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Using Social Media to Reach Millennials: The More Social Media Tools Better
Alisa Lynn Agozzindhio Northern Universit

The purpose of this study was to examine links between organizatinic
relationships and Mi |nhedianbehawaol. Thss studg e n
looked at the collision of the new social media tools and the Millennial audienceg
within the four models of public relatiotisrough the relationship management
framework lens.

Crisis Communication: Differences in Online Media, Blogs and Interactive
Comments

Betsy D. Anderson

Katheryn R. RuckéJniversity of St. Thomas

This present study contributes to knowledge of online crisis communication,
one of the largest crises of 2010: the Towaghicle recalls. The study used cont
analysis to compare news coverage and blog coverage of the Toyota recall cris

Teaching Teamwork to Public Relations StudentsDoes It Affect Content
Quiality in the Classroom?
Lori BakerSchenaCalifornia Sate University, Northridge

Teamwork permeates the field of public relatiofise purpose of this study it to
determine to what extent students in university capstone public relations classe
receive teamwork training produce quality, professiden! work compared to
students who do not receive this training.

The Effects of Social Media as a Public Relations Tool in Political
Communication: 12th September Constitutional Referendum
Izzet BozkurtYeditepe University

Nadirabegim MombekayKyrgyzstani Turkey Manas University

This study examines how the political parties used internet and social media to
their messages on September 12, 2010. This paper considered the political me
of two opposite parties: the ruling Justice &eVvelopment Party and the Republic
Peoplebs Party during the Constitut
interviews with campaigns staff of both parties and their Web sites.
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A AiMissing Chapter o i n ThelbtérseationBebveen t
Public Relations andEntrepreneurship Education
Jeffrey BrandMillikin University

This paper plays an advocacy role for the expansion of entrepreneurship educa
into the public relations curriculum, beginning with the introductory course. Thig
work is supported by a grant from the Coleman Foundation Faculty Entreprene
Fellows Rogram.

Stating Organizational ValuesAs An Approach to Obtaining Strategic
Legitimacy: An Examination of Corporate Use ofOrganizational Values on
Fortune 500 WebSites

John Brummette

Lynn M. Zoch

Randy TaylorRadford University

Using a content analysis of Fortune 500 Web sites and Web content, this study
identifies and examines the strategic legitimation efforts within the top organiza
in the U.S. The paper also discusses the strategic and institutional perspectives
organzational legitimacy and places them clearly in their respective places with
realm of public relations scholarship.

Exploring the Effects of Organization-Public Relationship Outcomes and
Communication Coorientation on Organizational Reputationin a Higher
Education Setting

Anna Czarneckaylagnolia Sky Communications, Inc

Lan Ni, University of Houston

The purpose of the study was to examine the relationship among the organizat
publics relationship (OPR) outcomes, communication coorientatiah,
organizational reputation in a higher education setting. The study not only explc
more comprehensive framework for factors influencing reputation, but also exa
the perceptions of multiple publics.

Make It Work:The Migration from Merger to A New Communications
M ethodology
Terri Denard University of Alabama

This study utilizes case study;depth interviews, and participant observation fror
the researcherds position as a medi
public affairs for AT&T. It provides insight for corporate practitioners charged wi
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 PressSecretary Robert Gibbs
as Presi dent BobAparovkl R&ihgaDedides
Sonya R. DiPalmdJniversity of North Carolina Asheville

This study extends image restoration theory by examining news in the making
throughanalyi ng Press Secretary Robert Gi
such as the closing of Guantanamo prison, th& #@§ anniversary in office, the Ai
Force One Manhattan flyover, Afghan
elections.

Emotional Intelligence for Excellence in Public Relations: A Pilot Examination
Melissa D. DoddUniversity of Miami

This pilot study was conducted as an initial examination of the relationship bety
emotional intelligence and public relations roles (ag@T and technicianiigher
overall emotional intelligenceas found in practitioners primarily performing the
manager role, and lower emotional intelligem@sfound in practitioners primarily
performing the technician role.

An Examination of aHealth CareIn d u s tUseyofbacial Media: A
Transtheoretical Approach

Kristen Campbell EichhorrfBUNY Oswego

Laura C. CampbelISUNY Cortland

Caroline Early Purdue University

Pamela CaraccioliOswego Health

Aimee E. GreelgeysUNY Cortland

This study examines one of New YorKk
across counties in New York State, Oswego County ranks 60 out of 62 in regar,
health factors (countyhealthranking.org). Specificallyd@pth interviews were
conducted wh administrators within the Oswego Health System to determine th
current stage and processes of change that the health system resides in with rg
social media.

METRIC Model: Measuring Engagement and Tracking Influencer
Communications
Marianne Eisenmanmbeterminus, Chandler Chicco Companies

This research aimed to develop a model to systematically document and meas
outcome of a PR campaign designed to establish and cultivate relationships res
in stakeholder engagement aiedponse to a call to action. This paper documents
development of this METRIC model and its application to the work of the Strate
to Overcome and Prevent (STOP) Obesity Alliance.
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Communi cat i n dnaiystsioithe©ommukination Strategies,
Transparency, andCredibility of BreastCancer Social M edia Sites
Hilary Fussell SiscpQuinnipiac University

Tina McCorkindaleAppalachian State University

Considering the tremendous impact of social media on public relations, how
nonprofitorganizations are using various forms of social media is important. Li
research has analyzed the overall social media presence of an organization. T#
study quantitatively analydehe content of the Twitter account, Facebook page,
organizational blog of the top 20 breast cancer nonprofit groups.

Virtual Games as & ool for Building ImageBrand: The Case of Super
Volleyball Brazil

Débora Caon GentiNulcabras/azaléia

Denise Avancini Alve®UCRSI Pontificia Universidade Catdlica do Rio Grande
Sul

Vanessa Ourigue Purpgfamecos Faculdade de Comunicacao Social of Pontifi
Universidade Catdlica do Rio Grande do Sul

This study offers a contribution to the undargting the impacts generated to
Olympikus brandelonging to the Vulcabras/Azaleia group, with the developmer
a new media: the game Super Vblei Brasil. This way, through the games onling
possible to observe the influence of technology in thgiaes of the public relationg
using new tools of communication to build the brand image.

Transparency and City Government Communications
Jennalane O. Hawes

Brad Rawlins

Ken PlowmanBrigham Young University

Previous research devekxgpa threed i mensi onal model co
transparency, 0 Aorgani zational supp
of resources. o0 This study develops
dimensions of the model and to predict which ef dimensions best predicts
perceived governmental transparency at the city level.

Ethics and the Government Response to the Deepwater Horizon Disaster
J. Suzanne Horsleyniversity of Alabama
Amber HutchingTrinity University

This paper examingke ethical implications of government communication durin
the response to the BP Deepwater Horizon disa3tes.authors employed an ethic
framework specific to disaster response to examine 178 news releases that we
issued by the joint informatioreater (JIC) from April 21, 2010, the day after the

explosion, to July 16, 2010, the da
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What is the Financial Impact of NegativeNews aboutCollegiate Sports Teams?
Using Fan I dentification to Understand CollegeStudent Responses
Tom IsaacsoyMarquette University

When negative news has been produced following a crisis, social identity theor
provides a way to understand existing differences and differential responses ar
members of a target audiencéig survey research examined how students, a ke
target audience for most university athletic departments, respond to an actual @
involving members of the football team at an NCAA Division | university.

Lehman Shock Impact on Japanes€ompanies and Changes of Corporate
Communication: How to Measure Qualitative Change in PR System of
Companies

Naoya ITQ Hokkaido University

The aim of this paper is to examine quantitatively and qualitatively the influence
ALehman Shoc ktonsofdapgnase tommganias.eBY conceding the
coll ected data through AThe Researc
Hokkai do University in 2009, 0 this
2008.

Of fering an AAut hienoet Aningestigaton of nadian e x p
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 brz
efforts of two countries: Costa Riead the Dominican Republic. Specifically, it
explores what aspects of authenticity are communicated in the tourism efforts @
these countries and compares their approaches to promoting authentic tourism
experiences.

Examining the Role of SociaMedia in Effective Crisis Management:The
Effects of Crisis Origin, Informati
Responses

Yan Jin Virginia Commonwealth University
Brooke Fisher Liu
Lucinda L. AustinUniversity of Maryland

This study tests essent@mponents of thEBMCC model through a 3 (crisis
information form) x 2 (crisis information source) x 2 (crisis origin) mixesgign
experimentl = 338). The findings indicate the key role of crisis origin in affectin
publicsd prefer ndesdurcé nf or mati on form
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Pushing the Envelope of Relationship Management Theory:
Specifics for Advancing Practice

Desirae JohnsgrFlammer Relations

Deanna F. Womaclkkennesaw State University

The relationship management theory of public relations was examined to identi
gaps and reconcile potential <contra
Craigbs (1999) model of the communi
(2003) burteen axioms of relationship management theory to reveal roots from
cybernetic, semiotic, phenomenological, and sociopsychological traditions.
Negotiation theory, conversation marketing concepts, communication compete
theory, and systems theorere applied to form fourteen new axioms of relations
negotiation theory.

Fortune 500 Foray: How theNa t i dardgestinsurer LeveragesSocial M edia
Matthew Kelly State Farm Insurance Company
Dustin W. SupaBall State University

This study isa series of case studies within State Farm Insurance to demonstrat
State Farm has been able to leverage, on multiple occasions and across multig
platforms, its presence as the largest provider of insurance in the United States
st udy 6 2 shpw leow a large, ntature corporate entity is able to increase it
presence with current and potential clients through social media.

The Effects of Transparency Efforts of an organization to its Reputation:
How a Public React to a Truth ClaimOnline?

Bokyung Kim

Seoyeon Hong

Glen T. CameronJniversity of Missouri

The primary purpose of this study is to experimentally test the impact of claims
open procedures an organization f ol
perceived mesage credibility; evaluation of transparency efforts; and perception
organizational reputation. Additionally, the current research explores how peop
differently assess information that is varied by different channel.

Making the Grade: What Constitutes a Successful PR Education?
Eunseong Kim
Terri L. JohnsonEastern lllinois University

By interviewing both established and young public relations professionals, this
sought to find what a successful public relations professional meansio d a y
industry and media environmeiithis study should benefit all parties vested in thi
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 KwonUniversity of Florida

Grounded from a relationship management perspective, the purpose of this
investigation is to explore the effects of corporate social media messages on th
audience'sommunicational intentions. It explored how the relationship outcome
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. | researched the
relationship between corporate scandals and stock performance b&882esnd
2007 in Japan.

Public RelationsCharacters Have Split Personalities: A Thematic Analysis of
Film-BasedPublic RelationsCharacters
Cheryl Ann LamberBBoston University

Public relations film characters were analyzed indperended segment of a
content analysis study. Results revealed Haokded compliments about physical
traits; primary polished social attributes; attributes that ranged on a continuum;
dichotomous descriptions, and a continuing focus on tactical tasks.

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 BendusPurdue University

The current paper makes use of critical discourse analysis (CDA) and the Imag
Restoration Theory (Benoit, 1995) to develop a model of crisis communication.
purpose of the model is to determine the ethics within the crisis discourse.
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Cultural Values Reflected inCorporate Pages on Popular Social Network Sites
in China and the United States: ACross-Cultur al Content Analysis

Linjuan Rita Men

WanHsiu Sunny TsalUniversity of Miami

This study examines cultural differences in the use of communication appeals ¢
corporate pages of leading social network sites (SNSs) in two culturally diverse
countries, China and the United Statéadings indicate that communication appe
on socialnetwork sites reflect the dominant cultural values in each country.
Implications and suggestions for future research are discussed.

Strategic Leadership in Public Relations: Dimensions, Measurement, and
Validation

Juan MengUniversity of Dayton

Bruce K. BergerUniversity of Alabama

This paper investigates strategic leadership in public relations by proposing a §
di mensi ons measuring public relatio
measurement methodology was applied and suggestadilitate empirical
investigation.

An Attempt on Quantitative Profiling of PR Practitioners in Japanese
CompaniesAp p| i ¢ a bRieVealetlP’y e 6 e r &pproaeho
Junichiro MIYABE Hokkaido University

Utilizing the database of PR practitioners constructed for this research shows s
the characteristics of those who are responsible of PR activities in Japanese
companies which reflect management intention and decision concerning
communication activity

Multicultural Environments and Their Challenges to Crisis Communication
Maria de Fatima OliveiraUniversity of North Carolina at Charlotte

Grounded theory analysis was applied to qualitative interviews with
communication professionat®ncerning cultural influences on crisis. This appro
yielded several findings. By integrating cultural competence and crisis manag
frameworks, this study provides suggestions to prepare communication stude
practitioners to new demands of {h@fession.
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Beyond Sentiment Analysis, Can we Automate Trust Measurement?
Katie Delahaye PaineKDPaine & Partners
LLC and Publisherthe Measurement Standard

In recent years, content analysis has been increasingly automated, especially &
sentiment analysis. While the accuracy of such automation is open to debate, v
suggest that sentiment is only one element of what matters to an organization.
research determines whether these elements can accurately be measured usin
mining and Atural language processing.

