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Social Media Guidelines 
Subject: HQ USAREUR Social Media Approach  

 

Purpose: The adoption of Twitter and Facebook into the Public Affairs program gives USAREUR the 

ability to expand its media footprint, create new relationships with news organizations, publicize 

USAREUR actions and events to untouched American and international audiences, and support 

USAREUR objectives. Social Media platforms include - but are not limited to - Facebook, Twitter, 

Youtube, Myspace, Flickr, Friendster, etc.  

 

Background/Primer:  

Primarily, USAREUR focuses its communications for soldiers and families serving in Europe, and 

American taxpayers. However, among these two brackets there are disparities between how different 

segments of the population receive their news.  

In America, 87% of internet users are in the age range 18-29, according to Pew Internet & 

American Life Project. As of January 2009, 40.8% of Facebook users are 18-24 (from the “Facebook 

Demographic Report”.) Users in this age bracket are also more likely to read- as well as comment and 

interact with - other Twitter, Facebook, and Blog sites. Teens and adults in the age bracket 18-29 are 

more likely to interact with news organizations and governmental organizations through new media and 

the internet than traditional news.  Defense secretary Robert M. Gates has said in recent talks that he 

wants to target adults in the age group 18-25. This is for two reasons; the first being that many service 

members or potential service members fit in that age group, and the second being that members of this 

age group will become future policymakers and educators. USAREUR can use social media to not only 

inform, but interact with the DOD’s desired age bracket.  
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 Critics tend to say that the older generation is keeping traditional news organizations alive. 

However, users in these age brackets are also keeping pace with changes in media and becoming 

involved and engaged with social media. The median age for Twitter is 31. As of January 2009, 26.7% 

of Facebook users are 25-34 and 16.6% are 35-54. This gives Facebook a growth of 101.5% since 

May of 2008 in users in the age bracket 25-34 and a growth of 276.4% in the age bracket 35-54. 

With time, more users from these age brackets will incorporate social media into their daily routine. 

People of this age group make up a significant segment of the population. Engaging with them through 

the new media they are adopting is important since many have already rebelled against traditional media. 

It is important to maintain favorable opinions that these members of these age brackets have of 

USAREUR, as well as re-structure old, misinformed biases, or biases that arise from lack of information. 

Many people in this age group might already be in the military, they are your current policymakers and 

educators, and they are more likely to vote on legislation that might affect the military.  

According to Internet World Stats (user data contributed by Nielsen Online), the United States 

ranks second for number of internet users, with 74% of the population engaging in activities online. Other 

top countries include China, Japan, Germany, United Kingdom, France, Russia, Spain, Italy, Mexico, 

Canada, Iran, Vietnam, South Korea, and Poland. Many of these countries are governments that 

USAREUR interacts with on a daily basis while carrying out its mission in Europe. The other countries 

that USAREUR does not engage with on a daily basis are still markets that USAREUR would want to 

reach in their support of army missions worldwide. 

 The internet can open many doors for interaction and discussion between USAREUR and 

international audiences in countries where significant amounts of the population are using the internet. 

This is especially true because internet users are more likely to consume news online than in print or 

other traditional news sources. Twitter users are 76% more likely to read news online than in print, 
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according to Pew Internet & American Life Project. Only 10% of Americans in the age bracket 25-34 are 

newspaper subscribers, as well as 38% for 35-54 year olds (data from the Newspaper Association.) 

According to a COMScore survey in 2008, the younger generation of 18-24 year olds are 38% less 

likely than the average person (based on newspaper readership/age/online behavior) to read a print 

newspaper at all during a typical week. The State of News Media 2008 found that eight in ten Americans 

17 and older now say the Internet is a critical source of information. Even in other countries around the 

world, internet usage and social networking is growing. In Germany Social Networking saw the highest 

growth in website usage, completely outranking news sites by 15%.  In a world where media consumption 

is changing at a rapid pace-and only 19% of newspaper subscribers fall into the 18-34 year old range, 

relying on traditional news to convey USAREUR’s message has less probability of reaching a larger 

number of people-or the demographic USAREUR needs to reach-than social networking does.  

 

Goals:  

1. To enhance distribution of communications products by reaching previously untouched or 

underused publics. 

2. To increase our credibility to publics/stakeholders who favor Social Media platforms. 

3. To establish faster, more direct two-way communications between USAREUR and some of its 

publics.  

