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Today’s Agenda
• Understand your audience

• Social media users in general
• Demographics of social media users: political/civic purposes

• Perceptions of political communication on social media 
• Trust
• Burnt out by political content 
• Perceived benefits

• Does political communication on social media impact views/participation?
• Young people and political engagement on social media

• The rise of TikTok

• Practical points
• How to use social media platforms to engage users on political issues
• Resources 



Social Media User (general)

• Younger

• More educated

• Males and females

• Higher socioeconomic status 
(Poushter, 2017)

• Extraverts (Kuss & Griffiths, 2011)

• Openness to experience (Correa et al., 
2010)

• Neuroticism (Tang et al., 2016)

• Openness is positively associated 
with updates about intellectual 
topics (Marshall et al., 2015)

Political Social Media User

• Younger (Duggan & Smith, 2016).

• Males (and females) – mixed (Bode, 2017).

• Stronger partisan views (Rainie, 2017)

• Extraverts

• Agreeable

• Conscientious

• Emotionally unstable

• Less open

• Pre-existing political interest (Gil de Zúñiga, Diehl, Huber, & 
Liu, 2017)

• Lower levels of education and household income

• Pay less attention to and have less awareness of 
major political events (e.g., elections)

• Pay less attention to coronavirus

• Less knowledgeable about politics (Mitchell, Jurowitz, 
Oliphant, & Shearer, 2020)



Demographics of political Twitter users

• Political Twitter users compared to general US population
• Same age

• Predominantly white (88.1% versus 79.6%) 

• Heavily male (36.3% female versus 50.8% in the general population)

• Higher in education (70.5% with a bachelor’s degree versus 24.4% in the 
broader population) 

• Higher in income ($62,000 annual household income versus $49,777 in the 
general population)

• Significantly higher on political interest, voting behaviour, and political 
knowledge 

Bode & Dalrymple (2016)



Predictors of online and offline political 
participation 
Predictors of online political 
participation: 

• Active engagement on Twitter

• Higher income

• More media use 

• More political interest

• Race, exposure to disagreement,  
and low media trust predicted 
less participation

Predictors of offline political 
participation:

• Active engagement on Twitter

• Less exposure to disagreement

• Higher income

• More media use

• Being republican (right)

Bode & Dalrymple (2016)



Frequency of political communication on 
social media 
• 9% of social media users often and 23% sometimes comment, discuss 

or post about government and politics on social media.

• Nearly seven-in-ten indicate that they hardly ever (30%) or never 
(38%) do this (Duggan & Smith, 2016).

• Pew Research Center: 14 countries around the world. European ones 
were Greece, Hungary, Italy, and Poland in the middle of 2018.

Wike & Castillo, 2018



Perceptions of political communication on social media

TRUST, BEING WORN OUT, TONE, AND HOPE



Auxier (2020)



https://www.edelman.com/sites/g/files/aatuss191/files/2019-02/2019_Edelman_Trust_Barometer_Global_Report.pdf



Auxier (2020)



Fact Tank (2020)



Anderson & Auxier, 2020



Auxier & McClain, 2020



• Negativity in political 
discourse

• Communicating online in 
ways they would not in 
person

• Political communication 
less enjoyable on social 
media

• Less political correctness 
on social media

Duggan & Smith (2016)



Bialik (2018)



Perrin (2020)



Commenting and liking – gateway political 
behaviours
• Easiest political behaviors: commenting on others’ political postings 

on social media, and indicating that you “like” them

• 38.6% of the sample reports commenting on others’ political posts, 
and 47.4% at least occasionally like political posts. 

• Those more educated and younger are more likely to engage in easy 
political behaviours.

• Engagement in commenting and liking lead to greater political activity 
offline.

Bode (2017)



Young people and political 
communication/engagement on social media



Keating and Melis (2017)



The rise of TikTok

• 41% of users 16-24 years old

• High engagement – not as dependent on profile’s audience size.

• TikToks have more views than YouTube videos (on average)

• Major political YouTubers have shifted to TikTok, suggesting that 
political discourse will soon become increasingly professionalized

• Political communication on TikTok is much more interactive in 
comparison to other social media platforms, with users combining 
multiple information channels to spread their messages. 

• The role of duets – enable more interaction, challenging of posts they 
disagree with, factcheck, misinformation etc (Medina Serrano, Papakyriakopoulos, & 
Hegelich, 2020)



What news media sources are doing to 
engage young people of TikTok
• At least 2 videos per week published. Medium duration: 22 seconds
• Text (caption) under each video usually worked as a hook without 

information to create expectations about the content, as well as indicating 
a series of related hashtags

• The average number of likes that a content published by a media outlet 
receives was 8% of the number of views. The videos that exceeded 20% 
were viral content – curious situations, or those starring animals or with a 
high emotional charge – and current issues – the first patient recovered 
from COVID-19 in Virginia (USA Today) or the words of the deceased NBA 
player Kobe Bryant about his daughters (CBS This Morning)

• Sound can also be tagged e.g., well known songs for more circulation
• Make use of trending hashtags

Vázquez-Herrero, Negreira-Rey, & López-
García (2020). 



The content that accumulated the highest 
number of visualizations
• Content with TikTok influencers, such as 16-year-old Charli d’Amelio, with 

more than 50million followers – the Stay Tuned NBC publication in which 
she appeared reached 7.4million visualizations – or celebrities

• Outstanding trends and hashtags on the platform, also related to current 
events (#lockdownlife, #ripkobe, #foodwehate, #seeyousoon, among 
others)

• Current issues of global resonance labelled with trending hashtags (COVID-
19 pandemic: #coronavirus #covid19; fires in Australia: #australia); 

• Challenges (#dedoschallenge #morph)

• High use of the platform’s editing possibilities (text, transitions, filters, and 
visual effects from stickers and GIFs).

Vázquez-Herrero, Negreira-Rey, & 
López-García (2020). 



Practical tips – improving engagement 

• Convince citizens that their engagement will have a real impact 
(Eurobarometer, 2020).

• Content related to brand/individual personality—like humor and 
emotion—is associated with higher levels of consumer engagement 
(likes, comments, shares) with a message (Lee, Hosanagar, & Nair, 2018).

• Content aimed at entertaining its recipients (e.g., funny videos) has 
been shown to positively impact engagement behaviors.

• Including at least one interactive element (e.g., a question or a call for 
user feedback) can enhance content engagement (Schreiner, Fischer, & Riedl, 2019).



Practical tips – improving engagement 

• Don’t limit your targeted audience to the most politically engaged. 
Even those who are less interested in politics can be encouraged to 
engage in small acts of politics (gateway behaviours), and those can 
lead to increased engagement over time (Bode, 2017)

• Quick facts and interactive posts on Snapchat led to an increase in 
political knowledge in young people.

• Posts on Instagram that were too personalized (e.g., young people 
expressing insecurity about the election) lead to less political interest 
overtime (Ohme, Marquart, & Kristensen, 2020) 



Modes of online political engagement

• Political information (reading and searching for political information)

• Political interaction (posting comments and discussing public matters, 
sharing, and linking news and clips on politics)

• Public production (writing about politics on a blog or creating video 
clips)

• Collective actions (initiating and joining protests and activism)

Ekström & Shehata (2018) 



Ekström & Shehata (2018) 
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