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Put simply, the USAG-Humphreys Social Media Network is a diverse collection of integrated 
social media modules, used in coordination to share command information products, foster 
workforce collaboration, crowd-source tasks, measure public opinion, build trust and engage 
with Soldiers, Civilians, Families and other garrison stakeholders. 

With the establishment of the USAG-Hum-
phreys Social Media Network, the garrison 
commander and staff now have the ability to 
build more personal and effective working 
relationships with members of the commu-
nity. At the same time, the network provides 
the community the ability to easily cross 
institutional communication barriers, gain 
greater freedom of expression, collectively 
resolve problems and access online forums 
where their voices can be heard.

In a broader sense, the garrison’s Social Me-
dia Network empowers employees to en-
gage with audiences around the world and 
act as advocates for the command with a set 
of clear objectives and in a very public and 
transparent domain.

Trust and transparency are an integral part 
of the Network’s social media rules of en-
gagement and direct participation by the 
garrison commander, directors, manag-
ers and subject matter experts goes a long 
way in ensuring the Network is perceived by 
the garrison’s stakeholders as a trustworthy 
source of news, information and support. 

The garrison’s social media rules of engage-
ment and strategy were specifically designed 
to improve communication with both inter-
nal and external audiences, streamline com-
mand information distribution methods and 
set clear guidelines for acceptable and ap-
propriate techniques to be used to engage 
the public in the online world of social me-
dia.

9,610
Total number of unique Twitter users receiv-
ing USAG-Humphreys’ tweets in December 
2011. The garrison’s Social Media Network 
includes 3 Twitter feeds, each designed for 

unique audience segments.

The key to the garrison’s social media com-
munications approach is in understanding 
that it’s not just a numbers game. While 
building an active fan base is important, the 
real value of social media is in turning fans, 
friends, and followers into advocates and 
partners in the communication process.

Increase in daily active users on the 

garrison’s Facebook fan page from 

January -December of 2011.

Background

JAN 2011 DEC 2011

626

1,551
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At the functional level, the garrison’s Social 
Media Network is centered on the integra-
tion of traditional communication tools with 
its social media modules. By acknowledg-
ing the continued relevance of command 
information newspapers, radio, television, 
official websites, email and other traditional 
media distribution platforms, the garrison 
takes a holistic approach to communication. 
The garrison’s strategy also acknowledges 
that traditional media remains an important 
source of command information products 
to compliment and cross promote its social 
media initiatives. The idea is to be in both 
spaces and do so in a coordinated and delib-
erate fashion.

1,270%
Anticipated increase in the number of Fam-
ily members stationed at Camp Humphreys, 

South Korea in the coming 5 years.

As USAG Humphreys undergoes the largest 
transformation in the history of the United 
States military (Figures 1 and 2), garrison of-
ficials realize a need to also fundamentally 
transform the ways in which they plan and 
execute public affairs operations. As part of 
this transformation process, the garrison in-

vested in the software, hardware and train-
ing required to establish a relevant Social 
Media Network, capable of reaching beyond 
the limits of its existing communication in-
frastructure and reduce the long-term re-
sources required to effectively communicate.

As outlined in version four of the Installation 
Management Campaign Plan, the key to suc-
cess during periods of rapid change is timely, 
accurate and targeted communication. As 
USAG-Humphreys transforms, the garrison is 
taking a deliberate approach to communica-
tion to prevent speculation, uncertainty, fear 
and anxiety within the garrison workforce 
and the community they support during this 
transformational period.  Consistent mes-
saging to all stakeholders goes a long way 
to shape expectations and garner buy-in to 
organizational change strategies and the 
challenges facing a rapidly growing military 
community.

While the garrison’s social media network 
started out as a way for the garrison to push 
news and information, it has evolved into a 
crucial relationship builder, integrated into 
all garrison activities. In the early days, just a 
few members of the garrison staff engaged 
its social media audience. Today, all directo-
rates are expected to be a part of the con-

Home to the 2nd Infantry Division’s 

Combat Aviation Brigade and the 

Army’s most active airfield in Asia, the 

number of Soldiers stationed at USAG-

Humphreys will grow in the coming 5 

years by 238%, from 6,67 to 22,497.  

U.S. Army photo by Ed Johnson

Total number of YouTube video views. 

The USAG-Humphreys Social Media 

Network includes 5 YouTube channels, 

each designed to target specific audi-

ence segments.

MONTHLY
VIEWS

TOTAL
VIEWS

114,094

5,060,991
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versation and managers are encouraged to 
create social media accounts, have a voice in 
the community and advocate for their func-
tional areas. Managers and leaders are also 
expected to field customer complaints and 
respond to requests for information.

At a time when many organizations are con-
sidering (or already are) banning the use of 
social media in the workplace, the USAG-
Humphreys communication strategy puts 
its emphasis on trusting employees to do 
what’s right and transparent. One way the 
garrison is doing this is by publishing guide-
lines identifying topics of discussion and the 
individuals responsible for facilitating those 
conversations. The USAG-Humphreys lead-
ership is also personally involved in the gar-
rison’s Social Media Network. From the garri-
son commander, to the deputy and principle 
staff, everyone has a hand in monitoring 
the social media conversation, engaging 
the community, facilitating discussions and 
building relationships.

