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Abstract 

Social media influencers have evolved beyond lifestyle content, with a new subset - 

political influencers - rising to prominence in shaping political discourse. This paper 

seeks to highlight important streams of literature for defining political influencers and 

examining their impact on elections. We provide guidelines for conceptualizing polit-

ical influencers, offering key operational definitions and decisions for future studies. 

Using the 2021 German federal elections as a case study, we analyze the behavior of 

political influencers on Instagram, focusing on the blend of political and commercial 

content. Our analysis reveals that political influencers shift their focus from product 

promotion to political messaging and support or disapproval of political entities in the 

lead-up to the elections. Based on post-survey election data, we further assess the 

relevance of influencers for voting decisions, identifying individual characteristics, 

such as age, associated with following influencers. We find that approximately six 

percent of respondents found influencer-produced content helpful in determining 

their voting decisions. These insights shed light on the growing importance of political 

influencers in electoral dynamics, providing a foundation for further exploration of 

their long-term political impact.

1.  Introduction

With most of the global population accessing smartphones and the internet, social 
media has revolutionized how we communicate and interact with others. On average, 
people spend more than two hours daily on social media [1,2]. Among entertainment 
as one of the main reasons for social media use, news consumption and political 
engagement are becoming increasingly important [3,4]. Access to social media not 
only connects people and increases real-time information flow but also bears the 
potential for virtually anybody with access to a smartphone to reach huge audiences. 
Social media Influencers are experts at maximizing content dissemination on online 
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platforms. At the same time, they can affect social, political, and economic attitudes 
and behavior, such as purchasing decisions, due to their reliance on product pro-
motion for monetization [5,6]. Influencers are also regarded as opinion leaders who 
cooperate with brands to market products related to fashion, fitness, food, and gam-
ing via electronic word-of-mouth mechanisms.

In recent years, a subgroup of influencers has grown in size and relevance: polit-
ical influencers [7]. These individuals increasingly include political content in their 
regular narrative to disseminate content related to political topics, such as climate 
change, and political events, such as elections [3]. In turn, they have become an 
increasingly important aspect of political discourse and also have started to play a 
significant role in election campaigns. The election campaign of presidential candi-
date Mike Bloomberg, for instance, offered $150 for influencers to spread election 
advertising via social media [8], while at the same time, German parties were criti-
cized for processing personal data from the Facebook platform and creating exten-
sive voter profiles without explicit and informed consent.

Political influencers are now recognized as a new class of opinion leaders who 
not only shape consumer preferences but also have the potential to sway public 
opinions and political decisions [9–11]. Their influence can be positive, such as 
advocating for political participation, and negative, for instance, when promoting 
misinformation. As Harff et al. [12] suggest, political content shared by influencers 
often garners significant attention, highlighting their capacity to engage audiences 
with meaningful topics. At the same time, influencers must carefully balance their 
political messaging with their commercial interests, as studies indicate that main-
taining audience trust and avoiding controversial topics are crucial for sustaining 
collaborations [4].

Moreover, their commercial activities, such as product placements, raise import-
ant questions regarding authenticity and trustworthiness, particularly when inter-
twined with political content. This dual role—amplifying political messages while 
operating within a marketplace framework—underscores the growing intersection of 
marketing and politics, as outlined by Gonzalez et al. [13].

Despite a growing number of initial studies beginning to examine political 
influencers in particular [7,14,15], the literature still covers only partial insights in 
their actual impact on political discourses and election outcomes. In particular, 
little is known about both the prevalence of political content and advertisements in 
influencers posts during electoral campaigns. It is further unclear to what extent 
content of influencers is relevant for voters’ decision-making in such periods. In 
addition, the term ‘political influencers’ does not relate to a clear-cut group of indi-
viduals, so scholars use a wide range of operationalizations and concept defini-
tions. Our paper seeks to address these conceptual and empirical research gaps. 
First, we outline a theoretical background for conceptualizing and a guideline for 
operationalizing political influencers. In turn, we outline several key decisions that 
scholars wishing to study this phenomenon must make. Second, we demonstrate 
the application of these guidelines in a case study on political influencers and the 
German federal elections in 2021. Using Instagram data, we show that - similar 
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to conventional influencers - political influencers seemingly integrate product promotions with substantial political 
content in their posts. We also find that they resort to less advertising, more political content, and more support and 
disapproval of political entities shortly before the election. Finally, we use self-administered survey data to examine 
the helpfulness of influencers’ content for electoral decision-making of German citizens. Our results suggest that while 
the impact of influencers is relatively weak compared to other factors, such as conversations with friends or relatives, 
it still translates into a substantial number of citizens for whom influencers’ content is considered when making voting 
decisions.

2.  Conceptualizing political influencers

While the phenomenon of political influencers is quite recent, scholars interested in studying political influencers can refer 
to two areas for which past research already covers a lot of ground: 1) research on political participation and communica-
tion on social media and 2) research on conventional (non-political) influencers. Reviewing the predominant theories and 
empirical findings from both streams of literature is beyond the scope of this paper. Instead, we briefly outline and bridge 
insights from both areas to provide a starting point for future scholars to expand upon.

2.1.  Political participation and communication on social media

Social media has fundamentally changed the way people participate in political discourse. By providing an online platform 
for individuals to engage in political discussions and express their political views, social media enables political commu-
nication globally, at scale, and in rapid succession. Social media provides new opportunities not only for ordinary citizens 
but also for journalists and politicians. Journalistic YouTubers, for example, aim to push journalism toward younger target 
groups, establish entertaining presentation styles, and strongly focus on audience interactions [16]. Politicians use social 
media for election campaigning [17] and to share their messages across different target groups [18]. However, in the 
remainder of this paper, we focus on political communication from the perspective of citizens and potential voters, as this 
also reflects the audience of influencers. Among this audience, political participation comes in various forms and shapes, 
including, for instance, liking and sharing political content and engaging in political discussions. Socio-demographics and 
other factors, in turn, affect the kind of people who are more likely to engage in political discourses on social media. For 
example, young people, in particular, are more likely to use social media as it is also their primary source of news and 
information [19].

On the one hand, these possibilities for online political communication go hand in hand with the promise of lower-
threshold opportunities and the associated increase in political equality. Some studies have shown that political partic-
ipation on social media can have a significant impact on political outcomes, particularly in terms of voter turnout and 
political efficacy [20,21]. However, access to social media by itself does not necessarily lead to an increase in political 
involvement, as a large part of the increased participation is due to the self-selection processes of politically active cit-
izens. As other studies suggest, it is primarily people who have already been active offline who are participating in the 
political discourse online [22,23]. A key question, therefore, is how to engage citizens who are active on social media 
but not for political reasons. According to a study in Germany, reaching younger voters requires authentic and personal 
content, explaining politics in simple terms, and adjusting to communication cultures and specifics of online platforms [24]. 
Social media influencers excel at these requirements, bridging the connection between online political communication and 
authentic opinion leaders.

