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Using a content analysis of Fortune 500 Web sites and Web content, this study 
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in the U.S. The paper also discusses the strategic and institutional perspectives of 

organizational legitimacy and places them clearly in their respective places within the 

realm of public relations scholarship. 
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The purpose of the study was to examine the relationship among the organization-

publics relationship (OPR) outcomes, communication coorientation, and 

organizational reputation in a higher education setting. The study not only explored a 

more comprehensive framework for factors influencing reputation, but also examined 

the perceptions of multiple publics. 
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Make I t Work:The Migration from Merger to A New Communications 

Methodology 

Terri Denard, University of Alabama 

 

This study utilizes case study, in-depth interviews, and participant observation from 

the researcherôs position as a media spokesperson for BellSouth, and director of 

public affairs for AT&T. It provides insight for corporate practitioners charged with 

integrating corporate cultures and varying structural alignment with regard to 

effective communication with key internal and external publics.   
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Image Restoration Strategies Employed by Press Secretary Robert Gibbs  

as President Barack Obamaôs Job Approval Ratings Decline 

Sonya R. DiPalma, University of North Carolina Asheville 

 

This study extends image restoration theory by examining news in the making 

through analyzing Press Secretary Robert Gibbsô responses to questions on events 

such as the closing of Guantanamo prison, the 100
th
 day anniversary in office, the Air 

Force One Manhattan flyover, Afghanistan, ñThe Beer Summit,ò and midterm 

elections. 

 

183 

 

 

 

 

 

 

Emotional Intelligence for Excellence in Public Relations: A Pilot Examination 

Melissa D. Dodd, University of Miami 

 

This pilot study was conducted as an initial examination of the relationship between 

emotional intelligence and public relations roles (manager and technician). Higher 

overall emotional intelligence was found in practitioners primarily performing the 

manager role, and lower emotional intelligence was found in practitioners primarily 

performing the technician role. 
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Caroline Early, Purdue University 

Pamela Caraccioli, Oswego Health 

Aimee E. Greeley, SUNY Cortland 

 

This study examines one of New York Stateôs least healthy counties.When examined 

across counties in New York State, Oswego County ranks 60 out of 62 in regards to 

health factors (countyhealthranking.org). Specifically, in-depth interviews were 

conducted with administrators within the Oswego Health System to determine the 

current stage and processes of change that the health system resides in with respect to 

social media. 

 

217 

METRIC Model: Measuring Engagement and Tracking Influencer 

Communications 

Marianne Eisenmann, Determinus, Chandler Chicco Companies 

 

This research aimed to develop a model to systematically document and measure the 

outcome of a PR campaign designed to establish and cultivate relationships resulting 

in stakeholder engagement and response to a call to action. This paper documents the 

development of this METRIC model and its application to the work of the Strategies 

to Overcome and Prevent (STOP) Obesity Alliance. 
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Communicating ñPinkò: An Analysis of the Communication Strategies, 

Transparency, and Credibility of Breast Cancer Social Media Sites 

Hilary Fussell Sisco, Quinnipiac University 

Tina McCorkindale, Appalachian State University 

 

Considering the tremendous impact of social media on public relations, how 

nonprofit organizations are using various forms of social media is important.   Little 

research has analyzed the overall social media presence of an organization. This 

study quantitatively analyzed the content of the Twitter account, Facebook page, and 

organizational blog of the top 20 breast cancer nonprofit groups.  

 

237 

Virtual Games as a Tool for Building Image Brand: The Case of Super 

Volleyball Brazil  

Débora Caon Gentil, Vulcabrás/azaléia 

Denise Avancini Alves, PUCRS ï Pontifícia Universidade Católica do Rio Grande do 

Sul 

Vanessa Ourique Purper, Famecos - Faculdade de Comunicação Social of Pontífícia 

Universidade Católica do Rio Grande do Sul 

 

This study offers a contribution to the understanding the impacts generated to 

Olympikus brand belonging to the Vulcabras/Azaleia group, with the development of 

a new media: the game Super Vôlei Brasil. This way, through the games online, it is 

possible to observe the influence of technology in the activities of the public relations 

using new tools of communication to build the brand image. 

 

248 

Transparency and City Government Communications 

Jennalane O. Hawes 

Brad Rawlins 

Ken Plowman, Brigham Young University 

 

Previous research developed a three-dimensional model composed of ñvaluing 

transparency,ò ñorganizational support,ò ñcommunication practicesò and ñprovision 

of resources.ò This study develops a quantitative instrument to confirm the 

dimensions of the model and to predict which of the dimensions best predicts 

perceived governmental transparency at the city level. 

 

277 

Ethics and the Government Response to the Deepwater Horizon Disaster 

J. Suzanne Horsley, University of Alabama 

Amber Hutchins, Trinity University 

 

This paper examines the ethical implications of government communication during 

the response to the BP Deepwater Horizon disaster.  The authors employed an ethical 

framework specific to disaster response to examine 178 news releases that were 

issued by the joint information center (JIC) from April 21, 2010, the day after the 

explosion, to July 16, 2010, the day after the oil well was officially ñkilled.ò 
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What is the Financial Impact of Negative News about Collegiate Sports Teams? 

Using Fan Identification to Understand College Student Responses 

Tom Isaacson, Marquette University 

 

When negative news has been produced following a crisis, social identity theory 

provides a way to understand existing differences and differential responses among 

members of a target audience. This survey research examined how students, a key 

target audience for most university athletic departments, respond to an actual crisis 

involving members of the football team at an NCAA Division I university. 
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Lehman Shock Impact on Japanese Companies and Changes of Corporate 

Communication: How to Measure Qualitative Change in PR System of 

Companies 

Naoya ITO, Hokkaido University 

 

The aim of this paper is to examine quantitatively and qualitatively the influence of 

ñLehman Shockò on public relations of Japanese companies. By conceding the 

collected data through ñThe Research on Communication of Japanese Companies by 

Hokkaido University in 2009,ò this paper regards the impact of ñLehman Shockò in 

2008. 

 

322 

Offering an ñAuthenticò tourism experience: An investigation of nation 

branding of Costa Rica and the Dominican Republic 

Rajul Jain 

Maria De Moya, University of Florida 

 

This study examines the concept of authenticity in the context of destination branding 

efforts of two countries: Costa Rica and the Dominican Republic. Specifically, it 

explores what aspects of authenticity are communicated in the tourism efforts of 

these countries and compares their approaches to promoting authentic tourism 

experiences. 

 

339 

Examining the Role of Social Media in Effective Crisis Management: The 

Effects of Crisis Origin, Information Form, and Source on Publicsô Crisis 

Responses 

Yan Jin, Virginia Commonwealth University 

Brooke Fisher Liu 

Lucinda L. Austin, University of Maryland 

 

This study tests essential components of the SMCC model through a 3 (crisis 

information form) x 2 (crisis information source) x 2 (crisis origin) mixed-design 

experiment (N = 338). The findings indicate the key role of crisis origin in affecting 

publicsô preferred information form and source.  
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Pushing the Envelope of Relationship Management Theory: 

Specifics for Advancing Practice 

Desirae Johnson, Flammer Relations 

Deanna F. Womack, Kennesaw State University 

 

The relationship management theory of public relations was examined to identify 

gaps and reconcile potential contradictions in the theoryôs theoretical underpinnings.  

Craigôs (1999) model of the communication discipline was applied to Ledinghamôs 

(2003) fourteen axioms of relationship management theory to reveal roots from the 

cybernetic, semiotic, phenomenological, and sociopsychological traditions.  

Negotiation theory, conversation marketing concepts, communication competence 

theory, and systems theory were applied to form fourteen new axioms of relationship 

negotiation theory.   

 

383 

Fortune 500 Foray: How the Nationôs Largest Insurer Leverages Social Media 

Matthew Kelly, State Farm Insurance Company 

Dustin W. Supa, Ball State University 

 

This study is a series of case studies within State Farm Insurance to demonstrate how 

State Farm has been able to leverage, on multiple occasions and across multiple 

platforms, its presence as the largest provider of insurance in the United States. The 

studyôs goal is to show how a large, mature corporate entity is able to increase its 

presence with current and potential clients through social media. 

 

411 

The Effects of Transparency Efforts of an organization to its Reputation:  

How a Public React to a Truth Claim Online? 

Bokyung Kim 

Seoyeon Hong 
 

Glen T. Cameron, University of Missouri  

 

The primary purpose of this study is to experimentally test the impact of claims to 

open procedures an organization follows to generate news releases on participantsô 

perceived message credibility; evaluation of transparency efforts; and perceptions of 

organizational reputation. Additionally, the current research explores how people 

differently assess information that is varied by different channel. 

 

436 

Making the Grade: What Constitutes a Successful PR Education? 

Eunseong Kim  

Terri L. Johnson, Eastern Illinois University 

 

By interviewing both established and young public relations professionals, this study 

sought to find what a successful public relations professional means in todayôs 

industry and media environment. This study should benefit all parties vested in this 

field: PR students, educators, practitioners, employers, and audiences. 
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Exploring Effects of Corporate Social Media Messages on Audience Behavior: 

Relationship Management Perspectives  
Ji Young Kim  

Jinhyon Kwon, University of Florida 

 

Grounded from a relationship management perspective, the purpose of this 

investigation is to explore the effects of corporate social media messages on the 

audience's communicational intentions. It explored how the relationship outcomes 

can be demonstrated on Twitter messages, and how it can affect audience's 

behavioral intention. 

 

Crisis and Stock Performance in Japan: For Public Relations and Crisis 

Communication  
Koichi Kitami, Hokkaido University 

 

This study discusses the relationship between crisis management and stock 

performance from the viewpoint of public relations studies. I researched the 

relationship between corporate scandals and stock performance between 1992 and 

2007 in Japan. 
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Public Relations Characters Have Split Personalities: A Thematic Analysis of 

Film-Based Public Relations Characters 

Cheryl Ann Lambert, Boston University 

 

Public relations film characters were analyzed in the open-ended segment of a 

content analysis study. Results revealed back-handed compliments about physical 

traits; primary polished social attributes; attributes that ranged on a continuum; 

dichotomous descriptions, and a continuing focus on tactical tasks.  

 

491 

Top Management Pressure That Leads to Suicide: A Critical Analysis of the 

France Telecome Suicide Crisis from the Perspective of the Linguistic Image 

Restoration Model 

Roxana Maiorescu 

Maryana Bendus, Purdue University 

 

The current paper makes use of critical discourse analysis (CDA) and the Image 

Restoration Theory (Benoit, 1995) to develop a model of crisis communication. The 

purpose of the model is to determine the ethics within the crisis discourse.  
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Cultural Values Reflected in Corporate Pages on Popular Social Network Sites 

in China and the United States: A Cross-Cultur al Content Analysis 
Linjuan Rita Men 

Wan-Hsiu Sunny Tsai, University of Miami 

 

This study examines cultural differences in the use of communication appeals on 

corporate pages of leading social network sites (SNSs) in two culturally diverse 

countries, China and the United States. Findings indicate that communication appeals 

on social network sites reflect the dominant cultural values in each country. 

Implications and suggestions for future research are discussed. 

 

517 

Strategic Leadership in Public Relations: Dimensions, Measurement, and 

Validation 

Juan Meng, University of Dayton 

Bruce K. Berger, University of Alabama 

 

This paper investigates strategic leadership in public relations by proposing a set of 

dimensions measuring public relations executivesô perceptions on leadership.  A 

measurement methodology was applied and suggested to facilitate empirical 

investigation. 

 

538 

An Attempt on Quantitative Profiling of PR Practitioners in Japanese 

Companies Applicability of ñRevealed Preferenceò Approach 

Junichiro MIYABE, Hokkaido University 

 

Utilizing the database of PR practitioners constructed for this research shows some of 

the characteristics of those who are responsible of PR activities in Japanese 

companies which reflect management intention and decision concerning 

communication activity.  

 

565 

Multicultural Environments and Their Challenges to Crisis Communication 

Maria de Fatima Oliveira, University of North Carolina at Charlotte 

 

Grounded theory analysis was applied to qualitative interviews with 25 

communication professionals concerning cultural influences on crisis. This approach 

yielded several findings. By integrating cultural competence and crisis management 

frameworks, this study provides suggestions to prepare communication students and 

practitioners to new demands of the profession. 
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Beyond Sentiment Analysis, Can we Automate Trust Measurement? 
Katie Delahaye Paine, KDPaine & Partners 

LLC and Publisher, the Measurement Standard 

 

In recent years, content analysis has been increasingly automated, especially around 

sentiment analysis. While the accuracy of such automation is open to debate, we 

suggest that sentiment is only one element of what matters to an organization. Our 

research determines whether these elements can accurately be measured using text 

mining and natural language processing. 
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The Use of Human Voice as a Relationship Building Strategy on Social 

Networking Sites 

Hyojung Park 

Hyunmin Lee, University of Missouri 

 

This study sought to examine how a human voice of an organization in online 

communication affects organization-public relationships and its publicsô favorable 

behavioral intentions to engage in word-of-mouth and dialogic communications. The 

results revealed that conversational human voice was perceived to be higher for 

organization social networking pages with a human presence than for those with an 

organizational presence. 

 

605 

 

 

The ñBuzz and Chatter Modelò of the Interplay of Traditional and New Media 

Covering a Crisis Event 

Patricia Paystrup, Southern Utah University 

 

Using the August 2007 Crandall Canyon mind disaster in Utahôs coal country as an 

extended case study, this paper presents and describes the ñBuzz and Chatter Modelò 

and applies it to the expanding on-line and traditional coverage of the crisis event. 

 

625 

Public Relations Practitionersô Characteristics As Factors Affecting 

Organizational Blog Content 

Timothy S. Penning, Grand Valley State University 

 

This paper is an attempt to move research about public relations from descriptive to 

predictive. Specifically, it is an attempt to associate independent variables related to 

public relations practitioners with public relations content as dependent variables. A 

contribution of this study is the typology of public relations content as being 

relational or promotional. 
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How Todayôs Digital Landscape Redefines the Notion of Control in Public 

Relations 
Laurie Phillips 

Daren C. Brabham, University of North Carolina at Chapel Hill 

 

In this research study, we examine journalist Dan Savageôs creation of the ñIt Gets 

Better Projectò in September 2010. Through the lens of the It Gets Better Project, we 

argue that PR practitioners are transforming from message creators to message 

curators and from brand managers to brand community managers with increasing 

frequency. 

 

674 

Strategic Communication Planning: A Multiple Case Study from Iraq and 

Kuwait  

Kenneth D. Plowman, Brigham Young University 

 

The purpose of this study was to develop and analyze strategic communication for 

Multi -National Forces Iraq, a United Nations military force of 40 countries that 

comprised Multi-Iraq during the period of 2007 and 2008.  This study is an extension 

of a study done for the U.S. Army War College in 2007 that developed a viable 

qualitative measurement tool to assess the relationships with the media for U.S. Army 

public affairs.  

 

689 

Exploring Antecedents of Cynicism toward Corporate Social Responsibility 

Hyejoon Rim 

Jaejin Lee, University of Florida 

 

To provide insights for the company to better segment and understand the 

characteristics of their target publics and to manage CSR programs in a strategic 

manner, this study examines predictors of cynicism toward CSR. The results show 

that negative sentiments toward marketing activities, attitudes toward business 

management in general, and perspectives of the role of business in society predict 

cynicism toward CSR. 

 

707 

PR in the ER: Internal Public Relations in a Hospital Emergency Department 

Trent Seltzer 

Elizabeth Gardner 

Shannon Bichard 

Coy Callison, Texas Tech University 

 

Focusing on a university-affiliated emergency department, this case study 

investigates the following research questions: What are the current communication 

channels used in the ED?; What are the preferred methods of internal 

communication?; What are the barriers to internal communication practice?; Do 

differences exist in perceptions of internal communication practices among the 

various types of healthcare providers in the ED?  

722 



   
    

 

14 

 

Building an Agenda; Building a Relationship: Defining Organization-Public 

Relationships Through the Second-Level Agenda-Building Function of Public 

Relations  

Trent Seltzer 

Weiwu Zhang 

Dane Kiambi 

Daewook Kim, Texas Tech University 

 

The present study utilizes a combination of content analysis and survey to understand 

the linkages between the public relations, media, and public agendas in regard to (a) 

framing of the health care reform issue and (b) framing of the organization-public 

relationship between the two major political parties, the health care lobby, and the 

public. 

 

742 

Pushing the Envelope on Media Tools: 

Identifying Non-Users, Users, and Media Tribes in Public Relations Practice  

Bey-Ling Sha,, San Diego State University 

John Forde, Mississippi State University 

Melissa LaBorde, Louisiana State University of Alexandria 

 

As new media tools appear with increasing frequency, public relations practitioners 

must adapt to new tactics for the execution of public relations strategies, while public 

relations scholars must reconsider traditional public relations principles and theories. 

This study reports results from the 2010 Practice Analysis conducted by the 

Universal Accreditation Board (UAB). 
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Command and Control v. Social Media: The Inherent Dilemma for Fire 

Departments 

Astrid Sheil, California State University 

Kevin Slusarski, California State University San Bernardino 

Michelle T. Violanti, University of Tennessee 

 

This study examines factors influence PIOsô use social media.  A quantitative 

instrument disseminated to fire departments across the United States identifies the 

current problems and provides recommendations. Use of social media outside of 

work, being a sworn firefighter, and full-time PIOs are the best predictors of social 

media use at work. 
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Theoretical Comments on Concrete Negative Examples of Cross-Border 

Product PR 

Holger Sievert, MHMK University for Media and Communication Berlin 

Bodo Kirf, University of Applied Sciences Mainz 

 

Based on widely varying perspectives and practical evidence, this paper aims to 

demonstrate the difficulties of trans-national communication in practice, and in 

particular the dynamics linked to misunderstandings in this context. Building on this, 

it seeks to show opportunities to use international networking in order to avoid these 

stumbling blocks in the international environment. 
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International Public Relations: An Experiment on A Virtual Model of Learning 

Ana Maria Walker Roig Steffen, Pontifical Catholic University of Rio Grande do Sul 

Jon Cope, University College Falmouth 

 

In a global economy, where social and cultural mores affect the practice of public 

relations differently in different regions (and even specific countries), there is a need 

for an increased focus on contextual and environmental sensitivity if graduates are to 

emerge as effective operators on an international stage. Meeting this need, the Ball 

State University and the Pontifical Catholic University of Rio Grande do Sul have 

created a concept for an international PR teaching model, implemented for the first 

time in the spring of 2002 (Sharpe, Simões & Steffen, 2005).  

 

809 

Industry Crises and External Communications during a U.S. Coal Mine 

Disaster: Theoretical and Practical Implications 

Bonnie Stewart, 

Diana Knott Martinelli, West Virginia University 

 

This exploratory case study examines the crisis communication activities of 

International Coal Group during and after the 2006 Sago, WV, coal mine disaster that 

captured national attention for its drama and for the erroneous news reports that 12 

men had survived, when actually 12 had perished.   

 

826 

Media Practice or Media Opacity? Conceptual and Theoretical Considerations 

and Implications 

Katerina Tsetsura, University of Oklahoma 

Dean Kruckeberg, University of North Carolina-Charlotte 

 

Using Russian public relations as an example, the authors of this conceptual paper 

examine, from multiple perspectives, the complex question of whether media opacity 

should be categorically condemned as being universally inappropriate and unethical 

or whether it should be acceptedðor at least toleratedðin some situations and 

environments. 
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A Delphi Study on Internal Communication in Europe 

Ana Tkalac Verļiļ, University of Zagreb, Croatia  

Dejan Verļiļ, University of Ljubljana, Slovenia  

 

The Delphi study is trying to articulate self-understanding of the internal 

communication practice in Europe. The paper reports the results of the Delphi study 

on internal communication among leaders of European internal communicatorsô 

associations on their representation of the internal communication practice. 

 

856 

Tapping into Twitter: The Hows and Whys of Usage and What it Means for PR 

Kelly Vibber 

Soojin Kim, Purdue University 

 

This research focuses on better understanding the hows and whys of individualsô 

Twitter usage. Twenty individual in-depth interviews were done to gain information 

about usage patterns, activeness, networking patterns, and content patterns. In 

addition, an online survey is being launched to pull in a larger sample and look for 

these patterns on a more substantial scale. 

 

870 

Public Relations for Prosocial Activism: A Theoretical Foundation toward 

Communicating for Positive Social Causes 

Robert I. Wakefield 

Kathryn J. Burnett 

Carrie Akinaka, Brigham Young University 

 

The paper addresses the questions of why and how some prosocial groups gain 

support for their causes while other groups in the same realm fail to gain support. It 

analyzes the missions of prosocial groups, their need for public relations resources 

and strategies, and their interactions with similar prosocial groups, with various 

governments, with media, and other organizations. 

 

876 

The Point of No Return: Staying Inside the Lines of Propriety and Civility in 

Media Situations 

Susan B. Walton 

Robert I. Wakefield 

Lincoln T. Hubbard, Brigham Young University 

 

Here the authors examine a number of such instances where a spokesperson has lost 

control or compromised judgment during a media interview or similar mediated 

instance. They identify and detail the characteristics and catalysts contributing to 

such events and the resultant behaviors and effectsðboth immediate and long-term 

896 
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What Does ROI Mean to PR Practitioners? A Small-Scale Investigation on the 

Use of ñReturn on Investmentò in the UK 

Tom Watson, Bournemouth University 

 

óReturn on Investmentô (ROI) is defined in management literature as a measure of 

financial effectiveness concerned with the returns on capital employed in business. In 

PR practitioner parlance, ROI is used in a much looser form to indicate the results of 

activity. This mixed method research investigates practitioner understanding of ROI 

with a UK and European sample. 

 

914 

Barriers to Communication Audits 
Louis C. Williams, The Lou Williams Companies, Inc. 

David M. Dozier, San Diego State University 

 

Consultants who conduct communication audits have identified a number of barriers 

that they encounter when executing communication audits. Forty-five consultants that 

conduct audits as a significant portion of their business were surveyed. Qualitative 

findings provide additional insights. 

 

919 

Autonomy-Dependency Paradox in Organization-Public Relationships: A Case 

Study Analysis of a University Art  Museum 

Christopher Wilson 

Brad Rawlins, Brigham Young University 

Kevin Stoker, Texas Tech University 

 

This study presents an exploration of the autonomy-dependence paradox inherent in 

organization-public relationships. The value of this study is that it illustrates how 

paradoxical tensions can influence the decision-making process in organizations, as 

well as the ways in which organizations can manage their own behavior and 

communication in spite of natural tendencies to manage and control stakeholders and 

publics. 

 

929 

A Systematic Review of the Contribution of  Public Relations Theory and 

Practice to Health Campaigns 

John G. Wirtz 

Elizabeth Gardner 

Prisca Ngondo, Texas Tech University 

 

This paper begins by establishing the scope of health public relations. We accomplish 

this by first differentiating health public relations from social marketing and from 

healthcare policy public relations. We conclude by proposing ways that public 

relations researchers can ñpush the envelopeò in public relations theory and research 

and advance the practice of health campaigns. 
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The Influence of Culture on Public Relations: Comparison of Communications 

in Three Cases of Contest for Corporate Control 

Koichi Yamamura, Media Gain Co., Ltd. 

 

Culture affects how an organization communicates. It also affects how 

communication activities are received and interpreted. This case study looks at how 

an U.S. activist investment fund tries to influence Japanese companies and compares 

these cases with a similar case involving only Japanese organizations. 

 

976 

Between Convergence And Power Struggles: How Public Relations And 

Marketing Communications Professionals Interact in Corporate Brand 
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This paper introduces the concept of ñSocial Media Governanceò as a means to 

accelerate the establishment of social media in communication practices. The data 

presented here stem from a quantitative survey that was carried out in Germany as a 

joint project between the University of Leipzig and Fink & Fuchs Public Relations, 

supported by Pressesprecher magazine. The results indicate that although many 

organizations claim to have strategies for social media communications, nine out of 

10 had no explicit regulatory frameworks. 
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Abstract 

The purpose of this study was to examine links between organization-public relationships 

and Millennial studentsô active social media behavior. The Millennial Generation is a key target 

audience who many public relations practitioners are certainly trying to reach. Social media tools 

are emerging as technology medium must-haves for public relations practitioners. This study 

looked at the collision of the new social media tools and the Millennial audience within the four 

models of public relations (Grunig and Hunt, 1984) through the relationship management 

framework lens. Four research questions and hypotheses were posed. Millennial students from 

two Midwestern universities were randomly selected to complete a survey on their relationship 

with the top 10 most social companies/brands as named by Ad Age, as well as the engagement 

with social media tools in general and specifically with those top 10 companies/brands. A total of 

1,062 participants completed the survey. The break down of gender for the sample was 

consistent with the demographic makeup of both campuses as a whole with 43.6% male (n= 463) 

and 56.4% female (n= 599) completing the survey.  Findings highlighted that Millennials engage 

with e-mail and social networking (e.g., MySpace/Facebook) more than other social media tools. 

For all companies/brands except CNN and Dell, as participantsô general use of social media tools 

increased, their wanting to continue a relationship with the company/brand also increased. 

