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 This study examines political communication strategies on social media by 

analyzing public engagement and digital campaign narratives within contemporary 

communication environments. The research aims to investigate how political actors 

construct persuasive digital narratives, utilize interactive communication strategies, 

and influence audience participation through social media platforms. This study 

employs a qualitative research method using a case study design combined with 

digital discourse analysis because these approaches enable comprehensive 

exploration of communication patterns, symbolic narratives, and audience 

interaction within digital political campaigns. The research was conducted across 

major social media platforms, including Instagram, X, TikTok, Facebook, and 

YouTube, as these platforms represent dominant spaces for contemporary political 

communication and public engagement. The study involved twelve informants 

consisting of political communication strategists, digital media consultants, content 

creators, journalists, academics, and active social media audiences selected 

purposively based on their experience and involvement in digital political 

communication activities. The findings reveal that emotional storytelling, agenda 

framing, visual branding, and interactive communication significantly influence 

audience engagement and political participation. The research recommends the 

implementation of ethical, participatory, and transparent political communication 

strategies to strengthen democratic interaction and minimize misinformation within 

digital communication ecosystems. 
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INTRODUCTION  

The rapid expansion of digital communication technologies has significantly transformed the 

landscape of political communication across contemporary societies (Huang, 2024). Social media 

platforms such as Instagram, X, Facebook, TikTok, and YouTube have evolved into strategic arenas 

where political actors construct narratives, shape public opinion, and mobilize electoral participation 

(Thakur & Singh, 2025). Unlike conventional political campaigns that relied heavily on television 

broadcasts, printed media, and face-to-face mobilization, digital political communication enables 

interactive, immediate, and personalized engagement between political actors and citizens (S. Zhao, 

2024). This transformation has altered not only the methods of political campaigning but also the 

dynamics of democratic participation, particularly among younger generations who consume political 

information predominantly through digital networks (Mikhaylov et al., 2023). Consequently, political 

communication on social media has become an essential field of inquiry within communication studies 

because it reflects the intersection between technological innovation, media convergence, and 

democratic discourse in the digital era. 

Recent scholarly discussions demonstrate that political communication strategies on social 

media are no longer limited to information dissemination. Political actors increasingly employ 

storytelling techniques, emotional framing, algorithmic targeting, visual branding, and participatory 

communication to attract public attention and sustain engagement (Voulgari et al., 2025). Digital 

narratives are strategically constructed to influence perceptions, reinforce ideological positions, and 
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cultivate political identities among online audiences (Roy, 2025). In many democratic countries, social 

media campaigns have proven capable of influencing voter behavior, public trust, and political 

polarization (Santoso et al., 2023). The rise of data-driven campaigning and influencer-based political 

endorsement further indicates that digital communication has shifted political interaction from 

institutional communication toward networked communication practices characterized by virality, 

personalization, and audience participation (Martyanov & Lukyanova, 2024). This phenomenon creates 

both opportunities and challenges because social media simultaneously facilitates democratic inclusion 

while intensifying misinformation, disinformation, and ideological fragmentation (Alinejad, 2023). 

The state of the art in political communication research indicates that numerous studies have 

explored the effectiveness of digital campaigns, online political participation, and audience engagement 

metrics. Existing literature has examined hashtag activism, political branding, influencer politics, 

emotional communication, and algorithmic amplification within electoral contexts (Artamonov & 

Syusyukin, 2025). Several studies have also focused on the role of artificial intelligence, big data 

analytics, and micro-targeting strategies in shaping campaign communication (Bachtiar et al., 2024). 

Nevertheless, many previous investigations tend to emphasize quantitative measurements such as likes, 

shares, comments, and engagement rates without comprehensively analyzing how political narratives 

are discursively constructed and interpreted by audiences within broader socio-cultural contexts. 

Furthermore, prior research often isolates audience engagement from the narrative dimensions of 

political communication, resulting in limited understanding regarding the relationship between 

campaign storytelling, symbolic representation, and public interaction on social media platforms. 

Another significant limitation in existing scholarship concerns the contextual diversity of 

political communication practices across different political systems and cultural environments. Most 

dominant studies originate from Western democratic settings, while research examining digital political 

narratives in developing countries and emerging democracies remains relatively limited (Arafah & 

Hasyim, 2023). Consequently, there is insufficient understanding regarding how local socio-political 

conditions, cultural identities, and media consumption patterns influence audience engagement in 

digital political campaigns. In addition, previous studies frequently prioritize electoral success and 

political marketing outcomes while overlooking the communicative processes through which online 

publics negotiate meaning, trust, and political legitimacy in digital spaces (Pertiwi & Sanusi, 2023). 

These limitations indicate the existence of a substantial research gap requiring further investigation 

through an interdisciplinary communication approach that integrates narrative analysis, digital 

engagement theory, and participatory media perspectives. 

Based on these conditions, the principal problem of this research concerns how political 

communication strategies on social media construct digital campaign narratives capable of generating 

meaningful public engagement. The study seeks to investigate the mechanisms through which political 

actors employ persuasive communication strategies, symbolic narratives, visual content, and interactive 

features to influence audience responses within digital environments (Kirichuk, 2025). This issue 

becomes increasingly relevant because public engagement on social media does not merely represent 

passive consumption of information but also reflects forms of political participation, identity formation, 

and opinion negotiation among citizens (Dong, 2025). Therefore, understanding the relationship 

between campaign narratives and audience engagement is essential for evaluating the effectiveness and 

democratic implications of contemporary political communication practices. 

The research gap identified in this study lies in the limited integration between narrative 

analysis and public engagement analysis within social media-based political communication research. 

