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Impact of Social Media in PR 

By: Mario Blake, Renada Appling, Josh Reid & Tashane Dennis 

Purpose:  

The use of social media in public relations has allowed professionals to gain a better understanding of 

their audiences and the messages that they are putting out to those audiences. By monitoring which 

social media sites are most effective for a specific campaign, professionals are able to tailor those 

messages according to the social media sites they use. The goal of the interviews conducted with public 

relations practitioners was to gain an idea of how effective the use of social media is for their 

companies. The objectives discussed for this point are: 

 Understand how practitioners measure feedback from consumers 

 Discover how practitioners decide which sites to use for different clients 

 Identify the benefits of using social media 

 Examine negative aspects, if any, of using social media 

Methodology: 

The research used for these objectives was executed by conducting interviews with four of Tampa’s 

successful public relations professionals. Two interviews, the first with Andy Bowen, President of 

Clearview Communications and the second with Jesse Landis, APR Strategic Communications Director 

of Paradise Advertising & Marketing , were conducted at a PRSA meeting at the USF Downtown Center 

on October 13, 2009. The interview with Lauren Murley, who is with Caponigro Public Relations, was 

conducted on October 16, 2009. The final interview with Carissa Caricato, Director of Marketing & 

Communications at the Crisis Center of Tampa Bay was conducted at her office on October 26, 2009. 

Each interviewer used the same guide with a total of nine questions geared toward the foregoing 

objectives. The interviews were recorded using laptops and a cell phone audio application. The final 

audio clips were edited with Audacity software. 

Results:  

How Feedback is Measured 

The goals and objectives of different campaigns will help determine how the feedback will be 

measured. The first step is to determine what they are measuring and how the feedback will be 

measured.  

 “However many more people we get through the door, or however many more times we get the 

phone to ring. It depends on the objective of the campaign. Some might measure in terms of 

friends or followers, or whatever the venue is there. “--Landis 
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 “By numbers. So, if our outcomes are to increase fundraising, then has fundraising increased? 

We can see that within the numbers.”--Caricato 

Measuring consumer feedback is not always an easy task. Once practitioners decide who their target 

audiences are, they then have to determine whether the implemented messages were understood. 

 “It is always a challenge to be able to reach the consumer and then engaging them 

appropriately to receive their feedback. It's very tactical and very hands-on in many instances 

to try to get consumer feedback.”- -Bowen 

 Certain respondents have to measure feedback for specific clients, but the funds are not always 

accessible or available to conduct the necessary research.  

 “Clients don’t want to spend the time or the money to do the research before-hand so that we 

know what our benchmarks are.”- -Landis 

CChhoooossiinngg  tthhee  BBeesstt  SSiitteess  

It is also important for practitioners to know which social media sites to use for their 

companies, so they have to know who their audiences are. The main sites in use among the four 

respondents are Facebook, Twitter, Blog and LinkedIn. Three of the respondents prefer to use 

Facebook and Twitter as their main social networking sites because they are free services, but will 

consider using other sites when they deem it necessary.  

 “It’s easy to convince organizations to use these services that don't charge a cost and therefore 

they can see their results for not much investment.”—Murley 

 “I am using Facebook. I’m on Twitter but not really using it yet. I’m waiting until I have to.”--

Landis 

One respondent feels that it is important to link with different social networking sites as a way to 

communicate with different target audiences, and another likes using blogs. 

 “We use a blog: blog.crisiscenter.com, and through the blog we have links to all of our other 

different social networking sites. We are on Blog, we’re on Facebook, and we have a company 

profile on LinkedIn. We’re on Twitter. I tweet at least once a day, if not more for the company. 

And then we are on a space called Brand Tampa, which is kind of like a Facebook for people 

who love Tampa-just another niche market. We’re on YouTube, so we have our own YouTube 

channel.”--Caricato 

 “I'd rather use Facebook and/or blog, I really would. They seem to be most effective.” -- Bowen 

Once practitioners decide what their goals are, they can choose the media sites that will have the 

greatest benefit for their company. According to one respondent, the specific audiences that they are 

trying to target helps in determining which networks to use, while  another respondent points out that 

clients sometimes may not require social media networks at all. 
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 “I'll tell you that with some of our business to business audiences, they don't even care about 

Facebook, or Twitter or any of the other social media forums. Our business to business clients 

are all about telling their story to other businesses through other traditional publications-

trade publications especially.” --Bowen 

 “We first would look at the audience we're trying to target as we were using regular media. So 

we take that and we decide if social media and the audience that we can reach in that outlet is 

something that's worth our client’s time.” --Murley 

BBeenneeffiittss  

Social media benefits companies in many different ways. Three of the respondents were able to 

give examples of real life campaigns that benefited the different companies. One respondent mentions 

that the main benefits would be an increase in sales and being able to reach a broader range of 

audiences. Another respondent mentions that awareness of the organization is a benefit because it 

helps to build relationships.  

