
















                                   MONTGOMERY FIRE DEPT. 
                                               DIVISION OF FIRE PREVENTION 

 MONTHLY INSPECTION REPORT 

February -2016 

 

OCCUPANCY CLASS      TOTALS                                          

 

 Initial Re-inspections Total 

RESIDENTIAL   ____________________         0  0                  0 

PUBLIC BUILDINGS  _______________   4  2     6 

HEALTH CARE FACILITIES  ________       18    6                           24 

CHILD CARE FACILITIES  __________    0                                0                             0  

EDUCATIONAL BUILDINGS  ________   1    0 1 

CHURCHES  _______________________                     0                     0         0  

MERCANTILE  ____________________   35                               11                          46  

Sub Totals:  ________________________    58                               19                          77 

 

Other Misc. Inspections:  

 1  Inspection with NIC  

 2 Inspections with State Fire Marshal 

 1 Foster Care  Fire Inspection 

 1 Fire Detail  follow up – Valley Creek  

 

                                                                                      TOTAL INSPECTIONS          82     
 

RESULTS OF INSPECTIONS 

 

VIOLATIONS ISSUED   ___________________________________________________  46 

VIOLATIONS CORRECTED  ______________________________________________  42 

TOTAL VIOLATIONS ISSUED IN 2015 ____________________________________     532 

TOTAL VIOLATIONS CORRECTED IN 2015  _______________________________   506 

RECOMMENDATIONS  ISSUED  ___________________________________________  02 

RECOMMENDATIONS CORRECTED  ______________________________________  02 

COMPLAINTS ANSWERED  _______________________________________________  00 

REFERRALS MADE TO OTHERS  _________________________________________  00 

PERMITS ISSUED  _______________________________________________________  00 

PERMITS WITHHELD  ___________________________________________________  00 

APPLIANCES RED TAGGED  ______________________________________________  00 

CITATIONS ISSUED  _____________________________________________________  00 

WARNING TAGS ISSUED  _________________________________________________  00 

SUPPLY SYSTEMS INSTALLED  ___________________________________________  00 

SPRINKLER SYS. TESTS OBSERVED  ______________________________________  00 

ALARM SYS. TESTS OBSERVED  __________________________________________  01 

FIRE DRILLS OBSERVED  ________________________________________________   00 

TORNADO DRILLS OBSERVED  ___________________________________________  00 

SYSTEMS TEST CERTIFICATES RECEIVED  _______________________________  07 

PLAN REVIEWS MADE  __________________________________________________  05 

______________________________________________________________________________________ 

PROGRAM INVOLVEMENT : 

Center Learn – Fire pre-plan training 

Meeting with SWOFSC Fire Safety Council  

 

                  

                        Lt.  Mark S. Stagge  

                                                                                                                      Fire Safety Inspector                                   



Social Media Performance Measures 

February 2016 

Twitter 

 

   

 

Twitter Analysis: 

Activity on Twitter remains constant from January to February.  Top tweets in February 2016 included a tweet about the Fire 
Department’s Home Safety Check program, the Feb. 21 BAMSO Concert and the tweet about yard waste pick up resuming on 
Feb. 29. 

A recent change at Twitter may impact how our audience interacts with our tweets.  Twitter has changed their timeline 
algorithm from the most up-to-date, real-time tweets to a news feed much like Facebook where the tweets at the top of the 
feed are those tweets that generate the most engagement.  With much negative press, they changed this to an opt-in 
feature, but if advertisers really like it, it could become opt-out in the future.  Here is an article on creating great content to 
make sure that tweets are being seen by our audience. http://www.socialmediatoday.com/social-business/twitter-provides-
tips-creating-more-effective-tweet-content.  This change in the news feed could impact future social media reports on 
engagement. 
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Tweet impressions

http://www.socialmediatoday.com/social-business/twitter-provides-tips-creating-more-effective-tweet-content
http://www.socialmediatoday.com/social-business/twitter-provides-tips-creating-more-effective-tweet-content


To get top tweets 

1. Define your voice 
2. Know your audience 
3. Tap into important events 
4. Draw in your audience with rich media (Gifs, photos, videos and emojis attract) 
5. Use hashtags to #help people discover your business (use unique, branded hashtags (#MontyBastille) to make it 

easier for your audience to find your content, or you can tap into a trending hashtag (#Ghostbusters) conversation 
to extend your content reach.  

6. Respond to tweets 
7. Celebrate advocate- thank followers for like or retweets 

 

Twitter Definitions: 

Profile visits: Number of users who visited our Twitter site. 

Mentions: Any tweet that contains @montgomeryohio (our username) 

Tweet Impressions: Total number of times that our tweet may appear in other user's Twitter feeds, both followers and their 
followers etc. through shares, mentions and retweets.  Shows the reach of the City's brand. 

 

 

Facebook 
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February 2016 Facebook post and page reach



 
Facebook Analysis: 

The spike in the number of likes on February 18 can be attributed to a post I did about two snow sculptures I saw on Jolain. 
This is a great reminder that fun posts can be highly engaging and pull in new followers which expands our reach.   I am happy 
to work with any department to create fun and engaging posts that not only generate new followers but also creates a 
conversation online. 

 

 

Two other engaging posts that reached many people beyond our followers included a post about the Fire Department Home 
Safety Check program on Feb. 1 and another post from the Police Department about a car break-ins on Feb. 10.  The post on 
Feb. 25/26 was a post from the MCLA session about the City and State’s Tree City USA status. 

Note:  Facebook has now changed how one can interact with a post, from just a thumbs up to any of the following reactions   

( Like, love, haha, wow, sad and angry).  This will impact the engagement with our Facebook post and 
subsequent social media reports, if users actually use them.  The benefit is that if we see how our audience interacts with a 
news post in an unexpected manner we can adjust how a service or program is communicated or delivered.  

Facebook Definitions: 

Daily Reach: The number of people who visited our Facebook Page, or saw our Page or one of its posts in news feed or ticker. 
These can be people who have liked your Page and people who haven't. (Unique Users) 

Daily Positive Feedback (engagement): The number of times people have given positive feedback (like, share link, leave 
comment) to your Page, by type. (Unique Users) 
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Feb 2016 Facebook Engagement
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