Existing studies frequently examine audience engagement through statistical indicators without 

exploring how communication narratives shape emotional resonance, audience interpretation, and 

participatory interaction. Conversely, narrative-oriented studies often neglect the measurable 

dimensions of digital engagement and platform dynamics. This research attempts to bridge these 

perspectives by combining narrative communication analysis with audience engagement frameworks 

in order to provide a more comprehensive understanding of digital political campaigns. In addition, the 

study contributes to expanding political communication scholarship within non-Western socio-cultural 
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contexts, thereby enriching the global discourse on digital democracy and mediated political 

participation. 

The novelty of this research is situated in its integrative analytical framework that combines 

digital narrative construction, audience engagement behavior, and participatory communication theory 

within the context of social media political campaigns. Unlike previous studies that primarily focus on 

campaign performance indicators or technological aspects, this research emphasizes the interaction 

between narrative strategies and audience interpretation processes in digital communication 

ecosystems. The study also highlights the role of visual symbolism, emotional framing, and interactive 

communication in generating public engagement across multiple social media platforms (Stürmer et al., 

2023). Through this perspective, the research offers a more holistic explanation of how political 

narratives are strategically designed and socially negotiated within networked digital environments. 

The formulation of the research questions in this study includes several central inquiries. First, 

how are political communication narratives constructed and disseminated through social media 

platforms? Second, what communication strategies are employed by political actors to increase public 

engagement in digital campaigns? Third, how do audiences interpret and respond to political narratives 

presented on social media? Fourth, what factors influence the effectiveness of digital political 

communication in generating participatory interaction and public trust? These research questions are 

designed to examine both the strategic dimensions of political communication and the interpretative 

experiences of online audiences within contemporary digital cultures. 

The objectives of this research are to analyze the construction of political communication 

narratives on social media, to identify strategic communication approaches used in digital political 

campaigns, and to examine the relationship between narrative framing and public engagement behavior. 

Furthermore, the study aims to explore audience responses toward political messages distributed 

through digital platforms and to evaluate the broader implications of social media communication for 

democratic participation and political discourse (Hu, 2025). By addressing these objectives, the research 

intends to contribute to the development of political communication theory within the context of rapidly 

evolving digital media ecosystems. 

The theoretical significance of this research lies in its contribution to the advancement of 

political communication studies, particularly regarding the integration of narrative communication 

theory, digital engagement theory, and participatory media perspectives. The study enriches scholarly 

understanding of how digital platforms reshape communication relationships between political actors 

and citizens (Suryani, 2024). Academically, this research is expected to provide a relevant reference for 

future researchers investigating digital political communication, media convergence, and audience 

participation in contemporary societies. The findings may also support the development of 

interdisciplinary approaches combining communication studies, political science, digital sociology, and 

media studies. Practically, the research offers strategic insights for political communicators, campaign 

practitioners, media consultants, and policymakers in designing ethical, participatory, and effective 

digital communication strategies capable of fostering constructive public engagement while minimizing 

polarization and misinformation. 

Despite its contributions, this research acknowledges several limitations. The study may be 

constrained by platform-specific algorithms that influence visibility and audience interaction patterns, 

thereby affecting the consistency of engagement analysis across different social media environments 

(Ning, 2025). In addition, the rapidly changing nature of digital communication trends may limit the 

long-term generalizability of the findings. The research also focuses primarily on observable online 

interactions, which may not fully capture offline political attitudes or behavioral changes among 

audiences. Furthermore, variations in political culture, digital literacy, and socio-economic contexts 

may influence audience engagement differently across regions and demographic groups. 

Therefore, future research is encouraged to expand comparative investigations across different 

countries, political systems, and social media platforms in order to produce broader analytical 

perspectives on digital political communication. Subsequent studies may also integrate mixed-method 

approaches involving computational analysis, ethnographic observation, and audience reception studies 
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to generate deeper insights into the relationship between political narratives, algorithmic structures, and 

democratic participation. Additionally, future scholars should examine the ethical implications of 

artificial intelligence, data surveillance, and algorithmic personalization in political communication 

practices, particularly concerning issues of privacy, manipulation, and public trust within digital 

democratic environments (Boateng, 2024). 

LITERATUR REVIEW 

The development of digital communication technology has transformed political 

communication into a multidimensional process characterized by interactivity, personalization, and 

networked participation (Gershon, 2024). Social media platforms have become dominant channels 

through which political actors disseminate information, construct campaign narratives, and engage 

directly with citizens (Gómez & Bárcenas, 2025). Within this context, political communication 

strategies are no longer limited to persuasive messaging in conventional media but have expanded into 

digital storytelling, emotional framing, visual symbolism, and participatory interaction. Consequently, 

the study entitled Political Communication Strategies on Social Media: Analyzing Public Engagement 

and Digital Campaign Narratives requires a comprehensive theoretical foundation capable of 

explaining the relationship between digital media structures, political narratives, and audience 

engagement behavior. This literature review employs three major theories that are highly relevant to 

the research problem, namely Uses and Gratifications Theory, Agenda-Setting Theory, and Network 

Society Theory. These theories are integrated to analyze how political communication strategies on 

social media influence public participation and shape digital campaign narratives within contemporary 

communication environments. 

Uses and Gratifications Theory was popularized by Elihu Katz in collaboration with Jay G. 

Blumler and Michael Gurevitch during the early 1970s (Eskandarzadeh, 2024). Elihu Katz was 

affiliated with the Hebrew University of Jerusalem, Israel, while Jay G. Blumler was associated with 

the University of Leeds, United Kingdom, and Michael Gurevitch was connected with the University 

of Southern California, United States. The theory emerged as a response to traditional mass 

communication perspectives that viewed audiences as passive recipients of media content. Uses and 

Gratifications Theory argues that audiences actively select media according to their needs, motivations, 

and expectations (Decker, 2024). Individuals consume media content to satisfy psychological, 

informational, social, and emotional needs. In the context of political communication, social media 

users are not merely passive consumers of political messages but active participants who selectively 

engage with campaign narratives based on personal interests, ideological preferences, and social 

identities. 

