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U.S. Army Garrison Japan’s Social Media Network Platforms:

Official Website - http://www.usagj.jp.pac.army.mil
Facebook - http://www.facebook.com/usagj
Google+ - https://plus.google.com/111160599639559783562#111160599639559783562/posts
Flickr - http://www.flickr.com/usagj
YouTube - http://www.youtube.com/usagjapan
Vimeo - http://www.vimeo.com/usagj
Twitter - http://www.twitter.com/usagjapan
Pinterest- http://www.pinterest.com/garrisonjapan/
Slideshare - http://www.slideshare.net/usagj



Social Media Program Overview

Since conception in 2003 with the official U.S. Army Garrison Japan 
Facebook page, USAG-Japan has made every attempt for their social 
media presence to be “the” source of valuable community information. 
When relying information to the community the garrison’s leaders 
identified the fundamental need to change the way community members 
receive information. By utilizing different social media platforms in an 
attempt to engage the community at “all ends,” the garrison identified 
that there was need for a basic social media program since social media 
was where the majority of community members would go to get the 
latest community information released.

After years of trial and error with the various social media platforms 
used by the USAG-Japan Public Affairs Office, the problem became 
simply that; the use of several different social media platforms in an 
effort to give the community the most information as possible was not 
beneficial because not every social media platform used can be used the 
same way. The various SM platforms used were not meeting the needs 
and expectations of the audience members. Some audience members 
only wanted a lot of pictures while others only wanted the content. 
Attempting to update every social media platform with both content and 
pictures was not feasible, as not every platform allows for both content 
and pictures to be uploaded.
	
Concept
Starting April 2014, USAG-Japan put new initiatives in place regarding 
their social media program to decisively change the way audience 
members viewed the social media platforms used and to make the 
various platforms work for each other. By taking the definition 
of “network” and applying it to the garrison’s motto, “S.E.T. the 
Standard,” a new social media concept was developed.

S: Service
E: Excellence
T: Teamwork

By providing the basic service of relying information in a timely 
manner, garnering the knowledge and training needed to provide 
excellence in the products and information released to the public 
through uploading content, and by utilizing the garrison’s PAO team 
member’s strengths to keep the community informed, USAG-Japan 
created the “Plug into Community” social media concept. 

The thought process behind this concept is to entice the community 
to plug into or get evolved and engaged with their own community by 
accessing the garrison’s network of information through SM platforms.

A network is about “interconnecting” people and things. The concept of 
interconnecting the USAG-Japan community through social media by 
the different aspects that make the community thrive became the goal 
and mission for USAG-Japan’s SM content managers.

Planning and Coordination	
To do this, first the SM content managers had to realize the overall 
mission for utilizing social media in our community. The mission for 
USAG-Japan’s social media is to “digitally engage Soldiers, Civilians, 
Family members, local national employees and other stakeholders 
to build awareness of the garrison’s mission and to use effective, 
coordinated and consistent themes and messages delivered over the 
social media platforms used daily by the agreed audience members of 
the USAG-Japan community.”

Second, the content managers focused on the expressed daily needs of 
the audience members by asking questions like: “What is happening 
in my community today?”, “How can this community keep me 
engaged?”, and “Where should I go to get the lasted information?” 
To answers these questions, the thought process of intersecting 
information contained in each post like a network through “redirection.”

When redirecting our audience members to the other SM platforms 
within the garrison’s social media network, the SM content managers 
learned they could follow the audience member’s true “engagement” 
from each spectrum of social media utilized.

USAG-Japan’s SM content managers made the conscious effort to 
increase awareness of the various SM platforms mainly by word-of- 
mouth; simply getting the word out there. With the intent to build a 
stronger, trustworthy relationship with USAG-Japan’s targeted public 
audience, the SM content managers regularly read the garrison’s SM 
platforms fanbase’s posts and thoughtfully provide adequate updates.