[Social Media allows almost simultaneous discussion with our publics. Comments or questions are 

posted automatically for viewing, eliminating third-parties; like letters to newspaper editors, or e-

mail.] 

4. To increase awareness and visibility of USAREUR and its soldiers.  

 

 

Communications Objectives:  
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1. To establish a presence on the Social Media platform, Twitter, by August 1, 2009. 

2. To establish a presence on the Social Media platform, Facebook, by August 1, 2009. 

3. To include a Social Media Portal/link on http://www.hqusareur.army.mil/ by August 1, 2009. 

4. To establish a YouTube account by September 1, 2009.  

5. To increase the pool of potential Social Media stakeholders by gaining 100 new 

followers/Fans/specific tool’s term for interested viewers every month. 

6. To increase our credibility to publics/stakeholders by increasing content output by 20% each 

quarter.  

7. To increase discussion between USAREUR and its publics by nurturing an environment that will 

allow at least 10 forms (depends on Social Media platform) of feedback a week. [We can 

measure discussion by the amount of feedback that followers give to us. For example, with 

Twitter, feedback can come in the form of @replies, comments, or RT’s.] 

8. Pending: To Increase traffic to http://www.hqusareur.army.mil/ by ___% (Need to find tool to 

measure times people click link posted on SM) 

Twitter Specific Objective: 

1. To achieve a RT rate of 50 times per month  

2. To achieve a picture view rate of at least 25 views per picture 

3. To have a referral rate by followers of 5 times per week 

Facebook Specific Objective: 

1. To achieve an interaction rate of 10 interactions per week (interactions are in the form of 

comments or “likes”)  

2. To increase use of Facebook page by users 18-24 by 15% each month.  

http://www.hqusareur.army.mil/
http://www.hqusareur.army.mil/
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Performance Objectives:  

1. Support 7 USAREUR Priorities (7 Priorities as of 2009)  

2. Develop Social Media, so during a potential crisis it can be used to inform the public. 

[An established social media platform can be used to communicate in a crisis. 

For example; one of Twitter’s built-in characteristics is that it acts like an RSS Feed, automatically 

sending out our information to a chain of followers or Fans. When a commuter train derailed Sept. 

12, 2008, in Chatsworth, Calif., killing dozens and injuring hundreds, the Los Angeles Fire 

Department (LAFD) tweeted several times to update the public about rescue operations. The public 

used the LAFD tweets to stay clear of the area, and also to get updates on what efforts were being 

taken if they had loved ones that they believed were on the commuter train. Another important 

characteristic of Twitter to remember is that because of the popularity of social media, traditional 

media follow these platforms in crises to gain information for stories.]  

3. Update Social Media Daily 

 Twitter Specific: Update Twitter at least 6 times daily 

 Facebook Specific: Update Facebook at least 2 times daily  

4. Incorporate use of pictures, videos, and links in 90% of posts on Social Media sites.  

5. Engage in discussion at least 2 times a week 

Twitter Specific: Engaging in discussion in Twitter is in the form of answering @replys 

Facebook Specific: Engaging in discussion on Facebook can be through posting on the 

discussion board, answering someone’s comments, or encouraging discussion with 

questions/trivia/games, etc. 
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6. Provide program feedback for the Public Affairs Office weekly every Friday in order to do program 

evaluation.  

[Directions for providing feedback found in Procedures Section] 

 

 

Procedures: 

 

I. Content in Social Media 

 Content in Social Media needs to focus on USAREUR’s mission and its soldiers. Content needs 

to focus on portraying to the public what USAREUR does on a day-to-day basis, the relationships it’s 

trying to build with countries in Europe, training exercises, events for soldiers, information on units and 

soldiers in Europe, and general insight into the army network. Posts on social media sights can contain 

history lessons on USAREUR, “Army Lingo Lessons,” unit profiles, MOS profiles, and lifestyle of soldiers 

here. If USAREUR wants to make public new policies they are enacting then posts will be used to inform 

the public, similar to news updates or the more traditional form of press releases. Social Media can also 

be used as a tool for crisis management if the need arises because of its ability to reach a large group of 

individuals in a short amount of time.  

 Information should come from units and garrisons under the umbrella of USAREUR, the 

Department of Defense, and “Big Army.” Outside articles from different news organizations can be 

referenced if they apply to USAREUR and help achieve social media objectives. Links to outside 

information need to be cited, and also come with statement that USAREUR’s use of the link does not 

mean support of that organization.  