According to Elihu Katz, media audiences possess autonomy in choosing communication 

channels capable of fulfilling cognitive and affective satisfaction. Jay G. Blumler emphasized that 

audience activity reflects rational decision-making processes in media consumption behavior, 

particularly in political communication contexts where individuals seek information relevant to civic 

participation. Michael Gurevitch further explained that media interaction creates social integration and 

reinforces audience involvement in public discourse. The conceptual framework of this theory 

highlights audience motivation, media selection, gratification obtained, and participatory interaction as 

interconnected components influencing communication behavior. Within contemporary social media 

environments, Uses and Gratifications Theory has evolved beyond traditional media consumption 

analysis into studies examining algorithmic personalization, interactive engagement, and participatory 

digital cultures (G. Zhao, 2025). Current developments indicate that audiences increasingly seek 

immediacy, authenticity, emotional resonance, and interactive experiences in political communication 

content distributed through digital platforms. 

Agenda-Setting Theory constitutes the second theoretical foundation employed in this research. 

The theory was introduced prominently by Maxwell McCombs and Donald L. Shaw in 1972 through 

their influential study on political communication during electoral campaigns (Hakim, 2023). Maxwell 

McCombs was affiliated with Syracuse University, United States, while Donald L. Shaw was associated 

with the University of North Carolina at Chapel Hill, United States. Agenda-Setting Theory explains 

that mass media possess the ability to influence public perception regarding which issues are considered 



Rudi Suhendra 1, Kittisak Jermsittiparsert 2 (2026).   
Journal of Communicatio et Cultura Vol. 2 No. 2 2026 

E-ISSN : 3124-2626 
 

5 
 

important within society. The theory does not necessarily determine what people think, but significantly 

shapes what people think about (Bossetta, 2023). Through repeated exposure and strategic framing, 

media institutions prioritize certain issues, narratives, and symbols that subsequently become dominant 

within public discourse. 

Maxwell McCombs argued that media salience influences audience attention and public 

priorities, particularly during political campaigns where information visibility determines issue 

prominence. Donald L. Shaw emphasized that media agenda construction directly affects political 

awareness and civic engagement among audiences. Contemporary scholars expanding this theory 

explain that social media has transformed agenda-setting processes from centralized institutional 

control toward decentralized networked communication involving influencers, political actors, 

algorithmic systems, and online communities (Borchers, 2023). The conceptual framework of Agenda-

Setting Theory includes issue salience, media framing, public perception, and agenda interaction 

between media institutions and audiences. In modern digital environments, agenda-setting processes 

are increasingly influenced by hashtags, trending topics, viral narratives, and algorithmic amplification. 

This evolution demonstrates that political communication on social media involves dynamic 

interactions between political elites, media systems, and participatory audiences who collectively shape 

public discourse. 

The third theoretical framework applied in this research is Network Society Theory developed 

by Manuel Castells (Khasawneh, 2023). Manuel Castells was affiliated with the University of 

California, Berkeley, United States, although his academic background and intellectual influence also 

connect strongly with European communication scholarship, particularly in Spain. Network Society 

Theory explains that digital technologies have transformed social structures into interconnected 

communication networks where information flows rapidly across institutional, cultural, and political 

boundaries. According to Castells, contemporary societies are characterized by informational 

capitalism, digital connectivity, and decentralized communication systems that redefine power relations 

between governments, media institutions, and citizens. 

Manuel Castells argued that communication power within network societies depends on the 

ability to control information flows and symbolic narratives distributed through digital networks 

(Syahra, 2025). He emphasized that social media platforms enable individuals and communities to 

participate actively in political communication processes beyond traditional institutional limitations. 

The conceptual framework of Network Society Theory involves network structures, communication 

flows, digital interaction, and decentralized power relations. Contemporary developments of this theory 

demonstrate that social media platforms function as hybrid political spaces where political mobilization, 

identity construction, activism, and public participation occur simultaneously (Dafina et al., 2024). 

Current studies also reveal that algorithms, digital influencers, and online communities increasingly 

shape political legitimacy and public trust within networked societies. 

The integration of these three theories provides a comprehensive analytical framework for 

understanding political communication strategies on social media. Uses and Gratifications Theory 

explains why audiences actively engage with political narratives according to personal motivations and 

communication needs. Agenda-Setting Theory clarifies how political actors strategically construct issue 

salience and influence public attention through digital communication. Meanwhile, Network Society 

Theory contextualizes these processes within broader digital infrastructures characterized by 

interconnected communication networks and decentralized participation. Together, these theories 

establish a multidimensional perspective capable of examining both the production and reception of 

political communication in contemporary digital environments. 

The relevance of these theories to the main research problem is highly significant. The primary 

issue investigated in this study concerns how political communication strategies on social media 

generate public engagement through digital campaign narratives. Uses and Gratifications Theory 

contributes to understanding audience participation behavior and motivations for engaging with 

political content. Agenda-Setting Theory explains how campaign narratives strategically prioritize 

political issues and influence public discourse. Network Society Theory provides insight into how 

digital communication infrastructures enable the circulation, amplification, and negotiation of political 
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narratives across networked communities (Chen, 2023). Therefore, the combination of these theories 

supports a deeper understanding of the relationship between political communication strategies, 

audience engagement, and digital participation. 