The Use of Human Voice as a Relationship Building Strategy on Social
Networking Sites

Hyojung Park

Hyunmin LeeUniversity of Missouri

This study sought to examine how a human voice of an organization in online
communication affects organizatignu bl i ¢ r el ati onshi ps
behavioral intentions to engage in wardmouth and dialogic communications. Th
results revealed that conversational human voice was perceived to be higher fg
organizatim social networking pages with a human presence than for those with
organizational presence.

The fAiBuzz and Chatter Model 0 of the
Covering a Crisis Event
Patricia Paystrup Southern Utah University

Usingt he August 2007 Crandall Canyon 1|
extended case study, this paper pre
and applies it to the expanding-lme and traditional coverage of the crisis event.

Public Rel ati ons Practitionersé6é Charac
Organizational Blog Content
Timothy S. Penningsrand Valley State University

This paper is an attempt to move research about public relations from descripti
predictive. Specifically, its an attempt to associate independent variables relate
public relations practitioners with public relations content as dependent variablg
contribution of this study is the typology of public relations content as being
relational or promotional.
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How Todayds Digital Landscape Redef
Relations

Laurie Phillips

Daren C. BrabhamUniversity of North Carolina at Chapel Hill

Il n this research study, we examine
Better Projecto in September 2010.
argue that PR practitioners are transforming from message creators to messag
curators and from brand managers to brand community managers with increas
frequency.

Strategic Communication Planning: A Multiple Case Study from Iraq and
Kuwait
Kenneth D. PlowmarBrigham Young University

The purpose of this study was to develop and analyze strategic communication
Multi-National Forces Iraq, a United Nations military force of 40 countries that
comprised Multilrag during the period of 2007 and 2008. This study is an exter
of a stug 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
public affairs.

Exploring Antecedents of Cynicism toward Corporate Social Responsibility
Hyejoon Rim
Jaejin Lee University of Florida

To provide insights for the companyletter segment and understand the
characteristics of their target publics and to manage CSR programs in a strateg
manner, this study examines predictors of cynicismatdvCSR. The results show

thatnegative sentiments toward marketing activities, attitudes toward business
management in general, and perspectives of the role of business in society pre
cynicism toward CSR.

PR in the ER: Internal Public Relationsin a Hospital Emergency Department
Trent Seltzer

Elizabeth Gardner

Shannon Bichard

Coy Callison Texas Tech University

Focusing on a universHgffiliated emergency department, this case study
investigates the following research questions: What are the current communica
channels used in the ED?; What are the preferred methods of internal
communication?; What are therbars to internal communication practice?; Do
differences exist in perceptions of internal communication practices among the

various types of healthcare providers in the ED?
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Building an Agenda; Building a Relationship: Defining OrganizationPublic
Relationships Through the Second.evel AgendaBuilding Function of Public
Relations

Trent Seltzer

Weiwu Zhang

Dane Kiambi

Daewook KimTexas Tech University

The present study utilizes a combination of content analysis and survey to undg
the linkages between the public relations, media, and public agendas in regard |
framing of the health care reform issue and (b) framing of the organizaildic
relationship between the two major political parties, the health care lobby, and {
public.

Pushing the Envelope on Media Tools:

Identifying Non-Users, Users, and Media Tribes in Public Relations Practice
BeyLing Sha, San Diego State University

John Forde Mississippi State University

Melissa LaBordgeLouisiana State University of Alexandria

As new media tools appear with increasing frequency, public relations practitiof
must adapt to new tactics for the execution of public relations strategies, while
relations scholars must reconsider traditional public relations principles ewrikth
This study reports results from the 2010 Practice Analysis conducted by the
Universal Accreditation Board (UAB).

Command and Control v. Social Media:The Inherent Dilemma for Fire
Departments

Astrid Sheil California State University

KevinSlusarskj California State University San Bernardino

Michelle T. ViolantiUniversity of Tennessee

This study examines factors influen
instrument disseminated to fire departments across the United Statesasg¢néfi
current problems and provides recommendations. Use of social media outside
work, being a sworn firefighter, and filme PIOs are the best predictors of socia
media use at work.
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Theoretical Comments onConcrete Negative Examplesof Cross-Border
Product PR

Holger SievertMHMK University for Media and Communication Berlin
Bodo Kirf, University of Applied Sciences Mainz

Based on widely varying perspectives and practical evidence, this paper aims t
demonstrate the difficulties tfansnational communication in practice, and in
particular the dynamics linked to misunderstandings in this context. Building on
it seeks to show opportunities to use international networking in order to avoid {
stumbling blocks in the internatial environment.

International Public Relations: An Experiment on A Virtual Model ofLearning
Ana Maria Walker Roig SteffeRpntifical Catholic University of Rio Grande do St
Jon CopeUniversity College Falmouth

In a global economy, where social and cultural mores affect the practice of pub
relations differently in different regions (and even specific countries), there is a
for an increased focus on contextual and environmental sensitivity if graduates
emerge as effective operators on an international Stéegting this need, the Ball
State University and the Pontifical Catholic University of Rio Grande do Sul hav
created a concept for an international PR teaching modglemented for the first
timein the spring of 2002 (Sharpe, Simdes & Steffen, 2005).

Industry Crises and External Communications during a U.S. Coal Mine
Disaster: Theoretical and Practical Implications

Bonnie Stewart,

Diana Knott Martinellj West Virginia University

This exploratory case study examines the crisis communication activities of

International Coal Grouguring andafterthe 2006 Sago, WV, coal mine disaster t
captured national attention for its drama andHiererroneous news reports that 12
men had swived, when actually 12 had perished.

Media Practice or Media Opacity? Conceptual and Theoretical Considerations
and Implications

Katerina TsetsuraUniversity of Oklahoma

Dean KruckebergUniversity of North Caroling&Charlotte

Using Russiamublic relations as an example, the authors of this conceptual pay
examine, from multiple perspectives, the complex question of whether media o
should be categorically condemned as being universally inappropriate and une
or whether it shoultbe accepteadl or at least toleratédin some situations and

environments.
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A Delphi Study on Internal Communication in Europe
Ana Tk al,dnverdteaf Zagréb, Croatia
Dej an ,WUneverdity of Ljubljana, Slovenia

The Delphi study is tryingp articulate selunderstanding of the internal
communication practice in Europe. The paper reports the results of the Delphi §
on internal communi cation among | ea
associations on their representation of therimal communication practice.

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 wund
Twitter usage. Twentindividual in-depth interviews were done to gain informatio
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
these patterns on a more saosial scale.

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 avfuyhow some prosocial groups gain
support for their causes while other groups in the same realm fail to gain suppg
analyzes the missions of prosocial groups, their need for public relations resou
and strategies, and their interactions with samiirosocial groups, with various
governments, with media, and other organizations.

The Point of No Return: Staying Inside the Lines of Proprietyand Civility in
Media Situations

Susan B. Walton

Robert I. Wakefield

Lincoln T. HubbargdBrigham YoungUniversity

Here the authors examine a number of such instances where a spokesperson |
control or compromised judgment during a media interview or similar mediated
instance. They identify and detail the characteristics and catalysts contributing

such events and the resultant behaviors and edfdaith immediate and lorggrm
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What Does ROIMean to PRPractitioners? A Small-Scale |l nvestigation on the
UseofiRet urn on I nvestmento in the UK
Tom WatsonBournemouth University

O0Ret ulrmmvesnt ment &6 ( ROI) is defined inr
financial effectiveness concerned with the returns on capital employed in busin
PR practitioner parlance, ROl is used in a much looser form to indicate the resy
activity. Ths mixed method research investigates practitioner understanding of
with a UK and European sample.

Barriers to Communication Audits
Louis C. WilliamsThe Lou Williams Companies, Inc.
David M. Dozier San Diego State University

Consultants whoanduct communication audits have identified a number of barr
that they encounter when executing communication audits.-feetgonsultants tha
conduct audits as a significant portion of their business were surveyed. Qualita
findings provide addional insights.

Autonomy-DependencyParadox in Organization-Public Relationships: ACase
Study Analysis of aUniversity Art Museum

Christopher Wilson

Brad RawlinsBrigham Young University

Kevin StokerTexas Tech University

This study presents axploration of the autonoragependence paradox inherent i
organizatiorpublic relationships. The value of this study is that it illustrates how
paradoxical tensions can influence the decisi@king process in organizations, ag
well as the ways in whichrganizations can manage their own behavior and
communication in spite of natural tendencies to manage and control stakeholde
publics.

A Systematic Review of the Contribution of Public Relations Theory and
Practice to Health Campaigns

John G.Wirtz

Elizabeth Gardner

Prisca NgondpTexas Tech University

This paper begins by establishing the scope of health public relations. We acca
this by first differentiating health public relations from social marketing and from
healthcare policy puldirelations. We conclude by proposing ways that public
relations researchers can fApush the
and advance the practice of health campaigns.
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The Influence of Culture on Public Relations: Comparison ofCommunications
in Three Cases of Contest for Corporate Control
Koichi YamamuraMedia Gain Co., Ltd.

Culture affects how an organization communicates. It also affects how
communication activities are received and interpreted. This case study looks at
an U.S. activist investment fund tries to influence Japanese companies and cor
these cases with a similar case involving only Japanese organizations.

BetweenConvergenceAnd Power Struggles: How Public RelationsAnd
Marketing Communications Professionalsl nteract in Corporate Brand
Management

Ansgar Zerfass

Lisa Duhring University of Leipzig(Germany

This paper analyzes new developments in the relationship between marketing

communications and public relations in the field of corpotatemunications with a
specific focus on corporate branding. The results presented herein stem from g
empirical study conducted in four large German industries

Social Media Governance: RegulatoryrFrameworks As Drivers of Success in
Online Communications

Ansgar ZerfassUniversity of Leipzig, Germany

Stephan FinkFink & Fuchs Public Relations AG, Wiesbaden, Germany
Anne LinkeUniversity of Leipzig, Germany

This paper introduces the concept o
accelerate thestablishment of social media in communication practices. The da
presented here stem from a quantitative survey that was carried out in German
joint project between the University of Leipzig and Fink & Fuchs Public Relatior]
supported by Pressespher magazine. The results indicate that although many
organizations claim to have strategies for social media communications, nine o
10 had no explicit regulatory frameworks.
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Using Social Media to Reach Millennials: The More Social Media Tals| Better

Alisa Lynn Agozzino
Ohio Northern University

Abstract
The purpose of this study was to examine links between organigatimic relationships
and Millennial studentsd active soci al medi a

audience who many public relations practitioners are certainly ttgirgach. Social media tools

are emerging as technology medium rfusstes 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 @funt, 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 mostocial 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 email and social networking (e.g., MySpace/Facebook) more titn social media tools.

For all compani es/ brands except CNN and Dell,
increased, their wanting to continue a relationship with the company/brand also increased.
However, when Millennials were exposed teaaiety 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 med 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 relationshigs,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 todbox 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 pointeal butth t he t ool
in the soci al medi a arsenal can promote our <c
Furthermore, social media tools could make or break hiring of public relations firms in the
future. For exampl e, Hi t a g bfithe BERAitmeOgiSywrathere mé s  ( H
than Hill & Knowlton was based on soci al me d i
PRWeekHDS spokesperson Steve Zivanic was adamant about public relations agencies

adopting more social media practices, an opiniorcvked 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
practtioners 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 andieasing need
for a more consistent social media presence in academia. In her af@&&ieekHood
explained that educators need to begin making changes to the traditional programs in order to
accommodate the growing trend of social media withirPiRdield. Hood challenges those
teaching in the public relations field. AWe a
that it [better understanding for students of new social media] happens, so that the industry
continues to attract the best, ahdyt [students] are equipped with the tools they need to do the
job as it continually changeso (Hood, 2007, p

Social media are changing public relations careers, whether the field is ready or not. Scott
(2007) pointed out how social media have chdrpe 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 handf ul of re

generating &lip 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. (f1)

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 concerningthese 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 buildingi 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 technblaggd access available. In
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aneffort to expand the knowledge in building key relationships, the current study looks at a
particular technologypased medium, namely social media, to understand better what effect these
social media tools have in establishing relationships. Becauseesfténsive 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; Brgnn,
2008; OO6Nei |l , 200 2008; Vorvarganun20608), rorie Giake lookéd n g
specifically within a generational demographic. Hence, the current study contributes to a
theoretical body of knowledge in the public relations field by providing actdepith
understanding into the personahmmitment 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 icaithenaic realm to
further examine the variety of relationship dimensions that may be able to work to the
organi zationsd® advantage in building and main
publics.