 “I know the Florida aquarium recently did a tweet-up, which is a Twitter meet-up, which was 

at their aquarium .For 6 months after their tweet-up they saw an increase in ticket sales and 

revenue by a third of what it typically is.”—Murley 

 “We’ve had people get excited about the Crisis Center on Facebook. It’s all about taking those 

online relationships offline”—Caricato 

 “I’ve used Facebook for a birthday cause. So for my birthday, I put it out on Facebook and we 

ended up raising 386 dollars in four days for the Crisis Center, just because of my birthday.”—

Caricato 

NNeeggaattiivvee  AAssppeeccttss  

Overall, the respondents have no negative feelings about the use of social media sites for their 

companies. One respondent mentions an incident that happened with United Airlines that was posted 

on YouTube a few months back, and two respondents acknowledge that there may have been a time 

where they received negative feedback, but the company appreciated the open communication with its 

publics. One respondent shares that the company has not seen any negative impact from using social 

media. 

Conclusion 

There are different ways that practitioners measure their feedback. Before they can know what’s being 

measured, they have to know who their audience is. Knowing how audiences perceive the implemented 

messages is one of the bigger challenges because it’s sometimes hard to follow-up with those people. 

Sites such as Facebook, Twitter, LinkedIn, YouTube and Blog are all favorites among the respondents. 

The objectives of each campaign helps the practitioners to know which sites will be the most effective 
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for that particular campaign. All of the respondents have positive attitudes toward the use of social 

media and did not share any stories of it having any direct negative impact on their companies. 

 

Appendix 

Transcription of Interview with Andy Bowen 

Tashane: What are some of the challenges when measuring social media? 

Andy: It is always a challenge to be able to reach the consumer and then engaging them appropriately 
to receive their feed back. So it would be two-fold first in engaging them and finding them then 
locating and then find them to receive their feedback.  

Tashane: How do you measure this feedback? 

Andy: You have to do it one-on-one many times, for instance, we are launching a children's Christmas 
book now and so the consumer of our Christmas book is a bookstore owners at this point. So what 
we've done is have a public relations intern who actually is calling more than 200 bookstore owners to 
determine their level of interest in our book. It's very tactical and very hands-on in many instances to 
try to get consumer feedback.  

Tashane: Which social media sites are you currently using? 

Andy: We primarily rely on Facebook right now. Our Christmas book has Facebook, I'm on Facebook 
and we do a good bit of blogging from our website, our Christmas book website and our Clearview PR 
company website.  

Tashane: Do you have any preferences? Do you prefer Facebook? 

Andy: I'd rather use Facebook and/or blog, I really would. They seem to be most effective.  

Tashane: How do companies decide which social media sites would be best for their company. 

Andy: At this point we're looking at all of them. We use all of them to a degree but Facebook seems to 
be the most successful and that's the one quantifier for what we'll use...is what's most successful with 
our audiences and I'll tell you that with some of our business to business audiences, they don't even 
care about Facebook, or Twitter, or any of the other social media forums. Our business to business 
clients are all about telling their story to other businesses through other traditional publications-trade 
publications especially.  

Tashane: What are some of the benefits from using social media? 

Andy: It depends on the audience that you're trying to reach of course and with certain audiences, it is 
much more beneficial. To reach a contemporary or younger audience, social media is very valuable. To 
reach a traditional audience such as business people, who are in management positions or are in 
corporate governments, or boards of directors, we find traditional media such as email and other 
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more traditional forms of communication, still reach them very well.  
  

