social	media	prior	to	being	given	to	tradi-onal	media	outlets.	The	
success	of	this	plan	will	rest	on	the	amount	of	created	content	provided	by	the	organiza8on	
and	the	amount	of	energy	put	into	connec$ng	with	partner	organiza$ons.		

	 This	plan	will	evaluate	the	number	of	posts	created	by	the	organiza9on	each	month,	the	
appropriateness	of	each	post	to	its	respec.ve	pla1orm,	and	the	number	of	posts	featuring	
curated	content	from	relevant	sources.	This	plan	will	also	evaluate	the	strategic	use	of	
Instagram	and	the	crea.on	of	.mely,	relevant	and	engaging	visual	content	showcasing	the	
police	service	in	posi,ve	offline	ac,vi,es.	

OUTTAKE	

This	plan	will	evaluate	what	followers	have	taken	from	the	organiza(on	based	on	online	
engagement	(shares,	retweets	and	comments)	and	the	content	of	responses	and	follower	
posts.	The	success	of	proac&ve	engagement	by	the	organiza&on	will	be	measured	by	whether	
or	not	local	influencers	respond	to	men1ons	and	tags,	and	whether	or	not	they	share	MHPS	
content	–	and	if	so,	what	their	messaging	says.		

The	organiza(on’s	objec(ve	to	reduce	reliance	on	tradi(onal	media	will	be	evaluated	by	
whether	or	not	members	of	local	media	and	general	public	share	updates	with	their	own	
networks.	Of	more	importance,	however,	will	be	a	review	of	the	comments	included	in	those	
shares	or	retweets.		

This	plan	will	evaluate	the	goal	to	increase	the	public	sa-sfac-on	rate	and	collabora'on	
opportuni(es	by	reviewing	the	types	of	requests	received	by	the	Service	to	engage	with	
community	members.		

OUTCOME	

This	plan	will	evaluate	the	tangible	results	of	the	outlined	objec7ves	and	tac7cs	by	reviewing	
analy%cs	and	the	number	of	shares,	retweets,	likes	and	comments	made	on	posts.	The	number	
of	Instagram	followers	the	organiza2on	has	in	120	days	will	help	evaluate	the	success	of	the	
Instagram	strategy.	The	number	of	Facebook	ad	clicks,	website	visits	and	recruitment	
applica&ons	received	will	help	evaluate	the	success	of	the	paid	adver&sing	campaign	included	
in	this	plan.	
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