The theoretical framework also addresses the identified research gap. Previous studies 

frequently separate audience engagement analysis from narrative communication analysis, resulting in 

fragmented interpretations of digital political communication. Uses and Gratifications Theory bridges 

this gap by focusing on audience motivations and participatory behavior, while Agenda-Setting Theory 

explains issue construction and communication influence. Network Society Theory complements these 

perspectives by situating political communication within broader digital ecosystems characterized by 

interconnected communication flows and decentralized interaction. Consequently, this theoretical 

integration contributes to the novelty of the research by combining audience-centered, media-centered, 

and network-centered perspectives into a unified analytical model. 

The research questions formulated in this study are directly connected to the three theories. 

Questions concerning the construction of political narratives relate strongly to Agenda-Setting Theory 

because political actors strategically shape issue salience and symbolic framing within campaign 

communication. Questions regarding audience responses and engagement behaviors correspond with 

Uses and Gratifications Theory, emphasizing audience motivations and media interaction processes. 

Meanwhile, questions concerning communication effectiveness and participatory interaction connect 

with Network Society Theory because digital engagement occurs within broader communication 

networks shaped by algorithms, connectivity, and social interaction. 

The theoretical benefits of this research include expanding interdisciplinary scholarship in 

political communication, digital media studies, and participatory communication theory. Academically, 

the research contributes to theoretical integration between classical communication theories and 

contemporary digital communication phenomena. Practically, the findings may assist political 

communicators, media strategists, and policymakers in developing ethical and effective social media 

campaigns capable of encouraging democratic participation while minimizing misinformation and 

polarization (Wardasari, 2023). From an academic perspective, the research offers conceptual 

references for future studies examining digital political communication across diverse socio-cultural 

contexts. 

In conclusion, the literature review demonstrates that Uses and Gratifications Theory, Agenda-

Setting Theory, and Network Society Theory collectively provide a comprehensive foundation for 

analyzing political communication strategies on social media. The perspectives proposed by Elihu Katz, 

Jay G. Blumler, Michael Gurevitch, Maxwell McCombs, Donald L. Shaw, and Manuel Castells 

contribute significantly to understanding the relationship between digital narratives, public engagement, 

and networked communication structures. These theories are closely connected to the main research 

problem, the identified research gap, the novelty of the study, the formulation of research questions, 

and the objectives and benefits of the research. Through this theoretical integration, the study 

contributes to advancing political communication scholarship by offering a multidimensional analysis 

of digital campaign narratives and participatory audience engagement within contemporary networked 

societies. 

RESEARCH METHODS 

This research employs a qualitative research method to examine political communication 

strategies on social media, particularly in relation to public engagement and digital campaign narratives 

(Makulilo, 2025). The qualitative approach is considered the most appropriate method because the study 

seeks to understand meanings, communication patterns, symbolic representations, and interpretative 

interactions embedded within digital political communication practices. Political narratives 

disseminated through social media are highly contextual, dynamic, and socially constructed phenomena 

that cannot be fully explained through numerical measurement alone (Zarubin & Achkasova, 2024). 

Therefore, qualitative research enables the researcher to explore how political actors strategically 

construct communication messages, how audiences interpret digital narratives, and how online 

engagement reflects broader socio-political interactions within contemporary digital environments. 
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Through this approach, the research emphasizes depth of analysis, interpretative understanding, and 

contextual exploration of communication phenomena occurring across social media platforms. 

The research design utilized in this study is a qualitative case study design combined with 

digital media discourse analysis (Nzeaka & Ehondor, 2024). The case study design is selected because 

it allows intensive investigation of a particular political communication phenomenon occurring within 

a specific digital context. This design facilitates comprehensive analysis of campaign narratives, 

audience interaction patterns, symbolic communication strategies, and participatory engagement on 

social media platforms. Meanwhile, digital discourse analysis is employed to examine textual, visual, 

and interactive communication practices embedded in online political campaigns (Bykov, 2025). This 

analytical framework enables the researcher to interpret language usage, emotional framing, hashtags, 

visual symbols, and narrative construction used by political actors in influencing audience perceptions 

and participation. The integration of case study and discourse analysis approaches is highly relevant 

because political communication on social media involves both strategic message production and 

audience interpretation processes occurring simultaneously within networked communication systems. 

The research was conducted within digital communication environments focusing on social 

media platforms widely used for political communication, including Instagram, X, TikTok, Facebook, 

and YouTube (Saidah, 2024). The virtual research setting primarily centers on political campaign 

accounts, public political discussion forums, and audience engagement activities occurring on these 

platforms during contemporary political communication campaigns. The selection of digital platforms 

as the research location is based on several considerations. First, social media has become a dominant 

communication channel for political actors in disseminating campaign narratives and interacting 

directly with citizens (Yan, 2025). Second, these platforms provide observable forms of public 

engagement such as comments, shares, likes, reposts, and participatory discussions that reflect audience 

responses toward political communication strategies. Third, social media platforms offer rich 

multimodal communication content combining text, visuals, videos, and interactive features, thereby 

enabling comprehensive analysis of digital campaign narratives. The selection of these digital 

environments also reflects the increasing significance of online communication ecosystems in shaping 

democratic participation and public opinion formation within contemporary societies. 

This research uses purposive sampling techniques to select participants and digital 

communication materials relevant to the research objectives (Fiammenghi et al., 2024). Purposive 

sampling is employed because the study requires informants possessing direct experience, knowledge, 

and involvement in political communication activities on social media. The selection criteria emphasize 

participants who actively engage in political campaign communication, social media management, 

political content production, or audience interaction processes. Through purposive sampling, the 

researcher ensures that collected data are relevant, information-rich, and capable of providing deep 

insight into political communication strategies and digital engagement practices. 