2.2.  Influencers as authentic opinion leaders

While there are many definitions of influencers, especially in the marketing literature, a dominant definition across scien-
tific fields has yet to be established. Abidin, for example, defines influencers as
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“everyday, ordinary Internet users who accumulate a relatively large following on blogs and social media through the 
textual and visual narration of their personal lives and lifestyles, engage with their following in digital and physical 
spaces, and monetize their following by integrating ‘advertorials’ into their blog or social media posts. [...] It is a func-
tional attribution that organizations apply to social media users such as bloggers, YouTubers, Instagrammers, etc., that 
are ascribed the ability to influence the organization’s stakeholders and thus become relevant to the organization.” [25]

On the one hand, it is clear from this definition that influencers present themselves as “ordinary people,” thus, a distinc-
tion is made between them and celebrities, such as film stars or well-known athletes [26]. On the other hand, influencers 
are characterized by the fact that they incorporate product placements or advertisements into their everyday narrative 
and thus monetize their profile. As ordinary people, influencers report on their everyday lives and attract viewers to their 
profiles through the (supposedly) authentic portrayal of their lives. It is precisely this authenticity that influencers embody 
that is the core of their recipe for success [27,28]. The impression of authenticity conveyed is presented in research as a 
decisive success factor [29]. However, many so-called “micro-influencers” with a comparatively small number of followers 
do not operate their profile full-time and see their income from possible collaborations as a sideline or hobby.

Influencers are frequently characterized by their authenticity and interactivity, leading to ongoing debates about their role as 
authentic opinion leaders. [3,27,28]. In our work, we follow the established concept of Paul Lazarsfeld and consider opinion 
leaders as individuals who are particularly influential in shaping the opinions and behaviors of others within their social net-
works. Certain knowledge and expertise are attributed to them, which enables opinion leaders to communicate their opinions 
and ideas to others effectively [30]. In the 1940s, when the concept gained popularity in the academic debate, Lazarsfeld 
and others suggested that these individuals play an important role in shaping public opinion and behavior through two-step-
communication flow. The two-step flow of communication theory posits that media messages influence the public indirectly, pri-
marily through opinion leaders who first interpret and then relay these messages to others [31]. Although the concept of opinion 
leadership is not new, through social media and the associated communication options, it gains new relevance. While the orig-
inal concept refers to face-to-face interactions, i.e., conversations with friends and acquaintances, digital opinion leaders differ 
in that they interact with their followers online. Unlike traditional opinion leaders, influencers can reach a much larger audience 
due to algorithm-driven visibility and network effects, yet they still cultivate perceptions of authenticity and peer-like relationships 
through parasocial interactions [27,32]. Potential opinion leaders can now build a greater network and reach a higher audience 
(respectively, higher influence). Recent research also suggests that the dissemination of information through social media is 
evolving into a multi-step flow with different kinds of opinion leaders, adopters, and influencers [33].

However, opinion leadership in isolation is insufficient for connecting political communication and influencers to develop 
a unified definition of political influencers. Within the limited but growing share of studies on political influencers, quite dif-
ferent concept definitions can be found [11,13]. To give one example from the introduction of a special issue on the topic: 
“We define political influencers as content creators that endorse a political position, social cause, or candidate through 
media that they produce and/or share on a given social media platform” [7]. The authors further outline that this definition 
can also include politicians and journalists. Similarly, Bause speaks of political social media influencers. She also refers 
to the concept of opinion leadership in her definition and describes influencers as “as self-created personal brands” [27]. 
Depending on the focus of a study, this rather broad definition of political influencers may be an excellent starting point. 
For other studies, particularly those with a strong connection to the concept of influencers as ordinary citizens establishing 
themselves as authentic opinion leaders, a more restrictive conceptualization of political influencers may be necessary 
[33]. Such conceptualizations may, for instance, exclude established elites such as party politicians or popular journal-
ists as entities that should be included in an appropriate sampling frame for empirically analyzing the content of political 
influencers. For our case study, we refer to Abidin’s definition and focus on ordinary users rather than journalists and 
politicians who share political content. This narrower conceptualization allows us to specifically analyze influencers as a 
distinct phenomenon characterized by their perceived authenticity, interactivity, and grassroots-level impact.



PLOS One | https://doi.org/10.1371/journal.pone.0321592  May 7, 2025 5 / 18

3.  Operationalization and measurement of political influencers

Following the conceptualization of what entities should be considered political influencers, scholars need an appropriate 
operationalization strategy for collecting and analyzing influencer content. In Fig 1, we propose a circle flowchart for this 
process and related options that must be considered. Throughout the remainder of this section, we will discuss the com-
ponents of this flowchart and highlight several key decisions that scholars need to make along the way.

Platform

One of the first decisions when studying influencers is what online platforms should be selected for data collection. This 
decision has significant implications, as social media platforms are tailored toward different target audiences, with varying 
user interfaces and varying models for maximizing engagement to accompany the underlying business models, which are 
predominantly based on advertisement revenue. At the same time, these affordances lead to some platforms being more 
popular among influencers than others. Besides decisions based on substantive criteria, accessing platform data is an 
additional technical hurdle challenging scholars who wish to study social media. While in principle, data from all platforms 

Fig 1.  Circle flowchart for operationalizing a sample of political influencers and their generated content. Factors relevant before data collection 
are depicted in light gray, whereas post-data-collection factors are depicted in dark gray.

https://doi.org/10.1371/journal.pone.0321592.g001
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should be accessible to researchers via endeavors such as the Digital Service Act [34], in practice, data access is becom-
ing more difficult. The situation about which application programming interfaces (APIs) for retrieving platform data are 
available for scientific use and at what cost is rapidly evolving. In the Post-API Age [35], most social media platforms do 
not provide means to access their content programmatically. This may lead to scholars applying data scraping procedures 
and violating terms of service, posing additional legal and ethical challenges [36].

Audience

After identifying the platforms of interest, scholars must decide upon the audience political influencers need to have 
accumulated to be considered for further analysis. A simple categorization approach is based on the number of followers 
or subscribers, as it offers insights into the account’s reach. It indicates how many people are regularly exposed to its 
content. Profiles are often categorized into different tiers based on follower counts. It is important to note that while the 
number of followers has important consequences regarding the potential reach, influencers with smaller audiences can 
still achieve the status of microcelebrities [14,37] and use corresponding techniques to increase their credibility. Authen-
ticity and credibility can be at least or even more important for political influencers than many followers [38]. Depending 
on the research question, it may also be relevant to consider the engagement rate as a selection criterion beyond the 
follower count. Engagement rate is a metric that measures the level of interaction and engagement users have with social 
media content. It considers actions like likes, comments, shares, and clicks, providing a more comprehensive view of 
user involvement beyond just likes [39]. This metric is valuable because it reflects engagement quality, audience senti-
ment, potential virality, and content effectiveness. By analyzing engagement rates, researchers can gain insights into user 
behavior and assess the impact of their social media strategies.

Account type

While metrics such as the number of followers provide initial insights into the reach and sphere of visibility of influencers, many 
research questions require a deeper examination of their profiles. Therefore, the next step discussed focuses on the account 
type. While content creators prioritize self-produced content, which real individuals typically portray, other accounts are pre-
dominantly used to disseminate memes [40]. Another possibility is using accounts by multiple individuals, such as a couple of 
accounts or those representing organizations or events. Additionally, the rise of virtual characters, also known as AI influenc-
ers, is gaining momentum. AI influencers are virtual personas that engage with audiences on social media platforms, often 
mimicking human-like behavior and characteristics [41]. For research questions that primarily revolve around the content of a 
post or account, this distinction may be of secondary importance. However, when the focus is set on influencers as authentic 
human opinion leaders, this differentiation becomes significant and should be considered when selecting cases.

