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PURPOSE/OBJECTIVES_________________________________________________________ 
Through this project we were attempting to familiarize ourselves with the use of social media by 
public relations practitioners currently working in the field. Our group hopes to understand how 
social media is used in campaigns, and if it is an effective method that will continue to be of use 
in the future. We also hope to find out if any modifications to the current procedures are 
necessary, and how that is handled. While considering the nature of the project we came up 
with four objectives: 
 

 To discover how social media benefits PR campaigns 
 

 To explore how social media is used in campaigns 
 

 To examine how social media is measured in its effectiveness 
 

 To determine the future of PR in social media 
 

In exploring these objectives we planned to conduct interviews with three professionals who 
use it in various ways in hopes of furthering our understanding of the use of social media. 
 
METHODOLOGY_______________________________________________________________ 
The method used to successfully fulfill our objectives was to interview three individuals in 
person and capture their thoughts on social media.  Each individual works in the field of public 
relations and has knowledge on the use of social media in their everyday work environment. We 
first interviewed Patty who is the Media Relations Coordinator at Moffitt Cancer Research 
Center. Our second interviewees were Kristin and Susan from Girl Scouts of West Central 
Florida.  Kristin is the Chief Marketing Officer, and Susan is the Public Relations Manager. The 
third interview was with Jeffrey, a civilian public affairs specialist working with the United States 
Navy doing a variety of activities from handling releasing pertinent information to the public to 
handling feedback from various people through social media. These interviews were conducted 
in late October, 2009.  Each interview lasted between eight to fifteen minutes.  
 
RESULTS_______________________________________________________________________ 
Through our interviews we found an abundant amount of useful information that pertains to 
our initial objectives. The practitioners gave us greater insight on the major social media tools 
being used today and how those tools are more beneficial than other media tactics. We were 
also able to find out how these PR specialists monitor and measure the effectiveness of these 



tools and the future outlook of public relations and social media. Though each interviewee 
comes from different fields within the spectrum of public relations, we were able to find 
common ground that matches our objectives and emphasizes the idea of social media that we 
were trying to understand within the realm of this project.  
 
To discover how social media benefits PR campaigns. 
Because social media is still in its beginning stages, how have professionals seen it help their 
organization or brand?  
 
Social media has had an overall positive impact on expanding the company or brands image 

 “One of the things that I really love about social media versus just traditional media is 
that it is a direct message from to your costumers or members, in our case, and you 
have complete control over that message. Where as traditional media tactics almost 
have to go through a third party and the message can be changed and be put in a 
different light. ” – Kristin and Susan 

 

 “One of the benefits about it is it’s not just putting out a story, for example in a 
newspaper; you’re initiating a dialogue with your audience.” – Patty  

 

 “The biggest thing you can see is that you get a broader audience, and in addition you 
can get instant notification and responses to what people think. They can look at it, 
reply, say they love it, pass it on to their friends; it’s automatic, something that if you 
saw it in a newspaper it would otherwise take four times as long as that to even pass it 
to one friend. This was you have it going to a computer, cell phone, something that has 
connectivity around the entire world, not just in one area.” – Jeff  

To explore how social media is used in campaigns 
How does the company or brand use social media to advance their campaign or cause? 
 
Facebook and YouTube seem to be the most prominent social media preferred due to their 
popularity and effectiveness 
 

 “We just started using YouTube too, and you would think more in the sense of a 
traditional marketing campaign, just an awareness piece, and we do use it that way, but 
also training department uses webcams to record trainings and informational blurbs for 
volunteers and we post it to them that way. So, we use platforms on a number of 
levels.” – Kristin and Susan 

 

 “We also have a YouTube channel….We like to cross promote as well so anytime 
anything goes on the Facebook fan page we’ll tweet about it and also try to incorporate 
all of them so we can get the most bang for our buck that way.” – Patty  

 

 As far as I’m concerned, Facebook is one of the best. It’s able to connect people, and 
work on minimum bandwidth for what it’s doing.”- Jeff 

 
To examine how social media is measured in its effectiveness 



What methods are used to examine the impact of social media?  
 