 Content should be a mix of press releases, news articles, pictures, videos, and links to Army or 

DOD blogs. There should also be a forum or way in which to reply to the public and have discussions. If 



Headquarters United States Army Europe 
Office of the Chief of Public Affairs  
Social Media Division 
E-mail: ocpa.pi@eur.army.mil 
Phone: 49.6221.57. 6647 / 7226 | DSN 314.370.6647 / 7226  

   

members of the public reference USAREUR in a positive way it is acceptable in the social media world to 

link to their content as well.  

 Content should never consist of Classified and FOUO information, or information that is not 

meant to be released to the public. No information should be posted that can threaten or jeopardize 

USAREUR’s mission, its soldiers, or other individuals working under USAREUR or the United States 

government.  

II.  Specific Resources for Content  

1. http://www.hqusareur.army.mil/ 

2. http://www.army.mil/news/europe/ 

3. http://www.eucom.mil/english/index.asp  

4. http://www.defenselink.mil/news/articles.aspx 

5. http://www.defenseimagery.mil/index.html  

6. http://search.ahp.us.army.mil/search/images/ 

7. http://www.afneurope.net/ 

8. http://www.stripes.com/ 

9. http://www.5sigcmd.army.mil/ 

10. http://www.hqjmtc.army.mil/ 

11. http://www.hqusareur.army.mil/taskforce-east/ 

12. http://www.21tsc.army.mil/ 

13. http://www.defenselink.mil/Blogger/Index.aspx 

14. http://armylive.dodlive.mil/ 

15. http://news.google.com/nwshp?hl=en&tab=wn Atry variations of: “US army” “army 

Europe” “United States Army Europe” “soldier benefits” etc.] 

http://www.hqusareur.army.mil/
http://www.army.mil/news/europe/
http://www.eucom.mil/english/index.asp
http://www.defenselink.mil/news/articles.aspx
http://www.defenseimagery.mil/index.html
http://search.ahp.us.army.mil/search/images/
http://www.afneurope.net/
http://www.stripes.com/
http://www.5sigcmd.army.mil/
http://www.hqjmtc.army.mil/
http://www.hqusareur.army.mil/taskforce-east/
http://www.21tsc.army.mil/
http://www.defenselink.mil/Blogger/Index.aspx
http://armylive.dodlive.mil/
http://news.google.com/nwshp?hl=en&tab=wn
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16. http://www.militaryonesource.com/home.aspx?MRole=&Branch=&Component= 

17. http://www.rlehner.de/milcom/bn/about.html 

18. http://www.stuttgart.army.mil/sites/news/citizen.asp 

19. http://www.tffalcon.hqusareur.army.mil/dailyfalcon/index.html 

20. http://www.schweinfurt.army.mil/sites/Dispatch/Dispatch.asp 

21. http://www.bw.eur.army.mil/news/HPpdf/PDF.htm 

22. http://www.usag.vicenza.army.mil/sites/commander/paper.asp 

23. http://www.bamberg.army.mil/documents/WarnerWeekly.pdf 

24. http://www.washingtonpost.com/ 

25. http://www.nytimes.com/ 

26. http://www.usatoday.com/ 

27. http://www.cnn.com  

28. http://www.goarmy.com/rotc/  

29. http://www.dvidshub.net/  

30. http://news.bbc.co.uk/2/hi/europe/default.stm  

III. Tone/Style/Relevancy 

Tools to help establish a Style/Tone  

1. Make sure what is said is relevant, do not tell the public something they already know 

(Remember: Currency, Time, & knowing who USAREUR’s audience is play a huge part) 

2. Make sure that each post does not repeat the same format. Create a cycle to switch the uses of 

objects like video, pictures, or links 

3. Create a calendar in which concepts are repeated (e.g. every Wednesday and Thursday give 

out advice for families and soldiers, once every month give out an Army Lingo Lesson)  

http://www.militaryonesource.com/home.aspx?MRole=&Branch=&Component
http://www.rlehner.de/milcom/bn/about.html
http://www.stuttgart.army.mil/sites/news/citizen.asp
http://www.tffalcon.hqusareur.army.mil/dailyfalcon/index.html
http://www.schweinfurt.army.mil/sites/Dispatch/Dispatch.asp
http://www.bw.eur.army.mil/news/HPpdf/PDF.htm
http://www.usag.vicenza.army.mil/sites/commander/paper.asp
http://www.bamberg.army.mil/documents/WarnerWeekly.pdf
http://www.washingtonpost.com/
http://www.nytimes.com/
http://www.usatoday.com/
http://www.cnn.com/
http://www.goarmy.com/rotc/
http://www.dvidshub.net/
http://news.bbc.co.uk/2/hi/europe/default.stm
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4. Do not get in a habit of simply relaying information. Internet users like videos, pictures, and links 

to articles. If the person posting cannot use these things make sure the post includes descriptive 

language.  