Profile description

As mentioned above, there are many definitions of influencers that are shared across different areas. While some sub-
sume politicians, journalists, or celebrities under the term influencer, some intentionally focus on ordinary internet users, 
bloggers, and content creators. Fischer et al., for example, follow the second line by only analyzing influencers without 
an “institutional background in the established media and/or political system” [42]. De Gregorio includes politicians and 
content creators but differentiates between three types: Politicians who present themselves as Social Media Influenc-
ers, Social Media Influencers who appear as political opinion leaders and Social Media Influencers turned politicians 
[43]. Depending on the conceptualization of political influencers, scholars may use external resources to identify interest 
profiles. For example, official social media accounts of public figures are often available in online repositories or curated 
datasets of past research. In any case, qualitative examinations of social media profile descriptions in conjunction with 
available content help identify political influencers and exclude entities not part of the desired research sample.
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Sampling

Once a sufficient set of influencer accounts is identified, scholars must decide upon an appropriate sampling strategy for 
capturing the content of interest. One of the biggest challenges when studying political influencers is that the target pop-
ulation of interest is in constant flux, making it hard to analyze a stable sample over time. Therefore, a number of related 
decisions have to be considered. For one, an important question is what kind of content should be sampled over what 
time period. Some content types, such as Instagram stories (see next paragraph), are usually only available for a limited 
time. Moreover, some content, such as hateful or xenophobic posts by right-wing influencers, may frequently be deleted 
from online platforms. Both cases require scholars to adjust their sampling frequency accordingly. Samples might also be 
adjusted in case of prolonged observation periods as some accounts of political influencers vanish, while new accounts 
matching the selection criteria may appear.

Content

The content that is distributed on social media platforms varies greatly depending on the platform and offers users the oppor-
tunity to express themselves via text, images, and videos. The platforms are subject to constant change regarding which 
formats currently work best for reaching large audiences. One example is Instagram, which initially focused on images, 
leading to influencers mainly producing content favored by the platform’s algorithm [44]. Studies also show that images with 
faces achieve a higher reach than other image types [45]. In the meantime, however, Instagram has evolved and is increas-
ingly promoting so-called reels, short videos that are given preferential treatment in the algorithm. The situation is similar on 
TikTok, with a strong focus on videos. For researchers working with social media content, this poses the challenge of working 
with different modalities (image, video, text, sound) and the constant need to follow trends about how content is produced 
and distributed by influencers. Content also includes possible interactions between audiences and influencers, for instance, 
in the form of user comments. It may further be relevant for researchers to distinguish between self-generated content and 
re-posts of other accounts. Capturing the content of interest lastly includes technical considerations regarding data retrieval 
and data storage, as handling and processing text, image, and video data can be a challenging endeavor.

Advertisement

With advertisement being the primary source of revenue for most social media platforms and also for influencers, its role 
in the content produced by political influencers deserves special attention. Traditional influencers, as well as political influ-
encers, can seamlessly integrate a mixture of advertisements and topical content into their social media feeds [3,5]. Such 
advertisements can come in many forms, such as brand hashtags, unpaid or paid product features, and official partner-
ships, but many (paid) product recommendations are not officially labeled as such. For political influencers, in particular, 
advertisements can conflict with authenticity and credibility. When political influencers promote sustainable products or 
speak out in favor of supporting political parties while receiving monetary compensation at the same time, followers may 
question whether the content is made up of authentic opinions or merely paid propaganda.

In summary, we highlighted a couple of key factors to be considered for the conceptualization and operationalization of 
political influencers and the collection of their generated content. As indicated in Fig 1, this is an iterative process in prac-
tice, requiring multiple adjustments before finalizing a pipeline for data collection. In what follows, we proceed with a case 
study demonstrating a quantitative approach to studying political influencers and gaining new insights into their relevance 
for elections.

4.  Case study: 2021 federal elections in Germany

Regarding prior work on the federal elections in Germany, 2021 (Bundestagswahl), scholars have used qualitative coding 
to examine whether influencers’ content includes political knowledge, for instance, about the electoral system in Germany. 
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They found that many influencers offered political education, particularly tailored toward younger target audiences [46]. In 
comparison, we employ a quantitative empirical approach, seeking to accomplish two goals: first, we demonstrate how to 
apply the principles mentioned above to study at scale how political influencers interact with major political events, in this 
case, an election. Second, we provide empirical evidence for the potential impact of political influencers on citizen voting 
decisions and, therefore, election outcomes.

Regarding Germany, it already became apparent during the European elections in 2019 that German influencers were 
using their digital reach to tap into the new market of disseminating political content. In May 2019, the influencer “Rezo” 
published a video on YouTube entitled “The destruction of the CDU”, which was described in international media as the 
“emergence as the voice of a generation” (Schuetze 2019). The video achieved over 18 million views, and in the video 
description, the influencer linked to his merchandise shop [47]. In this way, the influencer uses his reach to spread political 
content while at the same time marketing his products. As outlined above, the development of influencers creating political 
content comes with both risks and opportunities [3,14].

On the one hand, this can, among other things, potentially increase voter turnout, particularly among younger voters 
[24]. On the other hand, with advertising as a potential source of income for (political) influencers [5,48–50], monetizing 
political content makes it difficult to distinguish between authentic opinions and paid propaganda. To evaluate the potential 
of political influencers, we conduct a case study focusing on the German federal elections in 2021 (Bundestagswahl). In 
this study, we a) characterize the content produced by political influencers in light of the federal elections and b) provide 
first insights into their potential for affecting election outcomes.

Content produced by political influencers

One of the main questions of interest for our case study is whether the dissemination of political posts makes up for the 
majority of their produced content or is a rather niche phenomenon. While political topics, such as sustainability and 
environmental protection, can be discussed in isolation, they often reference political actors or events. Especially when 
it comes to elections, another key question is whether political influencers support or disapprove political entities in the 
content they produce. At last, we also aim to quantify how much advertisement can be observed in the posts of political 
influencers, leading to research questions RQ1-RQ3:

RQ1: How much political content is produced by political influencers?

RQ2: To what extent do political influencers support or disapprove political actors or events?

RQ3: How much advertisement is included in the posts of political influencers?

Following the scheme outlined in Fig 1, we first decided on the platform. We focused on Instagram, as it was arguably 
the most prevalent platform for content creation of political influencers in Germany during this period [46]. We furthermore 
use a combination of keyword searches (including terms and hashtags with political connotations), network properties 
(e.g., searching through followees and followers of relevant accounts), and in-depth, qualitative inspections of profiles to 
identify influencer accounts. Second, for selecting influencer profiles for our sample, we considered the follower count 
and set our minimum threshold for inclusion at least 10,000 followers. This represents so-called micro influencers [51] but 
also includes other influencer accounts with higher follower counts. In a third step, we further preselected through a look 
at the account type. Indications of the account type are, for example, the self-description of the profiles (bio) and catego-
ries defined by Instagram, which can, however, also be set up by the profile owners. Fourth, as we are mainly interested 
in “original” influencers and not just influential accounts, we do not consider politicians or journalists. Rather, we focus on 
ordinary internet users sharing self-produced details of their lives & subsequently becoming influential by accumulating 
a large follower base [25], who produce at least some content related to politics. In the final step, we examine whether 
profiles have uploaded content with paid partnerships or advertising. Our final sample includes 98 accounts of political 
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influencers who match our criteria. After identifying our main sample of interest, we used the Crowdtangle API [52] com-
bined with additional data scraping procedures to capture the content produced by all accounts. We first use Crowdtangle 
API daily to get information about all posts produced by influencers. In the second step, we scrape videos, images, and 
photos of all posts. The data was collected between June 2021 and September 2021. We extracted a total of 3.164 posts, 
which were liked by around 30 million people and received around 335,000 comments at the end of our data collection 
period. Our data not only allows us to provide a one-time categorization of influencer content but also to identify time 
trends and evaluate influencers to adjust their posts in light of the federal elections.