Tashane: Is there a way to decide which social media sites are bad or good 

Andy: Based on our success and based on the input and the feedback, from the audiences that we 
reach. For instance, I wouldn't expect the CEO of one of my Fortune 100 companies to write on my wall 
on Facebook. I wouldn't expect hi or her to do that, so that might not be such a successful event. We 
base success on the response from the in-user. But having said that, we do have good success with the 
bookstore owners responding to Facebook because the Christmas Tree book is on Facebook and so 
they are into that and they're involved and it's all about success in reaching the in-user. That's what 
it's all about.  

Tashane: Do you have a real life example of when a company benefited from using social 
media? 

Andy: I don't have one myself at this time. It's still too early to tell...with a Children's Christmas book. 
We hope that will be successful but we're still early in the Christmas season. If you'll come and talk to 
me after Christmas I'll let you know.  

Tashane: Do you know any situations where social media negatively affected a company or 
consumers? 

Andy: We find that it's an unregulated environment out there so whoever is involved in commenting on 
our clients and our services, or company or people, is not held accountable to truth. So that has been a 
challenge to affect that but we learned 10 years ago with the advent of the internet that when u have a 
negative comment or a negative trend in social media environment, you have to respond very quickly 
and very positively and we learned that in the 90s when the internet first came around. So we're used 
to responding so if we do have a negative issue out there, we respond immediately with a positive. You 
have to do that and I learned that in Political Campaigns as well. If someone criticizes your candidate, 
you better shoot back right away. 
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Transcription of Interview with Carissa Caricato 

Social Media Interview 

By: Renada Appling  

Renada: I’m interviewing Carissa Caricato. 

Renada: The objectives of the study are to understand how PR practitioners measure social 

media campaigns. What are the challenges in measuring consumer feedback? 

Carissa: Well, at the Crisis Center, we don’t necessarily call them consumers. We call them clients. But 

measuring client feedback, I guess my question for you would be who is your audience? So, when 

talking with social media is our audience the clients or are they our fans? And that, for the most case, 

when we were talking about social media it’s for our fans. So, when we’re using Facebook, or we’re 

using Twitter, or we’re using blogs, we’re reaching out to people for a variety of reasons. One could be 

to engage them so that they can come in for services. And then the other one is to get funds. So we 

measure that two ways. One is funds raised. How many donations are increasing because of either 

cultivation or relationships or donations, basically? And the other one is an increase in clients. So over 

the last year for example, one of our goals was to increase fundraising, which we did from 276 

thousand to 500 thousand within one year. Now, can you attribute all that to social media? I don’t 

think so. I think in developing a communications plan, you can figure out where that fits in its piece of 

the pie. The second part is client services. We increased client services by 20 percent over the last year 

from about 122 thousand to about 150 thousand. So, seeing more clients, again, can you attribute that 

directly to social media? No, but it’s a piece of that communications plan. 

 

Renada: How do you measure feedback? 

Carissa: By numbers. So, if our outcomes are to increase fundraising, then has fundraising increased? 

We can see that within the numbers. Same thing with clients. With calls to 2-1-1, that is another big 

client. We see about nine thousand calls a month. We saw about 110 thousand calls to 2-1-1 last year. 

So it’s a goal of ours to increase calls to 2-1-1 using social media as a piece of that marketing plan, 

encouraging people to call 2-1-1 if they have an issue. We can measure the calls to 2-1-1. We also have 

a system set up within 2-1-1 that asks “how did you hear about us?” Facebook, Twitter, Google, 

billboards-all those are reasons as well; the media. A lot of times we’ll do media stories and we’ll 

republish those media stories through social media outlets and then we get calls and people will say 

“oh, I heard about it through social media.” It is hard to measure some things.  

 Renada: What social media sites do you use?  
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Carissa: We use a blog: blog.crisiscenter.com, and through the blog we have links to all of our other 

different social networking sites. Also on our website on our homepage we have links to our blog and 

our Twitter and a homepage called Connect that shows everywhere that you can connect with us. So, if 

you just go to our website you’ll find those other spaces. But we are on blog, we’re on Facebook, we 

have a company profile on LinkedIn. We’re on Twitter. I tweet at least once a day, if not more for the 

company. And then we are on a space called Brand Tampa, which is kind of like a Facebook for people 

who love Tampa-just another niche market. We’re on YouTube, so we have our own YouTube channel. 

We have our PSA’s on there [and] fundraising videos. Some other videos that we’ve put into our blog; 

we call that our vlog. And, we’re also on Grouped Together, which is also another kind of social 

network that’s related to the St. Pete Times Forum. So they have a whole community for non-profits 

where you can put your volunteer opportunities and things like that.  

