
 

 
 

 

It is 2016, social media has permeated all aspects of most peoples’ lives, and has 
nearly eliminated the line between personal and professional. “Social” media, 

created with the intention of connecting individuals for the purpose of networking 
and maintaining long-distance friendships, is now a crucial part of branding 

business and political operations. 



 

 
 
 

Social media marketing is shaping the landscape of both business and polit ics for a 
myriad of reasons, one of which being that it makes political officials and business 

leaders seemingly more available to the public. The 2016 presidential race is a 
great case study in how different approaches to public persona can play out on 

social media. 
 

When Donald Trump tweeted “Obama just endorsed Crooked Hillary. He wants four 
more years of Obama – but nobody else does!”   Clinton’s digital team quickly 
retorted “Delete your account.” This tweet went viral and showed the Clinton 
campaign knew they needed to combat Donald Trump’s online personality.  

  



 

 

 

 

 Social media has played a critical role in how the public has formed opinions 

about candidates this election cycle. 

 For the first time ever, the majority of the American public is receiving their 

political news from social media. 

 The public is not only influenced by what the campaigns of the candidates are 

putting out, but also the opinions, posts, “shares” and retweets of their friends 

and peers. 

 It is important for politicians to control their campaign as much as they can. 

- Campaigns use the politicians’ platforms as a means of quality control . 

- The voice the candidate wants the nation to hear can be found on their social 

media accounts. 

 

* We will be looking mostly but not exclusively at Twitter for this election case study, 

because it is the primary social media platform both candidates use, and the only 

one on which they communicate with one another. 

 

  



 

 

 

 

 

 

 

 

 

 

 

 

  



 

 

 

Donald Trump 

 Donald Trump is the sole proprietor of his Twitter account; it is connected 

directly to his phone and his tweets are not planned– they are sent from 

Trump’s own fingers in the moment. 

 Trump is active on Twitter, Facebook, YouTube and Instagram. His one 

digital strategist primarily runs his YouTube and Facebook account, and 

his Instagram appears to be a mix of Trump himself and his digital 

strategist. 

  



 

 

 

 

Hillary Clinton 

 Hillary Clinton has a digital staff that manages all of her social media 

accounts. Clinton will compose her own tweets from time to time, and sign 

them “-H”. This is explained in her Twitter bio. 

 Clinton is active on Twitter, Facebook, YouTube, Instagram, LinkedIn, 

SnapChat, Flickr and Pinterest. 

  



 

 

Donald Trump composes all of his own tweets. His voice is unfiltered, unique 
and totally his own. All of his tweets can be read in his own voice. This greatly 

contrasts Hillary Clinton’s twitter presence. Clinton has a team constantly 
working to compose professional, thought-out tweets. Her team says they work 
to try to incorporate all aspects of Hillary’s personality and sense of humor that 

the public does not regularly see. 
 

Both candidates’ twitter presence can be effective and ineffective in different 
ways. 

 

 Donald Trump’s management of his own Twitter account allows for 

complete freedom from formalities. 

 If exclamation points display enthusiasm, Trump would by far be the most 

enthusiastic candidate of this election. 

 59.6% of Trump’s tweets have one exclamation point in them, compared 

to Clinton’s 6.8%. 

 9.3% of Trump’s tweets have double exclamation points, compared to 

Clinton’s 0.2%. 

  



 

 

 

 The positive aspects of Hillary Clinton’s digital campaign strategy are:  
- She is viewed as professional 
- She is active on platforms where there is no Trump presence (such as 

LinkedIn and Pinterest) 
- She has an entire team working to highlight her positive personality traits  
- This team works to create a highly thought out digital strategy  