However, a significant challenge is that our concepts of interest are notoriously difficult to measure. This is due to sev-
eral reasons: First, the Instagram content is multimodal, consisting of text, photos, and videos. Despite several advances 
in machine learning and artificial intelligence for multimodal data [53], it is still difficult to identify multiple concepts across 
data types. Second, our concepts of interest cannot be captured via simple procedures. For one, there is no straightfor-
ward mapping from a definition to the operationalization of what can be considered political content - particularly, in a 
broad sense, covering a vast range of topics.

Moreover, while Instagram has integrated platform features for declaring paid sponsorships, these features are used 
only very infrequently. In combination, these challenges restrict methods for fully automated concept detection. For this 
reason, we employ crowdsourcing for human-assisted coding, a concept that has been applied successfully for coding 
political data in the past [54]. We use the platform Prolific to recruit a sample of German-speaking raters with a balanced 
gender ratio. Regarding the quality of data obtained via crowdsourcing, recent work has highlighted that a substantial 
share of crowd workers use Large Language Models for task completion [55]. While we can never fully rule out biases 
in our data, this concern is very unlikely to affect our task, as models were not nearly as proficient nor as easy to use as 
recent models at the time of data collection in 2021. This applies particularly to working with image data, a crucial compo-
nent of our task. In addition, Prolific has been found to provide data with higher quality than other providers and is explic-
itly designed for scientific research [56]. For our task, we recruited a total of 357 participants and also paid above-average 
rates compared to other tasks on the platform with similar time investment.

Using the R-Shiny framework [57], we created a web application for the coding procedure. For each coder, a random 
subset of posts was shown. In addition to text, we showed up to four images for multi-image posts and the video thumb-
nail for video posts. For each post, coders were asked to indicate whether it includes political content (RQ1), support 
or disapproval of political actors (RQ2), and/or advertisement (RQ5). Our related coding instructions, as well as several 
example posts covering each of the categories, are available in the supplementary materials S1 and S2 in S1 Text. For 
each post, we accumulate at least three different coders, resulting in about 10,700 total ratings. In the last step, we 
identify the majority mode of codings for each category among coders and discard posts without modal agreement. We 
calculated these shares of posts without a modal agreement for each category: ~ 5% for support or disapproval of political 
entities, ~ 2% for advertisement, and ~ 1% for political content. In other words: we have a majority vote for 95% of posts 
related to support or disapproval of political actors, 98% related to advertisement, and 99% related to political content. 
These numbers suggest reasonable agreement between coders. Through qualitative examination, we found that the 
discarded posts were predominantly ambivalent with little meaning and thus not relevant to our case study. This procedure 
resulted in a final sample of 2.915 posts, 92% of our initial sample. At the time of data collection, these posts generated a 
cumulate reach of about 312 thousand comments and 29 million likes on Instagram.

Potential for affecting election outcomes

While the content produced by political influencers in the run-up to the election provides valuable insights into political 
influencers, analyzing it in isolation is only of limited use for evaluating the relevance of election outcomes. First, it is 
important to determine which kind of voters are likely to be in contact with influencers’ content in the first place. Sec-
ond, consuming influencer content does not necessarily affect personal voting decisions. In addition, it is important to 

Supporting%20Information.docx


PLOS One | https://doi.org/10.1371/journal.pone.0321592  May 7, 2025 10 / 18

understand whether the content of influencers provided useful information for the decision-making of voters. This leads us 
to our research questions RQ4-RQ5:

RQ4: Which voters are following the content of influencers?

RQ5: To what extent do voters consider influencers’ content relevant to their election-related decision-making?

To answer these questions, we collaborated with the Online Access Panel provider Respondi to run a follow-up survey 
for the German federal elections. We restricted the participant pool to people eligible to vote and introduced sampling 
quotas by age, sex, education, and federal state according to the German census. In our supplementary material S4 in 
S1 Text, we compare the socio-demographic composition of our sample to the census. As expected, our sample compo-
sition regarding sex, age, education, and federal state, is well-aligned with the target population of German citizens. Our 
survey was conducted roughly three weeks after the election, with a field time from October 19 to October 25 and a total 
of 1.107 participants. Informed consent was acquired via the access panel provider. For our questionnaire, we mostly 
relied upon items from other large surveys, in particular, the German Longitudinal Election Study (GLES) [58], and added 
influencer-related questions. An overview of data quality checks is included in our supplementary material S5 in S1 Text. 
We compared voting shares from our survey with those from the GLES Post-Election Study and the actual results of the 
federal election. We find a high similarity between voting shares from our survey and those of both GLES and the election 
results. At last, we compared self-collected participant demographics to those provided by Respondi and removed a few 
speeders, resulting in a final sample of 1.059 survey participants. As speeders, we define all participants who either did 
not complete the questionnaire in full or took less than 120 seconds to complete it. Note that including or excluding speed-
ers has no substantial effect on our results [59].

5.  Case study results

To quantify the kind of content political influencers post on Instagram (RQ1 - RQ3), we rely on relative measures, as the 
number of posts can vary substantially across accounts. For each influencer, we compute the share of posts, including 
advertisements, political content, and the support or disapproval of political entities. Fig 2 depicts the corresponding per-
centages using a violin plot. As can be seen, a substantial number of posts include political content, although the share for 
advertising is even higher. The median influencer includes advertisement in about 31% of all posts and political content in 
about 27%. In comparison, support or disapproval of parties, politicians, or political events is less prevalent at about 12% 
but still noticeable. In our supplementary material S3 in S1 Text, we include additional analysis showing that the post type 
does affect the number of received likes and comments, where support or disapproval of political entities increase, and 
advertisements rather decrease received attention on Instagram.

Next, we examine whether political influencers adjust their content dynamically over time and opt for different content 
strategies as the federal election approaches. Fig 3 includes weekly averages of percentages for our content categories, 
including uncertainty bands estimated with a LOESS (locally estimated scatterplot smoothing) algorithm. It becomes 
apparent that influencers adjust the content they produce during our observation period in light of the federal election. In 
the earlier weeks, advertisements are at or above the share of political content, whereas they are used substantially less 
during the weeks before the election. In comparison, the share of political content and support or disapproval of political 
entities increased during the weeks before the election.

We now turn to the results of our survey of German citizens to evaluate the potential for affecting election outcomes. 
First, we use two logistic regressions to analyze the associations between several respondents’ characteristics and 
whether they are aware of or follow the content of influencers on social media (RQ4). Corresponding Forest plots for both 
models, including 95% confidence intervals, are depicted in Fig 4. It becomes apparent that participants of lower ages are 
likelier to be aware of or follow influencers’ content, as indicated by the negative logits. In addition, higher educated (in 
comparison to lower educated) and female (in comparison to male) participants are more likely to be aware of influencers. 
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The higher the interest in politics, the likelier it is for participants to be aware of influencers. However, neither sex, edu-
cation, or interest in politics as associated with the likelihood of following influencers. Furthermore, we find mixed results 
regarding the use of social media but a positive association between the use of social media for entertainment and both 
dependent variables.

To address our last research question about whether influencers can affect voting decisions (RQ5), Panel A of Fig 5 
visualizes the shares of response categories for various survey items. Across all items, participants were asked to rate 
how helpful these factors were in determining their voting decisions for the federal election on a Likert scale ranging from 
1 - not helpful at all one end to 7 - very helpful, and 4 represents the “neutral” category. In line with results from other Ger-
man election studies [58], conversations with friends and relatives, television news, and online information are among the 
most helpful sources for determining voting decisions. About 37% of participants considered discussions with friends and 
relatives to be helpful, in comparison to a low share of about 6% who considered the content of influencers as helpful. In 
relative terms, one might ultimately conclude that influencers, if anything, play a marginal role in affecting voting decisions. 
However, in absolute terms, 6% of the electorate in Germany would nevertheless translate to numerous people for whom 
influencers’ content matters for their voting decisions.