5. Check spelling 

6. Keep official, without being dry. Use lively language! 

7. Do not use slang or inappropriate words 

8. Check facts 

9. Always cite if using another source 

10. There are no stupid questions, so answer people’s questions as if what they are asking is not 

common knowledge. It might be common knowledge to people in the Army, but it isn’t to the 

public.   

11. For special events, employ the use of “Tweeterspondents” or Facebook contributors. This way 

USAREUR gets multiple perspectives on what’s going on, and what they might report will be 

more authentic than the information the person posting might be able to share if they are not 

actually there.  

 

IV. Procedures  

A. Twitter Specific  

1. Sign in Procedure 

 a. go to www.twitter.com 

 b. Log-in  

 username:  

 password:  

http://www.twitter.com/
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2. The Basics of a Tweet 

a.  The Tweet Itself: A tweet is a message of no more than 140 characters. When you log-in 

you will be directed to your “home” portal. At the top of the page there will be a white box with 

the words “What are you doing?” above it. In this box you will type in your message to the 

public.  
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b. Changing/Deleting a Post: Once the tweet is “updated” by pushing the update button beneath 

the white box you can no longer change it. If you wish to delete a post you must scroll to the 

post you wish to delete and click the trashcan symbol next to the post.   

 

c.  Following/Followers: People have the option to follow you. Following is not like having 

friends like with other social media sites. Followers can sign up for automatic updates, however 

followers see USArmyEurope tweets combined with those of the other people they follow in a 

feed on their home portal. You can choose to follow someone by going to their page and clicking 

the “follow” button underneath their icon. 
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d. Direct Messages: On the right side of your home portal you will notice a link for Direct 

Messages. Direct messages can only be sent to someone if you are following them and they are 

following you. The direct message is private, and the direct message link where your messages 

are saved acts like an inbox. 

 

e. @replies: On the right side of your home portal above Direct Messages you will see a link 

that says “@USArmyEurope.” When you click this you will see a feed of followers who have 
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decided to reply to you. Their reply will show up because in their tweet they will have included 

“@USArmyEurope.” You can reply back to these messages by going to the Tweet box at the top 

of the page, typing in @ followed by the follower’s username and then typing your message.  

 

f. RT’s: RT’s are Retweets. They are not an official tool of Twitter. RT’s are used to pass on 

information that a different person has tweeted. Tweet-ers use RT’s when they believe that 

person’s tweet is valuable enough to include in their own Twitter feed. To RT someone go to the 

box underneath “What are you doing?” and copy and paste the tweet into the white box beneath. 

It is much like doing a regular post, or @replying some one. You must include RT @username 

before the copy of the person’s tweet. This tells others that you are RT’ing the info, and the 

@username gives the Twitter user who originally posted it credit.  

Example: RT @USArmy Today is the 234th anniversary of the Army Chaplain Corps. To learn 

more, visit http://bit.ly/Bx6Uv 

g. Hashtags: A hashtag is a way to unite global Tweets around some particular topic. These are 

tags that that help those who seek similar content discover your Tweets. Users can either join in 

on already made hashtags or create their own. To use a hashtag type: # and then the term you 

http://bit.ly/Bx6Uv
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wish to organize your tweets under. For example on Twitter there is a movement called 

#militarymon. To include tweets under this hashtag you add the tag #militarymon to your 

tweets. [Every Monday #militarymon should be included in tweets that highlight soldiers or 

important news] 

4. Adding Pictures:  

-go to www.twitpic.com 

-log-in with same log-in information that is used for twitter 

-page will show pictures already posted in the middle 

-go to the top of the page and click “upload photo” 

-click “browse” button to find picture, click “ok” 

-underneath there is a white box for tweeting. Remember the 140 character count because 

Twitpic does not keep track for users. The link that twitpic creates is generally 26 characters and 

looks like this: http://twitpic.com/8d0ml. Once done click “update.” Go back to 

www.twitter.com/USArmyEurope to see updated status.  

