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Case Critique 2: U.S. Army and Weber Shandwick 
Overview:  
 The Weber Shandwick and U.S. Army case focused on creating a deeper connection 

between the Army and the United States population. The goal is to increase the understanding of 

the core values of the Army and the meaning of being a Soldier. The recruiting division of the 

Army is going to target audiences through techniques such as social media tools, the “Soldiers 

voice” and reaching out to the educators around the country.  

Research:  

 There is not any evidence of any formal and informal methods of research. There was 

some research done in an unknown way to show that the awareness of the Army is high but the 

cultural understanding and appreciation of the Army is low. 

There could have definitely been a bit of formal research done through the core metrics 

that were created to define success. There were six key metrics that were mentioned; quality 

media score, quality media impressions, cost per quality media impression, social media 

contagion score, influencer engagement score, cost per quality engagement. These core metrics 

had not been finalized but they had been made up.  

 There was no evidence of informal methods of research. It was clear that they wanted to 

target certain individuals whether it was potential recruits, influencers or educators to increase 

the awareness of the Army. The target audiences were found and made clear.  

 There are no exact methods of research described in the case so yes more effective 

methods could have been used to find the target audiences and objectives. A survey of potential 

recruits, influencers and educators would be helpful to find the right strategies to reach their goal 

of increased awareness. The resulting plan seemed simple and to the point: get the message out 



to the potential recruits to what the primary benefits of the Army are. A connection to the Army 

needed to be formed before the increase of recruits occurred. 

Objectives and Strategies:  

 The objectives explicitly tell the problem at hand. Each of the objectives is geared 

towards increasing awareness. It seems to be the overarching theme of the campaign. The 

awareness is pointed to the key prospects. The objectives do not reach out directly to the 

educators. One of the measurable objectives states that they want to “Reach 10 social media 

influencers in the U.S. by inviting them to experience career and educational opportunities 

within the Army and share those experiences with their followers.” That is the only mention of 

the educational audience. They seem to focus primarily on the media, community influencers 

and the social media piece of the target audiences.  

 The problem is addressed through the construction of advocates, heightened 

understanding of the objectives of the Army and true stories told by the Soldiers in the Army. 

They want potential recruits to hear the voice of the Soldiers that already have a connection to 

the Army. Simply put, the goal is to get that message out to the influencers and potentials. Each 

objective holds a piece of that goal in it. Whether it is through Soldiers blogging, placements in 

top media outlets, attending key events and sponsorships or connecting directly to the 

influencers.  

 Taken directly from the U.S. Army website, “The Army’s mission is to fight and win our 

Nation’s wars by providing prompt, sustained land dominance across the full range of military 

operations and spectrum of conflict in support of combatant commanders.” 

(http://www.army.mil/) The mission of the Army is explicit and focused on fighting for our 



Nation. This requires a large devoted group of people to win the battles that our country comes 

into contact with.  

Tactics:  

 Most of the tactics that were used for each key objective directly targeted the desired 

audiences. The first strategy, “Tell the Army story through the voice of Soldiers to help build 

understanding of Army service and connect directly with potential recruits and those who 

influence them” could have been more specific to what social media opportunities and traditional 

media relations they went through. The second strategy, “Build a nation of advocates to create 

deeper understanding and advocacy for Army service” was spot on with their communication 

channels. The educational system was highly targeted as well as the large increase of community 

boards and the creation of tools to allow recruiting to be brought to a local level.  

 The third and fourth strategies were targeting sponsorship and event opportunities and the 

social media involvement in the Army. The Army wanted to “Create opportunities to engage 

Soldiers and build understanding of the benefits of Army service by amplifying the Army’s 

investment in key events and sponsorships.” This was carried out through sponsorships at high 

profile events such as NASCAR and U.S. Army All American Bowl and creating a workshop 

designed to teach students the importance of staying in school. The objective of obtaining a 

higher social media involvement was a success through an award-winning Soldier blog, 

ArmyStrongStories, which featured 600 Soldiers first hand stories and a 20,000-person database 

of recruiting advocated. Opportunities were responded to at a faster pace than ever before.  

Evaluation:  

 The measurable objectives were all met. Each one was evaluated on a numerical scale, 

listing the actual success numbers. Each goal objective was met or exceeded. The most 



successful piece of the campaign was the amount of total media impressions. There were 

250,000 more media impressions than they had desired. The campaign was found successful 

through the core metric scale that was found in the research.  

A budget was not mentioned but it seems as though it would have come in on budget or 

even lower. The sponsorships and key media placements were the only areas that would have 

eaten up a large sum of money. The Soldier bloggers and the other social media efforts would 

cost a small amount of money in the larger picture of the campaign. 

  

  