Fig 2.  Content produced by political influencers on Instagram. Percentages denote the share of posts for each influencer in our sample coded as 
belonging to either category. Example interpretation: The median account includes advertisements in about 31% of all posts.

https://doi.org/10.1371/journal.pone.0321592.g002

https://doi.org/10.1371/journal.pone.0321592.g002
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Lastly, the question arises of what kind of participants consider influencers when making their voting decisions. Panel 
B of Fig 5 includes violin plots differentiating between age, sex, and the indicator for helpful influencer content (values 5–7 
on the Likert scale). It becomes apparent that age plays an important role in particular. For instance, the median age of 
male respondents who do not find influencer content helpful for their voting decisions is 56, while the median age of male 
respondents who find this content helpful is 35. In comparison, if anything, sex is very weakly associated with finding influ-
encer content helpful or not helpful for voting decisions. In our supplementary material S6 in S1 Text, we further examine 
whether the small share of people who indicated influencers’ content to be helpful voted differently than the other voters, 
and find no substantial differences between these groups.

6.  Conclusions

With the overall spread of influencers on social media, political influencers have also increasingly established themselves 
and are shaping political communication online. In addition to influencers who traditionally deal with lifestyle topics, they 
are involved in political advocacy and discourse [3]. We addressed this development by highlighting key factors for the 
conceptualization and operationalization of political influencers and provided new insights into their impact on elections in 

Fig 3.  Weekly percentages for content types of posts by political influencers. Points denote average weekly values, and bands denote loess-
smoothed uncertainty estimates. Example interpretation: In week 26, about 29% of posts included political content and advertisements compared to 
about 18%, including support or disapproval of political entities and events.

https://doi.org/10.1371/journal.pone.0321592.g003
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our case study. One of the key findings from our study is that political influencers engage in a dynamic blend of content, 
often integrating political messaging with product promotions. However, as the election approaches, their focus shifts 
toward political content and support or disapproval of political actors, aligning with findings from previous studies that indi-
cate political topics are most often shared in the form of commentaries or reaction videos [6]. On that end, it is important 
to note that our sample was constructed to focus on influencers who regularly post political content. Additionally, our data 
collection took place during the time of the election campaign, in which an increased proportion of political posts was to be 
expected. Both of these factors are likely to be associated with the high percents of political content in influencers’ posts 
we find in our analysis. In comparison, other studies report lower percentages [12].

Our results about participants of lower ages being more likely to follow influencers is in line with expectations, as prior 
research has found that large shares of younger cohorts are following influencers on social media [60]. Findings from our sur-
vey further show that using social media for entertainment predicts following and being aware of influencers. On the one hand, 
this suggests that influencers may reach audiences primarily seeking entertainment rather than political content and therefore 
might be able to increase political participation among hard-to-reach groups. On the other hand, some studies show that such 
incidental exposure has only limited effects in political knowledge and participation in general [61, 62]. This raises questions 

Fig 4.  Socio-demographics and item responses of survey participants and their association with being aware of or following influencers. 
Points depicted in the forest plot denote logit coefficients from two logistic regression models (one for each dependent variable). Bars denote 95% confi-
dence intervals.

https://doi.org/10.1371/journal.pone.0321592.g004

https://doi.org/10.1371/journal.pone.0321592.g004
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Fig 5.  Helpfulness of influencer content for voting decisions of survey respondents. Panel A. Various items for how helpful factors were in 
determining their voting decisions for the federal election. The Likert scales range from 1 - not helpful to 7 - very helpful, with 4 representing the neutral 
category. Numbers indicate the cumulative percentages for neutral, helpful, and unhelpful indicators. Example interpretation: 6.4 percent of respondents 
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about the extent to which political influencers fulfil democratic hopes of engaging disengaged audiences in meaningful political 
discourse, which is an important avenue for future research.

Results from our survey also suggest that the impact on individual voting decisions of political influencers may appear 
modest at first, especially when compared to more traditional sources of influence, such as conversations with family and 
friends. Nevertheless, with 6% of survey participants - particularly younger citizens - reporting that influencer content was 
helpful in their decision-making, this small fraction represents a substantial share of the electorate in Germany. In compet-
itive elections, such as the 2021 Bundestagswahl, even minor shifts in voter behavior influenced by political influencers 
could alter the final result. However, our survey data does not allow us to infer the direct impact of influencer content on 
electoral outcomes, as we cannot identify causal effects of factors being helpful for voting decisions on the actual voting 
behavior of respondents.

Regarding other limitations of this work, our data was constrained to Instagram as the primary social media platform. 
Future studies could benefit from expanding the scope to include multiple social media platforms, thereby capturing a 
more diverse range of political influencers and their audiences. Second, while our crowdsourced content analysis provided 
valuable insights into the political and commercial content shared by influencers, identifying political messages in multi-
modal content (such as images, videos, and text) remains a significant challenge. Despite advances in machine learning, 
fully automated content detection remains limited, and our reliance on human coders introduced potential subjective 
biases. In our replication material, we provide our codings for future research, which can be used as training material for 
machine-learning approaches to better capture and quantify multimodal political content.

While our combination of analyzing social media content and post-election survey data provides new insights, it was 
not possible to link both data sources. Combining digital trace data with surveys so that participants can be questioned 
about their observed online behavior would allow the investigation of many more important questions and is another 
promising avenue for future research. Another important direction for future studies lies in the cross-national comparison 
of political influencers’ effects on elections. Lastly, while our case study focused on the 2021 German federal elections, 
political influencer dynamics may vary significantly across different political systems, cultures, and levels of social media 
saturation. Exploring these differences could help to quantify the broader impact of influencers on global electoral out-
comes and political discourse.

Regarding our survey, we used the broader and at the time of data collection more widely recognized term “influenc-
ers” to ensure clarity and accurate responses, as opposed to “political influencers”. At the same time, our survey strongly 
induced a political framing throughout the process for our participants via introductory texts, item wordings, and other 
means. However, we still cannot be certain about what respondents had in mind when answering survey questions. 
Although we consider it unlikely, it is possible that they did not mainly consider influencers posting political content when 
responding to our related items. Future research could shed light on how to improve newly developed survey items for 
influencers using methods such as cognitive interviewing [63], which was beyond the scope of this study.

In conclusion, while political influencers are still a relatively new phenomenon in the political landscape, their growing 
importance in shaping political discourses should not be ignored [3,38]. As Harff and Schmuck [12] highlight, political 
content shared by influencers can garner significant engagement, pointing to their potential to amplify political messages. 
At the same time, the interplay between their commercial and political activities raises questions about authenticity and 
trustworthiness [4]. As platforms increasingly limit the visibility of political content [64], it remains to be seen how political 
influencers adapt to these challenges while maintaining their status as trusted opinion leaders.

indicated that influencers’ content helped determine their voting decision, whereas 38.1 percent found television news helpful. Panel B. Violin plots for 
respondent age by sex and respondents’ dichotomized answer to how useful influencer content is for their voting decisions. Example interpretation: the 
median age of male respondents who do not find influencer content helpful for their voting decisions is 56, while the median age of male respondents 
who find this content helpful is 35.

https://doi.org/10.1371/journal.pone.0321592.g005
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PLOS One | https://doi.org/10.1371/journal.pone.0321592  May 7, 2025 16 / 18

Supporting information

S1 Text.  S0 File. Reproduction Material. S1 File. Crowdsourcing for coding the content produced by political 
influencers. S2 File. Example Post to be coded by crowdsourcer. S3 File. Associations between codings and pop-
ularity metrics. S4 File. Post-Election Survey: Quota sample. S5 File. Post-Election Survey: Quality Checks. S6 
File. Post-Election Survey: Vote Share Comparison by Influencer Helpfulness. 
(PDF)

Author contributions

Conceptualization: Carsten Schwemmer, Magdalena Riedl.