 

http://www.twitpic.com/
http://twitpic.com/8d0ml
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5. Adding Videos: 

-go to www.twitvid.com 

-on left hand side, close to the top of the page enter log-in with same log-in information that is 

used for twitter 

-click the “browse” button for the video that is to be used, click “ok” 

-in the box beneath type your “tweet,” twitvid keeps track of characters 

http://www.twitvid.com/
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6. Adding links 

-go to http://is.gd/ 

-type in the url of the article or website you wish to include in the tweet 

-press “compress that address!” 

-copy the new hyperlink 

-go to your home at www.twitter.com  

-type in your Tweet and then copy and paste the hyperlink into the tweet, press “update” 

http://www.twitter.com/
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7. Twitter Tools 

-Many Twitter tools exist to help organize the Twitter world. Tools include programs that will 

analyze tweet statistics, tell someone who stops following them, and help run multiple Twitter 

accounts at once. A simple Google search will find thousands and thousands of tools. Some 

examples:  

- http://pelfusion.com/tools/30-incredibly-useful-twitter-tools-and-firefox-plugins/ 

- http://www.twitip.com/11-useful-twitter-tools-that-dont-require-your-password/ 

- http://www.tothepc.com/archives/twitter-tools-for-extended-twitter-experience/ 

 

B. Facebook Specific  

1. Sign-in Procedure: 

a. go to www.facebook.com 

b. Log-in Information (for now) 

username:  

password:  

http://pelfusion.com/tools/30-incredibly-useful-twitter-tools-and-firefox-plugins/
http://www.twitip.com/11-useful-twitter-tools-that-dont-require-your-password/
http://www.tothepc.com/archives/twitter-tools-for-extended-twitter-experience/
http://www.facebook.com/
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c. Once at the “HQ Europe” home portal either A) go to the “search” box at the top of 

the page and type in “United States Army Europe-USAREUR” or B)go to your news 

feed, if recent posts are displayed from “United States Army Europe-USAREUR,” click 

the name to go to the fan page 

d. click on the Fan Page 

 

e. click “edit Fan Page” underneath the page icon to make edits 
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3. Photos: Once in the edit section for the Fan Page you can scroll to photos and click edit. There 

you can create photo albums in which you can upload a total of 60 images at a time. After 

uploaded, Facebook will take you through the procedure to add descriptions to each photo. 
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Photo Example: 
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4. Video: Once in the edit section for the Fan Page you can scroll to videos and click edit. There 

you upload video and enter a description for the video. 

 

 

Video Example: 
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5. The RSS/Blog Feed application’s metrics are already set up. They do not need to be 

touched. 

 

 

6. Events: Once in the edit section for the Fan Page you can scroll to Events and click 

edit. There you can press “create an event” and enter the information into the pre-existing event 

form. After you enter information you will be prompted to upload a graphic. The screen following 

will ask you if you would like to make the event public and if you want to update your followers. 
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7. Discussion Board: Once in the edit section for the Fan Page you can scroll to “Discussion 

Board” and click “start a new discussion.” You will be prompted to fill out the pre-existing 

discussion form. 
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Discussion Topic Example: 

 

8. Notes: Once in the edit section for the Fan Page you can scroll to Notes and click “create new 

note.” There you will enter a Title and type in the body of the message whatever you want the 

note to consist of. You can also add tags to the notes on the sidebar of the note. Tags allow you 

to tag people that you think might be interested in the Note, but there is a limit on the number of 

people allowed to be tagged. Notes on the “United States Army Europe-USAREUR” Fan Page 

are generally used for posting press releases.  
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Note Example: 
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9. Status Updates: When you go to the main page of the “United States Army Europe-

USAREUR” Facebook page you can update your status. Underneath the heading of the page will 

be a white box that asks you “What are you thinking?” Here you can enter a status update that 

operates in much the same way Twitter does.  

10. Updates: Updates are used to send messages to your followers’ inboxes. Updates operate 

as a flyer or reminder for followers to check out your page. Go to the edit section, and then click 

“Send an Update to Fans.” This links to a form for filling out an update that will be sent to all 

followers. 