The effectiveness of using social media was measured by its quantitative value amongst users. 
 

 “I think we look at quantifiable or quantitative data rather than qualitative data. So for 
Facebook and Twitter you can measure the number of fans.”  – Kristin and Susan 

 

 “For Twitter, I use a web site called Trim that trims your URLs. So it shortens your URLs 
that you post, but you can also go to this trim web site and see how many people have 
clicked on that link from your tweet.” 

 

 “I think just by looking at the scope of it, the size, the number of people using Facebook, 
you don't need to do a study on the effectiveness of how it works for that purpose. On 
the other hand, all you would have to do to tell is go to one recruiters Facebook site and 
count how many people are his friends on that site.”- Jeff 

 
To determine the future of PR in social media 
To examine the advancement of social media as it evolves to becoming more prominent for the 
business or work environment.  
 
Public relations has been extremely receptive to social media and feel it will keep evolving to 
further suit its organizations interests. 
 

 “I really think there is some great value in company or organization direct to costumer 
communication line. So, I think that will continue to grow.” – Kristin and Susan 

 

 “It’s only going to get bigger, better, more out there, more mainstream. I really think it’s 
going to take hold and that’s what people will be using. Sky’s the limit.” – Patty  

 

 “I think we’re embracing it, were going to embrace it, we’ll use it. I also think it’s a phase 
because I think something else will pop up, it always does.”- Jeff 

 
 
CONCLUSION_________________________________________________________________  
After interviewing the various public relations practitioners, we have come to the conclusion 
that the practitioners use many of the same social media tools, such as Facebook, MySpace, 
Twitter and YouTube to reach more audiences than previously sought after on such a large 
scale. They also measure these tools and their effectiveness in reaching their audiences by the 
number of people who are fans, friends or other programs and web sites that can tell about the 
number of visits to sites like Twitter. Finally, the future of public relations, as seen by these 
professionals, looks to be growing all the time and they believe that social media will continue 
to grow and more social media tools are likely to appear.  
 
APPENDICES__________________________________________________________________ 
 
Interview with Kristen and Susan from Girl Scouts of West Central Florida 
Interviewee: Kristin and Susan from Girl Scouts of West Central Florida (K&S) 



Interviewer: Nicole Bradford (N) 
 
N: Ok, so I’m just going to ask you a couple of question. 
K&S: Ok, Great 
 
N: How have you seen social media benefit PR campaigns? 
K&S: I would say that probably what we use social media or the benefit we seen so far is really 
keeping an eye on your costumers. Specifically Facebook is a great way to engage your 
costumers, for us it is our girl scouts, so it’s our number, and any information we put out we 
usually get really great feedback about what they think about it.  So, there is not necessarily a 
direct tie back to a specific campaign, but it is a really good way to keep an eye on what they are 
feeling, and then adjust your planning’s as necessary. 
It opens up more of a conversation then just putting it out there. It is more instantaneous 
feedback then it use to be.  
 
N: What do you see as the benefits of social media over other tactics? You kind of just explained 
how it gets it out there faster? Is there anything else?  
K&S: One of the things that I really love about social media versus just traditional media is that it 
is a direct message from to your costumers or members, in our case, and you have complete 
control over that message. Where as traditional media tactics almost have to go through a third 
party and the message can be changed and be put in a different light.  One of the other things I 
love about social media is because it is only is that it is more measurable than regular media 
tactics.  It’s all pretty in a nice little package.   
 
N: What are some examples of social media used in your campaign to try and target your 
audience? 
K&S: We are really active with Facebook mostly. So, for example within our organization if we 
have events we want to promote or get our members more engaged, even though they may not 
have been engaged in the past, we really are looking at that. As well as when we have a new 
program come out, if we have a new partnership, all different kinds of ways to get things out to 
the media, yet we still do things like the press release and news letters, but social media is more 
instant. Its instant gratification rather then having to wait, you know let it print and everything 
else. 
Plus, we just started using YouTube too, and you would think more in the sense of a traditional 
marketing campaign, just an awareness piece, and we do use it that way, but also training 
department uses webcams to record trainings and informational blurbs for volunteers and we 
post it to them that way. So, we use platforms on a number of levels.  
 