Data curation: Carsten Schwemmer, Magdalena Riedl.

Formal analysis: Carsten Schwemmer, Magdalena Riedl.

Methodology: Carsten Schwemmer, Magdalena Riedl.

Project administration: Carsten Schwemmer.

Resources: Carsten Schwemmer.

Software: Carsten Schwemmer.

Supervision: Carsten Schwemmer.

Visualization: Carsten Schwemmer.

Writing – original draft: Carsten Schwemmer, Magdalena Riedl.

Writing – review & editing: Carsten Schwemmer, Magdalena Riedl.

References
	 1.	 Dixon SJ. Daily time spent on social networking by internet users worldwide from 2012 to 2024 [Internet]. 2024. Available from: 

https://www.statista.com/statistics/433871/daily-social-media-usage-worldwidehttps://about.instagram.com/blog/announcements/
continuing-our-approach-to-political-content-on-instagram-and-threads

	 2.	 Kostygina G, Tran H, Binns S, Szczypka G, Emery S, Vallone D, et al. Boosting Health Campaign Reach and Engagement Through Use of Social 
Media Influencers and Memes. Soc Media Soc. 2020;6(2):. https://doi.org/10.1177/2056305120912475

	 3.	 Riedl M, Schwemmer C, Ziewiecki S, Ross LM. The Rise of Political Influencers— Perspectives on a Trend Towards Meaningful Content. Front 
Commun. 2021; 6:. https://doi.org/10.3389/fcomm.2021.752656

	 4.	 Suuronen A, Reinikainen H, Borchers NS, Strandberg K. When Social Media Influencers Go Political: An Exploratory Analysis on the Emergence of 
Political Topics Among Finnish Influencers. Javn - Public. 2022;29(3):301–17. https://doi.org/10.1080/13183222.2021.1983367

	 5.	 Schwemmer C, Ziewiecki S. Social Media Sellout: The Increasing Role of Product Promotion on YouTube. Soc Media Soc. 2018;4(3). https://doi.
org/10.1177/2056305118786720

	 6.	 Harff D, Schmuck D. Influencers as Empowering Agents? Following Political Influencers, Internal Political Efficacy and Participation among Youth. 
Polit Commun. 2023;40(2):147–72. https://doi.org/10.1080/10584609.2023.2166631

	 7.	 Riedl MJ, Lukito J, Woolley SC. Political Influencers on Social Media: An Introduction. Soc Media Soc. 2023;9(2):205630512311779. https://doi.
org/10.1177/20563051231177938

	 8.	 Lorenz T. Michael Bloomberg’s Campaign Suddenly Drops Memes Everywhere. The New York Times [Internet]. 2020 [cited 2020 Nov 28]; Avail-
able from: https://www.nytimes.com/2020/02/13/style/michael-bloomberg-memes-jerry-media.html

	 9.	 Dekoninck H, Schmuck D. The Mobilizing Power of Influencers for Pro-Environmental Behavior Intentions and Political Participation. Environ Com-
mun. 2022;1–15. https://doi.org/10.1080/17524032.2022.2027801

	10.	 Baker SA. Alt. Health Influencers: how wellness culture and web culture have been weaponised to promote conspiracy theories and far-right 
extremism during the COVID-19 pandemic. Eur J Cult Stud. 2022;25(1):3–24. https://doi.org/10.1177/13675494211062623

	11.	 Schill D, Hendricks JA. Social Media Politics: Digital Discord in the 2020 Presidential Election [Internet]. 1st ed. New York: Routledge; 2024 [cited 
2025 Jan 27]. Available from: https://doi.org/10.4324/9781003409427

	12.	 Harff D, Schmuck D. Prevalence, Presentation, and Popularity of Political Topics in Social Media Influencers’ Content Across Two Countries. Polit 
Commun. 2024;1–31. https://doi.org/10.1080/10584609.2024.2406809

http://journals.plos.org/plosone/article/asset?unique&id=info:doi/10.1371/journal.pone.0321592.s001
https://www.statista.com/statistics/433871/daily-social-media-usage-worldwidehttps://about.instagram.com/blog/announcements/continuing-our-approach-to-political-content-on-instagram-and-threads
https://www.statista.com/statistics/433871/daily-social-media-usage-worldwidehttps://about.instagram.com/blog/announcements/continuing-our-approach-to-political-content-on-instagram-and-threads
https://doi.org/10.1177/2056305120912475
https://doi.org/10.3389/fcomm.2021.752656
https://doi.org/10.1080/13183222.2021.1983367
https://doi.org/10.1177/2056305118786720
https://doi.org/10.1177/2056305118786720
https://doi.org/10.1080/10584609.2023.2166631
https://doi.org/10.1177/20563051231177938
https://doi.org/10.1177/20563051231177938
https://www.nytimes.com/2020/02/13/style/michael-bloomberg-memes-jerry-media.html
https://doi.org/10.1080/17524032.2022.2027801
https://doi.org/10.1177/13675494211062623
https://doi.org/10.4324/9781003409427
https://doi.org/10.1080/10584609.2024.2406809


PLOS One | https://doi.org/10.1371/journal.pone.0321592  May 7, 2025 17 / 18

	13.	 Gonzalez A, Schmuck D, Vandenbosch L. Posting and framing politics: a content analysis of celebrities’, athletes’, and influencers’ Instagram politi-
cal content. Inf Commun Soc. 2024;27(8):1605–27. https://doi.org/10.1080/1369118X.2023.2285495

	14.	 Martin Z, Beacken GD, Trauthig IK, Woolley SC. Embodied Political Influencers: How U.S. Anti-Abortion Actors Co-Opt Narratives of Marginaliza-
tion. Soc Media Soc. 10(2):20563051241245401. https://doi.org/10.1177/20563051241245401

	15.	 Rothut S, Schulze H, Hohner J, Rieger D. Ambassadors of ideology: A conceptualization and computational investigation of far-right influencers, 
their networking structures, and communication practices. New Media Soc. 2023;146144482311644. https://doi.org/10.1177/14614448231164409

	16.	 Lichtenstein D, Herbers MR, Bause H. Journalistic YouTubers and Their Role Orientations, Strategies, and Professionalization Tendencies. Journal 
Stud. 2021;22(9):1103–22. https://doi.org/10.1080/1461670X.2021.1922302

	17.	 Stier S, Bleier A, Lietz H, Strohmaier M. Election Campaigning on Social Media: Politicians, Audiences, and the Mediation of Political Communica-
tion on Facebook and Twitter. Polit Commun. 2018;35(1):50–74. https://doi.org/10.1080/10584609.2017.1334728

	18.	  Holtz-Bacha C, editor. Europawahlkampf 2019: Zur Rolle der Medien [Internet]. Wiesbaden: Springer Fachmedien Wiesbaden; 2020 [cited 2021 
Apr 12]. Available from:  https://doi.org/10.1007/978-3-658-31472-9

	19.	 Gil de Zúñiga H, Jung N, Valenzuela S. Social Media Use for News and Individuals’ Social Capital, Civic Engagement and Political Participation. J 
Comput-Mediat Commun. 2012;17(3):319–36. https://doi.org/10.1111/j.1083-6101.2012.01574.x

