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Abstract 

Developments in digital technology and social media have posed opportunities and 

challenges for those who practice and research strategic communication. This paper combines 

theoretical and practical approaches in strategic communication, especially in a global 

environment. We hope to provide and analyze real-world examples and case studies to evaluate 

the use of new media and social media in strategic communication in a global age.   

This paper discusses a real-world social media case study, Walker4NC, a political 

campaign for Mark Walker who is running for U.S. Congress from the state of North Carolina. 

This campaign is a true grassroots effort utilizing all new and social media platforms. This tactic 

has proven to resonate with voters and thus has been continued into the general election.  

This paper explores how to develop and evaluate strategic communication in a new 

media and social media environment. New media may include online video, mobile devices and 

apps, interactive features on websites, etc. Social media may include Facebook, Twitter, blogs, 

and other new programs.  

This paper also addresses effective ways for organizations to identify key audiences, 

create social media content, disseminate messages, and evaluate new media-based strategic 

communication initiatives. Some key questions include: What are the implications of new digital 

communication technologies? How do organizations build and manage relationships with their 

target audiences? How can media companies manage messages on multiple platforms? The key 

is to assess the effectiveness of a social media campaign in public relations practice.  
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Introduction 

Walker4NC is a political campaign for Mark Walker who is running for U.S. Congress. 

Mark Walker is the Republican nominee from the sixth district of North Carolina in 2014. Due to 

Mark’s location in the sixth district of North Carolina, this campaign is local by nature. It is also 

uniquely a new organization. This election is Mark’s first step into the political arena. He 

officially began his campaign in October 2012. In two years, the campaign has proved successful 

in the primary election and run-off election for the Republican seat. The organization is striving 

for continued success in the November 4th election against his opponent, Democrat Laura Fjeld.  

 Walker4NC’s platform consists of five points: revive the economy, reform the tax code, 

rebuild the family, reduce the government and restore the dream. The campaign employed social 

media in its grassroot efforts. Walker4NC has accounts on Facebook, Twitter, and blog sites, and 

uses email blasts for campaign supporters, which are termed “Walker’s Rangers.” Facebook and 

Twitter posts are made at least once a day and often more than that. Email blasts are sent three to 

five times a week depending on upcoming events and relevant campaign developments. Blogs 

are posted regularly. Additionally, the campaign website is well-designed; it is easy to navigate 

and provides links to the campaign’s Facebook, Twitter, YouTube and Flickr accounts. The 

campaign appears to be well covered on social media, but could use additional voices.  

Communication audit 

Walker4NC is a new organization, beginning in late 2012, but it is not new to 

understanding the powers of social media. Throughout the campaign trail and post-election the 

organization has been highly active on social media—and it is paying off.  

Top Social Media Platforms 
 Facebook 
 Twitter 
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Social Media Success 
 High Twitter Influence: 734 Kred Score (up from 424 in Janurary) (Socialbro, 2014).  
 Increase in Facebook Fans and Twitter Followers  
 High Engagement Levels: Average Facebook posts receives 189 likes, 11 comments & 

19 shares (SimplyMeasured, 2014c).   
 
Platform Synergy 

 Consistent use of hashtags 
 Social media sites are linked to main website 
 Social media sites deliver identical key messages 

 
Overall Strategy   

 Facebook reaches target audience: likely undecided voters 
 Twitter reaches younger generation 
 All posts are positive, honest and encouraging  

 
Room for Improvement  

 Ask more questions to fans & followers for higher engagement 
 Increase response rate (number of & timing) 
 Switch post time from 4:30 pm EST to 7:30 pm EST for optimal engagement  

 
Overall Impression  
 Both the Facebook and Twitter accounts for Walker4NC deliver positive, up-to-date 

information on the congressman-elect and the organization. All posts are written in layman’s 

terms, yet punctuated to show Mark is intelligent and relatable. On Facebook, photos are the 

most used post-type because they yield the highest engagement from the audience. On Twitter, 

tweets without photos are more common because Twitter is more focused on thoughts. 

Individually and together the accounts convey professionalism.  