However, when Millennials were exposed to a variety of social media tools by each 

company/brand, no significant correlations were found for wanting their relationship to continue 

with that particular company/brand. No significant differences were found between gender and 

interaction with social media tools.  
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Literature Review 

The Internet has become a major player in the public relations field within the last 

decade. The World Wide Web has served as a key contributor in how organizations and their 

publics develop mutually beneficial relationships, an important characteristic for public relations. 

With emerging social media tools such as Web 2.0, blogs, podcasts, wikis, and RSS technologies 

becoming more highly discussed topics within the field, the Internet itself has become a public 

relations toolbox that holds all the newest social media tools for every public relations 

practitioner. Celsi (2008) encouraged public relations (PR) professionals to begin thinking of 

ways to lead their agencies and organizations toward the future. Celsi pointed out that ñthe tools 

in the social media arsenal can promote our companies and employees as expertsò (p. 12). 

Furthermore, social media tools could make or break hiring of public relations firms in the 

future. For example, Hitachi Data Systemôs (HDS) recent hiring of the PR firm Ogilvy rather 

than Hill & Knowlton was based on social media. According to Shahôs (2007) cover story in 

PRWeek, HDS spokesperson Steve Zivanic was adamant about public relations agencies 

adopting more social media practices, an opinion which led to his decision in choosing Ogilvy 

over its competitor.  

Public relations practitioners are not the only people who need an understanding of social 

media within the field. PR educators in the United States are being advised by public relations 

practitioners to consider adopting social media into the curriculum. Public relations students 

around the country are seeking guidance on understanding this new media behavior and its 

application to the wider public relations world. Hood (2007) commented on the increasing need 

for a more consistent social media presence in academia. In her article in PRWeek, Hood 

explained that educators need to begin making changes to the traditional programs in order to 

accommodate the growing trend of social media within the PR field. Hood challenges those 

teaching in the public relations field. ñWe all need to be much more active about making sure 

that it [better understanding for students of new social media] happens, so that the industry 

continues to attract the best, and they [students] are equipped with the tools they need to do the 

job as it continually changesò (Hood, 2007, p. 11).  

Social media are changing public relations careers, whether the field is ready or not. Scott 

(2007) pointed out how social media have changed the look of public relations, beginning with 

the rise of the Web:  

PR is no longer just an esoteric discipline where great efforts are spent by companies to 

communicate exclusively to a handful of reporters who then tell the companyôs story, 

generating a clip for the PR people to show their bosses. Now, great PR includes 

programs to reach buyers directly. The Web allows direct access to information about 

your products, and smart companies understand and use this phenomenal resource to 

great advantage. (p. 11) 

Literature on how practitioners are using social media is scarce at this point, primarily 

because social media is in its infancy. It is helpful to further analyze the existing public relations 

literature to support the thought structure concerning how these emerging communication 

technologies fit alongside and/or within existing traditional communication tools. For decades, 

professionals and scholars alike in the field of public relations have turned to the foundational 

block of relationship building in order to establish and maintain mutually beneficial relationships 

between the public and the organization. Hallahan (2008) asserted that one way to demonstrate a 

company/brand commitment to key publics was to make technology-based access available. In 
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an effort to expand the knowledge in building key relationships, the current study looks at a 

particular technology-based medium, namely social media, to understand better what effect these 

social media tools have in establishing relationships. Because of its extensive use of technology, 

the Millennial Generation was chosen as the target public. Although others have looked at key 

publics through the relationship management lens (Yang, 2005; Banning & Schoen 2007; Brønn, 

2008; OôNeil, 2007; Ristino, 2007; Hong, 2008; Vorvoreanu, 2008), none have looked 

specifically within a generational demographic. Hence, the current study contributes to a 

theoretical body of knowledge in the public relations field by providing acute in-depth 

understanding into the personal commitment relationship dimension, specifically with a younger 

demographic, the Millennial Generation.  

Social media tools have provided new ways for key publics to build and maintain 

relationships with companies/brands. Much work remains to be done in the academic realm to 

further examine the variety of relationship dimensions that may be able to work to the 

organizationsô advantage in building and maintaining mutually beneficial relationships with key 

publics.  

 

Relationship and Public Relations 

 The study of the relationship between the organization and its public within the public 

relations field is a growing area of research (Yang, 2005; Banning & Schoen 2007; Brønn, 2008; 

OôNeil, 2007; Ristino, 2007; Hong, 2008; Vorvoreanu, 2008). The organization-public 

relationship approach to PR provides fruitful insights concerning the concept of building and 

maintaining organization-public relationships. The linkage of the organization-public 

relationship approach to public relations is natural as most scholars agree that in the definition of 

public relations, relationship is key. Broom (2009) defines public relations as ñthe management 

function that establishes and maintains mutually beneficial relationships between an organization 

and the publics on whom its success or failure dependsò (p. 3). Ristino (2007), in his article 

pertaining to public relations within the health services, speaks of the importance of managing 

and enhancing relationships with those they serve. ñThe communication activities are based on a 

two-way symmetrical communication process that ensures that publics served and the 

organizations serving them build long lasting, mutually beneficial relationshipsò (p. 79).  

Beneficial relationships with the public are important for the survival of an organization. 

Public relations practitioners must build and maintain strong relationships between the 

organization and its public to lead to a desired behavior by the public for the organization and 

vice-versa. In OôNeilôs (2007) study examining the association between relationship factors and 

strength and duration of donor support for a local food bank, she found that although strong 

public relationships were not associated with the amount donated, they were associated with 

years of support, happiness to continue donating, and willingness to recommend others to donate. 

OôNeil (2007) stated, ñThe findings of this study are useful in that they demonstrate that long-

term, successful public relationships impact behaviorò (p. 102).  

Whether internal or external, relationships are needed in order to get key audiences to act 

in a desirable way. In order to communicate successfully with target publics, public relations 

practitioners must revert to communication basics. According to Newsom and Haynes (2008) the 

basics include ñmessage, public, and mediumò (p. 109). Of particular interest to this study is the 

medium. Whether traditional or social, the medium a public relations practitioner uses is key to 

effectively building and maintaining public-organization relationships. One study that has been 

conducted is Vorvoreanuôs (2008) Web site experience analysis. In her analysis of nine corporate 
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Web sites, she examined student-public relationship beyond usability, but actual experiences as 

interpreted by the key public. In other words, was the relationship, in the way the student-public 

viewed it, how the organization intended to be perceived? Vorvoreanuôs study offered readers 

suggestions on how to improve the publicôs Web site experience. This study is one that aims to 

confirm that the student-public and organizational relationship is the same and not one that is 

misconstrued through the medium.  

Throughout studies that focus on public-organization relationships, all contain 

multidimensional factors that contribute to the understanding of those relationships. Of particular 

interest to this study is personal commitment. In one study conducted by Banning and Schoen 

(2007) on a museumôs relationship with its key publics, the researchers found that the 

relationships could help determine both those who were likely to continue membership with the 

museum, as well as those who would not. ñThe information gained in the use of the three 

relationship sub-scales can help practitioners reinforce successful programs or change ineffective 

public relations initiatives, rather than simply measure the amount of communication produced 

in a newspaper or magazineò (p. 439). Personal commitment to the museum was a vital part of 

this study to discover those who would continue their relationship with the museum.  

 

Social Media Tools Defined 

Eyrich, Padman, and Sweetser (2008) gathered information from practicing public 

relations practitioners and discovered that ñoverall, practitioners have adopted nearly six 

different social media tools professionallyò (p. 413). These six tools included e-mail, intranet, 

blogs, videoconferencing, podcasts, video sharing, and personal digital assistants (PDAôs). 

McLaughlin (2009) argued that Facebook and Twitter needed to be added to the social media 

must-have list. As mentioned in McLaughlinôs article, Telindus, an IT services firm, suggested 

that denying access to Facebook and Twitter could be the deal breaker for 18 to 24 year olds 

seeking employment. Both Facebook and Twitter are also important to an organization trying to 

reach its niche public. In an article on why to use these powerful social media tools, Williams 

(2009) stated, ñRemember, social media outlets like Facebook and Twitter are all about building 

relationships. The key to your success is creating value-added content that will connect you more 

deeply to your existing customers and create new relationships as wellò (p. 25). 

 

Gender Differences Within Technology/Social Media 

With most new technology, a period of adaptation and apprehension exists initially as it 

takes flight. Considerable attention has been given to the influence of gender with new 

technology adoption. Studies have shown that females have lagged behind in many aspects of 

new technology from their use to their confidence or ability to use the technology (Dempsey, 

2009; Spotts, Bowman, & Mertz, 1997; Wood & Li, 2005). Yet recently, scholars in a variety of 

fields have gathered evidence to show how that gap is narrowing, or in some cases, disappearing 

altogether (Dresang, Gross, & Holt, 2007; Li, Glass, & Records, 2008; Rainer, Laosethakul, & 

Astone, 2003).  

Looking specifically at the Millennial market for gender differences is especially relevant 

within the current study. Dresang, Gross and Holt (2007) found in their study of computers and 

what they called net-generation children very few differences among gender. Although their 

study points at a closing gap for gender differences within computer use, the scholars do not 

provide concrete reasons for this closing. They suggest further studies are needed in order to 

offer more conclusive direction.  
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Social Media Shaping Public Relations Field 

 At the annual International Public Relations Society of America (PRSA) conference in 

October of 2008, it was apparent that the public relations field is evolving and social media is at 

the heart of the movement. In an interview conducted with Bill Balderaz (personal 

communication, June 24, 2008), President of Webbed Marketing, he shared some very important 

qualities that are currently beginning to shape the field of public relations. First he shared how 

difficult it is becoming to reach consumers through the traditional media channels of newspapers, 

television, and telemarketing. Social media is the way of the future, he claimed, and predicted 

that by 2012 more money will be allocated to online budgeting items (social media tools) than 

more traditional (television, newspaper, radio, etc.) PR mediums. He commented on the ease of 

using social networking sites and starting a blog, but noted that if not properly maintained that 

the media site can quickly lose credibility, a point that is supported in the literature (e.g., 

Breakenridge, 2008; Li & Bernoff, 2008; Scott, 2007).  

 Brian Solis, Principal of Future Works PR, was quoted in Breakenridge (2008) giving hope 

and encouragement for utilizing the social media tools in the PR industry.  

Social media is an opportunity to break the stereotype, to become experts, and create 

conversations directly and indirectly. This is our chance to evolve public relations into a 

more valuable branch of marketing, making everyone smarter and hopefully more 

passionate in the process. (p. 266)  

Solis is not alone with this thinking. MarketingSherpa (2009) surveyed social media marketers 

and public relations professionals about their opinions of their social media effectiveness. Their 

research concluded that over half of the professionals who completed the survey believed that 

social media marketing is effective at influencing brand reputation, increasing awareness, 

improving search rankings, and increasing Web site traffic. These components are all valuable 

assets to any public relations practice. Vocus (2009) reiterates some of MarketingSherpaôs points 

in its whitepaper highlighting the impact of social media. Vocusôs study provides indicators of 

impact, sharing points of influence between social media and public relations. Highlighted points 

include: reaching further with a message, generating sale leads, gauging customer satisfaction 

and increasing brand recognition. Vocus (2009) stressed, ñSocial media has removed the filters 

between your company and the publicò (p. 1).  

It is doubtful that public relations will completely step back into its traditional roots, but 

instead will look forward to moving ahead with the new social media tools. Gillin (2007) points 

out that ñmainstream media has become so dependent on social media, in fact, that is hard to 

imagine that professional news organizations would let this channel go awayò (p. 198). Social 

media is going to be here for the long run, so public relations practitioners are charged to 

capitalize on this emerging and growing trend of reaching target audiences. 

 

Tying Social Media and Public Relations to Millennials 

 One of the key components to this study is tying public relations social media tools to youth, 

or more specifically, the Millennial Generation or Generation Y. In order to gain a deeper 

understanding of the literature that has been produced on the subject, the following section 

provides some facts from the most comprehensive study of the Millennial Generation and social 

media.  

Pew Internet & American Life Project team of Lenhart, Madden, Macgill, and Smith 

(2007), released a comprehensive study of teens and social media. The 36-page document is full 

of statistical support for why this younger audience is grabbing hold and increasingly utilizing 
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social media tools. In a previous study the researchers noted that they sensed a trend emerging. 

Teens were leading the way into the Web 2.0 era. ñOnline teens have access to tools that can 

gain them widespread attention and notoriety in ways that simply were not possible under the 

traditional mass media modelò (Lenhart, Madden, Macgill, & Smith, 2007, p. 1). In January of 

2009, Jones and Fox extended the Pew study by looking specifically at the generations that are 

online. Although Jones and Foxôs definition of Gen Y or the Millennial Generation is broader 

than many othersô definition (born between 1977 to 1990, ages 18 to 32 in 2009), the study 

provided an array of salient information.  

First and foremost, Jones and Fox (2009) provided statistics which confirmed that 87% of 

the Millennial Generation is indeed online. Furthermore, not only is this demographic on the 

Internet, they are creating content and participating with the social media tools in place. Social 

networking within this demographic is phenomenal when taking into consideration the 

Millennial Generation as compared to all online adult users. Jones and Fox (2009) found that 

over half (67%) of Millennial users had a profile on a social network, a striking increase over 

what the overall adult users (35%) report.  

Although blogging can be a significant part of social networking, it is not always 

synonymous with it. Jones and Fox (2009) found that 20% of Millennials blog separately from 

social networking. This percentage is double their Gen X (ages 33 to 44) counterparts, 10% of 

whom report ever having created a blog. Creating a blog is one thing, but reading is another. 

Forty-three percent of all Millennials have read othersô online blogs. Again this is a 9% jump 

from Generation X, who has reported only 34% reading of othersô blogs.  

Videos are popular for this demographic as well. Although only 52% of online adults 

reported having watched a video online, Jones and Fox (2009) reported that 72% of online 

Millennials say they have done so.  

 

Current investigation 

When research came to a point of engagement with studying different practices of public 

relations, Grunig and Huntôs (1984) four models of public relations were developed to help 

practitioners become better equipped with the when and how to use their communications skills 

to solve public relations problems. The current study is being presented within these four models 

of public relations through the relationship management framework lens. The question of how 

public relations practitioners are using social media tools to effectively reach Millennial 

audiences will be addressed through these guiding foundational blocks.  

      The following research questions and hypotheses are advanced: 

RQ
1
:  Do Millennial students interact with one particular social media tool over another? 

H
1
:  Millennial students who indicate they interact with company/brand e-mail will generate 

the most committed relationship over all other company/brand social media tools. 

RQ
2
:  What is the relationship between a Millennial studentôs commitment to maintaining a 

relationship with one of the top 10 most social company/brand and the interaction of the 

Millennial student with a social media tool of that company/brand? 

H
2
:  Those Millennial students who have had a relationship with the top 10 social brands via 

social media tools will be more likely to have a favorable perception of that 

company/brand. 

RQ
3
:  To what extent is a Millennial studentsô favorable perception of the organization 

positively associated with his or her active social media behavior? 
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H
3
:  Millennial studentsô satisfaction with the relationship they have with one of the top 10 

social brands will be positively associated with the company/brand through a social 

media outlet. 

RQ
4
:  To what extent, if any, is there a difference between gender and each social media tool? 

H
4
:  Millennial males will be more likely to interact with social media tools than Millennial 

females.  

 

Methodology 
 In selecting companies or brands to be investigated in targeting Millennials from a public 

relations perspective in this study, no list with this exact criteria emerged. However, one list 

dubbed by Advertising Age as the ñMost Social Brands of 2008,ò rose to the top. This list is 

intriguing and relevant because it outlines the brand or branded company product that is 

mentioned most often in social media. Brands were chosen based on the conversation volume on 

a variety of social networking, blogging and microblogging sites according to Klaasenôs (2009) 

article. ñThis survey stuck to a pretty rudimentary metricðit measures mentions, not the 

sentiment of those mentions or the word paringsò (Klaasen, 2009, p. 1). Sheer volume of 

conversations on social media tools is what caused each of these top 10 companies/brands rise to 

the top of the list. The top 10 list includes: iPhone, CNN, Apple, Disney, Xbox, Starbucks, iPod, 

MTV, Sony, and Dell. 

 

Participants 

Students from two Midwestern universities were selected to complete the survey. 

Location, proximity of universities, and similar demographics of the student body at both 

universities provided an opportunity for a larger number of Millennial students to be surveyed.  

 The population of this study consisted of Millennial students from both Midwest 

universities. Participants were selected because most fit the Millennial demographic. Those 

students who noted they were 17 or younger (n=1) or 25 or over (n=3) in the demographic 

section of the survey were eliminated from study. A total of 1,062 participants completed the 

survey. The break down of gender for the sample was consistent with the demographic makeup 

of both campuses as a whole with 43.6% male (n= 463) and 56.4% female (n= 599) completing 

the survey. At both universities, participation was elicited through a cluster sample of classes that 

had enrollments greater than 25 students. Because of the large number of participants needed to 

have strong sample size, only classes with enrollments greater than 25 were used to draw from 

for the cluster sample. A self-administered paper survey was utilized. For this particular study, 

Bruning and Gallowayôs organization-public relationship scale was selected. Bruning and 

Gallowayôs (2003) 24-question scale aims to measure the respondentôs relationship with a 

particular organization, in this case the relationship between the Millennial college student 

demographic with the top 10 social media brand organizations. The scale is composed of five 

dimensions. Although all dimensions provide useful information, the personal commitment 

dimension was the focus for this particular study. Respondents were asked to specify their level 

of agreement with each of the 24 questions on the scale by indicating their preferences on a 7-

point Likert scale anchored from ñstrongly disagreeò to ñstrongly agree.ò Bruning and 

Gallowayôs (2003) scale was selected because of its ability to measure the relationship between 

an organization and each organizationôs public or target audience. In addition to Bruningôs 24 

questions, six additional questions were asked to help address the research questions and 

hypotheses. Two questions were asked in order to gain insight from students regarding their 



   
    

 

26 

familiarity with social media tools in general and the top 10 organizations in general. One 

question was asked to discover student familiarity with one or more of the top 10 organizationsô 

interactions with themselves as Millennial students via social media tools. The final three 

questions were asked in order to collect demographic information about the Millennial students 

who completed the survey. Questions about sex, age, and race were asked in an effort to provide 

the study with demographic statistics. 

 

Findings and Discussion 

Research Question #1 

The first research question posed aimed to answer with what, if any, social media tools 

Millennial students interact. The responses to this close-ended question were categorized and the 

frequencies of the responses were aggregated. The percentages for each of the categories were 

calculated relative to the total set of responses generated. As indicated in Table 1 (Appendix A), 

the most popular response was e-mail (97.2%), followed closely by social networking sites 

(94.1%). Other social media tools which participants reported for interacting included personal 

digital assistants (79.1%), video sharing (69.0%), blogs (21.1%), micro blogs (15.4%), and 

podcasts (11.2%). Only 0.5% of participants reported never using any of the social media tools 

listed. A list emerged by asking Millennial students to select all social media tools with which he 

or she would interact. Because students were allowed to select more than one type of social 

media, the question did not force participants to select one tool over another, allowing for 

multiple social media tools to emerge as highly interacted with by Millennial students. Relatively 

consistent with Lenhart and Foxôs (2009) study for the Pew Internet data, which reported that 

94% of those from age 18 to 32 use e-mail, this social media tool was also selected as the most 

highly interacted social media tool by participants at 97.2%. Closely following at 94.1%, social 

networking as a social media tool was also reported as highly interacted with by Millennial 

students. The popularity of the social networking social media tool did not come as a surprise, 

especially after recent research on social networking sites such as Facebook has proclaimed its 

rising popularity (Outlaw, 2009; Vasquez, 2008). Knowing that Millennials are using social 

networking tools is encouraging to those public relations practitioners who are considering or are 

beginning to reach out to this key audience through this social media tool.  

Most interesting, inconsistent with what others have found, is the interaction Millennials 

reported with both blogs and podcasts. Jones and Fox (2009) report that 43% of this generation 

engage with blogs. In this study, only 21.1% of Millennial students reported interacting with 

blogs. Because this percentage is rather low, the finding raises several questions. One significant 

question is whether blogs are becoming less popular within this Millennial Generation. This 

finding suggests that blogs are not as popular as others have reported. Another question is what 

characteristics make blogs more or less engaging? Possibly because of the recent growth of blogs 

as reported by Technorati (2009), information is becoming not only overwhelming but also 

difficult to trust. Although some research has found that Millennials are suited for blogging 

because of its unique capability of allowing for content contribution, being leery of where their 

information is being posted and who is accessing that information is becoming more of an issue 

(McConnell & Hubba, 2007).  

Another noteworthy finding that emerged in the study is the 11.2% of Millennial students 

who reported interacting with podcasts. Recent studies suggest that the audio podcast is one of 

the rising social media tools that is expected to have exponential growth in upcoming years. 

Indeed research says that 25% of Millennials are already using podcast, which contradicts the 
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finding of this study. (EMarketer, 2008; Jones & Fox, 2009). Similar to blogs, questions arise 

about this significant decline of Millennials who report interacting with podcast. Findings 

suggest that podcasts as a social tool are not the best way to target this generation. Besides the 

0.5% of participants who reported not interacting with any social media tool, podcasts were 

reported as the least interacted with social media tool. 

One note of interest pertaining to the first research question regards those participants 

who selected interacting with no social media tool. Only five of 1093 students who participated 

in the study reported that they did not engage with any social media tool. This finding supports 

the idea that Millennial students are indeed interacting with a variety of social media tools. 

Public relations practitioners should find this result encouraging while thinking strategically for 

ways to reach this target audience through these different social media tools. Although all social 

media tools did not register with above-average percentages of interaction, most Millennials 

reported interacting with a variety of tools.  

 

Hypothesis #1 

The first hypothesis states, ñMillennial students who indicate they interact with 

company/brand e-mail will generate the most committed relationship over all other 

company/brand social media tools.ò First, an independent samples t-test was run for each social 

media tool with a usage response over 50% of the sample who had been engaging with social 

media tools (yes/no) and wanting their relationship to continue with each company/brand (1 = 

strongly wanting the relationship to continue, 7 = strongly not wanting the relationship to 

continue). Results in Table 2 (Appendix B) indicated that hypothesis one is partially supported. 

Secondly, in order to determine if having contact via social networking tools had varying effects 

on wanting the relationship with each company to continue, a series of factorial analyses of 

variance (factorial ANOVA) were run. As indicated in Table 3 (Appendix C), all other top 10 

social media companies/brands (Xbox, Starbucks, MTV, Sony and Dell) resulted in no 

significant interaction effect for any of the comparisons between the social media tools and 

strongly wanting the relationship with the company to continue.  

 Millennials are using social media tools, some more than others as supported by research 

question and hypothesis one, to receive messages from companies and organizations. As 

discussed previously, Millennial students are bombarded with millions of messages. Targeting 

those messages through the appropriate tool is essential to the success of a positive relationship. 

Windahl, Signitzer and Olson (2009) stated, ñWhen a sub-audience is defined as a segment, the 

communication planner must find channels and messages that fit it. But not all segments can be 

reached through matching channels, that is, through channels whose audience equals the 

plannerôs target groupò (p. 231). In order to investigate further if Millennials were gravitating 

more to e-mail than other social media tools of the particular company/brand while also staying 

strongly committed to a particular company/brand, hypothesis one was advanced. To find a 

thorough answer, both t-tests and a factorial ANOVA were run. T-tests were run to find if there 

were significant differences between each of the top social media tools as discovered in research 

question one. The four social media tools (e-mail, video, PDA, social networking) that were 

investigated all had over 50% of participants report that they had interacted with the social media 

tool. Apple, Disney, and Xbox reported significant differences for all four social media tools 

between those Millennials who had interacted with the company/brandôs social media tool and 

wanted their relationship to continue and those who had not interacted. CNN reported 
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significance for all but PDA. Sony and Starbucks reported significance for only e-mail. MTV 

and Dell reported no significant difference between any of the four social media tools.  

Only guesses can be made at this time as to why some companies/brands reported 

significant differences between those Millennials who had wanted their relationship to continue 

and those who had not. One guess could be that perhaps some may do better than others at being 

authentic. Authenticity is crucial within social media. Another guess, the issue of transparency 

and authenticity continues to be a relevant issue in social media. As Scott (2007) discussed 

previously in the literature review, some companies attempt to pull off corporate generated 

material as consumer generated material. Millennials can detect this issue of authenticity and 

often feel betrayed and belittled when companies or brands try to blur the social media 

authenticity lines. Before the emergence of social media tools, the brand had to build itself. Yet 

another guess as to why some companies/brands reported significant differences between those 

Millennials who had wanted their relationship to continue and those who had not could revolve 

around the issue of the differences between traditional and social media tools. Millennials may 

prefer to see more traditional communication (television or radio) instead of social media 

communication from particular companies/brands. MTV was one of the companies in which no 

significant difference between any of the social media tools was found and Millennials wanting 

to continue their relationship with MTV for a long time. This could be due to the fact that MTV, 

as it states in its name, is known for its more traditional form of communicationðtelevision. 

