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Reserye Ea'ly Social Media Efforts

1 Started slowly in early

2008

Limited presence on
Facebook and a blog

Focused on Employer
Partnership

I Mostly press

releases, new partner
announcements and
links to events like job
fairs
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v Press releases and
third-person stories
(what we are used to
producing) don't
generate discussion

“Build it and they will
come” also doesn’t
work
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_IEarly lessons

v Press releases and
third-person stories
(what we are used to
producing) don't
generate discussion

v “Build it and they will
come” doesn’t work

v Without monitoring,
the discussion ends
pretty quickly
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Our Revelation

1 Stop looking at social
media as just another
outlet for our (stale)
content

1 Stop looking at social
media as some whole
new category with
magic powers

The Old Way
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Our Revelation

JInstead

v How can we better tell
the story?

v"How can we put a face
on the Army Reserve?

v How can social media
help us extend the
reach of our stories?

The New Way

_ o
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Our Revamped Program

1 Told thru the eyes
and experiences of
iIndividual Soldiers

I First person

JReal, only semi-
filtered language

I Lots of fast photo and
video

1Bring the story to our
followers In real time

The Better Way

d
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JArmy Reserve Best
Warrior Competition

v 30 top Soldiers from
throughout the
210,000 strong force

v Five days of grueling
competition

v One storyteller — last
year's winner




Our First Big Test Case

1 The blog was the center of the plan — Staff Sgt.
Gutierrez posted from the site of the
competition a couple times a day

v"What was going on
v"How were the competitors feeling
v"What were they going thru




“= Our First Big Test Case

1 The blog was the center of the plan — Staff Sgt.
Gutierrez posted from the site of the
competition a couple times a day

v"What was going on
v"How were the competitors feeling
v"What were they going thru

“It wasn’t an easy task, as they soon found out, walking up and
down the hills of Ft McCoy. | remember one steep hill in
particular last year. After getting to the top of the hill my legs
curled up cramping and | felt | was done at that point. These
competitors, | could tell were feeling the same. But they kept
moving.” Staff Sgt. Francisco Gutierrez
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I Gutierrez, using a cheap Flipvideo camera
caught the action and the best off-the-cuff
remarks

v Supported by video and still photography team

The bloody foot and the PX
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<%= Our First Big Test Case

I Gutierrez, using a cheap Flipvideo camera
caught the action and the best off-the-cuff
remarks

v Supported by video and still photography team
The bloody foot and the PX

JIn addition to blog, used Flickr, Vimeo,
Facebook, the .mil site, and emaill

I Traditional media relations and internal
communications were integrated into the
execution plan




Our First Big Test Case

1 The numbers. In five (5) days:
v Blog — 18,123 views
v Flickr — 70,322 OPENED photos
v "Vimeo — 2,301 viewed videos
v Facebook — 532 interactions
v Website — 700% increase in traffic that week




nly Happens with Big Budget? ‘
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J1One Soldier on a Boat
with a camera and
Intermittent email

v One storyteller — first
person account with
lots of anecdotes

v"Real, personable,
funny

v"Numbers:
Blog: 6,231
Flickr: 9,032
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What Works — 10 plus one

1 Real speak — not corporate talk

) First person — find a storyteller

1 Make the fan part of the story

1 Relevance trumps frequency

] A great photo goes a long way

] Raw, real, even messy video

1 Don’t edit real life (sh!t, d#mn, and bad grammar)
] Monitor and acknowledge

] Robust rules of engagement on all platforms
1 Segment if necessary; Coordinate always

1 If you are having fun, so will your fans




> ‘How it has helped us

1 Bring the public to our operations in real time
] Energized group of fans who put legs on our stories

1 A venue for content normally culled from our traditional
products

1 Ability to keep in tune to what’s being said about us on
the net — and respond to it

1 When someone tweets ‘|l just joined the Army Reserve”
we can see it, and welcome them to the family

1 A venue to Soldiers, Families, and prospects to ask
guestions that would normally not be heard

] Energized a stale team of communications professionals
— it's dynamic and downright fun




If we can do it, so can you

] Big organization, small budget (basically $0)
] Big organization, small team (of one)

] Lots of resistance

1 Network “protectors” dug in (and armed)

1 Dispersed public affairs community — who answer to
their commander, not us

1 No expertise when we started (some would argue none
now either, but that’s another discussion)

1 Anti-social corporate personality
] Robust governance rules




Web together with Social Media

J www.armyreserve.army.mil

] Facebook.com/myarmyreserve

l Twitter.com/myarmyreserve

J www.myarmyreserve.blogspot.com
] Vimeo.com/myarmyreserve

- www.dividshub.net/units/usarc

Lt. Col. Gerald Ostlund, Webmaster and Chief Social
Media
gerald.ostlund@usar.army.mil
703-601-0870