Facebook: Update Frequency 
 

  
Table 1: Election Season (SimplyMeasured, 2014a)           Table 2: Post-Election Season 
(LikeAlyzer, 2014) 
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 As indicated in the tables above, Walker4NC is highly active on Facebook. During 

election season in 2014, Walker4NC averaged 2.2 updates or posts per day. After the election in 

November, Walker4NC is averaging 1.47 updates per day. Though this number has dropped, it is 

not alarming. Following the election, the congressman-elect is busy prepping for his time in our 

nation’s capitol.  

Twitter: Update Frequency  
 
 Leading up to the election, posts were more frequent. The day before, day of and day 

after the election are rich with original tweets and re-tweets. Post-election, the account tweets 

only every few days, which is less than the frequency of Facebook posts.  

Facebook: Type of Post 
 

   
Table 3: Brand Posts by Type for Facebook Page    
 (SimplyMeasured, 2014a) 
 

 
Table 4: Engagement by Post Type (SimplyMeasured, 2014a) 
 

From October 28, 2014 to November 10, 2014, the Walker4NC Facebook page posted 31 

times. Of those 31 posts, 28 were photos, one was a video and two were links. During those two 

weeks, zero questions were asked in a status. These numbers indicate photos are by far the most 
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prevalent type of post the organization does. This makes sense considering photos also bring the 

highest level of engagement for the organization (SimplyMeasured, 2014a).  

Twitter: Type of Post 
 Like the update frequency category, neither SimplyMeasured nor LikeAlyzer provide that 

explicit information. By visiting the Twitter page, it is apparent Walker4NC posts more tweets 

with hashtags than tweets with pictures, although pictures are used.   

Level of Engagement 
 
Facebook 
 

  
Table 4: Facebook Page Performance (LikeAlyzer)  Table 5: Facebook Page Engagement 
(Simply Measured) 
 
 The above tables reveal good news for Walker4NC in terms of engagement on its number 

one social media platform, Facebook. Table 4 allots an 18.26% engagement rate for the page 

post-election. Table 5 provides insight into how exactly fans are engaging with the page. On 

average, a given post will receive nearly 200 likes, 11 comments and 19 shares. The large 

numbers in blue represent the total number of likes, comments and shares during the two-week 

timeframe the report is generated from.  

Twitter 

 According to SocialBro (2014), Walker4NC has an influence score of 734. An influence 

score is based on a user’s ability to “inspire action from others like retweeting, replies or new 
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followers” (SocialBro, 2014). Walker4NC has an outreach score of 4, which has much room for 

improvement. Here, the outreach score reflects a user’s generosity and willingness to share the 

information of others (SocialBro, 2014). From these numbers, we can understand Walker4NC is 

much better at inspiring retweets than retweeting. 

  
 
 
 
 
 
 
 
 
 
 

Table 6: Influence & Outreach Scores (SocialBro, 2014) 
 
Participation Incentives 
 

Because Walker4NC is a political organization, it does not offer contests or giveaways as 

an incentive to engage users. Walker4NC prompts excitement through a breath of fresh air in the 

political world. As such, fan participation is rooted in the excitement of seeing Mark experience 

DC for the first time as District 6’s elected official.  

New Media Elements 

Facebook  

 According to LikeAlyzer (2014), 12.5% of Walker4NC’s Facebook posts incorporate 

new media elements such as videos and links. LikeAlyzer (2014) recommends diversifying the 

type of Facebook posts from the organization so as not to bore the fans. What this tool does not 

take into account is the effectiveness of photos. Photos are quicker and easier to like and share 

than are videos. When reach is the goal, photos are recommended. When Walker4NC posts links 

on Facebook it is either for events or videos (S. Luginbill, September 12, 2014).  
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Twitter 

 The Walker4NC Facebook and Twitter pages differ in the type of links posted. Whereas 

links shared on Facebook are used to connect with the local people, it appears links shared with 

Twitter are to connect with other leaders and people of influence. Links shared on Twitter are 

typically news articles either supporting Mark or covering a part of his platform (S. Luginbill, 

personal communication, September 12, 2014). During election week, Walker4NC did a lot of 

re-tweeting in hopes of maximizing reach and persuading people to go out and vote.  