 The positive aspects of Donald Trump’s digital campaign strategy are:  
- His voice is viewed as organic and true to himself  
- The voice he portrays on his twitter is consistent  
- He has a greater following on twitter, which is his most active platform  
- Even his controversial tweets receive a great amount of positive attention 

and media coverage 

 The negative aspects of Hillary Clinton’s digital campaign strategy are:  
- She is viewed as rigid and cold  
- Because of her many individuals contributing to her platforms, her tone 

can be inconsistent  
- People know Clinton is not behind her own accounts, and at times she 

can appear fake and forced 

 The negative aspects of Donald Trump’s digital campaign strategy are:  
- Trump is often viewed as “unhinged” and out of control  
- He often makes controversial posts that ruin his image for certain 

demographics 
- He is absent on a lot of platforms that Clinton is active on   



 

 

 

 

Disclaimer: Followers don’t represent the number of people who like you, and retweets 
don’t necessarily mean the reaction the public has is positive, however they do reflect 
traction and response, which is what Twitter users are looking for, favorites on Twitter 

are likely to give a more accurate display of positive reaction. 

 

 Hillary Clinton’s twitter receives notably less engagement than Donald 

Trump’s, most of her tweets have around 5-7K favorites, while most of 

Donald Trump’s range from 11K-60K favorites. We don’t know who these 

“likers” are, but the numbers they produce are good for the candidate’s 

image. 

 Trump’s YouTube receives less engagement that Clinton’s. 

- Clinton’s team creates high quality videos with impressive editing, and 

they share the videos on all of Clinton’s platforms to increase 

engagement. 

  



 

 

 

 

In the most viral twitter moment of this election, @HillaryClinton tweeted “Delete 
Your Account.” in response to a Trump tweet. This tweet changed the image of 
Clinton’s campaign and it remains the most popular tweet to ever come out of 

Hillary Clinton’s account. 
 

 Why? It dissed Donald Trump while showing Clinton (and her campaign 

team) was relevant. The “Delete your account” tweet was inspired by a 

current internet trend mostly used by millennials to ‘shut down’ others 

opinions.  

 Clinton’s tweet received over 503K retweets, and almost 670K favorites.  

 This tweet showed massive amounts of personality and truly engaged 

Hillary’s audience, something she has struggled with when tweeting about 

policy and values. 

  



 

 

 

 It is incredibly important to come off as likeable through all outlets of 
social media. Charisma is necessary to gain a following.  

 For politicians and celebrities, they have the benefit or drawback, of 
already being known. 

 They have already established a brand and following.  

 Both candidates were well known prior to the 2016 election with huge 
followings on multiple channels. 

 Donald Trump is a celebrity and Hillary Clinton could be considered one 
as well, they have both been in the public eye for a very long time and the 
public has preconceived notions about each of them. 

- This has been both an obstacle and a benefit for each candidate. 
- Donald Trump has had to re-brand as a politically capable figure. 
- Hillary Clinton has had to re-brand as a softer individual with personality.  

 

  



 

 

 

 

 In order to win a campaign, the candidates have both acknowledged that 

personality is essential in winning over voters.  

 Professionalism is also essential to win an election. 

 Let’s focus on the positives of Clinton and Trump… it is important to find a 

happy medium, or balance, between organic and professional while running a 

campaign. It is best to be organic without being “unhinged”, and professional, 

without being “rigid.” 

 Balanced arguments are the most influential. 

 The purpose of any campaign is to persuade. Every piece of content created 

by a campaign is a measure to persuade the target audience. 

  



 

 

 

Campaigns are all working to rule the minds of their target audiences. Rhetoric 
is the way to accomplish this 

  



 

 

 

 

 

 

 

 

 

 

 

  



 

 

 

The three pillars of persuasion, also known as rhetoric, were founded by Aristotle in the 
4th century BCE. 

1. Ethos – credibility 

 Gain credibility or seem trustworthy and reliable to their audience  

 Appeals to ethos include 
- Professional history 
- Appearing sincere & fair minded 
- Using appropriate vocabulary 
- Seeming morally and ethically likeable  

2. Pathos – emotion activating 

 Persuading audience by evoking emotional and personal response  

 Appeals to pathos include: 
- Emotionally loaded language  
- Figurative language 
- Utilizing an emotional tone (humor, sarcasm, excitement)  
- Discussing women, children, and family is always an appeal to pathos.  