Monitoring and measuring are also impor-
tant components of the garrison’s social 
media strategy. By establishing weekly plans 
(Figure 2), putting in place clear organiza-
tional goals, developing meaningful metrics 
of success, and establishing a variety of sys-
tems to accurately measure effectiveness, 
the garrison is able to ensure its messages 
are being communicated to the right audi-
ences – when and where they consume their 
information.

The Social Media Network is also used to lis-

ten. From conducting polls and surveying 
the community via Facebook, to dynamically 
generating media summaries with online 
tools like TwitterFeed, the garrison is using 
social media to keep its finger on the pulse 
of public opinion – both on the installation 
and in the surrounding Korean communities. 
This is particularly important in helping the 
garrison identify and address community 
concerns before they become problems.

36%
Approximate percentage of USAG-Hum-

phreys community members currently ac-
tive on the garrison’s Facebook fan page. 

  
Paradoxically, social media engagement 
can both foster and hinder an organization’s 
ability to communicate. Done well and with 
transparency, social media can be used to 
target audiences and engage them in mean-
ingful and productive conversations. On 
the other hand, social media has the power 
to rapidly fuel negative messages among 
influential audiences – particularly when 
the negative messages are true. It’s equally 
important to understand that the conversa-
tions about our garrison already exists in the 
social media space regardless of whether we 
choose to participate in them or not. 

With that in mind, the garrison’s Social Me-
dia Network is designed to maximize and 
encourage audience participation, because 
the audience members are often our best 

By utilizing video sharing sites 

like YouTube, Break and Dai-

lymotion (left),  USAG-Hum-

phreys is able to efficiently 

distribute news and welcome 

videos to a world-wide audi-

ence.  The garrison’s YouTube 

videos alone have been viewed 

more than 5 million times. 

The use of social media to 

distribute video products has 

also significantly reduced the 

resourcing  previously required 

to  develop, produce and 

distribute DVDs.The USAG-Humphreys Social Media 

Network includes more than 22 thou-

sand digital images uploaded to the 

photo sharing site Flickr. Images from 

the online archive have been viewed 

more than 7 million times. 

IMAGES VIEWS

22,740

7,523,465



8

advocates and will set the record straight 
when unfair negative messaging occurs. Of 
course, if the negative messages are true, 
the garrison takes immediate steps to cor-
rect the problem. The garrison commander, 
deputy or members of the staff also directly 
address the negative comments openly, let 
the audience know what is being done to 
fix the problem and follow-up by thanking 
those involved in identifying the issue and 
provide information on what can or can’t be 
done to resolve the complaints.

However one defines the garrison’s Social 
Media Network, it’s important to note that 
it’s not just about the technologies. More 
importantly, it’s about the conversation, the 
people and an institutional change in the 
way the garrison interacts with its commu-
nity members, workforce, and local national 
audiences. 

While USAG-Humphreys has an established, 
growing and successful social media pres-
ence, the development of the garrison’s So-
cial Media Network is far from over. 

In the coming years, USAG-Humphreys will 
see a period of rapid growth, as USFK forces 
move from garrisons near the Korean DMZ 
and in Seoul, to Camp Humphreys. Dur-
ing this period, the garrison footprint will 
grow from 1,210 acres to 3,538 acres. The 
number of mission personnel will grow by 
238%, from 6,657 to 22,497 and the num-
ber of Family members is expected to grow 
1,270%, from 1,883 to 25,846. To prepare for 
this growth, the garrison has begun work on 
the following:

1. Pre-position social media modules for fu-
ture use as the mission expands to support 
the largest military installation and most 
active Army airfield in Asia.

2. Test social media mobile commu-
nications tools to streamline 
emergency notification 
procedures.

3. Develop a more robust Korean-language 
social media presence in support of the Gar-
risons Community Relations Programs.

4. Develop and field a mobile-device-
friendly official website presence tied to the 
Network.

5. Integrate the installation command chan-
nel with social TV modules and web-based 
information delivery systems.

As USAG-Humphreys moves forward with 
the largest transformation in the history of 
the Department of Defense, the garrison re-
mains dedicated to continuing development 
of its Social Media Network and building on 
the success of its communications strategy 
by expanding on its existing portfolio of so-
cial media modules  promoting open, honest,  
transparent and meaningful online relation-
ships with our key audiences around the 
world. 

Bottom Line: The USAG-Humhpreys Social 
Media Network was designed to make 
it possible for the garrison to engage 
with Soldiers, civilians, Families 
and other IMCOM stakeholders to 
build awareness of and support 
for the Installation Manage-
ment Community mission 
using effective, coordi-
nated, and consistent 
themes and mes-
sages delivered over 
multiple media with 
high frequency.

MOBILE COMMUNICATIONS: 

Whether at home, in the office or on 

the road, today’s audiences expect in-

formation to be available on demand 

and at their fingertips.