N: So, do you prefer a certain social media, you said Facebook and YouTube, is there one you 
prefer more than the other?  
K&S: Well we are also using Twitter and LinkedIn and our CEO has a blog, and the blog is 
updated through our website periodically.  As far as looking to were our membership is, most of 
our members are on Facebook. We have, I think, maybe less than a dozen followers on Twitter 
right now, because they are not there. Though I think as the different outlets grow, and become 
more familiar to the general public and not just those of us in media, that might build a little bit 
more.  But, I think right now everyone is overwhelmed with everything they do anyway and just 
learning another application, they are just like, forget it. I’m on Twitter and I feel like I still don’t 



get it. That’s what I like about Facebook.  You can link your Facebook to your Twitter account, so 
as soon as Susan makes an update it automatically feeds so it is not extra time for me.  
And speaking to that, when that segment does grow, then we will devote more time because 
that is an ongoing conversation right now. But right now, with so little users, and I think most of 
it is staff, so it is not really worth right now to dedicate the time to that.  But eventually, if it 
takes off. 
 
N: How do you measure the effectiveness of social media? 
K&S: Well it is different for each platform.  So, I think we look at quantifiable or quantitative 
data rather than qualitative data. So for Facebook and Twitter you can measure the number of 
fans, we have a fan page not a friend page. We also look at the number of followers on Twitter, 
you know that kind of numbers for quantitative.  Or the number of videos that you post, but like 
we said in the first questions, it is more the customers feedback and it is the narrative stuff that 
helps with the qualitative measuring. 
 
N: How would you describe the way PR has responded to social media?   
K&S: I’ll tell you from my perspective; I think the way that we respond as professional is that we 
are always trying to stay ahead of the curve.  But, our resources as far as staff are not growing 
because of mostly what is going on with the economy, so you really have to look at how much 
time you want to invest in social media versus what can come off your plate with traditional 
media. It is unrealistic to think we can do all of it.  
 
N: Do you see the future of social media growing at all? 
K&S: I do because I really think there is some great value in company or organization direct to 
costumer communication line. So, I think that will continue to grow. That is what I like about it. 
Right, I agree. When I was working for a PR firm, I would have many clients who would want to 
start blog, and that was becoming the big thing to do, but without the understanding of what 
Kristen mentions, of it takes time, and somebody has got to take that responsibility to right the 
messaging and everything like that. So, I think from a PR firm prospective, working with clients, I 
think there is a huge education factor that needs to be built in, because what if now we need a 
Facebook page, now what do we put on the Facebook page, it has to be updated continuously 
unless it is dead and nobody will follow you. I think it is a balance. 
I also think that I do see it growing because, of the way the media in general has moved with our 
online news papers and looking for more community input, it is a natural to growing it that way. 
But the less staff resources and the less time and money to devote to the coverage to the public 
and to feed to reporters, social media is the best way. 
 
N: Well, that is all the question I have for you.  I just want to thank you so much.  
K&S: You’re very welcome.   
 
Interview with Patty from Moffitt Cancer Research Center 
Interviewee: Patty from Moffitt Cancer Research Center (P) 
Interviewer: Katie Leahy (K) 
 
K: So we just have a few questions seeing how social media’s already been integrated into the 
world out there in PR. Have you seen any social media benefits in the PR campaigns so far? 
P: Absolutely. I mainly handle our Facebook fan page as well as our twitter account at Moffitt. 
One of the benefits about it is it’s not just putting out a story, for example in a newspaper; 



you’re initiating a dialogue with your audience. So you can post something about a cool event or 
maybe something different that’s going on and you’ll actually get feedback from people who are 
following you and that’s really exciting. You’re engaging your audience so that’s what I really 
enjoy about it. 
 