Relationship andPublic 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; Brgnn, 2008;
O6 Nei l , 2007, Ristino, 2007; Hoionguyblic2008; Voryv
relationship approach to PR provides fruitful insights concerning the concept of building and
maintaining organizatiopublic relationships. The linkage of the organizaiblic
relationship approach to public relations is natural as mostesstagree that in the definition of
public relationsrelationshipi s k ey . Broom (2009) defines publi
function that establishes and maintains mutually beneficial relationships between an organization
and the publicsonwhomhis success or failure dependso (p.
pertaining to public relations within the health services, speaks of the importance of managing
and enhancing relationships with thosenat hey s
two-way symmetrical communication process that ensures that publics served and the
organi zations serving them build Il ong | asting

Beneficial relationships with the public are important for the survivahadrganization.
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
vicever sa. Il n OO6Neil 6s ( QGclatdbetween relatignshe faetorsiandi n g t
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, happinessdontinue donating, and willingness to recommend others to donate.
O6 Nei | (2007) stated, AThe findings of- this s
term, successful public relationships I mpact

Whether internal or exteah 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
bssi cs include fAimessage, public, and medi umo (
medium. Whether traditional or social, the medium a public relations practitioner uses is key to
effectively building and maintaining publarganization relabnships. One study that has been
conducted is Vorvoreanuds (2008) Web site exp
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Web sites, she examined studpnblic relationship beyond usability, but actual experiences as
interpreted by the key publitn other words, was the relationship, in the way the styol@iic
viewed it, how the organization intended to b
suggestions on how to i mprove the publo cbs We
confirm that the studesgublic and organizational relationship is the same and not one that is
misconstrued through the medium.

Throughout studies that focus on pukiganization relationships, all contain
multidimensional factors that contributettee understanding of those relationships. Of particular
interest to this study is personal commitment. In one study conducted by Banning and Schoen

(2007) on a museumdés relationship with its ke
relationships coulddip determine both those who were likely to continue membership with the
museum, as well as those who would not. fAThe

relationship suiscales can help practitioners reinforce successful programs or changeiireeffect

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

in a newspaper or magazineo (p. 439). Persona
this study to discover those who would continue their relationsitipthe museum.

SocialMediaToolsDefined
Eyrich, Padman, anSweetser (2008) gathered information from practicing public
relations practitioners and discovered that n

different social media tools professhnal | yo (p. 413) . -nlalhmtsawet, si x t oo
bl ogs, videoconferencing, podcasts, video sha
McLaughlin (2009) argued that Facebook and Twitter needed to be added to the social media

musthavelit . As mentioned in McLaughlinés article,

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 organizaitig to

reach its niche public. In an article on why to use these powerful social media tools, Williams
(2009) stated, ARemember, soci al media outl et
relationships. The key to your success is creatalgeadded content that will connect you more
deeply to your existing customers and create

GenderDifferences\thin Technology&ocial Media

With most new technology, a period of adaptation and apprehension exiatly iag 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 abilitysethe 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,®0 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 compudters an
what they called negeneration 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 furtheestud needed in order to
offer more conclusive direction.
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SocialMedia ShapingPublic Relationd=ield
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 Baldpexzonal
communication, June 24, 2008), President of Webbed Marketing, he shared some very important
gualities that are currently beginning to shape the field of public relations. First he shared how
difficult it is becoming to reach consumers through titaditional 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 (telgsion, 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 litsfatg.,
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 oppairtity 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 procegp. 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 profesdsowho 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
assetsto any publicrelatios pr actice. Vocus (2009) reiterate
in its whitepaper highlighting the i mpact of
impact, sharing points of influence between social media and public relations. Highpghte
include: reaching further with a message, generating sale leads, gauging customer satisfaction
and increasing brand recognition. Vocus (2009
bet ween your company and the publico (p. 1).
It is doubtlul 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 fAmainstream media has Dbteatioharxdtos o depe
i magine that professional news organizations
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 h@ag target audiences.

Tying Social Media andPublic 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 toagd@eper
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 Lerthdadden, Macgill, and Smith

(2007), released a comprehensive study of teens and social media-Fdge3tocument 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 previogtudy the researchers noted that they sensed a trend emerging.

Teens were | eading the way into the Web 2.0 e
gain them widespread attention and notoriety in ways that simply were not possible under the

traditio n a | mass media model o (Lenhart, Madden, Ma
2009, Jones and Fox extended the Pew study by looking specifically at the generations that are
online. Although Jones and Fox 6stiodighroadeir t i on o

t han many othersdé definition (born between 19
provided an array of salient information.
First and foremost, Jones and Fox (2009) provided statistics which confirmed that 87% of
the MillennialGeneration 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 considetta¢ion
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 bloggingcan 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
whomreport ever having created a blog. Creating a blog is one thing, but reading is another.
Fortt hr ee percent of al |l Mill ennials have read
from Generation X, who has reported only 34%
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 Huntés (1984) four mode
practitioners become better equipped withwinenandhowto use their commmications skills

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

of public relations through the relationship management framework lensu&kap of how

public relations practitioners are using sociaidia tools to effectively reach Millennial

audiences will be addressed through these guiding foundational blocks.

The following research questions and hypotheses are advanced:

RQ“ Do Millennial students interact with one particular social mediadwer another?

H%:  Millennial students who indicate they interact with company/brammit will generate
the most committed relationship over all other company/brand social media tools.

RQ> What is the relationshi p imerttwmanmeiniagaMi | | enn
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%  Those Millennial students who have had a relationship with the topcldl brands via
social media tools will be more likely to have a favorable perception of that
company/brand.

RQ> To what extent is a Millennial student so6 f
positively associated with his or her active social mbedtzavior?
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H: Mill enni al students6 satisfaction with the
social brands will be positively associated with the company/brand through a social
media outlet.

RQ"% To what extent, if any, is there a differencéwmen gender and each social media tool?
H*  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 byAdvertisingAgea s t he AMost Soci tlthet®Bp Bhistissis of 2008
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, bloggingandmido | oggi ng sites according
article. AThis survey saiune&surésonentiony moethet y r udi m
senti ment of those mentions or the word parin
conversations on social media l®@& 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 selecteditaplete 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 Milfeal 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 fretudy. 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 unersities, participation was elicited through a cluster sample of classes that
had enroliments greater than 25 students. Because of the large number of participants needed to
have strong sample size, only classes with enrollments greater than 25 weredsaadftom
for the cluster sample. A sadfdministered paper survey was utilized. For this particular study,
Bruning and Gal lpoblicagjabosship scaleavasi selexted. Bruming and
Gal | oway 0-guegtiah@dal8 gims204neasurettepeondent 6 s r el ati onsh
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 pide 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 Likertsal e anchored from Astrongly disagreeo t ¢
Gall owayds (2003) scale was selected because
an organization and each organizati obnsés24publ i
guestions, 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
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familiarity with social media tools in general and the top 10 omgdinins in general. One
guestion was asked to discover student famil:@
interactions with themselves as Millennial students via social media tools. The final three

guestions were asked in order to colleehdgraphic 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
ResearclQuestion #1

The first research question posed aimed to answer with what, if any, social media tools
Millennial students interact. The responses to this etosked question were categorized and the
frequencies of the responses were aggregated. The percentages tirtkeadategories were
calculated relative to the total set of responses generated. As indicated in Table 1 (Appendix A),
the most popular response washail (97.2%), followed closely by social networking sites
(94.1%). Other social media tools which g@pants 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 energed 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 antittveéngafor
multiple social media tools to emerge as highly interacted with by Millennial students. Relatively
consistent with Lenhart and Foxés (2009) stud
94% of those from age 18 to 32 usmail, this so@l 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 populdyiof 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 usaom so
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 interadillennials
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,itltgniy raises several questions. One significant
guestion 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 ni@ 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 éwirtodp
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 tit 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.
Indeedresearch 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 watcast. 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 socialliméool.

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 anyko®dia 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 targaudience through these different social media tools. Although all social
media tools did not register with abeaeerage percentages of interaction, most Millennials
reported interacting with a variety of tools.

Hypothesis #1

The first hypothesis state, A Mi | | enni al students who i ndi
company/brand-enail will generate the most committed relationship over all other
company/ brand soci al me di a ttestovhssun for eBch sosidl , an

media tool with a usagresponse 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
corntinue). 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 jessafrfactorial 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 comigans 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
guestion and hypothesis one, to receive messages from desipad 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) &e t e d , f-&ddience isalefised &s 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
pl annergbrso utpaor glept. 23 1) . I n order to investigat
more to email than other social media tools of the particular company/brand while also staying
strongly committed to a particular company/brand, hypothesis one was adveméied. a
thorough answer, botktésts and a factorial ANOVA were run-t@sts were run to find if there
were significant differences between each of the top social media tools as discovered in research
guestion one. The four social media toolsn@il, 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 Millennal s who had i nteracted with the com
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-on&leMTV
and Dellreported 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 sociabmisliScott (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 whesngpanies 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 whohad 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 af swia
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. Thaald be due to the fact that MTV,
as it states in its name, is known for its more traditional form of communidatéevision.
Millennials may prefer building their relationship with MTV through more traditional means
rather than social means. This is tsay 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 betwesr{ttool
significant ttest results), a factorial ANOVA was run in the current study to explore those tools
that were considered highly engaged in by Millennialséal, video, PDA, social networking)
and their wanting the relationship to continue with aaiche 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 dilltiple tools have significant interaction
effects between-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 ttest means toammpare 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 differets fesul
the strongest relationship. Yet, becauseal (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 thie ApNN, 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 significantpeil was part of those that Millennials responded
to as interacting with the msbwhile remaining the most committed to the company/brand.
Furthermore, thetest serves as a guide for both the companies/brands and public relations
practitioners who question using social media tools to attract Millennial studemizsil Ehowed
a siquificant difference between Millennials who had received-amaé 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 cdorgorachpf 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.

ResearchlQuestion #2

Research questiometwel askeashiWhbubtt ween a
commitment to maintaining a relationship with one of the top 10 most social company/brand and
the interaction of the Millennial student wi't
square test was mufor 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 @ 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 so@l 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 interactedhevith t
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 \eithpanies, 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 rel ati on ssltommitnert towmargamingga Mi | | enni
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 nofffdirent 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
CNNO s s adactaolg, but mebd 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 no
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 (mtasking 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, tvdehyirespected
companies. These top companies are reaching this Millennial market via social media tools, but
guestions addressing why there is no commitment to some companies with whom Millennials are
engaged via social media tools needs to be furthenieeal.

Hypothesis #2
The second hypothesis in the current study
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-tetwasmmurafory/ br and.
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 indidadéédhere 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 CNNa&nd | | , results indicated t h:
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 cotinue 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 garticul
companyo6s/ branddés soci al media tools do not h
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 discbare 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 oneeispecially 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

socal 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.

ResearchlQuestion #3

The third research questMiodheaskad iss ud@eho 6
perception of the organization positively associated with his or her active social media
behavi or ?0 P-enamestoonrdasionpwere dsaddd analyze this research question.

P e ar s on énsomentcormelations aresed 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 (hnumber of tools used: no tools = 0 to all
tools listed selected = @nd 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 batdvior a
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 timeel@ovons 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 Millenni al
correlations support the idehat 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 compadges/bran
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 simpledathey 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 sogiatia tools that Millennials use, the more comfortable
they |ikely are with interacting with each co
extensive use of the social media.

Hypothesis #3

The third hypothesis 1 n It hset ucduernrtesnét ssattuidsyf a
relationship they have with one of the top 10 social brands will be positively associated with the
company/ brand through a soci al media outlet. o
social media tools (e.g.,#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 Tal#lefgendix 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 reachsignificance, 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/brandor 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 aimtiaming
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 theye 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 sy 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 whigclicpelations 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.

ResearclQuestion #4
Researchgest i on number four asked, ATo what ext

gender and each s equaratést waeranifoagemnder ¢mrale/femake) andheach
of the seven media tools. As shown in Table 7 (Appendix G), results indibateslit 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 neristent. This is good news for public relations practitioners who are
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trying to target the Millennial market with social media tools laade 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 communicatin 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 @nfidence or ability to use the technology (Dempsey, 2009; Spotts, Bowman, & Mertz,
1997; Wood & Li, 2005). Based on previous research, hypothesis four was advanced,
AMI | | enni al mal es wi | | be more Iikely to inte
femal es. 0 Results found that Millenni al mal e
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 puldiations 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. Resaltrom 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 ResearchDirections

Although the current findings respond to a need to conduct original researclaredahe
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 publioreddteld 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 @marketing literature as well as assist current practitioners in the field.

The current investigation looked at only one dimensipersonal commitmedt of
Bruning and Gal |-argamizatidvrsrelatidh€hip Scale. idowdwver,ias previously
mentianed, 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 acoarplete
understanding into an individual s personal c
information can be gleaned from looking at each of the different dimensions individually and
collaboratively.