3. Logos – logical evidence 

 Evokes evoke a cognitive and rational reaction to reason  

 Appeals to logos include: 
- Theories/factual data 
- Reasoning & informed opinions 
- Definitions & quotes 

 



 

 

 

 

 Balance is found when all three appeals are working at the same time. 

 This means that your argument is logical, emotional, sincere, and the 

speaker has a good reputation. 

 A best practice of balance is to utilize rhetoric in a way that boosts your 

own image or product in a positive light, rather than shining negative light 

onto your competition. 

 Balance is important in business, politics, education and day-to-day 

conversations. 

 

  



 

 

 

 

Here we have an image that Donald Trump shared on Instagram, reposted from 

his daughter-in-law, Lara. The image employs appeals to pathos: it displays 

women and children, which evokes an emotional response from viewers. The 

post also appeals to ethos, working to persuade the audience to find Trump to 

be morally likeable. 

 

Next, we have a tweet from Donald Trump that reads “Such a great honor!” in 

response to an article that says the three largest police unions endorse Trump.  

This acts primarily as an appeal to ethos, building credibility and likability 

through police endorsement. It also acts as logos, using an endorsement from a 

traditionally trusted source. 

  



 

 

 

 

In this first image, Hillary Clinton is standing next to a 103 -year-old woman 

named Ruline who just voted for Hillary. The caption reads “When Ruline was 

born, women couldn’t vote. Yesterday, at 103, she cast her ballot for Hillary. 

Make sure you’re registered at IWillVote.com.”This post is primarily an appeal to 

pathos, the audience feels an emotional connection for Ruline, they are proud of 

how far she and all women have come.This post also appeals to ethos, making 

Hillary appear sincere and likeable as she smiles at Ruline. 

 

The next image is a tweet from Clinton that reads “Hillary has always been a 

champion for children and their futures.” quoted from LeBron James, 

accompanied by an article entitled “LeBron James: Why I’m endorsing Hillary 

Clinton”. This primarily utilizes ethos, building credibility and likability th rough 

celebrity endorsement. The tweet also employs logos by using a quote. Finally, 

the mention of children places this post in pathos, evoking an emotional reaction 

from the reader.  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



 

 

 

It is important for businesses to use rhetoric in their own branding as well. 

 Establish a credible voice by using appeals to ethos. 

 Create an emotional bond between customers and the brand, utilize 
appeals to pathos to make your client feel emotionally connected to your 
product or service. 

 Make sure to provide logical evidence or factual information about why 
your product is worth their time, how it will improve their lives, etc.  

 Try to make all three of these appeals active at the same time. Balance is 
key. 

  



 

 

 

 

Know Your Audience 

 Rhetoric is most effective when you know your target audience and how 

to appeal to them. 

 When you truly know your audience you will know what kind of impact 

your messages will have on them. 

Example: Nike 

 Nike knows their audience incredibly well, and they execute this 

knowledge to their advantage on their social pages. 

 

Nike displays personality, likeability, scientific reasoning for design, and 
aesthetics to draw in their audience and keep them hooked on their products.  

  



 

 

 

 Be present on as many useful platforms as possible. 

 Establish a voice. 

 Keep consistent tone and voice across platforms. 

 Stay up-to-date on current events and use them to your brand’s 

advantage. 

 Most importantly, know your audience, this will determine:  

- What kind of platforms you should use  

- What tone you should use 

- What current events are trending with your target audience  

  



 

 

 

 
While you are not vying for votes, you are selling a product or service and you 

need to get the word out about your business. Understanding what you are 
selling and the image you want to convey are the first steps in beginning to 

brand via social media 

 

Craft your brand based on your key audience - the presidential candidates 
have done this 

 
Use rhetorical appeals to generate a persuasive and balanced social media 
presence. Find out how to build your brand’s credibility, find logical evidence 
as to why it’s worth buying what you are selling, and establish an emotional 

connection between your audience and your brand. 
 

Remember to focus on what positive things your brand has to offer, rather 
than the negative things in your competitor’s brand. 

 