K: Definitely. Have you seen any benefits for social media as compared to other tactics that have 
been used in the past? 
P: I think you get more immediate feedback from it. You can kind of see pretty quickly whether 
or not you’re reaching out to the audience you are trying to reach out to. There’s also a different 
demographic, not to stereotype and say that it’s all younger people that are using social media. 
Typically it’s more of a younger audience that you’re reaching out to that are using the social 
media tools. So it’s a different segment than, especially the Cancer Center, we would normally 
be targeting. Because a lot of our patients are older, we want to reach out to people who maybe 
it’s their moms or their aunts or it could be them too because we do have younger cancer 
patients as well. So I feel like it kind of broadens the audience we’re able to reach out to.  
 
K: Especially since now parents are getting on Facebook and stuff like that so everybody’s 
getting on the new social media wave. What are some examples of social media that you have 
used in your campaigns? You said Facebook and Twitter already. Is that basically the major one’s 
that you’ve used? 
P: Those are the main ones. We were exploring using LinkedIn as a tool as well; we haven’t 
really gotten into that. Those are the two main ones. We also have a YouTube channel. So we’ve 
got a Moffitt Cancer Center channel up on YouTube and we’ll post a bi-monthly video news cast 
that we’ll send out to the media, but we’ll also post it on the YouTube channel so you can see it 
there. We like to cross promote as well so anytime anything goes on the Facebook fan page 
we’ll tweet about it and also try to incorporate all of them so we can get the most bang for our 
buck that way. 
 
K: You’ve said that you use Facebook, Twitter, now you use YouTube; do you have any 
preferences on why you’ve used those and why? 
P: Well Facebook seems to be ubiquitous. I think it is everywhere and I’m actually surprised by 
everyday I see more and more people on it and my mom is on Facebook. She doesn’t use it very 
often but just the fact that she’s on there because wants to see photos of me or just stay in 
touch that sort of thing. So Facebook generally has a lot of potential for reaching such a wide 
audience. 
N: Not many people are on Twitter 
P: Right, there’s not as many people on Twitter, but we decided to at least try it out and see 
what potential that had there because there are some people that are hesitant signing up for 
Facebook and putting up a profile and pictures and putting themselves out there. Twitter is not 
as in your face so some people might be more prone to tweet those updates every now and 
then and get updates from Moffitt Cancer Center as well. It’s a little bit of a different audience 
and also because we have that video component. YouTube is a no-brainer. I think it’s one of the 
biggest video sharing sites out there. It just makes sense for us to put it out there and increase 
our search engine optimization with putting Moffitt Cancer Center out there in those different 
ways. We wanted mainly to focus on those three instead of blanketing everywhere. 
 
K: And those are the three main, huge ones that are out there today, everybody has heard 
about Twitter now and Facebook and YouTube. I mean, you go there for everything. How would 



you describe the way that PR has responded to social media? Have they taken off with it or still 
lagging behind, stuff like that? 
P: Moffitt, as far as my department? Or in general? 
K: In general, maybe more specifically Moffitt. You can do both. 
P: It’s interesting at Moffitt; our department has definitely embraced it. The director of our 
department, for example, she’s not on Facebook, she doesn’t have a Twitter account but she 
understands that it’s a different way of presenting information and reaching a bigger audience, 
a different type of audience than we traditionally have reached out to and she’s definitely in 
support of that. We’ve been gung-ho about it and it’s really worked for us. It’s energized our 
efforts. It’s not just: okay, we’ll send out a press release- the traditional way of getting that 
information out. It’s sending that information out in different ways and you could reach people 
here that you might not reach over there. In general, I think it’s taken off. It’s something that’s 
still new and people are still fumbling around and trying to figure out how to get the best return 
on investment and how to measure what it is that you’re doing. For Twitter, I use a web site 
called trim that trims your URLs, so it shortens your URLs that you post, but you can also go to 
this trim web site and see how many people have clicked on that link from your tweet. It’s 
important for us to know the logistics and we don’t just want to be posting tweets and not know 
whether people are actually clicking on it or reading it. We’re really trying to focus more on 
keeping track of what’s going on with these different things that we’re using too. I think it’s 
gaining ground, it’s taking off and more people are open to using it.  
 