To meet the changing communication 

needs of our diverse community and 

workforce, USAG-Humphreys utilizes 

mobile-ready social media modules 

like Twitter, Facebook and Flickr to 

ensure its audience has access to the 

information they need - when and 

where they want it.
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Promotion and Marketing: To promote its Social Media Network, USAG-
Humphreys developed and distributed a full-range of promotional mate-
rial designed to entice individuals and organizations to visit the Network’s 
myriad of content distribution modules, as well as participate in the vari-
ous social networking conversations. 

The primary focus of these campaigns is ultimately to draw audience 
members to a Network landing page on Facebook, because Facebook 
serves as the Network’s hub and meeting point.

As part of this ongoing promotional campaign, USAG-Humphreys de-
signed and produced a series of print advertisements and web banners 
for distribution via the command information newspaper and other offi-
cial print publications. These promotional items are also provided to com-
munity members during newcomer briefings and town hall meetings.

Additionally, the promotional material was designed to provide audience 

members with prominent links to a newcomer and “Welcome to Korea” 
videos, as well as the Network’s other social media modules. USAG-Hum-
phreys also directly promotes the Network via the command’s official 
website, by hosting links to Network modules, as well as information de-
tailing how to access and utilize Network content. The command’s official 
website also mirrors key command information content available on its 
various Network modules. This is done to ensure that those members of 
the audience unable to access sites like YouTube from their office comput-
ers are provided an alternative location to view and download the com-
mand’s key video content and welcome information. (Figure 30)

By taking full advantage of American Forces Network and Pentagon Chan-
nel radio and television services, USAG-Humphreys also promotes the 
Network by broadcasting radio and television commercials specifically 
designed to promote the Network and its various content distribution 
modules.
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2,328 acres
Area of Expansion

1,210 acres
Current Garrison Footprint

FIGURE 1: As USAG-Humphreys expands, the size of the garrison will grow from 1,260 to 3,588 acres. Construction in the area of expansion is already 
underway (below). During this period of rapid expansion, the use of social media is especially important in communicating construction updates, 
road closures, service provider moves, grand openings and other construction-related news and information. The Garrison’s Social Media Network was 
developed in a modular fashion to ensure it expands with the garrison and remains relevant throughout the transformation process. 

USAG-Humphreys Transformation

U.S. Army photo by Edward N. Johnson, USAG-H, PAO



11

Weekly Social Media Plan

FIGURE 2: Weekly 
social media plans 
are developed to 
add structure to 
the garrison’s social 
media communica-
tions strategy. Each 
plan contains a list 
of daily assignments, 
identifies members of 
the staff responsible 
for completing those 
assignments and in-
cludes communication 
themes, hashtags, talk-
ing points and areas of 
CI emphasis. 
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Social Media Network Modules

www.facebook.com/usaghumphreys

Facebook

www.flickr.com/usaghumphreys (Garrison photos)

www.flickr.com/imcomkorea (Morning Calm Weekly Newspaper photos with stories and captions)

Flickr

www.twitter.com/usaghumphreys (Garrison news feed) 

www.twitter.com/rokreport (Automated media summary)

www.twitter.com/poststatus (Garrison road condition feed - beta)

Twitter

www.scribd.com/morningcalmnews (Morning Calm Weekly Newspaper archive)

Scribd

www.youtube.com/usaghumphreys (Primary garrison video channel)

www.youtube.com/koreaculture (Newcomer channel containing Korean videos about culture)

www.youtube.com/warinkorea (Community relations channel honoring sacrifices of U.S. Soldiers in defense of Korea)

www.youtube.com/imcomkorearegion (Channel serves as a companion to the Morning Calm Weekly Newspaper and is 
used to distribute peninsula-wide news, newcomer information and and welcome videos)

www.youtube.com/imcomkorea (Established as a backup to @imcomkorearegion) 

www.youtube.com/thenewkorea (Established to provide video content related to transformation - beta)

YouTube

The USAG-Humphreys Social Media Network is composed of the following modules: Facebook, Flickr, Twitter, Scribd, You-
Tube, Ustream, Vimeo, Dailymotion, Break, Wikipedia, RSS and an email subscription service dubbed “Notes from the Gar-
rison.” The Network was specifically designed as a modular system to be flexible and scalable enough to remain relevant as 
the garrison transforms into the largest Army installation in Asia.  In the past, if someone were to search popular content 
distribution sites like YouTube or Flickr for information about USAG-Humphreys or the U.S. Army in Korea, they would have 
found very little and most of what they found would have been negative. Today, they will find literally thousands of of-
ficial photos, videos, news stories and links leading them back to the garrison’s official website. The following social media 
modules are maintained by USAG-Humphreys PAO:
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Social Media Network Modules (continued)

www.vimeo.com/humphreys (Channel serves as web-based companion to garrison’s command channel) 

www.vimeo.com/usaghumphreys (Channel hosts full-length newcomer and welcome videos)

Vimeo

www.dailymotion.com/imcomkorea (Channel hosts full-length newcomer videos and was established as an alternate op-
tion for those users unable to access YouTube, Vimeo or Break on a government network)

Dailymotion

www.break.com/imcomkorea (Channel hosts full-length newcomer videos and was established as an alternate video 
source for those users unable to access YouTube, Vimeo or Dailymotion on a government network)

Break

http://en.wikipedia.org/wiki/Camp_Humphreys

Wikipedia

“Notes from the Garrison” is a daily email sent to subscribers promoting events, news and social media links. “Notes from 
the Garrison” serves as a companion to the garrison’s Facebook fan page “Notes” tab. More than 1,000 community mem-
bers, commanders and garrison staff currently subscribe to the service.

