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Summary of the project

As political communication and marketing have transitioned to online environments,
individuals with large followings on social media channels have become politically influential.
This trend is evident, for example, in the increasing number of so-called social media
influencers running as candidates in elections, and in the rise of political statements on
platforms previously associated mainly with lifestyle content.

On the other hand, there has also been movement in the opposite direction, as politicians
have started adopting the typical means of communication used by social media influencers.
Many politicians share personal content on their social media accounts, which often
increases audience engagement and the visibility of their content. Some politically influential
individuals even engage in influencer marketing, a practice typical of social media
influencers. It appears that the boundaries between personal, commercial, and political
influence are becoming blurred as various types of media content feed and complement
each other.



The phenomenon was approached in the project through a mixed-method approach,
including interviews and analysis of social media and journalistic content. The project
focused on data collection, especially during the 2023 Finnish parliamentary election, when
both politicians and politically active social media influencers were expected to become more
active. The study thus sheds light on how political and commercial influence accumulates on
social media and how different actors garner attention for their agendas in a fragmented
media landscape.

Goals of the project

The goal of the project was to produce new knowledge for the fields of communication,
marketing, and political communication research on the role of social media influencers in
political communication and election campaigning, as well as on politicians' new ways of
utilizing social media. The aim was to publish research findings in high-quality scientific
journals, with publication objectives supported by participation in international and domestic
academic conferences. Additionally, the project aimed to create new content for teaching
purposes and to participate in public discussions on the topic.

Goals achieved (on a scale 1-5): 5

The goals of the project were achieved excellently. Under the project’s name, a
peer-reviewed scientific book, eight chapters in scientific books, and two conference papers
were published. Project researchers presented the findings at 18 academic conferences.
Additionally, five general-interest articles on the project's topics were published, and 30
public lectures and seminar presentations were held. The project also garnered exceptional
media attention, with the researchers commenting on the study topics in over 40 newspaper
articles, television programs, and radio or podcast shows. Research-based articles and other
communications were produced in both Finnish and English for domestic and international
publications, and additional research results are set to be published in research papers
currently under review.

Key findings

Based on the research project, it can be concluded that social media influencers have
formed a new group of politically influential actors, and their services are actively used for
lobbying purposes and election campaigning (Poyry, 2023). Social media influencers can
particularly impact media visibility and shape public perception of various issues, and they
can mobilize civic action. Their strength in political influence lies in their close relationships
with followers and in leveraging a relatable persona and credibility when discussing societal
topics. It was also observed that social media influencers can affect citizens’ voting
intentions, provided they communicate in a manner suited to their role (Poyry & Reinikainen,
2024). On the other hand, the project identified that political and social topics positively
impact influencers' own businesses; these topics help create a “mature media product” that
serves as an attractive advertising platform for companies and organizations targeting
socially conscious consumers (Reinikainen et al., under review).

The results also indicate that politicians adopt social media influencers' methods for using
social media both consciously and unconsciously. The entry of social media influencers into
politics as candidates, in particular, brings their practices and communication style into
political communication (Kannasto, 2023b; Kannasto et al., 2023; Kannasto & Reinikainen,
2022). In Finland, politicians have typically been pioneers in adopting new platforms; for



example, in the 2023 parliamentary elections, platforms typical for social media influencers,
such as Instagram and TikTok, were more widely used by several candidates (Kannasto &
Poyry, 2025). Interviews with political actors show that they approach social media
professionally and recognize the need to allocate resources for different platforms as part of
their communications strategy (Kannasto, forthcoming).

The role of social media as an essential part of politics is undeniable, yet political actors are
still seeking ways to tailor its usage to better suit their needs. Commercial marketing
opportunities in social media are generally considered from the perspective of paid
advertising. Based on the interviews, some parties and communication agencies think that
using influencers for local political campaigns is a possible, even likely, avenue. However,
politicians themselves view commercial partnerships with influencers as unsuitable for
personal campaigns (Kannasto, 2024b). The need for norms and legislation was noted in
interviews with several actors, and further research is needed on the restrictions and
potential legislative requirements for political and commercial social media marketing
(Kannasto, forthcoming).
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litalehti: Sanna Marinin kaytds paljastaa, mitd han todella haluaa — Kommentti
Janne Puhakasta kiinnitti huomion

Yle Uutiset: Kartta paljastaa somen "superlevittajat”, joista moni pelaa Putinin
pussiin

HS: Tubettajan talo
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litalehti: Riikka Purra nostatti kohun leikkuulautakuvillaan — Nyt puhuu hdmmentynyt
yrittaja

lita-Sanomat: Sanna Marinin vaiettu puoli

lita-Sanomat: Asiantuntija: Tallainen vaikutus Tiktokilla voi olla presidentinvaaleihin
— yksi asia yhdistda Halla-ahon, Haaviston ja Stubbin kannattajia