 

                

                      

 

Update Example:  



Headquarters United States Army Europe 
Office of the Chief of Public Affairs  
Social Media Division 
E-mail: ocpa.pi@eur.army.mil 
Phone: 49.6221.57. 6647 / 7226 | DSN 314.370.6647 / 7226  

   

         

11. Comments: Under photos, videos, or discussion boards you can enter comments. You can 

also enter a comment underneath someone else’s comment on your wall. The wall is the main 

page on which your activity is shown to the public. Underneath a comment will be a link that 

says “comment.” To comment press this link, then enter your comment.  

Comment Example: 

 

 

V. Compiling Report on Twitter & Facebook Statistics for Evaluation 

A. Twitter Specific:  

Step 1 

Use TwitAlyzer http://www.twitalyzer.com/twitalyzer/index.asp 

http://www.twitalyzer.com/twitalyzer/index.asp
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-At TwitAlyzer site enter USArmyEurope and then press “Twitalyze!” button to get report 

 

 
-Once your report is done, record the values for: Influence, Signal to Noise Ratio, Generosity, 

and Clout  

-Note: if symbols are clicked, a pop-up screen will display with the definition of each category  

 

Step 2 

Go to www.twitter.com, log in under USArmyEurope 

Once at the USArmyEurope Twitter homepage: 

-record number of followers and # of people USArmyEurope is following 

-highlight any new influential/important followers 

http://www.twitter.com/
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-record number of posts USArmyEurope made during the week- separate by : regular posts, 

@replies, RT’s 

 

-record number of discussions (represented by @replies, RT’s, and referrals from Followers)  
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 Step 3 

 Record picture views at the end of each month  

 

Step 4 

Type Facts into “Twitter Tracking” Word document found on shared drive and send to Media 

Chiefs 

 

B. Facebook Specific: 

Step 1 

Use Facebook Insights 

Log into Facebook 
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Go to United States Army Europe-USAREUR Facebook Page 
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On Administrator site for USAREUR page, click on Facebook Insights 

 

Step 2 

Record: # of fans, #of interactions, #of views, Fan breakdown by age demographic and 

nationality/geography  

V. Issues/Concerns  

A. Legal Issues:  

 1. Endorsement- HQ USAREUR cannot partake in any action that will make it appear that it is 

endorsing a business, organization, politician, policy, or person. 

 2. External Links- Currently Twitter and Facebook include an external links disclaimer. For any 

future Social Media initiatives the external link disclaimer used by the Department of Defense 

must be present.  

 DOD External link Disclaimer: The appearance of external hyperlinks does not constitute 
endorsement by the United States Department of Defense of the linked web sites, or the 
information, products or services contained therein.  
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B. Sensitive Info: Any information that includes policy or official viewpoints of the United States Army 

must be cleared by the Media Relations and Public Communications Chiefs before being posted. 

Information that is not directly linked to USAREUR, but has an informative aspect for USAREUR’s 

public, must be cleared by the Media Relations and Public Communications Chiefs as well. 

Responses to followers must be approved before posted.  

C. Selecting Who to Follow: In certain platforms for Social Media USAREUR can also choose to 

follow those who are reading our material. Be judicious in choosing who to follow. Who to follow must 

not be chosen at random. People who have an interest in USAREUR, who are influencers in Social 

Media, who have a large number of followers, who are likely to pass on USAREUR information, etc. 

should be looked at for consideration. A Social Media representative must recommend people to 

follow weekly to the PCD Chief.  

D. Follower Issues: It is possible on Social Media for scam artists, porn sites, and fake accounts to 

follow or become a fan of USAREUR. When these accounts start following our Social Media they 

must immediately be blocked.  

 

Investment 

 

A. Investing in Social Media Technology 

1. Flip Video Recorder 

2. Camera 

3. Notebook computers for chiefs in PA to view SM sites for guidance (As of July 30, 2009 

OCONUS is blocked from SM sites)  

B. Hiring an employee that can dedicate time to Social Media 

1. Social Media requires frequent updates 
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2. Social Media representative also will need to take pictures and video for certain events and 

SM initiatives  

3. Example SM Rep Schedule  

 9:00 update 

 12:00 update 

 15:00 update 

 Update before clocks out 

C. Units under USAREUR Cooperation  

1. Information cannot come from just HQ, needs to come from stories/photos/videos/ live 

blogging given to HQ from units underneath USAREUR 

2. Command Information needs to supply photos/videos/stories/quotes to SM Representative 

as soon as they finish reporting  

3. Develop a system on SharePoint where units and command information can condense all of 

their material. The Social Media Representative can then go into SharePoint and take material 

as needed. 

