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https://www.cabq.gov/technology-innovation/city-of-albuquerque-service-desk
https://sharepoint.cabq.gov/dfas/isd/WebTeam/_layouts/15/start.aspx#/


Why Do Users Visit cabq.gov?

People visit cabq.gov to get something done.

Knowing why users visit your site helps to 
determine how to organize your information.

Below is some of the most sought information on 
the website. It shows the task users want to 
accomplish and the tool they use to do it. Notice 
that it is not information about a service that is 
needed, but how to complete the task and 
answers to questions.



What Makes the Site?
The website is a lot of varied information from 
many content experts. It is essentially many 
websites in one.

•

•

•
•

•
•
•
•



Section Blocks

•
•
•

•
•
•



WCAG – Overview

•
•
•



WCAG – Screen Readers

•
•

•

Think WebCrawlers like chatbots, siri, google seo



WCAG – Alt Text for Images

•
•
•
•

•

•

Ask yourself, if the image were deleted, what important 
content would be lost?



WCAG – Alt Text Cheat Sheet



WCAG – Alt Text Cheat Sheet



WCAG – Alt Text Cheat Sheet



WCAG 
Alt Text Cheat Sheet



WCAG – Alt Text Cheat Sheet



WCAG – Alt Text Cheat Sheet



WCAG – Alt Text Recap



WCAG – Plain & Robust Language



WCAG – Links

•

•

•

•

•

•

•

https://cabq.zoom.us/j/81037


WCAG – Formatting

•
•

•
•

See cabq style guide



Web Team Knowledge Base
Different needs for different sites. 
Email us any time!



Knowledge Base Examples

•
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•

•

•
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•
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•

•

Link to Web Team Training and Resources

https://sharepoint.cabq.gov/dfas/isd/WebTeam/_layouts/15/start.aspx#/


All Digital Engagement Resources

•

•

•

•

•

•

•

•

•

•

•

•

•

http://www.cabq.gov/servicedesk
http://www.cabq.gov/
http://www.cabq.gov/servicedesk


Decisions Based on Data

•
•



Google Analytics



Crazy Egg Analytics



Questions & 
Comments



Social Media Annual Training
FOR THE CITY OF ALBUQUERQUE



Welcome to our first social media annual training! 

Our overarching goal is to empower all of our social 
media contributors with the knowledge, tools, and 
resources to produce amazing, informative, 
compelling, consistent, and accessible content 
across all the major social platforms.

This training will be broken up into three sections:

• Rules

• Knowledge Bases

• Tools

This training will not cover it, but we are all required 
to adhere to our Legal Social Media Policy.

Approval (plus a form) is required for any new social 
media account.

Introduction

https://codelibrary.amlegal.com/codes/albuquerque/latest/albuquerque_nm_admin/0-0-0-35520


HASHTAGS
1. Always include #OneAlbuquerque, unless space is at an absolute 

critical.

2. Always use title case for hashtags, #OneAlbuquerque, not 
#onealbuquerque.

3. Generally, avoid super generic hashtags.

4. For Twitter/X: 1 or 2 hashtags.

5. For Instagram: No more than 5 hashtags, (including #OneAlbuquerque). 
Use a department hashtag (#CABQSeniors) and an optional small 
selection of highly relevant hashtags (#TwinkleLightParade). 

6. For Facebook: Use at your personal discretion., though no more than 5. 

7. For Threads: Limit to #OneAlbuquerque unless there is a campaign-
critical hashtag. Remember, only the first hashtag works.

8. For all platforms, generally avoid super generic hashtags.

Rules



HASHTAGS - Quiz
• Which instance of hashtags is correct and which 

is incorrect? Why? 
• List the issues to fix.

Rules

EXAMPLE 1
#onealbuquerque 
#downtowngrowersmarket 
#farmers_market #SUNDAYFUNDAY

EXAMPLE 2
#OneAlbuquerque 
#DowntownGrowersMarket



BRANDING
1. Use the provided Canva/Adobe templates (available in the Marketing 

Onboarding document) for most post graphics. These are excellent for 
most announcements, events, and standard posts. Exceptions are 
welcome, but should typically come in the form of stand-alone photos.

2. Use or consult your department’s graphic designer for situations 
outside of the above, like special event flyers. If you do not have a 
graphic designer and are designing it yourself, please.
• Follow point 1 as closely as possible.
• Aim to make your design as simple with as little text as possible. 
• Always use consistent branding.
• Use our brand fonts (Publica Play and Proxima Nova, both of 

which can be provided to you)
• Use your department’s One Albuquerque logo color for 

flyers/social graphics with text.

3. Get Mayor’s Office approval for any graphic that does not use a 
provided template.

Rules



BRANDING
4. Always include your One Albuquerque logo with your 

department established logo (ABQ RIDE, ACS, etc.), if 
you have one.

5. Remember, text is difficult to read on mobile and the 
more text on a graphic, the less likely any of it is to be 
read. Practice trimming out text, not adding additional 
text.

6. All writing you do for the City, whether it’s on the 
website, a flyer, or social caption, must adhere to our 
Writing Guide and Formatting Guide.

Rules



Branding - Quiz
• What is wrong with this flyer/social graphic?

• List the issues to fix.

Rules



LINKS
1. If tracking is desired or required, use a link shortener service 

like bit.ly. Hootsuite’s built-in option is owl.ly.

2. If no link tracking is needed, aim to use the shortest version of 
you cabq.gov link as possible. Vanity URLs can be made for 
most pages. Contact webteam@cabq.gov. Example: 
cabq.gov/fireworks

3. https, www, etc. are not required for links both in caption form 
or on flyers/graphics. https://www.cabq.gov/dmd

4. Note that, in most instances, links in post text negatively 
impact the post’s reach/engagement. This is not to say never 
use links – if there is critical context required or an action that 
needs to be taken (registration, for example), a link is likely 
necessary. Be mindful of their usage and omit if practical.