Millennials may prefer building their relationship with MTV through more traditional means 

rather than social means. This is not to say that Millennials are not interacting with the social 

media tools, but rather that their preference for this particular company may still lie in more 

traditional tools.  

Although a variety of the social media tools reported main effects between tools (the 

significant t-test results), a factorial ANOVA was run in the current study to explore those tools 

that were considered highly engaged in by Millennials (e-mail, video, PDA, social networking) 

and their wanting the relationship to continue with each of the top 10 most social 

companies/brands. In looking at each social media tool individually compared to the 

combination of two of the top four social media tools, results indicated that only in the case of 

Apple, CNN, and Disney did the combination of multiple tools have significant interaction 

effects between e-mail and social networking, social media tools, and wanting their relationship 

to continue with Apple, CNN, and Disney. After examining the data, the researcher went back to 

the t-test means to compare each individual tool mean with the combined mean to determine 

which was the lowest. This helped determine which tool, or combination of the tools, provided 

the strongest relationship. Interestingly, Apple, CNN and Disney all reported different results for 

the strongest relationship. Yet, because e-mail (97.2%) was advanced as the social media tool to 

generate the most committed relationship between the company/brand and the Millennial 

student, hypothesis one is partially supported. Even though the Apple, CNN, and Disney results 

of the current study all reported different preference of company/brand social media tool(s) for 

Millennials, of the tools that were significant, e-mail was part of those that Millennials responded 

to as interacting with the most while remaining the most committed to the company/brand. 

Furthermore, the t-test serves as a guide for both the companies/brands and public relations 

practitioners who question using social media tools to attract Millennial students. E-mail showed 

a significant difference between Millennials who had received an e-mail and those who had not 

and wanting their relationship to continue with each company/brand in six out of the eight 

companies/brands. PDA showed the least promise to commitment to the company/brand of the 
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four social media tools looked at in this hypothesis, having only three of eight companies/brands 

show significance between those who had interacted with PDA and those who had not.  

 

Research Question #2 

Research question two asked, ñWhat is the relationship between a Millennial studentôs 

commitment to maintaining a relationship with one of the top 10 most social company/brand and 

the interaction of the Millennial student with a social media tool of that company/brand?ò A chi-

square test was run for exposure to company/brand social media outlet (yes/no) and commitment 

to that social media company/brand. Results indicated out of the eight social media 

companies/brands, six had significant differences between the participants who had and those 

who had not been exposed to the company/brand social media outlet and his or her level of 

commitment to that particular social media company/brand. 

The current study reports Apple, Disney, Xbox, Starbucks, MTV, and Sony all having 

significant difference in the commitment level between those who had been exposed to 

company/brand social media tool and those who had not. Results support the argument that those 

Millennial students who had indicated that they had personally interacted with a company/brand 

via a social media tool(s) were more committed to maintaining a relationship with that particular 

company/brand than those Millennials who reported never having interacted with the 

company/brand via social media. Those Millennials who had actually interacted with the 

company/brand by using the social media tools most likely had some type of vested interest with 

the company/brand, thereby already establishing some type of relationship with the 

company/brand. It would suggest that if Millennials are interacting with companies, these users 

desire some type of relationship, usually positive, with that particular company/brand.    

Interestingly, this study found that for CNN and Dell the reverse proved to be true in 

exploring the relationship between a Millennial studentôs commitment to maintaining a 

relationship with one of the top 10 most social company/brands and the interaction of the 

Millennial student with a social media tool of that company/brand. Commitment to maintaining a 

relationship with CNN and Dell was not different for those participants who had been exposed to 

social media and those who had not. The researcher can only speculate why this finding emerges. 

CNN is a company that supplies news to millions worldwide. Millennials may interact with 

CNNôs social media tools, but not be committed to maintaining a relationship with the company 

because of the nature of news and how it can be communicated in a variety of ways. For 

example, although the researcher in this study follows CNN on Twitter, the researcher is not 

strongly committed to maintaining a relationship with CNN because of the preference to get 

news through the local television news channel for a local angle or national news from the NPR 

podcast so one can run while listening (multi-tasking Millennial).  

The results of this study raise additional questions about why Dell and CNN have 

different experiences with Millennials than other top companies/brands. This is very interesting 

data for public relations practitioners who work for both CNN and Dell, two widely respected 

companies. These top companies are reaching this Millennial market via social media tools, but 

questions addressing why there is no commitment to some companies with whom Millennials are 

engaged via social media tools needs to be further examined.  

 

Hypothesis #2 

The second hypothesis in the current study states, ñThose Millennial students who have 

had a relationship with the top 10 social brands via social media tools will be more likely to have 
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a favorable perception of that company/brand.ò An independent samples t-test was run for 

interaction with a brand/company through social media tools (yes/no) and wanting a relationship 

with the brand/company to continue for a long time. Results indicated that there were significant 

differences for six of the eight media brands/companies for exposure to the brand/company 

social media tool and wanting the relationship to continue with the company (Table 4, Appendix 

D). For all companies/brands except CNN and Dell, results indicated that as participantsô usage 

of social media tools increased, their wanting to continue a relationship with the company/brand 

also increased. Millennials indicating that they somewhat agreed to strongly agreed that they 

wanted to continue their relationship with the company/brand for a long time was used to 

determine if they had a favorable perception of the company/brand. Apparently, according to the 

data, those students who have had a relationship with CNN and Dell via that particular 

companyôs/brandôs social media tools do not have a favorable perception of CNN or Dell. Even 

after interacting with CNN and Dell via social media tools, it is surprising that those Millennials 

did not have a favorable perception. Reasons for this disconnect are unknown; however, the data 

clearly indicate a lack of relationship with Millennials for these two companies. What makes 

CNN and Dell the anomaly to the list of top 10 most social brands is unknown and intriguing. 

The support for hypothesis one is especially positive news for public relations practitioners who 

aim to engage this niche market of Millennials via social media tools. If, for the most part, 

Millennials have favorable perceptions of those companies/brands with which they interact via 

social media tools, public relations practitioners need to look at ways to interact with the 

Millennial target audience in order to build stronger, more favorable relationships.  

 

Research Question #3 

The third research question asked is, ñTo what extent is a Millennial studentôs favorable 

perception of the organization positively associated with his or her active social media 

behavior?ò Pearsonôs product-moment correlations were used to analyze this research question. 

Pearsonôs product-moment correlations are used in situations were the independent and 

dependent variables are interval or ratio level measures (Reinard, 2008). In this study a 

correlation was run for active social media behavior (number of tools used: no tools = 0 to all 

tools listed selected = 7) and wanting a relationship with a brand/company to continue for a long 

time (strongly disagree = 1 to strongly agree = 7). Results indicate that there are significant 

correlations for all eight media brands/companies between active social media behavior and 

wanting the relationship to continue with the company/brand. Table 5 (Appendix E) presents the 

correlations between active social media behavior and Millennial students wanting their 

relationships with each company/brand to continue for a long time. Correlations were significant 

at the .001 level.  

This question did not look at the social media usage from each particular brand as in 

research question two, but instead Millennialsô social media usage in general. The significant 

correlations support the idea that the more these technological Millennials interact with social 

media, the more they tend to favor the top 10 social companies/brands. Based on the results from 

research question two, this positive correlation was somewhat expected. The companies/brands 

that were selected as the top 10 most social brands were selected because of their innate use of 

engaging audiences with social media. Those Millennials who use social media should 

seemingly positively correlate with these brands based on the simple fact that they are engaging 

with tools that have made these companies/brands rise to the top of the list. The more tools with 

which Millennials engage, the more opportunity they have to exposure to one or more of these 
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companies. Furthermore, the more social media tools that Millennials use, the more comfortable 

they likely are with interacting with each company/brand because of the companyôs/brandôs 

extensive use of the social media.  

 

Hypothesis #3 

The third hypothesis in the current study states, ñMillennial studentsô satisfaction with the 

relationship they have with one of the top 10 social brands will be positively associated with the 

company/brand through a social media outlet.ò A correlation analysis was run for the number of 

social media tools (e.g., 0 = no tools, 1 = 1 social media tool contact, etc.) to which participants 

were exposed by each company/brand and wanting their relationship to continue for a long time 

(1 = strongly agree to 7 = strongly disagree) with each respective company/brand. Results 

indicated no significant correlations for the number of social media tools that participants were 

exposed to by each company/brand and wanting their relationship to continue with that 

company/brand for a long time. As indicated from the results in Table 6 (Appendix F), the 

number of social media tools Millennials were exposed to by each of these companies did not 

relate to those same Millennials wanting to maintain a relationship with the company/brand for a 

long time.  

Although the results for Sony reached significance, none of the other companies/brands 

indicated a significant correlation between the number of social media tools that participants 

were exposed to by each company/brand and a desire for their relationship to continue with that 

company/brand for a long time. This finding supports the literature (Flanagin and Metzger, 2008: 

Lenhart, Madden, Macgill, & Smith, 2007; Mazzarella, 2006) on the Millennials in regard to 

finding the fine line between engaging and tuning out completely. Attracting and maintaining 

their attention continues to be a challenge for public relations practitioners who are desperately 

trying to reach this key market. While Millennial students have a more favorable perception of 

most of the top 10 social companies/brands if they have had relationship with them through a 

social media tool, as borne out by hypothesis two, as those social media tool interactions 

increase, it does not necessarily increase their satisfaction with that particular company/brand. 

Data from the current study support the idea that more types of social media usage does not 

increase user satisfaction with the relationship with a company/brand. These results are 

consistent with existing research that encourages public relations practitioners to engage in only 

those social media tools that they are willing to devote the time, resources and effort into making 

succeed (Gillin, 2007; Li and Bernoff, 2008; Scott, 2007). This study further supports the 

recommendation of engaging in only those social media for which public relations practitioners 

are ready because engaging in multiple social media tools does not seem to increase the chances 

of successfully establishing a mutually beneficial relationship with the Millennial Generation.  

 

Research Question #4 

  Research question number four asked, ñTo what extent, if any, is there a difference between 

gender and each social media tool?ò A chi-square test was run for gender (male/female) and each 

of the seven media tools. As shown in Table 7 (Appendix G), results indicated that out of the 

seven social media tools, none had significant differences between the gender and each particular 

social media tool that was explored in the study.  

This supports other scholars (Dresang, Gross, & Holt, 2007; Li, Glass, & Records, 2008; 

Rainer, Laosethakul, & Astone, 2003) who argue that this gap has drastically narrowed over time 

and is in some cases non-existent. This is good news for public relations practitioners who are 



   
    

 

32 

trying to target the Millennial market with social media tools and have concerns about gender 

differences. Each of the seven social media tools was examined for gender differences, and all 

data gathered indicate no difference between gender for any of the seven social media tools.  

 

Hypothesis #4 

In looking at communication technologies, specifically social media, very few studies 

have been conducted for each tool individually in regards to gender preference. Many studies 

have shown that females have lagged behind in many aspects of new technology from their use 

to their confidence or ability to use the technology (Dempsey, 2009; Spotts, Bowman, & Mertz, 

1997; Wood & Li, 2005). Based on previous research, hypothesis four was advanced, 

ñMillennial males will be more likely to interact with social media tools than Millennial 

females.ò  Results found that Millennial males were not necessarily more likely to interact with 

any of the seven social media tools set forth by the study than Millennial females. Although this 

finding is surprising, it should be also promising to public relations practitioners that are trying to 

reach the Millennial demographic. Constructing key messages to send through the best social 

media channels can be difficult enough, let alone trying to utilize different channels to reach 

different genders. Results from the current study support others (Dresang, Gross, & Holt, 2007; 

Li, Glass, & Records, 2008; Rainer, Laosethakul, & Astone, 2003) who argue that the 

gender/technology gap is narrowing, or in some cases, disappearing. Millennials are known for 

their tech savvy ways, and these findings assert that gender does not make a difference on which 

social media tools Millennials will use and not use.  

 

Future Research Directions 

Although the current findings respond to a need to conduct original research in the area 

of public relations, this study only begins to address the void in the communication and 

marketing literature. At the annual International Public Relations Society of America (PRSA) 

conference in October of 2008, it was apparent that the public relations field is evolving and that 

social media is at the heart of the movement. In an attempt to assist public relations practitioners, 

specifically those who are or thinking of using social media tools, this study intended to both add 

to the communication and marketing literature as well as assist current practitioners in the field.  

The current investigation looked at only one dimensionðpersonal commitmentðof  

Bruning and Gallowayôs (2003) public-organization relationship scale. However, as previously 

mentioned, the scale is composed of five dimensions: anthropomorphic, personal commitment, 

professional benefit/expectation, community improvement, and comparison of alternatives that 

could be further examined. Solid findings from the current study offer a more complete 

understanding into an individualôs personal commitment with a company/brand, yet much more 

information can be gleaned from looking at each of the different dimensions individually and 

collaboratively.  

In addition to Millennials, several other generations exist. A follow-up study examining 

the personal commitment of each of the other generations could offer public relations 

practitioners insight into building relationships with not only the Millennial Generation, but also 

how those relationships with Millennials differ from the other generations via use of social media 

tools. By comparing and contrasting the behaviors of all generations, future studies could help 

answer this compelling question.  

This particular study looked intently on channel usage related to indentifying social 

media use and the way that this relates to brand loyalty and continued interest in continuing 
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relationships. What it doesnôt look at is message content that is disseminated through those 

channels. Additional research should be conducted in order to analyze messages that are sent 

through these social media channels and how those messages relate to Millennials wanting to 

continue their relationship with the organization.  

Finally, while this study allowed the researcher to investigate Millennialsô interaction 

with social media tools of specific companies, research is also needed to investigate what makes 

Millennials engage with one particular social media tool over another. The current study found 

that Millennials heavily engage with social networking sites (e.g., MySpace and Facebook). 

What makes Millennials engage with social networking sites more than other social media tools 

such as blogs, micro-blogs, or podcasts? To extend the current study, a future qualitative study 

could divulge a better understanding through open-ended questions as to why Millennials prefer 

social networking sites and e-mail to microblogging and podcasts.  Likewise, researchers might 

also examine the various social media tools that Millennial engage with the most and how those 

tools change over time.  

 

Conclusion 

 Beneficial relationships with the public are important for the survival of an organization. 

Public relations practitioners must build and maintain strong relationships between the 

organization and its public to lead to a desired behavior of the public for the organization and 

vice-versa. Rather than focusing on all dimensions of the organization-public relationship 

(anthropomorphic, personal commitment, professional benefit/expectation, community 

improvement, and comparison of alternatives), this study specifically concentrated on the 

personal commitment relationship to the company/brand. Hence, the current study contributes to 

a theoretical body of knowledge in the public relations field by providing acute in-depth 

understanding into the personal commitment relationship dimension, specifically with a younger 

demographic, the Millennial Generation.  

 In addition, this study is important to the field of public relations because of its contribution 

to the body of literature focusing on social media tools and contribution to the knowledge of 

public relations practitioners. The literature review for this study sufficiently exemplifies the 

growth of social media within the field. The current study enhances that body of literature by 

supporting otherôs testimonies (Gillin, 2007; Hallahan, 2008; Li and Bernoff, 2008; Scott, 2007) 

of the importance of a social media presence for organizations to build relationships with key 

publics. Currently, the literature supports organizations being familiar with and using many 

social media tools, but current findings indicate that organizations that utilize one tool well is 

more essential than using several social media tools. As this study showed, Millennial 

satisfaction does not increase with the variety of tools, yet for most companies/brands a social 

media presence did matter with Millennialsô favorable perceptions of that particular 

company/brand.   

Public relations practitioners are yearning for in-depth knowledge of social media tools 

and how they can best play into their relationship building with key markets. In October, the 

cover of PRWeek, a monthly magazine targeted to practitioners, read Social Media Survey 2009. 

The seven-page article by Maul (2009) outlined important issues in social media such as what 

was being used most frequently industry-wide (social networking) to ethical issues of using 

social media. One focus of the article discussed the importance of being able to accurately 

measure how social media impacts an organization. This study helps practitioners fulfill some of 

this need, particularly within the Millennial market. Findings from this study can help public 
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relations practitioners allocate resources to social media tools that are most frequently being 

interacted with by Millennials. For the companies/brands that were emphasized in the study, 

further knowledge can be gleaned from public relations practitioners from those particular 

organizations in regard to social media tool usage and their company/brand. Lessons in which 

social media tools are being used and even which combination of tools is strongest for each 

company/brand can be gathered and used for future allocation of time and resources.    

Communication scholars of the early 1900s remember the days of media effects with 

terms as ñmagic bullet theoryò or the ñhypodermic needle theoryò to describe the times when 

mass communication was assumed to have great effects on the public through one message 

through one medium to the entire public (Windahl, Signitzer & Olson, 2009). Findings in this 

study suggest that Millennials demand specific mediums to have their messages arrive to them. 

When public relations practitioners do not take into consideration targeting their messages, those 

messages fall upon the mass society as a blanket with only hopes of the targeting audience being 

able to pick up the message. Millennials are unlike any other generation in the way they that they 

have surrounded themselves with new ways to build relationships: through a communications 

medium (Tapscott, 1996). Social media tools have provided new ways for key publics to build 

and maintain relationships with companies/brands. Much work remains to be done in the 

academic realm to further examine the variety of relationship dimensions that can all work to the 

organizationsô advantage in building and maintaining mutually beneficial relationships with key 

publics. However, the current study helps shed some light on how public relations practitioners 

are using social media tools to effectively reach the Millennial audiences. 
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Appendix A 

Table 1 

Response Frequency of Millennial Interaction with Social Media Tools 

 

Social Media Tool     f    % of Total 

 

 

 

E-mail           1063    97.2 

 

Social Networking Site (e.g., MySpace/Facebook) 1030    94.1 

 

Personal Digital Assistants (e.g., mobile phone)  865     79.1 

 

Video Sharing (e.g., YouTube)     755     69.0 

 

Blogs           231     21.1 

 

Micro Blog (e.g., Twitter)       169     15.4 

 

Podcasts          122     11.2 

 

None           5      0.5 

 

Note. Participants were asked to select all social media tools with which they interact. Several  

could have been selected by one participant. n=1094   
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Appendix B 

Table 2 

Differences Between Millennial Interaction With and Without a Social Media Tool and Wanting 

Relationship With Brand/Company to Continue for a Long Time 

Brand   Social Media Tools Used  No Social Media Tool Used  

   Social Media tool n M SD   n M SD  t 

Apple  

   E-mail   416 2.30 1.28   660 3.18 1.48        -10.058*** 

   Video   231 2.41 1.38   846 2.96 1.48          -5.123*** 

   PDA   230 2.47 1.42   847 2.94 1.47             .477***  

   Social Networking 282 2.35 1.29   795 3.02 1.50          -6.692*** 

CNN    

   E-mail   62 3.39 1.42   1015 4.01 1.46            -3.292** 

   Video   129 3.60 1.54   948 4.03 1.44  -3.164* 

   PDA   27 3.74 1.61   1050 3.98 1.46  .561 

   Social Networking 48 3.33 1.59   1029 4.01 1.45  .033* 

Disney    

   E-mail   77 1.18 2.30   1000 1.39 3.33          -6.346*** 

   Video   169 2.67 1.34   908 3.37 1.39          -6.052*** 

   PDA   20 2.55 1.76   1057 3.27 1.39          -2.285*** 

   Social Networking 82 2.46 1.29   995 3.32 1.39          -5.411* 

Xbox    

   E-mail   150 2.47 1.37   927 3.76 1.33        -10.987*** 

   Video   121 2.44 1.28   956 3.73 1.36          -9.869*** 

   PDA   43 2.28 1.24   1034 3.64 1.39          -6.282*** 

   Social Networking 84 2.31 1.24   993 3.69 1.37          -8.905*** 

Starbucks   

   E-mail   87 2.84 1.45   990 3.59 1.44          -4.651*** 

   Video   19 3.11 1.63   1058 3.58 1.45  -1.276 

   PDA   14 2.86 1.29   1063 3.53 1.45  .-1.738 

   Social Networking 86 3.66 1.47   991 3.51 1.45  .915 

MTV  

   E-mail   55 4.16 1.62   1022 3.97 1.49  .955 

   Video   161 3.91 1.51   916 3.99 1.50  -.577 

   PDA   30 4.03 1.77   1047 3.97 1.49  .213 

   Social Networking 101 4.01 1.76   976 3.97 1.47  .240  

Sony 

   E-mail   151 3.18 1.20   926 3.47 1.32  -2.533* 

   Video   98 3.21 1.39   979 3.45 1.29  -1.698 

   PDA   63 3.33 1.27   1014 3.43 1.31  -.589 

   Social Networking 69 3.33 1.46   1008 3.43 1.29  -.618 

Dell 

   E-mail   378 3.60 1.61   699 3.55 1.50  .496 

   Video   156 3.63 1.57   921 3.55 1.54  .623 

   PDA   80 3.55 1.58   977 3.56 1.54  -.082 

   Social Networking 202 3.70 1.62   875 3.53 1.52  1.428 
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Note. Lower numbers in mean category indicate wanting the relationship to continue more. ***p 

< .000  **p < .01  *p < .05  
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Appendix C 

Table 3 

Factor Loadings for Millennial Interaction with E-mail, Video, PDA, and Social Networking for 

Wanting Relationship With Company/Brand to Continue for a Long Time 

Brand          Factor Loadings 

   Social Media tool E-mail   Video   PDA  Social Networking  

Apple  

   E-mail   .074  .612  .029*   

   Video   .074    .575  .140 

   PDA   .612  .575    .282 

   Social Networking .029*  .140  .282   

CNN    

   E-mail   .168  .656  .017* 

   Video   .168    .133  .140 

   PDA   .656  .133    .808 

   Social Networking .017*  .140  .808 

Disney    

   E-mail   .553  .501  .011* 

   Video   .553    .901  .222 

   PDA   .501  .901    .124 

   Social Networking .011*  .222  .124 

Xbox    

   E-mail   .054  .359  .132 

   Video   .054    .398  .720 

   PDA   .359  .398    .356 

   Social Networking .132  .720  .356 

Starbucks   

   E-mail   .504  .766  .365 

   Video   .504    n/a  .627 

   PDA   .766  n/a    .880   

   Social Networking .365  .627  .880 

MTV  

   E-mail   .109  .401  .334 

   Video   .109    .202  .919 

   PDA   .401  .202    .063 

   Social Networking .334  .919  .063 

Sony 

   E-mail   .924  .368  .541 

   Video   .924    .207  .934 

   PDA   .368  .207    .738 

   Social Networking .541  .934  .738 

Dell 

   E-mail   .245  .481  .365 

   Video   .245    .227  .644 

   PDA   .481  .227    .919 



   
    

 

41 

   Social Networking .365  .644  .919 

Note. n/a = SPSS not having enough participants to run test  *p < .05  
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Appendix D 

Table 4 

Differences Between Interaction With Brand/Company Through Social Media Tool(s) and 

Wanting Relationship With Brand/Company to Continue for a Long Time 

   Social Media Tools Used  No Social Media Tool Used  

   M  SD   M  SD         t 

Brand              

 

Apple   2.40  1.394   3.42  1.453          11.479** 

 

CNN   4.00  1.633   3.89  1.494      1.96  

 

Disney   2.46  1.389   3.46  1.377          10.483** 

 

Xbox   2.46  1.469   3.87  1.300          14.831** 

 

Starbucks  2.55  1.567   3.66  1.419            9.473** 

 

MTV   3.74  1.634   3.98  1.533   2.178*     

Sony   3.18  1.384   3.44  1.346            2.832** 

 

Dell   3.49  1.676   3.53  1.517      .449  

Note. n = 1091  **p < .01   *p < .05  
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Appendix E 

Table 5 

Pearson Correlation Matrix for Millennials Favorable Perception and Active Social Media 

Behavior 

 

       (r) 

Apple       .032 

 

CNN       .036 

 

Disney       .009 

 

Xbox       .063* 

 

Starbucks      .019 

 

MTV       .074* 

 

Sony       .061* 

 

Dell       .057* 

Note. n = 1094  *p Ó .05 (one-tailed) 
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Appendix F 

Table 6 

Pearson Correlation Matrix for Personal Interaction with Social Media Tools of 

Company/Brand and Millennial Studentsô Desire to Continue a Relationship with Each 

Company/Brand 

     Social Media Tools Interaction 

Brand     r   p         

Apple     .524   ns  

 

CNN     .125   ns 

 

Disney     .077   ns 

 

Xbox     .541   ns 

 

Starbucks    .911   ns 

 

MTV     .125   ns 

 

Sony     .055   reached significance 

 

Dell     .464   ns 

Note. n = 1091   
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Appendix G 

Table 7 

Differences Between Engagement of Social Media Tools Among Male and Female Millennial 

Students 

Social Media Tool      ɢ
2
   p 

Blogs        1.002  ns 

            

E-mail        1.120  ns 

 

Micro Blog (e.g., Twitter)     1.431  ns    

 

Podcasts       .000  ns    

 

Personal Digital Assistants (e.g., mobile phone)  .838  ns  

 

Social Networking Site (e.g., MySapce/Facebook)  .312  ns 

 

Video Sharing (e.g., YouTube)    .483  ns  

  

Note. Female: n = 598, Male: n = 463 
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Abstract 

When a company is in crisis, historically its public relations professionals are concerned 

with how this will be portrayed by the media.  Today, the widespread adoption of interactive, 

peer-to-peer media technologies has led to additional concerns. Compared with traditional news 

coverage, bloggers add a new and dynamic dimension to dealing with a crisis.  Generally, 

traditional journalists have been trained in the journalistic values of ñbalanceò and ñfairness,ò 

while bloggers do not necessarily share the same formal journalist training.  Bloggers may or 

may not adhere to the same journalistic values, and in fact, many blogs are quite opinionated.  