4. Material in SharePoint does not have to be a packaged story. For example photos need only 

name of photographer, who is in the photo, and a one line description of action.  

D. Correspondents for Special Events  

1. Special Events may require “live blogging.” Live blogging works with Social Media to help give 

a minute-by-minute replay of events going on.  

2. Live-blogging requires quotes, photos, videos, and any finished news articles to be posted 

while the event is still taking place. 
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3. For some events the main Social Media representative may not be able to attend, in this case, 

a correspondent must be able to post content on the Social Media sites, or give them to the 

Social Media representative to post, as the events are taking place. 

 

Future Social Media Suggestions: 

 

A. Live-Stream incorporating Social Media  

1. Placing a live-stream feature on http://www.hqusareur.army.mil/  or Facebook  

2. Set up live-streams at PAO conferences, special events, panel discussions 

3. Allow Social Media users to send in questions while watching live-stream  

4. Allow “expert” Social Media users to be apart of discussion in the live-stream. This can be 

done incorporating video-chat software like “Skye” or “iChat” 

B. A page dedicated to Social Media on  http://www.hqusareur.army.mil/ 

1. With a dedicated page to Social Media, content on http://www.hqusareur.army.mil/ will also 

become more up-to-date 

2. Content can include a video center for videos used in Social Media 

3. Content can include a rolling slideshow of photographs 

4. Content can include place for live-stream footage 

5. Content can include Twitter Feed 

6. Content can include feed of top news stories of the day 

C. Creating a Flickr account 

1. Creating a Flickr account would allow photos from throughout USAREUR to be placed in 

one simple to access database 

http://www.hqusareur.army.mil/
http://www.hqusareur.army.mil/
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2. By creating a group for USAREUR, it will elicit participation from soldiers and families living 

in USAREUR to build a better database 

3. Flickr has a built in function that allows websites to pull photos and create a slideshow 

4. This Flickr sideshow can be placed on the Social Media page on 

http://www.hqusareur.army.mil/ 

D. Adding Comment sections to news releases on http://www.hqusareur.army.mil/ 

1. Create a new format for news releases that follows the CORE format that www.army.mil uses 

2. In this new format allow a comment section 

E. Incorporate ACS support and special initiatives like the “Diversity Program” into Social Media  

1. ACS support is needed for more family advice on Social Media 

2. IMCOM Social Media can be included on the Social Media page at 

http://www.hqusareur.army.mil/ 

3. Social Media can be used to market special initiatives like the “Diversity Program,” and can in 

turn be used on the http://www.hqusareur.army.mil/ website 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.hqusareur.army.mil/
http://www.army.mil/
http://www.hqusareur.army.mil/
http://www.hqusareur.army.mil/
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Helpful Readings: 

 The New Influencers: A Marketer's Guide to the New Social Media by Paul Gillin 

 Facebook For Dummies  by Carolyn Abram 

 Twitter For Dummies    by Laura Fitton 

 Groundswell: Winning in a World Transformed by Social Technologies  by Charlene Li 

 The Wealth of Networks: How Social Production Transforms Markets and Freedom by Yochai 

Benkler 

 Born Digital: Understanding the First Generation of Digital Natives  by John Palfrey 

http://keplers.booksense.com/NASApp/store/Search;jsessionid=baciueh2K9I21hh7w28Qr?s=results&initiate=yes&ks=q&qsselect=KQ&title=&author=&qstext=the+new+influencers
http://www.amazon.com/Paul-Gillin/e/B001JP3M8C/ref=ntt_athr_dp_pel_1
http://www.amazon.com/exec/obidos/search-handle-url/ref=ntt_athr_dp_sr_1?%5Fencoding=UTF8&search-type=ss&index=books&field-author=Carolyn%20Abram
http://www.amazon.com/exec/obidos/search-handle-url/ref=ntt_athr_dp_sr_1?%5Fencoding=UTF8&search-type=ss&index=books&field-author=Laura%20Fitton
http://www.amazon.com/Charlene-Li/e/B001JS17LS/ref=ntt_athr_dp_pel_1
http://www.amazon.com/Yochai-Benkler/e/B001IO9PSA/ref=ntt_athr_dp_pel_1
http://www.amazon.com/Yochai-Benkler/e/B001IO9PSA/ref=ntt_athr_dp_pel_1
http://www.amazon.com/John-Palfrey/e/B001JSAWNM/ref=ntt_athr_dp_pel_1