K: Seeing how it’s helped other people and since it is taking off so much they see the benefits of 
it and see that it’s the future, I guess. Speaking of the future, what do you think the future of 
social media will be? 
P: That’s a tough question. I think in general our society is a very instantaneous one; we want 
that information right away. I used to work for a newspaper, so I used to work on the media side 
before working in PR and I obviously understand journals and how it works and the unfortunate 
circumstance of newspapers where their value is diminishing quite a bit. I think a lot of the news 
is old news by the time it comes out the next day because of social media, because of the 
Internet, because of web sites, because of television. People get that instantaneously, and 
people want the information that they want so they can filter and follow people on Twitter, for 
example, that they would like to get information from whereas others where they wouldn’t be 
interested in getting information from obviously they wouldn’t follow. It’s only going to get 
bigger, better, more out there, more mainstream. I really think it’s going to take hold and that’s 
what people will be using. Sky’s the limit. 
 
Interview with Jeff a Civilian Public Affairs Specialist for the United States Navy 
Interviewee: Jeff, Civilian Public Affairs Specialist for the United States Navy (J) 
Interviewer: Elizabeth Williams (E) 
E: How have you seen social media benefit your PR campaigns? 
J: Social media, as far as I’m concerned hits a much larger audience, especially because we have 
our new campaign out with the new logo, “America’s Navy: A Global Force for Good”, people 
see that and they show their friends and ask what they think, then the friends comment and it 
gets passed on a thousand times, where before it may not have been able to be seen by such a 
broad audience. 
E: What do you see as the benefits of social media over other tactics like face-to-face 
interaction? 



J: The biggest thing you can see is that you get a broader audience, and in addition you can get 
instant notification and responses to what people think. They can look at it, reply, say they love 
it, pass it on to their friends; it’s automatic, something that if you saw it in a newspaper it would 
otherwise take four times as long as that to even pass it to one friend. This was you have it going 
to a computer, cell phone, something that has connectivity around the entire world, not just in 
one area. 
E: So it gets your message out to the public and circulated a lot quicker? 
J: Exactly, and not only that, a much larger, massive amount of people in a shorter time. 
E: Being out of the regular Navy for two years I see social media and so much interaction with 
much more people in the military way more than I had before because of blogging and 
Facebook, easy for people to go online and chat about it 
J: One of the great things about social media, with us working for the military, is people keeping 
in touch with other people; it’s a great way of keeping people together and up on their 
achievements and what they’ve done in their careers and things like that. 
E: What are some examples of the social media that you use, or the Navy uses to get their 
message out? 
J: Well, the Navy at this time, at Navy Recruiting District levels [NRD levels] and the recruiters 
and people like that in the field use Facebook and MySpace and basically they use it to get their 
message out and say hey, “this is what we’re offering, and here’s how you can talk”… it shows 
you our commercials, and new campaigns we have out, and things that are going on. It may 
even just be a pride thing when they get Delayed Entry People called DEP-ers. It might be able to 
show them what they do, and in turn that DEP-er goes and looks at it with their friend and the 
friend and the friend says, “well you were doing that? Wow, that’s real cool, I want to do that” 
and then of course that gets their interest going and so on and so on, and that’s how you attract 
people to come in 
E: Right, so it’s not always even relied on solely upon the recruiters to do their job anymore it’s 
easy for the recruits to get the message out 
J: That’s right, and one of the things with Navy recruiting, with the Navy in general, is we’ve 
always said every sailor’s a recruiter, you know so people can talk about the job. Even if their 
not a recruiter and just a regular Navy person that has their own social media account they can 
say man, see what I did today… I went out their and I was pushing the buttons on this and we 
helped save a village from an earthquake or tidal wave or something, and then people see that 
and say wow that was you, that is so cool. Then you get the whole question of how did you do 
that so you get a conversation going and people really like to hear what other people are doing, 
and the people who do it like to tell what they’re doing. SO it all equals out in the long run, and 
I’ve always said the best recruiters are somebody that loves their job and will tell somebody 
about it. 
E: Are the recruiters allowed to keep blogs, or are they encouraged to use Facebook to socialize 
with other people? 
J: Under certain circumstances of course, if somebody’s doing it under official capacity we 
expect them to act with the integrity that the Navy expects which means not having any kind of 
disparaging remarks, no racial talking, no speaking about killing, kill, kill, kill, kind of things, 
nothing like that, We want good people because we’re looking for the best and the brightest the 
country has to offer. We don’t want people coming in, thinking it’s all kill, kill, kill; we do a lot of 
good. We want good people, the best in their category to join the Navy. We want them to 
understand that our people out here doing the job are the same way. We don’t want people 
showing of tattoos, gang signs, anything like that. If they are working at official capacity, for the 
Navy, they have to act the same way they would in person. 