This leads to questions about whether there are important differences between how companies 

are portrayed in the news vs. blogs during a crisis. Additionally, the audience itself can 

participate in public conversations about the crisis through interactive media technologies, such 

as online comments on news sites or blogs.  The ñcommentsò that readers post after reading a 

news or blog story are important because they can provide some indication of the effect the news 

or blog story has on readersô attitudes toward the company in crisis. This present study 

contributes to knowledge of online crisis communication, using one of the largest crises of 2010:  

the Toyota vehicle recalls.  The study used content analysis to compare news coverage and blog 

coverage of the Toyota recall crisis.  Research questions included: 

¶ (How) is news coverage different than blog coverage of the Toyota crisis? 

¶  (How) do comments that appear at the end of news stories differ from comments that 

appear at the end of blog posts? 
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Introduction  

 In the not too distant past, dealing with media coverage of a crisis was one of the major 

challenges for crisis communication experts.  Whether or not it was ever really possible to 

ñmanageò or ñcontrolò a crisis in the past, it has become increasingly difficult (Sullivan, 2009).  

Today, online communication technologies have multiplied these challenges as users are no 

longer passive receivers of messages from professional gatekeepers, but are empowered to 

generate content, influencing and amplifying conversations that can have greater reach and speed 

than was previously possible.  According to González-Herrero and Smith (2008): 

ñIn this environment, trust is the new currency and people expect authentic, transparent 

conversation in a human voice, not company messages delivered in a corporate tone.  

Mainstream media still have an important voice in that discussion ï in what we can call 

the ómany-to-manyô model ï but they do not dominate the discussion to the extent they 

used to.ò 

 Blogs are one means for those formally relegated to the ñaudienceò to now generate their 

own content.  Public relations practitioners have quickly embraced the need to build relationships 

with bloggers, to the extent that the term ñblogger relationsò has now been added to a long list of 

capabilities in the public relations toolbox.  While it is possible to list some common 

characteristics that vary between news media and blogs (indicating that there may be important 

differences in how each approaches covering a crisis) only a few studies have empirically 

compared the two in a crisis context (e.g., Kim & Lee, 2010; Liu, 2010). 

The ability to post online comments, often found at the end of news stories or blog posts, 

is another form of user-generated content.  While researchers are beginning to address how to 

respond to bloggers during a crisis, most studies stop short of examining the comments that 

follow media or blog crisis coverage.  Given that a basic principle emerging among social media 

expert PR practitioners is to listen before responding, it is important to empirically examine 

whether or not there are important differences between news and blog commenters before 

determining the best way to respond.  Also, comments provide some indication of what effect the 

crisis information communicated through the news or blog has had on the audience that is 

commenting. 

 The purpose of this research is to investigate whether there are empirical differences 

between media and blog coverage of crises based on opinion, tone, crisis responsibility and 

sources, and whether there are differences between the tone and civility of the reader comments 

themselves, depending on whether they appear on blogs or news sites. 

  If there are significant differences between traditional news coverage, and blogs and 

comments, this may indicate the need to add to the current stream of crisis literature with 

strategies that take the inherent differences of the audiences and social media conventions into 

consideration.  

  

Literature Review  

Crisis Communication   

There is a rich public relations literature on crisis communication.  According to a meta-

analysis of crisis communication research in public relations (Avery, Lariscy, Kim & Hocke, 

2010), the majority of studies conducted during the past two decades have been based on the 

theories of two scholars: William L. Benoit and W. Timothy Coombs.   
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Benoitôs (1995, 1997) 14 image restoration strategies available to organizations include 

responses such as: mortification, corrective action, denial, shifting blame, and minimization.  

Coombsô crisis communication research includes the Situational Crisis Communication Theory 

(SCCT) (e.g., Coombs, 1995, 2007), which categorizes how people attribute the cause of the 

crisis into two dimensions:  controllability (controllable, uncontrollable) and locus of control 

(internal, external).  Coombsô SCCT organizes 10 of the most common crisis response strategies 

(e.g., apology, justification) into four categories.  The denial and diminishing categories seek to 

change peopleôs perceptions of the crisis by distancing an organization from crisis responsibility.  

The rebuilding and bolstering categories focus on changing peopleôs perceptions of the 

organization facing the crisis (Coombs, 2007, pp. 138-141).   

Studies are just now beginning to explore how online channels are affecting crisis 

communication.  Specific to blogs, Jin & Liu (2010) recently developed a blog-mediated crisis 

communication model. Their model focuses on how crisis managers should respond to external 

blogs in a crisis situation because these ñare the blogs that crisis managers have the least amount 

of control over and, thus, have the potential to yield the most significant reputation damageò (p. 

432).  Jin & Liu (2010) provide recommendations for identifying the most influential blogs 

during a crisis situation, monitoring them, and selecting an appropriate crisis response strategy, 

based on Coombsô SCCT research.  

 

News  

 When comparing news vs. blog coverage, there are both long-standing, and newly 

emerging, conventions that distinguish the two genres, making it possible to develop hypotheses 

about how they may differ. 

 Andrews (2003) defines journalism as, ñthe imparting of verifiable facts to a general 

audience through a mass mediumò (p. 63).  Historically, journalism has adopted a set of news 

values and conventions.  Lowrey (2006) notes that news values have traditionally included 

ñaccuracy, fairness and objectivityò (p. 480).  He also highlights the editing role typically found 

in news organizations, which is an important part of striving to achieve accuracy (p. 484).  

Schudson (1995) describes news as typically ñnegative, detached, technical and officialò (p. 9).  

According to Blood (2003), the journalistôs goal is to ñto assemble a fair, accurate and complete 

story that can be understood by a general audienceò (p. 61). 

 Objectivity, Fairness & Balance.  Historically, the conventions of news writing have been 

centered on the ideas of professionalism and objectivity.  Objectivity refers to a journalistôs 

attempt to separate facts from values and or opinions while reporting (Reese, 1997, p. 424).  

Matheson (2004) points out that journalistic practices that fall outside of the core are kept at the 

margins of the profession by separating and labeling them as ñopinionò or ñreviewsò (p. 446). 

Although the Society of Professional Journalists (SPJ) removed objectivity from its code of 

ethics, the standards behind objectivity have been replaced by the conventions of fairness and 

balance (Reese, 1997, p. 424).  Objectivity was removed from the SPJ Code of Ethics based on 

the idea that a story could not be objective even if every statement in it had been objectively 

verified.  The argument is based on the principle that ñproducing news requires editing and 

editing inevitably involves nonobjective judgments.  The results of such nonobjective judgments 

make objective news not possibleò (Figdor, 2010, p. 27).  Although objectivity is no longer in the 

SPJ code of ethics, journalists still continue to use similar standards such as accuracy, balance 

and fairness to guide them in creating neutral reports (Reese, 1997, p. 424).   
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 Professionalism. Professionalism refers to a journalistôs attempt to maintain a strong ideal of 

service to society (Soloski, 1997, p. 141). What currently separates journalistsô reports from 

citizens reporting the news themselves, through vehicles such as blogs, is mainly the idea that 

journalists are professionals, striving to ñmaintain a strong ideal of service to society through a 

service seen as a universal goodò (Soloski, 1997, p. 141).  Those who make up the category of a 

true journalist can be argued to include only those who have been trained at an accredited school 

where they have ñlearned, mastered and accepted the standardized and professional norms and 

procedures of the professionò (Soloski, 1997, p. 141).  ñUnlike blogs which may be written by as 

little as one person, the ñnews work environment includes not only reporters but also editors, 

whose job involves ensuring that information reaching the public is ethically soundò (Friend et 

al., 2000; Keith, 2005) (Singer, 2007, p. 81). 

 Tone.   According to Schudson (1995), ñnews tends to be bad news.ò  Because of its 

professional values, news ñtends to emphasize conflict, dissention, and battle; out of a 

journalistic convention that there are two sides to any story, news heightens the appearance of 

conflict even in instances of relative consensus.ò  (p. 9) 

 On the other hand, Ettema, Whitney & Wackman (1997) note that there are ña variety of 

literature that suggests that the corporate-capitalist ownership of news media predisposes news to 

routinely uncritical treatment of corporate and governmental power sourcesò (p. 35). 

 Sources.  Conventional journalism tends to rely on official, elite sources.  News ñis 

official, dependent on legitimate public sources, usually highly placed government officials and a 

relatively small number of reliable experts.  News is as much a product of sources as of 

journalists; indeed, most analysts agree that sources have the upper handò (Schudson, 1995, p. 

11).   

 Schudson argues that professional journalistic norms lead to news that is negative, 

detached, technical and official, and notes that official sources sometimes become the subjects of 

news: 

ñWe can distinguish between routine news from official sources that occupies most of the 

paper most of the time and the more occasional news in which official pronouncements 

are questioned or undermined by accidents, scandals, leaks (from other officials), or the 

ironic reservations of journalists themselves.  In any event, officials remain the subject of 

news as well as its source, even though news often entangles them in negative coverage.ò 

(p. 11) 

 

Blogs 

 A blog can be defined as ña frequently updated Web site, with posts arranged in reverse 

chronological order, so new entries are always on topò (Blood, 2003, p. 61).  Many blogs allow 

readers to comment on posts. Additionally, blogs often are specialized by a set of interests or 

opinions, and can be written by one author or several (Hermida & Thurman, 2007, p. 8).   

 Not all blogs are the same, and blogs have not existed for long.  Both of these facts make 

it  difficult to point to a long history of norms and conventions.   However, some common 

characteristics have begun to emerge. 

Opinion.  While news articles generally try to achieve fair, balanced, and even objective 

coverage, opinions are a commonly mentioned feature when describing blogs.  óñJournalistic 

blogging doesn't have to be objective or impartial as long as the point of view is transparent and 

facts are presented unambiguouslyò (Kramer, 2004). 
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According to Lasica (2003), ñWeblogs adhere to a different set of values.  Bloggers value 

informal conversation, egalitarianism, subjective points of view, and colorful writing over 

profits, central control, objectivity and filtered proseò (p. 71). 

 Other Developing Norms.  In addition to allowing bloggers a place to express partisan views 

(Lowrey, 2006, p. 477),  blogs also provide a platform for sharing personal experiences that may 

not have an outlet in other venues.  This also gives blogs a sense of authenticity (Matheson, 

2004, p. 452).   

 Most bloggers currently are not paid for their efforts (Lowrey, 2006, p. 483), although 

this continues to evolve.  Many bloggers do not have formal journalism training, lack editorial 

oversight, and do not necessarily adhere to journalistic conventions (Lasica, 2003, p. 70).   

However, Lowrey (2006, p. 478) reports that supporters believe blogging can contribute 

to open, intelligent and productive discussion (e.g., Lasica, 2003).  Lowrey (2006) describes 

bloggers as new competition to news journalists, which can cause each medium to redefine and 

differentiate what each does well. For example, Lowrey (2006) suggests that ñone socially 

beneficial reaction to blogging has been to strengthen journalistsô claims over the tasks of 

gathering news and ensuring accuracy.  Journalist have the resources to conduct these tasks in a 

thorough, consistent way  - most bloggers do notò (pp. 493-494). 

 Additionally, because blogs often are devoted to following a particular story over a 

longer period of time than journalists are able to, ñthe blogging phenomenon has made it more 

obvious that journalists tend to drop stories prematurely and move to fresh topicsò (Lowrey, 

2006, p. 494). Blogs, on the other hand, tend to focus on highly specialized content (Lowrey, 

2006, p. 477). 

 Lasica (2003) describes bloggers who offer commentary on mainstream news reports as a 

web of ñfact checkers,ò who can encourage journalists to write even more transparent and 

accurate stories (p. 71).  Similarly, blogs have been credited for their speed in reporting events, 

and the depth and thoroughness with which a network of bloggers can following up on a story 

compared to an individual journalist (Matheson, 2004, p. 452). 

On the other hand, these advantages come with trade-offs. Lasica (2003) points out that 

getting the story out quickly often is more important to bloggers than waiting for an editor to 

approve the story (p. 71).  Some bloggers believe this editing process will happen through the 

comments of the blogosphere, instead. 

 Tone.  Some emerging blog norms can be associated with the tone of blogs, including: 

the idea of blogs challenging mainstream journalism, and the opportunity for bloggers to provide 

instant critique (Matheson, 2004, p. 452).  Matheson (2004) states that there are ñcertain general 

conventions to the genre, including an ephemeral and informal quality, with little attempt to 

impose a hierarchy on material, and often irreverent commentary or opinion accompanying the 

linksò (p. 449). 

Quote Sources.  Liu (2010) compared newspaper and blog coverage and found that online 

newspaper articles included an average of seven official quotes, whereas blog posts contained 

two official quotes, on average. 

Beyond Liuôs study, the literature comparing blogs and journalism has little to say a 

about sources, except that we might expect bloggers to challenge traditional journalismôs 

reliance on elite sources.  Over time, the result could be an increase in the use of non-elite 

sources, either in news reports, blogs, or both (Lowrey, 2006, pp. 293-294).  However, it is 

difficult to find information about how the average number of quotes compares in news vs. blogs 

articles. 
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Carter (2005) states that ñblogs challenge the notion of authorship.  Seemingly, rather 

than a model in which the authorôs writings are themselves a contribution, the blog author 

weaves a tapestry of links, quotations, and references amongst generated content.ò Carterôs 

observations highlight the point that while we tend to think of news story ñsourcesò primarily as 

quotes from individuals, blog sources are often likely to be links to other documents.  In fact, 

according to Carterôs interviews, bloggers considered a post that did not include sources as a 

higher quality post than one that did include sources.  This is because blogger interviewees said 

that the highest quality blog post focused on providing new information or extensive 

commentary, rather than quoting or linking to non-original content.  ñWhen asked to specify a 

particular post that they had written that they judged to be high quality, respondents usually 

chose posts that had much lower link and quote densities than average for their blogò (p. 3). 

 

Comparing News & Blogs 

Blurring Boundaries.  It is important to acknowledge that there is not a firm boundary 

between news and blogs.  Blogs are incredibly diverse, and may range from a journalist blogging 

on behalf of a news organization to a non-journalist blogger who writes about a specialized topic 

that has little to do with traditional news. 

Andrews (2003) states that ñit is fair to say the vast majority of blogging does not qualify 

as journalism.ò  He offers examples of narrowly focused blogs that reach a niche audience, and 

notes that ñthe blogs that do contain bona fide news are largely deriviative, posting links to other 

blogs and, in many cases, print journalismò (p. 63).  Lowrey (2006), however, contends that 

ñbloggers and journalists stake out much of the same turf.ò  He describes an overlap between 

their roles of selecting information and commenting on it (p. 478).   

Lasica (2003) maintains that bloggers and journalists have a ñsymbioticò relationship, in 

that bloggers need mainstream media material to comment on, and in turn, their comments can 

generate new mainstream media story ideas (p. 71).  Matheson (2004) suggests that a healthy 

competition between news and blogs will likely lead to changes in the conventions of both 

genres over time. 

Blood (2003) captures this discussion well by suggesting that ñin any discussion about 

Weblogs and journalism, the first question to ask is: Which Weblogs?ò (p. 61).   

 

Similar Studies  

 Two other studies were particularly relevant to this current research.  Lui (2010) also 

compared how elite newspapers and top-ranked blogs covered crises.  She found that online 

newspapers quoted more official sources than blogs, and that blogs cover crises more 

subjectively than online newspapers.  Blogs were more likely to use negative frames than online 

newspapers. Conversely, online newspaper articles were more likely to use neutral frames.  Two 

differences between Liuôs study and this research are that Liu analyzed political blog coverage, 

while this study uses a broader cross-section of blogs likely to be viewed by a general consumer 

audience, and that this present study also analyzes the reader comments at the end of the news 

articles and blog posts. 

 Kim and Lee (2010) also compared blog vs. online newspaper coverage during a crisis, 

although they focused on how journalists and bloggers (who represented the public, in Kim and 

Leeôs study) expressed emotion.  They also investigated perceptions of crisis responsibility, and 

found differences between blog and news coverage.  While blog coverage was most likely to 
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blame Samsung for the Samsung Oil Crisis, news coverage was more likely to place 

responsibility on outside parties such as the Korean government. 

 

Study Hypotheses 

Based on a review of news and blog conventions, we propose the following hypotheses: 

H1:   Blog coverage will be more opinionated than newspaper coverage 

H2:   Blog coverage will be more negative than newspaper coverage 

H3:   Blog coverage will blame Toyota more than newspaper coverage 

H3a:  Newspaper coverage will praise Toyota more than blog coverage.  

H4:   Newspapers will include more overall sources than blogs. 

H4a:   Newspapers will include more ñofficialò Toyota quotes than blogs. 

H4b:  Newspapers will include more (non-Toyota) quotes that are supportive of Toyota, 

than blogs.  

H4c:  When blogs do include quotes, the percentage of non-Toyota quotes will be 

higher for blogs than for newspapers. 

H4d:   When blogs do include quotes, the percentage of non-Toyota quotes that are 

critical of Toyota will be higher for blogs than for newspapers. 

 

Online Comments  

 There has been little research conducted regarding online comments in a crisis 

communication context.  Comments are one indication of stakeholder response to a crisis. 

McDonald, Sparks and Glendon (2010) agree that stakeholder response is an under-researched 

area, yet particularly important to crisis managers and outcomes. 

 Coombs and Holladay (2010) offer perhaps the most relevant research related to this present 

studyôs interest in online comments by examining stakeholder online reaction to a crisis.  They 

used the Amazon Kindle crisis, where Amazon erased copies of George Orwellôs book, 1984 

(which had been sold without proper copyright) without advanced warning to consumers.  The 

authors analyzed 210 stakeholder comments on a company-run forum, in direct response to 

apologies from a spokesperson and Amazonôs CEO.  While Coombsô and Holladayôs (2010) 

research questions, relating to how stakeholders received the apology and how this event affected 

purchase intent, were different than this present studyôs questions about the tone and civility of 

online comments found on news sites external to an organization, Coombsô and Holladayôs 

research contributes to an overall shift in the focus of crisis communication research ñfrom a 

sender perspectiveò to a ñreceiver/stakeholder perspectiveò (p. 208). 

What discussion does exist in the literature and popular media about comments reveals both 

excitement about the opportunity to engage with audiences, as well as some concern about the 

wisdom of doing this.  González-Herrero and Smith (2008) offer the following advice for 

managing online communication during a crisis:  ñConsider whether chat tools should be used to 

foster dialogue ï or suspended, due to the delicate nature of such situations and the anonymity 

that most of these tools allowò (p. 151). 

 Minneapolis journalist Jason DeRusha wrote on his Twitter account on Jan. 13, 2011, ñIôve 

always thought that reporters should engage with commenters online.  Questioning that now, 

even on my own blog.ò 
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In an article called, ñComments please: How the British news media is struggling with 

user-generated content,ò Hermida and Thurman (2007) learned through interviews that UK news 

site executives are concerned about how user-generated content reflects upon their news 

organization brands.  According to the researchers, ñnews organizations have an identity that is 

defined by their professional content.ò  They found that ñnews organizations are increasingly 

shifting towards moderating UGC.ò 

 These last three examples demonstrate a need to empirically examine the nature of 

comments in crisis situations to determine how best (and whether) to include and/or respond to 

them. 

 

Research Questions 

Because there is less research available on which to base predictions about online 

comments, we asked the following as directed research questions.  We wondered whether, if 

blogs were indeed more negative than news articles, the tone of blog comments would reflect 

these differences in conventions. 

RQ1:  Will blog comments be more negative than news comments? 

RQ2:  Will blog comments be less civil than news comments? 

 

Method 

This study used content analysis to explore the similarities and differences between news 

and blogs, and in the comments that followed articles in each type of medium.   

 

Toyota Crisis Background 

 A timeline for the Toyota recall, provided by the news organization MSNBC, lists August 

28, 2009 as the first event of the crisis.  This date marks a high-profile incident that drew 

national media attention to Toyotaôs potential issues.  California Highway Patrol Officer Mark 

Saylor and three other family members were killed when the 2009 Lexus ES350 they were 

driving accelerated out of control, reaching top speeds of more than 100 mph.  One of the 

occupants called 911 and reported they were unable to brake or slow down the vehicle.  All four 

died.  This accident led to an investigation by Toyota, the National Highway Traffic Safety 

Administration (NHTSA), and local authorities. 

 Out of 19 crisis events recorded on MSNBCôs timeline between August 2009 and July 2010, 

13 of them occurred between January 21 and February 24, 2010.   

 

Sampling Plan 

Articles were selected from two top national U.S. newspapers:  the New York Times, 

representing one of the nationôs most elite newspapers, and the Wall Street Journal, with the 

largest circulation in the U.S.  The blogs used in this study were identified using the 

Technorati.com list of top 25 blogs as ranked on January 2, 2011 (see Results section for a full 

list).  

Some studies focus on a specific type of blog, such as news or political blogs (e.g., Jin & 

Liu, 2010).  Many news blogs are written by professional journalists, and while writing in the 

form of a personal blog may allow some additional leeway for opinion when compared to 

writing for a news organization, the similarity between newspapers and news-oriented blogs also 

may mask differences between the two types of media, given the total universe of blogs.  When 
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facing a crisis, organizations are subject to scrutiny from all types of blogs, not just news blogs.  

The goal of this study was to capture the conversation in the blogosphere more generally. 

The articles analyzed were found by searching for ñToyota recallò on each news or blog 

site during the six-week period between January 21, 2010 and March 4, 2010.  This timeframe 

was selected because the majority of crisis events occurred between these dates (and allowed 

additional time for articles to be published relating to February 24 crisis event). 

For news stories and blog posts, the entire article served as the unit of analysis.  Due to 

the volume of articles found within the search period, the decision was made to code just the 

headline and first paragraph for the majority of the variables (e.g., article tone), using the 

rationale that these two elements set the stage for the rest of the article, and analyzing the 

headline and lead will likely capture the essence of the article.  For comments following an 

article, each comment was coded individually (rather than as a set for each article).  The reason 

for this is that a news article or blog post typically tends to be written by one, or possibly two, 

authors, making it reasonable to evaluate whether the headline and lead as a whole are primarily 

positive, negative or neutral, for example.  An article that generates 150 comments, on the other 

hand, represents the views of multiple authors.  There are likely to be positive, negative and 

neutral sentiments within all large sets of comments, so analyzing them as one total set is less 

informative than investigating them individually. 

Because one single article could generate hundreds of comments, the decision was made 

to code 10 percent of the comments.  After reading each article, coders drew a number from 1 to 

10, and with a random start (e.g., ñ4ò), then chose every 10
th
 comment to code (e.g., 4, 14, 24é) 

until there were no longer any more comments (e.g., the coder would stop at 24 if there was not a 

34
th
 comment).  The comments for each article were chosen with a unique random start.  For 

example, after reading the next article, coders would then draw a new number (e.g., 8) for the 

comments that followed the new article.  Some articles did not include any comments at the end, 

or less than ten.  If a coder chose a random start of ñ5,ò for example, and there were only 5 

comments, the fifth comment was coded.  If there were only four comments, however, no 

comments would be coded for that particular article. 

 

Inter-Coder Reliability 

 Three independent coders read and coded the newspaper and blog articles and comments.  

To assess reliability, 10% of the full sample was coded by all three coders.  The online software 

tool ReCal (òReliability Calculatorò) (Freelon, 2010) was used to calculate Krippendorffôs alpha 

(2007).  The reliability for the majority of the variables was within the .70 to .95 range (see 

Table 1 below), with the exception of the ñpraiseò and ñsupportive quoteò variables.   

For the question asking whether the headline praised Toyota, none of the coders found 

any headlines that included praise.  Therefore, there was no variance between their work, and 

intercoder reliability could not be calculated.  For the same question about the first paragraph of 

the article, two of the three coders found just one instance of a leading paragraph that they felt 

mildly praised Toyota, but these two paragraphs were different between the two coders, leading 

to a low reliability.  The case was similar in counting the number of supporting quotes. 
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Table 1 Reliability (Krippendorffôs alpha) 

 

 Headline 
First 

Paragraph 
Sources Comments 

Opinion  .932 .867   

Tone .917 .935  .896 

Blame .692 .707   

Praise 0* -.003**   

Civility    .741 

# Sources   .951  

# Toyota Quotes   .947  

# Non-Toyota 

Quotes 
  .882  

# Critical Quotes   .878  

# Supportive Quotes   .196**  

*   No variation (no praise found in headlines among coders) ï reliability could not be calculated 

** Low reliability influenced by extremely low amount of praise or supportive sources found by 

coders 

 

Study Variables 

The independent variables in this study were: Article Type (newspaper vs. blog) and 

Comment Type (newspaper vs. blog). 