By doing this USAG-Japan has effectively increased the awareness 
of how USAG-Japan’s community members, Camp Zama and the 
surrounding local Japanese community members receive information 
through the various SM platforms used by the garrison. By streamlining 
the garrison’s social media program by deleting old accounts and only 
using the social media platforms that best communicate our messages to 
the most people, we have learn to how to use social media as a valuable 
resource for our community.
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Facebook
The U.S. Army Garrison Japan Facebook page serves as a platform to 
relay the most current information to our community.  Communication 
is key, and by posting commanding messages, community information 
such as closures and upcoming events, and emergency weather 
information, in a timely manner, the garrison’s Facebook page has 
become the number one source for the most up-to-date community 
information provided to the USAG-Japan community.

Facebook allows the garrison to effectively distribute news, videos, 
flyers, photos and command messages quickly. Our SM content 
managers make sure the content posted to Facebook is timely and 
relevant to our community members, so our Facebook audience get the 
most from every post.  

By redirecting the garrison’s Facebook audience to the other social 
media platforms within the USAG-Japan social media “network,” not 
only do those audience members receive the most recent information, 
but they can simply follow the links to access extra information per 
event. 

Facebook Analytics 
Researching the weekly and monthly activity and insights such as 
the likes, shares, comments and engagement trends on the garrison’s 
Facebook page helped our social media content managers discover that 
our community members like to “see themselves.”

The majority of garrison’s Facebook page likes comes from what the 
garrison SM content managers like to call “re-posts,” or content posted 
following events that were originally announced on the garrison’s 
Facebook page.

	 Process of “Re-posting”
	 1. Inform the community of the event within five business days 	
	 of the event.
	 2. U.S. Army Garrison Japan’s Public Affairs Office covers the 	
	 event. 
	 3. The coverage or “reposted” event 		
	 is posted to the garrison’s Facebook 		
	 page within a timely manner from the 	
	 events conclusion; usually within one to 	
	 two business days.
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By using the social media concept of “networking” through redirection, 
audience members see highlights from each community event then they are 
redirected to the other SM platforms used within the garrison’s social media 
network; which they can either download photos, read the news articles or 
watch videos. 

An original POST
and a redirected
REPOST

Effective Engagement
USAG-Japan’s Facebook 
fanbase is continuously 
growing due to the 
“network” concept. In 
a recent analysis of the 
garrison’s Facebook 
fanbase engagement over 
the last three years, in 
which community members 
actually like, comment or 
share information directly from the garrison’s Facebook page, shows 

a dramatic increase in 
community engagement.

2012 Garrison 
Facebook Engagement

2013 Garrison 
Facebook Engagement

2014 Garrison 
Facebook Engagement



Japanese Facebook
Bilateral Communication
A unique factor about USAG-Japan is its bilateral relationships with 
the surrounding Japanese communities. Many times when posting to 
Facebook, the USAG-Japan SM content managers will translate the post 

to target the local 
national employees 
working for 
USAG-Japan. 

When posting 
this way, the 
community events 
that entice the 
Soldiers, Civilians 
and local national 
employees in our 
diverse community 
are announced 
and the message 
is engaged on all 
levels; meaning all 
of our immediate 
audience members 
are made aware of 
the event without 
a language barrier. 

Although this technique works for the internal bilateral community, 
it does not reach our external audiences, which are predominately 
Japanese.

In June 2014, the U.S. Army Garrison Japan Public Affairs Community 
Relations 
Office 
started the 
first official 
Japanese 
language 
Army 
Facebook 
page. 

This page primarily serves the garrison’s external audience members 
with the current and up-to-date information about USAG-Japan 
community events. All information is posted and shared in Japanese. 
The comments and messages from audience members are in Japanese 
as well. Our internal, but mostly our external Japanese community 
members can freely communicate and get responses from our SM 
content managers. Our SM content managers have the ability to 
respond to questions and post remarks in Japanese. Using our PAO 
team member’s 
talents in this 
way truly makes 
the garrison’s 
Japanese 
Facebook page 
a one-of-a-kind 
communication 
source in the 
host nation’s 
language. 