In addition to Millennials, several other gerations exist. A followup 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 thi 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 @sesjated 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 doesnodot | ook at i s mes
channels. Additional research shobklconducted 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 teeirs’'t i gat e Mi |l |l enni al s0
with social media tools of specific companies, research is also needed to invedigjamkes
Millennials engage with one particular social media tool over another. The current study found
that Millennials heavily engagwith 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, micfblogs, or podcasts? To extend the current study, a future qualitative study
could divulge a better understanding through epaded questions as to why Millennials prefer
social networking sites andmeail to microblogging and podcasts. Likewise, researchers might
also examine the various social media tools that Millennial engabeheitmost 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 pubtitef@rganization and
vice-versa. Rather than focusing on all dimensions of the organizatiolic relationship
(anthropomorphic, personal commitment, professional benefit/expectation, community
improvement, and comparison of alternatives), this studyifsiaky 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 acutepth
understanding into the personal commitmetationship 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 anttibaition 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 ot Gileny2005; Halleahart, 2008pLhanceBerngff, 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
sodal 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 mogiartes/brands a social
media presence did matter with Millennialsd f
company/brand.

Public relations practitioners are yearning fedapth knowledge of social media tools

and how they can best play into theimtenship building with key markets. In October, the
cover ofPRWeeka monthly magazine targeted to practitioners, Badal Media Survey 2009
The sevefpage article by Maul (2009) outlined important issues in social media such as what
was being used most frequently indusirngle (social networking) to ethical issues of using
social media. One focus of the article discussed the importancengfdi#e 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 resoww¢e 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 inegard 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 fAmagic bullet theoryo or the Ahypode
mass communication was assumed to have great effects on the public through oge messa
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 considertdrgeting 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 themselwegh 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 realrno further examine the variety of relationship dimensions that can all work to the
organi zationsd advantage in building and main
publics. However, the current study helps shed some lighobarpublic relabns 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., MySpacatfebook) 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

Differences Between Millennial Interaction With and Without a Sddetdia Tool and Wanting
Relationship With Brand/Company to Continue for a Long Time

Brand

Social Media Tools Used

No Sacial Media Toal Used

Social Mediatooln M SD n M SD t
Appie

E-malil 4162.30 1.28 6603.18 1.48 -10.058***
Video 2312.41 1.38 8462.96 1.48 -5.123%***

PDA 2302.47 1.42 8472.94 1.47 ATTr+*

Social Networking2822.35 1.29 7953.02 1.50 -6.692***
CNN

E-malil 62 3.39 142 1015 4.01 1.46 -3.292**
Video 1293.60 1.54 9484.03 1.44 -3.164*

PDA 27 3.714 161 1050 3.98 1.46 561

Social Networking48 3.33  1.59 1029 4.01 1.45 .033*
Disney

E-malil 77 1.18 2.30 1000 1.39 3.33 -6.346***
Video 1692.67 1.34 9083.37 1.39 -6.052***

PDA 20 255 1.76 1057 3.27 1.39 -2.285%***

Social Networking82 2.46 1.29 9953.32 1.39 -5.411*
Xbox

E-malil 1502.47 1.37 9273.76  1.33 -10.987***
Video 1212.44 1.28 9563.73 1.36 -9.869***

PDA 43 228 1.24 1034 3.64 1.39 -6.282***

Social Networking84 2.31 1.24 9933.69 1.37 -8.905***
Starbucks

E-malil 87 2.84 1.45 9903.59 1.44 -4.651***
Video 19 3.11 1.63 1058 3.58 1.45 -1.276

PDA 14 286 1.29 1063 3.53 1.45 -1.738

Social Networking86 3.66  1.47 9913.51 1.45 915
MTV

E-malil 55 4.16 1.62 1022 397 1.49 .955
Video 1613.91 151 9163.99 1.50 -577

PDA 30 4.03 1.77 1047 397 1.49 213

Social Networking1014.01  1.76 9763.97 1.47 .240
Sony

E-malil 1513.18 1.20 9263.47 1.32 -2.533*
Video 98 3.21 1.39 9793.45 1.29 -1.698

PDA 63 3.33 1.27 1014 343 131 -.589

Social Networking69 3.33  1.46 1008 3.43 1.29 -.618
Dell

E-mail 3783.60 1.61 6993.55 1.50 496

Video 1563.63 1.57 921355 1.54 .623

PDA 80 3.55 1.58 9773.56 1.54 -.082

Social Networking2023.70  1.62 8753.53 1.52 1.428




3¢

Note.Lower numbers in mean category indicate wanting the relationship to continue mqre. ***
<.000 *p<.01 p<.05
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Appendix C
Table 3
Factor Loadings for Millennial Interaction with-Bail, Video, PDA, and Social Networking for
Wanting RelationshipVith Company/Brand to Continue for a Long Time

Brand Factor | oadings
Social Media tool E-mail Video PDA Social Networking
Appie

E-malil 074 .612 .029*

Video .074 575 .140

PDA 612 575 282

Social Networkng .029* .140 .282
CNN

E-malil .168 .656 .017*

Video .168 133 .140

PDA .656 133 .808

Social Networking.017* .140 .808
Disney

E-malil 553 .501 .011*

Video 553 901 222

PDA 501 .901 124

Social Networking.011* 222 124
Xbox

E-malil .054 .359 132

Video .054 .398 .720

PDA .359 .398 .356

Social Networking.132 .720 .356
Starbucks

E-malil 504 .766 .365

Video 504 n/a .627

PDA .766 n/a .880

Social Networking.365 .627 .880
MTV

E-malil 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-malil .245 481 .365

Video .245 227 .644

PDA 481 227 919



Social Networking.365 .644 919

41

Note-n/a = SPSS hot Iiavmg enougli participants to run e3t.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
Sacial Media Toaols Used No Saocial 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

— * (a1
_Ne‘te_ﬂ—éggH'QGH}. : TOO
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Appendix E
Table 5
Pearson Correlation Maix for Millennials Favorable Perception and Active Social Media
Behavior

(r)

Appte 032
CNN .036
Disney .009
Xbox .063*
Starbucks .019
MTV .074*

Sony .061*
Dell - .057*
Nete-A=1094—p-0——0-Baldde—r—-e
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Appendix F

Table 6
Pearson Correlation Matrix for Personal Interaction with Social Media Tools of
Company/ Brand and Millennial Studentsd Desire
Company/Brand

Social Media Tools Interaction
Brand r p

Appte 524 ns

CNN 125 ns
Disney 077 ns
Xbox 541 ns
Starbucks 911 ns
MTV 125 ns
Sony .055 reached significance
Dell 464 ns

Naotan — 1001
-\

TVOTC T
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Appendix G
Table 7
DifferencesBetween Engagement of Social Media Tools Among Male and Female Millennial
Students

Social Media Tool & p
Blogs 1.002 ns
E-mail 1.120 ns
Micro Blog (e.g., Twitter) 1.431 ns
Podcasts .000 ns
PersonabDigital 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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Crisis Communication: Differences in Online Media, Blogsand Interactive Comments

Betsy D. Anderson
Katheryn R. Rucke
University of St. Thomas

Abstract
When a company is in crisis, historically its public relations professionals are concerned
with how this will be portrayed by the media. Today,wh@éespread adoption of interactive,
peerto-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 beemtr ned i n the journalistic val ue:c
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.
Thisleads 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 interactivansatinologies, such
as online comments on news sites or bl ogs. T
news or blog story are important because they can provide some indication of the effect the news
or bl og story has dihecompaaydrecris&.bis paesentisttdy des t owar
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 Tywta recall crisis. Research questions included:
1 (How) is news coverage different than blog coverage of the Toyota crisis?
1 (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
Amanageod or fAcontrol o a cr i sifBeulti(Sulivanh2009p ast , i
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 casaéions that can have greater reach and speed
than was previously possible. According to Gonz&lerrero and Smith (2008):
Aln this environment, trust is the new cur
conversation in a human voice, moimpany messages delivered in a corporate tone.
Mainstream media still have an important voice in that discu$sionvhat we can call
t he éammaannyy 6 irbat theyldo not dominate the discussion to the extent they
used to. o
Blogsareonemeansrfo t hose formally relegated to the
own content. Public relations practitioners have quickly embraced the need to build relationships
with bloggers, to the extent that t heglistbfer m fAb
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 attelies 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 usegenerated content. While researchersagnning 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 listenftwe 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 informatimm 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 re#yarsibil
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, ancgbtbgs
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 decadeksdsvbased on the
theories of two scholars: William L. Benoit and W. Timothy Coombs.
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Benoitds (1995, 1997) 14 i mage restoration
responses such as: mortification, corrective action, denial, shifting blameiindzation.

Coombsd crisis communication research include
(SCCT) (e.g., Coombs, 1995, 2007), which categorizes how people attribute the cause of the

crisis into two dimensions: controllability (controllabiencontrollable) and locus of control
(internal, external). Coombsé SCCT organi zes
(e.g., apology, justification) into four categories. The denial and diminishing categories seek to
change pe dipnb & thescrigs &y distanging an organization from crisis responsibility.

The rebuilding and bol stering categories focu
organization facing the crisis (Coombs, 2007, pp-1438).

Studies are just now begimg to explore how online channels are affecting crisis
communication. Specific to blogs, Jin & Liu (2010) recently developed arbémijated crisis
communication model. Their model focuses on how crisis managers should respond to external
blogsinacris si tuation because these fiare the bl og:
of control over and, thus, have the potenti al
432). Jin & Liu (2010) provide recommendations for identifying the nimfistential blogs
during a crisis situation, monitoring them, and selecting an appropriate crisis response strategy,
based on Coombsdé SCCT research.

News

When comparing news vs. blog coverage, there are botkstanging, and newly
emerging, conventits that distinguish the two genres, making it possible to develop hypotheses
about how they may differ.

Andrews (2003) defines journalism as, #f@Athe
audience through a mass me dnihasradoptdda set ob riews. Hi s
values and conventions. Lowrey (2006) notes that news values have traditionally included
Aaccuracy, fairness and objectivityo (p. 480)
in news organizations, which is an iorfant part of striving to achieve accuracy (p. 484).
Schudson (1995) describes news as typically 0
According to Blood (2003), the journalistdés g
storyt hat can be understood by a general audienc

Objectivity, Fairness & BalanceHistorically, the conventions of news writing have been
centered on the ideas of professionalism and

attempt to searate 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 sipaviaewsng @md 4 -
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 vemsaved 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

veri fied. The argument i s based on the princ
editing inevitably involes nonobjective judgments. The results of such nonobjective judgments
make objective news not possibleo (Figdor, 20

SPJ code of ethics, journalists still continue to use similar standards such asygdzaiance
and fairness to guide them in creating neutral reports (Reese, 1997, p. 424).
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ProfessionalismPr of essi onali sm refers to a journal.ii:¢
service to society (Soloski, 1997, p. 141). What currently separat ] our nal i st s6 r ep
citizens reporting the news themselves, through vehicles such as blogs, is mainly the idea that
journalists are professionals, striving to Am
service seen as auniversalgod ( Sol os ki , 1997, p. 141) . Thos
true journalist can be argued to include only those who have been trained at an accredited school
where they have Al earned, mastered and accept
pr ocedures of the professionodo (Soloski, 1997,
little as one person, the fAinews work environm
whose job involves ensuring that information reaching the pubic et hi cal ly soundo
al., 2000; Keith, 2005) (Singer, 2007, p. 81).

Tone. According to Schudson (1995), fAinews ten
professional values, news fitends to emphasize
journalistic convention that there are two sides to any story, news heightens the appearance of
conflict even in instances of relative consen

On the other hand, Ettema, Whitney & Wackm
literature that sugests that the corporatapitalist ownership of news media predisposes news to
routinely wuncritical treatment of corporate a

SourcesConventional journalism tends to rely
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 uppérhah Sc hudson, 199
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:

AWe can di st i ng oewsflom bffeeial soereen that aceupias mest 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 joustists themselves. In any event, officials remain the subject of

news as well as its source, even though ne
(p. 12)
Blogs
A blog can be defined as fia frequemsely upd
chronol ogi cal order, so new entries are al way

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 (He@nidaurman, 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 f
blogging doesn't have to be objective or impartial as long as the point of viewspdrent and
facts are presented unambiguouslyo (Kramer, 2
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According to Lasica (2003), AWebl ogs adher
informal conversation, egalitarianism, subjective points of view, and colorful writing over
proftsscent ral control, objectivity and filtered

Other Developing Normsin 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 hawe 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 formahgigm 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 dissioh (e.g., Lasica, 2003). Lowrey (2006) describes
bloggers as new competition to news journalists, which can cause each medium to redefine and
di fferentiate what each does wel |l . For exampl
beneficial reactiona bl oggi ng has been to strengthen jou
gathering news and ensuring accuracy. Journalist have the resources to conduct these tasks in a
thorough, consistentwaymo st bl ogger s494)o not o (pp. 493

Additionally, becausélogs often are devoted to following a particular story over a
| onger period of time than journalists are ab
obvious that journalists tend to drop stories
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 Afact checker s, 0 wh cenmoarransparenbanmd age | ou
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 (kh@son, 2004, p. 452).

On the other hand, these advantages come with-tffgld_asica (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 belikigeediting 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 thatrthrere@ c er t ai n ge
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
linkso (p. 449).

