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About the Pew-Knight Initiative 

The Pew-Knight Initiative supports new research on how Americans absorb civic information, 

form beliefs and identities, and engage in their communities. Pew Research Center is a 

nonpartisan, nonadvocacy fact tank that informs the public about the issues, attitudes and trends 

shaping the world. Knight Foundation is a social investor committed to supporting informed and 

engaged communities.  

© Pew Research Center 2024 
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How we did this 

This study uses a multimethod approach to understanding news influencers, an emerging part of 

the news and information landscape. The project includes three different research components: a 

nationally representative survey of U.S. adults conducted through Pew Research Center’s 

American Trends Panel (ATP), an in-depth examination of a sample of 500 news influencers 

identified across five major social media sites, and a content analysis of 104,786 posts they 

produced during three distinct time periods in summer 2024. 

Survey 

The survey portion of this analysis was conducted from July 15 to Aug. 4, 2024, among 10,658 U.S. 

adults. Everyone who completed the survey is a member of the Center’s ATP, a group of people 

recruited through national, random sampling of residential addresses who have agreed to take 

surveys regularly. This kind of recruitment gives nearly all U.S. adults a chance of selection. 

Surveys were conducted either online or by telephone with a live interviewer. The survey is 

weighted to be representative of the U.S. adult population by gender, race, ethnicity, partisan 

affiliation, education and other factors. Read more about the ATP’s methodology.  

Respondents were asked about whether they regularly get news from news influencers on social 

media. Those who reported doing so were also asked about what types of information they get 

from news influencers, how they feel about news influencers and more.  

Here are the questions used for this report, the topline and the survey methodology.  

News influencers analysis 

The analysis of news influencers examines a sample of 500 news influencers, derived from a 

review of 28,266 accounts across five social media sites: Facebook, Instagram, TikTok, X and 

YouTube. To compile this sample, researchers searched for social media accounts with over 

100,000 followers that used news-related keywords in early 2024. A team of trained researchers 

then reviewed these accounts and found 2,058 news influencers who regularly posted about news 

and were run by people (not organizations).  

We then used a stratified list-based sampling strategy to sample 500 news influencers from this 

set for in-depth analysis. A team of trained coders then examined where these news influencers 

have accounts and various aspects of their public-facing identity. Here is a list of the 500 news 

influencers analyzed in the study. For more details on how news influencers were identified, 

sampled and analyzed, refer to the methodology. 

https://www.pewresearch.org/our-methods/u-s-surveys/the-american-trends-panel/
https://www.pewresearch.org/wp-content/uploads/sites/20/2024/11/PJ_2024.11.18_news-influencers_questionnaire.pdf
https://www.pewresearch.org/wp-content/uploads/sites/20/2024/11/PJ_2024.11.18_news-influencers_topline.pdf
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Content analysis 

The content analysis of posts from news influencers examines a sample of 104,786 posts by the 

sampled news influencers. Researchers gathered posts from the same five major social media sites 

– Facebook, Instagram, TikTok, X and YouTube – across three one-week periods: July 15-21, July 

29-Aug. 4 and Aug. 19-25, 2024. The titles, text and captions of the posts were used for human-

validated machine coding. The audio from video content on Instagram and TikTok was transcribed 

using audio-to-text and video-to-text models, and closed captioning was collected for YouTube 

videos.  

Researchers then passed this text-based data to OpenAI’s GPT-4 model, along with an instruction 

prompt to obtain the applicable topic for each post. Two coders were trained to code posts and 

then validated approximately 1% of the full dataset of posts that had been run through the GPT-4 

model. 

This is a Pew Research Center report from the Pew-Knight Initiative, a research program funded 

jointly by The Pew Charitable Trusts and the John S. and James L. Knight Foundation. Find 

related reports online at https://www.pewresearch.org/pew-knight/. 

 

 

 

 

https://www.pewresearch.org/pew-knight/
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Terminology 

▪ News influencers – People who regularly post about current events and civic issues on 

social media and have at least 100,000 followers on any of Facebook, Instagram, TikTok, X 

(formerly Twitter) or YouTube.  

▪ Political orientation – A measure of a news influencer’s partisan or ideological views. A 

right-leaning news influencer is one who publicly expresses that they identify as a Republican 

or conservative or support Donald Trump in the 2024 presidential election. A left-leaning 

news influencer is one who publicly expresses that they identify as a Democrat, liberal or 

progressive or support Vice President Kamala Harris (or supported President Joe Biden before 

he dropped out of the race) in the 2024 election. This information was found in the bio, profile 

picture, banner image, pinned posts or recent posts on an influencer’s social media account, 

any personal website or professional page, and prominent media coverage. 

▪ Values and identities – Language or imagery in the bio, profile picture, banner image or 

pinned posts on an influencer’s social media account that expresses specific beliefs or 

identities. 

▪ News organization affiliation – An influencer with this affiliation is one who either 

currently works for or previously worked for a news organization, as well as freelancers who 

have regularly contributed to news organizations. A news organization can be any news outlet 

that has a staff and multiple bylines. Researchers considered affiliated influencers to have this 

background regardless of their news organization’s political orientation, audience size or 

primary publishing method (digital, TV, print, etc.). 

▪ Major social media sites – The five primary sites we studied, chosen based on audience 

size and the presence of discussion about news: Facebook, Instagram, TikTok, X (formerly 

Twitter) and YouTube. 
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In the heat of the 2024 election, news influencers seemed to be everywhere. Both Republicans and 

Democrats credentialed content creators to cover their conventions – and encouraged influencers 

to share their political messages. Influencers also interviewed the candidates and held fundraisers 

for them. 

But up until now, it has been difficult to get a sense of 

the size and characteristics of this new wave of news 

providers.  

A unique Pew Research Center study provides a 

deeper understanding of both the makeup of the news 

influencer universe and its audience. The project 

includes an in-depth examination of a sample of 

500 popular news influencers and the content 

they produce, derived from a review of more than 

28,000 social media accounts. We also conducted a 

nationally representative survey of Americans 

to better understand who regularly gets news from 

news influencers. 

Key findings about news influencers  

▪ About one-in-five Americans – including a much higher share of adults under 30 (37%) – say 

they regularly get news from influencers on social media. 

▪ News influencers are most likely to be found on the social media site X, where 85% have a 

presence. But many also are on other social media sites, such as Instagram (where 50% have 

an account) and YouTube (44%).  

▪ Slightly more news influencers explicitly identify as Republican, conservative or pro-Donald 

Trump (27% of news influencers) than Democratic, liberal or pro-Kamala Harris (21%).  

▪ A clear majority of news influencers are men (63%). 

▪ Most (77%) have no affiliation or background with a news organization.  

 

What is a news influencer? 

In this study, we use the term “news 

influencers” to refer to individuals who 

regularly post about current events and 

civic issues on social media and have at 

least 100,000 followers on any of 

Facebook, Instagram, TikTok, X (formerly 

Twitter) or YouTube. News influencers 

can be journalists who are or were 

affiliated with a news organization or 

independent content creators, but they 

must be people and not organizations. 

Refer to the methodology for more about 

how we identified news influencers. 

https://www.washingtonpost.com/politics/2024/07/13/rnc-tiktok-influencers-trump-delegates/
https://www.reuters.com/world/us/dnc-influencers-battle-journalists-space-access-2024-08-21/
https://www.cbsnews.com/news/influencer-social-media-politics/
https://www.cbsnews.com/news/influencer-social-media-politics/
https://www.pbs.org/newshour/politics/trump-courts-younger-male-vote-by-talking-with-conservative-influencers
https://www.politico.com/news/2024/09/02/ben-shapiro-gop-fundraiser-00176942
https://www.politico.com/news/2024/09/02/ben-shapiro-gop-fundraiser-00176942
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▪ About one-in-five U.S. adults (21%) 

say they regularly get news from news 

influencers on social media, according 

to a survey of 10,658 Americans conducted 

in summer 2024. This is especially common 

among younger adults: 37% of those ages 18 

to 29 say they regularly get news from 

influencers. But there are minimal 

differences between Republicans and 

Democrats on this question. 

▪ Among Americans who get news from news 

influencers on social media, most (65%) say 

news influencers have helped them 

better understand current events and 

civic issues. And seven-in-ten say the 

news they get from news influencers is at 

least somewhat different from the 

news they get from other sources. Far 

fewer (31%) say they feel a personal 

connection to a news influencer. 

▪ These Americans also say they get a variety of different types of information, from basic facts 

and opinions to funny posts and breaking news. When it comes to opinions, most who 

see them say they are an even mix of opinions they agree and disagree with (61%), but far 

more say they mostly agree with what they see (30%) than mostly disagree (2%). 

Jump to more findings from the survey of U.S. adults, or a broader analysis of Americans’ news 

habits on social media. 

 

 

Almost 4 in 10 U.S. adults under 30 get 

news from news influencers 

% of U.S. adults who regularly get news from news 

influencers on social media 

 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 
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https://www.pewresearch.org/journalism/fact-sheet/social-media-and-news-fact-sheet/
https://www.pewresearch.org/journalism/fact-sheet/social-media-and-news-fact-sheet/
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▪ Far more of the news influencers in our study have 

an account on X than any other social media site: 

85% are on the site, compared with 50% who are on 

Instagram, the next-most popular site. 

▪ At the same time, it is common for influencers to have a 

cross-site presence to maximize their audience. About two-

thirds of news influencers in the study are on more 

than one site, including 27% who are on five or more sites. 

▪ Many influencers also share content through podcasts (34%) 

or newsletters (22%). And across sites, a majority of news 

influencers (59%) monetize their online presence in 

some way, whether through subscriptions, donations or 

merchandise sales. 

Jump to more basic details about where news influencers are 

posting. 

 

  

More news influencers are 

on X than any other site 

% of news influencers who are on 

each site 
 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 followers 

who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube 

in early 2024. Refer to methodology for 

details. 

“America’s News Influencers” 
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▪ Among the news influencers in our sample, men outnumber women by a roughly two-

to-one margin: 63% of influencers are men, compared with 30% who are women. (The 

remainder either are nonbinary or their gender could not be determined by researchers.) 

▪ Many Republicans have long believed that 

social media sites censor conservative 

viewpoints. But overall, more news 

influencers explicitly present a 

politically right-leaning orientation 

than a left-leaning one (27% vs. 21%) in 

their account bios, posts, websites or media 

coverage. About half of influencers do not 

express any clear political orientation. 

Influencers on Facebook are particularly 

likely to prominently express right-leaning 

views: There are three times as many 

explicitly conservative news influencers 

(39%) as liberal ones (13%) on the site. 

▪ Nearly one-in-five news influencers 

(18%) share part of their identity or 

beliefs beyond their political 

orientation, such as expressing support 

for a specific political cause or value 

through words, images or emojis on their 

account page. Among the most common 

expressions are LGBTQ+ identity or 

support (6%) or being pro-Palestinian (5%). 

Jump to more information on the personal characteristics of news influencers. 