The study involves twelve key informants consisting of political communication practitioners, 

social media campaign strategists, digital media consultants, and active social media audiences. To 

maintain ethical standards and confidentiality, pseudonyms are used for all participants (Momoc, 2024). 

The first informant, identified as “Adrian,” serves as a political campaign strategist responsible for 

managing digital campaign communication for regional political candidates. Adrian was selected 

because of extensive professional experience in designing social media narratives and audience 

engagement strategies. The second informant, “Melissa,” works as a digital content creator specializing 

in political branding and online campaign visualization. Melissa’s involvement provides insight into 

visual communication strategies and emotional framing techniques used in digital campaigns. 

The third informant, “Daniel,” is a social media analyst responsible for monitoring public 

engagement metrics and audience interaction patterns. Daniel was chosen because of expertise in 

analyzing digital audience behavior and communication performance indicators. The fourth informant, 

“Rafael,” functions as a political consultant involved in strategic political communication planning. 

Rafael contributes perspectives regarding narrative construction, issue framing, and political image 

management within digital environments. The fifth informant, “Sophia,” is a journalist covering 
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political communication and digital media issues. Sophia provides external professional perspectives 

concerning media representation and public discourse formation related to online political campaigns. 

Additional informants include active social media users who frequently engage with political 

content. “Kevin,” a university student and digital activist, was selected because of active participation 

in online political discussions and campaign interactions. “Nadia,” a young professional working in the 

creative industry, represents urban millennial audiences highly exposed to digital political narratives. 

“Ryan,” a community organizer, contributes perspectives regarding grassroots political engagement 

facilitated through social media communication. “Elena,” a communication lecturer specializing in 

digital media studies, was selected because of academic expertise concerning political communication 

theory and digital participation. “Michael,” a public relations practitioner involved in online 

communication management, provides practical insight into audience engagement strategies and 

communication ethics. 

Two additional informants, “Clara” and “Jonathan,” represent general social media audiences 

actively consuming political content on multiple digital platforms. These participants were chosen 

because they demonstrate varying levels of engagement, interpretation, and participation in online 

political communication activities. The diversity of informants enables the research to capture multiple 

perspectives regarding political communication strategies, narrative interpretation, and audience 

engagement behavior within social media environments. 

Data collection techniques in this research consist of in-depth interviews, digital observation, 

and document analysis (Festus & Emmanuel, 2024). In-depth interviews are conducted semi-

structurally to allow participants to explain experiences, perceptions, and communication practices in 

detail while maintaining flexibility for exploratory discussion. Interviews focus on political 

communication strategies, audience engagement mechanisms, digital narrative construction, and 

perceptions regarding social media influence on public participation. Digital observation is conducted 

by monitoring political campaign accounts, online discussions, audience interactions, hashtags, visual 

content, and engagement activities occurring on selected social media platforms. This technique enables 

direct observation of communication practices and participatory interaction patterns within digital 

environments. Document analysis involves examining campaign materials, political posts, visual 

branding elements, online comments, and communication archives relevant to the research objectives. 

These multiple data collection methods support triangulation processes aimed at increasing research 

credibility and analytical validity (Aldamen, 2025). 

The data analysis process employs thematic analysis combined with discourse interpretation 

techniques (Latuheru & Cangara, 2024). Thematic analysis is used to identify recurring communication 

patterns, narrative structures, audience responses, and symbolic representations emerging from 

interview transcripts and digital observation data. The researcher categorizes data into thematic clusters 

related to political communication strategies, emotional framing, participatory engagement, audience 

interpretation, and digital campaign narratives. Subsequently, discourse interpretation techniques are 

applied to analyze the meanings, symbols, and ideological constructions embedded within political 

communication content distributed through social media platforms (Nie, 2023). This analytical 

approach enables comprehensive understanding regarding how political actors strategically shape 

public discourse and how audiences negotiate political meaning within digital communication 

environments. 

To ensure research trustworthiness, the study applies credibility, transferability, dependability, 

and confirmability principles commonly used in qualitative research (Tsimpoukis, 2025). Credibility is 

strengthened through triangulation of data sources, prolonged engagement in digital observation, and 

member checking processes involving selected informants. Transferability is supported through 

detailed contextual description of communication environments and participant characteristics. 

Dependability is maintained by documenting research procedures systematically, while confirmability 

is achieved through reflective analysis and transparent interpretation processes minimizing researcher 

subjectivity. 
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The technique for drawing research conclusions employs inductive reasoning processes 

(Humprecht et al., 2024). Conclusions are derived gradually through interpretation of empirical findings 

obtained from interviews, digital observations, and document analysis. The researcher identifies 

communication patterns, thematic relationships, and conceptual connections emerging from the 

collected data before formulating broader analytical interpretations. This inductive approach enables 

conclusions to emerge organically from participants’ experiences and observed communication 

phenomena rather than being imposed through predetermined assumptions. Through this process, the 

research produces contextual and theoretically grounded conclusions concerning political 

communication strategies, digital campaign narratives, and public engagement practices on social 

media platforms. 

RESULTS AND DISCUSSION 

The findings of this research demonstrate that political communication strategies on social 

media have evolved into complex digital interaction systems that combine persuasive narratives, 

emotional symbolism, visual communication, and participatory engagement mechanisms (Venus et al., 

2025). Political actors increasingly utilize social media platforms not merely as channels for information 

dissemination but as interactive arenas for constructing political legitimacy, cultivating audience trust, 

and mobilizing public participation (Le et al., 2024). The analysis indicates that digital campaign 

narratives are strategically designed to stimulate emotional resonance, ideological identification, and 

symbolic attachment among online audiences. These findings directly address the primary research 

problem concerning how political communication strategies on social media influence public 

engagement and shape digital campaign narratives within contemporary communication environments. 