Quote SourcesLiu (2010) compazd 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 Liubds study, the | iterattusaea compar i
about sources, except that we might expect bl
reliance on elite sources. Over time, the result could be an increase in the usel@&non
sources, either in news reports, blogs, or both (Lowrey,,3ij0293294). 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 nAblogs chall enge
than a model in whichtheaawthr 6 s wr i tings are themselves a co
weaves a tapestry of |links, quotations, and r
observations highlight the point that while w
guotes from individuals, blog sources are often likely to be links to other documents. In fact,
according to Carterds interviews, bloggers <co
higher quality post than one that did include sources. This is $®bdagger interviewees said
that the highest quality blog post focused on providing new information or extensive

commentary, rather than quoting or linkingtofom i gi nal content . i Wh e n
particular post that they had written that thieyged to be high quality, respondents usually
chose posts that had much | ower | ink and quot

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 fouarnalist blogger who writes about a specialized topic
that has little to do with traditional news.

Andrews (2003)stt es t hat dit 1 s fair to say the va
as journalism. o He offers examples of narrow
notes that W@Athe blogs that do contliskétootherona f i
bl ogs and, in many cases, print journalismo (
Abl oggers and journalists stake out much of t

their roles of selecting information and commentingtgp. 478).

Lasica (2003) maintains that bl oggers and
that bloggers need mainstream media material to comment on, and in turn, their comments can
generate new mainstream media story ideas (p. 71). Matk2804) suggests that a healthy
competition between news and blogs will likely lead to changes in the conventions of both
genres over time.

Bl ood (2003) captures this discussion wel/l
Weblogs and journalism, thei r st questi on to ask is: Which We

Similar Studies

Two other studies were particularly relevant to this current research. Lui (2010) also
compared how elite newspapers anditapked blogs covered crises. She found that online
newspgers 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 usefreaual Two
di fferences between Liuds study and this rese
while this study uses a broader crgsstion of blogs likely to be viewed by a general consumer
audience, and that this present study also amalthe 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
L e £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 morédigkdge
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 wil/l i nclude more dAofficialo

H4b: Newspapers will include more (ndroyota) quotes that are supportive of Toyota,
than blogs.

H4c: When bloggoinclude quotes, the percentage of fimyota quotes will be
higher for blogs than for newspapers.

H4d: When bloggdoinclude quotes, the percentage of fimyota quotes that are
critical of Toyota will be higher for blogs than for newspapers.

OnlineComments

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 israreseatched
area, yet particularly important to crisis managers and outcomes.

Coombs and Holladay (2010) offer perhaps the most relevant research related to this present
studyods interest in online commentrisis. Bhey e x ami n
used the Amazon Kindle crisis, wherd98Amazon e
(which had been sold without proper copyright) without advanced warning to consumers. The
authors analyzed 210 stakeholder comments on a connparigrum in direct response to
apol ogies from a spokesperson and Amazondés CE
research questions, relating to how stakeholders received the apology and how this event affected
purchase intent, were different than thispresentudy 6 s questi ons about th
online comments found on news sites external
research contributes to an overall shift in t
sender penmaspfieecieveert et akehol der perspectiveo

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. GuméalezHerrero and Smith (2008) offer the following advice for

managing online communication during a c¢crisis
foster dialogué or suspended, due to the delicate nature of such situations and the anonymity
that most of these tools allowo (p. 151) .

Mi nneapolis journalist Jason DeRusha wrote ¢

always thought that reporters should engage with commenters online. Questioning that now,
even on my own bl og. o
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In an articke ¢ a Cdmendnis pl@ase: How the British news media is struggling with

usergenerated contet, Her mi da and Thurman (2007) | earned
site executives are concerned about how-gseerated content reflects upon their news

ogani zation brands. According to the researcl
defined by their professional content. o They

shifting towards moderating UGC. o

These last three examples dentoate 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 negativéhan 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 gonigite incident that drew
nati onal medi a at t eigsues. cCaliforni@Highway Patroh @ffcer laskt e nt i a
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 repatthey 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 MSNBCO6s
13 of them occurred between January 21 and February 24, 2010.

Sampling Plan

Articles were selected from two top national U.S. newspaperdNaheYork Times,
repreenting one of the nat i oWwallsStrestdarmalwehithiet e newsp
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 Resioltsfeea 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 amudfial leeway for opinion when compared to
writing for a news organization, the similarity between newspapers andan@nted 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, organaions 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 search
site during the sixweek 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 28& @vent).

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 e (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 codedividually (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 whiol&aahe pr
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 commermisiralyzing 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, codersmnevber from 1 to
10, and with a random st"crotmn{een.tg.t,o fcdodd)e, (teh egn
until there were no longer any more comments (e.g., the coder would stop at 24 if there was not a
34" comment). The comments for each@etiwere 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 I f a coder chose a random start of A
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 (O0Reliability Cal cluataet okroi)p p(eFnrdeoerl fof
(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 fdApr

For the question asking whether the headlirméspd 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 théhree 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 supportingsguot
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Table 1 Reliability (Krippendorffos al pha)
Headline ng;graph Sources Comments

Opinion .932 .867

Tone 917 .935 .896

Blame .692 707

Praise o* -.003**

Civility 741

# Sources 951

# Toyota Quotes 947

o Torea

# Critical Quotes .878

# Supportive Quotes .196**

* No variation (no praise found in headlines among coderajability could not be calculated
** _ow reliability influenced by extremely low amount of praise or supporsieerces found by
coders

Study Variables
The independent variables in this study wénicle Type(newspaper vs. blog) and

Comment Typéewspaper vs. blog).
Dependent VariablesArticles

Presence of OpinionCoders 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 ofraormoywould be written in
a factual, accurat e, bToyom AwalendRecaloAlfgcte 400000v e ma nn
Car®). A headline thatlid conveyanopinm woul d have an fiedgeo to i
skew reader sdé vi ewsi Agiaei nwaly Toay catnao tihsesru g se . rge ¢, 8
U.S. and Canada . For this item, coders were asked t
perspective taher t han from the readerds or consumer
concept of opinion vs. tone.

Tone Coders were asked whether the twveard Toyotan an article headline or first
paragraph (coded as two separate items) was: extrensliv@d@l), somewhat positive (2),
neither positive nor negative/neutral (3), somewhat negative (4), or extremely negative (5),
based on a-Hpoint Likert scale.

Because this study emphasized coverage of the Toyota recall crisis that affected the
compaly specifically, coder training emphasized that if an article was positive or negative, but
did not contain sentiment directemlvard Toyotga negative headline about Ford, for example),
it should be coded as 30 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 differ dmtoimatieo pithdmeng 06 coders al so wer e
or the general public, would feel toward toward Toyota after reading the respective headline or
first paragraph. | n ToyotaiAgalorc Recak Affects #0000@Cats h s h e a
written in a factual, nowpinionated manner from a journalistic standpoint, it is bad news for the
company from a consumersodo perspective.

Blame. To gain a basic sense of what type of crisis reaction the public may perceive that
Toyota used, as meated by news and blog coverage, coders were asked (thinking from the
reader6s point of view) to indicate to what e
respectively) blamed Toyota for the crisis (O=did not blame Toyota; 1=mildly blamed T@yota
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; 1mildly praised Toyota; 2=strongly praised Toyota). The codebook elaborated praise in
this study to include headlines or first paragraphs that defended Toyota.

Sources and Quote€oders looked at the entire article (not just the headline or first
paragaph) to count quotes. Timeimber of sourcesas 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 withirmortmhe art.
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 thamber of Toyota quesfrom unique Toyota
individuals within each article, as well as tinember of nofToyota quotefrom unique non
Toyota individuals within each article. Among just those quotes fromlognta sources,
coders reported how mamyerecritical towards Toyat, and how manweresupportivetowards
Toyota (e.g. AToyota is recovering from the r
Dependent VariablesComments

Comment ToneConsistent with article tonepmmentonetoward Toyotavas measured
on a 5point Likert scale (1=extremgpositive; 2=somewhat positive; 3=neither positive nor
negative/neutral; 4 = somewhat negativé;extremely negative).

Comment Civility.Comment civility was measured as the presence (1=uncivil) or absence

(O=civil) of rude, insulting or vulgar langga. 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 articl&689 on news sites; 112 on blydgand 834 reader
comments363on news sites and 471 on blpg$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 Temyadkeetated
articles and comments found in each source.
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Table 2
Source # # Source # #

Articles | Comments* Articles | Comments*
New York Times 76 258 | Kotaku 1 2
Wall Street 33 105 | Lifehacker 1 4
Journal
Boing Boing 1 7 | Mashable 3 6
Business Insider 23 24 | Mediaite 3 0
BuzzFeed 27 0 | The Daily Beast 3 3
CNN Political 1 0 | The Huffington 40 378
Ticker Post
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 thentotdder of comments

The following blogs did not include any posts
Deadline.com, Engaget, Ezra Klein, Jezebel, Popeater, ReadWrité¥eDaily Dish,
TMZ.com and Think Progress.

Newspaper vs. Blog Articles
Opinions (H1)

We hypothesized that blog coverage would be more opinionated than newspaper
coveragelil) . We wused cr os sStuarbte ted fordiffdPeacesbstweerrd s Ch i
newspaper articles and blogs, given that opinion was measured at thelneveirfae., absence
(0) vs. presence (1) of an expressed opinion].

For newspapehneadlines 26 out of 109 were coded as Mo
bl og headlines, 32 out of 112 were caqoted as
significant ( Pea®gwardbes £h0. 635, p O 260 wusing Fi st
(See Table 3.)

Table3: Chir<Squar e Results for Headline AOpiniono
Value Asymp. Exact
df Sig. Sig. (+ N
(2-sided) sided)
221
Pear s o-8gdase 0.635 1 425
Fi s hEgact@aest .260

a. The minimum expected count is 28.61. (26 out of 109 news headlines were coded as
Aopinionated. 0)
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Similarly, for newspapdeads(first paragraphs), 32 out of 108 were coded as
Aopinionatedo (29.63%), and for blog | eads,
(39.29%). This differencewamts i gni fi cant-Sq Perag sonds2&h, p O
Fi sher 6 s Ex aablas). Thersfore, theofirst hgpwtl2esis was not supported. (See
Table 4.)

Table4: ChirSquar e Results for First Paragraph naOpi

Value Asymp. Exact
df Sig. Sig.(: N
(2-sided) sided)
220
Pear s o-8qume 2.267 1 132
Fi sher ds E: .086

a. The minimum expected count is 37.31. (32 out of 108 news first paragraphs were coded as
Aopinionated. 0)

Tone & Blame (HZH3)

The second hypothesis predicted that the tone of blog coverage would be more negative
than newspaper coveragtthe Toyota crisisH2). We also hypothesized that blog coverage
would place the blame for the crisis on Toyota more than newspaper coverager®uld (
Because a specific crisis response that blames an organization would generally be considered
negaive 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 cben 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 | 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 wiinather. 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 BS517**  526** A07** 3.76 .750 221
2. First Paragraph Tone - .333** .615** 3.77 811 221
3. Headline Blame 333** - .560** 0.57 .662 221
4. First Paragraph Blam .615**  .560** - 0.67 .664 220

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 fpendent



56

variables: headline tone, first paragraph tone, headline blame and first paragraph blame (see
Table 6).

Table 6: Multivariate Analysis of Variance: Tone and Blame

Wi | ksF df Sig. Effect
Lambda size
(h,)
Multivariate
ArticleType 932 3.905 (4, 215) .004** .068
Univariate
ArticleType
Headline Tone 8.87 (1,218) .003** .039
First Paragraph 920 (1, 218) 003 041
Tone
Headline Blame 5.55 (1,218) .019* .025
First Paragraph 11.63 (1, 218) 001+ 051
Blame

** Correlation is significant at the 0.01 level-{&iled); N = 220
* Correlation is significant at the 0.05 leveli@led); 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 headlirlu\élsr.‘~‘(vS - 3'65; Maiogs = 388

=358, M0, =3.95

) and first

paragraphs'}/Inevvs ) than the tone of news articles, measured oipaist
Likert scale with A10 being extremely positiwv

blame toward Toyota for the crisis also was greater in blog headh/rlu@S’S_ O'44;

Mbiogs = 0.70) and first paragraphsl\q news ™ O'54; Moiogs = 0'80) than in news articles,

measured on a scale with O indicating ndoesno
Toyota, 06 and 2 indicating Astrongly blames To
Praise H3a)

We were unable to statistically analyze the hypothesis that newspaper coverage would
praise Toyotads handl i ng #d3),gvénehe low religbilityof mor e t
this variable. However, given that coders agreed more than 98% tifnih 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 aropany 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, fiayyota and/or critical quotés some combination, it
made sense to check to what extent these gqatated dependent variables were correlated (see
Table 7).

Table 7: Test for Correlation between Dependent Variables
(Overall # Sources, Toyota Quotes, Ndinyota Quotes, Critical Quotes)

2 3 4 M SD N
1. Overall # Sources .580**  .855** .665** 2.23 2.51 226
2. Toyota Quotes - 253** A420** 0.91 1.59 226
3. NonToyota Quotes  .253** - .709** 1.89 2.61 226
4. Quoteritical of 4207 709** - 0.68 1.28 226

Toyota

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, noeifioyota quotes and critical quotes was significantly different in newbleg
articles.