  

More news influencers explicitly identify 

as right-leaning than left-leaning 

% of news influencers who explicitly identify as … 
 

Note: Right-leaning includes people who explicitly identify as 

conservative, Republican or express support for Donald Trump. Left-

leaning includes liberals, Democrats and people who have explicitly 

expressed support for Joe Biden or Kamala Harris. “Other” includes 

independent or moderate, libertarian, or other ideologies. Political 

orientation could be expressed in account bios, recent social media 

posts, personal and professional websites and news coverage. 

Source: Pew Research Center analysis of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

27%

21

3

48

Right-leaning

Left-leaning

Other

No clear orientation

52% explicitly express

a political orientation

https://www.pewresearch.org/internet/2024/04/29/americans-views-of-technology-companies-2/#political-censorship-and-bias-in-big-tech
https://www.pewresearch.org/internet/2024/04/29/americans-views-of-technology-companies-2/#political-censorship-and-bias-in-big-tech
https://www.pewresearch.org/internet/2024/04/29/americans-views-of-technology-companies-2/#political-censorship-and-bias-in-big-tech
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While many news influencers are on multiple sites, there is also a different mix of influencers on 

each site. A closer look at five major social media sites, Facebook, Instagram, TikTok, X and 

YouTube, finds that news influencers on TikTok – a fast-growing destination for news in the U.S. 

– stand out from those on other sites in the following ways:   

▪ Gender: TikTok has the 

smallest gender gap: 50% 

of news influencers on 

TikTok are men, while 45% 

are women. On all other 

sites, men outnumber 

women by a roughly two-

to-one margin or more. 

▪ Political 0rientation: 

TikTok also stands out as 

the only site of the five 

where news influencers 

who explicitly identify as 

right-leaning (25% of 

TikTok news influencers) 

do not outnumber those 

who publicly express a left-

leaning political ideology 

(28%).  

▪ Values and identities: 

News influencers on 

TikTok are more likely 

than those on other sites to 

show support for LGBTQ+ rights or identify as LGBTQ+ in their account profiles (13%). 

 

Minimal gender gap among news influencers on 

TikTok compared with other sites 

% of news influencers on each site who are … 

 

Note: News influencers who are nonbinary or whose gender could not be determined are not 

shown. 

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who 

regularly posted about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. 

Refer to methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 
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64
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https://www.pewresearch.org/short-reads/2024/09/17/more-americans-regularly-get-news-on-tiktok-especially-young-adults/
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News influencers largely offer 

independent voices from outside the 

news media. About three-quarters of news 

influencers (77%) have no past or present 

affiliation with a news media organization, 

while 23% have been employed in the news 

industry in some way.  

Those in the latter category include influencers 

who are currently affiliated with any news 

outlet (digital, TV, print, etc.), those who 

formerly worked in the news industry before 

becoming an independent influencer, and 

freelancers who have regularly contributed to 

news organizations. 

  

How we define ‘news organization 

affiliation’ 

Researchers categorized all news influencers 

based on whether they are currently or were 

previously employed by a news organization (or 

freelancers who regularly contributed to news 

organizations). 

The list of news organizations that people in this 

category work for (or used to work for) is broad, 

ranging from long-standing newspapers to cable 

news channels to newer digital outlets. News 

organizations are defined as all outlets with a 

staff and multiple bylines. Researchers 

considered affiliated influencers to have this 

background regardless of their news 

organization’s political orientation, audience size 

or primary publishing method (digital, TV, print, 

etc.). 
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▪ News influencers with 

a news organization 

affiliation are less 

likely to express a clear 

political orientation: 

64% have no expressed 

political stance, compared 

with 44% of those who 

have never worked for a 

news organization. 

▪ When they do 

explicitly identify with 

a political orientation, 

news influencers with 

links to a news outlet 

tend to be right-

leaning. A quarter (25%) 

say they are conservative, 

Republican or pro-Trump, 

while just 9% are liberal, 

Democratic, or pro-Harris 

or pro-Biden. Among news influencers with no links to a news outlet, roughly equal shares 

express a right-leaning (27%) and left-leaning (25%) stance. 

▪ News influencers who are or were affiliated with a news organization also are 

less likely to identify with specific values and identities – for example, to indicate they 

are pro-LGBTQ+ or support Palestinians.  

▪ Nearly all news influencers who have a news organization affiliation (96%) are on X, compared 

with a smaller majority of news influencers without that background (82%). In contrast, news 

influencers without a news industry affiliation are more likely than those with 

links to the news industry to have accounts on video-based sites like YouTube and 

TikTok, and also are more likely to monetize their content through subscriptions, donations 

or merchandise. 

Jump to more details on how influencers differ based on whether they have a background in the 

news industry. 

News influencers with a news industry affiliation are 

less likely to explicitly express a political lean 

% of news influencers who explicitly identify as … 

 

Note: News influencers who are affiliated with a news organization are those who either 

currently are or previously were employed by a news organization. Right-leaning includes 

people who explicitly identify as conservative, Republican or express support for Donald 

Trump. Left-leaning includes liberals, Democrats and people who have explicitly expressed 

support for Joe Biden or Kamala Harris. “Other” orientation not shown. Political orientation 

could be expressed in account bios, recent social media posts, personal and professional 

websites and news coverage. 

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who 

regularly posted about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. 

Refer to methodology for details. 

“America’s News Influencers” 
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To get a sense of what news influencers are 

posting about, researchers collected all public 

posts by the 500 news influencers in our sample 

for three separate weeks in 2024: July 15-21, 

July 29-Aug. 4 and Aug. 19-25. We then 

analyzed these posts using a human-validated 

large language model.  

News influencers post about a wide range of 

topics. In fact, most of the posts by the news 

influencers in our sample during the three 

weeks (57%) could not be directly tied to 

current events or civic issues. (This may in part 

be a result of examining each post out of 

context, and not including images in the 

analysis.) 

Some of the key findings from looking at the 

43% of the posts that were confirmed to 

be about current events or civic issues: 

▪ Among the posts that referenced current 

events or civic issues, more than half 

(55%) were about politics, 

government or the presidential 

election. This includes posts that were 

specifically about the first assassination 

attempt on Donald Trump (5%), the 

Democratic National Convention (4%), the 

Republican National Convention (3%) or 

President Joe Biden’s withdrawal from the 

race (2%). For most news influencers (58%), 

politics, government or the election was the most common post topic. 

Most posts about current events by 

news influencers across three weeks in  

summer 2024 focused on politics 

% of posts by news influencers July 15-21, July 29-Aug. 4 

and Aug. 19-25, 2024, that were about … 

 

 

Note: Other topics and topics that could not be validated are not 

shown. 

Source: Pew Research Center analysis of 104,786 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 
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▪ Beyond U.S. politics in general, 18% of posts focused on social issues, including race, 

LGBTQ+ issues and abortion. A similar share of posts (14%) were about international 

issues, including the Israel-Hamas war (7%). 

▪ The posts each week reflect the events going on at the time. Posts from July 15 to 21 were more 

likely than other weeks to be about the first assassination attempt on Trump on July 13 (10% of 

posts), the RNC, held from July 15 to 18 (6%), and Biden dropping out of the race on July 21 

(5%). And posts from Aug. 19 to 25 were especially likely to be about the DNC, which was held 

that week (11%). 

▪ Across all weeks, there was some variation across sites in which topics were discussed more or 

less often. For instance, the Israel-Hamas war was discussed more on Instagram than 

any other site (14% of Instagram posts, followed by 8% of X posts), while U.S. politics was a 

less common topic on Instagram than other sites. Politics and the election were discussed in a 

particularly high share of posts on YouTube (68%). 

Jump to the full analysis of topics being discussed by news influencers. 

The rest of this report looks at these findings in 

greater detail. One section dives into the 

opinions and experiences of Americans who 

regularly get news from influencers. Others 

include a brief overview of how we created the 

list of news influencers and where they are 

posting content, an analysis of their gender 

and political orientation, and an overview of 

the differences between news influencers who 

have worked for news organizations and those 

who have not. 

Finally, one section looks in more detail at the 

topics discussed by news influencers, and five 

additional sections profile news influencers on 

each of the major sites studied: Facebook, 

Instagram, TikTok, X (formerly Twitter) and 

YouTube.  

Other Pew Research Center studies on 

social media 

This study is the latest in our ongoing 

investigation into the news and information 

Americans are seeing on social media.  

For our related research, read: 

• Social media and news fact sheet 

• How Americans get news and navigate 

politics on social media 

• The news environment on YouTube 

• The role of alternative social media in 

the news and information ecosystem 

• The landscape of information, 

entertainment and politics on Twitter 

and TikTok 

 

https://www.pewresearch.org/journalism/fact-sheet/social-media-and-news-fact-sheet/
https://www.pewresearch.org/journalism/2024/06/12/how-americans-get-news-on-tiktok-x-facebook-and-instagram/
https://www.pewresearch.org/internet/2024/06/12/how-americans-navigate-politics-on-tiktok-x-facebook-and-instagram/
https://www.pewresearch.org/internet/2024/06/12/how-americans-navigate-politics-on-tiktok-x-facebook-and-instagram/
https://www.pewresearch.org/journalism/2020/09/28/many-americans-get-news-on-youtube-where-news-organizations-and-independent-producers-thrive-side-by-side/
https://www.pewresearch.org/journalism/2022/10/06/the-role-of-alternative-social-media-in-the-news-and-information-environment/
https://www.pewresearch.org/politics/2022/06/16/politics-on-twitter-one-third-of-tweets-from-u-s-adults-are-political/
https://www.pewresearch.org/data-labs/2024/10/08/who-u-s-adults-follow-on-tiktok/
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1. Americans’ experiences with social media news 

influencers 

As the wider political and media world has 

taken notice of news influencers, Americans 

have begun to incorporate these individuals’ 

posts into their news habits: About one-in-five 

(21%) say they regularly get news from news 

influencers on social media. 

This data comes from a survey of more than 

10,000 U.S. adults conducted in late July and 

early August 2024. The term “news 

influencers” was defined for survey 

respondents as “individuals who have a 

large following on social media and often post about news or political or social 

issues.” This is similar to how we define this group in our analysis of a sample of 500 news 

influencers. 

This chapter dives into the attitudes and experiences of Americans who regularly get news from 

news influencers.  

About 1 in 5 Americans regularly get 

news from news influencers 

% of U.S. adults who regularly get news from news 

influencers on social media 

 Note: Respondents who did not answer are not shown. 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

21% 51 28

Yes No

Do not get news 

on social media
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Similar to other patterns of social media use 

and news consumption on social media, 

younger adults are much more likely to get 

news from news influencers on social media. 

Nearly four-in-ten Americans ages 18 to 29 

(37%) say they regularly get news from news 

influencers, compared with just 7% of those 65 

and older. 

Virtually identical shares of Republicans (21%) 

and Democrats (22%), including independents 

who lean toward each party, say they regularly 

get news from news influencers.  

White Americans are less likely than other 

racial or ethnic groups to get news from news 

influencers. Only 17% of White U.S. adults say 

they do this, versus higher shares among 

Hispanic (30%), Asian (29%) and Black adults 

(27%).  

In addition, adults with lower incomes are more 

likely to get news from news influencers. About 

a quarter of those with lower incomes (26%) do 

this, compared with 21% of those in the middle-

income category and 16% of those with higher 

incomes.  

