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MEMORANDUM FOR RECORD
SUBJECT:  Fort Gordon Digital Presence (Keith L. Ware Category D)
1.  Fort Gordon makes use of an installation web site, Facebook, Twitter, Flickr and YouTube for its online presence. Although all members of the Public Affairs Office staff make a contribution to these online venues, Public Affairs Specialist Tai Doick manages our digital communications tools. He designed and maintains the Fort Gordon website at http://www.gordon.army.mil, and he manages/executes daily contributions to our social media platforms. 

2.  INTENT. The installation’s digital presence is more than a supplement to traditional PA programs, such as the installation newspaper or media engagements. We recognize that our digital platforms are quickly supplanting traditional media as the information source of first choice to be an interconnected, mutually supporting web of digital communications for members of our community and as such must be considered as primary communications tools when developing strategy to achieve installation objectives. Although some of our online venues are more developed than others, each plays a key, role in our public affairs programs. Taken as a whole, our online presence is intended tools that reach our internal and external audiences quickly and permit them to interact with us.
3.  INSTALLATION WEB SITE. Doick developed and released the current Fort Gordon web site, located at http://www.gordon.army.mil, in May 2014. It replaced a dated, chaotic site on which everything was displayed as a priority – meaning that nothing was a priority. The key intent for the site is threefold: 1) serve as an online reference tool regarding Fort Gordon; 2) support relocating service members and families and sponsorship requirements; and 3) aggregate references to other PA-supported media. As an online reference and tool for use by relocating families, the site enabled us to discontinue production of the Fort Gordon CE guidebook, saving hundreds of valuable man-hours each year. Since May, the site has received more than 325,000 visits; this figure accounts for a 4-week offline period during which the web server crashed and the site had to be rebuilt. Content from the installation newspaper web site (hosted by our publisher) keeps the page fresh-looking for visitors. In addition to its key objectives, the web site recently began hosting “The City of Fort Gordon,” a blog by the garrison commander to inform the community and explain “town issues.” It should be noted that other local websites, such as www.signal.army.mil and http://cybercoe.army.mil/, make use of similar templating as the Fort Gordon site, but are functionally supportive of the Cyber Center of Excellence mission and are maintained by the Cyber CoE staff. The Fort Gordon site 
is focused on installation content for the local community and information seekers from elsewhere.
4.  INSTALLATION FACEBOOK PAGE.  Mr. Doick reset PAO’s Facebook to zero in September 2012, deleting the previous page and replacing it to correct policy compliance issues and use a different Facebook template. This enabled use of the “Events” pages to conduct quarterly town hall meetings, isolating the town hall from the rest of the page’s content. The current page is found at http://www.facebook.com/ftgordonga. As a result of his efforts, Facebook is now at the center of our digital presence, having achieved almost 10,000 “likes” (in a relatively small military community with an active duty population of about 15,000) in the two years; during 2014, the number of likes more than doubled from 4,159 to 9,228. Posts to our page reach an average of 19,154 users weekly, with a weekly average of 2,671 engaged users. As a result, Facebook has become the media through which we reach the most people in the fastest. For example, it proved invaluable during the ice storm that struck our area in 2014, allowing us to communicate breaking information about conditions, availability of services, power restoration, and work reporting instructions. Moreover, it did that via two-way communication, so that community members could report information of value to the command and questions could be answered directly. This two-way interaction had impacts beyond the public affairs program, helping to shape the ice storm response itself.

3.  INSTALLATION TWITTER FEED.   Efforts to fully integrate Twitter into our digital presence began in earnest in February 2014. Since that time, our tweets from https://twitter.com/fgpao have accumulated 550 followers with 117,000 impressions and a 1.5% engagement rate. We use Twitter as a digital shout-out, an alert to community members that something interesting or important has developed, and they can find out more about it if they like. However, we recognize that Twitter has its own discrete audience of users and ensure that content available in our other media is available through Twitter as well.
4. INSTALLATION FLICKR PAGE.  Flickr is an increasingly valuable resource in the Public Affairs Office. Our Flickr photostream (https://www.flickr.com/photos/fortgordon/) increases the size of our digital footprint. More importantly, it is an easily accessible host for Army images in the public domain. Through our photostream, members of the installation staff and community can browse and retrieve photos without tying up valuable PAO man-hours. This frees PAO from the drudgery of selecting and providing photos for all manner of command purposes. Although providing photography services is not part of the “PAO mission,” it is certainly part of the reality of most Public Affairs Offices. Our Flickr site helps us fulfill our obligation to be a helpful part of the Fort Gordon team at almost no cost. It is also an adjunct to the installation web site’s role of an online 
reference and a tool to assist in the relocation process by providing a visual portrayal of life in the city of Fort Gordon.

5.  INSTALLATION YOUTUBE CHANNEL. The Fort Gordon YouTube channel (http://www.youtube.com/FGPAO) primarily serves as a storage site to host video content served in other media. We make no effort to drive traffic to YouTube, because we would prefer that users converge on our web site or Facebook page, where they can view the videos in a timely way and be exposed to other content displayed there. 
6.  STRATEGY. Each week’s online activity is broadly sketched in a written “plan of the week,” with ample white space for “opportunity posts” that entertain. While not directly supportive of installation objectives, these “opportunity posts” help build the audience of users reached through our online presence, increasing the effectiveness of command and public information efforts on the web and building engagement. 
Cross-promotion using all online media is a key to success. For example, newspaper stories, Facebook posts, tweets, and news items on the installation web site all contain links to one another, driving traffic. Occasional online “ads” promote the use of our digital resources (i.e., a Facebook post about the availability of images on our Flickr photostream). Videos stored on YouTube contain “credits” listing other online resources. Our overarching philosophy is, wherever you find a piece of information online, you’ll also find a reference to another medium that will tell you more and familiarize you with our media. 

An example of the use of our digital media in support of installation communications objectives can be found in our campaign to prepare the community for full implementation of the Automated Installation Entry system. The system required community members to register their DOD identification cards in the AIE database, so that they could be “swiped” at an AIE kiosk upon arrival at the gate. As the date for full implementation approached, installation leaders were concerned that the pace of registration would produce a large number of ID cardholders – particularly among retirees – who would not be registered in time. Since unregistered ID cardholders were to be diverted to the visitor’s entrance, this had the potential to create major snarls at the installation’s access points and high dissatisfaction among community members.
PAO produced a series of mutually supporting products – newspaper stories, video stories, a “how-to” video showing the steps associated with use of the AIE system, a PDF brochure for distribution online and in hard copy to units – and conducted a series of media engagements with key local news outlets during a 4-week period.
Video products were hosted on YouTube, and served to users on the installation Web site and Facebook. The videos also ended with references to locations where additional information would be available. 
As products became available, timely posts on Facebook and Twitter alerted the community to their availability. 

In addition, we added a special web page devoted to implementation of the AIE system to the installation Web site. We made products all these products available there as they were completed, and then promoted the page with additional social media posts. 
External media engagements helped drive the off-post community, and retirees in particular, to the site to get information on registration. As a result, the installation met its goal on the number of registered users, and the retiree population adjusted quickly to AIE because they had been familiarized with it. This is the model we customarily follow in pursuit of significant installation communications objectives. Without our digital presence, these objectives would be difficult to obtain. 

.  POC is the undersigned, (706) 791-6011.
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