Renada: Do you have any site preferences? Ex. Twitter vs. Facebook? 

Carissa: I love blogging because when you blog, you can put in a lot of your different key words. For 

example, we did a blog about coping with workplace violence, and it was in relationship to the Yale 

murder. What we did was we wrote up a blog post about workplace violence, then we also linked it to 

an upcoming training that we have about domestic violence in the workplace. And after we key 

worded our blog post, I got two media stories within one week from reporters who were just googling 

workplace violence looking for resources, and they came across our blog post. They actually ended up 

coming to the training and learning some more about it from the training. So basically, they did a 

media story. So, it was almost kind of like we are the media. We publish stories in the blogs which turns 

into third party endorsements from the media, and the public can look at that and say ok, well you 

know they are the media but now we’ll really believe them because a very respectable media outlet 

picked up on that coverage. So the blogs have been really, really great for media coverage. I personally 

love Twitter because it’s a lot of fun. But, I would have to say we’ve gotten the most out of blogs. 

Renada: What benefits do you see from using social media? 

Carissa: We’ve had people get excited about the Crisis Center on Facebook. It’s all about taking those 

online relationships offline. So now we have people who are coming in to volunteer their time. We have 

people that find out about our tours and they’re coming in to tour our facility-people who are 

becoming potential donors. I’ve used Facebook for a birthday cause. So for my birthday, I put it out on 

Facebook and we ended up raising 386 dollars in four days for the Crisis Center, just because of my 

birthday. So, that’s fun. I participated in the Cadillac Social Media Campaign that benefitted the Crisis 

Center. So we used all of our different outlets to drive people to that link so that we could end up 

winning the 500 dollars, which we did. It was awesome. So, social media in that sense could be an 

avenue to get volunteers, to get donors, to basically get people to spread the word about your services. 

They may not need us now, but when something comes up they can say wow, you know I heard about 

2-1-1 or I heard about a person who was sexually assaulted and I know where they can go. Or, that 

person might be interested in counseling. Now I know the best place for them to go. So, it’s all of that 

kind of top of mind kind of thing.  
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Renada: Do you have an example of a real social media campaign and how it has benefited the 

company? 

Carissa: Another fun success story is, on Twitter we had someone from Minnesota find out about our 

space to host a fundraising workshop. So, she ended up paying for that space as well as getting about 

thirty different organizations here for her workshop, which in turn we got to show them around and 

we have follow-ups with a bunch of them now. So, it’s really all about relationship building. If you leave 

the conversations online, no outcomes will come out of it. It’s all about developing friendships and then 

bringing those people in to learn more.  

Renada: Has social media negatively affected the company or consumers? What did the company 

learn from the mistake? 

Carissa:  I don’t think so. We haven’t seen any negative impact. I think the most important thing to 

realize when you’re first starting out is that it is timely. So as far as my time as being taken away from 

other direct marketing activities in order to focus time on building up social media, building up that 

fan base. We’ve already seen a lot of small results from that, and we’re hoping, because this is all very 

new, not a lot of people have dabbled into this yet. But what we are seeing is that we are building up 

fan bases in different communities and now we actually have an audience for an actual campaign. So, 

instead of doing just social media, we’re gonna do social media marketing with really targeted 

messages towards these different groups. But, I think that over the next year, we’ll really see if that 

time kind of pays off. Up until this point, if you want to measure it, a lot of my time has been spend 

doing this with not a lot of really strong outcomes yet. So, it’s hard to really see the results of spending 

every day on Twitter; spending every day on Facebook. Have we seen the money come in or have we 

seen different things come in? However, what I am finding is that I’m going out to workshops or I’m 

going out to events and I hear people say “The Crisis Center is everywhere.” People want to come here 

for a tour, they want to volunteer here. They’re doing things. The Crisis Center is top of mind. I was 

actually just at a luncheon today and someone said: “My boss was just talking about you guys. He came 

on one of your recent tours and said ‘you must go on a tour, you must volunteer there, this is the place 

for you,’” and she was so excited it. It’s all word of mouth, and it’s those relationships. So, I think that in 

time you’ll see social media really paying off. But, I think that if you get into it and then jump right out 

of it and don’t give it enough of investment, you won’t see if payoff. So, we’re excited to kind of see 

where it goes. But, like everything else, it does take some time.  