Bilateral 
Analytics 
By researching 
and studying the 
like, shares and comment trends from each post made on the garrison’s 
Japanese Facebook page, the SM content mangers have garnered what 
posting methods best communicates our messages to our local external 
audience.   
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Pinterest and Flickr
Inside Look into Garrison 
Japan
In 2014, USAG-Japan 
established a Pinterest page to 
successfully share an inside look 
into all the community events, 
bilateral engagements and to 
highlight certain aspects of the 
USAG-Japan community. 

Our community is rich in 
diversity. There are many 
customs and cultural differences 
that can be challenging for a 
newcomer to the community to 
understand and simply get use 
to.

The garrison’s Pinterest page 
is primarily for newcomers to 
the USAG-Japan community; 
however, everyone can access 
this page. Arriving at an overseas 
location can be challenging 
enough, but not understanding how to mingle with the host nation 
culture can be even more challenging. 

Visitors to the garrison Pinterest page can view a useful assortment of 
garrison photos, videos and documents from the different events that 
show how the USAG-Japan community interacts with the host nation 
culture.
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Archive of Imagery
USAG-Japan established a Flickr account in August 2011 to archive 
their official photos taken by PAO and Visual Information Center 
photographers. Since then, nearly 10,700 photos have been uploaded to 
this Flickr account. 

In 2014, when the garrison’s new social media concept of “redirecting” 
audience members to the other social media sites within the garrison’s 
SM network was put into action, this Flickr account became the 

number one source for audience 
members to view and retrieve 
imagery from post-wide 
community events. Instead of 
requesting copies of digital 
CD to be produced from the 
VIC, customers are able to 
easily access original photos 
per event.  This Flickr account 
serves as the main repository 
were the garrison’s imagery 
is downloaded by our Flickr 
fanbase.

When honorary visitors to 
the installation or open-post 
community events occur, the 
high resolution photos are 
uploaded with the intent for 
community members to retrieve 
the special photos taken with 
honorary visitors or of the open-
post events.



YouTube and Vimeo
Using Video Analytics 
Since March 2011, the USAG-J Public Affairs Broadcast Section has 
successfully shared video segments from timely news/feature stories to 
numerous public service announcements, including Japanese language 
lessons, Japanese manners and 
customs, health and fitness 
tips etc, via the USAG-Japan 
YouTube Channel, which 
supports soldiers and their 
dependents that live and work 
in Japan. 

The channel had nearly 
67,600 views in 2014, with 
117,181 estimated minutes 
watched by the users. From 
the daily analytics conducted 
by the garrison’s SM content 
managers, it was shown that the 
majority of garrison’s YouTube 
users watched the videos on 
their computers and mobile 
phones. 

In an era of rapid-fire technological changes, the USAG-J Public Affairs 
Broadcast Section makes it a point to meet our community’s needs 
and produce segments which entertain and interest the community by 
minimizing the length of the videos to less than five minutes, along 
with supplying an extended range of subject matter of interest to the 
viewing audience. The videos are also broadcast on a variety of military 
televisions networks, including the Pentagon Channel and the USAG-
Japan Commander’s Channel.   
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Learning Culture through Entertainment
Last year the garrison’s PAO began producing a series of short Japanese 
lessons made to teach the garrison’s U.S. Army community helpful 
phrases to get non-Japanese speaking community members familiar 

with the Japanese language and culture.

“Lingo Swap” is the most watched 
playlist on the garrison’s YouTube 
channel.

The Rising 
Sun TV news 
program is 
produced 
monthly. This 
show highlights 
the garrison’s 
activities 
and events, 
including 
bilateral 
engagements 
and historical 
cultural 
segments about 
Japan. This 
news program 
is published on 
the garrison’s 
Vimeo site in 
high definition. 



Reaching Out to Big Army
The USAG-Japan Twitter and Google+ accounts, although established 
in October 2011, are fairly new undertakings for the 
garrison’s SM content managers. With 175 followers, the 
garrison’s Twitter account is the smallest SM platform 
utilized, and with 925 profile views, the garrison’s Google+ 
is just starting to gain a reliable fanbase. 