Table 8: Multivariate Analysis of Variance: Tone and Blame

Wi | ksF df Sig. Effect
Lambda size
(h,)
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-{@iled); N = 221
* Correlation is significant at the 0.05 leveH@led); N = 221

Hypothesisd, predicting that newspapers would include more overall sources than blogs,
was supported# of source¢M .. =3.34; M., =1.25), # of Toyota quotes

(M eus=1.13; Moo =0.74). However, while the mean number of quotes from Toyota

representatives was higher in newspaper articles than blogs, consistent with Hydathbss
difference was not statistically significant (see T&)le

news



61

We were unable to statistically analyze th
HypothesisH4b, 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 thatsupportive 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.

Hypothesigic predicted that when blogk 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 n@yota quotes found in newspaper vs. blog articles,
the direction of this hypgbesis was not supported. Based on the mé&ms,nonToyota quotes
(M, .,s=308; M =0.82), it appears that only 26.84% of newspaper quotes represented

Toyotads fAside, 0 compared to 47sid4diéo @f BHd oigf gl
(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 nonToyota quotes, compared with only 5@% of blog articles.

However, of the nofToyota quotes included in articles, only 31.82% of the hioyota
guotes were critical of Toyota in newspapers compared with 51.22% of tHeogota quotes in
blogs being critical of Toyota. The differenceweén the mean number aftical quotesfound

in newspaper vs. blog articled(,,.=0.98; M, =0.42) was statistically significant (see

Table 8). Thereford{4d predicting more critical quotes in blog than newspaper articles was
supported.

blogs

Newspaper vs. Blog Comments
Comment Tone (RQ1)

To answer the research question about whether blogs will be more negative than news
commentsRQ1), we ran an analysisefar i ance ( ANOVA) with #fAcommen
vs. bl ogs comments) as the independepoitt vari ab
scale ranging from extremely positive (1) to extremely negative (5), as the dependent.variable

The results indicated that there wem a significant difference between the tone of
newspaper and blog comments(((,831) =0.170pO . 680) (see Table 9).

types of comments were somewhat negatMedn,.,.ccommen= 3-29, SD= 1.05;
Mean,,,commen= 3-32, SD =0.90).

Table9: Anal ysis of Variance Results for fAComment

F df Sig. N
832

Comment Tone 0.170 (1,831) .680

Comment Civility (RQ2)

Our second research question asked whether blogs comments woulddoe! Iten
newspaper commentRQ2). Because this dependent variable was measured at the nominal
level [i.e., absence (0) vs. presence (1) of an uncivil comment], crosstabs ar8quéid test
were used to detect any significant differences.
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Fornewspapr comment s, 17 out of 362 were coded
comment s, 39 out of 471 were cowassignfieast Aunci vi
(Pear s®&masar@hi= 4.193, p O .027 wusing kisheros
effect size (Phi =.071) is considered to be small (Lipsey, 1990).

Table 10: Chi-Squar e Results for AComment Civilityo
Value Asymp. Exact Effect
df Sig. Sig. (= Size N
(2-sided) sided) (Phi)
833
Pear s o-8gdame 4.193 1 .041* 071
Fi sherdés E: .027*

b. The minimum expected count is 24.34. (17 out of 362 newspaper comments were coded as
Auncivil . o)
C.
Discussion & Conclusion

Discussion of Results

Opinion. Despite the conventions that journalists strive for impartiality, while blogs are
appropriate venues for opinion, the first hypoth@dik) predicting that blog coverage would be
more opinionated than news coverage, was not supported. While blogs wlitkinedre
opinions than newspaper articles, the difference was not statistically significant. This finding

conflicts with Liuds study, which did find th
There are several possible explanations for thisrfgmmdThe most likely concerns the nature
of the blogs in the study. Liuds study wused

partisan (and thus, less objective). The general blogs used in the present study included those that
were similar tamews blogs (e.gHuffington Post)those that served as news aggregators of other
news sites and blogs (e.BuzzFeed)and larger, more professional blogs with paid staff
members (e.g., Gizmodo), thus having some characteristics in common with teddition
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 BlameOur predictions that blog headlines and leads would be more negative
(H2) and would place blame on Toyota for the cr{88) more than news headlines and leads
was supported.

Sources QuotedConsistent with our expectations, newspapers did include more sources
than blogqH4).

In terms of the number of Toyota sourcsgd, 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 Tgota 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 dbtlyedsiring 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 -dfayata sources than
would news articles, but this was not supported. Our rationathi$onypothesis was based on
the expectation that news articles woud d be m
Toyota sources) than blogs (e.g., 0 Toyota sources and-2aymta sources). However, it
appearsirom the numbers reported in thesults section that articles that included quotes made
it a priority to at least include a Toyota quote, possibly followed by one or mof€ayata
guotes. Because news articles used more sources overall, a greater percentage of news quotes
were from norToyota 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 noiToyota sources for additional information.

Our expectation that bys would include more nefnoyota sources that were critical toward
Toyota compared to news articles was supported.

Comment Tone & CivilityAlthough we did write our research questions in a directed
manner (asking whether blog comments would be moreimegatd 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
blogs be less civil and more negativethah o se f ound on t heoreticall
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 differencesds® 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 conuyetkperimental 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 werénterested in investigating.

y

Limitations

One | imitation of this study i sSlLikeltscéle f or t
ranging from extremely negative to extremely
negative noedpotei arvecl apphind comments that ¢
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 atopit comment). fiis 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 inforrmatii n f ut ure studi es t
applicabl ed category, so as not to overesti ma
the sample.

Another limitation of this study is the variation of Toyota recalated coverage in the
top 25 blogs, wh 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 useadgéneralblogs
for this study, to represent a cressction of what general consumers maydsgling 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-retza#d blog articles in
many of the top 25 blogs, given that this largsisraffected so many consumers in the U.S.
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We did consider doéaagl lac geaarah dfTfoglolt abl o
random sample of the results (which would likely lead to analysis of a small number of posts
from a very large variety of bloggather than more posts from a smaller number of blogs.) The
problem with this strategy was finding a fdApar
possible to conduct a Lexis Nexis search for
exampleput 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 mayagrnot still include the
original comments) . The Atop newspapers/ top
these issues, as we were able to confirm in advance thidewhé ork TimeandWall Street
Journaldid provide access to articles tisdill 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 theihard 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 thaistimpossible to track every external blog.
Therefore, they recommend that crisis managers focus on blogs that are most influential to key
publ i cs. They define influenti al external bl
for an orgaization. These blogs may be ones that organizations monitor as part of their regular
i ssues management process oOor may be new ones
Lui and Jin recommend identifying influential blogs not only by blog rarskaryl the target
audiencebs awareness of the blogs, but also b
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 agsas 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
perspectveRecentl y, wedve seen several exampl es wh
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 @inuass
when this type of response may be warranted (e.qg., 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
Crisis Communication. o Donnelly states:

A Y e s ,-informasion andsocial networks spread these situations like wildfire. But,

unless it's an ubairisis (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 veefocal points through three TV news networks and a few national

agendasetting publication.
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It was interesting to note that for this s
majority were not focused one of the largest crises of the year, whedhiylaffects many in the
U.S. and around the world.

Aut hor Keith Trivitt responded to Donnelly

AYou make a good point about the | ack of t

how people perceive and react to a crisis aoonapany'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 "ubgsis"v ar i et y ? 0

This exchange may offer content worth researching in the future.

2) The results of this study suggest thaisis managers should proceed with caution
when considering directly engaging with commenters during a crisis situatiddrganizations
havetaken 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
organi zation, encouraging the comnmehet er to
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
bef ore engaging directly. olvé as caofinpaaisstdeévelopp pr oa c
norms and as audiences develop expectatations
communication to Aaut hent i awyldeadieinceaseds & tr ans
acceptance of some negative comments being authentic and not necessarily problematic for
audiencesbd6 attitudes toward organizations (e.
quality product).

3) The results of this study suggethe need for crisis managers to maintain focuéat
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. li and Jin (2010) have taken one step toward evolving crisis communication
strategies to include social media. This present study contributes to the crisis communication
|l iterature by providing some i nMddatedCrisis upport
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 blogshis study, for example, twio
theHuffington PoseindBusiness Insider included at least some original content (as opposed
blogs that simply aggregate content from other sources, siBizabeedand generated a large
number of reader comments.

o
[oX
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Teaching Teamwork to Public Relations StudentsDoes It Affect Content Quality in the
Classroom?

Lori BakerSchena
California State University, Northridge

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 anibect 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 impradlve 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 puldiations agency is the opportunity to interact with
a creative team of professionals who understa
skilled practitioners work in agencies, and the collegial atmosphere can be stimulating and
mo t i v a t4b2h Graharh [1991) cites teamwork as one of the 10 crucial steps public
relations firms can take when planning-for th
profile O0starsdé dondt put themsel vmwlveembnbve ot
or their own promotionodo (p. 41). He recommend
together, no matter what their status, to maintain a spirit of teamwork within an agency.
Organizations increasingly rely on teams to remain successfslofreht. 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 tmeup dynamic skills necessary to function in a team
setting. These new e mgwhrengss, &adership,snetpaspnalil i mi t e d
communication and conflict management skill so
The need for undergradtes 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 primity. 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 outeUltimately, students are exposed to team dynamics through
group projects, in which they are divided int
relations campaigns class, a capstone course for public relations students. Campaign classes offer
future pr of e s swortdcanmsnicdiive aral planning skills [in an environment where
they can] base their strategies on substantive case studies, sound research, and theoretical
underpinningso (Ahles & Boswor typicallytawetm, p. 50
any great detail in undergraduate public relations or advertising is how to work effectively as a
member ofaproblee 0l vi ng team in the workplaceo (p. 4
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 relatipstoo@ courses
where seniors conduct a semesterg campaign for a client. Benigni and Cameron (1999) assert
that the most I mportant purpose of these caps
worl do (p. 50). Yet b6 amsideringtede captond classes toeonqueta c e d
public relations campaigns, they seldom receive specific instructions about how to function
effectively as a team (Ahles & Bosworth, 2004
relations and advertisingurricula, rarely if at all is an entire course or seminar dedicated to the
topic of teams or team relationships in the w
Several studies in the literature point out that while teamwork is required in many
university classes, few profess 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, AUnf ortunately, l'ittl e i nformat:i
with teamwork skills or techniques and who does not have several weeks of class time to spend
on teamwork trainingo (p. 261) . Yet, teaching
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demonstrate effective team behaviors. Hansen (2006) points to theiteéerahich 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 Baswn 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 eograges 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 beied &ssign
teams, will students who are actually taught tdanhtding skills produce higher quality,
professionalevel work compared to students who do not receive this training? The purpose of
this study it to determine to what extent students in univeraggtone public relations classes
who receive teamwork training produce quality, professimnadl work compared to students
who do not receive this training.

Methodology

This quasiexperimental small group research study compared a public relationsme=apst
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 till@iJR 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 threefour-person teams, select a nonprofit organization and
throughout the semester serve as the organi za
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 colleg#) & 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 publicletions writing course. Several, but not all, of the students had also
completed a senidevel public relations techniques class, or were taking the class concurrently.

Participants in both groups ranged in age from the early an@@sidwith one outlieage
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 departrh&culty 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 twadhoices: 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 oseally ch
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 the press kit on a weekly basis. The professor critiqued these
assignments and returned them to each team th
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 tearkvloroughout the course of the spring
2009 semester. This involved adding three components to the class: teamwork textbooks and
quizzes, teamwork lectures, and handseamwork counseling.

Usually, students enrolled in the capstone public relations atagsot required to
purchase a textbook. However, the experimental group was asked to pl@cidisg Teams,

Building Peopldoy Thomas R. Harvey and Bonita Drolet (2006). This book focuses on 17
characteristics that describe effective teamwork. Whesethlearacteristics 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 fanaitiwith 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 d
literature suports inclusion of all seventeen characteristics of the Harvey/Drolet construct as
indicators of teams and effective teamwor ko (

The other required textbook whll®nviolent Communication: A Language of Lbie
Marshall B. Rosenberg (2008), a conmuations 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 nonconfrontationakay, 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.

Studens in the experimental class received a weekly reading assignment from one of
these two books. To help ensure that they read the assignmenysoiatl@uiz on the assigned
book chapter was given each week. A total of 11 quizzes were given (the lowestasor
dropped) for a total of 100 poidso ne si xt h of the studentsd grad

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 effeictitezns.