Email subscription service

U
www.ustream.tv/user/usaghumphreys (Used to broadcast live town hall meetings and community update briefs)

Ustream
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Facebook
URL: www.facebook.com/usaghumphreys 

Primary Audience: Current and future Area III 
military community members.

Fans: 3,360+

Description: Facebook serves as the centrepiece of 
the garrison’s Social Media Network.    

With Facebook becoming one of the most power-
ful social networking platforms on the internet, it 
has opened the door for leaders and managers to 
interact directly with their customers, community 
members and workforce.

USAG-Humphreys remains committed to foster-
ing an open, two-way conversation on Facebook. 
While technology is important, successful Face-
book communications are more about trust and 
collaboration, not technology or control. With that 
in mind, the Garrison Commander decided early on 
to personally play an active role in reviewing and 
responding to questions or concerns posted to 
the garrison’s Facebook fan page. The commander 
contributes to Facebook on a daily basis - including 
weekends and holidays. Additionally, he encourag-
es his principle staff to become active members of 
the USAG-Humphreys Facebook community and to 
identify themselves when posting to the Garrison’s 
fan page, so members of the community know they 
are truly speaking with a subject matter expert and 
not an anonymous member of the staff.  

When faced with negative comments or commu-
nity concerns, Garrison leadership takes immediate 
steps to address the issues openly, collaborate with 
the community during the problem solving pro-
cess, and let the audience know what is being done 
to address their concerns or fix a problem. 

By taking a hands-on approach to Facebook, the 
Garrison Commander, staff and subject matter ex-
perts rapidly built rapport and trust with their audi-
ence members. (Figures 3-6) 

As the popularity of the garrison’s Facebook fan 
page grows, the installation has seen a sharp de-
cline in  traditional town hall meeting attendance. 
By building trust in the online world and addressing 
problems as they happen, Facebook has become 
the garrison’s de facto, 24/7, town hall meeting. 

From a technical perspective, the USAG-Humphreys 

ANALYTICS: In 2011, the garrison’s Facebook fan base grew by 70%. 

The rate of new likes and active users continues to grow rapidly.
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FIGURE 3: In early December 2011, it was announced that a new contractor was 

awarded the installation access security contract for all U.S. Army Garrisons in 

South Korea. It was also announced that during the transition period, Soldiers 

would augment the security forces and some gates would temporarily close.  Un-

derstandably, there was concern in the community about delays at the gates dur-

ing the transition period. The example above shows how explaining the reasoning 

behind a command decision on  Facebook can resolve community concerns before 

they become a bigger problem.

has taken several steps to customize its Facebook fan page to 
better meet the unique needs of its growing and increasingly 
tech-savvy community. 

Branding: First, the public affairs office developed avatars and 
uniformed branding and graphics  for the fan page and relat-
ed promotional campaigns. This branding initiative included 
the creation of a series of print advertisements, landing page 
graphics, web-banners, movie theater cinema ads, AFN televi-
sion spots and CCTV command channel slides. (Figures 7-10)

Several Facebook apps and iFrame tabs were also added to 
the fan page to provide viewers with a more visually appeal-
ing and informative browsing experience. The page’s avatar 
graphic is routinely updated to promote upcoming events 
and garrison activities. (Figure 9)

Landing Page: All new visitors to the garrison’s Facebook fan 
page “land” on a custom developed iFrame “Welcome” tab. 
This tab was developed to explain the purpose of the site, re-
inforce command messages, show the benefits of joining in 
the community’s online conversation and ultimately increase 
the number of people who “like” the page (Figure 11).

Ustream.tv Tab: Garrison town hall meetings, community 
update briefs and other major events are broadcast live via 
Ustream.tv to a custom tab on Facebook. Those watching the 
events live from their office or home are also encouraged to 
submit questions for the command group and subject matter 
experts to be answered during the live sessions (Figure 11).

FIGURE 4: The garrison commander personally invites community members to his 

monthly  “Meet the Command Group” sessions (above), which serve as an informal 

opportunity for anyone on the installation to meet the commander face-to-face, ask 

questions and voice concerns. He and the members of his staff also answers ques-

tions directly on Facebook on a daily basis.

FIGURE 5: Facebook announcement encouraging viewers to tune into a community update briefing 

streaming live to Facebook via Ustream.