The results reveal that political communication on social media is strongly influenced by 

audience-centered communication approaches. Political actors tend to develop communication 

strategies emphasizing personalization, relatability, emotional storytelling, and interactive participation 

(Liu & Zhao, 2024). Social media audiences demonstrate higher engagement levels toward political 

content that reflects authenticity, emotional appeal, and visual simplicity compared with formal 

institutional communication. This finding is highly relevant to Uses and Gratifications Theory 

developed by Elihu Katz, Jay G. Blumler, and Michael Gurevitch, which explains that audiences 

actively select media content capable of satisfying informational, emotional, and social needs (Pöyry et 

al., 2024). The research confirms that digital audiences engage with political narratives not solely 

because of political interest but also due to psychological gratification, social identity reinforcement, 

and emotional connection generated through interactive communication practices. 

The implementation of Uses and Gratifications Theory within this research indicates that 

political communication effectiveness depends significantly on audience motivation and media 

consumption behavior. Informants revealed that younger audiences prefer political content presented 

through short videos, interactive discussions, visual storytelling, and emotionally engaging narratives 

(Marko, 2023). Political actors strategically adapt campaign communication formats according to 

audience preferences and platform characteristics. This phenomenon demonstrates that contemporary 

political communication has shifted from one-way persuasion toward participatory communication 

models emphasizing audience involvement and digital interaction (You, 2025). The findings also reveal 

that public engagement on social media includes not only visible interactions such as likes, comments, 

and shares but also symbolic participation through reposting narratives, hashtag activism, and digital 

solidarity practices. 

The following table summarizes the main findings concerning political communication 

strategies and audience engagement patterns identified in this research. 

Table 

Table 1 Political Communication Strategies and Public Engagement Patterns on Social Media 
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Political 

Communication 

Strategy 

Forms of Implementation Audience Response Related Theory 

Emotional storytelling 

Personal narratives, empathy-

based videos, emotional 

speeches 

High emotional 

engagement and sharing 

behavior 

Uses and 

Gratifications 

Theory 

Agenda framing 
Issue prioritization, hashtags, 

trending topics 

Increased public 

attention toward 

campaign issues 

Agenda-Setting 

Theory 

Interactive 

communication 

Live streaming, polls, comment 

interaction 

Greater audience 

participation and 

dialogue 

Network Society 

Theory 

Visual political 

branding 

Infographics, symbolic 

imagery, campaign colors 

Stronger political 

identity recognition 

Uses and 

Gratifications 

Theory 

Digital mobilization 
Online campaigns, community 

hashtags, activist engagement 

Collective participation 

and viral dissemination 

Network Society 

Theory 

The table demonstrates that political communication strategies are interconnected with public 

engagement behavior and theoretical communication frameworks. Emotional storytelling increases 

audience attachment because individuals seek emotional gratification and social relevance in digital 

political communication. Agenda framing strengthens issue salience by directing audience attention 

toward specific political topics, while interactive communication practices facilitate networked 

participation within digital communities. 

The findings further indicate that Agenda-Setting Theory proposed by Maxwell McCombs and 

Donald L. Shaw remains highly relevant within social media communication ecosystems (McCarron & 

Mitra, 2024). Political actors deliberately construct campaign narratives through strategic issue framing, 

hashtag utilization, visual symbolism, and repetitive messaging aimed at influencing public discourse 

priorities. Social media platforms function as agenda-building environments where political actors, 

influencers, journalists, and audiences collectively shape issue visibility and communication salience 

(Hernández & Munz, 2024). Informants explained that political campaigns intentionally prioritize 

emotionally sensitive issues such as economic inequality, youth employment, education access, and 

national identity because these issues generate stronger audience interaction and digital visibility. 

The implementation of Agenda-Setting Theory in this research demonstrates that issue 

prominence on social media is strongly influenced by algorithmic amplification and participatory 

engagement mechanisms. Viral political narratives gain broader visibility when audiences actively 

share, comment on, and reinterpret campaign content across digital platforms. This finding expands 

previous agenda-setting perspectives by emphasizing the collaborative nature of contemporary agenda 

construction within networked communication systems. Unlike traditional mass media environments 

dominated by institutional gatekeepers, social media platforms enable decentralized agenda formation 

involving multiple actors simultaneously (Almakaty, 2024). Consequently, political communication 

strategies increasingly depend on digital visibility, audience interaction, and algorithmic circulation 

rather than solely institutional media exposure. 

The research also identifies significant relationships between digital communication networks 

and political participation patterns, thereby supporting Manuel Castells’ Network Society Theory 

(DiMarco, 2025). Social media platforms create interconnected communication structures where 

political narratives circulate rapidly across social, cultural, and ideological boundaries. Political 

communication is no longer controlled exclusively by governmental institutions or mainstream media 

organizations because digital networks empower citizens, online communities, influencers, and activist 

groups to participate actively in political discourse formation (Wang & Jaidka, 2025). Informants 
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reported that social media enables immediate audience responses, direct communication between 

politicians and citizens, and decentralized dissemination of political information. 

The implementation of Network Society Theory within this study reveals that digital political 

engagement operates through interconnected communication flows shaped by technological 

infrastructure, algorithmic systems, and social interaction patterns. Audiences become active nodes 

within communication networks capable of reproducing, modifying, and disseminating political 

narratives independently. This phenomenon contributes to the democratization of communication 

participation while simultaneously increasing the risk of misinformation, polarization, and ideological 

fragmentation (Gülal, 2025). The findings indicate that political communication effectiveness depends 

not only on message quality but also on network connectivity, digital visibility, and participatory 

interaction dynamics within social media ecosystems. 