  

Almost 4 in 10 U.S. adults under 30 get 

news from news influencers 

% of U.S. adults who regularly get news from news 

influencers on social media 

 

* Estimates for Asian adults are representative of English speakers 

only. 

Note: White, Black and Asian adults include those who report being 

only one race and are not Hispanic. Hispanic adults are of any race. 
Family income tiers are based on adjusted 2023 earnings. 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 
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https://www.pewresearch.org/journalism/fact-sheet/social-media-and-news-fact-sheet/#who-consumes-news-on-each-social-media-site


18 

PEW RESEARCH CENTER 

www.pewresearch.org 

It is common for Americans 

who regularly get news from 

news influencers to see several 

types of information from these 

creators. Overwhelming 

majorities say they get all four 

types of content asked about in 

the survey: basic facts (90%), 

opinions (87%), funny posts 

(87%) and breaking news 

(83%). 

To gauge whether people are 

seeking out influencers whose 

opinions align with their own, 

we asked all Americans who 

say they get opinions from 

news influencers whether or 

not they mostly agree with 

these opinions.  

Most people who get opinions from news influencers (61%) say they see opinions that they agree 

and disagree with about equally. Three-in-ten say they mostly see opinions they agree with from 

news influencers, while just 2% say they mostly disagree with them.  

Similarly, a 2023 Pew Research Center study of news and information on podcasts found that 

podcast listeners who hear political opinions are much more likely to say those opinions line up 

with their own opinions than that they are different (47% vs. 7%). 

  

News influencers provide several types of information 

to their audiences  

Among U.S. adults who regularly get news from news influencers on social 

media, % who say they ever get each of the following types of content from 

them on social media 

 

Note: Numbers may not add up to 100% due to rounding. 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

https://www.pewresearch.org/journalism/2023/04/18/americans-experience-with-news-on-podcasts/
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Most Americans who get news from news influencers see the content as helpful, unique 

Adults who regularly get news 

from news influencers 

generally say content from 

news influencers has helped 

them better understand current 

events and civic issues and that 

it is at least somewhat different 

from the news they get from 

other sources.  

Among those who get news 

from news influencers:  

▪ 65% say news influencers 

on social media have 

helped them better 

understand current 

events and civic issues, 

while just 9% say they have 

made them more confused. 

About a quarter (26%) say 

they have not made much 

of a difference.  

▪ Seven-in-ten say the news 

they get from news influencers is at least somewhat different from the news they 

get from other sources, including roughly a quarter who say it is extremely or very different 

(23%). About three-in-ten (29%) say news from news influencers is not too or not at all 

different from news from other sources.  

 

Majorities of Americans who get news from news 

influencers say the information they share is helpful …   

Among U.S. adults who regularly get news from news influencers on social 

media, % who say news influencers on social media have …  

 

… and say the news from news influencers is at least 

somewhat different from news from other sources  

Among U.S. adults who regularly get news from news influencers on social 

media, % who say the news they get from news influencers is ___ from the 

news they get from other sources  

 
Note: Respondents who did not answer are not shown. 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 
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Among U.S. adults who regularly get news from 

news influencers, 58% say they follow or 

subscribe to at least one news influencer on 

social media. The substantial share who do not 

follow an influencer may be a reflection of 

algorithmic social media feeds that show people 

posts from accounts they do not follow. 

A smaller share of those who get news from 

news influencers (31%) say they feel personally 

connected to one of these content creators. 

When asked if there are any news influencers 

they feel they have a personal connection to, 

about seven-in-ten say no (69%).  

  

About 3 in 10 of those who get news 

from news influencers feel a personal 

connection to one 

Among U.S. adults who regularly get news from news 

influencers on social media, % who say they … 

 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 
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While Republicans and independents who lean toward the Republican Party get news from news 

influencers at the same rate as 

Democrats and Democratic 

leaners, Republicans who get 

news from news influencers 

are more inclined to say this 

news is extremely or very 

different from the news they 

get from other sources (28% 

vs. 19%).  

On the other hand, Democrats 

who get news from news 

influencers are slightly more 

likely than Republicans to say 

it helps them better 

understand current events and 

civic issues (69% vs. 62%).  

People at either end of the 

ideological spectrum are 

particularly likely to express 

this view. Among those who 

regularly get news from 

influencers, Republicans who 

identify as conservative are more inclined than those who say they are moderate or liberal to say 

news influencers have helped them better understand current events and civic issues (67% vs. 

55%). And liberal Democrats are more likely than moderate or conservative Democrats to say this 

(76% vs. 60%).  

 

Conservative Republicans, liberal Democrats are more 

likely to say news influencers help them understand 

current events and civic issues 

Among U.S. adults who regularly get news from news influencers on social 

media, % who say news influencers on social media have …  

 

Note: Respondents who did not answer are not shown. 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 
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Among those who get opinions 

from news influencers, similar 

shares of Republicans (31%) 

and Democrats (32%) say they 

mostly get opinions they agree 

with.  

Again, however, those at the 

ends of the ideological 

spectrum are more likely to 

express this view. Among 

those who regularly get news 

from news influencers and say 

opinions are one thing they 

see, identical shares of 

conservative Republicans and 

liberal Democrats (42% each) 

say they mostly see opinions 

they agree with.  

By contrast, much smaller 

shares of conservative or 

moderate Democrats (20%) 

and moderate or liberal Republicans (13%) say this is the case. Instead, these groups are more 

likely to say they agree and disagree about equally with the opinions they see from news 

influencers.   

Conservative Republicans, liberal Democrats are more 

likely to say they mostly see news influencers share 

opinions they agree with 

Among U.S. adults who regularly get news from news influencers on social 

media and also get opinions, % who say they mostly see opinions they …  

 

Note: Respondents who did not answer are not shown. 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 
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Young adults are much more likely than those in older age groups to get news from news 

influencers. And among those who do get news from news influencers on social media, young 

people also are more likely to say the information they get from news influencers is helpful and 

unique.   

▪ Younger people are 

more likely to say news 

influencers help them 

better understand 

current events and 

civic issues. Among 

those who get news from 

influencers, almost three-

quarters of adults ages 18 

to 29 (72%) say this about 

news influencers on social 

media, compared with 

about half of those 65 and 

older (53%).  

▪ Younger adults are 

also more likely to say 

that the news they get 

from news influencers 

is at least somewhat 

different from the 

news from other 

sources. Again looking only at those who regularly get news from news influencers on social 

media, three-quarters of those ages 18 to 29 say the news they get is at least somewhat 

different from news they get from other sources. A somewhat smaller share of those 65 and 

older (65%) say the same. 

  

Younger adults are more likely to say news influencers 

help them understand current events 

Among U.S. adults who regularly get news from news influencers on social 

media, % who say news influencers on social media have …  

 

Note: Respondents who did not answer are not shown. 

Source: Survey of U.S. adults conducted July 15-Aug. 4, 2024. 

“America’s News Influencers” 
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2. How we created a list of popular news influencers, and 

where they post 

Social media is vast, with several distinct sites 

and innumerable accounts spread across them. 

Because of this complexity, researchers cast a 

wide net across the most popular sites to create 

an inclusive list of influencers who discuss 

news.  

First, we developed a set of keywords related to 

current events and civic issues across 45 topics 

that were relevant to broad audiences in the 

U.S. in early 2024. Then we used a set of social 

media marketing tools to find social media 

accounts with over 100,000 followers that 

used those keywords in early 2024. While the 

keywords used were focused on issues 

important to the United States, we could not 

verify the location of the individuals running 

these accounts. 

One thing quickly became clear: Discussion 

of news, politics and civic issues is 

widespread on social media. This initial 

screening led to a list of more than 28,000 

accounts across Facebook, Instagram, TikTok, 

X and YouTube.  

Many of these 28,000 accounts are not 

focused on news most of the time. 

Researchers examined recent posts from each 

account to determine if they were talking about 

news, politics and civic issues regularly, and not just rarely. We also verified that accounts were 

run by individuals and not organizations. Just over 2,500 accounts – and 2,058 influencers, since 

influencers can have an account on multiple sites – met these criteria. 

How we identified news influencers 

 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

https://www.pewresearch.org/journalism/fact-sheet/social-media-and-news-fact-sheet/
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To create a more manageable group to analyze, researchers then sampled 500 news influencers 

from this set of 2,058.1 These 500 form the set of popular news influencers who are examined in 

this report. Our analysis includes: 

▪ Detailed human coding of all 500 news influencers to determine where they post and who they 

are. This includes a look at other places they may post beyond the five major sites we searched 

for influencers on. 

▪ Human-validated machine coding of over 100,000 posts from these news influencers during 

three weeks in July and August 2024, to determine what these accounts are posting about. 

For more information, refer to the methodology. 

 

 
1 Influencers were sampled using a stratified random sample. They were first grouped into strata based on which site they were found on and 

then were sampled using list-based interval sampling. 
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While news influencers can be found on a wide range of social 

media sites, they are concentrated on a few. The vast majority of 

news influencers studied (85%) have an account on X, formerly 

known as Twitter. Half are on Instagram, while a slightly 

smaller share (44%) are on YouTube.  

Roughly three-in-ten are on Facebook (32%), Threads (30%) 

and TikTok (27%). And smaller shares are on several other sites, 

including 5% who are on Donald Trump’s site, Truth Social.2 (A 

2022 study found that most prominent accounts on Truth Social 

were individuals.)  

More Americans say they regularly get news (in general, not just 

from news influencers) from Facebook (33%) and YouTube 

(32%) than other social media sites, while smaller shares get 

news on Instagram (20%), TikTok (17%) and X (12%). At the 

same time, a much larger share of X users than users of other 

sites say getting news is a reason they use the site. 

 

 

 

 

 

 

 
2 While only Facebook, Instagram, TikTok, X and YouTube were used to identify news influencers, researchers also investigated whether the 

final list of news influencers also had accounts on several other social media sites. 

More news influencers are 

on X than any other site 

% of news influencers who are on 

each site 
 

Note: Sites beyond this list that were found 

in the analysis not shown. 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 followers 

who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube 

in early 2024. Refer to methodology for 

details. 
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Altogether, about two-thirds of news 

influencers are on more than one social media 

site, including 27% who are on five or more 

sites. Meanwhile, 34% are on just one site – 

most often X. 

 

About two-thirds of news influencers are 

on more than one site 

% of news influencers who are on … 
 

Source: Pew Research Center analysis of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE  
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We also looked at other ways that news 

influencers connect with their audiences 

beyond social media. About a third (34%) host a 

podcast, and nearly a quarter (22%) send an 

email newsletter to subscribers. A small share 

of news influencers in the sample (6%) have an 

official Discord server, a chat site on which they 

can often have private, ongoing chats with fans. 

Most news influencers (59%) also make direct 

financial appeals to their followers. About half 

(49%) offer a paid subscription to their content, 

29% solicit donations, and 21% sell branded 

merchandise like stickers, coffee mugs and 

apparel. 

 

 

 

 

  

About a third of social media news 

influencers host a podcast 

% of news influencers who … 
 

Source: Pew Research Center analysis of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

Most news influencers seek to monetize 

their content in some way 

% of news influencers who use each monetization method 
 

Source: Pew Research Center analysis of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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3. A profile of news influencers: Gender, politics and more 

Once we had a sample of 500 popular news influencers to analyze, our researchers combed 

through each account to characterize who these influencers are. This chapter looks at news 

influencers’ gender, political orientation, and expression of particular values and identities.  