YouTube 

 Though YouTube is not one of Walker4NC’s main social media platforms, it is essential 

to mention in this section of new media elements. The Walker4NC YouTube channel has 12 

videos. The video “A New Voice for North Carolina” posted in late 2013 received the most 

views at 2,623. The least viewed video was “Mark Walker for Congress Press Conference (part 

6);” it received 32 views.  
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Platform Synergy 
 

  
 Image 1: Walker4NC Facebook Profile  (https://www.facebook.com/Walker4NC)   
   

 
Image 2: Walker4NC Twitter Profile   (https://twitter.com/Walker4NC) 
 
Complementary  
 
 The Walker4NC Facebook and Twitter exhibit synergy through their hashtags, major 

announcements, name (Walker4NC), and link to the campaign’s website. Both social media 

platforms implement the use of #nc06 to bring recognition to the sixth district of North Carolina 

and #Walker4NC to create the campaign as a trending, happening topic. The hashtags are to 

encourage user engagement. Users can post their campaign stories and add in those hashtags in 

order to connect with the congressman-elect and his campaign. The platforms are also used for 

disseminating major announcements such as winning the congressional race. On November 5, 

2014, Walker4NC posted to both Facebook and Tweeted a picture of an acceptance letter from 

the winning the race the night before. Third, the pages are also similar in that they provide links 
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the organization’s main website, www.walker4nc.com. On both platforms, the link to the main 

website is below the profile picture.  

Contradictory  
 
 Below are a few key differences in the platforms’ appearances and uses.  

 Profile pictures: currently they do not match  
 Cover photos: currently they do not match 
 Posts: Facebook focuses more on events; Twitter is lots of retweeting and links to 

news articles 
 Facebook is used more often 
 Amount of fans & followers  

 Facebook has 5,855  
 Twitter has 1,474 

 “About me” sections 
 Facebook: “Honored to serve as Congressman-Elect for North Carolina's 

6th District.” 
 Twitter: “Father, Husband & North Carolina 6th District US 

Congressional Candidate. #walker4nc”  
 
Social Media Strategy 
 
 The Walker4NC organization has chosen Facebook and Twitter as its two top social 

media platforms. Facebook is the most valuable and the organization’s top social media platform 

because it reaches the organization’s target audience: likely, undecided voters (S. Luginbill, 

personal communication, September 12, 2014). As notes in an earlier report, such voters are 

likely to be female, less than 50 and earning a fairly low salary. These demographics align with 

those of Facebook users, making Facebook the prime option for Walker4NC.  

 Twitter is Walker4NC’s second most-used social media platform. This is because Twitter 

allows for easy connections with other leaders, influencers and a younger generation (S. 

Luginbill, personal communication, September 12, 2014).  

Mark Walker is a social-media savvy person, who understands its value and power. He 

has a team of a communication manager and an intern who make posts for the page. Both people 

in those positions have studied and are studying political science and are below age 35, meaning 
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they are no strangers to social media.  

All communications should be: 

 Positive 
 In-relation to District 6 
 Honest   
 Humble 
 Gracious  
 Articulate 

 
SWOT Analysis 

Walker4NC is the name of the political campaign for Mark Walker who recently ran for 

and has been elected to the U.S. Congress. Congressman-elect Mark Walker will begin 

representing the sixth district of North Carolina in January 2015. Mark identifies himself as a 

common-sense Republican, which is reflected in his five Rs platform: revive the economy, 

reform the tax code, rebuild the family, reduce the government and restore the dream (My 

Platform, 2014). The driving force of Mark’s political endeavors is to put people over politics. In 

fact, people over politics was his campaign slogan (www.walker4nc.com). 