MTV3: Nain presidenttiehdokkaat taistelevat some-nakyvyydesta

Lapin Kansa: Sodat nakyvat nuorille sosiaalisen median kanavissa paivittain, ja se
voi uuvuttaa

litalehti: Suomalaistutkija: Nain somevaikuttajat levittavat propagandaa — Osa
keinoista "epauskottavan huonoja”

lita-Sanomat: Julkkikset nousivat ndkyvasti osaksi vaalikampanjoita — "Kyllahan se
vetaa ihmisia”

MTV3: Huomenta Suomi: Sanna Marinin loikka poliitikan huipulta julkkisseurapiireihin
Yle Uutiset: Miksi entinen paaministeri poseeraa Pariisissa luksusmerkin mekossa?
Tutkija: Voi liittyd sopimukseen amerikkalaisen managerin kanssa

Yle Uutiset: Prime-juoman suosio laantui ja hinta kaupoissa romahti: “Ei siitd kukaan
enaa illalla soittele”

HS: Poikien Tiktok

HS: Kaikkien somealustojen elinikd on rajallinen — Onko Twitterin lopun aika alkanut?
HS: Metan uusi somealusta haastaa Twitterin — "Iso laiva kdantyy hitaasti”, sanoo
tutkija

Xwoman: Finrando shusho san'na Marin wa sekai o kaeta ka

Yle Uutiset: Nain perussuomalaiset onnistuivat Tiktokissa: 26-vuotias
kansanedustaja kertoo, mik&a kannattaa ja mika ei

Bloomberg News: Sanna Marin’s Stardom Fails to Clinch Victory in Finnish Election
Upset

Stern: Marin und der Dreikampf um die Finnische Regierungsmacht

. HS: EK osti somevaikuttajalta neljan paivan tydviikkoa kritisoivan

Instagram-postauksen

Apu Juniori: Tunnistatko mainoksen somessa?

HS: Nain lapseesi vaikutetaan

HS: Tutkija ihmettelee Marinin kuvien tyylia

lita-Sanomat: Puoluejohtajien Instagramit poikkeavat toisistaan yllattavilla tavoilla —
Sanna Marin on selva poikkeus

HS: Facebookin emoyhtion arvosta on pyyhkiytynyt Iahes 800 miljardia dollaria —
Ovatko somejatin paivat luetut?

Suomen Kuvalehti: Vain ihminen

lita-Sanomat: Sanna Marinin kasitelty Instagram-kuva herattada ihmetysta ja ihailua
lita-Sanomat: Instagram-paaministerilla on sinulle asiaa — mista Sanna Marinin
filtterdidyissa selfieissa ja julkaisuissa on kyse?

Le Monde: Sanna Marin, la jeune premiére ministre finlandaise, victime de sa
modernité

HS: Moni Marinin kanssa juhlinut vaikuttaja tekee kovaa tulosta yrityksellaan —
"Paaministeriin assosioituminen on ollut hyddyllistd”, sanoo tutkija

MTV3: Miten paaministerin bilekohu vaikuttaa videoissa esiintyviin vaikuttajiin?
Tutkija: "Lyhyella aikavalilla haitallista — mutta heihin liittyy kiinnostava aura"

Savon Sanomat: Paaministerin juhlimiskohu ainakin alkuun haitallista siihen liittyville
some-vaikuttajille, arvioi tutkija
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44,

Yle Uutiset: Marinin bilevideo voi lisata kiinnostusta politikkaan, arvioi tutkija —
"Hanen nuorille seuraajilleen tama ei valttamatta ole kovin kauheaa"

Yle Uutiset: Sanna Marinin somevalta on niin suuri, ettd han ly6é yksin muut puolueet
— Yle selvitti poliitikkojen ja puolueiden tykkayksia

Yle A-Studio: Vaalivaikuttaminen EU-vaaleissa meilla ja muualla

Yle Aamu: Miten vaalihdirinnan voi tunnistaa?

Yle Aamu: Vaalihairinnan kriittiset hetket

Yle Aamu: Millainen kaytos vallankayttajalta sallitaan?

Radio Suomi Pohjanmaa: Some vakiinnutti asemansa vakavasti otettavana
kanavana vaaliviestinnassa

lita-Sanomat: Sanna Marinin somekaytos on harkittua

HS: Nuoret TikTok-tahdet rynnistivat perussuomalaisten riveista eduskuntaan

Yle: Kansanedustajien podcast nousi heti listakarkeen — tutkija: "Talla on seka
vihakuuntelijoita ettd vahvoja kannattajia”

litalehti: Silotellut somekuvat lisdavat nuorten pahoinvointia — tata mielta tutkija on
paaministeri Sanna Marinin filtterikuvista: "Voisi olla erilainen esimerkki”

Research data and materials created in the project

Research interviews (N=25)
o 7 social media influencers
o 5 politicians
o 6 communication experts from political parties
o 7 representatives from marketing and communication agencies
Social media datasets
o Instagram stories and posts 1.3.-1.4.2023.
m 55 politicians
m 20 social media influencers
o TikTok content
m 19 politicians
m 4 social media influencers
Other material
o Notes supplementing and deepening the social media material on
election-related content relevant to the study, from social and traditional
media, including podcasts, covering the period from March 1 to April 1, 2023,
totaling 15 pages.