FIGURE 6: The garrison’s Facebook fan page is often used to answer newcomer questions like this one 

from a Soldier asking about the garrison’s Senior Enlisted BEQ. These types of questions are generally 

answered by PAO in consultation with a subject matter expert.
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FIGURE 7: Full page Morning Calm Newspaper ad promoting the Facebook fan page. All of the promotional material was designed and produced by the garrison’s Public Affairs Office.
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FIGURE 8: Command Channel (CCTV) slides are used to promote the garrison’s Facebook fan page to its internal audiences. 

FIGURE 9: Morning Calm Weekly Newspaper banner ads (above) are used to promote both local and regional Facebook fan pages throughout the Republic of Korea. 
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FIGURE 9: Seasonal and special event avatars are used to cross promote garrison activities like the “Polar Bear Swim” (below).
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FIGURE 10: Screen shots 

from an AFN Korea TV spot 

created to increase com-

munity awareness of the gar-

rison’s Facebook fan page.
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FIGURE 11: All new visitors to the garrison’s Facebook fan page “land” on this custom “Welcome” tab and are encouraged to “like” the page. 
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One of the 22,000+ digital images currently maintained in the garrison’s Flickr archives. This image depicts the garrison’s “Splish and Splash” water park. U.S. Army photo by Edward N. Johnson

URL(s):  www.flickr.com/usaghumphreys 
	 www.flickr.com/imcomkorea 

Image Views: 7,500,000+

Uploaded Images: 22,700+

Description: Flickr serves as the garrison’s 
flagship photo distribution module and  
web-based companion to the Morning 
Calm Newspaper. 

The garrison Public Affairs Office maintains 
and updates two Flickr photo archives. The 
first is used to store and distribute local 
garrison images. The second is used to store 
and distribute Korea-wide Morning Calm 
Newspaper stories and photographs (Figure 
14).

Additionally, both archives are used to share 
historical images from the Korean war, as 
well as image collections showcasing Korean 
culture and modern society. 

The Korean war images are particularly pop-
ular with our exter-
nal Korean audi-
ence and play an 
important role in 
the garrison’s over-
all community rela-
tions programs by 

increasing awareness of the sacrifices made 
by the U.S. Military in the defense of South 
Korea’s liberty.

All photos printed in the Morning Calm 
Weekly Newspaper are uploaded to Flickr 
and readers are encouraged to utilize the 
garrison’s Flickr channels to access, down-
load, or print copies of news photos previ-
ously published in the paper (Figure 15-17).

Additionally, Flickr photos are linked as slide 
shows to other social media modules and 
online publications.

 

 

Flickr

Total number of comments posted to 

the garrison’s Flickr archives and total 

approved “contact” relationships with 

other Flickr users and followers.

COMMENTSCONTACTS

462

1,288
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FIGURE 14: All photos printed in the Morning Calm Newspaper are uploaded by members of the USAG-Humphreys Public Affairs Office to Flickr. Hyper links are also added to the stories inviting view-
ers to visit the garrison’s official website or Facebook fan page. Once uploaded to Flickr, the images and stories are cross-promoted on Facebook and Twitter.
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FIGURE 15: Full page Morning Calm Newspaper ad promoting a Flickr set of cultural photos related to Korea. This photo set was established as a tool for sponsors to use in sharing information and 

imagery about Korean culture with newcomers and those on assignment to Korea.
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FIGURE 16: A series of Morning Calm Newspaper quarter page ads promoting Flickr.  Created by members of the USAG-Humphreys Public Affairs Office, all ads were designed to create awareness 

about the online availability of high-res photographs from the command information newspaper and encourage readers to become advocates by helping to showcase and share images and stories.
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FIGURE 18: Morning Calm Weekly Newspaper photo captions encourage readers 

to utilize the USAG-H Flickr modules to download or print copies of news photos 

previously published in the paper. The photo (left) was published in the Morning 

Calm on Dec. 2, 2011.

Animated command Channel (CCTV) slides are also used to promote the gar-

rison’s Flickr page (top). 
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Twitter
URL(s): 	www.twitter.com/ROKreport 
	 www.twitter.com/usaghumphreys 
	 www.twitter.com/poststatus 

Fans: 3,600+

Description: Twitter is a social media platform that 
allows users to share short messages instantly. User 
can “follow” each others message feeds use direct 
messaging tools or the @username command to di-
rect a message to another Twitter user.

The USAG-Humphreys Social Media Network cur-
rently has three Twitter modules. Two of the feeds 
(@ROKreport and @PostStatus) are primarily used 
to collect information and monitor the online con-
versation. Occasionally, tweets are posted to these 
modules manually, but most of the tweets are dy-
namically posted using automated RSS aggrega-
tions tools like TwitterFeed (Figure 18).

With TwitterFeed users can collect, filter, schedule 
and feed updates to Twitter automatically. For the 
garrison’s Social Media Network it is used to dy-
namically update the @ROKreport media summary 
by aggregating the latest news and information 
related to the Republic of Korea from a variety of 
online sources. The service is also used to collect 
and post garrison command information products, 
press releases and news stories using unique Twit-
ter hashtag identifiers like #TMCW or #KoreaNews. 

