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Has your department conducted 
a website audit recently? What 
used to be a task to undertake 
every two or three years almost 
needs to be performed annually. 
Now, with the constant growth 
of interactive features, new ways 
to connect with customers and 
the public’s vast appetite for 
real-time promotions and entic-
ing content, we need to remain 
current. While it may be a chal-
lenge to keep pace with the 
expanding array of social media 
tools and digital marketing 
tactics, it is manageable to pri-
oritize and choose what online 
marketing tools work best for 
your department’s needs and 
services and which features can 
be incorporated into your home 
page and ancillary links. 

Last year, when the city of Chandler opened 
its new City Hall campus in the heart of 
downtown, an interdepartmental commit-
tee was formed to develop a new website and 
assess its needs, features and functions. The 
group set out to redesign the look and feel of 
the site. The process took several months and 
was unveiled in February 2011. Soon after, the 
Chandler Recreation Division began looking 
for ways to enhance the design and content of 
its specific facility and program Web pages. 

members experimented with the new elements 
and parameters of the site, resulting in a more 
colorful, welcoming and easy-to-navigate site 
for residents and visitors to find program and 
facility information.

Enhancing the 
User Experience
Until recently, the recreation website provided a 
comprehensive list of links to programs, activi-
ties, special events and facilities. The new look 
and features added a stronger visual “punch” 
with more color, up-to-date news, event video 
previews and action photos. A divisionwide 
committee of content managers and informa-
tion specialists compiled suggestions, needs and 

They aimed to implement the new features and 
improved functionality within the parameters 
of the city’s content management system, archi-
tecture and information technology policies. 

The discussion began with the basics of how to 
reorganize the main header, the viewing focus 
area and complementary informational fea-
tures. The Web specialist developed a graphical 

photos with accompanying social media links 
and updated existing elements such as a wel-
come message, an event calendar, application 
forms and frequently asked questions.

Content Curation
Once you establish a new look and feel for 
your Web page layout, the next major priority 
is managing the overall content on the site. It 

-
ing; editing; compiling; and, most important 
of all, scheduling the posting of information, 
stories and photos that will help market your 
programs and services. Staying current with 

the social channels or applications selected is 
important to maintain information flow, moni-
tor customer conversations and participate in 
content-sharing. Patience, diligence and accu-
racy are also core virtues for online content 
managers, as they distribute the information 
and visuals, engaging in conversations with 
customers to enhance their experience and bol-
ster the brand of the department and its values 
and services.

Showcasing Visual Stories
Since the home page needed a stronger visual 
introductory element, the redesigned page was 
focused around a larger action-driven photo 
gallery highlighting upcoming events or sea-
sonal programs that would appeal to users. 
The Web specialist advised using three or 
four activity photos with captions that rotated 
every five seconds to show the variety of 
recreation opportunities. Every two months, 
the primary photos are changed to reflect the 
current need for promotions. The photos are 
also linked to the respective facility or pro-
gram Web page the image represents for direct 
access to more information. Another option to 
consider for this feature is to upload historical 
or unusual photos that correspond to a special 
event or upcoming anniversary. 

Leveraging Video Versatility
Another strong visual addition to the new 
home page was the integration of a YouTube 
channel with a gallery of 190 videos to include 
the department’s bimonthly television show, 
video tours of parks and facilities and cover-
age of special events. The video library was 
cultivated during a three-year period dating 
back to January 2009, when the channel was 
initiated. By embedding a viewing widget and 
a YouTube shortcut on the home page, visitors 
can watch samples of the many activities and 
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facilities without leaving the page. Another 
way to enhance short-term marketing needs 
is to alternate the featured main video on the 
channel, which will spotlight the next event 

youth camps. YouTube has many user-friendly 
settings with the ability to arrange and sort 
your favorite videos according to your needs.