We also looked at whether each influencer is or used to be affiliated with a news organization; 

details are discussed in Chapter 4. We were unable to code for other attributes of news influencers, 

such as race, ethnicity and age. 

There is a wide gender gap among news influencers in 

this study. Almost two-thirds of news influencers (63%) are men, 

about twice the share who are women (30%). A small number 

(fewer than 1%) identify as nonbinary in their online profiles. 

(For details on how researchers coded news influencers’ gender, 

refer to the methodology.) 

  

Nearly two-thirds of news 

influencers are men 

% of news influencers who are … 

 Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 
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The gender gap among 

news influencers is 

present on most major 

social media sites, with 

men outnumbering women by 

about two-to-one or more on 

YouTube, Facebook, X and 

Instagram. For instance, 67% 

of news influencers on 

Facebook are men, compared 

with 30% who are women. 

However, the gender gap is 

much smaller on TikTok, 

where half of the news 

influencers on the site are men 

and 45% are women.  

 

 

 
 
  

Minimal gender gap among news influencers on 

TikTok compared with other sites 

% of news influencers on each site who are … 

 

Note: News influencers who are nonbinary or whose gender could not be determined are not 

shown. 

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who 

regularly posted about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. 

Refer to methodology for details. 
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Slightly more news influencers explicitly 

identify with the political right than the left. 

About half of news influencers in this study (52%) 

publicly express a political orientation – including 

party affiliation, political ideology or support for a 

presidential candidate – in their social media 

profile, posts, personal and professional websites or 

media coverage.  

Researchers also considered other specific keywords 

or groups: For example, someone with “MAGA” in 

their account profile would be categorized as right-

leaning, while someone who says they are 

“progressive” would be coded as left-leaning. Left-

leaning news influencers include “progressive 

political host” Brian Tyler Cohen and V Spehar from 

Under the Desk News, while right-leaning news 

influencers include radio host and YouTuber Dan 

Bongino and podcaster Ben Shapiro. 

A slightly larger share of these influencers say they 

are Republican, conservative or Donald Trump 

supporters (27% of all news influencers) than say they are Democrats, liberals or supporters of Joe 

Biden or Kamala Harris (21%). An additional 3% of news influencers have other political 

orientations, including independents or Libertarians. 

  

More news influencers explicitly say 

they are right-leaning than left-leaning 

% of news influencers who explicitly identify as … 
 

Note: Right-leaning includes people who explicitly identify as 

conservative, Republican or express support for Donald Trump. Left-

leaning includes liberals, Democrats and people who have explicitly 

expressed support for Joe Biden or Kamala Harris. “Other” includes 

independent or moderate, libertarian, or other ideologies. Political 

orientation could be expressed in account bios, recent social media 

posts, personal and professional websites and news coverage. 

Source: Pew Research Center analysis of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Similar to its more balanced 

mix of genders among popular 

news influencers, TikTok 

also has the most even 

balance of news 

influencers who explicitly 

identify with either the 

political left or right: 28% 

identify as liberal, progressive 

or Democratic, while 25% are 

conservative or Republican.  

There are more news 

influencers who identify with 

the right than the left on all 

other major social media sites. 

This difference is particularly 

stark on Facebook, where 

about four-in-ten news 

influencers (39%) explicitly 

identify as right-leaning, triple 

the share who say they are left-

leaning (13%).  

 

  

News influencers who explicitly lean right outpace 

those who publicly identify with the left across social 

media sites, except on TikTok 

% of news influencers on each site who explicitly identify as … 

 

Note: Right-leaning includes people who explicitly identify as conservative, Republican or 

express support for Donald Trump. Left-leaning includes liberals, Democrats and people who 

have explicitly expressed support for Joe Biden or Kamala Harris. “Other” and “No clear 

orientation” not shown. Political orientation could be expressed in account bios, recent social 

media posts, personal and professional websites and news coverage. 

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who 

regularly posted about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. 

Refer to methodology for details. 
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Researchers also assessed 

accounts for additional 

political stances or personal 

identities through an 

examination of the banner 

image, profile photo and bio of 

news influencers’ social media 

account profiles.  

In these spaces, it’s difficult to 

distinguish between a value 

and an identity: A rainbow 

flag, for instance, could be an 

expression of support for 

LGBTQ+ rights or a 

declaration of the influencer’s 

LGBTQ+ identity. The content 

of the posts themselves 

(except for pinned or featured 

posts) was not assessed for 

these values, because we wanted to find influencers who make these values and identities a key 

part of their public persona.  

About two-in-ten news influencers (18%) openly associate themselves with certain political or 

social causes, values or personal identities. Among the most common are LGBTQ+ identity or 

support (6%) and support for Palestinians (5%), Israelis (3%) or Ukrainians (3%). 

Additionally, 2% prominently declare their opposition to abortion, while only a handful of news 

influencers in the sample (less than 1%) express support for abortion rights in this way. 

News influencers on TikTok are more likely than those on other sites to show support for LGBTQ+ 

rights or identity in their profiles (13%). And amid ongoing discussions about the conflict in Gaza, 

about one-in-ten news influencers on TikTok (9%) express a pro-Palestinian stance, compared 

with 2% who are pro-Israel.  

TikTok stands out for the share of news influencers 

who express LGBTQ+ support or identity  

% of news influencers on each site who express values or identities in their bio 

that are … 

 Across sites Facebook Instagram TikTok X (Twitter) YouTube 

Pro-LGBTQ+ 6% 6% 7% 13% 6% 8% 

Pro-Palestinian 5 6 7 9 4 8 

Pro-Ukraine 3 - 2 1 3 2 

Pro-Israeli 3 4 3 2 3 5 

Anti-abortion 2 3 3 2 2 3 

Pro-abortion 
rights <1 1 1 1 <1 <1 

Pro-Russia - - - - - - 

Any of the 
above  18 19 22 26 16 24 

Note: A news influencer may express multiple values and identities. While 3% of news 

influencers identify as pro-Ukraine, no news influencers in the sample identify as pro-Russia.  

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who 

regularly posted about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. 

Refer to methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 



34 

PEW RESEARCH CENTER 

www.pewresearch.org 

4. How news influencers who have worked for news 

organizations differ from those who haven’t 

On social media, many news consumers get news directly from 

journalists and news organizations, including both individual 

reporters and institutional feeds.  

But news influencers are mostly voices from beyond the 

newsroom: About three-quarters (77%) have no 

background or affiliation with a news organization. 

Roughly a quarter (23%) of news influencers work for a news 

organization (or did so in the past).  

To compare news influencers with experience producing 

journalism within the news industry and those who came to 

prominence outside of it, researchers looked for past or present 

affiliations with news media organizations. These groups have 

different career experiences and potentially different levels of 

formal journalistic training. 

News influencers with a news organization affiliation include 

former CNN analyst Chris Cillizza, who now has his own 

Substack newsletter, as well as people with a current affiliation 

like Fox News host Jesse Watters and local journalists like Olivia 

DiVenti. Those without an affiliation have a wide variety of 

backgrounds, including podcaster Mike Figueredo and activist 

Charlie Kirk.  

About a quarter of news 

influencers have worked 

for a news organization  

% of news influencers who have or 

had … 

 
Note: News influencers who are affiliated 

with a news organization are those who 

either currently are or previously were 

employed by a news organization. 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 
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How we define ‘news organization affiliation’ 

Researchers categorized all news influencers based on whether they are currently or were previously 

employed by a news organization. 

The list of news organizations that people in this category work for (or used to work for) is broad, ranging 

from long-standing newspapers to cable news channels to newer digital outlets. News organizations are 

defined as all outlets with a staff and multiple bylines. Researchers considered affiliated influencers to have 

this background regardless of their news organization’s political orientation, audience size or primary 

publishing method (digital, TV, print, etc.). 

77%

News 

organization

affiliation

23%

No affiliation

https://www.pewresearch.org/journalism/2024/06/12/how-americans-get-news-on-tiktok-x-facebook-and-instagram/
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There are several differences between news influencers who have worked for a news organization 

and those who have not. 

For one, news influencers with a connection to the news industry are less likely to 

explicitly advertise their political orientations. About two-thirds of those who’ve worked 

for a news organization (64%) do not express a clear political orientation in their social media 

profile, posts, personal website or media coverage, compared with 44% of those without that 

background. 

Similar shares of news 

influencers with and without 

connections to news 

organizations identify as right-

leaning (25% and 27%, 

respectively). But news 

influencers from news 

organizations are less 

likely to explicitly identify 

as left-leaning.  

Just 9% of news influencers 

with a current or former 

connection to a news 

organization say they are 

liberal or Democratic. Among 

those with no such 

background, 25% identify with 

the political left. 

 

 

 

News influencers with links to news organizations are 

less likely to explicitly identify with the political left, 

more likely to express no political orientation 

% of news influencers who explicitly identify as … 

 

Note: News influencers who are affiliated with a news organization are those who either 

currently are or previously were employed by a news organization. Right-leaning includes 

people who explicitly identify as conservative, Republican or express support for Donald 

Trump. Left-leaning includes liberals, Democrats and people who have explicitly expressed 

support for Joe Biden or Kamala Harris. “Other” orientation not shown. Political orientation 

could be expressed in account bios, recent social media posts, personal and professional 

websites and news coverage.  

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who 

regularly posted about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. 

Refer to methodology for details. 
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It is also much more common for news 

influencers without a background in the 

news industry to openly link themselves 

to certain values or identities in their 

social media profiles. About one-in-five 

influencers who have not worked for a news 

organization (22%) do this, compared with just 

2% of those who have worked for a news 

organization. 

In particular, news influencers not tied to the 

news industry are more likely to show 

support for LGBTQ+ rights or identify as 

LGBTQ+ (8%). None of those with news 

industry backgrounds express this appeal.   

No news influencers in the sample who have 

worked for news organizations express a 

position on abortion or a pro-Ukraine stance in 

their accounts, while small shares of those with 

no affiliation with a news organization identify 

with these positions. 

 

 

News influencers who have not worked 

for a news organization are more likely 

to express values and identities  

% of news influencers who express values or identities in 

their bio that are … 

 

Note: News influencers who are affiliated with a news organization 

are those who either currently are or previously were employed by a 

news organization. A news influencer may express multiple values 

and identities. Other values, including support for Ukraine and a 

stance on abortion rights, are not shown. 

Source: Pew Research Center analysis of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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News influencers with and without links to 

news organizations also differ in where and 

how they engage with audiences. 

X is the most widely used social media site 

among all news influencers overall, but those 

who have been affiliated with news 

organizations are more likely to use the site 

than other news influencers (96% vs. 82%).  

A previous Pew Research Center survey also 

indicates that the site formerly known as 

Twitter ranks at the top of social media sites for 

work-related tasks among journalists. And U.S. 

adults who regularly get news on X also are 

more likely to say they get news from 

journalists and news organizations than those 

who regularly get news on other social media 

sites. 