Dependent Variables - Articles 

 Presence of Opinion.  Coders were asked whether or not headlines and first paragraphs of 

articles conveyed an opinion about Toyota (also described to coders as making a judgment 

toward Toyota). This variable was measured as the presence (1) or absence (0) of an opinion.   

During training, the researchers acknowledged that issuing a recall is generally negative 

news, but differentiated between the factual content of the news, and the way the author chose to 

portray the event.  A headline that did not include the presence of an opinion would be written in 

a factual, accurate, balanced, objective manner (e.g., ñToyota Avalon Recall Affects 400000 

Carsò).  A headline that did convey an opinion would have an ñedgeò to it that would be likely to 

skew readersô views one way or another (e.g., ñAgain?! Toyota issues recall of 400000+ cars in 

U.S. and Canada).  For this item, coders were asked to think from a journalistsô or authorsô 

perspective (rather than from the readerôs or consumerôs perpective) to help distinguish the 

concept of opinion vs. tone.   

 Tone.  Coders were asked whether the tone toward Toyota in an article headline or first 

paragraph (coded as two separate items) was:  extremely positive (1), somewhat positive (2), 

neither positive nor negative/neutral (3), somewhat negative (4), or extremely negative (5),  

based on a 5-point Likert scale.   

 Because this study emphasized coverage of the Toyota recall crisis that affected the 

company specifically, coder training emphasized that if an article was positive or negative, but 

did not contain sentiment directed toward Toyota (a negative headline about Ford, for example), 

it should be coded as ñ3ò neither/neutral. 

http://www.toyotarecall.org/20100729-toyota-avalon-recall-effects-400000-cars/
http://www.toyotarecall.org/20100729-toyota-avalon-recall-effects-400000-cars/
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To differentiate ñtoneò from ñopinion,ò coders also were instructed to consider how they, 

or the general public, would feel toward toward Toyota after reading the respective headline or 

first paragraph.  In this case, while the headline, ñToyota Avalon Recall Affects 400000 Cars,ò is 

written in a factual, non-opinionated manner from a journalistic standpoint, it is bad news for the 

company from a consumersô perspective. 

 Blame.  To gain a basic sense of what type of crisis reaction the public may perceive that 

Toyota used, as mediated by news and blog coverage, coders were asked (thinking from the 

readerôs point of view) to indicate to what extent the articles (headlines and first paragraphs, 

respectively) blamed Toyota for the crisis (0=did not blame Toyota; 1=mildly blamed Toyota; 2-

strongly blamed Toyota).   The codebook elaborated blame in this study to include conveying a 

sense of wrongdoing, or responsibility for the crisis. 

 Praise.  Similarly, coders were asked to what extent the headline praised Toyota (0=did not 

praise; 1=mildly praised Toyota; 2=strongly praised Toyota).  The codebook elaborated praise in 

this study to include headlines or first paragraphs that defended Toyota. 

 Sources and Quotes.  Coders looked at the entire article (not just the headline or first 

paragraph) to count quotes.  The number of sources was measured by counting the unique 

number of quotes (of one sentence of more) included in an article.  (If the same Toyota 

spokesperson was quoted twice within one article, it would be counted as one ñsourceò for that 

article.  If, however, a Toyota spokesperson and a different Toyota dealer were quoted in one 

article, these would constitute two different individuals, and would be coded as two sources. 

 More specifically, coders tracked the number of Toyota quotes from unique Toyota 

individuals within each article, as well as the number of non-Toyota quotes from unique non-

Toyota individuals within each article.  Among just those quotes from non-Toyota sources, 

coders reported how many were critical towards Toyota, and how many were supportive towards 

Toyota (e.g. ñToyota is recovering from the recall crisisò). 

Dependent Variables - Comments 

  Comment Tone.  Consistent with article tone, comment tone toward Toyota was measured 

on a 5-point Likert scale (1=extremely positive; 2=somewhat positive; 3=neither positive nor 

negative/neutral; 4 = somewhat negative; 5 ï extremely negative).  

Comment Civility.  Comment civility was measured as the presence (1=uncivil) or absence 

(0=civil) of rude, insulting or vulgar language.  The codebook stated that for this study, an 

uncivil comment goes beyond simple disagreement or minor criticism.    

 

Results 

Descriptive Statistics 

 Coders analyzed a total of 221 articles (109 on news sites; 112 on blogs), and 834 reader 

comments (363 on news sites and 471 on blogs).  (The comments coded represented 10% of the 

total number of comments that appeared at the end of the 221 articles.)  Table 2 lists the specific 

newspapers and blogs included in this study, as well as the number of Toyota recall-related 

articles and comments found in each source. 
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Table 2   

 

Source # 

Articles 

# 

Comments* 

Source # 

Articles 

# 

Comments* 

New York Times 76 258 Kotaku 1 2 

Wall Street 

Journal 

33 105 Lifehacker 1 4 

Boing Boing 1 7 Mashable 3 6 

Business Insider 23 24 Mediaite 3 0 

BuzzFeed 27 0 The Daily Beast 3 3 

CNN Political 

Ticker 

1 0 The Huffington 

Post 

40 378 

Gawker 2 5 The Next Web 2 6 

Gizmodo 1 5 TechCrunch 1 3 

Hot Air 2 28 Vulture 1 0 

 

* The number of comments coded represents 10% of the total number of comments 

 

The following blogs did not include any posts or comments related to the ñToyota recall:ò    

Deadline.com, Engaget, Ezra Klein, Jezebel, Popeater, ReadWriteWeb, The Daily Dish, 

TMZ.com and Think Progress. 

 

Newspaper vs. Blog Articles 

Opinions (H1) 

We hypothesized that blog coverage would be more opinionated than newspaper 

coverage (H1).  We used crosstabs and Pearsonôs Chi-Square to test for differences between 

newspaper articles and blogs, given that opinion was measured at the nominal level [i.e., absence 

(0) vs. presence (1) of an expressed opinion]. 

For newspaper headlines, 26 out of 109 were coded as ñopinionatedò (23.85%), and for 

blog headlines, 32 out of 112 were coded as ñopinionatedò (28.57%).  This difference was not 

significant (Pearsonôs Chi-Square = 0.635, p Ò .260 using Fisherôs Exact Test for 2x2 tables).  

(See Table 3.) 

 

Table 3:  Chi-Square Results for Headline ñOpinionò 

 

 Value  

df 

Asymp. 

Sig. 

(2-sided) 

Exact 

Sig. (1-

sided) 

 

N 

     221 

 

Pearsonôs Chi-Square 

Fisherôs Exact Test 

0.635
a
 

 

1 

 

.425 

 

 

 

.260 

 

 

a. The minimum expected count is 28.61.  (26 out of 109 news headlines were coded as 

ñopinionated.ò) 
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Similarly, for newspaper leads (first paragraphs), 32 out of 108 were coded as 

ñopinionatedò (29.63%), and for blog leads, 44 out of 112 were coded as ñopinionatedò 

(39.29%).  This difference was not significant (Pearsonôs Chi-Square = 2.267, p Ò .086 using 

Fisherôs Exact Test for 2x2 tables).  Therefore, the first hypothesis was not supported.  (See 

Table 4.) 

 

Table 4:  Chi-Square Results for First Paragraph ñOpinionò 

 

 Value  

df 

Asymp. 

Sig. 

(2-sided) 

Exact 

Sig. (1-

sided) 

 

N 

     220 

 

Pearsonôs Chi-Square 

Fisherôs Exact Test 

2.267
a
 

 

1 

 

.132 

 

 

 

.086 

 

 

a. The minimum expected count is 37.31.  (32 out of 108 news first paragraphs were coded as 

ñopinionated.ò) 

 

Tone & Blame (H2-H3) 

The second hypothesis predicted that the tone of blog coverage would be more negative 

than newspaper coverage of the Toyota crisis (H2).   We also hypothesized that blog coverage 

would place the blame for the crisis on Toyota more than newspaper coverage would (H3).  

Because a specific crisis response that blames an organization would generally be considered 

negative for the organization, we suspected there may be a correlation between the dependent 

variables (tone and blame) for hypotheses 2 and 3a. 

 As Table 5 shows, these dependent variables were moderately correlated with one 

another.  Therefore, MANOVA was chosen to analyze whether the dependent variable means for 

headline tone, first paragraph tone, headline blame and first paragraph blame were significantly 

different depending on whether they appeared in news or blog articles.  MANOVA can deal with 

multiple dependent variables within one analysis, reducing the likelihood of inflated Type I error 

that can occur as a result of multiple tests conducted on one dependent variable at a time, 

especially if those dependent variables are moderately correlated with one another.  Moderate 

correlation is defined as about a |.60| correlation by Tabachnick and Fidell (2007, p. 268).  

 

Table 5: Test for Correlation between Dependent Variables (Tone and Blame) 

      

 2     3    4 M SD N 

1. Headline Tone .517** .526**  .407** 3.76 .750 221 

2. First Paragraph Tone - .333**  .615** 3.77 .811 221 

3. Headline Blame 

4. First Paragraph Blame 

.333** 

.615** 

- 

.560** 

 .560** 

- 

0.57 

0.67 

.662 

.664 

221 

220 

 

 To analyze whether the tone of coverage about Toyota was more negative, and blamed 

Toyota more, in the headlines and first paragraphs of blogs than of news articles,  we ran a 

MANOVA with one independent variable (article type = news vs. blog) and  four dependent 
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variables: headline tone, first paragraph tone, headline blame and first paragraph blame (see 

Table 6). 

 

Table 6:  Multivariate Analysis of Variance: Tone and Blame 

 

 Wilksô 

Lambda 

F df Sig. 

 

Effect 

size  

(
2

ph ) 

Multivariate       

 

ArticleType 

 

.932 

 

3.905 

 

(4, 215) 

 

.004** 

 

.068 

      

Univariate      

 

ArticleType 

     

Headline Tone  8.87 (1, 218) .003** .039 

First Paragraph 

Tone 

 
9.20 

(1, 218) 
.003* .041 

Headline Blame  5.55 (1, 218) .019* .025 

First Paragraph 

Blame 

 
11.63 

(1, 218) 
.001** .051 

 

** Correlation is significant at the 0.01 level (2-tailed); N = 220 

  * Correlation is significant at the 0.05 level (2-tailed); N = 220 

 

 The results of the MANOVA and individual ANOVA comparisons were significant.  

Therefore, Hypothesis 2 (tone) and Hypothesis 3a (blame) were both supported.  Specifically, the 

tone of blog articles was more negative in headlines (
65.3=newsM

; 
88.3log =sbM

) and first 

paragraphs (
58.3=newsM

;
95.3log =sbM

) than the tone of news articles, measured on a 5-point 

Likert scale with ñ1ò being extremely positive and ñ5ò being extremely negative.  The amount of 

blame toward Toyota for the crisis also was greater in blog headlines (
44.0=newsM

; 

70.0log =sbM
) and first paragraphs (

54.0=newsM
;

80.0log =sbM
) than in news articles, 

measured on a scale with 0 indicating ñdoesnôt blame Toyota,ò 1 indicating ñmildly blames 

Toyota,ò and 2 indicating ñstrongly blames Toyota.ò 

Praise (H3a) 

We were unable to statistically analyze the hypothesis that newspaper coverage would 

praise Toyotaôs handling of the crisis more than blogs would (H3a), given the low reliability of 

this variable.  However, given that coders agreed more than 98% of the time that there was little 

to no praise in both news and blog articles, it is reasonable to assume that this hypothesis 

predicting a difference between the two media would not have been supported.  This finding also 

highlights the lack of praise for a company in crisis in both online news coverage and blogs. 

Number of Sources & Nature of Quotes (H4) 
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Because an article that includes a greater number of sources overall also necessarily 

includes a greater number of Toyota, non-Toyota and/or critical quotes in some combination, it 

made sense to check to what extent these quote-related dependent variables were correlated (see 

Table 7). 

 

Table 7: Test for Correlation between Dependent Variables                                                                                     

(Overall # Sources, Toyota Quotes, Non-Toyota Quotes, Critical Quotes) 

      

 2     3    4 M SD N 

1. Overall # Sources .580** .855**  .665** 2.23 2.51 226 

2. Toyota Quotes - .253**  .420** 0.91 1.59 226 

3. Non-Toyota Quotes 

4. Quotes Critical of 

Toyota 

.253** 

.420** 

- 

.709** 

 .709** 

- 

1.89 

0.68 

2.61 

1.28 

226 

226 

 

As Table 7 shows, these dependent variables were moderately correlated with one 

another.  Therefore, MANOVA was chosen to analyze whether the mean number of sources, 

Toyota quotes, non-Toyota quotes and critical quotes was significantly different in news vs. blog 

articles.   

 

Table 8:  Multivariate Analysis of Variance: Tone and Blame 

 

 Wilksô 

Lambda 

F df Sig. 

 

Effect 

size  

(
2

ph ) 

Multivariate       

 

ArticleType 

 

.785 

 

14.818 

 

(4, 216) 

 

.000** 

 

.215 

      

Univariate      

 

ArticleType 

     

Total # Sources  45.95 (1, 219) .000** .173 

Toyota Quotes    3.28 (1, 219) .072 .015 

Non-Toyota Quotes  50.34 (1, 219) .000** .187 

Critical Quotes  11.00 (1, 219) .001** .048 

 

** Correlation is significant at the 0.01 level (2-tailed); N = 221 

  * Correlation is significant at the 0.05 level (2-tailed); N = 221 

 

 Hypothesis 4, predicting that newspapers would include more overall sources than blogs, 

was supported:  # of sources ( 34.3=newsM ; 25.1log =sbM ), # of Toyota quotes 

( 13.1=newsM ; 74.0log =sbM ).  However, while the mean number of quotes from Toyota 

representatives was higher in newspaper articles than blogs, consistent with Hypothesis 4a, this 

difference was not statistically significant (see Table 8).   



   
    

 

61 

We were unable to statistically analyze the ñquotes supportive of Toyotaò portion of 

Hypothesis H4b, given the low reliability of this variable.  However, given that coders agreed 

more than 95% of the time that there were little to no quotes that were supportive of Toyota in 

news or blog articles, it is reasonable to assume that this portion of the hypothesis predicting a 

difference between the two media would not have been supported. 

Hypothesis 4c predicted that when blogs do include sources, the percentage of non-

Toyota sources will be higher for blogs than for newspapers.  While there was a statistically 

significant difference in the number of non-Toyota quotes found in newspaper vs. blog articles, 

the direction of this hypothesis was not supported.  Based on the means, (# of non-Toyota quotes 

( 08.3=newsM ; 82.0log =sbM ),  it appears that only 26.84% of newspaper quotes represented 

Toyotaôs ñside,ò compared to 47.44% of blog quotes representing Toyotaôs ñside.ò  So if blogs 

(which included less quotes) were to use quotes, they tended to use them from Toyota sources in 

greater proportion than did newspaper articles.  Conversely, 73.16% of newspaper articles 

included non-Toyota quotes, compared with only 52.56% of blog articles.   

 However, of the non-Toyota quotes included in articles, only 31.82% of the non-Toyota 

quotes were critical of Toyota in newspapers compared with 51.22% of the non-Toyota quotes in 

blogs being critical of Toyota.  The difference between the mean number of critical quotes found 

in newspaper vs. blog articles ( 98.0=newsM ; 42.0log =sbM ) was statistically significant (see 

Table 8).  Therefore, H4d predicting more critical quotes in blog than newspaper articles was 

supported. 

 

Newspaper vs. Blog Comments 

Comment Tone (RQ1) 

To answer the research question about whether blogs will be more negative than news 

comments (RQ1), we ran an analysis of variance (ANOVA) with ñcomment typeò (newspaper 

vs. blogs comments) as the independent variable, and ñcomment tone,ò measured on a 5-point 

scale ranging from extremely positive (1) to extremely negative (5), as the dependent variable.   

The results indicated that there was not a significant difference between the tone of 

newspaper and blog comments ((F(1,831) = 0.170, p Ò .680) (see Table 9).  The means of both 

types of comments were somewhat negative ( 29.3=tNewsCommenMean , SD = 1.05; 

,32.3log =CommentBMean SD = 0.90). 

 

Table 9:  Analysis of Variance Results for ñComment Toneò 

 

  

F 

 

df 

 

Sig. 

 

N 

    832 

 

Comment Tone 

 

0.170 

 

(1, 831) 

 

.680 

 

 

Comment Civility (RQ2) 

Our second research question asked whether blogs comments would be less civil than 

newspaper comments (RQ2).  Because this dependent variable was measured at the nominal 

level [i.e., absence (0) vs. presence (1) of an uncivil comment], crosstabs and a Chi-Square test 

were used to detect any significant differences. 
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For newspaper comments, 17 out of 362 were coded as ñuncivilò (4.70%), and for blog 

comments, 39 out of 471 were coded as ñuncivilò (8.28%).  This difference was significant 

(Pearsonôs Chi-Square = 4.193, p Ò .027 using Fisherôs Exact Test for 2x2 tables), although the 

effect size (Phi = .071) is considered to be small (Lipsey, 1990). 

 

Table 10:  Chi-Square Results for ñComment Civilityò 

 

 Value  

df 

Asymp. 

Sig. 

(2-sided) 

Exact 

Sig. (1-

sided) 

Effect 

Size 

(Phi) 

 

N 

      833 

 

Pearsonôs Chi-Square 

Fisherôs Exact Test 

4.193
a
 

 

1 

 

.041* 

 

 

 

.027* 

 

.071 

 

 

b. The minimum expected count is 24.34.  (17 out of 362 newspaper comments were coded as 

ñuncivil.ò) 

c.  

Discussion & Conclusion 

Discussion of Results 

Opinion.  Despite the conventions that journalists strive for impartiality, while blogs are 

appropriate venues for opinion, the first hypothesis (H1) predicting that blog coverage would be 

more opinionated than news coverage, was not supported.  While blogs did include more 

opinions than newspaper articles, the difference was not statistically significant.  This finding 

conflicts with Liuôs study, which did find that blogs were more subjective than news articles. 

 There are several possible explanations for this finding.  The most likely concerns the nature 

of the blogs in the study.  Liuôs study used political blogs, which would be expected to be more 

partisan (and thus, less objective). The general blogs used in the present study included those that 

were similar to news blogs (e.g., Huffington Post), those that served as news aggregators of other 

news sites and blogs (e.g., BuzzFeed), and larger, more professional blogs with paid staff 

members (e.g., Gizmodo), thus having some characteristics in common with traditional 

journalism.  It would be useful to compare different types of blogs with traditional news 

coverage to better understand the types of nuances found in the blogosphere. 

 Tone and Blame.  Our predictions that blog headlines and leads would be more negative 

(H2) and would place blame on Toyota for the crisis (H3) more than news headlines and leads 

was supported. 

 Sources Quoted.  Consistent with our expectations, newspapers did include more sources 

than blogs (H4).   

 In terms of the number of Toyota sources used, news stories quoted an average of 1.13 

Toyota sources, while blogs articles quoted an average of 0.74 Toyota sources.  This difference 

was not statistically significant.  It could be that our hypothesis expecting online newspapers to 

include more Toyota sources was not supported because it only makes sense to quote a limited 

number of Toyota sources in any one article.  It also could be, contrary to our prediction, that 

newspapers and blogs are equally likely to allow Toyota to tell its side of the story during a 

crisis.  More investigation would be necessary to definitively answer this question. 
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 We hypothesized that blogs would include a larger percentage of non-Toyota sources than 

would news articles, but this was not supported.  Our rationale for this hypothesis was based on 

the expectation that news articles would be more ñbalancedò (e.g., 2 Toyota sources and 2 non-

Toyota sources) than blogs (e.g., 0 Toyota sources and 2 non-Toyota sources).  However, it 

appears from the numbers reported in the results section that articles that included quotes made 

it a priority to at least include a Toyota quote, possibly followed by one or more non-Toyota 

quotes.  Because news articles used more sources overall, a greater percentage of news quotes 

were from non-Toyota sources (M=3.08) compared with blogs (M=0.82). This appears to be 

because the article had already met the benchmark of including one Toyota source, and then 

went to additional non-Toyota sources for additional information. 

 Our expectation that blogs would include more non-Toyota sources that were critical toward 

Toyota compared to news articles was supported. 

Comment Tone & Civility.  Although we did write our research questions in a directed 

manner (asking whether blog comments would be more negative and less civil than news 

comments), we were interested to know whether comments would reflect the tone of the sites 

where they were posted (e.g., would posts on theoretically more ñopinionatedò and ñnegativeò 

blogs be less civil and more negative than those found on theoretically more ñmeasuredò news 

sites), or whether people would tend to comment in a similar way, regardless of the 

characteristics of the venue where they were posting. 

Our findings indicated that there were no significant differences between comment tone 

(comments were somewhat negative on both news and blog sites).  However, consistent with the 

direction of our second research question, there were significantly more uncivil comments on 

blogs than news sites.  We would recommend conducting experimental research in the future to 

create news and blog stimuli that exactly reflected the desired conditions (e.g., blogs that include 

opinion vs. news articles that do not include opinion), which could better isolate the potential 

effects we were interested in investigating.. 

 

Limitations  

One limitation of this study is that for the ñtoneò variable (measured on a 1-5 Likert scale 

ranging from extremely negative to extremely positive), the midpoint representing ñneither 

negative nor positiveò applied to articles and comments that coders consider to be ñneutral,ò as 

well as those that were irrelevant to Toyota (e.g., a news story headline that later referenced the 

Toyota recall, but with a headline that only mentioned GM, or an off-topic comment).  This did 

not make a material difference in our analysis, as we were most interested in whether blogs 

included more negative articles than newspapers, for example, and the scale used was sufficient 

to answer this question.  However, it may be more informative in future studies to include a ñnot 

applicableò category, so as not to overestimate the number of ñneutralò articles and comments in 

the sample.  

Another limitation of this study is the variation of Toyota recall-related coverage in the 

top 25 blogs, with some including a large number of articles, and others including very few or no 

Toyota articles.   On one hand, we made the intentional decision to use well-read general blogs 

for this study, to represent a cross-section of what general consumers may be reading in the 

blogosphere as a whole.  On the other hand, while we knew that many blogs would have narrow 

topic focuses, we were still surprised at the low numbers of Toyota recall-related blog articles in 

many of the top 25 blogs, given that this large crisis affected so many consumers in the U.S. 
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We did consider doing a general ñToyota-recallò search of all blogs, and analyzing a 

random sample of the results (which would likely lead to analysis of a small number of posts 

from a very large variety of blogs, rather than more posts from a smaller number of blogs.)  The 

problem with this strategy was finding a ñparallelò procedure for newspaper coverage.  It is 

possible to conduct a Lexis Nexis search for newspaper coverage of the ñToyota recall,ò for 

example, but often, the articles selected no longer include the related comments.  Searching for 

the same articles on the individual newspaper sites often leads to articles that are no longer 

available, or that require paying for the archived article (which may or may not still include the 

original comments).  The ñtop newspapers/top blogsò approach selected for this study addressed 

these issues, as we were able to confirm in advance that the New York Times and Wall Street 

Journal did provide access to articles that still included comments, and that there were sufficient 

numbers of comments for analysis.  (We observed that while some daily newspapers include an 

active community of readers who regularly comment, other newspapers rarely receive reader 

comments in their hard news story sections). 

Lui and Jin (2010) do offer suggestions that could be adapted to enhance the blog 

population for this study (which will be discussed in the Future Research section below). 

 

Future Research 

Lui and Jin (2010) acknowledge that it is impossible to track every external blog.  

Therefore, they recommend that crisis managers focus on blogs that are most influential to key 

publics.  They define influential external blogs as ñany blog that initiates and/or amplifies a crisis 

for an organization.  These blogs may be ones that organizations monitor as part of their regular 

issues management process or may be new ones that emerge during a specific crisisò (p. 434).  

Lui and Jin recommend identifying influential blogs not only by blog rankings and the target 

audienceôs awareness of the blogs, but also by number of posts about the crisis.   

Therefore, one solution would be to add to this study by including highly ranked, well-

known auto blogs that include multiple posts about the Toyota crisis as an additional basis of 

comparison (although we believe it is still important to include general blogs as well, because the 

target audience, in this case, is so broad, that many may not read these specialized blogs). 

 

Implications & Final Recommendations  

1) The results of this study suggest the need for crisis managers to maintain 

perspective.  Recently, weôve seen several examples where companies quickly reversed their 

original decisions based on feedback from a vocal online contingent (e.g., Motrin pulled an 

advertisement directed towards moms, Gap pulled its new logo).  While there are circumstances 

when this type of response may be warranted (e.g., it gets picked up by the mainstream media), it 

is important to keep in mind that what may be a vocal minority online may or may not be an 

important public with a relevant point related to your brand.   

 James Donnelly, vice president of crisis management at Ketchum public relations, 

expresses a similar sentiment in his response to a blog post called, ñNew Realities Emerging in 

Crisis Communication.ò  Donnelly states: 

 ñYes, insta-information and social networks spread these situations like wildfire. But, 

unless it's an uber-crisis (Deepwater Horizon, Toyota recalls), I'm not sure that crisis 

situations have the same effect on the public as they did a decade ago. Back in those 

stone ages, there were focal points through three TV news networks and a few national 

agenda-setting publication. 
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 It was interesting to note that for this study, even among the nationôs top 25 blogs, the 

majority were not focused one of the largest crises of the year, which directly affects many in the 

U.S. and around the world.   