E: So just like when somebody in the military is in a uniform, or out on liberty they have to 
conduct themselves in a positive manner and that extends to their Facebook or their MySpace 
as well. 
J: That’s right. 
E: Do you have a preference in which social media you use or that recruiters use? 
J: Well, really, we’re doing a study right now, it’s more or less we’re looking into opening up 
social media because basically that’s what the world is going to. We’re trying to get into, as far 
as I’m concerned Facebook is one of the best, it’s able to connect people, and work on minimum 
bandwidth for what it’s doing. I know a lot of people who use Facebook and Twitter, and I can’t 
even think of all the ones they use. My personal opinion is that I’ve started using Facebook 
myself and I find it to be probably the best there is. 
E: I think so, too, because you can use it on a personal or professional level at the same time, 
you just combine your friends into different networks, and then you can limit what each group 
can see 
J: Right, and you can control if someone writes something that doesn’t belong on there, you can 
delete it. You can also have a page, versus a profile. If you have a page, then what’s on that page 
can only be seen by people looking at that page and they can join as a fan, but if they’re a friend, 
it’s a little different because they can get into your personal stuff. 
E: So it serves two purposes, kind of like a socializing network for friends and then also like a 
website to promote something. So that leads me into my next question. You said you’re doing a 
study right now, how do you measure the effectiveness of the social media on the recruits and 
recruiters? 
J: I think just by looking at the scope of it, the size, the number of people using Facebook, you 
don't need to do a study on the effectiveness of how it works for that purpose. On the other 
hand, all you would have to do to tell is go to one recruiters Facebook site, and count how many 
people are his friends on that site. 
E: I was thinking of as much more of a scientific answer, but I didn’t think of it like that, just how 
many people, the reach of how many people he is getting to, and how many people those 
people are getting to. 
J: Then you take a look at that, and then if he or she puts something on his page and asks what 
people think of it, and then gets four hundred responses to it, well there are four hundred 
people, some people may have answered twice, but that’s pretty good. As far as scientifically, 
we haven’t really done anything on that and one of the reasons why is because of the 
limitations of our military computer networks. One of the things they have to do is open it up; 
right now we can get on Facebook, but not MySpace or YouTube because of security risks. I 
think it’s because you can control Facebook a little better, and that’s why we can get on it, but 
the other ones we can’t control yet and we’ve got to figure out how we can control it 
E: I understand that. Have you gotten any feedback from the social media users, like the 
recruiters and their thoughts on using it, or the recruits, or even the people not affiliated with 
the military who may have glance at the pages? 
J: We’ve had some responses from people. Normally the responses from people who glance at 
the pages are negative. Unfortunately we do have situations where somebody in the military 
will go and post something that we don’t necessarily want them to say. It might be public and it 
may show they are in the military or what have you. We take care of that as we can, the 
problem we have is that we can’t police every recruiter or every page because there are so 
many. I believe, at an estimate, we have about 7,000 recruiters. Each one of them has a social 
media page such as Twitter, Facebook, YouTube, MySpace… there’s four times seven is 2100 
pages, not counting the number of pages inside the pages. It’s impossible, so right now we’re 



