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Abstract 

Social media are new and popular media in the 21st century. The evolutions of computer and 

communication technology are one of the driving forces to the popular of social media. The democracy 

waves of North Africa and Middle East Areas were facilitated by social media and had global spot light 

in 2011. In fact, social media have become an important role in daily live communication.  

Based on theory of public relations, this research uses the documentary research method to 

analyze the definition, types, evolution and uses of social media in military public relations. The study 

questions include: what are the definition and evolution of social media? How many types are the 

social media? What kinds of characteristics and functions of social media in terms of public relations 

perspective? How to use social media in military public relations and what should be aware of to use 

social media?  

This paper is divided into five parts, including the introduction, the definition, evolution and types 

of social media, the characteristics and functions of social media, the uses of social media in military 

public relations, and conclusion.  
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