5. Remember, there are “link in bio” options that are free such as 
Linktree (linktr.ee). These are easy to set up, though your 
audience will need regular reminders to click your “link in bio”. 
Never post URLs in IG captions.

Rules

IG

X/Twitter

mailto:webteam@cabq.gov


LINKS - Quiz
• What is wrong with the linking in these two 

examples?
• List the issues to fix.

Rules

X/Twitter IG



POST/CAPTION TEXT
1. Always include some post text on all platforms regardless of 

the post or subject matter.

2. In general, shorter is better. Be clear, concise, but thorough.

3. Remember to keep the City Voice Guide in mind.

4. Refer to yourself as “we” (not “I”). You are posting on behalf 
of a department; the plural is always assumed.

5. Remember to reference the City Writing Guide for correct 
formatting on things like dates, addresses, times, etc.

6. Always use proper grammar. Avoid capitalizing words that 
are not proper nouns. For example, an evening walk would 
not be capitalized, but the Open Space Sunrise Hike would 
be, as it’s the name of a branded event, not a generic activity.

7. Avoid using excessive all caps or more than one or two 
emojis in a row.

Rules



POST/CAPTION TEXT
• What is wrong with the caption text in 

this example?
• List the issues to fix.

Rules



POST FREQUENCY
1. As a general rule of thumb, aim for at least once a week on 

all profiles you maintain. 

2. Post quantity is important but just as important is post 
consistency. This will vary by department, and leadership will 
help you set appropriate goals. Regardless, a plan is strongly 
recommended as is consistency within that plan. Remember, 
all social platforms reward consistency. Find a schedule that 
works for you and stick with it.

Rules



ALT TEXT/CAPTIONS
1. Always include alt text on every image on every social 

platform. 

2. Captions and a transcript are also required for all videos. 
Many platforms like Facebook include automatically 
generated captions, but these must be reviewed for 
accuracy and corrected as needed. These generate “live 
text” captions (like YouTube) which are ideal. If this 
option is not available, including captions on the video 
file itself is an acceptable second option.

3. Always remember our audience is every resident, 
regardless of their abilities. Be considerate of what your 
video will “look” like to someone who cannot see. What 
would they like to hear about in their screen reader 
through the post text transcript? What about someone 
who is deaf? Can they read all of the conversation that 
occurred in the video either on the video itself or in an 
easily accessible transcript?

Rules



SOCIAL MEDIA SHAREPOINT
1. Includes all of our group presentation files, the social 

media rules, City Voice Guide, and much more.

2. https://sharepoint.cabq.gov/dfas/isd/WebTeam/Social%2
0Media%20Documents/Forms/AllItems.aspx

3. This also includes how-tos and other learning material.

4. Additions and suggestions are always welcome!

Knowledge Bases

https://sharepoint.cabq.gov/dfas/isd/WebTeam/Social%20Media%20Documents/Forms/AllItems.aspx


ONE ABQ BRANDING FILES SHAREPOINT
1. Includes all of our Canva/Adobe templates, your One 

ABQ logos/department logos, our brand fonts, 
PowerPoint templates (like this one), and more.

2. https://partner.cabq.gov/mayor/_layouts/15/start.aspx#/
One%20ABQ%20Branding%20Files/Forms/AllItems.asp
x

Knowledge Bases

https://partner.cabq.gov/mayor/_layouts/15/start.aspx#/One%20ABQ%20Branding%20Files/Forms/AllItems.aspx


SMC RESOURCES GOOGLE SHEET
1. This contains many tabs with links to helpful tools 

like stock photo sites, writing resources, blogs, 
vendors, and more.

2. https://docs.google.com/spreadsheets/d/1FTaldpI
Yr_0RtT-
BSKV93sb6wIZ6WMpKc0Y6LtsJumU/edit?usp=sh
aring

3. Suggestions and additions are always welcome!

Knowledge Bases

https://docs.google.com/spreadsheets/d/1FTaldpIYr_0RtT-BSKV93sb6wIZ6WMpKc0Y6LtsJumU/edit?usp=sharing


CITY WRITING & FORMATTING GUIDES
1. The City has a writing standard, particularly 

with how we format who/what/when/where 
data like dates, streets, etc. and we must 
adhere to this standard for any and all writing 
we do behalf of the City. This includes your 
flyers, social media captions, website text, 
etc. Much of this is written with accessibility 
and WCAG compliance in mind. 

2. Visit cabq.gov/website for the writing guide, 
formatting guide, and more.

Knowledge Bases



HOOTSUITE
1. Our current social scheduler. 

2. You can make draft posts, plan out your calendar, 
do multiple social posts at once, easily add alt 
text, review your analytics, and more.

3. All primary social contributors should have an 
account. Please reach out if you need one.

4. Hootsuite Bootcamp: 
https://education.hootsuite.com/users/sign_in

5. If you’d like a personalized training or other one 
on one assistance, the reps assigned to our 
accounts would be happy to help. 

TOOLS

https://education.hootsuite.com/users/sign_in


CANVA
1. A web-based design tool that has a wealth of free 

templates for static graphics and video content.

2. Though their free account is limited, it’s still quite 
powerful and the best option short of 
having/knowing the Adobe suite. Consult your 
manager/fiscal folks to see how to best obtain a 
paid subscription, if possible.

3. Canva also has built-in accessibility tools, an 
option to share, print design templates, charts, 
and more.

TOOLS
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