Both Mark as an individual and Walker4NC as an organization are no strangers to the 

power and benefits of new and social media. Scott Luginbill, the communication manager for 

Walker4NC said of Mark, “It is so relieving to work with a politician who is social-media savvy” 

(S. Luginbill, personal communication, September 12, 2014). Though Mark and therefore his 

organization are social media savvy, no one or organization is perfect; thus, a SWOT analysis is 

performed to define Walker4NC’s strengths, weaknesses, opportunities and threats. Walker4NC 

is well represented on social media platforms. The organization has a profile on Facebook, 

Twitter, Flickr, YouTube and Instagram. For new media, Walker4NC has an updated, interactive 

and easy to navigate website (www.walker4nc.com). This SWOT analysis will mainly focus on 

Facebook and Twitter because those platforms offer the most content for evaluation.  
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STRENGTHS 

 Presence on multiple platforms 
 High engagement levels 
 A mix of both professional and personal posts  Creates a “personality” 
 Always positive and focused on the residents of NC-06 
 Prompting engagement through questions 
 Linking one platform to other platforms 

 
By being present on multiple platforms, multiple audiences are reached. Facebook is the 

main social platform of the organization, followed by Twitter. Facebook serves to reach the 

target audience during election season: likely, undecided voters (S. Luginbill, September 12, 

2014). Twitter serves to reach a younger, more affluent audience (S. Luginbill, September 12, 

2014). Flickr offers a professional insight to the organization through its professional-grade 

photos and Instagram allows for photo-based communication, which is likely to resonate with 

even younger audiences and minorities (Duggan & Brenner, 2012).   

The hundreds of “likes” and “shares” posts receive evidence high engagement levels. On 

December 7, Walker4NC posted a graphic in remembrance of Pearl Harbor; it received 536 likes 

and 347 shares (see Image 1 in Appendix). Mark desires to be like his constituents, not above 

them as some politicians prefer. As such, the Walker4NC social media sites post personal 

updates as well as professional. On November 27, Mark tweeted a photo of his three kids at the 

bedside of his father (their grandfather) after surgery (see Image 2 in Appendix). During election 

season, Walker4NC frequently posted about Mark’s visits and events throughout the district (see 

Image 3 in Appendix). Further, Walker4NC knows asking questions on social media is a 

fantastic way to garner engagement. On November 19, Walker4NC posted a photo of all the new 

congressmen and women asking if viewers could find Mark. In reply, there were 253 likes, 11 

shares and 10 comments (see Image 4 in Appendix). Finally, Walker4NC gains positive remarks 

by crosslinking its multiple platforms.  
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WEAKNESSES   

 Have, but not active on Instagram 
 No response to followers’ & fans’ comments 
 Lack of consistency & synergy across platforms, namely Facebook & Twitter 

 
The last photo Walker4NC posted to Instagram was six weeks ago (see Image 5 in 

Appendix). This lack of activity is a major weakness for the organization because it is missing 

engagement from young minorities, who make for important voters and advocates during 

election season. Second, the organization does not reply comments on any of its social media 

platforms. When the organization posted asking if viewers could find Mark amongst the new 

congressmen and women, the organization should have (a) left a comment identifying where he 

was or (b) made a second post in which the picture was posted again but this time with a red 

circle around Mark asking if viewers were correct in finding him. Third, Walker4NC’s two 

major platforms, Facebook and Twitter, lack consistency and synergy. The profile pictures and 

cover photos are different on each platform. Further, posts are rarely identical. Granted, Twitter 

posts are by nature shorter, but rarely does the same photo or status make it to both platforms.  

Along with weaknesses come challenges. Positive, engaging social media posts are great, 

but they are also useless if they are only landing before the eyes of supporters. A major reason 

for Walker4NC’s social media efforts is to reach and persuade those who are unsure of Mark 

Walker. Thus, the challenge is ensuring a reach beyond the decided to the undecided. A second 

challenge is gaining the followership of fellow congressmen and women who have influence and 

larger followings. As Mark Walker takes office and begins to make personal connections with 

fellow politicians in D.C., he should mirror those connections on social media to increase his 

reach and influence on Twitter.  
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OPPORTUNITIES  

 Creating and delivering an e-newsletter to fans & followers 
 Gaining the following of key influencers such as community and political influencers 
 Collaborating with like-minded organizations to increase brand awareness 
 Deliver more frequent updates so constituents know what is happening in D.C. 