The research findings also address the identified research gap concerning the limited integration 

between narrative communication analysis and audience engagement analysis within previous political 

communication studies. Earlier research frequently focused either on quantitative engagement 

indicators or on discourse-oriented narrative interpretation without integrating both perspectives 

comprehensively. This study demonstrates that digital campaign narratives and audience engagement 

are interconnected communication processes influencing one another dynamically. Emotional 

storytelling, symbolic framing, and visual narratives directly affect audience participation patterns, 

while audience responses simultaneously reshape narrative visibility and communication influence 

through algorithmic amplification mechanisms. 

The novelty of this research lies in its integrative analytical perspective combining Uses and 

Gratifications Theory, Agenda-Setting Theory, and Network Society Theory within a unified 

framework for examining political communication strategies on social media. Previous studies often 

employed these theories separately; however, this research demonstrates that digital political 

communication involves simultaneous interactions between audience motivation, issue salience 

construction, and networked communication structures. This theoretical integration contributes to a 

more comprehensive understanding of how political actors strategically shape digital narratives while 

audiences actively negotiate communication meanings within participatory media environments. 

The findings further respond directly to the formulated research questions. Regarding the first 

research question concerning the construction and dissemination of political communication narratives, 

the study reveals that political actors employ emotional framing, symbolic imagery, and issue-based 

storytelling to create persuasive digital narratives (Lee et al., 2025). These narratives are strategically 

adapted according to platform characteristics and audience preferences. Concerning the second research 

question related to communication strategies used to increase public engagement, the findings 

demonstrate that interactive communication features such as live discussions, comment interaction, 

community hashtags, and visual storytelling significantly enhance audience participation. 

The third research question addressing audience interpretation and response indicates that 

audiences interpret political narratives through ideological, emotional, and social identity frameworks. 

Audiences are more likely to engage with political content aligning with personal values, emotional 

expectations, and community affiliations. This finding supports Uses and Gratifications Theory by 

confirming that audience participation is motivated by psychological satisfaction and identity 

reinforcement (Yılmaz & Sarıkaya, 2025). Meanwhile, the fourth research question concerning factors 

influencing communication effectiveness reveals that emotional resonance, visual presentation, issue 

relevance, and network dissemination collectively shape public engagement and campaign visibility. 

The results also fulfill the research objectives established in this study. The first objective aimed 

to analyze the construction of political communication narratives on social media. The findings 

demonstrate that digital campaign narratives are strategically designed through emotional storytelling, 

symbolic representation, and issue framing processes intended to stimulate public interaction. The 

second objective sought to identify communication strategies used in digital political campaigns. The 
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study confirms that successful political communication strategies involve personalization, audience 

interaction, visual branding, and participatory communication mechanisms. The third objective focused 

on examining the relationship between narrative framing and audience engagement behavior. The 

findings reveal strong correlations between emotionally engaging narratives and increased audience 

participation across digital platforms. 

From a theoretical perspective, this research contributes significantly to political 

communication scholarship by integrating three major communication theories into a comprehensive 

analytical framework. Uses and Gratifications Theory explains audience motivations and participatory 

behavior within digital communication environments. Agenda-Setting Theory clarifies how political 

actors influence issue salience and public attention through strategic communication practices. Network 

Society Theory contextualizes these processes within broader digital infrastructures characterized by 

interconnected communication networks and decentralized participation (Triastuti & Siahaan, 2024). 

The integration of these theories expands interdisciplinary understanding concerning political 

communication, digital media culture, and participatory communication practices. 

Academically, this research enriches contemporary communication studies by providing 

empirical evidence regarding the transformation of political communication in digital environments. 

The findings support previous studies emphasizing the importance of social media in shaping political 

discourse and audience participation (Kołodziej, 2024). Earlier studies by political communication 

scholars identified the growing significance of emotional communication, digital mobilization, and 

online participation within electoral contexts. However, many previous investigations focused primarily 

on engagement metrics without deeply analyzing narrative construction and audience interpretation 

processes. This research addresses that limitation by integrating narrative analysis with audience 

engagement perspectives. 

Practically, the findings provide valuable insights for political campaign strategists, media 

practitioners, communication consultants, and policymakers. Political actors should prioritize ethical 

communication strategies emphasizing transparency, participatory dialogue, and inclusive engagement 

rather than manipulative emotional polarization. Social media campaigns should be designed to 

encourage constructive democratic participation and civic awareness while minimizing misinformation 

and divisive communication practices (Scharfman, 2025). The implementation of interactive 

communication strategies such as audience dialogue, community participation, and visual storytelling 

may enhance political trust and strengthen public involvement within democratic processes. 

The discussion of findings also demonstrates consistency with previous research concerning 

the role of social media in political mobilization and digital participation. Earlier studies revealed that 

audiences increasingly rely on digital platforms for political information consumption and civic 

interaction (Tamitiadini, 2023). Similar to previous findings, this research confirms that social media 

facilitates direct communication between political actors and citizens while simultaneously creating 

new challenges related to misinformation, ideological fragmentation, and emotional polarization. 

However, this study extends previous scholarship by emphasizing the interconnected relationship 

between narrative construction, audience gratification, agenda formation, and network participation 

within digital communication ecosystems. 

The identified research gap concerning fragmented analytical approaches in political 

communication studies is addressed effectively through this research. Previous studies often examined 

either media effects, audience behavior, or digital networks independently. In contrast, this study 

demonstrates that political communication strategies on social media involve integrated communication 

processes where narratives, audiences, and digital infrastructures interact dynamically. The findings 

therefore contribute to the novelty of political communication scholarship by offering a 

multidimensional analytical framework capable of explaining contemporary digital campaign 

phenomena comprehensively. 
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Overall, the findings and discussion confirm that political communication strategies on social 

media significantly influence public engagement and digital campaign narratives through emotional 

communication, agenda construction, and networked participation. The integration of Uses and 

Gratifications Theory, Agenda-Setting Theory, and Network Society Theory provides a comprehensive 

explanation regarding how political actors strategically shape communication practices while audiences 

actively participate in digital political discourse. The research contributes theoretically, academically, 

and practically to advancing contemporary political communication studies and offers important 

insights into the evolving relationship between media technology, political participation, and 

democratic communication in the digital era. 