Renada: That was actually my last question. Thank you 
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Transcription of Interview with Lauren Murley 

By: Josh Reid  

Lauren: I’m Lauren Murley; I’m with Caponigro public relations 

Josh: The objectives of the study are to understand how PR practitioners measure social media 
campaigns. What are the challenges in measuring social media? 

Lauren: Well I’d say one of the main challenges in measuring social is that so much of it is advocating, 
like on Twitter and Facebook. It’s very hard to determine the perception you’re giving to people and 
how many people that is seen in traditional media, it is almost impossible to measure public 
awareness. So, advocating is a lot harder to measure, but what I would say is effective is measuring 
online advertisement placements. It’s a lot more effective to measure online ads than it would be to 
measure your traditional ad buying. 

Josh: How are you measuring the success of social media campaigns? 

Lauren: We haven’t had an opportunity to do it for any of our clients, so we do it for public relations 
society of America. Therefore, they haven’t needed us to measure any of the social media campaigns 
we’ve worked on. 

Josh: The objectives of this study are also to understand how PR practitioners decide what sites are 
appropriate for clients. What social media sites do you use for clients? 

Lauren: Well, we suggest for clients definitely Facebook group pages, because they are searched and 
indexed in Google. So that's great for a client who maybe doesn't have as much of a budget for their 
website so they can do the Facebook page for free. So we suggest that as well as Twitter which is also 
relatively free in everything that you'll do on there. So it’s easy to convince organizations to use these 
services that don't charge a cost and therefore they can see their results for not much investment. 

Josh: That kind of answers my next question. So your site preferences would be Twitter and Facebook? 

Lauren: Yes, we would suggest those. We find LinkedIn to be more for our clients when it's an 
individual rather than a group or organization. 

Josh: How do you decide which social media are appropriate, given your objectives? 

Lauren: We first would look at the audience we're trying to target as we were using regular media. So 
we take that and we decide if social media and the audience that we can reach in that outlet is 
something that's worth our client’s time. 
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Josh: The objectives of the study are to find out the benefits of social media. What benefits do you see 
from using social media? 

Lauren: I’d say that the main benefits would be the fact that you can increase awareness amongst an 
unlimited amount of people, and when you look at, for example, I know the Florida aquarium recently 
did a tweet-up which is a Twitter meet up which was at their aquarium and for 6 months after their 
tweet-up they saw an increase in ticket sales and revenue by a 1/3 of what it typically is. So you saw a 
huge increase from just having something like that in the Tampa Bay community. 

Josh: So I’m going ahead that Twitter with the tweet-up was an example of a social media campaign. 

Lauren: Yes. 

Josh: And you also explained how that benefits your clients by increasing sales. 

Lauren: Yes definitely increasing sales and increasing positive awareness of the brand. 

Josh: The objectives of the study are to examine the negative aspects of using social media. How has 
social media negatively a company or consumers? 

Lauren: Well I mean you see a good example that might be there was a YouTube video; I don’t know if 
you saw it a couple months back. There was an incident; I can’t remember the airline right now. 
United, it was United Airlines. They had done something wrong to a passenger and they actually broke 
his guitar in handling it when they were putting it on the airplane. So, he went to united and filed a 
complaint. They never really followed up on him with it; they never satisfied his complaint. Well, he 
went and made a YouTube video with his band and his new guitar and he made a song how about 
united broke my guitar, and it was huge, it was all over YouTube, it had millions of hits and it was on 
the national media. It just grew completely. So, I think that can be a good example of how social media 
negatively affected a company. Not that the company was doing any social media campaign that failed 
necessarily, but this is how social media can affect companies. And we're seeing it affect companies 
and their reputation. 

Josh: Do you know if united learned anything from their mistake? 

Lauren: Well I know they apologized saying that they came out publicly with that, so I would say that 
they probably had to have learned something. I would hope that they would address their customer 
service issues from that. 

Josh: It seems like the negative feedback was through the YouTube video. 

Lauren: Yes definitely. 

Josh: Alright, well that’s good. Alright well thank you Lauren. 

Lauren: Thank you. 
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Transcription of Interview with Jesse Landis 

Mario.  How is social media measured? 