 
An e-newsletter would give detailed updates on Mark’s political progress and have a 

word of encouragement from him. The letter could be delivered through email, social media or 

as a download from the main website. This is an opportunity because Mark could immediately 

establish himself as a different kind of politician: he is not the kind to get elected and then never 

to be heard from again until the next election. The e-newsletter would be a way to continue the 

charge of people over politics past the election. Second, Walker4NC should capitalize on 

meeting national leaders every day in D.C. by following them and asking for a follow in return. 

Having a following of multiple leaders can lead to a further reach if they re-Tweet a post from 

Mark as well as spread the people over politics mindset. Third, collaboration with like-minded 

organizations would go far in creating brand awareness for Walker4NC and for Mark 

individually. Finally, Walker4NC should post at least once to Facebook or Twitter at a minimum 

of every other day. During the campaign, posts were made multiple times a day. Post-election 

posts are only once every few days. Supporters should be kept in the loop post-election with 

frequent updates.   

THREATS 

 Influential people or politicians who try to negatively frame Mark’s mission  
 Ensuring confidentiality within and outside the staff 
 Attack ads during election season 
 Negative articles concerning Mark 

 
Should an influential person or politician put energy into undermining Mark Walker, his 

platform and his people over politics mindset, there is a chance it could result in losing some 
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supporters. Naturally, the goal is to always be increasing in supporters rather than decreasing. 

Second, when it comes to politics, a high level of confidentiality is required. Thus, a challenge is 

ensuring any confidential information is in possession of trusted staff members only, not external 

family members or other politicians or journalists. Third, a major threat to any politician is attack 

advertisements from his or her opponent during election season. Attack advertisements are a 

threat because they make both supporters and undecided voters question who Mark really is and 

what he is really about. Finally, negative media coverage of Mark is a threat to the organization 

because the organization cannot exist without him. Negative media coverage is always a threat 

because it could be inaccurate, misleading, untrue or just unfortunate. Any way it comes, it will 

cause residents of NC-06 to question Mark and put him in a defensive position rather than 

offensive.   

RECOMMENDATIONS  

 Respond to Facebook comments 
 Increase reach and influence by gaining the following of existing influential people 
 Keep NC-06 up-to-date with an e-newsletter 
 Increase synergy across social media platforms: both look and content 
 Increase activity on Instagram to reach and engage young, minority audiences 
 Consider having a full-time social media manager 

 
 These recommendations are rooted in what is observable from the social media platforms 

for Walker4NC as well as research. Implementing these recommendations will increase 

communication with constituents, brand awareness, influence, reach and engagement levels. By 

responding to Facebook comments from fans, Walker4NC will appear more involved and more 

personable. Gaining a following of influential leaders is sure to increase Mark’s reach in the 

Twittersphere. An e-newsletter is a simple and impactful way to keep NC-06 residents informed 

of what Mark is accomplishing in D.C. on their behalf. Synergy in look and content between 

Facebook and Twitter is needed to fully associate the two sites with Mark in the minds of 
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viewers. Though Facebook and Twitter are the main social media platforms, Instagram cannot be 

tossed to the way side because it provides access to a unique and beneficial audience. Finally, 

with so many social media sites to take into account, Walker4NC should consider a full-time 

social media manager. This manager could design and create the newsletter, increase platform 

synergy and respond to comments from fans in addition to making and scheduling posts. 

Conclusion 

Walker4NC has numerous strengths when it comes to social media such as high 

engagement, a relatable personality through a mix of professional and personal posts, well-

designed graphics and engagement-provoking questions. To continue building its strengths, 

Walker4NC should commit to being active on Instagram, responding to comments and 

synergizing platforms. Walker4NC is in a good position, however, it should not let its guard 

down because threats such as nay-sayers and negative media coverage are real. Walker4NC is a 

strong organization on and off social and new media; it will continue to be strong by periodically 

assessing its strengths, weaknesses, opportunities and threats. 
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Appendix  
 

 
Image 1: High Engagement 
 

  
 

Image 3: Connecting with Constituents 
Image 2: Family Photo 
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Image 4: Engagement through Questioning       Image 5: 6-week old Instagram post 
 
 
 
 
 
 
 
 
 
 
 
 

 