 Author Keith Trivitt responded to Donnellyôs comment by saying: 

ñYou make a good point about the lack of true focal points within the media reshaping 

how people perceive and react to a crisis and a company's response. Do you think we 

have reached that point of so much media saturation, overreaction, coverage, etc. of 

crises and events that people have largely become numb to their effect and impact, 

unless, like you say, they are of the "uber-crisis" variety?ò 

This exchange may offer content worth researching in the future. 

2) The results of this study suggest that crisis managers should proceed with caution 

when considering directly engaging with commenters during a crisis situation.   Organizations 

have taken different approaches as to how to deal with negative online comments, including 

ignoring them, allowing the online community to come to its defense and respond for the 

organization, encouraging the commenter to ñdirect mailò the organization and move the 

conversation offline, and responding directly. Given that this study found that comments were 

somewhat negative and at least 1 in 20 was uncivil, it makes sense to proceed with caution 

before engaging directly.  The ñbestò approach may continue to evolve as companies develop 

norms and as audiences develop expectatations.  Weôre seeing a shift from controlled corporate 

communication to ñauthentic, openness & transparency,ò which could lead to increased 

acceptance of some negative comments being authentic and not necessarily problematic for 

audiencesô attitudes toward organizations (e.g., Dominoôs Pizza directly apologizing for its poor 

quality product). 

3) The results of this study suggest the need for crisis managers to maintain focus.  At 

the beginning of this study, we asked whether our rich literature of crisis communication 

strategies is sufficient in a Web 2.0 world, or whether these strategies need to be adapted and/or 

expanded.  Liu and Jin (2010) have taken one step toward evolving crisis communication 

strategies to include social media. This present study contributes to the crisis communication 

literature by providing some initial support for aspects of Liu and Jinôs Blog-Mediated Crisis 

Communication Model, which suggests that crisis managers focus on the most influential blogs 

as defined by ranking, target audience attention, number of posts, and role of blog in 

initiation/amplification of the crisis.  Among the Top 25 blogs in this study, for example, two ï 

the Huffington Post and Business Insider ï included at least some original content (as opposed 

blogs that simply aggregate content from other sources, such as BuzzFeed) and generated a large 

number of reader comments. 
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Abstract 

Teamwork permeates the field of public relations, yet in public relations classes, teaching 

team skills often is not a top priority. This experimental study looked at the impact of teaching 

teamwork to students in a university capstone public relations class in addition to their public 

relations curriculum. Results showed that incorporating teamwork skills into the classroom is 

effective and worthwhile. Students can improve the quality of their work by learning and 

practicing teamwork skills throughout the semester. 
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Introduction and Purpose 

Teamwork permeates the field of public relations. Hinrichsen (2001) suggests that one of 

the biggest advantages of working in a public relations agency is the opportunity to interact with 

a creative team of professionals who understand the complexity of the field, ñMany of the most 

skilled practitioners work in agencies, and the collegial atmosphere can be stimulating and 

motivatingò (p. 452). Graham (1991) cites teamwork as one of the 10 crucial steps public 

relations firms can take when planning for their future viability, ñIn a firm with teamwork, high-

profile óstarsô donôt put themselves above other people for their own egos, their own involvement 

or their own promotionò (p. 41). He recommends drawing the best employees of the firm 

together, no matter what their status, to maintain a spirit of teamwork within an agency.  

Organizations increasingly rely on teams to remain successful and solvent. The question 

is, Are college graduates prepared to work in teams in the business world? Business leaders have 

noted that recent college graduates are technically proficient in their chosen field (i.e., 

engineering or teaching), yet they lack the group dynamic skills necessary to function in a team 

setting. These new employees display ñlimited self-awareness, leadership, interpersonal 

communication and conflict management skillsò (Bailey, Swiercz, Seal, & Kayes, 2005, p. 40). 

The need for undergraduates who can work in teams is clear. However, the most effective way 

for university students to learn these vital team skills continues to be a matter of debate 

(McCorkle et al., 1999).  

In public relations classes, teaching team skills often is not a top priority. Instead, public 

relations curriculums in universities focus primarily on theory and practical product development 

skills. Students learn to write media releases, brochures, web copy, and strategies to effectively 

pitch story ideas to media outlets. Ultimately, students are exposed to team dynamics through 

group projects, in which they are divided into teams. ñTeamworkò is often part of a public 

relations campaigns class, a capstone course for public relations students. Campaign classes offer 

future professionals ñreal-world communicative and planning skills [in an environment where 

they can] base their strategies on substantive case studies, sound research, and theoretical 

underpinningsò (Ahles & Bosworth, 2004, p. 50). Yet, the skill that is ñnot typically taught in 

any great detail in undergraduate public relations or advertising is how to work effectively as a 

member of a problem-solving team in the workplaceò (p. 42).  

Teamwork is integral to effective public relations. Yet, how do graduating seniors 

enrolled in university journalism and/or public relations programs acquire these teamwork skills? 

Most students gain exposure to working in groups during public relations capstone courses 

where seniors conduct a semester-long campaign for a client. Benigni and Cameron (1999) assert 

that the most important purpose of these capstone courses is to prepare students for the ñreal 

worldò (p. 50). Yet, when students are placed in teams during these capstone classes to conduct 

public relations campaigns, they seldom receive specific instructions about how to function 

effectively as a team (Ahles & Bosworth, 2004). Benigni and Cameron (1999) agree, ñIn public 

relations and advertising curricula, rarely if at all is an entire course or seminar dedicated to the 

topic of teams or team relationships in the workplaceò (p. 43).  

Several studies in the literature point out that while teamwork is required in many 

university classes, few professors do much more than simply assign students to teams. Part of the 

problem may be the lack of resources for professors who want to teach teamwork. Siciliano 

(1999) says, ñUnfortunately, little information exists for the faculty member who is not familiar 

with teamwork skills or techniques and who does not have several weeks of class time to spend 

on teamwork trainingò (p. 261). Yet, teaching teamwork skills can help students learn and 
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demonstrate effective team behaviors. Hansen (2006) points to the literature, which indicates that 

students generally respond well to team assignments geared to the acquisition of team skills. 

These include assignments specifically designed to teach leadership, group decision making, and 

communication skills. Other research has shown that student attitudes about teamwork are 

positively related to teamwork effectiveness. Research demonstrates that there is a need for 

undergraduates to learn effective team skills. Indeed, Siciliano (1999) points to research that 

shows business encourages the development of teaching methods that incorporate teamwork 

skills. 

What is not known is whether directly teaching teamwork skills in a capstone public 

relations campaigns class can benefit students and their clients. Instead of just being assigned to 

teams, will students who are actually taught team-building skills produce higher quality, 

professional-level work compared to students who do not receive this training? The purpose of 

this study it to determine to what extent students in university capstone public relations classes 

who receive teamwork training produce quality, professional-level work compared to students 

who do not receive this training. 

 

Methodology 
This quasi-experimental small group research study compared a public relations capstone 

class in which students received teamwork training with a public relations capstone class in 

which the students did not receive teamwork training. The course, taught at California State 

University, Northridge, in the Department of Journalism, is titled JOUR 398, the Public 

Relations Practicum, and is considered the capstone class of the public relations curriculum in 

the Department of Journalism. The Public Relations Practicum is structured to resemble a public 

relations agency. Students form three- or four-person teams, select a nonprofit organization and 

throughout the semester serve as the organizationôs consultant. Teams hold regular meetings 

with their clients and create a comprehensive public relations strategy that includes a press 

kit/portfolio and a media relations component. The subjects in the experiment were 

undergraduate students in their senior year who majored in journalism with an emphasis in 

public relations. The normal enrollment for this class averages 20 students. The experiment ran 

for one semester, spring 2009.  

The Monday class, which met from 10 a.m. to noon every week, had 20 students, and the 

Wednesday class, which met from 10 a.m. to noon every week, had 23 students. Many of the 

students were in their final semester of college, with a few one or two semesters away from 

graduation. All of the students had successfully completed the necessary course prerequisites to 

enroll in this class. This included an introductory course in public relations, a news writing 

course, and a public relations writing course. Several, but not all, of the students had also 

completed a senior-level public relations techniques class, or were taking the class concurrently. 

Participants in both groups ranged in age from the early and mid-20s, with one outlier age 

35 (a returning student).  

The process of selection of the research sample was as follows: Throughout the month of 

October 2008, all journalism students, including those in the public relations emphasis, received 

advisement from a journalism department faculty member. The researcher personally advised 

102 students in that month. Those who were ready to enroll in the public relations capstone class, 

J398 Public Relations Practicum, received a permission number from the researcher. The 

students had two choices: They could enroll in the Monday class, which met weekly from 10 

a.m. to noon, or the Wednesday class, which met weekly from 10 a.m. to noon. Both class 
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sections were taught by this researcher. Since the classes were similar, the students usually chose 

the section based on their schedule availability. 

The final press kit assignment served as a culmination of the knowledge gained in class. 

Each team was required to create a press kit throughout the entire semester, handing in one 

mandatory component of the press kit on a weekly basis. The professor critiqued these 

assignments and returned them to each team the following week. It was the teamôs responsibility 

to make the necessary corrections and edits. This edited version then became part of the final 

press kit/portfolio.  

This study involved one experimental group that received teamwork training (the 

Monday class) and one control group that did not receive the training (the Wednesday class). The 

experimental group was given intensive training in teamwork throughout the course of the spring 

2009 semester. This involved adding three components to the class: teamwork textbooks and 

quizzes, teamwork lectures, and hands-on teamwork counseling. 

Usually, students enrolled in the capstone public relations class are not required to 

purchase a textbook. However, the experimental group was asked to purchase Building Teams, 

Building People by Thomas R. Harvey and Bonita Drolet (2006). This book focuses on 17 

characteristics that describe effective teamwork. When these characteristics exist, according to 

Harvey and Drolet, an effective team emerges. In contrast, if the 17 characteristics are not 

present, the teams tend to be weak. This book was chosen because of its ease of use and 

accessibility to students not familiar with working effectively in teams. It also provides several 

examples of successful teamness. In addition, the 17 characteristics comprising the 

Harvey/Drolet construct were validated in a dissertation by Corkrum (1997). He found that ñthe 

literature supports inclusion of all seventeen characteristics of the Harvey/Drolet construct as 

indicators of teams and effective teamworkò (abstract). 

The other required textbook was Nonviolent Communication: A Language of Life by 

Marshall B. Rosenberg (2008), a communications model that is easy to understand and 

implement. It gives individuals the necessary tools to change the way they communicate. The 

book helps readers develop a vocabulary of feelings and needs to help them express themselves 

in a nonconfrontational way, while providing insight into the needs of others. The two parties 

communicating develop a shared foundation designed to create better relationships. This book 

was chosen by this researcher to help students develop better communication skills. 

Students in the experimental class received a weekly reading assignment from one of 

these two books. To help ensure that they read the assignments, a 10-point quiz on the assigned 

book chapter was given each week. A total of 11 quizzes were given (the lowest score was 

dropped) for a total of 100 pointsðone sixth of the studentsô grade.  

In addition to lectures on how to create successful public relations strategies and quality 

public relations tools, this researcher gave weekly lectures on working more effectively in teams. 

During weeks 2, 3, and 4 of the semester, a full hour was devoted to teamwork training, 

including lectures and role playing/exercises. The subsequent weeks involved at least 15 minutes 

to one-half hour of teamwork training during the second hour of each class. 

Throughout the semester, students were encouraged to talk to the professor/researcher if 

they were experiencing difficulties with the team. The team then received further instruction on 

working effectively in teams.  

The public relations activities of the control capstone public relations class were 

structured exactly as those public relations activities of the experimental group. However, they 

received absolutely no instruction about teamwork. They were randomly assigned teams on day 



   
    

 

72 

one, and given the expectations of the class in terms of working with the client and the 

production of a press kit/portfolio. (It should be noted that the control group reflects how the 

university capstone class had been taught by the researcher for the past 4 years.) 

While teamwork was expected, teamwork training was not part of the curriculum. 

Consequently, the class was not required to read the textbooks, did not participate in any quizzes, 

was not exposed to any teamwork lectures, and was not encouraged to talk about its team 

problems. The professor only gave advice to the its regarding their personal issues when 

approached. In general, the concept of teamwork was never discussed. Instead, the focus was 

purely on the task at handðcreating and executing a public relations strategy and press kit for a 

nonprofit client.  

According to Tuckman (1999), educational researchers often find it difficult to randomly 

assign students to treatments given enrollment parameters. This holds true for the researcherôs 

study. While the students were able to choose which practicum class to attend, the randomness of 

this choice may be suspect; perhaps the student wanted to be with his or her friends, for example, 

and so chose a particular class. While these two classes were not originally filled through a 

systematic process, which, says Tuckman, could ñcreate a bias, invalidating research results,ò the 

researcher ñstill must be concerned about validity when working with intact, possibly 

nonequivalent groupsò (p. 172). To address the problem of possible nonequivalence in two intact 

groups, a pretest is mandatory. It provides a basis for initially comparing the groups, given the 

lack of random assignment, ñwhere intact groups serve as experimental and control groups, the 

research can partially control for selection bias by demonstrating their initial equivalence on 

relevant variablesò (Tuckman 1999, p. 175). 

A pretest was administered to both intact groups of students the first day of class. The 

pretest was pilot tested using two groups of students who had completed a similar course. The 

posttest was designed to help determine to what extent students produced quality work in classes 

where teamwork was taught compared to classes where teamwork was not taught. The researcher 

retained an independent panel of three judges consisting of two public relations professors and 

one public relations professional. These three panel members assessed the studentsô final class 

projects, which were press kits that they completed in their teams. The press kit required eight 

public relations pieces, including, but not limited to, a public relations strategic plan, 

backgrounders, biographies, fact sheets, pitch letters, media alerts, news releases, flyers, 

brochures, website copy, newsletter copy, social media copy (i.e., MySpace, Facebook), and 

media list. Each member of the panel reviewed the public relations press kits created by the 

university capstone class teams. There were 11 press kits in totalðfive from the experimental 

class and six from the control class. The judges received a rubric (Appendix A) prior to 

reviewing the press kits, and then completed the Instrument to Evaluate Quality of Student Work 

(Appendix B).  

 

Findings 

A pretest was administered to both intact groups of students the first day of class 

(Appendix C). Table 1 contains a description of the findings from this pretest with the mean 

score comparison of the two groups and the significance of the differences between the averages 

in each of the categories.  

The pretest results show three areas of significant differences in the experimental and 

control populations. Using the student t test to compare the characteristic statistics of the two 

populations, the grade point average, years in school, and prior teamwork training were 
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significantly higher in the control group than the experimental group. The overall grade point 

average was higher for the control group and the grade point average in the major coursework 

was higher for the control group. The control group had significantly more years in school work 

than the experimental group. Finally, the control group had received more self-described formal 

group training than the experimental group. 

 

Table 1 

Results From the Pretest Comparing Characteristics of Experimental Class to Control Class 

  

 Experimental Control t test 

What is your overall grade point 

average (GPA)?   2.7 GPA   2.9 GPA Significant 

What is your GPA in your journalism 

major?   2.7 GPA   3.2 GPA Significant 

How long have you been attending 

college (include all schools you 

attended)?   4.0 years   5.3 years Significant 

Have you ever received any 

formalized teamwork training? 10% of class 30% of class Significant 

Have you ever had a public relations 

internship 40% of class 40% of class Not significant 

Average age 23 years 23 years Not significant 

 

The differences shown in the pretest include actual experience in a teamwork setting as 

well as indicators of general abilities for public relations work. These statistics suggest that the 

control group was more self-directed, disciplined, and achievement oriented than the 

experimental group. The control group sought and found opportunities to learn and implement 

teamwork outside of the classroom setting and independently of this course. Since the 

experimental group and control group showed significant differences at the beginning of this 

experiment, one could expect those differences to extend throughout the study. Of note is the 

generally higher grades achieved and the prior experience in teamwork training.  

To determine to what extent students who receive teamwork training produce quality 

work, the researcher retained an independent panel of three judges consisting of two public 

relations professors and one public relations professional to judge the final projects produced by 

the experimental class. At the end of the semester, these three panel members assessed the 

studentsô final class projects, which were press kits that they completed in their teams. The 

judges received a rubric prior to reviewing the press kits, and then completed the Instrument to 

Evaluate Quality of Student Work. The grades were assigned by independent subject matter 

experts using a standard A to F grading system. The graders used + or ï with the letter grade to 

indicate subtle differences in the quality of work. The grades were translated into a numeric 

system for the statistical analysis. The numerical equivalent for each letter grade is shown in 

Table 2. 
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Table 2 

Grade System Used for the Instrument to Evaluate Quality of Student Work in Experimental 

Class 

 

Letter grade Numerical equivalent 

A+ 5.33 

A 5.00 

A- 4.66 

B+ 4.33 

B 4.00 

B- 3.66 

C+ 3.33 

C 3.00 

C- 2.66 

D+ 2.33 

D 2.00 

D- 1.66 

F+ 1.33 

F 1.00 

 

The data were analyzed looking at the frequency, average score, and standard deviation 

of the grades assigned to each student in the experimental group. Table 3 presents the descriptive 

statistics of the average grade earned by all members of the experimental team in the six areas 

evaluated. 

 

Table 3 

Findings From Instrument to Evaluate Quality of Student Work in Experimental Class 

 

 Parameters Average grade 

Standard 

deviation 

1 Public relations content 3.27 0.799 

2 Grammar, spelling, and punctuation 3.27 1.163 

3 Creativity 3.22 0.773 

4 Geared to the target audience 3.87 0.999 

5 Geared to the target media outlets 3.60 1.126 

6 Letter grade 3.13 0.928 

 

As outlined in the rubric , the judges used five parameters to evaluate the press kits 

created by the teams in both the experimental and control classes. Press kits, which are also 

known as media kits, are the cornerstone of public relations tools. They include both 

informational and promotional material designed to support the public relations efforts of an 

individual or organization. They are distributed to members of the media during press 

conferences, to support an event (such as a grand opening or a CD launch), or simply as 
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background information to help raise awareness of a product, person, or company through the 

media. In the past few years, public relations professionals have started to post materials 

prepared for a press kit directly onto the clientôs website. Using the same informative tools, 

public relations professionals can communicate their messages directly to the target audiences, 

rather than using media outlets as intermediaries. Whether the press kit is assembled and 

physically handed to the media, or posted directly on the web, the criteria for a quality product 

remains the same. The parameters determining quality include public relations content, grammar, 

spelling, and punctuation, creativity, and whether the information is appropriately geared to the 

target audience and target media outlets. 

The purpose of public relations is to raise awareness of a person, product, or service to 

the target audiences. The press kits created by the JOUR 398 students were designed to be used 

by a nonprofit organization. Several tools were used to accomplish this task. These included 

media releases, which resemble news stories and are written to be placed directly into the 

newspaper; biographies, which include the educational and professional background of important 

individuals in an organization; backgrounders, which encompass information about the company, 

including its history, mission statement, products and services, community involvement and 

vision; and fact sheets, which are backgrounders condensed to one easy-to-read page. Other 

elements that can be included in a media kit include brochures, position papers, speeches, and 

photographs. 

When judging the public relations content, the public relations professionals were looking 

at the range of materials included in the media kit, and the overall quality of the content. The 

press kits for these classes required at least eight different public relations pieces. The judges 

evaluated whether the eight public relations pieces were included, whether the materials were 

relevant to the organization and its message, whether the quality was good enough to use in a 

real-world setting, if the content of the public relations pieces was appropriate to the goals of the 

organization, and whether the media would find the press kit useful. Evaluating the content of 

the press kits produced by the experimental class, the scores from the three judges averaged 3.27, 

which translates to between a C and C+. This grade reflects the judgesô collective opinion that 

the press kits read like they were written by students, not professionals. The public relations 

writing skills and strategic thinking were considered adequate. According to the judges, these 

press kits could only be used in a real-world setting with heavy editing. 

The second parameter used to judge the press kits was grammar, spelling, and 

punctuation. This component in public relations is stressed throughout every writing class in the 

Department of Journalism, and, in fact, is a stated learning objective for the students. In addition, 

the professional worlds of journalism and public relations demand excellence in grammar, 

spelling, and punctuation. This parameter of the press kit for the experimental class also 

produced an average grade of 3.27, which translates to between a C and C+. According to the 

rubric, this grade reflects several errors in grammar, spelling, or punctuation, as well as several 

typographical errors. 

Creativity, the third parameter, is a much more nebulous performance indicator to grade. 

What is a creative press kit to one judge may be routine for another. To provide some guidelines, 

this researcher described exceptional creativity as a:  

Press kit that demonstrates a high degree of creativity, positioning the client in unique 

and innovative ways. This creativity may involve development of new themes for 

programs or services, identifying new target audiences or creating new media 

opportunities. The press kit shows that the student team is thinking ñoutside the box.ò 
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ñPositioning the client in unique and innovative waysò means creating a meaningful and 

compelling image to communicate to the organizationôs target audiencesðthose publics that ñare 

an identifiable group of people with attributes in common that can affect the well-being of an 

organizationò (Treadwell & Treadwell, 2005, p. 107). Through the use of public relations, 

organizations seek to first, raise awareness of their organization, and second, persuade the target 

audiences to develop positive attitudes or behaviors about their product and/or service. Creativity 

plays a key role in this public relations objective because creating a unique and appealing image 

can oftentimes persuade the target audiences to act favorably toward the organization. In a 

crowded media marketplace, where so many organizations are fighting to be heard, creativity can 

help an organization rise above the din. In addition to creating material to traditional target 

audiences, a creative public relations strategy will also look for new target audiences that could 

make a positive impact on the well-being of an organization. This creativity could also be 

expanded to the search for new media outlets. This is particularly important with the waning of 

traditional media, such as newspapers, and the advent of the Internet. Blogs, social networking 

sites, and online magazines and newspapers are now used by public relations practitioners to 

raise awareness of their clients. 

The three judges who evaluated the press kits gave the experimental class an average 

score of 3.22, which is close to a C and represents the lowest score of the five parameters. This 

score reflects the perception by the judges that the teams demonstrated average creativity. They 

did not think outside the box in terms of the aforementioned guidelines, and did not present new 

and innovative ideas. The students did an average job for their nonprofit clients. 

The fourth parameter was whether the material was geared to the target audiences. In the 

public relations plans mandated by the researcher and included in the press kits, the students 

were required to identify the optimal target audiences for their clients. To evaluate this 

parameter, the judges first read which target audiences were identified by the team, and then 

decided whether the material created by the students was appropriate for that target audience. For 

example, a teen audience would not necessarily respond to references to obscure pop stars in the 

1960s. On the other hand, baby boomers may be quite familiar with these references. Thus, these 

references would be considered geared to the target audience of baby boomers.  

The judges gave the fourth parameterðgeared to the target audienceðan average score 

of 3.87, which is the highest score of all five parameters. This translates into a letter grade 

between a B- and a B. According to the rubric, most target audiences were identified clearly in 

the plan, and the writing was geared mostly to the target audiences. This higher grade reflects the 

fact that the experimental groups understood and identified their clientôs target audiences, and 

created materials geared to them.  

The final parameter judged was whether the press kit was geared to the target media 

outlets. When identifying target audiences, the public relations professional looks for five 

attributes: their demographics, including age, sex, income, occupation, and location; their 

attitudes, including how they feel about the organization; their knowledge, how much they know 

about the organization; their behavior, including how they act toward the organization and its 

product and services; and finally their media use, including what they read, view, and listen to 

(Treadwell & Treadwell, 2005). Understanding the media use is very important because the 

public relations professional seeks to raise awareness of the organization via media outlets 

frequented by the target audience. To illustrate, it would be unlikely for a teenage audience to 

read an AARP (American Association of Retired Persons) publication. However, a teenager 

would possibly read an article in Glamour magazine or ESPN news. Taking that a step further, 
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the teenager would more likely seek information on a social networking site than in a newspaper. 

In evaluating this parameter, the judges gave an average score of 3.60, which is the second 

highest scored parameter and translates just below a B- or a high C+. According to the rubric, 

this means the judges thought that most of the appropriate target media outlets were identified in 

the plan, and the writing was mostly geared to these target media outlets. 

The judges took the five criteria into consideration when giving each project a final 

grade. In addition to the criteria, they looked at the projects from a holistic perspective, taking all 

factors plus their professional experience into consideration. Their average score for the class 

projects letter grade was 3.13, which was lower than any of the individual parameters and was 

close to C.  

 

Quality of Work Produced by the Control Group 

To determine to what extent students who do not receive teamwork training produce 

quality work, the researcher retained an independent panel of three judges consisting of two 

public relations professors and one public relations professional to judge the final projects 

produced by the control class. At the end of the semester, these three panel members assessed the 

studentsô final class projects, which were press kits that they completed in their teams. The 

judges received a rubric (Appendix A) prior to reviewing the press kits, and then completed the 

Instrument to Evaluate Quality of Student Work (Appendix B). Table 4 presents the average 

grade and standard deviation for the quality of work produced by the control group.  

