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• This ethics session has been created by presenters in order to 

provide general education materials regarding the AICP Code of 

Ethics and Professional Conduct.  

• Although scenarios, sample problems, and question-and-answer 

sessions are an important part of identifying various code 

provisions, please note that only the Ethics Committee is 

authorized to give a “formal advisory opinion” on the propriety of 

a planner’s proposed conduct (Ethics Code, Section C.3). 

• Please direct any queries or suggestions regarding the AICP Code 

of ethics and Professional Conduct to AICP’s Ethics Officer, Jim 

Peters, at ethics@planning.org.

• For more information, visit www.planning.org/ethics.

Advice on Conduct



• Reach new audiences

• Disseminate more information 

• Disseminate different types of information

• Facilitate community discussion

• Two-way dialogue

• Speed

• Cost

Why Use Social Media?



• Growing use of social media for planning applications

• Use of social media creates new ethical and legal situations

• Inclusiveness/exclusivity

• More timely and complete information/outdated information

• Lack of privacy/potential anonymity

• “Sunshine Law” violations

Why Discuss Social Media and Ethics?



• Potential for finding your mistakes 

“on the front page of the paper” with 

no help from the media

New pitfalls, including…



• Planners, attorneys, others?

• Public sector, private sector?

• Personal and/or professional use of social media?

• Extensive or limited use?

• What types of social media?

• Are you considering use of social media personally or in the 

workplace?

Your Experience and Interests



WHAT
IS
SOCIAL
MEDIA?



Officially, social media is “an umbrella term

that defines the various activities that integrate

technology, social interaction, and the construction

of words, pictures, videos, and audio.”

http://www.wikipedia.org

http://www.wikipedia.org/


#1.
SOCIAL MEDIA IS

HUGE.
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500 BILLION.
The number of minutes spent on Facebook per month.

LAST YEAR, THAT NUMBER WAS A MEASLY 150 BILLION.



25 BILLION.

The amount of content
(web links, news stories,
blog posts, notes,photos, etc.)
shared each month on Facebook.

THAT’S MORE THAN 6X
LASTYEAR’S VOLUME.



500

9

BILLION.

The number of peer influence 
impressionsAmericans
generate per year
viasocial media.

62%of those impressions
come from Facebook.



24
HOURS.
The amount of video
uploaded to YouTube
every minute.

THAT’S MORE THAN DOUBLE
LAST YEAR’S VOLUME.



2 BILLION.
The number of YouTube videos viewed per day.

THAT’S TWICE
AS MANY
AS LAST YEAR.



4 BILLION.
The number of images hosted on Flickr.

1

2

THAT’S 13X MORE THAN THE LIBRARY OF CONGRESS.



ONE-THIRD.

1

3

The proportion of women aged 18-34
who check Facebook when they first
wake up—even before going to the bathroom.



NINETY-FIVE.

1

The percentage of companies using LinkedIn
to find and attract employees.

59%useFacebook and 42%useTwitter.



1 in 6.

The number of marriages last year between
people who met through social media.

THAT’S MORE THAN TWICE THE NUMBER OF PEOPLE WHO
MET AT BARS, CLUBS,AND OTHER SOCIAL EVENTS COMBINED.



27 MILLION.
The average number of “tweets” per day on Twitter.

THAT’S 8X LASTYEAR’S VOLUME.



7 HOURS.

The time it took for LeBron James to amass
his first 150,000Twitter followers.

It took Bill Gates 8hours to reach100,000.



Satirical (anonymously-run)
BPTwitter account:

180,000 followers.

http://www.twitter.com/BPGlobalPR

BP’sofficial Twitter account:
16,000 followers.

http://www.twitter.com/BPGlobalPR


SOCIAL MEDIA IS

REDEFINING
VIRTUALLY
EVERYTHING, 
INCLUDING
(BUTNOT LIMITEDTO)...



Social Media 
Best 
Practices
1. Train everyone. 
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1. Train everyone.
2. Create a content

calendar.
3. Crisis control

during timely
events.