By contrast, news influencers without a 

background in the news industry are 

more likely to be on YouTube and TikTok 

than those with that background. Half of these 

news influencers have a YouTube presence, 

roughly twice the share of their counterparts 

who have worked for news organizations (23%). 

Similarly, three-in-ten news influencers who 

have not worked for a news organization use 

TikTok, compared with just 19% of those who have links to a news outlet.   

In addition to social media sites, some news influencers from outside the news industry also turn 

to Discord (7%) and Patreon forums (3%) to engage directly with followers. Such sites are scarcely 

used by those who have worked for a news organization (less than 1% each).  

News influencers who have not worked 

for a news organization are more likely 

to be on YouTube, TikTok 

% of news influencers who are on … 

 

Note: News influencers who are affiliated with a news organization 

are those who either currently are or previously were employed by a 

news organization. 

Source: Pew Research Center analysis of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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News organization affiliation No affiliation

X (Twitter)

Instagram
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Among news influencers who have or had ...

https://www.pewresearch.org/journalism/2022/06/14/journalists-sense-turmoil-in-their-industry-amid-continued-passion-for-their-work/
https://www.pewresearch.org/short-reads/2022/06/27/twitter-is-the-go-to-social-media-site-for-u-s-journalists-but-not-for-the-public/
https://www.pewresearch.org/short-reads/2022/06/27/twitter-is-the-go-to-social-media-site-for-u-s-journalists-but-not-for-the-public/
https://www.pewresearch.org/journalism/2024/06/12/how-americans-get-news-on-tiktok-x-facebook-and-instagram/
https://www.pewresearch.org/journalism/2024/06/12/how-americans-get-news-on-tiktok-x-facebook-and-instagram/
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For news influencers without links to news 

organizations, it is also more common to make 

money from creating news content 

online. A majority of these influencers (63%) 

do so, compared with 46% of news influencers 

who have industry experience.  

This includes offering subscriptions to 

additional content, soliciting donations and 

selling merchandise. In particular, news 

influencers who have not worked for news 

organizations are more inclined to solicit 

donations: Around a third of this group (34%) 

engages in this practice, compared with just 

15% of those who have worked in the news 

industry.    

 

 

  

News influencers without news industry 

experience are more likely to monetize, 

especially via donations 

% of news influencers who use each monetization 

method 

 

Note: News influencers who are affiliated with a news organization 

are those who either currently are or previously were employed by a 

news organization. 

Source: Pew Research Center analysis of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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5. A closer look at the topics of news influencers’ posts 

While it’s important to shed light on who these new social media news providers are, a full 

understanding of the modern news environment also requires getting a sense of what these news 

influencers are posting about. 

Given the sheer volume of posts, this is not an easy task. The seemingly endless stream of content 

coming from these accounts would be exceedingly time-consuming for a group of human coders to 

analyze, so we used automated tools to collect these posts and turned to OpenAI’s GPT-4 model 

for classification. The output of this model was validated by a team of trained human coders. 

We collected all public posts by the 500 news influencers in our sample for three weeks over the 

summer of 2024: July 15-21, July 29-Aug. 4 and Aug. 19-25. Some of these weeks included major 

election-related events. The first week started just days after an assassination attempt on Donald 

Trump at a campaign rally and included the Republican National Convention, as well as President 

Joe Biden dropping out of the race. And the third week included the Democratic National 

Convention.  

We provided the model with the text from all posts, as well as transcriptions of videos on TikTok, 

Instagram and YouTube, but we did not include videos on other sites or images on any site. Each 

post was supplied on its own, without the surrounding context, which may limit the ability to 

categorize the post. Replies – posts directly responding to another message – in particular have 

less meaning when standing on their own. 

The model did not recognize any mentions of current events or civic issues in 57% of the posts by 

the news influencers in our sample during these three weeks. This may be due to a mix of factors: 

the analysis limitations mentioned above, as well as news influencers posting about other topics.  

Still, 43% of the posts did address these kinds of issues. The remainder of this chapter looks in 

more detail at these posts. 
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Among the posts that referenced current events 

or civic issues, a majority (55%) were about 

government, politics or the presidential 

election. This includes posts on several specific 

events that occurred during the weeks studied, 

including the first assassination attempt on 

Trump in July (5%), the Democratic National 

Convention (DNC) in August (4%), the 

Republican National Convention (RNC) in July 

(3%) and Biden’s withdrawal from the race on 

July 21 (2%). The presence of these topics 

suggests that news influencers are 

incorporating discussion of real-time events in 

their posts. 

About one-in-five of the posts about current 

events (18%) focused on social issues such as 

racial issues (4%), LGBTQ+ issues (2%) and 

abortion (2%). Other topics that fell into this 

category include guns, education and culture 

war issues. 

A slightly smaller share (14%) were about 

international issues – a sometimes small but 

often important component of the current 

events discussion in America. Many 

internationally focused posts were about the 

Israel-Hamas war (7% of all news-related 

posts), while 1% of all posts were about the 

Russia-Ukraine war. 

No other topic was discussed in more than 4% 

of all posts by news influencers about current 

events during the study period: 3% of posts 

were about technology and 3% were about 

crime.  

Most posts about current events by 

news influencers across three weeks 

this summer focused on politics 

% of social media posts by news influencers July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, that were about … 

 

Note: Other topics and topics that could not be validated are not 

shown. DNC is the Democratic National Convention; RNC is the 

Republican National Convention.  

Source: Pew Research Center analysis of 104,786 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 
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The weeks we chose to collect posts for analysis – and even the year we did this study – impact the 

findings. The study was conducted not only in the midst of a presidential election year but also 

during a period of major election-related news events, perhaps contributing to the high percentage 

of politics-related posts.  

Compared with other weeks studied, posts from 

July 15-21 were more likely to be about 

government and the election: 64% of all posts 

focused on current events and civic issues had 

this focus, compared with 44% of these posts 

July 29-Aug. 4 and 53% of these posts Aug. 19-

25. There were several major election-related 

events around that week, including the first 

assassination attempt on Trump on July 13 

(10% of all news-related posts that week), the 

RNC, held from July 15-18 (6%), and Biden 

dropping out of the race on July 21 (5%).  

During the week of July 29-Aug. 4, there was a 

higher share of posts about social issues (22%) 

and international affairs (22%). There were 

several major international events that week, 

including the death of Hamas leader Ismail 

Haniyeh in a bombing in Tehran on July 31 and 

Russia’s release of journalist Evan Gershkovich 

on Aug. 1. 

Compared with other weeks, posts from Aug. 

19-25 were especially likely to be about the DNC 

(11%), which was held that week. 

 

  

What news influencers mostly post 

about depends on the news of the day 

% of social media posts by news influencers July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, that were about … 

 
July 15-

21 
July 29-
Aug. 4 

Aug. 19-
25 

U.S. government, politics & 
elections  64% 44% 53% 

Most common subtopics: 

Trump rally assassination 
attempt 10 3 1 

DNC 1 <1 11 

RNC 6 <1 <1 

Biden dropping out of the 
presidential race 5 <1 1 

Social issues 16 22 19 

Most common subtopics: 

Racial issues 2 6 3 

LGBTQ+ issues 1 3 1 

Abortion and reproductive 
health 1 1 4 

International issues 9 22 14 

Most common subtopics: 

Israel-Hamas War 5 10 8 

Russia-Ukraine war 1 1 2 

Note: Other topics and topics that could not be validated are not 

shown. DNC is the Democratic National Convention; RNC is the 

Republican National Convention.  

Source: Pew Research Center analysis of 104,786 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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https://apnews.com/article/iran-hamas-israel-30968a7acb31cd8b259de9650014b779
https://apnews.com/article/iran-hamas-israel-30968a7acb31cd8b259de9650014b779
https://www.cnn.com/2024/08/01/politics/russia-us-prisoner-swap/index.html
https://www.cnn.com/2024/08/01/politics/russia-us-prisoner-swap/index.html
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Across all weeks studied, there was variation across sites in which topics were discussed more or 

less often.  

▪ On the whole, news 

influencers on YouTube 

were more likely to discuss 

government, politics and 

the election (68% of all 

posts related to current 

events and civic issues), 

while politics were less 

central to the conversation 

on Instagram (43%). 

▪ The Israel-Hamas war was 

discussed more on 

Instagram than any other 

site (14% of all news-related 

posts), while just 3% of 

posts on TikTok and 

Facebook and 4% of 

YouTube posts addressed 

the conflict.  

▪ News influencers on X (3%) 

were less likely to cover the 

Democratic National 

Convention than YouTube 

news influencers (11%). 

  

News influencers post more about politics on YouTube 

but less on Instagram 

% of posts by news influencers July 15-21, July 29-Aug. 4 and Aug. 19-25, 

2024, on each social media site that were about … 

  

Note: Other topics and topics that could not be validated are not shown. DNC is the 

Democratic National Convention; RNC is the Republican National Convention. 

Source: Pew Research Center analysis of 104,786 posts July 15-21, July 29-Aug. 4 and 

Aug. 19-25, 2024, by 500 influencers with over 100,000 followers who regularly posted 

about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 
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So far, this chapter has looked 

at the raw percentage of posts 

about each topic. But these 

numbers can be heavily 

affected by influencers who 

post much more often than 

others. Another way of 

analyzing the topics that news 

influencers are posting about 

is to look at the most common 

topic related to current events 

and civic issues discussed by 

each influencer. 

In this case as well, the most 

common topic for the majority 

of news influencers (58%) is 

government, politics and the 

election. Indeed, U.S. politics 

ranks among the top three 

topics for 91% of influencers. 

Social issues are the primary 

topic for 17% of influencers, 

including small shares who 

focus on race, LGBTQ+ issues 

and abortion. Most influencers 

discuss social issues at one 

time or another: This broad 

category ranks among the top 

three topics for 81% of all 

influencers in our sample.  

Politics is a common topic for most news influencers 

% of news influencers whose most common topic and top 3 topics of posts 

during July 15-21, July 29-Aug. 4 and Aug. 19-25, 2024, included …   

 

Note: Other topics and topics that could not be validated are not shown. DNC is the 

Democratic National Convention; RNC is the Republican National Convention. 

Source: Pew Research Center analysis of 104,786 posts July 15-21, July 29-Aug. 4 and Aug. 

19-25, 2024, by 500 influencers with over 100,000 followers who regularly posted about 

news on Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to methodology for 

details. 
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Trump rally assassination attempt was one of their top 3 subtopics) 
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International issues are the most common topic for 15% of news influencers, including 9% who 

focus most often on the Israel-Hamas war. But most influencers are not talking about foreign 

affairs: International issues are not among the three most common topics for 63% of news 

influencers. 
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6. News influencers on Facebook 

Just over half of news influencers on Facebook 

explicitly express a clear political orientation. 

And three times as many say they are right-

leaning (39% of all Facebook news influencers) 

as say they are left-leaning (13%).  

Influencers were categorized by whether they 

identify with a political party or ideology or 

expressed support for the Democratic or 

Republican presidential candidate in their 

social media profile, posts, personal website or 

media coverage.  

