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Trusted- Valued- 
Loved 

 
Relationship Issue! 



 2 Important Relationships in a 
Parks and Recreation Environment 

 
 

Your Agency – The Public 
 

Your Agency – Those that Govern You 



Ø  Build a Foundation of Respect and Appreciation 
Ø  Really Listen 
Ø  Establish a Win-Win situation (Relationship Wins) 
Ø  Staying Involved with Each Other 
Ø  Never stop Communicating 
Ø  Be open to change and New Things 
Ø  Learn how to respectfully resolve conflict 
Ø  Don’t ignore problems 
Ø  Be sensitive to what your partner likes 
Ø  Mutual Respect 
Ø Trust 
Ø Honesty 
Ø Support 



1.  Build a foundation of respect and 
appreciation 

2.  Be Sensitive to what your partner likes 
3.  Never Stop Communicating 
4.  Don’t Ignore Problems – Resolve Conflict 
5.  Build Trust – Honesty – and Support 



�  What is it that you are being asked to 
respect and appreciate?  



�   The Public 
�   The people that Govern You 

Who is it that you would like to have 
Respect and Appreciate you.  





�  Mission 
�  Vision 
�  Values 



  
The Charleston County Park & Recreation 
Commission will improve the quality of life 
in Charleston County by offering a diverse 
system of park facilities, programs, and 
services.  



 
All Charleston County residents and guests, 
regardless of income level, ethnicity, ability, 
or age, will be able to readily access and 
benefit from enjoyable, healthy, educational, 
cultural, and environmentally sustainable 
activities and experiences offered through 
the Charleston County Park and Recreation 
Commission’s  facilities, programs, and 
services. 



Through careful planning and analysis, 
Charleston County Park & Recreation 
Commission provides quality park 
facilities for the citizens of Charleston 
County, while protecting the natural and 
cultural resources. In keeping with the 
mission of our agency, thoughtful park 
planning ensures that we continue to 
improve quality of life for future 
generations.    



Community Enrichment 
Fun 
Leadership 
Exceptional Service 
Quality 
Safety 
Diversity 
Health and Wellness 
Accessibility 
Stewardship 
Building a Legacy 
 





What business are you in?  
 

Public Service 
 

Social Service 





�   Comprehensive Parks and Recreation Plan 
�   Survey  
�   Pay Attention 
�   Go in to the Community to ask? 
�   What is your “competition” doing? 
�   Attendance Figures 





�  Address Obstacles 
 

 1. Direct Contact 
 2. Written Periodic Report 
 3. Advisory Group 
  



Find out what they are interested in. 
 

  1. Meet individually 
  2. Know who these people are 
  3. If a Committee Structure -Retreat
  



 Social Media 
 

Never Stop Communicating 



�  Over a billion monthly active users 

�  618 million daily active users on average  

�  680 million monthly active mobile users  

�  Average age is 35 

�  Fastest growing demographic is women 
55+ 

�  11 million businesses using Facebook 
Pages 

Why Social Media ? 



� Visitor ‘liking’ the page 
� Leaving a comment 
� Sharing your status 
� Posting a link 
� Liking a post 

Make your posts ENGAGING 



�  Tweet about your programs 
memberships, and special events 

�  Provide updates about cancellations, 
hours, closures, etc.  

�  Search for mentions of your agency, 
parks, facilities, programs 

�  Interact with customers who have 
questions 

�  Live tweet during events with 
predetermined hashtag 

�  Interaction with media can be valuable 
publicity 



A Picture is worth a 
thousand words. 

As you post…Remember, 

















Fans want to know that you’re 
listening, and many social media 
managers often overlook this.  

•  Answer questions asked or simply 
say, “Thanks!”  

•  Be sure to tag the fan in your 
response so he's notified of the 
response.  

•  The fan will often “like” your 
comment, thus continuing the 
conversation and further boosting 
your visibility.  



•  Let your fans get to the people behind the programs and 
your agency culture. 

•  You might be surprised by the response! 

Or at least pretty good practices, most of the time. 