Another advantage of twitter is that it allows users 
to quickly  forward messages and links to their fol-
lowers. This process is known as “re-tweeting”  and 
makes it easy for public affairs personnel to share 

ANALYTICS: USAG-Humphreys takes advantage of free services like TweetReach (above) and TwitterStats to measure the exposure and reach of its Twitter messages. 
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FIGURE 18: This chart demonstrates how USAG-Humphreys utilizes RSS feeds and automated tools like Twitter Feed and Hootsuite to manage Twitter and Facebook accounts.

each other’s messages and communicate news, talking points 
and command messages originally tweeted by IMCOM HQ, to 
local audiences in Korea. 

While the garrison routinely uses Twitter to push information, it 
is also utilized to monitor public opinion and pull information 
from a variety of local, national and international news sources 
via automated RSS aggregation tools. (See page 28).

Because Twitter is often the “first line of complaint” and a reliable 
source of breaking news, the garrison also monitors it regularly 
with HootSuite, a social media management system capable of 
tracking, engaging, and measuring social media conversations 
via a web-based dashboard (Figure 19).

By establishing a HootSuite Pro account, the USAG-Humphreys 
public affairs office is able to have multiple contributors to the 
garrison’s social media platforms without sharing passwords. 
Additionally, HootSuite allows users to schedule messages in 
advance, assign messages for follow-up, automatically shorten 
URL’s, monitor several social media platforms from a single dash-
board and track analytics. 

USAG-Humphreys is currently testing Twitter as a tool for col-
lecting installation road condition updates from an established 
RSS feed and dynamically publishing those updates to Twitter 
and Facebook automatically (Figure 18).

arr

FIGURE 19: With Hootsuite’s scheduling tools, Twitter users are able to schedule messages months and 

even years in advance. For example, these messages will be posted to Twitter through the first 5 months 

of 2012, however they were actually scheduled by USAG-Humphreys PAO in November 2011 (above).
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On Dec. 19, 2011, North Korea announced the death of its long-time leader Kim Jong-il, an 
event with the potential to destabilize the region. Immediately, dozens of online news sites 
were scoured for information, photos and headlines related to his death. Once filtered for 
relevancy, USAG-Humphreys compiled them and produced an up-to-the-minute media sum-
mary. As the week went on, the summary was updated around the clock for distribution to 
the Garrison commander and his staff. Wile the creation of daily media summaries is routinely 
performed by PAOs around the world, what set this summary apart from the rest is that its was 
done entirely by using an automated news aggregation system dubbed the “@ROKreport.”  

One of the many instant messages automatically Tweeted by @ROKreport following the death of North Korea’s Kim Jong-il.  

By utilizing social media tools like HootSuite, Yahoo! Pipes and TwitterFeed to filter and aggregate news from a variety of 

online sources, The USAG-Humphreys Social Media Network provides up-to-the-minute Republic of Korea media sum-

maries to military leaders and public affairs offices around the world via www.twitter.com/ROKreport. 

Automated news gathering

Prior to fielding the @ROKreport, garrison public af-
fairs personnel would manually scan the web for 

news related to the U.S. Army’s mission in Korea. A 
written summary of the news was then produced and 
distributed to senior leaders in the garrison’s area of op-
eration as a PDF via email. The garrison’s media relations 
personnel spent approximately 2-3 hours each day col-
lecting news articles and formatting the report.

With the development of the @ROKreport, senior lead-
ers and public affairs professionals now have a much 
more comprehensive and up-to-date report and what 
had been a time consuming process is accomplished 
automatically, freeing up manpower to support the gar-
rison’s growing public affairs mission requirements. 

To accomplish this, the garrison public affairs office es-
tablished a twitter account dubbed @ROKreport. They 
then identified 27 local, national and international RSS 
news feeds related to Republic of Korea. News aggrega-
tion applications like TwitterFeed (Figure 19) and Yahoo! 
Pipes then linked with these feeds and dynamically col-
lected, filtered and published relevant news stories con-
tinuously to the @ROK report.

3,325
The number of individuals and organiza-
tions currently following the @ROKreport.

With more than 3,200 followers, the @ROKreport is also 
used in partnership with the garrison’s Facebook fan 
page, Flickr photo archive and Morning Calm Weekly 
Newspaper to dynamically distribute links to garrison 
news, photos, command information products and road 
conditions. This process is also automated via the use 
of RSS feeds, targeted Twitter hashtags and HootSuite 
(Figure 20). 

Total number of @ROKreport fol-

lowers and  tweets automatically 

filtered and posted to the feed.