 

Far more Facebook news influencers 

express right-leaning politics than left 

% of news influencers on Facebook who explicitly 

identify as … 
 

Note: Right-leaning includes people who explicitly identify as 

conservative, Republican or express support for Donald Trump. Left-

leaning includes liberals, Democrats and people who have explicitly 

expressed support for Joe Biden or Kamala Harris. “Other” includes 

independent or moderate, libertarian, or other ideologies. Political 

orientation could be expressed in account bios, recent social media 

posts, personal and professional websites and news coverage. 

Source: Pew Research Center analysis of 122 influencers with 

accounts on Facebook from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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55% explicitly

express a political 

orientation

About this chapter 

This chapter looks at news influencers on Facebook. Virtually all of them also have accounts on other sites. 

For analysis of news influencers in general across social media sites, read the report overview.  

In this report, news influencers are people with large followings on social media sites who regularly post 

about current events or civic issues. Refer to the methodology for details. 

Related: Facebook users’ experiences with news 

 

 

https://www.pewresearch.org/journalism/2024/06/12/facebook-users-experiences-with-news/
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Smaller shares of Facebook news influencers identify specific 

values or identities on their pages. This includes 6% who say 

they are pro-LGBTQ+ (or express an LGBTQ+ identity), 6% who 

say they are pro-Palestinian and 4% who identify as pro-Israeli. 

These positions can be indicated in a variety of ways, whether 

through words, images or emojis (including flags).  

Some Facebook news influencers also prominently declare their 

opposition to (3%) or support for (1%) abortion rights. 

 

  

6% of Facebook news 

influencers express 

LGBTQ+, pro-Palestinian 

values or identities 

% of news influencers on Facebook 

who express values or identities in 

their bio that are … 
 

Note: A news influencer may express 

multiple values and identities. 

Source: Pew Research Center analysis of 

122 influencers with accounts on Facebook 

from the broader set of 500 influencers with 

over 100,000 followers who regularly posted 

about news on Facebook, Instagram, TikTok, 

X or YouTube in early 2024. Refer to 

methodology for details. 
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Similar to news influencers in general, those on 

Facebook are mostly men. Two-thirds of 

Facebook news influencers are men, while 

three-in-ten are women. (Refer to the 

methodology for details on how we coded news 

influencers by gender.)  

This is a reversal of the gender dynamic of news 

consumers on Facebook: 60% of U.S. adults 

who regularly get news on Facebook are 

women, while 39% are men. 

 

 

 

 

 

 

Two-thirds of Facebook news 

influencers are men 

% of news influencers on Facebook who are … 
 

Note: News influencers who are nonbinary (<1%) or whose gender 

could not be determined (2%) are not shown. 

Source: Pew Research Center analysis of 122 influencers with 

accounts on Facebook from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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About a quarter of news influencers on Facebook (24%) have a 

current or former affiliation with a media organization. This is 

roughly the same as the share of news influencers on X who have 

links to the news industry, and higher than some other sites. 

Still, about three-quarters of news influencers on Facebook 

(76%) do not have a background or affiliation with a news 

organization. 

For more details on the differences between influencers with and 

without links to the news industry, read Chapter 4. 

 

  

About a quarter of 

Facebook news 

influencers have worked 

for news organizations  

% of news influencers on Facebook 

who have or had … 

 Note: News influencers who are affiliated 

with a news organization are those who 

either currently are or previously were 

employed by a news organization. 

Source: Pew Research Center analysis of 

122 influencers with accounts on Facebook 

from the broader set of 500 influencers 

with over 100,000 followers who regularly 

posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 

2024. Refer to methodology for details. 
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To get a sense of what news influencers are 

posting about, researchers collected and 

analyzed all public posts by the 500 news 

influencers in our sample for three separate 

weeks: July 15-21, July 29-Aug. 4 and Aug. 19-

25.  

There were many major events related to the 

election in or around these weeks, including the 

first assassination attempt on Donald Trump on 

July 13, the Republican National Convention 

July 15-18, President Joe Biden’s withdrawal 

from the race July 21 and the Democratic 

National Convention Aug. 19-22.  

Most posts by Facebook news influencers that 

addressed current events (58%) focused on the 

U.S. government, politics or the presidential 

election.  

Facebook stands out for a relatively high share 

of posts by news influencers focused on 

technology (9%). Most of these were about 

cryptocurrencies (8%). 

 

Facebook news influencers were largely 

focused on politics during summer 2024 

Among posts by news influencers on Facebook that 

were about current events or civic issues July 15-21, July 

29-Aug. 4 and Aug. 19-25, 2024, % that were about … 

 

Source: Pew Research Center analysis of 16,755 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 122 influencers with 

accounts on Facebook from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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For most news influencers on Facebook, the site 

is just one piece of a larger social media 

presence. Only 2% of news influencers on 

Facebook are only on Facebook, while two-

thirds are on at least four other social media 

sites (five or more in total). 

 

 

 

 

 

X, YouTube and Instagram are the most common other sites that 

Facebook news influencers have a presence on. Around three-

quarters or more have an account on each of these three sites, 

while 42% are also on TikTok. 

 

 

  

Most Facebook news influencers are on 

several other social media sites 

% of news influencers on Facebook who are on ___ 

other social media sites 

 

Source: Pew Research Center analysis of 122 influencers with 

accounts on Facebook from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

Majorities of Facebook 

news influencers are also 

on X, Instagram, YouTube 

% of news influencers on Facebook 

who are also on …  

 

Source: Pew Research Center analysis of 

122 influencers with accounts on Facebook 

from the broader set of 500 influencers 

with over 100,000 followers who regularly 

posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 

2024. Refer to methodology for details. 
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Similar to other sites, many Facebook news 

influencers (44%) host a podcast, while a 

somewhat smaller share (26%) maintain an 

email newsletter that they send out to 

subscribers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Just under half of Facebook news 

influencers host podcasts 

% of news influencers on Facebook who …  

 

Source: Pew Research Center analysis of 122 influencers with 

accounts on Facebook from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Most news influencers on Facebook are trying 

to bring in money from their online presence, 

whether through paid subscriptions to 

additional content, donations or merchandise 

sales. About three-quarters of news influencers 

on the site (77%) use at least one of these 

monetization strategies. In part this might be 

due to the structure of the site: Facebook offers 

subscription tools for page owners. 

Roughly one-in-ten Facebook news influencers 

(11%) have a public Discord server, where they 

can further connect with fans and followers. 

 

  

Most Facebook news influencers 

monetize their content 

% of news influencers on Facebook who use each 

monetization method 

 

Source: Pew Research Center analysis of 122 influencers with 

accounts on Facebook from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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7. News influencers on Instagram 

A majority of Instagram news influencers (57%) 

explicitly claim a clear political party or 

ideology. Within this group, slightly more say 

they are on the political right (30% of all 

Instagram news influencers) than the left 

(25%).  

Influencers were categorized by whether they 

identify with a political party or ideology or 

expressed support for the Democratic or 

Republican presidential candidate in their 

social media profile, posts, personal website or 

media coverage.  

 

 

 

 

 

 

3 in 10 Instagram news influencers 

express right-leaning politics; a quarter 

say they lean left 

% of news influencers on Instagram who explicitly 

identify as … 
 

Note: Right-leaning includes people who explicitly identify as 

conservative, Republican or express support for Donald Trump. Left-

leaning includes liberals, Democrats and people who have explicitly 

expressed support for Joe Biden or Kamala Harris. “Other” includes 

independent or moderate, libertarian, or other ideologies. Political 

orientation could be expressed in account bios, recent social media 

posts, personal and professional websites and news coverage. 

Source: Pew Research Center analysis of 127 influencers with 

accounts on Instagram from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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About this chapter 

This chapter looks at news influencers on Instagram. Virtually all of them also have accounts on other 

sites. For analysis of news influencers in general across social media sites, read the report overview.  

In this report, news influencers are people with large followings on social media sites who regularly post 

about current events or civic issues. Refer to the methodology for details. 

Related: Instagram users’ experiences with news 

 

 

https://www.pewresearch.org/journalism/2024/06/12/instagram-users-experiences-with-news/
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Some news influencers on Instagram also identify with specific 

groups or causes. For instance, 7% identify as LGBTQ+ or pro-

LGBTQ+ rights, and 7% are pro-Palestinian, while 3% are pro-

Israeli. These positions can be expressed in words, images or 

emojis (including flags). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

7% of Instagram news 

influencers express 

LGBTQ+, pro-Palestinian 

values or identities 

% of news influencers on 

Instagram who express values or 

identities in their bio that are … 
 

Note: A news influencer may express 

multiple values and identities. 

Source: Pew Research Center analysis of 

127 influencers with accounts on Instagram 

from the broader set of 500 influencers with 

over 100,000 followers who regularly posted 

about news on Facebook, Instagram, TikTok, 

X or YouTube in early 2024. Refer to 

methodology for details. 
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About twice as many Instagram news 

influencers are men (63%) as are women (32%). 

By contrast, among Americans who regularly 

get news on Instagram, 59% are women. 

Refer to the methodology for details on how 

researchers categorized news influencers by 

gender. 

 

 

 

Among Instagram news influencers, 

men outnumber women roughly 2-to-1 

% of news influencers on Instagram who are … 
 

Note: News influencers who are nonbinary (1%) or whose gender 

could not be determined (4%) are not shown. 

Source: Pew Research Center analysis of 127 influencers with 

accounts on Instagram from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Eight-in-ten news influencers on Instagram (80%) do not have a 

current or former affiliation with a news organization. But 20% 

have worked in the news industry in some capacity.  

For more details on the differences between influencers who 

have worked for a news organization and those who have not, 

read Chapter 4. 

 

 

Most news influencers on 

Instagram have not 

worked for a news outlet 

% of news influencers on 

Instagram who have or had … 

 
Note: News influencers who are affiliated 

with a news organization are those who 

either currently are or previously were 

employed by a news organization. 

Source: Pew Research Center analysis of 

127 influencers with accounts on 

Instagram from the broader set of 500 

influencers with over 100,000 followers 

who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube 

in early 2024. Refer to methodology for 

details. 
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To get a sense of what news influencers are 

posting about, researchers collected and 

analyzed all public posts by the 500 news 

influencers in our sample for three separate 

weeks: July 15-21, July 29-Aug. 4 and Aug. 19-

25.  

There were many major events related to the 

election in or around these weeks, including the 

first assassination attempt on Donald Trump on 

July 13, the Republican National Convention 

July 15-18, President Joe Biden’s withdrawal 

from the race July 21 and the Democratic 

National Convention Aug. 19-22.  

While 43% of posts by Instagram news 

influencers that focused on current events 

during this period were about politics or the 

election, this was lower than the share of 

political posts on other sites. Instead, a 

relatively high share of Instagram posts focused 

on social issues (21%) and international issues 

(18%). 

Many of the posts about social issues focused 

on race (7% of all news-related posts) or 

LGBTQ+ issues (3%). And a large majority of the internationally focused posts were about the 

Israel-Hamas war (14%). Instagram had a much higher percentage of posts about this war than 

any other site during this period. 

 

Instagram news influencers focused on 

U.S. politics more than other topics 

during summer 2024 

Among posts by news influencers on Instagram that 

were about current events or civic issues July 15-21, July 

29-Aug. 4 and Aug. 19-25, 2024, % that were about … 

 

Source: Pew Research Center analysis of 9,815 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 127 influencers with 

accounts on Instagram from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Virtually all news influencers on Instagram are 

also on at least one other site. In other words, 

there are almost no influencers whose presence 

is entirely on Instagram. 