trying to figure out how to control that so it’s always professional. If they want to have a site to 
themselves, that’s fine, too. 
E: What do you do when you get negative feedback about a recruiter? 
J: Personally, I have 26 public affairs officers working under me. As soon as I get negative 
feedback, normally It comes anonymously, sometimes it comes with more information, or 
they’ll write to me or to the navy.com website and say I’ve got a problem with this recruiters 
website in Podunk, Idaho, and I’m really offended by it, please look into it. The first thing I’ll do 
is write back if there’s an e mail address and ask them to be more specific, tell me what the site 
is, who’s’ on the site, what offended you, and then we can go from there and I’ll take care of it. 
Normally I’ll get an e mail back and they’ll tell me and I’ll say ok… if it’s Facebook you can’t look 
at someone’s page unless you’re a friend, if it’s MySpace you can look at it if it’s not private. So I 
have to ask them if it’s a private page or if he or she’s a friend of that person and for them to see 
if they can capture what it is that’s offended them so they can send it to me so I can see it, so 
when they do that I can look at it and decide if it’s something that needs to be taken care of, or 
is the person overreacting, or do they have a grudge against the person and are just trying to get 
them in trouble. Take for example I decide it’s offensive and can’t be said. It may not be 
offensive to a lot of people, but if it’s offensive to one person we have to take care of it. So, I’ll 
send it to that person’s public affairs office and tell them we need to take care of it, they’ll go 
and take it to that person’s chain of command and that chain of command will contact that 
recruiter or whoever it is and say look, we need to take care of it. It’s usually less than a day to 
fix.  
E: It sounds like there is a really good breakdown of communication, like throughout the proper 
channels. It sounds like it’s really efficient. 
J: Yeah, it really works well, especially because they know if I put a call on it, coming from 
headquarters that they’re going to get it down. The reason it goes so quickly is that I don’t let it 
go any further than me if I can help it. Normally somebody made a mistake, or sometimes they 
didn’t but then they realize they need to take care of it. If they don’t, it goes from me and then 
higher. 
E: How would you describe the way that public relations, as you do it in your job, has responded 
to the social media? 
J: I think at first, just like anything else, in the military public affairs, public relations, that kind of 
thing, looks at new things as a challenge. It’s something that just recently within the past three, 
four years was growing to a point, then all of a sudden exploded and everybody was doing it. 
The first thought that comes out of public affairs minds is that it’s great, now we can get our 
message out. On the other hand, it was oh no, how are we going to control it, it’s huge. It takes 
a concerted effort between a lot of people to figure that we need to put down some ground 
rules for this so people understand that this is no longer just a personal thing, you’re now 
speaking for the Navy. 
E: What do you think the future of social media for the Navy will be? Do you think it will 
embrace more social media sites like Twitter and MySpace and blogging? Or do you think it’s 
just a phase? 
J: I think we’re embracing it, were going to embrace it, we’ll use it, I also think it’s a phase 
because I think something else will pop up, it always does. There’s always the next best thing 
and until that comes along we’ll embrace this and keep doing it. We’ll probably keep doing it as 
long as there are computers and social media. Social media for the Navy in the past has been 
Bluetooth and 3G’s and stuff like that at the malls where you would back and it would send a 
message to your cell phone. So that in reality was kind of like a social media thing, too 
E: Oh yeah, the exchange of information, definitely. 



J: Exactly, even before movies when you put a Navy commercial on a movie screen- that’s social 
media, it’s getting to a large amount of people in a short amount of time. 
E: Right, I’m curious, do you have any ideas, I’m sure this will sound weird, but do you have any 
ideas of what other social media might become popular in the future that will make your job 
even more efficient, other than Facebook? Or are you just waiting to see what comes along? 
J: We’re kind of waiting to see what comes along, but personally, I’m kind of like an old, redneck 
geek kind of guy, and I read a lot of stuff about different kinds of technologies, but I caught 
something the other day that really caught my eye and it was a cell phone hologram. I think it’s 
just in a testing face, someone in another country is working on it I believe, and what I think it’s 
going to end up being is that you’ll be able to walk by it in a mall someday and a hologram will 
pop out when you press a button or whatever, and it will say something like hey, how would you 
like to join the Navy, call this number type of thing. 
E: OK, kind of like interaction outside of the computer, like a social networking outside of the 
computer where you can physically see it, like 3-D. 
J: Exactly. 
E: OK, I get it. 