Incorporating Social- 
Media Widgets
With the main page reconfigured displaying 
a more compelling photo “welcome mat” and 
a focused eye on managing the content on a 

information via the supplemental social media 
sites. As the spectrum of social media outlets 
have cemented their dominance in disseminat-
ing real-time information for many types of 
organizations and government agencies, the 
display of these platforms has become stan-
dard in the form of small graphic icons, often 
referred to as “chiclets.” A row of three boxes 
with icons was added under the rotating main 
photo header. The first box features upcom-
ing special events links and icons linking to 
Facebook, Twitter, YouTube and the monthly 
newsletter signup. The middle box is an 
embedded widget of the latest video available. 
It scrolls through a “favorites list” or directs 
users straight to the main YouTube channel. 
The third box shows the real-time Twitter news 
feed for the latest reminders, photos or links to 
media coverage.

Multi-Purposing Online 
Media Coverage
Another great avenue for generating exciting 
content for your website is through local media 
outlets and publications. By compiling news 
briefs, event previews, feature stories or edito-
rial columns from community newspapers and 
family-oriented magazines, you are able to har-
ness valuable press coverage and maximize its 
reach through posting links on your channels 
and your website’s news section. Just remember 
to give the proper credit where the content was 
originally published. By using these published 

with stories from the Chandler Republic, the 
East Valley Tribune and the SanTan Sun News.
 
This is a win-win approach to spreading the 
good news to your customers: you are provid-
ing a promotional boost to the publications 
covering your community and further dis-
seminating great exposure of the department 
without having to generate it from scratch. 
Other types of content could include event 
photo galleries, calendar listings or spotlights 

Another way to support the ongoing develop-
ment of content is to write freelance stories or 
guest columns for local online news outlets 
and then create a link to the website. 

Additional News Buttons 

“Playful City USA” to showcase the city’s 
status as a recipient of this honor from the 
KaBOOM! parks and recreation nonprofit 
organization in Washington, D.C., for five 
consecutive years. Linking out to awards 
or partner organizations is a good way to 
cross-promote achievements and community 
program successes. Another button link was 
included on the home page that directs cus-
tomer to the most recent monthly newsletter, 
which was initiated in August 2008 but wasn’t 
available as a link on the site until spring 2011. 
Adding this icon was an easy function through 
the Constant Contact e-mail service, and it 
helped to further cross-promote upcoming 
programs and events. Each month, after the 
newsletter is distributed to more than 2,000 
subscribers, the link is also posted on Facebook 
and Twitter.

Mobile Meets Social
As consumer marketing becomes more mobile, 
there are ways to leverage the convenient 
information-sharing services that characterize 
a lot of smartphone usage. You can optimize or 
alphabetize your website’s smartphone settings 

so make friends with your IT department to 
make this one happen. You can simplify facil-
ity sites in these smartphone formats so that 
hours of operation, fees and phone numbers are 
brought to the top of the Web page. With the 
recent popularity of the geolocating social site 
Foursquare, many customers may be check-
ing in and rating your facility on their phones, 
and you may not even realize it. You can claim 
your facility on Foursquare like Google Places 
to help better track and measure the activity 

incentives or discounts where feasible. Using 
Foursquare can present another potentially 
valuable forum to communicate with custom-
ers and respond to questions or concerns.

Wrapping It Up
Since your website is often the most visible 
marketing channel to your customers, making 
your design and content compelling, current 
and colorful goes a long way toward enhanc-
ing the user experience, presenting organized 
information and encouraging registration and 
participation. It’s a major endeavor to keep a 
single site up to speed each year on the latest 
technology and best practices, but deploying 
regular updates and making improvements on 
a monthly or quarterly basis will keep every-
thing fresh and inviting when showcasing pro-
grams and services. 

Liam O’Mahony is an information specialist with the 
City of Chandler Community Services Department. He 
can be reached at liam.o’mahony@chandleraz.gov. You 
can follow @ChandlerRec on Twitter and find Chandler 
Recreation on Facebook and YouTube.