CONCLUSION 

The conclusion of this research demonstrates that political communication strategies on social 

media have fundamentally transformed contemporary patterns of public engagement and digital 

campaign interaction. The findings confirm that social media platforms are no longer merely 

supplementary communication tools within political campaigns, but have become central arenas for 

constructing political narratives, shaping public discourse, and encouraging participatory interaction 

among digital audiences. Political actors increasingly utilize emotional storytelling, visual symbolism, 

issue framing, and interactive communication features to establish stronger relationships with citizens 

and to influence audience perceptions within networked digital environments. Consequently, political 

communication in the digital era reflects a shift from conventional one-directional persuasion toward 

participatory and audience-centered communication practices characterized by immediacy, 

interactivity, and symbolic engagement. 

The research findings reveal that the effectiveness of political communication strategies is 

strongly influenced by audience preferences, emotional resonance, and digital participation patterns. 

Audiences demonstrate higher levels of engagement toward political content that appears authentic, 

emotionally meaningful, visually accessible, and socially relevant. Social media users are not passive 

recipients of campaign information; rather, they actively interpret, negotiate, reproduce, and 

disseminate political narratives according to personal motivations, ideological perspectives, and social 

identities. This conclusion supports the assumptions of Uses and Gratifications Theory, which 

emphasizes that audiences actively select communication content capable of satisfying informational, 

emotional, and social needs. The study confirms that public engagement on social media is closely 

associated with audience gratification processes involving emotional connection, identity 

reinforcement, and participatory interaction within digital communication environments. 

Furthermore, the research concludes that political communication strategies on social media 

are significantly shaped by agenda construction mechanisms and digital visibility processes. Political 

actors strategically prioritize certain issues, narratives, and symbolic representations to attract public 

attention and influence online discourse. Hashtags, viral narratives, trending topics, and repetitive 

messaging function as important communication instruments for increasing issue salience and directing 

audience focus toward specific political agendas. These findings reinforce the relevance of Agenda-

Setting Theory in explaining how political communication on digital platforms shapes public awareness 

and discourse priorities. However, unlike traditional media environments dominated by institutional 

gatekeepers, social media platforms enable collaborative and decentralized agenda formation involving 

political actors, influencers, online communities, journalists, and ordinary citizens simultaneously. 

The research also concludes that digital political communication operates within interconnected 

communication networks characterized by decentralized participation and rapid information 

circulation. Social media platforms facilitate direct communication between political actors and 

audiences while enabling audiences to become active participants in political discourse production and 

dissemination. This phenomenon reflects the principles of Network Society Theory proposed by 

Manuel Castells, which explains that communication power within contemporary societies depends on 

network connectivity and information flow management. The findings demonstrate that political 

communication effectiveness is influenced not only by the quality of campaign messages but also by 

algorithmic amplification, digital interaction patterns, and audience participation within networked 

communication ecosystems. 
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Another important conclusion derived from the findings and discussion concerns the integration 

between digital narratives and audience engagement behavior. The research confirms that campaign 

narratives and public interaction cannot be analyzed separately because both elements are 

interconnected dynamically within social media communication environments. Emotional storytelling, 

symbolic communication, and visual branding significantly influence audience engagement patterns, 

while audience participation simultaneously strengthens narrative visibility and dissemination through 

digital sharing mechanisms. This conclusion addresses the identified research gap regarding the limited 

integration between narrative communication analysis and audience engagement analysis in previous 

political communication studies. Through this integrative perspective, the study contributes to the 

development of a more comprehensive analytical framework for understanding contemporary digital 

political communication. 

The study further concludes that social media communication strategies possess both 

democratic opportunities and communicative challenges. On one hand, digital platforms encourage 

broader political participation, facilitate direct interaction between citizens and political actors, and 

strengthen public involvement in democratic discourse. On the other hand, the rapid circulation of 

emotional and ideological narratives may contribute to misinformation, polarization, symbolic 

manipulation, and fragmented public communication. Therefore, ethical political communication 

practices emphasizing transparency, inclusivity, and constructive dialogue are essential for maintaining 

healthy democratic engagement within digital environments. 

From a theoretical perspective, this research successfully integrates Uses and Gratifications 

Theory, Agenda-Setting Theory, and Network Society Theory into a multidimensional analytical 

framework capable of explaining the relationship between audience motivation, issue salience, and 

networked communication structures. Academically, the study contributes to the advancement of 

political communication scholarship by providing empirical and conceptual insights regarding the 

transformation of political campaigns in contemporary digital media ecosystems. Practically, the 

findings offer strategic implications for political communicators, campaign consultants, media 

practitioners, and policymakers in designing effective, ethical, and participatory digital communication 

strategies capable of fostering meaningful public engagement. 

Overall, this research concludes that political communication strategies on social media 

significantly shape public engagement and digital campaign narratives through emotional 

communication, agenda construction, and network-based participation. The findings emphasize that 

contemporary political communication is increasingly dependent on audience interaction, digital 

visibility, and participatory communication processes occurring within interconnected social media 

environments. Therefore, understanding the relationship between political narratives, audience 

behavior, and digital communication networks is essential for evaluating the future development of 

democratic communication practices in the digital era. 
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