In fact, about three-quarters (78%) of all 

Instagram news influencers are on at least three 

other sites, including about half (51%) who are 

on four or more sites (in addition to 

Instagram). 

 

 

The most common other social media site for Instagram news influencers is X: 83% of Instagram 

news influencers are also on the site, formerly known as Twitter. 

About two-thirds (65%) are also on YouTube, and more than half 

(56%) are on Facebook. Fewer Instagram news influencers are 

also on TikTok (45%). 

 

 

 

 

Virtually all Instagram news influencers 

are on at least one other site 

% of news influencers on Instagram who are on ___ 

other social media sites 

 

Source: Pew Research Center analysis of 127 influencers with 

accounts on Instagram from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

Most Instagram news 

influencers are also on X, 

YouTube and Facebook 

% of news influencers on 

Instagram who are also on …  

 
Source: Pew Research Center analysis of 

127 influencers with accounts on 

Instagram from the broader set of 500 

influencers with over 100,000 followers 

who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube 

in early 2024. Refer to methodology for 

details. 
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Not only are Instagram news influencers on 

other sites, but many also have other ways of 

connecting with their audiences beyond social 

media. About four-in-ten (43%) host a podcast, 

and a quarter have a newsletter that fans can 

subscribe to. 

 

 

 

 

 

 

 

Like news influencers on other social media 

sites, most of those on Instagram seek financial 

support from their audiences. This includes 

57% who offer subscriptions (Instagram offers a 

subscription tool), 39% who solicit donations 

and 31% who sell merchandise. Overall, 72% 

use at least one of these methods to bring in 

money.  

A small share of Instagram news influencers 

(8%) also have a public Discord server where 

they can further connect with fans and 

followers. 

  

Many Instagram news creators host a 

podcast 

% of news influencers on Instagram who …  

 

Source: Pew Research Center analysis of 127 influencers with 

accounts on Instagram from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

Most Instagram news influencers offer 

subscriptions to additional content 

% of news influencers on Instagram who use each 

monetization method 

 

Source: Pew Research Center analysis of 127 influencers with 

accounts on Instagram from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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8. News influencers on TikTok 

About an even balance of TikTok news 

influencers explicitly identify with the political 

left and right: 25% of TikTok news influencers 

publicly express a right-leaning political 

orientation, while 28% lean left. 

Influencers were categorized by whether they 

identify with a political party or ideology or 

expressed support for the Democratic or 

Republican presidential candidate in their 

social media profile, posts, personal website or 

media coverage.  

 

 

 

 

 

 

Similar shares of TikTok news 

influencers explicitly identify with the 

political left and right 

% of news influencers on TikTok who explicitly identify 

as … 
 

Note: Right-leaning includes people who explicitly identify as 

conservative, Republican or express support for Donald Trump. Left-

leaning includes liberals, Democrats and people who have explicitly 

expressed support for Joe Biden or Kamala Harris. “Other” includes 

independent or moderate, libertarian, or other ideologies. Political 

orientation could be expressed in account bios, recent social media 

posts, personal and professional websites and news coverage. 

Source: Pew Research Center analysis of 110 influencers with 

accounts on TikTok from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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About this chapter 

This chapter looks at news influencers on TikTok. Virtually all of them also have accounts on other sites. 

For analysis of news influencers in general across social media sites, read the report overview.  

In this report, news influencers are people with large followings on social media sites who regularly post 

about current events or civic issues. Refer to the methodology for details. 

Related: TikTok users’ experiences with news 

 

 

https://www.pewresearch.org/journalism/2024/06/12/tiktok-users-experiences-with-news/
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TikTok also has a higher share of news influencers (relative to 

other sites studied) who identify as LGBTQ+ or support 

LGBTQ+ rights (13%).  

Meanwhile, more TikTok news influencers express a pro-

Palestinian view (9%) than a pro-Israeli viewpoint (2%).  

These values and identities can be indicated in a variety of ways, 

whether through words, images or emojis (including flags). 

 

 

 

 

  

More TikTok news 

influencers express 

support for Palestinians 

than for Israelis 

% of news influencers on TikTok 

who express values or identities in 

their bio that are … 
 

Note: A news influencer may express 

multiple values and identities. 

Source: Pew Research Center analysis of 

110 influencers with accounts on TikTok 

from the broader set of 500 influencers with 

over 100,000 followers who regularly posted 

about news on Facebook, Instagram, TikTok, 

X or YouTube in early 2024. Refer to 

methodology for details. 
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TikTok news influencers are more evenly split 

between men (50%) and women (45%) than 

news influencers on other sites, who tend to be 

mostly men.  

For details on how we coded news influencers 

by gender, refer to the methodology. 

 

 

 

TikTok news influencers by gender 

% of news influencers on TikTok who are … 
 

Note: News influencers who are nonbinary (1%) or whose gender 

could not be determined (3%) are not shown. 

Source: Pew Research Center analysis of 110 influencers with 

accounts on TikTok from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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The vast majority of news influencers on TikTok (84%) do not 

have a background with a news organization. But 16% do have 

links to the news industry, including people who formerly 

worked for a news organization (e.g., a newspaper, TV station or 

news website) but are now independent. 

For more details on the differences between influencers with and 

without a news industry background, read Chapter 4. 

 

 

 

About 8 in 10 TikTok 

news influencers have 

not worked in the news 

industry  

% of news influencers on TikTok  

who have or had … 

 Note: News influencers who are affiliated 

with a news organization are those who 

either currently are or previously were 

employed by a news organization. 

Source: Pew Research Center analysis of 

110 influencers with accounts on TikTok 

from the broader set of 500 influencers 

with over 100,000 followers who regularly 

posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 

2024. Refer to methodology for details. 
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To get a sense of what news influencers are 

posting about, researchers collected and 

analyzed all public posts by the 500 news 

influencers in our sample for three separate 

weeks: July 15-21, July 29-Aug. 4 and Aug. 19-

25.  

There were many major events related to the 

election in or around these weeks, including the 

first assassination attempt on Donald Trump on 

July 13, the Republican National Convention 

(RNC) July 15-18, President Joe Biden’s 

withdrawal from the race July 21 and the 

Democratic National Convention (DNC) Aug. 

19-22.  

Among posts by TikTok news influencers that 

addressed current events and civic issues, 52% 

were focused on U.S. government, politics or 

elections.  

Other common topics were social issues 

(including racial issues), international issues, 

crime, and technology (such as 

cryptocurrencies).  

TikTok news influencers covered a 

range of topics in summer 2024, but 

politics rose above the rest 

Among posts by news influencers on TikTok that were 

about current events or civic issues July 15-21, July 29-

Aug. 4 and Aug. 19-25, 2024, % that were about … 

 

Source: Pew Research Center analysis of 3,514 posts from July 15-

21, July 29-Aug. 4 and Aug. 19-25, 2024, by 110 influencers with 

accounts on TikTok from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

52%

25

10

5

4

2

1

1

1

U.S. government, 

politics & elections

Social issues 

International issues 

Technology

Crime

Immigration

Public health

Environment

Economy



65 

PEW RESEARCH CENTER 

www.pewresearch.org 

It is very common for news influencers on 

TikTok to also have accounts on several other 

social media sites. In fact, more than half (57%) 

have accounts on four or more other sites in 

addition to TikTok, while only 11% are on 

TikTok alone. 

 

 

 

 

 

TikTok news influencers are slightly more likely to have an 

account on Instagram (82%) than any other site. But a majority 

also have accounts on YouTube (71%) and X, formerly known as 

Twitter (64%). And half of influencers on TikTok also have a 

Facebook account. 

 

 

  

Most news influencers on TikTok are 

also on several other sites 

% of news influencers on TikTok who are on ___ other 

social media sites 

 

Source: Pew Research Center analysis of 110 influencers with 

accounts on TikTok from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

Most TikTok news 

influencers are also on 

Instagram, YouTube, X 

% of news influencers on TikTok 

who are also on …  

 Source: Pew Research Center analysis of 

110 influencers with accounts on TikTok 

from the broader set of 500 influencers 

with over 100,000 followers who regularly 

posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 

2024. Refer to methodology for details. 
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Some TikTok news influencers also engage with 

their audiences in other ways. Nearly four-in-

ten (37%) host a podcast, and 22% produce an 

email newsletter. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Some TikTok news influencers have 

podcasts or newsletters 

% of news influencers on TikTok who …  

 

Source: Pew Research Center analysis of 110 influencers with 

accounts on TikTok from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Six-in-ten news influencers on TikTok offer 

paid subscriptions, often to additional content 

beyond just videos on TikTok, while four-in-ten 

solicit donations and a similar share (38%) sell 

branded merchandise. All told, about three-

quarters (74%) seek financial support in at least 

one of these ways. (TikTok has tools to help all 

creators – not just news influencers – monetize 

content.) 

More than one-in-ten TikTok news influencers 

(14%) also have a public Discord server where 

they can further connect with fans and 

followers. 

  

About three-quarters of news 

influencers on TikTok try to monetize 

their presence 

% of news influencers on TikTok who use each 

monetization method 

 

Source: Pew Research Center analysis of 110 influencers with 

accounts on TikTok from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

60%

40

38

Subscription

Donation

Merchandise

74% use at 

least one of 

these

https://newsroom.tiktok.com/en-us/introducing-the-new-creator-rewards-program
https://newsroom.tiktok.com/en-us/introducing-the-new-creator-rewards-program
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9. News influencers on X (formerly Twitter) 

A somewhat higher share of news influencers 

on the social media site X explicitly identify 

with the political right (28%) than the left 

(21%). A small share (3%) express some other 

political affiliation, while about half (48%) do 

not express any clear political lean. 

Influencers were categorized by whether they 

identify with a political party or ideology or 

expressed support for the Democratic or 

Republican presidential candidate in their 

social media profile, posts, personal website or 

media coverage.  

 

 

 

 

 

 

News influencers on X are more likely to 

explicitly identify with right than left 

% of news influencers on X (formerly Twitter) who 

explicitly identify as … 
 

Note: Right-leaning includes people who explicitly identify as 

conservative, Republican or express support for Donald Trump. Left-

leaning includes liberals, Democrats and people who have explicitly 

expressed support for Joe Biden or Kamala Harris. “Other” includes 

independent or moderate, libertarian, or other ideologies. Political 

orientation could be expressed in account bios, recent social media 

posts, personal and professional websites and news coverage. 

Source: Pew Research Center analysis of 178 influencers with 

accounts on X from the broader set of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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About this chapter 

This chapter looks at news influencers on X (formerly Twitter). Virtually all of them also have accounts on 

other sites. For analysis of news influencers in general across social media sites, read the report overview.  

In this report, news influencers are people with large followings on social media sites who regularly post 

about current events or civic issues. Refer to the methodology for details. 

