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ABSTRACT

Critical research on social media public relations of government ministries

Lee, Kyungrag
PhD., BD Analysis team, Bflysoft

Yeom, Sungwon

Professor, Department of Advertising & Public Relaions, Pyeong Taek University

The democratic government places importance on the relationship of the public, which is the consumer and detainee
of the policy, In this environment, social media is perceived as the main way to maintain a stable and positive rela—
tionship with the public. As a result, our central government agencies are also using various social media channels to
promote their policies and strengthen their relationship with the public, However, most government departments focus
on distributing the same message simply through various channels, and the utilization of video contents is also low,
In this regard, we can draw some improvement directions of social media PR channels, First, it is necessary to con—
sider ways of expanding communication channels and creating interesting contents, away from the form of informa—
tion transmission through blog operation, Second, government ministries should increase their use of video contents,
Third, it is necessary to operate individual channels for each core sector of government departments, Fourth, close

unused PR channels and concentrate on core channels according to the characteristics of the department,

Key words: social media, government ministries, content analysis, policy PR
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