FOLLOWERS TWEETS

3,200+

14,800+
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FIGURE 19: TwitterFeed allows users to collect, filter, schedule and feed updates to Twitter. As part of the USAG-Humphreys Social Media Network it is also used to dynamically update the garrisons  

@ROKreport media summary by aggregating the latest news and information related to the Republic of Korea from a variety of online sources. The service also collects and posts garrison command 

information products, press releases and news stories using unique Twitter hashtag identifiers like #TMCW or #KoreaNews. A hashtag is a tag used on the social network Twitter as a way to annotate a 

message and is a word or phrase preceded by a “#.” Example: #USAGH. Hashtags are commonly used to show a tweet (a Twitter message) is related to an event, conference or topic of discussion.
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FIGURE 20: HootSuite is a social media communications dashboard developed for online brand management. The USAG-Humphreys Public Affairs Office uses HootSuite Pro to publish news, informa-

tion, links, videos and photos to Facebook, Flickr and Twitter. By establishing a HootSuite Pro account, the public affairs office is also able to have multiple contributors to the garrison’s social profiles 

without sharing passwords, schedule messages days or months in advance, assign messages for follow-up, automatically shorten URL’s, monitor several social media platforms from a single dashboard 

and track analytics. 



31

YouTube
URL(s): 	  
www.youtube.com/usaghumphreys 
www.youtube.com/warinkorea 
www.youtube.com/koreaculture 
www.youtube.com/imcomkorea 
www.youtube.com/imcomkorearegion 
www.youtube.com/thenewkorea (Beta) 

Views:  	 5,060,000+

Audiance:  Internal/External (world-wide) 

Description: USAG-Humphreys’ Social Media 
Network currently relies on 5 primary  You-
Tube channels to distribute video content 
to a world-wide audience. The focus of these 
channels is to distribute newcomer, news 
and informational video content (Figure 21).

A majority of the news videos are produced 
by AFN-Korea or the Pentagon Channel. 
However, the welcome and newcomer vid-
eos are produced by IMCOM in Korea.

The @usaghumphreys channel hosts local 
news and welcome videos. The channel also 
contains fitness and self-help videos to sup-
port the garrisons health and wellness pro-
grams.

108,307
Total number of times viewers have 

watched the Network’s “Welcome to Korea” 
and USAG-Humphreys’ “Tour of Duty”  

videos on YouTube. 

 
In addition to the news and newcomer vid-
eos, the Network has a channel related to the 
Korean War. The channel was developed to 
primarily target an external Korean audience 
and plays an important role in the garrison’s 
overall community relations programs by in-
creasing awareness of the sacrifices made by 
the U.S. Military in defense of South Korea’s 
liberty. The Korean War channel is unique in 
that in 2011 it was granted “Partnership” sta-
tus by YouTube, which allows the garrison to 
use YouTube’s advanced channel branding 
and analytical tools. Visitors to this channel 
are also provided links to the Good Neighbor 

FIGURE 21: The garrison’s YouTube channels are used to showcase both news and welcome videos (top).

DEMOGRAPHICS: The regional channel audiences primarily consist of males between the ages of 18-54.
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Community Relations website. Many of the video 
captions, titles and tags on this channel have also 
been translated into the Korean language to make 
it easier for local nationals to access and understand 
(Figure 22).

Responsibility to update and maintain both @im-
comkorea and @imcomkorearegion channels was 
transferred to USAG-Humphreys with editorship 
of the Morning Calm Weekly Newspaper following 
the 2011 deactivation of IMCOM-K. At that time, a 
decision was made to keep the channels in the Net-
work’s social media inventory, despite the change 
in regional headquarters, because of benefits 
gained by tapping into their established audience 
base. This is similar to the decision made by Army’s 
official YouTube channel administrators, when the 
then Soldiers Media Center’s name changed to De-
fense Media Activity.

Branding: The public affairs office has developed 
promotional campaigns to increase awareness of 
the Network’s YouTube offerings and make it easier 
for audience members to search for and find the 
videos they are interested in viewing. As part of this 
initiative, all videos are uploaded with custom tags, 
descriptive headlines and, when possible, Korean 
language translations of the titles and tags.

Branding initiatives also include the creation of 
of print advertisements, web-banners, and AFN 
TV spots. Additionally, the YouTube channels are 
designed to cross-promote each other, the garri-
son’s official website and other Network Modules 
through the uniformed placement of hyperlinks on 
the channel and videos (Figure 23).

NEWCOMER SUPPORT: The @koreaculture channel was developed to share newcomer information and 

cross-promote the garrison’s official website and Social Media Network. Most of the videos on this channel 

were provided at no cost by the Korean government and showcase Korean culture and tourist destinations. 

This channel has the added benefit of helping to dispel misconceptions about what it’s like to live and serve in 

modern-day Korea.

FIGURE 22: The @warinkorea channel was developed to honor the sacrifices made by the U.S. Military in the 
defense of South Korea. The channel additionally promotes community relations initiatives by showcasing the 
strength and longevity of the alliance between the United States and South Korea.  

FIGURE 23: An example of hyperlink cross-promotion
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Vimeo
URL(s): www.vimeo.com/usaghumphreys

Description: Vimeo is a video-centric social 
networking site. The community of Vimeo is 
large and consists primarily of indie filmmak-
ers and people with a passion for film. Be-
cause it can be accessed by government net-
work users in Korea and allows for full-length 
video uploads, USAG-Humphreys utilizes 
Vimeo to host and distribute a web-based 
version of the garrisons command channel.