•  Be in the moment 



•  Be in the moment 



•  Be thankful 



•  Be thankful 



•  Be thankful 



•  Be sponsor smart 



•  Be generous 



•  Be flirty 



•  Be silly.  (Sometimes and very carefully.) 







�  Keep it short and sweet 

�  Always respond to 
@mentions 

�  Vary your tweets 

�  Make sure your retweets 
reflect your agency’s values 

�  #Don’t #hashtag #every 
#word #in #the #tweet  
#annoying 

�  Space them out 

�  Shorten those links (bitly) 



“80% of the content you publish or share should 
pertain to things that really matter to your 

audience. The other 20% can be about your 
products and services.” 

Why? 

•  No one wants to hear a sales pitch from you every 
day. 

•  We’re conditioned to ignore a lot of blatant sales 
content. 

•  Keep fans interested and encourage new fans 
with a well-rounded social media campaign. 



Upset 
People 





Quick 
Information 



•  Sometimes it’s necessary 
to take the conversation 
off of Social Media in 
order to get the details, 
but bring it back if there 
is a satisfactory resolution  

•  Encourage them to email 
you so you can help or 
have the appropriate 
person respond. 



•  It’s OK to be silly and 
edgy. 

•  Sometimes, and very 
carefully. 



•  Always respond in a 
timely manner, but 
make sure you get 
your facts straight 
first. 

•  Don’t get into a 
“back-and-forth” 
discussion. 

•  Turn a negative into 
an opportunity to 
make a true fan. 

 



















•  Fans are customers looking for deals, news, and 
community. 

•  Use Insights to find out who your audience is and to 
what they respond. 





EdgeRank  
EdgeRank is the algorithm used by Facebook to determine 

the most news feed-worthy content. Three factors 
determine the value of your post: affinity, weight, and time. 
 

•  Affinity: Based on how often a fan has engaged with your brand content in 
the past, including page visits. 

•  Weight: Determined by the type and quantity of engagement your post 
receives (e.g. Likes, comments).  

•  Decay: As your content ages and engagement wanes, it becomes less 
relevant and therefore less likely to appear in a user’s news feed.   

EDGERANK IS DEAD. 



EdgeRank  
EdgeRank is the algorithm used by Facebook to determine 

the most news feed-worthy content. Three factors 
determine the value of your post: affinity, weight, and time. 
 

•  Affinity: Based on how often a fan has engaged with your 
brand content in the past, including page visits. 

•  Weight: Determined by the type and quantity of engagement 
your post receives (e.g. Likes, comments).  

•  Decay: As your content ages and engagement wanes, it 
becomes less relevant and therefore less likely to appear in a 
user’s news feed.   



News Feed Algorithm  
Facebook recently made changes to help provide a better 

experience for users.  
 

Result: more difficult for marketers to have their content 
seen 

 

•  Facebook has begun to prioritize content from the people 
that users engage with the most. 

•  On any given day, when a Facebook user visits the news 
feed, there are an average 1,500 possible stories it can 
show, depending on how frequent a liker you are.  















•  Searching for 
mentions of your 
programs or 
facilities can lead to 
interesting 
discoveries. 

 





�  Conflict with those that Govern us. 
 

�  Conflict with the Public 





�  Be Reliable – Do what you say 
�  Honor all of your Promises 
�  Speak from the Heart 
�  Volunteer Information 



�  Where are your tax dollars going 
�  Are they being spent on what the public 

desires.  



0 

50,000 

100,000 

150,000 

200,000 

250,000 

Passive 
Parks 

Youth 
Athletics 

Adult 
Athletics 

Youth 
Programs 

Adult 
Programs 

Senior 
Programs 

Special 
Events 

Arts 
Programs 

Aquatics Camps 

Expenses 

Revenue 

Attendance 



 

Ø  Know who you are 
Ø  Pay close attention to what the public wants 

and what your elected  people want. 
Ø  Find way to stay in constant communication 

with those you serve 
Ø  Don’t let problems simmer – Resolve them 
Ø  Be an open and honest agency 



torourke@ccprc.com 