 

Table 4 

Findings From Instrument to Evaluate Quality of Student Work in Control Class 

 

 Parameters 

Average 

grade Standard deviation 

1 Public relations content 3.65 0.681 

2 Grammar, spelling, and punctuation 3.94 0.725 

3 Creativity 3.54 0.872 

4 Geared to the target audience 3.50 0.787 

5 Geared to the target media outlets 3.72 0.696 

6 Letter grade 3.65 0.718 

 

The judges used five parameters to evaluate the press kits created by the teams in both the 

experimental and control classes. Evaluating the content of the press kits produced by the control 

class, the scores from the three judges averaged 3.65, which translated to just below a B-. This 

grade reflects the judgesô collective opinion that the press kits were almost professional in 

qualityðdemonstrating good public relations writing skills and good public relations strategic 

thinking skills. The portfolios included at least seven different public relations pieces. The press 

kits could be used in a real-world setting with a paying client if lightly edited.  

The second parameter used to judge the press kits was grammar, spelling, and 

punctuation. This parameter of the press kit for the control class produced an average grade of 

3.94ðthe highest score of any of the parameters. The 3.94 score translates into just below a B. 
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According to the rubric, this grade reflected some errors in grammar, spelling, or punctuation, 

but nothing glaring. There were also some typographical errors.  

Creativity was the third parameter, and the three judges who evaluated the press kits gave 

the control class an average score of 3.54, which is between a B- and a C+. This score reflects 

the perception by the judges that the teams demonstrated between above average and average 

creativity. The students had started thinking outside the box in terms of creativity and presented a 

few new and innovative ideas to the client.  

The judges gave the fourth parameterðwhether the material was geared to the target 

audiencesðan average score of 3.50, which translates into a letter grade between a B- and a C+. 

According to the rubric, between some and most target audiences were identified clearly in the 

plan, and the writing was geared between mostly and sometimes to the target audiences.  

The final parameter judged with the control group was whether the press kit was geared 

to the target media outlets. In evaluating this parameter, the judges gave an average score of 

3.72, which translates into a grade between a B and B-. According to the rubric, this means the 

judges thought that most of the appropriate target media outlets were identified in the plan, and 

the writing was mostly geared to these target media outlets. 

The judges took the five criteria into consideration when giving each project a final 

grade. In addition to the criteria, they looked at the projects from a holistic perspective, taking all 

factors plus their professional experience into consideration. Their average score for the class 

projects letter grade was 3.65, which matched exactly the grades the press kits received for 

content. This score translates into just below a B-.  

Quality of Work Produced by the Experimental vs. Control Group 

To determine to what extent students who did and did not receive teamwork training 

produce quality work, the researcher retained an independent panel of three judges consisting of 

two public relations professors and one public relations professional to judge the final projects 

produced by the experimental class. The researcher compared findings from the experimental 

class with the control class. The data were compared looking at the average grades assigned for 

the experimental and control groups in the six categories shown in Table 5 representing the 

differences in the production of quality work between the two groups. The control group was 

graded higher than the experimental group in five of the six categories. However, pretest results 

show that the control group consistently had a higher grade point average in all class work and in 

the core coursework required for journalism majors. Therefore an analysis of covariance was 

performed to determine the effect of the initial difference in grades, found in the randomly 

assigned groups, on the quality of work produced as assessed by the independent judges. The 

result of the analysis of covariance is that the experimental group showed a significant 

improvement in the quality of the work produced in five of the six categories due to the 

effectiveness of teamwork training. 

The confidence level in Table 5 is a measure of the likelihood that the difference in the 

mean value is not due to the random assignment of a student to a group but is the result of some 

causal factor. 

The judges used five parameters to evaluate the press kits created by the teams in both the 

experimental and control classes. The initial results of the grades assigned by the judges were 

higher scores for the control class in four of the five parameters, including public relations 

content; grammar, spelling, and punctuation; creativity; and geared to the target media outlets. 

Since the members of the control group and the experimental group were randomly assigned, it 

was by mere chance that the control groupôs pretest grades were on average higher in their 
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journalism courses; in addition, the control group had a higher average grade in all of their 

university coursework. To determine the effect of a higher aptitude and skill reflected in the 

higher coursework grades, an analysis of covariance using the journalism grade as the covariant 

was performed. The analysis of the covariance compensates for any systemic bias in the samples 

and removes the effects of preexisting individual differences in the samples that might skew the 

results, leading to a misinterpretation of the results and an understating of the effect of the 

control variable. Using the analysis of covariance, the researcher calculated an adjusted average 

grade for the control group and the experimental group. The result of this analysis, shown in 

Table 5, is that the experimental group has a higher adjusted average grade in all five categories. 

The results of the analysis of covariance were significant to the 99th percentile in all but one 

category. The higher adjusted average scores reflect the added value of the teamwork training in 

producing quality work after removing the variability associated with the preexisting individual 

differences reflected by the significantly higher pretest averages in journalism and all university 

level coursework.    

 

Table 5 

Differences Between Experimental Class and Control Class in Producing Quality Work 

  

Characteristic 

Observed 

average 

experimental 

Observed 

average 

control 

Adjusted 

average 

experimental 

Adjusted 

average 

control F test 

Confidence 

level 

Public relations 

content 3.27 3.65 3.67 3.31 8.97 

Significant 

Grammar, spelling, 

and punctuation 3.27 3.94 3.76 3.54 1.38 

Not 

significant 

Creativity 3.22 3.54 3.69 3.15 22.95 Significant 

Geared to the target 

audience 3.87 3.50 4.28 3.15 7.48 

Significant 

Geared to the target 

media outlets 3.60 3.72 4.06 3.34 19.60 Significant 

Letter grade 3.13 3.65 3.58 3.27   7.48 Significant 

 

Before presenting the findings for differences relative to the students in the experimental 

and control groups producing quality work, it is important to note that the pretest administered to 

both intact groups of students on the first day of class showed three areas of significant 

differences. Using the student t test to compare the characteristic statistics of the two 

populations, the grade point average, years in school, and prior teamwork training were 

significantly higher in the control group than the experimental group. The overall grade point 

average was higher for the control group and the grade point average in the major coursework 

was higher for the control group. The control group had significantly more years in school work 

than the experimental group. Finally, the control group had received more self-described formal 

group training than the experimental group. To address this variation, an analysis of covariance 

was performed to determine the effect of the initial difference in grades, found in the randomly 

assigned groups, on the quality of work produced as assessed by the independent judges. The 
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analysis of the covariance compensates for any systemic bias in the samples and removes the 

effects of preexisting individual differences in the samples that might skew the results, leading to 

a misinterpretation of the results and an understating of the effect of the control variable. Using 

the analysis of covariance, the researcher calculated an adjusted average grade for the control 

group and the experimental group. The result of this analysis is that the experimental group had a 

higher adjusted average grade in all five categoriesðpublic relations content; grammar, spelling, 

and punctuation; creativity; geared to the target media outlets; along with the final letter grade. 

Only the difference between the two groups in grammar, spelling, and punctuation was not 

significant.  

 

Conclusions 

Results from this study show that incorporating teamwork skills into a university 

capstone public relations class is effective and worthwhile. Students can improve the quality of 

their work by learning and practicing teamwork skills throughout the semester.  

Teaching team building is a worthwhile investment for both the professor and students. 

Although incorporating teamwork skills into the public relations curriculum requires extra 

preparation time for professors and additional study time for students, the skills learned can 

ultimately be transferred to the professional setting.  

The importance of being a productive team member in a professional setting has always 

been in the back of the researcherôs mind while she taught the capstone public relations class. 

Observing the lack of teamwork skills demonstrated by at least one group each semester proved 

disheartening and worrisome. If these students could not work effectively in a team in a 

classroom setting, how would they ever be able to function in the real world? In fact, the impetus 

for this research topic originated from years of frustration watching student teams literally fall 

apart. In the beginning of the semester, the students would work well in their teams. Yet by the 

middle of the semester, one, two, even three out of five teams would start to implode, as 

evidenced by infighting, an inability to work with their nonprofit client, and constant complaints 

to the professor protesting how a teammate was not pulling his or her weight. One semester, two 

team members entered into a screaming match that spilled out into the hallwayðmuch to the 

embarrassment of the professor and classmates. By the end of the semester, only one or two 

teams would be functioning well; the remaining teams had disintegrated with team members 

losing interest in the project and each other. The researcher came to the realization that while the 

capstone class looked good on paper, promising to give students real-world experience in the 

confines of a supervised university course, it did not live up to its full potential. More students 

than not left the class feeling miserable, inadequate, and frustrated. This was vividly revealed in 

the reflection papers they turned in on the final day of class. 

The researcher was not sure of a possible solution until completion of doctoral 

coursework that focused on teamwork and the importance of teaching team building. It became 

apparent that the origin of the problem may be attributed to a lack of teamwork training. 

Subsequent questioning of students confirmed this premise. Graduating seniors in the journalism 

department studying public relations had several classes where they were required to work in 

teams, yet very few, if any, had received formal teamwork training. This held true not only for 

courses in their major, but for their general education requirements as well. This lack of 

teamwork training became apparent to students when they found themselves working in teams 

that demonstrated a lack of mutual trust, no sense of relationship, high levels of stress, low 

toleration of errors, inflexibility, and hidden conflict. When faced with team members who were 
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confrontational or did not pull their weight, these students did not know what action to take. This 

not only led to problems completing coursework, but a strong dislike for working in teams. 

Indeed, the researcher cannot count the times when students, after learning that the class 

involved teamwork, would let out a collective moan. This dislike for teamwork is also reported 

in the literature. Hansen (2006) notes that student dissatisfaction and frustration arise due to such 

issues as ñlack of leadership, scheduling conflicts, lack of team development, free-riding or 

social loafing, and students who prefer to work aloneò (p. 12). 

From these observations, and after a year of intensive teamwork training, the researcher 

hypothesized that teaching students teamwork would give them the tools they need to produce 

quality work. Findings from this Nonequivalent Control Group Quasi-Experimental Design 

study indicate that knowledge is empowering. One question that comes to mind is, How difficult 

is it for college students to not only learn teamwork skills but actually put them into practice? 

The answer may lie in the tools used to teach teamwork. This researcher found the text, Building 

Teams, Building People by Harvey and Drolet (2006), to be a practical tool that not only 

explained the characteristics of effective teams, but included examples with which the students 

could identify. This straightforward, hands-on approach took the mystery out of teamwork and 

provided practical advice when teams became mired down in conflict or mistrust. In addition, 

lectures that tied in teamwork to the public relations environment added to this knowledge 

baseðhelping students understand how these newfound skills related to both classroom 

activities and the public relations agency experience. The researcher also observed that obtaining 

these teamwork skills added to the studentsô confidence levels. The students in the experimental 

class appeared to be less apprehensive about entering the workforce, knowing that they had a 

much better understanding of teamwork dynamics than they had prior to taking the class.   

This leads to the next question, At what point in the college experience should teamwork 

skills be taught? The researcher finds it interesting that so many professors assume students 

know how to work in teams. This may, in fact, be a false assumption. The one group of students 

who no doubt have more exposure to teamwork is athletes involved in team sports such as 

football, soccer, and baseball. These students most likely grew up playing sports and understand 

the concept of teamwork. Even students who are not on college teams often have a background 

in Little League or AYSO soccer play as youngsters. Yet it is huge leap to equate learning how 

to play as a team in childhood sports to working as a team in an academic setting. While some of 

the concepts are similar, teamwork in college and the work setting is far more complex and 

nuanced. Whether or not students know teamwork skills coming into college, the fact remains 

that they will most likely be placed into teams from the moment they start the university career. 

For this reason, students should be exposed to teamwork skills in their freshman year. A class 

dedicated exclusively to learning how to work in teams would be invaluable to students across 

all disciplines and majors. They could use this knowledge as they progress through their classes 

and perhaps actually enjoy the teamwork experience rather than dread it.  

Theoretically, a professor trained in teaching teamwork skills would lead the freshman 

team-building class. However, if creating this type of class is not realistic due to budget cuts or 

curriculum issues, then the next best strategy would be for professors to incorporate team-

building skills into their curriculum. In an ideal world, this would occur in the lower division 

classes. Yet is it realistic to ask university professors to teach team-building skills if they have 

never been exposed to this subject? Indeed, university professors educated in a particular field of 

study (i.e., journalism, public relations, marketing, and so forth), may not have had any formal 

training or exposure to teamwork. Thus, they may lack the skills and/or knowledge to actually 
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teach teamwork skills to their students. This is confirmed by a study from Witmer, Silverman, 

and Gaschen (2009) which found that dealing with student teams is a challenge for professors 

who teach service learning classes. Could professors, themselves, benefit from teamwork 

training? Academia is filled with extracurricular responsibilities that involve teamwork on 

various committeesðfrom the university setting down to department work groups. Teamwork is 

a reality in the university setting. Knowing how to get things done in a team environment, such 

as moving initiatives and programs forward, is a key skill for success and may even impact the 

ability to obtain tenure. By understanding how to work effectively in teams, professors could not 

only help their students but help their own careers as well.  

University professors who incorporate teamwork into their curriculum may want to seek 

out specialized teamwork training where they can learn how to both successfully participate in 

teams, and how to teach teamwork to their students. There are also several instructional books 

that focus on teamwork if instructors want to gain a greater understanding of teamwork and team 

building. In addition, the literature is filled with cases and classroom studies focusing on 

practical pedagogical suggestions. Sicilano (1999) provides a template specifically for faculty 

who are unfamiliar with incorporating teamwork into their classes. Roebuck (1998) details a six-

step instructional activity sequence designed to be repeated several times per term. Given the 

value of teaching teamwork in the university setting, taking advantage of continuing education 

opportunities to learn more about how successful teams operate would be a worthwhile 

investment. 

Working in teams is a realityðboth in the university setting and the professional 

environment. Instead of functioning in a state of denial where professors simply assume that 

students know how to work in teams, it is time to recognize that students need to be taught 

teamwork skills to effectively work in teams. Once this reality is acknowledged, then steps can 

be taken to ensure that students are exposed to these crucial life skills.  

In considering the findings of this study, it is important to note its limitations and suggest 

recommendations for future research. In terms of limitations, the size of the experimental and 

control groups was small, numbering 23 students. While the students randomly enrolled in each 

class, they may have made subjective decisions when enrolling in the classðsuch as wanted to 

be in the same class as a friend. The subjects would easily talk to students in the other section, 

and find out that one class was receiving teamwork training and the other class was notðleading 

to data contamination. The study was limited to only one semester, and the study duration was 

less than 4 months. Finally, because the researcher taught both sections, continuity was 

strengthened but the possibility of bias was introduced.  

The researcher suggests that this Nonequivalent Control Group Quasi-Experimental study 

be performed in the future over several semesters at a number of other universities with similar 

public relations programs. The same methodology should be incorporatedðincluding using the 

same team-training techniques and measurement instrumentsðto see if the findings can 

replicated and further validated. It would be optimal if the class instructors had some sort of 

teamwork training prior to teaching the capstone class, so they would be better equipped to train 

the experimental class.  

In addition, the concept of teaching teamwork to university classes beyond public 

relations, marketing, advertising, and communications departments should be explored. The need 

for teamwork skills permeates most industries in America and worldwide. As companies 

continue their growth on the Internet, and as virtual teams continue to flourish, teamwork 

training may prove to be a boon for businesses. Exploring whether teaching teamwork is 
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effective across several disciplines would also be beneficial. Indeed, ñthe team-building and 

teamwork area is a rich area for scholars and should continue to be investigatedò (Hansen, 2006, 

p. 15). 

Finally, it would be interesting to explore two additional areas of teaching teamwork. 

First, it may prove valuable to study the differences between men and women with regard to the 

outcomes of teaching teamwork in university capstone public relations classes. This stems from 

the hypothesis that boys tend to be exposed more to team sports in their elementary through high 

school years than girls, although many girls are involved in organized team sports, such as soccer 

and basketball. But playing team sports exposes young people to teamwork, where they must 

learn to work as a team. Do the lessons they learn during these team sports experiences give 

them an advantage in the university classroom? Do they have a foundation of teamwork 

experience coming into college that helps them function more effectively in a team? This is a 

particularly intriguing question given the fact that, according to the researcherôs experience, the 

vast number of public relations students are women. If this is true, what are the implications for 

teaching teamwork to the primarily female student population? 

Second, as the Internet continues to revolutionize the way the world conducts business, it 

is important to look at teaching teamwork skills in an online team environment. Indeed, virtual 

teams have become a mainstay in a variety of organizations. This trend is also seen in academia, 

where more and more classes are being taught onlineðthus creating the need for students to 

work in virtual teams. This new paradigm also requires scrutiny in terms of whether teaching 

teamwork skills to students in a virtual setting enhances the teamwork experience. Do these 

students need more training? What are the special challenges that arise when students are 

required to work in teams? There may, in fact, be an urgency to this second area of research as 

the Internet continues to change the way the worldðand public relations professionalsðdo 

business.  
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Appendix A 

Grading Rubric For Public Relations Press Kits 

Objective/Criteria  Performance 

Indicators 

    

 Exceptional (A) Exceeds 

Expectations 

(B) 

Meets 

Expectations 

(C) 

Below 

Expectations 

(D) 

Failing 

Expectations 

(F) 

Public Relations 

Content 

Professional, 

high-quality, 

press kit, 

which 

demonstrates 

exceptional 

public relations 

writing skills 

and exceptional 

public relations 

strategic 

thinking skills. 

This portfolio 

is 

comprehensive, 

with at least 

eight different 

public relations 

pieces. The 

press kit could 

be used in a 

ñreal worldò 

setting with a 

paying client.  

Almost 

professional 

press kit, 

which 

demonstrates 

good public 

relations 

writing skills 

and good 

public 

relations 

strategic 

thinking 

skills. This 

portfolio 

includes at 

least seven 

different 

public 

relations 

pieces. The 

press kit 

could be used 

in a ñreal 

worldò 

setting with a 

paying client 

if lightly 

edited. 

Press kit 

reads like it 

has been 

written by 

students, not 

professionals. 

Demonstrates 

adequate 

public 

relations 

writing skills 

and adequate 

public 

relations 

strategic 

thinking 

skills. This 

portfolio has 

at least six 

different 

public 

relations 

pieces. The 

press kit 

could only be 

used in a 

ñreal worldò 

setting with 

heavy 

editing. 

Press kit 

reads like it 

has been 

written by 

freshmen 

college 

students, not 

seniors. 

Writing skills 

are in 

inadequate, 

with little 

evidence of 

public 

relations 

strategic 

thinking 

skills. The 

press kit 

could only be 

used in a 

ñreal worldò 

setting with 

heavy 

rewriting and 

editing. 

Press kit 

reads like it 

has been 

written by 

high school 

students who 

had never 

taken a 

public 

relations 

skills class. 

Writing 

skills are 

extremely 

poor, with 

no  evidence 

of public 

relations 

strategic 

thinking 

skills. The 

press kit 

could never 

be used in a 

ñreal worldò 

setting. 

Grammar, Spelling 

and Punctuation 

No problems 

with grammar, 

spelling or 

punctuation. 

There are few 

if any 

typographical 

errors. 

Some errors 

in grammar, 

spelling or 

punctuation, 

but nothing 

glaring. 

Some 

typographical 

errors.  

Several 

errors in 

grammar, 

spelling or 

punctuations. 

There are 

also several 

typographical 

errors.  

Glaring 

errors in 

grammar, 

spelling or 

punctuation. 

There are 

also glaring 

typographical 

errors.  

Too many 

problems 

with 

grammar, 

spelling, 

punctuation 

and typos. It 

is almost 

unreadable. 
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Creativity Press kit 

demonstrates a 

high degree of 

creativity, 

positioning the 

client in unique 

and innovative 

ways. This 

creativity may 

involve 

development of 

new themes for 

programs or 

services, 

identifying 

new target 

audiences or 

creating new 

media 

opportunities. 

Press kit shows 

the student 

team is 

thinking 

ñoutside the 

box.ò 

Press kit 

demonstrates 

above 

average 

creativity. 

The press kit 

shows the 

student team 

is starting to 

think 

ñoutside the 

boxò and 

presents a 

few new and 

innovative 

ideas.  

Press kit 

demonstrates 

average 

creativity. 

The press kit 

shows the 

student team 

is not 

thinking 

ñoutside the 

boxò and 

does not 

present new 

and 

innovative 

ideas. 

Press kit 

demonstrates 

below 

average 

creativity. 

The press kit 

reflects 

mundane 

ideas that 

could have 

been taken 

from a 

textbook or 

off of a 

website. No 

creativity in 

evidence.  

Press kit 

demonstrates 

no creativity. 

There is no 

evidence to 

show that 

the students 

tried to think 

of anything 

new or 

different to 

present to 

the client.  

Geared to the 

target audience 

Target 

audiences are 

identified 

clearly in the 

plan. The 

writing within 

this press kit is 

geared to the 

identified 

target 

audiences. 

Most target 

audiences are 

identified in 

the plan. The 

writing is 

geared 

mostly to the 

target 

audiences. 

Some of the 

possible 

target 

audiences are 

identified in 

the plan. 

Some of the 

writing is 

geared to 

them.  

Few of the 

possible 

target 

audiences are 

identified in 

the plan. The 

writing is not 

geared to 

them. 

None of the 

possible 

target 

audiences is 

identified in 

the plan. The 

writing is 

not geared to 

anyone. 
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Geared to the 

target media 

outlets 

Target media 

outlets are 

identified 

clearly in the 

plan, and will 

realistically 

reach the 

target 

audiences. 

The public 

relations tools 

in the press kit 

are geared to 

supporting the 

needs of target 

media outlets.  

Most of the 

target 

media 

outlets are 

identified 

in the plan. 

The writing 

is geared 

mostly to 

these target 

media 

outlets. 

Some of 

the target 

media 

outlets are 

identified 

in the plan. 

Some of 

the writing 

is geared to 

these target 

media 

outlets. 

Few of the 

possible 

target 

media 

outlets are 

identified 

in the plan. 

The writing 

is not 

geared to 

these target 

media 

outlets. 

None of 

the 

possible 

target 

media 

outlets is 

identified 

in the plan. 

The 

writing is 

not geared 

to any 

target 

media 

outlets. 
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Appendix B 

Instrument to Evaluate Quality of Student Work 

 

This questionnaire has been prepared so you can indicate to what extent students in the two 

sections of the public relations university capstone class produced quality work. 

 

You will review the public relations press kit created by each team in the two sections of the 

public relations university capstone class. The press kits are anonymous and do not indicate 

whether or not the students were taught teamwork.  

 

Please give a letter grade on each of these aspects of the press kit based on the parameters set 

forth in the rubric: 

 

A. Exceptional 

B. Exceeds Expectations 

C. Meets Expectations 

D. Below Expectations 

F.   Failing Expectations 

 

1. ________ Public relations content. 

2. ________ Grammar, spelling and punctuation. 

3. ________ Creativity.  

4. ________ Geared to the target audience. 

5. ________ Geared to the target media outlets. 

I would give this press kit the following overall letter grade: 

 

A.  Exceptional 

B.  Exceeds Expectations 

C.  Meets Expectations 

D.  Below Expectations 

F.   Failing Expectations 

 

Letter Grade: ___________ 
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Appendix C 

Pretest of the Study Population 

 

1. What is your overall grade point average (GPA)? 

 

________________________________________________________ 

 

2. What is your GPA in your journalism major? 

 

________________________________________________________ 

 

3. How long have you been attending college (include all schools you attended)? 

 

________________________________________________________ 

 

4. Have you ever received any formalized teamwork training? __ yes __ no 

 

 If yes, please explain. 

 

________________________________________________________ 

 

________________________________________________________ 

 

5. Have you ever had a public relations internship? __ yes __ no 

  

If yes, please explain. 

 

________________________________________________________ 

 

________________________________________________________ 

 

Please supply the following information This information will only be used in helping describe 

this group of respondents. 

 

6. Are you male or female? ______________________ 

 

7. What is your age? ____________________________ 

 

8. What is your ethnicity? ________________________ 
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Abstract 

A series of constitutional amendments met the approval of 58 percent of Turkeyôs 

electorate in the September 12th referendum. This study examines how the political parties used 

internet and social media to spread their messages on September 12, 2010. This paper considered 

the political messages of two opposite parties: the ruling Justice and Development Party and the 

Republican Peopleôs Party during the Constitutional referendum campaign and analyzed 

interviews with campaigns staff of both parties and their Web sites. 
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Internet  

Internet is reframing different areas of our societies. It is contributing to both the 

diffusion and instrumentation of new digital systems of social and political organization and 

mobilization (Criado & Fuentes, 2007). Internet is the latest in a series of major mass 

communication technology innovations, and in this sense, it could be contemplated as an 

extension of the mass media (Dahlgren, 2001). 

The Internet made a qualitative movement in the fields of research, opinions, attitudes 

and political news until it became the most important communication channel which plays a 

prominent role in changing the system of values (Ayed, 2005). 