Dailymotion
URL(s): www.dailymotion.com/imcomkorea

Description: Dailymotion serves as an alter-
nate video distribution outlet for USAG-Hum-
phreys’ Social Media Network. In particular, 
this channel is used to host high quality, full 
length videos for distribution on those DoD 
networks currently blocking YouTube. 

Responsibility to maintain this video channel 
was transferred to USAG-Humphreys follow-
ing the 2011 deactivation of IMCOM-K. 

Break
URL(s): www.break.com/imcomkorea

Description: Break is generally not blocked 
on DoD networks and serves as an alternate 
video distribution outlet for USAG-Hum-
phreys’ Social Media Network. The channel 
is primarily used as an alternate platform to 
distribute the garrison’s welcome and new-
comer videos.

Responsibility to maintain this video channel 
was transferred to USAG-Humphreys follow-
ing the 2011 deactivation of IMCOM-K. 
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Scribd
URL: www.scribd.com/morningcalmnews 

Reads: 311,230+

Uploads: 400+

Description: Scribd is a social networking docu-
ment-sharing website which allows users to post 
documents of various formats, and embed them 
into a web page using its iPaper format. 

USAG-Humphreys uses Scribd as a web-based com-
panion to the Morning Calm Weekly Newspaper.

All issues of the newspaper are uploaded to Scribd 
on a weekly basis. Links to the uploaded files are 
then cross-promoted via Twitter and Facebook.

Scribd is also used to distribute a 32 page, semi-
annual, “Welcome to Korea” guide and other com-
mand information products.

All major document types can be formatted into 
Scribd iPapers, including Word docs, PowerPoint 
presentations, PDFs, OpenDocument docs, OpenOf-
fice.org XML docs, and PostScript files.

Scribd also provides users search engine optimiza-
tion tools and the ability to dynamically post links 
to files as soon as they are upload.ANALYTICS: In 2011, the garrison’s Facebook fan base grew by 70%. 

The rate of new likes and active users continues to grow rapidly.

ANALYTICS: Scribd provides users a comprehensive set of analytic tools to measure trends, track reads, determine traffic sources an gauge audience demographics.
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“Notes from the Garrison” is a daily email sent to those 

who sign up for the service and a one-stop, comprehen-

sive source of garrison information related to upcoming 

events, news, employment opportunities, command 

messages and post status updates. This service was 

developed as a companion to the garrison’s Facebook 

fan page. Through the use of automation tools like Twit-

terFeed.com, “Notes from Garrison” is also automatically 

posted to the garrison’s Twitter accounts and published 

to the garrison website. Currently, more than 1,000 com-

munity members, unit commanders,  and garrison staff 

members subscribe to the service.

“Notes to the Garrison” on Facebook

“Notes to the Garrison” email message

“Notes from the Garrison” tweets with links back to the garrison’s Facebook fan page.

Email Subscription Service
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LIVE BROADCAST: Ustream is a leading live interac-

tive broadcast platform. With Ustream, anyone with an 

internet connection and a camera can broadcasts live to 

world-wide audiences via the web.  USAG-Humphreys 

uses “Ustream Producer Pro,” a paid service, to broadcast 

garrison town hall meetings, community update briefs 

and other garrison events to a Ustream tab on the gar-

rison’s Facebook fan page. Viewers can also tune into 

the broadcasts directly by visiting the garrison’s Ustream 

profile page.

USTREAM PRO: The Ustream Pro account allows users 

the ability to broadcast  HD content from multiple 

cameras, screencast, title, and add graphics to live video 

productions. Another benefit of establishing a paid Pro 

account is that the garrison can turn off commercial 

advertising that would otherwise be included in the live 

stream when broadcasting with Ustream’s free service. 

URL: www.ustream.tv/usaghmumphreys

 

Command Information Chief Steve Hoover (right), uses Ustream Producer Pro on a Mac to 

broadcast a town hall meeting live to the garrison’s Facebook fan page.

Ustream.tvU
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URL:  
http://en.wikipedia.org/wiki/Camp_Humphreys 

Description: Wikipedia is an open-source encyclo-
pedia maintained, edited and policed entirely by 
volunteers. Anyone can create and edit Wikipedia 
articles. The site has very specific and restrictive 
content verification requirements that make it dif-
ficult for undocumented or false claims to remain 
in articles.

Factual and well documented information is gener-
ally difficult to remove. Wikipedia has been a very 
successful platform to use in documenting histori-
cal reference facts about Camp Humphreys and to 
drive traffic from Wikipedia to the garrison’s official 
website. Wikipedia also provides basic user statis-
tics.  

Wikipedia serves as the Network’s primary Internet 
reference and research module. USAG-H PAO regu-
larly monitors and updates the garrison’s Wikipedia 
article to ensure it accurately tells the USAG-H story.

ANALYTICS: The Camp Humphreys Wikipedia article was read 2,818 times in November, 2011. Ninety six of those readers then followed links from the 

article to the garrison’s official website  (See Google Analytics inset). 

Wikipedia.org