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 onehalf hour of teamwork training during the second hafugach 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 diwities 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
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one, ad 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 gastyl y

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 encouragkdbmtd 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 haéictreating and executing a publielations 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 enrol | men
study. Whik 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 naliyrigled through a
systematic processs hi ch, says Tuckman, could Acreate a
researcher Astil]l must be concerned about val
nonequi val ent gr oup sraobleh of possiblé Bonequivilenceandwbinead s t h
groups, a pretest is mandatory. It provides a basis for initially comparing the groups, given the
l ack of random assignment, Awhere intact grou
research can p@ally control for selection bias by demonstrating their initial equivalence on
relevant variableso (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 groupstadents 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 indeendent panel of three judges consisting of two public relations professors and
one public relations professional. These thre
projects, which were press kits that they completed in their teams. The presgikied 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 maxpg (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 & towlfrom the experimental
class and six from the controbsls. 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 dagof ¢
(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 threeamef significant differences in the experimental and
control populations. Using the studeémést 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 hgher 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 yesaisanl work
than the experimental group. Finally, the control group had received moedesetfbed 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 5.3years  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 sadtirected, disciplined, and achievemeniented 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 significanediffces 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 receaenwork 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 tlead of the semester, these three panel members assessed the

studentsé final <c¢class projects,
judges received a rubric prior to reviewing the press kits, and then completed the Instrument to

wh i

c h

wer e

Evaluate Quality of Student Work. The grades were assigned by independent subject matter
experts using a standard A to F grading system. The graders usédvitlothe letter grade to

indicate subtle differences in the quality of work. The grades weredtadshto a numeric

system for the statistical analysis. The numerical equivalent for each letter grade is shown in

Table 2.

pr
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Table 2
Grade System Used for the Instrument to Evaluate Quality of Student Work in Experimental
Class

Letter grade Numericalequivalent
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 eathdent 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.

lﬁg%gs From Instrument to Evaluate Quality of Student Work in Expetah€lass

Standard
Parameters Average grade 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. Td¢legierboth
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 daar€bh), 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 ontothe ciiest websi te. Using the same
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 thmedia, 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 appropriasebdge 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 oganization. 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 backgroundtaiiimpo
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 condensedd¢asyte-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 inded 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 mategials we
relevant to the organization and its message, whether the quality was good enough to use in a
realworld setting, if the content of the public relations pieces was appropriate to the goals of the
organization, and whether the media would find the pgaesseful. Evaluating the content of
the press kits produced by the experimental class, the scores from the three judges averaged 3.27,
which transl ates to between a C and C+. This
the press kits read kkthey 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 realrld setting with heavy editing.

The second pameter 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 studentgidn,add
the professional worlds of journalism and public relations demand excellence in grammatr,
spelling, and punctuation. This parameter of the press kit for the experimental class also
produced an average grade of 3.27, which translates to betweerda>&.akccording 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 pss 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 creatiyimay involve development of new themes for

programs or services, identifying new target audiences or creating new media

opportunities. The press kit shows that t

h
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APositioning the clhieemwtayism meiagse camreéGti mmgo
compelling image to communi cadtehbseset paebobigant
an identifiable group of people with attributes in common that can affect théewed of an
organi zat i o&meadyel, 2@ g. WF)l 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 seeateityCr
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 organizatierfgyating 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 impacin the weHlbeing 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, soci&lngetwor
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 Glaepresents 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
andinnovative 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 Kiisletts s
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 apfadpr 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 considd geared to the target audience of baby boomers.

The judges gave the fourth paramétgeared to the target audiedcan average score
of 3.87, which is the highest score of all five parameters. This translates into a letter grade
between a Band a B. Acording 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 experiment al gr oup sdieocesdamd st oo d
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 demographidacluding 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
prodict 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 organizatoedia 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 Glamourmagazine oESPN 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 parameterdainanslates just below a Br 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 toothe 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 averagdmsdbe class
projects letter grade was 3.13, which was lower than any of the individual parameters and was
close to C.

Quiality 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 judgeahprbjects
produced by the control class. At the end of the semester, these three panel members assessed the
students6 final <c¢class projects, which were pr
judges received a rubric (Appendix A) prior to Ewing 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 tBvaluate Quality of Student Work in Control Class

Average
Parameters grade Standard deviatior
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, whislatiedrto just below a-BThis
grade reflects the judgesd collective opinion
gualityd demonstrating good public relations writing skills and good public relations strategic
thinking skills. The portfolios inaded at least seven different public relations pieces. The press
kits could be used in a reaforld setting with a paying client if lightly edited.

The second parameter used to judge the press kits was grammar, spelling, and
punctuation. This parametei the press kit for the control class produced an average grade of
3.949 the 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 punctuatio
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 betweearad& 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 tHeurth parametér whether the material was geared to the target
audienced an average score of 3.50, which translates into a letter grade betweanddC+.
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 ge avera of
3.72, which translates into a grade between a B anddgording 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 meditlets.

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 comata®. 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
Quiality 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 hel@edl 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 sixgaties 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 gup 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 dgndom
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 caiteg 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 parameitetsgding 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 controlgrdus pr et est grades were on

ayv
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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 coursewdrgrades, 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 samplesghaskew 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 experirakgtoup. 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. Tie 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 averagesrimajam and all university

level coursework.

Table 5
Differences Between Experimental Class and Control Class in Producing Quality Work

Observed Observed Adjusted Adjusted

average average average  average Confidence

Characteristic experimental control experimental control F test level
Public relations Significant
content 3.27 3.65 3.67 3.31 8.97
Grammar, spelling, Not
and punctuation 3.27 3.94 3.76 3.54 1.38 significant
Creativity 3.22 3.54 3.69 3.15 22.95 Significant
Geared to the target Significant
audience 3.87 3.50 4.28 3.15 7.48
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 shttweel areas of significant
differences. Using the studedrtest 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 #gerimental 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 experimentalgup. Finally, the control group had received more-de#fcribed 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, foureranighomly
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 samtilas 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 expeniental group. The result of this analysis is that the experimental group had a
higher adjusted average grade in all five categérsblic relations content; grammar, spelling,
and punctuation; creativity; geared to the target media outlets; along withahletter 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 igeefive 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 teamwk 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 teamnmber in a professional setting has always
been in the back of the researcherds mind whi
Observing the lack of teamwork skills demonstrated by at least one group each semester proved
disheartening and wosome. 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 teamly lftdral
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 noafit 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 Battwai to the
embarrassment of the professndalassmates. 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
capstoe class looked good on paper, promising to give studentsvoell 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 frustfaisdvas 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 bitilogergume
apparent that the origin of the problem may be attributed to a lack of teamwork training.
Subsequent guestioning of students confirmed this premise. Graduating seniors in the journalism
department studying public relations had several classe® ey 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 apparenstadents 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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confrontatonal 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 ldetihg 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

i ssues as dnl ack o fnflictsdaxldotteam davglopmestdreindarl i ng c o
social Il oafing, and students who prefer to wo

From these observations, and after a year of intensive teamwork training, the researcher
hypothesized that teaching students teamwork woutel thiem the tools they need to produce
quality work. Findings from this Nonequivalent Control Group Qétagierimental Design
study indicate that knowledge is empowering. One question that comes to mind is, How difficult
is it for college students to nobly learn teamwork skills but actually put them into practice?

The answer may lie in the tools used to teach teamwork. This researcher found Biltbry
Teams, Building Peopley Harvey and Drolet (2006), to be a practical tool that not only
explaired the characteristics of effective teams, but included examples with which the students
could identify. This straightforward, hands approach took the mystery out of teamwork and
provided practical advice when teams became mired down in conflict sushish addition,

lectures that tied in teamwork to the public relations environment added to this knowledge
bas® helping students understand how these newfound skills related to both classroom
activities and the public relations agency experience. Teareher also observed that obtaining
these teamwork skills added to the students?o
class appeared to be less apprehensive about entering the workforce, knowing that they had a
much better understandingtemwork 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 towork 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 sdartslarstand
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 asia i@ 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 piced 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
al 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
teambuilding 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, thiswd occur in the lower division
classes. Yet is it realistic to ask university professors to teachitedaimg skills if they have
never been exposed to this subject? Indeed, university professors educated in a particular field of
study (i.e., journalis, 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&aw,

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 responsibilitieet involve teamwork on

various committeds from 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 forwaslaikey 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 teamwioito 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 ifistructors 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 fgr facul
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, takohgaatage of continuing education
opportunities to learn more about how successful teams operate would be a worthwhile
investment.

Working in teams is a realidyboth in the university setting and the professional
environment. Instead of functioning in atstaf 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 ensutbat 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 goups was small, numbering 23 students. While the students randomly enrolled in each
class, they may have made subjective decisions when enrolling in th# siadsas wanted to
be in the same class as a friend. The subjects would easily talk to stadéststher section,
and find out that one class was receiving teamwork training and the other classdwvkeadivig
to data contamination. The study was limited to only one semester, and the study duration was
less than 4 months. Finally, because theare$eer taught both sections, continuity was
strengthened but the possibility of bias was introduced.

The researcher suggests that this Nonequivalent Control GroupEmsimental study
be performed in the future over several semesters at a numbbeptiotversities with similar
public relations programs. The same methodology should be incorgbriat#dding using the
same teantraining techniques and measurement instrundetdssee if the findings can
replicated and further validated. It would be ol 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
relaions, 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 flaeashyork
training may prove to be a boon for businesses. Exploring whether teaching teamwork is
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effective across sever al di sci pl-buidegandvoul d al
teamwork area is a rich area for scholars and should contituetoi nvesti gat edo ( H:
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 iniversity 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 fourafasamwork
experience coming into college that helps them function more effectively in a team? This is a
particularly intriguing question given the fa
vast number of public relations students are wanifehis 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 manline 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 éntmes creating the need for students to
work in virtual teams. Tis 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 woddd public relations professionalslo
business.
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Appendix A
Grading Rubric For Public Relations Press Kits
Objective/Criteria | Performance
Indicators
Exceptional (A) Exceeds Meets Below Failing
Expectations| Expectations | Expectations| Expectations
(B) () (D) (F)
Public Relations | Professional, | Almost Press kit Press kit Press kit
Content high-quality, professional | reads like it | reads like it | reads like it
press Kkit, press kit, has been has been has been
which which written by written by written by
demonstrates | demonstrats | students, not| freshmen high school
exceptional good public | professionals| college students whc
public relations| relations Demonstrateg students, not| had never
writing skills | writing skills | adequate seniors. taken a
and exceptiona and good public Writing skills | public
public relations| public relations are in relations
strategic relations writing skills | inadequate, | skills class.
thinking skills. | strategic and adequate with little Writing
This portfolio | thinking public evidence of | skills are
IS skills. This | relations public extremely
comprehensive| portfolio strategic relations poor, wth
with at least includes at | thinking strategic no evidence
eight different | least seven | skills. This | thinking of public
public relations| different portfolio has | skills. The relations
pieces. The public at least six | press kit strategic
press kit could | relations different could only be| thinking
be usedina | pieces. The | public usedina skills. The
Areal w presskit relations nreal press kit
setting with a | could be useq piecesThe | setting with | could never
paying client. |i n a | press kit heavy be used in a
wor | d o] couldonlybe| rewritingand| ir e a |
setting with a| used in a editing. setting.
paying client |Air e a |
if lightly setting with
edited. heavy
editing.
Grammar, Spelling No problems | Some errors | Several Glaring Too many
and Punctuation | with grammar, | in grammar, | errors in errors in problems
spelling or spelling or grammar, grammar, with
punctuation. punctuation, | spelling or spelling or grammar,
There are few | but nothing | punctuations.| punctuation. | spelling,
if any glaring. There are There ae punctuation
typographical | Some also several | also glaring | and typos. It
errors. typographical typographical| typographical is almost
errors. errors. errors. unreadable.
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Creativity Press kit Press kit Press kit Press kit Press kit
demonstrates g demonstrates demonstrate§ demonstrates demonstrate
high degree of | above average below no creativity.
creativity, average creativity. average There is no
positioning the | creativity. The press kit| creativity. evidence to
client in unique| The press kit| shows the The press kit| show that
and innovative | shows the student team| reflects the students
ways. This student team| is not mundane tried to think
credivity may | is starting to | thinking ideas that of anything
involve think Aout si |couldhave |newor
developmentolfiout si [box 0 a|beentaken | differentto
new themes for b o x 0 a| does not from a present to
programs or presents a | presentew | textbook or | the client.
services, few new and | and off of a
identifying innovative innovative website. No
new target ideas. ideas. creativity in
audiences or evidence.
creating new
media
opportunities.

Press kit shows
the student
team is
thinking
Aout si d
box. o

Geared to the Target Most target | Some of the | Few of the | None of the

target audience audiences are | audiences ar¢ possible possible possible
identified identified in | target target target
clearly in the | the plan. The| audiences arq audience are| audiences is
plan. The writing is identified in | identified in | identified in
writing within | geared the plan. the plan. The| the plan. The
this press kit is| mostly to the | Some of the | writing is not | writing is
geared to the | target writing is geared to not geared tq
identified audiences. | gearedto them. anyone.
target them.

audiences.




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 ki
are geared to
supporting the
needs of targe
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 taget
media
outlets.

None of
the
possible
target
media
outlets is
identified

in the plan.

The
writing is
not geared
to any
target
media
outlets.

87
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Appendix B
Instrument to Evaluate Quality of Student Work

This questionnaire has been prepared so yoinchirate 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 capste 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. Exceed£xpectations
C. Meets Expectations
D. Below Expectations
F. Failing Expectations

Public relations content.
Grammar, spelling and punctuation.
Creativity.