4. Be transparent and 
forthright.
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Social Media 
Best 
Practices
1. Train everyone.
2. Create a content

calendar.
3. Crisis control

during timely
events.

4. Be transparent
and forthright.

5. Follow social media 
standards for copyrights.







• Founded in March 2006 to increase 

public awareness about the urban core 

and promote fiscally sustainable growth 

in Jacksonville

• Online blog + interactive discussion 

board

• Focus on niche market

• 1 million page views

About Metro Jacksonville



• Attract a following

• Develop credibility

• Become politically 

influential

• Tactical urbanism

Challenges



• Daily original content

• Social media integration

Success – Attract a following



• Utilization as a community voice

• Tactical urbanism

• Local media partnerships

Success – Developing credibility



• Laura Street Streetscape

• Courthouse Plaza

• Fuller Warren Bridge Shared Use Path

Success – Politically influential



• Pub crawls

• Jax Truckies

• Preservation SOS

Success – Tactical Urbanism



• Forum moderation

• Plagiarism

• Copyright infringement

• Original mission vs. 

person gain

Unintended ethical dilemmas



• Establishing an ethics-based 

business plan

• Integrating ethics-based 

bylaws

• Internal corporate 

restructuring

• Be willing to start fresh

Best practices: getting back on track



































• Harland, a realtor, is one 

of five members of the 

Hudson Plan Commission. 

• After a Commission 

meeting, he posts an item 

on his Facebook page 

about a development 

proposal. 

• He hopes to get some 

reactions from Facebook 

“friends” in Hudson. 

Social Media



• Included in the long thread of 

comments on Harland’s Facebook 

page are some from two of his 

fellow Commission members. 

• Harland replies to these 

comments and a 

back-and-forth exchange ensues.

• Dan, AICP, the planning director 

of Hudson, 

sees the Facebook posts.

Social Media

Dan, AICP



Q: Are there any ethical concerns that 
Dan should have?

Q: What should Dan, AICP, say to 
Harland, even though he is not a 
planner? 

Questions

Harland



• Dan may want to brief Harland—and his fellow 
Commission members—about citizen participation 
issues.

Ethical Principles for Planning (for planning process 
participants): “Strive to give citizens (including those who 
lack formal organization or influence) full, clear, and 
accurate information on planning issues.”

Principle #1e: “Participation should be broad enough to 
include those who lack formal organization or influence.”

Principle #1h: “We shall deal fairly with all participants in 
the planning process.”

(Continued next slide)

Ethical Issues



• Dan should check state and local “Open Meetings” laws, since three 

Commission members, including himself, were commenting about a 

project outside of a public meeting. 

(See next slide for an additional question)

Ethical Issues



Q. Is Facebook an adequate and 
appropriate forum for public 
engagement?

Q. Are there any potential problems—
and advantages?

Questions



You are a planner employed by a county government, and you are 

assigned primarily to writing staff reports for rezoning proposals and 

reviewing site plans for land development permits. In the course of 

your work you have interacted with numerous other professionals. 

You are a member of Linkedin (a professional network), which 

identifies you as a county planner, and you are interested in 

expanding your connections. Your connections are available for 

viewing by the public.

Public Planner Connects With 
Development Community on LinkedIn



You receive invitations to connect on LinkedIn from the managing 

partner of a real estate development firm, a land-use attorney who 

frequently represents rezoning applicants in the county, and a civil 

engineer for a firm that commonly prepares land development plans 

for property owners and de- velopers in the county. You have 

worked with all of these professionals as county planner, so you 

accept them as connections. Are there any ethical implications or 

issues associated with accepting these invitations to connect? 

(Credit: P. Salkin)

Public Planner Connects With 
Development Community on LinkedIn



• Discussion

• Consider potential for an 

appearance of a conflict of 

interest outside the narrow 

context of the literal wording 

of a given principle.

• Could a connection with 

someone on Linkedin present 

opportunities for ethical 

mishaps (enables private 

communication)?

Public Planner Connects With 
Development Community on LinkedIn
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