Newly available Information and Communication Technologies (ICTs), such as the 

Internet and mobile phones, offer opportunities for political parties to develop new information 

relationships with the electorate as well as with their MPs(Member of Parliament), party 

members and internal staff members. For example, ICTs can be used for information exchange in 

multiple (media) forms with a variety of people and independent of time and location; targeted 

information provision to specific user groups (narrow casting) or even personalized information 

provision to individuals; and interaction with the electorate asynchronous or in real time. Further 

possibilities to make use of ICTs are to predict voting behavior (e.g. via instant polls), or, even 

more negatively, to quickly spread rumors, incidents or negative statements, which may lead to 

an uncontrollable influence on political image or opinion development (Sunstein, 2001). 

On-line versions of television, radio, news services and daily newspaper constitute a 

considerable degree of net activity. These on-line adaptations mostly reproduce the (would be) 

leader/candidate orientation while covering the campaign, providing information, making 

opinion and setting the electoral agenda, extending the one to-many logic of the mass media, 

with the addition of hypertext, archival and interactive capacities. In this line, Internet does not 

necessarily introduce innovation in the electoral dimension of the communicative functions of 

the democratic political leadership process (Mechling, 2002). 

Empirical analyses of candidate and party websites have become a staple in the research 

on computer-mediated political communication. In particular, scientists are concerned with the 

question of whether e-campaigning substitutes or replicates typical patterns of offline 

electioneering. With regard to the style and content of political home pages,1 this question has 

led to two theoretical positions. Supporters of the óinnovative modelô, called here the innovation 

hypothesis, believe that the media-specific features of information and communication 

technologies (ICTs), such as hypertextuality, interactivity, multimedia and information capacity, 

contribute to a fundamental change in the way politics is presented to the public. Specifically, 

these scholars expect e-campaigning to become more disengaged from typical offline patterns of 

electioneering, and that this thus offers an opportunity to revitalize those rational ideals of 

democratic discourse thought to be lost in modern political communication (Schweitzer, 2008). 

By the increasing use of internet and it becoming a widespread phenomenon, the internet 

and web sites in particular offer a different method in providing information about the political 

process and providing an active connection to the political process. In this regard, the internet 

has a set of advantages in political marketing.  

These are (Bowers-Brown and Gunter,2002:169): 

¶ With a developed web site and its features, parties can expand their ñmarketing areasò and 
access the potential supporters and voters in places where physical existence is low or cannot 

be visited by the party members in different means. 
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¶ A web site can function as a multimedia source by providing index that cannot be obtained 

from anywhere else.  

¶ Web pages offer direct connection. Web pages can easily be updated and be developed as the 

primary choice medium for up-to-date information. Providing direct data dimension of web 

sites encourages client feedback where party goal is obvious. The direct connection also will 

make a ñsupporterò database possible. 

¶ The internet technology enables targeting specific groups. For example; customized page 

index and personal sites.  

¶ The internet is a ñpullingò technology instead of being a ñpushingò technology. This means 
that the preferred web content is mainly dependent to the accessible data. Web content owns 

ñthe client controlò and can be administered with the online attendance of the clients. 

¶ Web sites can be ñinteractiveò and brings the users a possibility of correlating with internet 
providers by giving data towards the experience and needs. Thus it gives the opportunity to 

develop a ñclientò or ñvoterò based service to provide (Criado&Fuentes,2007).  

For campaigns, the Internet is a low-cost medium that allows two-way communication; 

anyone with Internet access can connect, organize, and share their ideas and opinions. The use of 

discussion forums, weblogs (commonly known as blogs), and online discussion groups, allow 

ongoing dialogues between the candidate, campaign staff, volunteers, and supporters. The 

Internetôs virtual nature enhances the number and diversity of people participating in campaign 

discussions, creating ñglobal conversations that previously would have occurred only in local 

groups and conferences.ò Campaigns are utilizing e-mail and blogs to rally and communicate 

with their supporters and solicit donations (Rice, 2004). 

 

Internet in Turkey  

Rapid development of the Information and Communication Technologies (ICT) has 

affected enormously all countries of the world. Like many countries, Turkey recognizes ICT as a 

sector as well as the driving force of economic and social change. 

Turkeyôs Information and Communication Technologies (ICT) market is anticipated to 

surpass slightly more than US$ 26 billion in 2010, up from the US$ 24.6 billion for 2009 which 

was nearly 4% of GNP in 2009. The share of information technologies in this market is around 7 

billion dollars while that the communication technologies 17.5 billion dollars. Turkish ICT sector 

is expected to show an increase of 6.5% in the year 2010 compared to the previous year. 

According to survey on ICT Usage in enterprises carried out in 2009 by Turkish 

Statistical Institute Turkstat, 90.7 % of enterprises use PC and 88.8 % of enterprises have access 

to the Internet. These proportions were increased as directly proportional with size of enterprise. 

Proportion of enterprises having web page was 58,7% in January 2009. 

The government plays a positive role in leading and creating the momentum for greater 

ICT usage and spending. The government has spent US$ 590 million for ICT investment in 2009 

and has planned to spend US$ 675 million in 2010. There will be a projected increase in 

government spending on ICT sector in coming years. 

In Turkey, there are 7.7 million internet subscribersô at the second quarter of 2010. 

Beside, the number of 3G subscribers has reached 11.4 million. The number of GSM subscribers 

has reached to 64 million at the end of 2009 in Turkey, as the number of fixed telephone 

subscribers is around 17 million (Turkoglu, 2010).  
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Social Media 

Social media is best understood as a group of new kinds of online media, which share 

most or all of the following characteristics: participation, openness, conversation, community, 

connectedness (Mayfield, A). Basic forms of social media are: social networks, blogs, wikis, 

podcasts, forums, content communities, micro blogging.  

Social media allow consumers to share their opinions, criticisms and suggestions in 

public (Eberle, 2010). Because of its ease of use, speed and reach, social media is fast changing 

the public discourse in society and setting trends and agendas in topics that range from the 

environment and politics to technology and the entertainment industry (Asur & Huberman). 

As of January 2009, the online social networking application Facebook registered more 

than 175 million active users. To put that number in perspective, this is only slightly less than the 

population of Brazil (190 million) and over twice the population of Germany (80 million)! At the 

same time, every minute, 10 hours of content were uploaded to the video sharing platform 

YouTube. And, the image hosting site Flickr provided access to over 3 billion photographs, 

making the world-famous Louvre Museumôs collection of 300,000 objects seem tiny in 

comparison (Kaplan & Haenlein, 2010).  

Social media offers numerous opportunities for public relations practitioners to interact 

with the public while adopting new forms of technology and integrating them into their everyday 

lives. These advances in technology have experienced widespread use among public relations 

practitioners. As more forms of social media emerge, it is beneficial for public relations 

practitioners to understand how to use these tools as they relate to their jobs. In particular, 

practitioners working for nonprofit organizations can benefit from adopting social media due to 

their often-limited monetary resources (Curtis et.al, 2010).  

In Curtis et. al. research analysis of the respondents (N=409), nearly all (n=404) 

indicated that they used some form of social media compared to only 5 who indicated that they 

did not use any of the 18 forms of social media that were specified in survey. The average 

number of social media tools used by one practitioner was 4.99 (SD=2.82). Of the 18 types of 

social media, the following frequencies were most reported: 97.8% (n=400) used e-mail, 54.5% 

(n=223) used social networks, 51.1% (n=209) used video sharing, and 48.4% (n=198) used 

blogs. Other forms of social media such as instant messaging (n=55: 13.4%), photo sharing 

(n=111: 27.1%), text messaging (n=51: 12.5%), and wikis (n=74: 18.1%), among others.  

The potential impact of social media on public relations is phenomenal. In international 

empirical examination of public relations practitioners on the impact blogs and other social 

media are having on public relations practice once again finds these new media are dramatically 

changing public relations and the way it is practiced. Results of this study find about two-thirds 

believe blogs and social media have enhanced what happens in public relations and that social 

media and traditional mainstream media complement each other. More than half of the studyôs 

respondents (61%) believe the emergence of blogs and social media have changed the way their 

organizations (or their client organizations) communicate. Findings suggest these changes are 

more prominent in external than internal communications. Many (72%) believe social media 

complement traditional news media, and an even higher number (89%) think blogs and social 

media influence coverage in traditional news media. Most (84%) believe blogs and social media 

have made communications more instantaneous because they encourage organizations to respond 

more quickly to criticism (Wright & Hinson, 2008). 

Askeroĵlu, in his master thesis named ñThe Role of Social Media in Marketing-based 

Public Relations Applicationsò conducted a survey on 391 persons determined by quoted random 
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sampling method. In this study, by researching how often the internet users use the internet and 

how effective is the social media on users, its importance in terms of brands was tried to be 

emphasized. According to the results obtained from the survey, most of the participants of the 

survey stated that they find the social media more effective than the traditional media and the 

campaigns  made via the social media more effective. They also noted that they followed the 

campaigns made via the social media they social media affected their decision of purchase. 

Almost half of the participants stated that they find the publicity campaigns made through the 

social media reliable. As it can clearly be understood here, the social media has become now a 

new medium to be used for the business firms to access their consumers (Askeroglu, 2010). 

Assistant Professor Doctor Abdullah Özkan, head of the Political Communication 

Institute TASAM, says these about the situation of the social media: ñSocial media has changed 

over the position of the institution of politics as command maker and the position of the 

politician as the commander. It thought them to listen to public/voter, receive their proposals and 

ask their opinions. It integrated the public more to into the politics and made them associates in 

decision- making mechanism. Our politicians prefer holding a public demonstration, hanging 

flags or putting up posters on walls instead of benefiting the expert information that the political 

communication offers and joining the success that the communication management will bring. 

Although a large proportion of our political parties insist on continuing the old habits, seeing 

social media is started to be used slowly in recent years is pleasing. The political partiesô, 

politicians and political leadersô creating accounts on Facebook and Twitter and having blogs are 

positive progress but not enough. 

Social media needs to be managed by experts. Moreover, it is a ñmustò for the institution 

of politics to see the social media as a strategic power about informing/ persuading the voters. 

The means of social media can be used effectively if only this perspective can be gainedò 

(Ozkan, 2010). 

Social network has a great importance in drawing the social media the attention. Different 

use and networks containing different contents have various themes for people to spend hours in 

virtual environment (Vural & Bat, 2010). 

The aim of this research was to understand the effects of social media as a public 

relations tool in political communication in Turkey. Therefore, to find the answers to the 

research questions Constitutional referendum, September 12, 2010 case has been examined.   

After the military coup of 12 September 1980, the military junta drafted  a new 

constitution which was also accepted through a referendum. In 2010, Turkish parliament adopted 

a series of constitutional amendments which did not achieve the required majority (67%) for 

implementation. However, the majority (330 votes- 60%), accepted to present the amendments to 

the electorate in a referendum.  

27 articles were voted in this referendum. Government presented all the articles  in a 

single package and the voters would say YES or NO to all the amendments.  This was the main 

problem stated by the opposition parties.  The themes were as follows; Coup leaders and military 

personel; Economic and social rights;  Individual freedoms; Judicial reforms.   

 

http://tureng.com/search/assistant%20professor%20doctor
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The 12
th

 of September 2010 Turkey Referendum 

The 12
th
 of September 2010 Turkey Referendum was historic not only in political arena, 

but in Public Relations experience in political campaign process in Turkey.  

A common consensus among the people of Turkey for a long time is that the 1982 

constitution is undemocratic and does not meet the needs of social, political and democratic 

developments. It is inherited from and product of the coup dôEtat in 1980. Therefore, there is an 

urgent demand to draft and prepare a new civil constitution which is democratic and far away 

from the influence of military.  

Since the AK (Justice and Development) Party came to power in 2002, there have been 

several attempts and initiatives to draft a civil constitution by both the government and non-

governmental civil organisations. After the general election in summer 2007, the AK Party 

formed an independent commission to prepare and work on the draft of civil constitution. The 

commission is comprised of outstanding and respected scholars of law like Ergun Özbudun, 

Z¿ht¿ Arslan, Levent Kºker, Yavuz Atar and Serap Yazēcē. However, these genuine attempts 

and initiatives were cut short because of harsh critics raised by the opposition party and other 

parties represented in the Turkish Grand National Assembly. Instead, in 2010, the government 

proposed a package in order to make partial amendments of the current constitution. All political 

parties objected and were not involved in debates over the package in the parliament even pro-

Kurdish Party, the BDP (Peace and Democracy Party) did not participate in the meetings. When 

the package passed and endorsed with minor changes by the parliament, it was taken to the 

referendum. The referendum campaigns headed by mostly political parties and some civil 

organisations and leading personalities, a turned to be a vote of confidence for the government. 

While the government gave more priorities to the contents of package, opposition parties and 

like minded organisations and political figures focused on the governmentôs policies, political 

performances. Consequently, the referendum campaigns polarised the voting behaviours of 

people and put the constitutional amendments and debates in the secondary position. 

 

Electoral Campaign 

Turkey is set for a national vote on Sept. 12, the sixth referendum the country has held 

since 1960. In the referendum a government-backed reform package will be voted on that 

incidentally comes on the 30th anniversary of the Sept. 12, 1980 coup dô®tat. The final result was 

57.88 percent in favor to 42.12 percent against with 73.71 percent of registered voters 

participating. The referendum was yet another electoral triumph for Prime Minister Recep 

Tayyip Erdogan, the latest in a series stretching back to 1994 when he was first elected Mayor of 
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Istanbul from the Welfare Party. Since then, Erdogan has won two parliamentary elections, two 

municipal elections and two constitutional referenda. 

Political parties have separated into two camps ahead of the referendum. Those who 

support the package are campaigning for ñyesò votes for the 26-article constitutional amendment 

package, while those against are treating the referendum as an early general election. The 

arguments used by political parties in their referendum campaigns show that Turkey is 

experiencing the most colorful referendum process in its history.  

Only the government Justice and Development Party (AK Party) is explaining the 

changes in the package. The other parties are making a point not to use any slogans or discourse 

that directly relates to the content of the package. The highest budget for the referendum 

campaign was also raised by the AK Party.  

Erdogan invested his considerable political capital into the campaign by holding rallies in 

more than a third of Turkey`s provinces, conducting numerous TV interviews and personally 

directing the massive nationwide effort by the formidable JDP organization to ensure a `yes` vote 

(Aliriza & Koenhemsi, 2010). 

ñOur noble nation must not vote on the governmentôs work or on the partiesô political 

programmes but on the future of Turkey,ò indicated the Head of Government Recep Tayyip 

Erdogan, who recalled that the text reduced the powers of the legal and military hierarchy. The 

Prime Minister repeats that the referendum is a democratic tool and not a political one and insists 

on the fact that by voting ñyesò the Turks will be making the choice ñof the path to democracyò 

(Deloy, 2010). 

In the past two elections, the AK Party had emphasized the ñnationò as the major element 

in its campaign. The same emphasis goes for the referendum, as the AK Party uses the slogan, 

ñOur love is the nation, the decision is yes,ò as it is the most frequently used campaign phrase. 

The AK Party also has devised slogans locally used on a province-basis such as ñErdoĵan is 

coming, Bursa says yesò [which rhymes in the original Turkish].  

The AK Party also uses the themes of freedoms and democracy for the referendum 

campaign. It employs the slogan ñYes to democracy and every freedomò to stress this point. It 

has published a 40-article guide that summarizes the changes the package will bring. The 

thematic slogans used in the package include ñYes to stopping child abuse,ò ñYes to protection 

of personal data,ò ñYes to burying blacklisting in history,ò ñYes to expanding the freedom to go 

abroad,ò ñYes to trying coup stagers,ò ñYes to strengthening and ensuring judicial impartiality,ò 

ñYes to ending the practice of trying civilians in military courts,ò ñYes to the right of individual 

applications to the Constitutional Court,ò ñYes to membership in more than one union,ò ñYes to 

the of right of collective contracts for public servants,ò ñYes to transforming from the law of 

power to the power of lawò and ñYes to moving from the law of the superiors to the supremacy 

of the law.ò  

 

CHP focuses on AK Party performance  

The opposition parties, the Peopleôs Republican Party and the National Action Party 

(MHP) led by Devlet Bahceli support most of the articles in the constitutional reform but reject 

those affecting the control of the legal institutions. They fear that the text will increase the 

governmentôs power over justice by increasing the number of members of the Constitutional 

Court and by giving Parliament and the President of the Republic the power to appoint some of 

them. They also maintain that the AKP may, with this new Constitution, take over the levers of 
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power by placing its supporters in key positions across the country and affect the principle of 

secularity that has governed Turkey since 1923. 

ñWe shall say ñnoò to the changes, the Constitutional Courtôs decision did not satisfy our 

requests,ò declared the new leader of the Peopleôs Republican Party, Kemal Kilicdaroglu. His 

party also chose to undertake a campaign with the slogan ñSaying ñNoò can be a good thingò, a 

phrase which cannot be translated effectively from Turkish since it includes a pun.  

The main opposition Republican Peopleôs Party (CHP) is mostly opting for evaluating the 

past eight years of the AK Party in power rather than the package itself in its campaign speeches. 

The CHP has stated many times that it will support the package if the two articles in it that 

introduce changes to two judicial bodies are taken out. For this reason, it cannot build any 

arguments against the remaining articles. Thus, most of the campaigning is focused on these two 

articles. The CHPôs slogan is ñSay No to ensure the continuation of the contemporary, secular 

and democratic republic,ò trying to make it appear as if these values would be destroyed by the 

package. The party is mostly appealing to its secular grass roots as in previous elections.  

The CHP slogans emphasize what the opposition party perceives as the shortcomings of 

the government. ñDying in mud-brick houses is not destiny,ò a reference to this yearôs 

devastating Elazēĵ earthquake in which 51 died. The high death toll was blamed on weak houses 

in the area made of mud-bricks. The CHP also emphasizes the possible economic outcomes of 

the package, using the slogan ñDoes the constitutional amendment package create jobs? No to 

the referendum.ò The CHP also accuses the government party of trying to take over the judiciary 

and create a caste of allied judges. In various other slogans it refers to the package as a ñpoison 

pillò and ñAK Party coup dô®tat.ò It also underlines an article in the package that establishes an 

arbitration council to decide on strikes, which some have criticized as having the potential to ban 

union organized strikes. The CHP slogans also argue that the amendments are half-hearted 

attempts to protect the current Constitution of 1982, which was drafted after the Sept. 12, 1980 

military takeover. ñSay no for a richer, freer and safer Turkey,ò one of the CHP slogans says. 

The CHP also employs the double-use of the word ñhayēr,ò which means ñnoò in Turkish and 

also ñgood, beneficialò -- incidentally used more often by religious conservatives. One such 

slogan is ñOyunuz hayērlē olsun,ò which would mean ñMay your vote benefit you,ò but also 

ñMay your vote be with a no,ò if the first meaning of the word is taken.  

 

MHP relates referendum to separatist violence  

The Nationalist Movement Party (MHP) is building its referendum campaign on 

terrorism and the governmentôs democratic initiative, also frequently called the Kurdish 

initiative. The MHP is clearly at odds with its own grassroots voters that polls indicate are 

gravitating towards yes votes. Like the CHP, the MHP also doesnôt go much into the content of 

the package to avoid deepening the already existing differences in opinion with its traditional 

voter base. The MHP uses terrorism and martyrs killed in clashes with the Kurdistan Workersô 

Party (PKK) to make an emotional appeal. ñOne No [Goodness] is Enough for Your Country,ò 

one MHP slogan says.  

 

BDPôs confusion  

The pro-Kurdish Peace and Democracy Party (BDP), which would normally be expected 

to support most of the articles in the package, announced its decision to boycott the referendum. 

Most of its voters, polls indicate, are supporting the package. However, the BDP cannot openly 

support the package due to political woes. It uses the slogan ñNeither a yes nor a no, boycott the 
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package.ò The BDP administration is for the first time vying for the support of Kurdish citizens 

who live in big cities such as Ankara, Istanbul and Izmir. One slogan it employs is ñWe will not 

say one language, one nation [a reference to an earlier phrase used by Prime Minister Recep 

Tayyip Erdoĵan]. We will not go to the ballot box on Sept. 12.ò  

BBP not happy, but supportive  

The Democrat Party (DP) has developed a large number of slogans. The most attention-

getting one is ñDonôt step on a mine, hit no [on the ballot].ò The Democratic Left Party (DSP) is 

also against the package and uses the slogan ñNo to the AK Partyôs September 12ò. The Grand 

Unity Party (BBP) is one of the three parties along with the AK Party and the Felicity Party (SP) 

that support the package. It uses the slogan ñNot enough but yesò to indicate that although it does 

not find the changes included in the package adequate, it still thinks the changes are worth 

supporting. 

For its part the Party for Peace and Democracy (BDP) is rather in support of the 

constitutional reform. Its leader Yal­ēn Topcu declared that all of the political parties should 

support the governmentôs work to amend the present Fundamental Law (Deloy, 2010). 

 

Research Design 

The purpose of the research is to understand the effects of social media as a public relations 

tool in political communication in Turkey. 

The questions of the research are as follows:  

Q1 : How do political parties contact with citizens online during political campaigns?  

Q 2 : How do citizens get information while making political decisions?  

Q 3: Does social networking shape political decisions of the citizens? 

Web consumption among different age groups and genders is not similar. This fact led us to 

following hypotheses: 

H1: Sex effects the extent that a citizen is influenced by social networks in political 

decision making.  

H2: Age effects the extent that a citizen is influenced by social networks in political 

decision making.  

Therefore, the starting point of this research has been stated as the following hypothesis: 

H3: Social media influence citizensô political decision making. 

 

Methodology 

The research consists of two stages: qualitative and quantitative, and aimed at showing 

the fact that Turkish audience is being influenced by the social media while undertaking its 

political decisions. The research consisted of 3 steps. Step 1 and 2 were designed to answer the 

first research question while step 3 was designed to find answers to second and third questions.  

The first two stages of the research were designed to answer the following research 

question  

Step 1 included the examination of the search engine data to understand the Internet 

based political communication which can be called examination of the ñweb trafficò. This kind 

of research helps researchers to understand the political communications by parties, politicians, 

individual officials and activists. In this step online characteristics of the 2010 Constitutional 

Referendum was examined through the link data obtained using the search engine ñGoogleò.  

Step 2 included interviews with the representatives of the two main Turkish parties; the 

ruling party AKP (Justice and Development Party), Zeynep Karahan Uslu and vice president of 
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the Information and Communication Technologies Department of the main opposition party 

CHP (Republican People`s Party). One of the main questions asked were whether they used 

Internet as a PR tool in their political communication during the 12
th
 September Constitutional 

Referendum, which provided insights how political parties perceived and used Internet in their 

PR activities.    

 

Step 3 applied quantitative research and included the examination of the effects of social 

networks on citizen decision making through a Web-based survey. This kind of surveys are 

frequently used in the field since research on Internet-based phenomena are often conducted via 

instrumentation facilitated or made possible by the Internet. 

The participants (N=378) were citizens; the youngest of whom were 18 year olds as the voting 

Age in Turkey is 18. Female participants were 60.3% while male participants were 39.7 %.   

 

Limitations  

The aim of this research was to understand the influence of social media on target 

audience during the referendum campaign. Even though broader understanding of this 

phenomenon was achieved there was a number of limitations to this study as well. They include: 

reliability issue arose from the usage of a search engine; moreover, application of different 

search engines can provide different results; Interviews were limited to the two representatives of 

the main parties; survey was limited to participants who received the online invitation to reply, 

and voluntarily participated. 

 

Findings 

As an outcome of this research significant conclusions were driven. Upon entering on 

Google search engine the statements in parentheses, the below quantitative information was 

collected. Links on referendum "12
th
 September Referendumò: 143.000; ñ12

th
 September 

Referendumò+online news: 540,000;  Facebook results ñ12 September Referendumò: 4.420;  

Facebook account opened under the name: 123; Twitter results "12
th
 September Referendum"+ 

Yes: 12; YouTube Videos "12 September Referendum": 398.  

As a summary of the content of the links, the following statements were generated: The 

ruling party AKP (JDP- Justice and Development Party) and the opposition party CHP (RPP- 

Republican Peoples Party) used web mainly as a propaganda tool. Randomly selected links were 

presenting the standing points of the parties, instead of the changes coming with the 

constitutional amendments. Informative links were almost 1/1000 of those involving propaganda.   

Step 2 has been very helpful to understand how different Web was used to engage with 

citizens online during political campaigns. Concerning the interviews it can be seen that, JDP 

intentionally used web to stress the bad reputation of 1980 military junta constitution to promote 

2010 amendments. The interview with the RPP representative showed that RPP did not have a 

solid web strategy but used web to criticize judicial reforms. They stated that the ruling party 

used the amendments to set the base for intervening judicial system.    

It was seen during the interview of the JDP representative that the party had a range of 

online activities and its own official website which provided: Information about the party, 

possibility of subscription to membership, data downloads, interactive Communication (AKCC), 

links to related media, access to the archive.  

As a PR facility, the face to face communication technique has been heavily used during 

the referendum campaign. Significance has been given to all party`s statements and actions 