	20.	 Bode L. Political News in the News Feed: Learning Politics from Social Media. Mass Commun Soc. 2016;19(1):24–48. https://doi.org/10.1080/1520
5436.2015.1045149

	21.	 Liebhart K, Bernhardt P. Political Storytelling on Instagram: Key Aspects of Alexander Van der Bellen’s Successful 2016 Presidential Election Cam-
paign. Media Commun. 2017;5(4):15–25. https://doi.org/10.17645/mac.v5i4.1062

	22.	 Boulianne S. Twenty Years of Digital Media Effects on Civic and Political Participation. Commun Res. 2020;47(7):947–66. https://doi.
org/10.1177/0093650218808186

	23.	 Kroh M, Neiss H. On the Causal Nature of the Relationship between Internet Access and Political Engagement: Evidence from German Panel 
Data. In: Anduiza E, Jensen MJ, Jorba L, editors. Digital Media and Political Engagement Worldwide [Internet]. 1st ed. Cambridge University Press; 
2012 [cited 2023 Apr 18]. p. 160–76. Available from:  https://doi.org/10.1017/CBO9781139108881.009

	24.	 Spöri T, Wienkoop NK, Eichhorn J, Hübner C. Jung, digital, engagiert? Welche Rolle “Online” im politischen Partizipationsmix junger Menschen in 
Deutschland spielt. Hamburg: Bundeskanzler-Helmut-Schmidt-Stiftung; 2021. 13 p. (BKHS-Blickwinkel; vol. 01/2021).

	25.	  Abidin C. Visibility labour: Engaging with Influencers’ fashion brands and #OOTD advertorial campaigns on Instagram. Media Int Aust. 
2016;161(1):86–100.

	26.	 Campbell C, Farrell JR. More than meets the eye: The functional components underlying influencer marketing. Bus Horiz. 2020;63(4):469–79. 
https://doi.org/10.1177/1329878X16665177

	27.	 Bause H. Politische Social-Media-Influencer als Meinungsführer? Publizistik. 2021;66(2):295–316. https://doi.org/10.1007/s11616-021-00666-z

	28.	  Schmuck D, Hirsch M, Stevic A, Matthes J. Politics – Simply Explained? How Influencers Affect Youth’s Perceived Simplification of Politics, Politi-
cal Cynicism, and Political Interest. Int J Press. 2022;27(3):738–62. https://doi.org/10.1177/19401612221088987

	29.	 Lee J, Walter N, Hayes JL, Golan GJ. Do Influencers Influence? A Meta-Analytic Comparison of Celebrities and Social Media Influencers Effects. 
Soc Media Soc. 2024;10(3):20563051241269269. https://doi.org/10.1177/20563051241269269

	30.	 Lazarsfeld PF, Berelson B, Gaudet H. The People’S Choice: How the Voter Makes Up His Mind in a Presidential Campaign [Internet]. Columbia 
University Press; 1968 [cited 2021 Jun 18]. Available from: https://doi.org/10.7312/laza93930

	31.	 Katz E, Willigan W, Lazarsfeld PF. Personal Influence: The Part Played by People in the Flow of Mass Communications. Am Cathol Sociol Rev. 
1956. https://doi.org/10.1007/978-3-658-21742-6_67

	32.	 Duckwitz A. Influencer als digitale Meinungsführer wie Influencer in sozialen Medien den politischen Diskurs beeinflussen - und welche Folgen das 
für die demokratische Öffentlichkeit hat. 2019.isbn: 978-3-96250-407-6

	33.	 Serafino M, Virginio Clemente G, Flamino J, Szymanski BK, Lizardo O, Makse HA. Analysis of flows in social media uncovers a new multi-step 
model of information spread. J Stat Mech. 2024;2024(11):113402. https://doi.org/10.1088/1742-5468/ad8748

	34.	 Klinger U, Ohme J. Was die Wissenschaft im Rahmen des Datenzugangs nach Art. 40 DSA braucht: 20 Punkte zu Infrastrukturen, Beteiligung, 
Transparenz und Finanzierung. 2023 [cited 2024 Oct 11]; Available from: https://doi.org/10.34669/WI.WPP/8.1

	35.	 Freelon D. Computational Research in the Post-API Age. Polit Commun. 2018;35(4):665–8. https://doi.org/10.1080/10584609.2018.1477506

	36.	 Salganik MJ. Bit by bit: social research in the digital age. Princeton: Princeton University Press; 2018. 423 p. isbn: 9780691196107

	37.	 Marwick A. Microcelebrity, Self‐Branding, and the Internet. In: Ritzer G, editor. The Blackwell Encyclopedia of Sociology [Internet]. 1st ed. Wiley; 
2017 [cited 2024 Oct 16]. p. 1–3. Available from: https://doi.org/10.1002/9781405165518.wbeos1000

	38.	 Goodwin A, Joseff K, Riedl M, Lukito J, Woolley S. Political Relational Influencers: The Mobilization of Social Media Influencers in the Political 
Arena. Int J Commun. 2023;17(0). Available from: https://ijoc.org/index.php/ijoc/article/view/18987

	39.	 Mariani MM, Mura M, Di Felice M. The determinants of Facebook social engagement for national tourism organizations’ Facebook pages: A quanti-
tative approach. J Destin Mark Manag. 2018;8:312–25. https://doi.org/10.1016/j.jdmm.2017.06.003

https://doi.org/10.1080/1369118X.2023.2285495
https://doi.org/10.1177/20563051241245401
https://doi.org/10.1177/146144482311644
https://doi.org/10.1080/1461670X.2021.1922302
https://doi.org/10.1080/10584609.2017.1334728
https://doi.org/10.1007/978-3-658-31472-9
https://doi.org/10.1111/j.1083-6101.2012.01574.x
https://doi.org/10.1080/15205436.2015.1045149
https://doi.org/10.1080/15205436.2015.1045149
https://doi.org/10.17645/mac.v5i4.1062
https://doi.org/10.1177/0093650218808186
https://doi.org/10.1177/0093650218808186
https://doi.org/10.1017/CBO9781139108881.009
https://doi.org/10.1080/10.1177/1329878X16665177
https://doi.org/10.1007/s11616-021-00666-z
https://doi.org/10.1177/19401612221088987
https://doi.org/10.1177/20563051241269269
https://doi.org/10.7312/laza93930
https://doi.org/10.1007/978-3-658-21742-6_67
https://doi.org/10.1088/1742-5468/ad8748
https://doi.org/10.34669/WI.WPP/8.1
https://doi.org/10.1080/10584609.2018.1477506
https://onlinelibrary.wiley.com/doi/10.1002/9781405165518.wbeos1000
https://ijoc.org/index.php/ijoc/article/view/18987
https://doi.org/10.1016/j.jdmm.2017.06.003


PLOS One | https://doi.org/10.1371/journal.pone.0321592  May 7, 2025 18 / 18

	40.	 Abidin C. Meme factory cultures and content pivoting in Singapore and Malaysia during COVID-19. Harv Kennedy Sch Misinformation Rev [Inter-
net]. 2020 Jul 14 [cited 2024 Oct 11]; Available from:  https://doi.org/10.37016/mr-2020-031

	41.	 Thomas VL, Fowler K. Close Encounters of the AI Kind: Use of AI Influencers As Brand Endorsers. J Advert. 2021;50(1):11–25. https://doi.org/10.1
080/00913367.2020.1810595

	42.	 Fischer TS, Kolo C, Mothes C. Political Influencers on YouTube: Business Strategies and Content Characteristics. Media Commun. 
2022;10(1):259–71. https://doi.org/10.17645/mac.v10i1.4767