Jesse:  It depends on the goals of the campaign. However many more people we get through the door. 
Or however many more times we get the phone to ring. Or how many website hits we get. More donors, 
more volunteers, whatever. It depends on the objective of the campaign. Some might measure in terms 
of friends or followers, or whatever the venue is there. I like to focus on outcome over output.  

Mario: What are some of the challenges when measuring social media? 

Jesse: Clients don’t want to spend the time or the money to do the research beforehand so that we know 
what our benchmarks are.  

Mario: Which social media sites are you currently using? 

Jessie: I am using Facebook. I’m on twitter but not really using it yet. I’m waiting until I have to. I’m on 
the PR side and our firm actually has a digital services department where they head up the social 
media part of it and we work in concert with them. I guess Facebook is the main one. What are some 
other ones these days?  

Mario: Do you have any preferences? Do you prefer Facebook? 

Jessie: At this point, yeah  

Mario: How do companies decide which social media sites would be best for their company. 

Jessie Again, it goes back to the goals of the campaign. But I think in general, Facebook is seen as more 
credible than Myspace these days. Myspace seems to be a venue for sharing music. I think that’s what a 
lot of people think of it as in the business world.  

Mario: What are some of the benefits from using social media? 

Jessie: it’s really the new PR. Previously it was one way communication. You get a media story and 
that’s what people think when they think of PR. You’re shooting down information that way but that 
doesn’t work anymore. It’s the new Obama model of communication where it’s two way and people 
want to have conversations with their audience and their customers. And that’s the future of 
communications, the future of PR I think. I think we’re heading in that direction. As the media 
landscape is dwindling, papers are getting smaller, and TV stations are cutting staff and people are 
merging and consolidating. We’re just going to see more of that. I know you can’t record my hand 
motion here but one is going up and the other is going down.  

Mario: Is there a way to decide which social media sites are bad or good 
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Jessie: Probably. I think it depends. You gotta do that research to find out what your customers want. 
All your customer blocks and different constituencies are different. They want different things. And 
then there is that overall kind of brand imagery and articles in the paper and things like that.  

Mario: Do you have a real life example of when a company benefited from using social media? 

Jessie: It’s not my example. It’s an example I’ve heard. Are you interested in that? A guy was talking 
about the Rubix Cube revolution. It’s like the new Rubix Cube I don’t even know what it is. But he said 
that he was trying to explain to that company how social media can help them. He said well lets Google 
it. Let’s go on Twitter right now and do a search to see if anybody had mentioned it.  They found 
somebody, Joey’smom32 or something like that who bought Joey a Rubix Cube and said that “I bought 
Joey this Rubix Cube Revolution and he showed up for the first time today. She has like 300 followers or 
something like that. And the company reached out to her directly and said Hey I’m glad you love it. Let 
us send you a T-shirt or something like that. We’ll send you another one. Is your husband noisy too? 
We’ll keep him quiet. And she loved it. Got all excited about it and went and did a bunch more 
twittering about Rubix revolution and with all her followers. So its front of mind is the main thing that 
social media does. You put on your post and everything and it keeps your products or services in the 
front of your customer’s minds or potential customers.  

Mario: Do you know any situations where social media negatively affected a company or consumers? 

Jessie: I’m sure there was. But I think overall, even if you open up a blog and you make it public, that 
somebody is still going to come on and say bad thing about you on you blog. I think it’s still a good 
thing to have that because people are going to have these conversations anyways. If people are saying 
bad things about your company and they are doing it behind your back, you might as well have it up in 
front of you so you know what they are saying and so you can participate that. And you can try to 
assuage those concerns. 
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Interview Guide 

 

1. The objectives of this study are to understand how PR practitioners measure social media 

campaigns. 

      a. What are the challenges in measuring social media? 

 

      b. How are you measuring the success of social media campaigns? 

 

2. The objectives of this study are to understand how PR practitioners decide what sites are for clients 

      a. What social media sites do you use for clients? 

 

      b. Do you have any site preferences? ex. Twitter vs. Facebook 

 

      c. How do you decide which social media are appropriate given your objectives? 

 

3. The objectives of this study are to find out the benefits of social media 

      a. What benefits do you see from using social media? 

 

      b. Do you have an example of a social media campaign and how it has benefited your clients? 

 

4. The objectives of this study are to examine the negative aspects of using social media 

      a. How has social media negatively affected a company or consumers? 

 

      b. What did the company learn from the mistake? What negative feedback was given? 