H w0 Dnh e

Geared to the target audience.
5. Geared to the target mediteads.
| 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 collémelude 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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The Effects of Social Media as a Public Relations Tool in Political Communication
12th September Constitutional Referendum

Izzet Bozkurt
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Abstract
Aseries of constitutional amendments met th
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, 201(peftusrsadered
the political messages of two opposite parties: the ruling Justice and Development Party and the
Republican Peopleds Party during the Constitu
interviews with campaigns staff of both parties and thesb\sftes.
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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 thatest 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 phas, 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 electoratenelssonous 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 influerecon political image or opinion development (Sunstein, 2001).

Online versions of television, radio, news services and daily newspaper constitute a
considerable degree of net activity. Thesdina adaptations mostly reproduce the (would be)
leader/candidte orientation while covering the campaign, providing information, making
opinion and setting the electoral agenda, extending the emarng logic of the mass media,
with the addition of hypertext, archival and interactive capacities. In this linendhtdoes 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 computemmediated political communication. In particular, scientists are concerned with the
guestion of whether -eampaigning substitutes or replicates typical patterns of offline
electioneering. With regard to the style and content of political home pages,1 this question has
l ed to two theoretical positions. Snngvationr t er s
hypothesis believe that the meatspecific 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 sholars expect-eampaigning 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 commumda&ahweitzer, 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  fiblitical process. In this regard, the internet
has a set of advantages in political marketing.

These are (BowetBrown and Gunter,2002:169):

T With a developed web site and its features,
access the potentiaupporters and voters in places where physical existence is low or cannot
be visited by the party members in different means.
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1 A web site can function as a multimedia source by providing index that cannot be obtained
from anywhere else.

1 Web pages offer déct connection. Web pages can easily be updated and be developed as the
primary choice medium for ufp-date information. Providing direct data dimension of web
sites encourages client feedback where party goal is obvious. The direct connection also will
make a fisupportero database possi bl e.

1 The internet technology enables targeting specific groups. For example; customized page
index and personal sites.

T The internet is a dApullingo technology inst.
that the préerred web content is mainly dependent to the accessible data. Web content owns
Aithe client controlo and can be administered

T Web sites can be Ainteractivedo and brings t
providers by giving data towards the experience and needs. Thus it gives the opportunity to
devel op a ficliento or fAvoter 6200.sed service

For campaigns, the Internet is a loast medium that allows twaway 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 odigteission groups, allow

ongoing dialogues between the candidate, campaign staff, volunteers, and supporters. The

Il nternetds virtual nature enhances the number
di scussi ons, cr eat ihat grevidugly wobla have mccurreceanly ia tocabb n' st
groups and conf er enc e smabandCldogspta rially arngl commumnicatet i | i :

with their supporters and solicit donations (Rice, 2004).

Internet in Turkey

Rapid development of the Informatiomca 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.

Turkeyds I nformation andICTCmarketusnanticigatedton Te c
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 comnmication 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 Turktat, 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 governmenplays 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
govenment spending on ICT sector in coming years.

Il n Turkey, there are 7.7 million internet
Beside, the number of 3G subscribers has reached 11.4 million. The number of GSM subscribers
has reached to 64 million aheé 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 characteristigsarticipation, 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 opinionicisms 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 technolpgnd 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 Bazil (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 phutegra
making the world a mo u s Louvr e Museumos collection of
comparison (Kaplan & Haenlein, 2010).

Social media offers numerous opportunities for public relations practitioners to interact
with the public while adopting new fosrof 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 tounderstand 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 oftenlimited monetary resources (Curtis et.al, 2010).

In Curtis et. al. esearch analysis of the responde(s409), 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
numberof social media tools used by one practitioner was 4SE9=2.82) Of the 18 types of
social media, the following frequencies were most reported: 9{h8%00) used email, 54.5%

(n=223) used social networks, 51.1%0=209) used video sharing, and 48.4%=198) used
blogs. Other forms of social media such as instant mess@gitdh: 13.4%) photo sharing
(n=111: 27.1%) text messagin=51: 12.5%) and wikis(n=74: 18.1%) among others.

The potential impact of social media on public relations is phenomienaternational
empirical examination of public relations practitioners on the impact blogs and other social
media are having on public relations practice once again finds these hew media are dramatically
changing public relations and the way it is piced. Results of this study find about ttfords
believe blogs and social media have enhanced what happens in public relations and that social
media and traditional mai nstream media compl e
respondents (61%)elieve 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 encounaigatargs to respond
more quickly to criticism (Wright & Hinson, 2008).

Askerojl u, in his master thesis n-baseeld A Th:
Public Relations Applicationso conducted a su
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samplingmethod. 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, mos¢ phtticipants 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 $ouiedia 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 usddr the business firms to access their consumers (Askeroglu, 2010).
Assistant Professor DoctoAbdullah Ozkan, head of the Political Communication
Il nstitute TASAM, says these about the situat.i
over the position of the institution of politics as command maker and the position of the
politician as theeommander. 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 dematrst, 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 pias insist on continuing the old habits, seeing

soci al media 1 s started to be wused slowly ir
politicians and political | eadersd creating a
positive progess but not enough.

Soci al media needs to be managed by expert

of politics to see the social media as a strategic power about informing/ persuading the voters.
The means of social media can be used effectivefy only this perspecti
(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, find the answers to the
research questior@@onstitutional referendum, Steynber 12, 2010ase has been examined.

After the military coup of 12 September 198D military junta drafted a new
constitutionwhich was also accepted through a referendar010, Turkish parliament adopted
a series of constitutional amendmentsich did not achieve the required majority (679%0Y
implementation. However, theajority (330 votes 60%),acceptedo present the amendments to
the electorate in a referendum.

27 articles were voted in this referendum. Government presented all #lesartn 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 fdlows;leaders and military
personel; Economic and social rightedividual freedens; Judicial reforms.


http://tureng.com/search/assistant%20professor%20doctor
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Turkish constitutional referendum, 2010

Yes or no Votes Percentage
< Yes 21,788,272 57.88%
v | No 15,855,041 42.12%
Valid votes 37,643,313 98.11%
Invalid or blank votes 725,852 1.89%
Total votes 38,369,165 100.00%
Voter turnout 73.71%
Electorate 52,051,828

The 12" of September 2010 Turkey Referendum

The 12" 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
devel opment s. 't is inherited from,theredsapr oduc
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 initiativés 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
commissionis comprised of outstanding and respected scholars of law like Ergun Ozbudun,
Z¢ht ¢ Arsl an, Levent Ko ker, Yavuz At ar and S
and initiatives were cut short because of harsh critics raised by the opposition padthen
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 oeepalckage 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 campaigrsaded 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 mindedorgni sati ons and political figures focus
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 governmmtked reform package will be voted on that
incidentally comes on the 30th anniversary of the Sept. 18 198 oup do6®t at . The f
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 serieststigng 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 aloéatie referendum. Those who
support the package ar e c aatpgladomgsttutiong anfemdmenti y e s 0
package, while those against are treating the referendum as an early general election. The
arguments used by political parties 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 pbiotuse 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 holdingirallies
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).

AOur noble nation must not vote onh e gover nment 6s wor k or ot
programmes but o n ihdicated the Head of GowvdrnméRecepkTayyip 0
Erdogan, who recalled that the text reduttesl powers of the legal and military hierarchiye
Prime Minister repeathat the referendum isdemocratic tool and not a political one and insists
ont he fact tyeatthg Vot ks gWwidl Icdfithe pas toldemogacy
(Deloy, 2010).

I n the past two elections, the AK Party ha
in its campaign. The same emphasis goes for the referendum, as the AK Party uses the slogan,
AOur | ove is the nation, t h e ydsed campaigmphrass. y e s ,
The AK Party also has devised slogans locally used on a previlkce i s such as fAET
comi ng, Bursa says yeso [which rhymes in the

The AK Party also uses the themes of freedoms and democracy for the naferend
campai gn. I't employs the slogan fiYes to democ
has published a 4article guide that summarizes the changes the package will bring. The
thematic slogans used in the paekageYewnctadpr
personal data, 0 AYes to burying blacklisti
ad, 0 AYes to trying coup stagers, o0 AYes t
to endinggtilte vprl aathisce nofmittrnyyiamy courts,
cations to the Constitutional Court,o Ay
f right of <collective contracts for pub
power of | awd and fAYes to moving
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CHP focuses on AK Party performance

The opposition parties, the Peopleds Repu
(MHP) led by Devlet Bahcebupport 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
government 6s power over justice by increasin;q
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 goantt affect the principle of
secularity that has governed Turkey since 1923.

fiWwe shall say finodo to the changes, the Cons
request) decl ared the new | eader of the .PHsopl eds
party also chose to unde®dywikreg ai N@onplemoy nbasvi @ h
phrase which cannot be translated effectively from Turkish since it includes a pun.

The main opposition Republ i canrefabiaipgltheds Pa
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 aaken 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 CHPG6s slogan is ASay No to ens.
and democraticreful i c, 0 trying to make it appear as i f
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 .-briaiDcyki nlyo uisne s muids not destiny, o

e

devastating El azej earthquake in which 51 di

in the area made of mduticks. The CHP also emphasizes the possible ecanomtcomes of

the package, using the sl ogan fiDoes the const
the referendum. 0 The CHP also accuses the gov
and create a caste of allied judges. Invarious @herogans it refers to the
pill o6 and AAK Party coup dé®tat.o It also wund

arbitration council to decide on strikes, which some have criticized as having the potential to ban
union orgaized strikes. The CHP slogans also argue that the amendments aheantsdtl

attempts to protect the current Constitution of 1982, which was drafted after the Sept. 12, 1980
military takeover. ASay no for a sleogank says, free
The CHP also employs the douhles e of t he word fAhayér, 0 which
al so 0 good- inchentaly fused nasel often by religious conservatives. One such
slogan is AOyunuz hayérl e olvote, ewkfch woul
AMay your vote be with a no,o0o if the first me

MHP relates referendum to separatist violence

The Nationalist Movement Party (MHP) is building its referendum campaign on
terrorism ands demceratig imitrtadve, nalse freguiently called the Kurdish
initiative. The MHP is clearly at odds with its own grassroots voters that polls indicate are

gravitating towards yes votes. Li ke the CHP,
the packge to avoid deepening the already existing differences in opinion with its traditional
voter base. The MHP uses terrorism and martyr

Party (PKK) to make an emotional appe&@buntfiOne
one MHP slogan says.

BDP6s confusion

The preKurdish 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, pi&s indicate, are supporting the package. However, the BDP cannot openly
support the package due to political woes. It
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package. 0 The BDP administration i dshditiaens t he f
who | ive in big cities such as Ankar a, | st anb
say one language, one nation [a reference to an earlier phrase used by Prime Minister Recep
Tayyip Erdojan]. We wilkptnott2go to the ball ot
BBP not happy, but supportive

The Democrat Party (DP) has developed a large number of slogans. The most attention
getting one is ADondt step on a mine, hit no
also against the package andsuset he sl ogan fANo to the AK Part)
Unity Party (BBP) is one of the three parties along with the AK Party and the Felicity Party (SP)
t hat support the package. It uses the sd ogan
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 ref or m. I t s |thegditcal patiesishogldh T o p «
support the governmentos work to amend the pr

Research Design
The purpose of the research is to understhaceffects of social media as a public relations
tool in political communicatiom Turkey.
The questions of the research are as follows:
Q:: How do political partiexontact with citizens onlinduring political campaigns?
Q2: How do citizens get information while making political decisions?
Q3. Does social networking shapelitical decisions of the citizens?
Web consumption among different age groups and genders is not similar. This fact led us to
following hypotheses:
Hi: Sex effects the extent that a citizen is influenced by social networks in political
decision making.
H,: 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:
Hs: Socialmediai nf |l uence <citizensd political deci s

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 decsions.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 follegeaych
guestion

Step lincluded the examination of the search engine data to understand the Internet
based political communi cation which can be ca
of research helps researchers to understand the potiticahunications by parties, politicians,
individual officials and activists. In this step online characteristics of the 2010 Constitutional
Referendum was examined through the | ink dat a

Step 2included interviewswith 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 Departmernth@fmain opposition party
CHP (RepublicanPeople’s Party). One of the main questions asked were whether they used
Internet as a PR tool in their political communication during tHe S@ptember Constitutional
Referendum, which provided insights how political parties perceived and used Intetheir i

PR activities.

Step 3applied quantitative research and included the examination of the effects of social
networks on citizen decision making through a Weked survey. This kind of surveys are
frequently used in the field since researchiidernetbased phenomena artem conductedia
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 60v@%e 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 wasi@ber 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 statemantgparentheses, the below quantitative information was
collected. Links on referendum "2Sept ember Ref er e n"dSeptsinber 14 3.
Ref erendumdo+online news: 540, 000; Facebook
Facebook account opened unttee name: 123; Twitter results "1 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 Rgrand 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. Informatileks 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 usedveb 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 thatlitige 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 aboet ptrty,
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 capaign. Significance has been given to all party’'s statements and actions