	43.	  De Gregorio G, Goanta C. The Influencer Republic: Monetizing Political Speech on Social Media. Ger Law J. 2022;23(2):204–25. https://doi.
org/10.1017/glj.2022.15

	44.	 Cotter K. Playing the visibility game: How digital influencers and algorithms negotiate influence on Instagram. New Media Soc. 2019;21(4):895–
913. https://doi.org/10.1177/1461444818815684

	45.	 Bakhshi S, Shamma DA, Gilbert E. Faces engage us: photos with faces attract more likes and comments on Instagram. In: Proceedings of the 
SIGCHI Conference on Human Factors in Computing Systems [Internet]. Toronto Ontario Canada: ACM; 2014 [cited 2024 Sep 10]. p. 965–74. 
Available from: https://doi.org/10.1145/2556288.2557403

	46.	 Sehl A, Schützeneder J. Political Knowledge to Go: An Analysis of Selected Political Influencers and Their Formats in the Context of the 2021 
German Federal Election. Soc Media Soc. 2023;9(2):205630512311779. https://doi.org/10.1177/20563051231177916

	47.	 Rezo ja lol ey. Die Zerstörung der CDU [Internet]. 2019. Available from: https://www.youtube.com/watch?v=4Y1lZQsyuSQ&t=1s

	48.	 Lou C, Yuan S. Influencer Marketing: How Message Value and Credibility Affect Consumer Trust of Branded Content on Social Media. J Interact 
Advert. 2019;19(1):58–73. https://doi.org/10.1080/15252019.2018.1533501

	49.	 Khamis S, Ang L, Welling R. Self-branding, ‘micro-celebrity’ and the rise of Social Media Influencers. Celebr Stud. 2017;8(2):191–208. https://doi.
org/10.1080/19392397.2016.1218292

	50.	 Fischer A. Wie viel verdienen Influencer im Jahr 2024? [Internet]. 2023. Available from: https://www.influencevision.com/de/blog/wie-viel-verdi-
enen-influencer-im-jahr-2023/?utm_source=chatgpt.com#2

	51.	 Hawley M, Ismail K. Types of Social Media Influencers: Mega, Macro, Micro and Nano. 2024. Available from: https://www.cmswire.com/
digital-marketing/social-media-influencers-mega-macro-micro-or-nano/

	52.	 Team Crowdtangle. CrowdTangle. Menlo Park CA Facebook. 2022.

	53.	 Schwemmer C, Unger S, Heiberger R. Automated image analysis for studying online behaviour. In Research Handbook on Digital Sociology. 2023 
(pp. 278–291). Edward Elgar Publishing. https://osf.io/t62sd

	54.	 Benoit K, Conway D, Lauderdale BE, Laver M, Mikhaylov S. Crowd-sourced Text Analysis: Reproducible and Agile Production of Political Data. Am 
Polit Sci Rev. 2016;110(2):278–95. https://doi.org/10.1017/S0003055416000058

	55.	 Veselovsky V, Ribeiro MH, West R. Artificial Artificial Artificial Intelligence: Crowd Workers Widely Use Large Language Models for Text Production 
Tasks [Internet]. arXiv. 2023 [cited 2025 Jan 27]. Available from: https://doi.org/10.48550/arXiv.2306.07899

	56.	  Douglas BD, Ewell PJ, Brauer M. Data quality in online human-subjects research: Comparisons between MTurk, Prolific, CloudResearch, Qual-
trics, and SONA. Hallam JS, editor. PLOS ONE. 2023;18(3):e0279720. https://doi.org/10.1371/journal.pone.0279720

	57.	 Chang W, Cheng J, Allaire J, Sievert C, Schloerke B, Xie Y, et al. shiny: Web Application Framework for R [Internet]. 2023. Available from: https://
shiny.posit.co/ 

	58.	 GLES. GLES Cross-Section 2021, Pre- and Post-ElectionGLES Querschnitt 2021, Vor- und Nachwahl [Internet]. GESIS; 2022 [cited 2023 May 23]. 
Available from: https://doi.org/10.4232/1.14170

	59.	  Greszki R, Meyer M, Schoen H. Exploring the Effects of Removing “Too Fast” Responses and Respondents from Web Surveys. Public Opin Q. 
2015;79(2):471–503. https://doi.org/10.1093/poq/nfu058

	60.	 Nadanyiova M, Sujanska L. The Impact of Influencer Marketing on the Decision-Making Process of Generation Z. Economics Culture. 
2023;20(1):68–76. https://doi.org/10.2478/jec-2023-0006

	61.	  Dimitrova DV, Shehata A, Strömbäck J, Nord LW. The Effects of Digital Media on Political Knowledge and Participation in Election Campaigns: 
Evidence From Panel Data. Commun Res. 2014;41(1):95–118. https://doi.org/10.1177/0093650211426004

	62.	 Nanz A, Heiss R, Matthes J. Antecedents of intentional and incidental exposure modes on social media and consequences for political participa-
tion: a panel study. Acta Politica. 2022;57(2):235–53. https://doi.org/10.1057/s41269-020-00182-4

	63.	 Collins D. Pretesting survey instruments: an overview of cognitive methods. Quality Life Res. 2003;12:229–238. https://doi.
org/10.1023/a:1023254226592 PMID: 12769135 https://doi.org/10.1057/s41269-020-00182-4

	64.	 Instagram Blog. Update on political content on Instagram and threads [Internet]. Update on Political Content on Instagram and Threads. Instagram; 
2024. Available from: https://about.instagram.com/blog/announcements/continuing-our-approach-to-political-content-on-instagram-and-threads 
https://doi.org/10.1023/A:1023254226592

https://doi.org/10.37016/mr-2020-031
https://doi.org/10.1080/00913367.2020.1810595
https://doi.org/10.1080/00913367.2020.1810595
https://doi.org/10.17645/mac.v10i1.4767
https://doi.org/10.1017/glj.2022.15
https://doi.org/10.1017/glj.2022.15
https://doi.org/10.1177/1461444818815684
https://dl.acm.org/doi/10.1145/2556288.2557403
https://doi.org/10.1177/20563051231177916
https://www.youtube.com/watch?v=4Y1lZQsyuSQ&t=1s
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1080/19392397.2016.1218292
https://doi.org/10.1080/19392397.2016.1218292
https://www.influencevision.com/de/blog/wie-viel-verdienen-influencer-im-jahr-2023/?utm_source=chatgpt.com#2
https://www.influencevision.com/de/blog/wie-viel-verdienen-influencer-im-jahr-2023/?utm_source=chatgpt.com#2
https://www.cmswire.com/digital-marketing/social-media-influencers-mega-macro-micro-or-nano/
https://www.cmswire.com/digital-marketing/social-media-influencers-mega-macro-micro-or-nano/
https://osf.io/t62sd
https://doi.org/0.1017/S0003055416000058
https://doi.org/10.48550/arXiv.2306.07899
https://doi.org/10.1371/journal.pone.0279720
https://shiny.posit.co/
https://shiny.posit.co/
https://doi.org/10.4232/1.14170
https://doi.org/10.4232/1.14170
https://doi.org/10.2478/jec-2023-0006
https://doi.org/10.2478/jec-2023-0006
https://doi.org/10.1057/s41269-020-00182-4
https://doi.org/10.1023/a:1023254226592
https://doi.org/10.1023/a:1023254226592
http://www.ncbi.nlm.nih.gov/pubmed/12769135
https://doi.org/10.1057/s41269-020-00182-4
https://about.instagram.com/blog/announcements/continuing-our-approach-to-political-content-on-instagram-and-threads
https://doi.org/10.1023/A:1023254226592