Although Twitter and Google+ are fairly common SM 
platforms in the United States, in our overseas environment 
other social media platforms such as LINE and VINE are 
more popular. 

The intent of the USAG-Japan 
Twitter and Google+ pages are 
to reach out to our “Big Army” 
audience members, as these two 
social media platforms have a large 
military audience. With Google+ 
users that search for Camp Zama, 
USAG-Japan or any of its affiliated 
names will find our Google + page 
simply by using the Google browser. 

Through analytical research, it 
was determined that the garrison’s 
Google+ page has had nearly 22,500 
all time views, with 3,370 views just 
last year.  Through the garrison’s new 
social media concept of redirection, 
users that find the garrison’s Google+ 
or Twitter pages are redirect to the 
more commonly used SM platforms 
within our network.

Twitter and Google+
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Planning, Coordination and Execution
Maintaining Success
There are actually several methods used by the garrison’s SM content 
managers to maintain a healthy flow of communication with our SM 
platform’s audience members; however, the main strategy behind the 
garrison’s social media concept depends on the analytical data gathered 
from each SM platform on a daily, weekly and monthly basis. 

USAG-Japan’s social media program is intended to change and flow 
based on the needs of our audience members. As events occur within the 
community, the garrison’s SM content managers can easily determine 
which SM platform to utilize based on the needs of the targeted 
audience members. 
 

Watching Trends
By watching the daily engagements of 
our SM platform’s audience members, 
our SM content managers can 
determine exactly who likes, shares 
and comments on each post.

When looking at a post on sites such 
as Facebook the garrison’s SM content 
managers can easily determine which 
posts are considered “popular” from 
the interaction alone. This tells us two 
things: how to post and when to post. 

Based on when 
our audience 
members 
engage with 
our social 
media sites, 
SM content 
managers 
regulate 
posting during 
those “peak” 
times.

An example 
of where a 
redirected 
POST trail leads 
(i.e. Facebook, 
Rising Sun 
Online and 
Flickr)
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Executing the Concept
To garner the true reality of the reach for each post made to our SM 
platforms, it is imperative that the SM content managers investigate 
“what” audience members are actually clicking on.

Post clicks on sites such as Facebook, YouTube and Flickr informs the 
SM content managers “what” our audience members are clicking on.  
Based on what the audience members are clicking on the most per event 
(photos, videos or content) our SM content managers can determine 
where to redirect the audience members within garrison’s social media 
network.

For instance, when an audience member clicks on the links inside 
the content provided on a Facebook post, they are technically being 
“redirected” to another social media site within the our network. 
Although the audience member is leaving our SM platform, they are 
being taken to another one within our network, so they are technically 
still searching for more information.

It is up to our SM content managers to ensure timely, relevant and 
quality content is properly posted and shared on the garrison’s SM 
platforms. It is also fundamental that the SM content managers 
“redirect” within the garrison’s SM network to continue the flow of 
compunction from one social media site to another.  This way each SM 
platform utilized raises the awareness of another within the network. 



Effectiveness
Overall Value to the Garrison
Getting Facebook likes are always good; 
however, the overall goal for the garrison’s 
social media program was not garner likes, but 
the gain the trustworthiness of our audience 
members.  The garrison’s intent to make sure 
our customers know where to go and when to 
go there was the purpose behind establishing a 
true social media presence.

When key events such as bad weather occurs, 
our community members know where to go 
to get updated information simply because 
of the reliability established from the daily 
interactions of the garrison’s SM content 
managers with our SM platforms audience 
members.  

Although being reliable is 
important, the garrison also 
needs to be effective and 
influential. By timing social 
media posts, we can effectively 
tell if the message is received. 
If we constantly update our 
SM platforms with images, 
content and video without 
properly timing the delivery 
of the messages, our audience 
member will only stand to 
be confused by the excess of information; 
messages would be missed. By giving a 
post enough time to “simmer” audience 
members have enough time to “engage” the 
information.

This is easily tracked on SM platforms by 
tools such as Facebook Insights, Twitter 
Analytics, Google Analytics, YouTube 
Analytics and Flickr Stats.
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