Related: X users’ experiences with news 

 

 

https://www.pewresearch.org/journalism/2024/06/12/x-users-experiences-with-news/
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Fewer news influencers on X identify specific values or 

identities on their accounts. This includes 6% who say they are 

pro-LGBTQ+ (or express a LGBTQ+ identity), 4% who express a 

pro-Palestinian viewpoint and 3% who identify as pro-Israeli. In 

addition, 3% of X news influencers express views favoring 

Ukraine. These positions can be indicated in a variety of ways, 

whether through words, images or emojis (including flags). 

Some X news influencers also prominently identify as opposing 

(2%) or supporting abortion rights (fewer than 1%).  

 

 

 

 

 

 

 

 

 

Small shares of news 

influencers on X identify 

with values and identities 

% of news influencers on X (formerly 

Twitter) who express values or 

identities in their bio that are … 
 

Note: A news influencer may express 

multiple values and identities. 

Source: Pew Research Center analysis of 

178 influencers with accounts on X from the 

broader set of 500 influencers with over 

100,000 followers who regularly posted 

about news on Facebook, Instagram, TikTok, 

X or YouTube in early 2024. Refer to 

methodology for details. 
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Among news influencers posting on X, 64% are 

men, while 29% are women. Previous research 

has found that 64% of Americans who regularly 

get news on X are men, while 35% are women. 

Refer to the methodology for details on how 

researchers coded news influencers by gender. 

 

 

  

News influencers on X are mostly men 

% of news influencers on X (formerly Twitter) who are … 
 

Note: News influencers who are nonbinary (<1%) or whose gender 

could not be determined (6%) are not shown. 

Source: Pew Research Center analysis of 178 influencers with 

accounts on X from the broader set of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Most news influencers on X have not worked for a news 

organization, but about a quarter (26%) have a current or former 

affiliation with a news outlet. These organizations range from 

more traditional news outlets like CNN to newer digital news 

sources such as The Daily Wire.  

For more details on the differences between influencers who 

have worked for a news organization and those who have not, 

read Chapter 4. 

 

 

 

 

 

 

 

 

Among news influencers 

on X, about a quarter 

have links to a news 

organization 

% of news influencers on X 

(formerly Twitter) who have or 

had … 

 Note: News influencers who are affiliated 

with a news organization are those who 

either currently are or previously were 

employed by a news organization. 

Source: Pew Research Center analysis of 

178 influencers with accounts on X from 

the broader set of 500 influencers with 

over 100,000 followers who regularly 

posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 

2024. Refer to methodology for details. 
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To get a sense of what news influencers are 

posting about, researchers collected and 

analyzed all public posts by the 500 news 

influencers in our sample for three separate 

weeks: July 15-21, July 29-Aug. 4 and Aug. 19-

25.  

There were many major events related to the 

election in or around these weeks, including the 

first assassination attempt on Donald Trump on 

July 13, the Republican National Convention 

July 15-18, President Joe Biden’s withdrawal 

from the race July 21 and the Democratic 

National Convention Aug. 19-22.  

More than half of X posts by news influencers 

that were about current events or civic issues 

during those weeks addressed politics or the 

election (55%).  

Social issues were the focus of 18% of all news-

focused posts, covering a range of topics from 

race to abortion to LGBTQ+ issues to the 

culture wars. And 15% of posts were about 

international topics, with about half of these 

covering the Israel-Hamas war (8%). 

 

When discussing news this summer, 

news influencers on X often focused on 

politics and the election 

Among posts by news influencers on X (formerly 

Twitter) that were about current events or civic issues 

July 15-21, July 29-Aug. 4 and Aug. 19-25, 2024, % that 

were about … 

 

Source: Pew Research Center analysis of 67,331 posts from July 

15-21, July 29-Aug. 4 and Aug. 19-25, 2024, by 178 influencers 

with accounts on X from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Although a higher percentage of news 

influencers are on X than any other social 

media site, most news influencers on X are also 

on at least one other site.  

About a third of news influencers on X (34%) 

are only on X, while about two-thirds are on at 

least one other site. This includes 31% who are 

on four or more other social media sites (five or 

more in total). 

 

 

Roughly half of news influencers on X are also on Instagram (49%), while smaller shares are on 

YouTube (44%), Facebook (35%) and TikTok (21%). 

 

 

 

 

 

About a third of news influencers on X 

aren’t on any other social media site 

% of news influencers on X (formerly Twitter) who are 

on ___ other social media sites 

 

Source: Pew Research Center analysis of 178 influencers with 

accounts on X from the broader set of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

About half of news 

influencers on X are  

also on Instagram 

% of news influencers on X 

(formerly Twitter) who are also  

on …  

 
Source: Pew Research Center analysis of 

178 influencers with accounts on X from 

the broader set of 500 influencers with 

over 100,000 followers who regularly 

posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 

2024. Refer to methodology for details. 
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The study also looked at how many news 

influencers on each site host a podcast or a 

newsletter. Roughly a third of news influencers 

on X (37%) host a podcast, while one-quarter 

send out an email newsletter. 

 

 

 

 

 

A majority (62%) also seek financial support 

from their audience in at least one way. This 

includes 52% who offer subscriptions to 

additional content (some through subscription 

tools that X provides), 32% who ask for 

donations, and 23% who sell merchandise. 

A relatively small share of X news influencers 

(6%) also have a public Discord server where 

they can further connect with fans and 

followers. 

 

 

  

Many news influencers on X host a 

podcast; 25% have a newsletter 

% of news influencers on X (formerly Twitter) who …  

 

Source: Pew Research Center analysis of 178 influencers with 

accounts on X from the broader set of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

Majority of news influencers on X seek 

to monetize their accounts in some way 

% of news influencers on X (formerly Twitter) who use 

each monetization method 

 

Source: Pew Research Center analysis of 178 influencers with 

accounts on X from the broader set of 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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10. News influencers on YouTube 

About half of all YouTube news influencers 

explicitly express a clear political orientation. 

Among those who do, a higher share are right-

leaning (28% of all YouTube news influencers) 

than left-leaning (21%). Just 4% have some 

other kind of political orientation, and about 

half (46%) do not express any lean. 

News influencers were categorized by whether 

they identify with a political party or ideology or 

expressed support for the Democratic or 

Republican presidential candidate in their 

social media profile, posts, personal website or 

media coverage.  

 

 

 

 

 

 

Among YouTube news influencers, more 

explicitly identify as right-leaning than 

left-leaning 

% of news influencers on YouTube who explicitly 

identify as … 
 

Note: Right-leaning includes people who explicitly identify as 

conservative, Republican or express support for Donald Trump. Left-

leaning includes liberals, Democrats and people who have explicitly 

expressed support for Joe Biden or Kamala Harris. “Other” includes 

independent or moderate, libertarian, or other ideologies. Political 

orientation could be expressed in account bios, recent social media 

posts, personal and professional websites and news coverage. 

Source: Pew Research Center analysis of 130 influencers with 

accounts on YouTube from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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About this chapter 

This chapter looks at news influencers on YouTube. Virtually all of them also have accounts on other sites. 

For analysis of news influencers in general across social media sites, read the report overview.  

In this report, news influencers are people with large followings on social media sites who regularly post 

about current events or civic issues. Refer to the methodology for details. 

Related: Americans’ experiences with news on YouTube 

 

 

https://www.pewresearch.org/journalism/2020/09/28/many-americans-get-news-on-youtube-where-news-organizations-and-independent-producers-thrive-side-by-side/
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In addition to political ideology, researchers evaluated accounts 

for any expressed values or identities, finding that 8% of 

YouTube news influencers express a pro-LGBTQ+ position or 

identify as LGBTQ+ on their page. An identical share indicate a 

pro-Palestinian position, while 5% are pro-Israeli. These 

positions can be indicated in a variety of ways, whether through 

words, images or emojis (including flags). 

Some YouTube news influencers also prominently display their 

opposition to abortion (3%) or support for abortion rights (less 

than 1%). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Some YouTube news 

influencers express values 

or identities in bio 

% of news influencers on YouTube 

who express values or identities in 

their bio that are … 
 

Note: A news influencer may express 

multiple values and identities. 

Source: Pew Research Center analysis of 

130 influencers with accounts on YouTube 

from the broader set of 500 influencers with 

over 100,000 followers who regularly posted 

about news on Facebook, Instagram, TikTok, 

X or YouTube in early 2024. Refer to 

methodology for details. 
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On YouTube, roughly two-thirds of news 

influencers (68%) are men, compared with 28% 

who are women.  

For details on how researchers categorized 

news influencers by gender, refer to the 

methodology. 

 

 

 

 

 

 

Most YouTube news influencers are men 

% of news influencers on YouTube who are … 
 

Note: News influencers who are nonbinary (1%) or whose gender 

could not be determined (3%) are not shown. 

Source: Pew Research Center analysis of 130 influencers with 

accounts on YouTube from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Almost nine-in-ten YouTube news influencers (88%) have not 

been affiliated with a news organization. About one-in-ten (12%) 

currently work for (or used to work for) digital, TV and other 

news organizations. 

For more details on the differences between influencers with a 

news industry background and those without one, read Chapter 

4. 

 

  

Most news influencers on 

YouTube have not worked 

in the news industry  

% of news influencers on YouTube  

who have or had … 

 Note: News influencers who are affiliated 

with a news organization are those who 

either currently are or previously were 

employed by a news organization. 

Source: Pew Research Center analysis of 

130 influencers with accounts on YouTube 

from the broader set of 500 influencers 

with over 100,000 followers who regularly 

posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 

2024. Refer to methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

12%

88%

News organization

affiliation

No 

affiliation



79 

PEW RESEARCH CENTER 

www.pewresearch.org 

In order to get a sense of what news influencers 

are posting about, researchers collected and 

analyzed all public posts by the 500 news 

influencers in our sample for three separate 

weeks: July 15-21, July 29-Aug. 4 and Aug. 19-

25.  

There were many major events related to the 

election in or around these weeks, including the 

first assassination attempt on Donald Trump on 

July 13, the Republican National Convention 

(RNC) July 15-18, President Joe Biden’s 

withdrawal from the race July 21 and the 

Democratic National Convention (DNC) Aug. 

19-22.  

Among all YouTube posts that addressed 

current events and civic issues during these 

weeks, 68% were about politics or the election – 

a higher share than other sites. This includes 

posts about the DNC (11%), the first Trump 

assassination attempt (8%) and the RNC (6%).  

The next-most common topics were social 

issues (17% of all posts), including racial issues 

(6%), and international issues (8%), mostly the 

Israel-Hamas and Russia-Ukraine wars. 

 

News posts by YouTube news 

influencers in summer 2024 mostly 

focused on politics and the election 

Among posts by news influencers on YouTube that 

were about current events or civic issues July 15-21, July 

29-Aug. 4 and Aug. 19-25, 2024, % that were about … 

 

Source: Pew Research Center analysis of 7,371 posts from July 15-

21, July 29-Aug. 4 and Aug. 19-25, 2024, by 130 influencers with 

accounts on YouTube from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

68%

17

8

3

2

1

1

1

1

U.S. government, 

politics & elections

Social issues 

International issues 

Economy

Crime

Technology

Immigration

Environment

Public health



80 

PEW RESEARCH CENTER 

www.pewresearch.org 

Very few news influencers on YouTube are only 

on YouTube. The vast majority have a presence 

on at least four social media sites, including 

about half (54%) who are on four or more sites 

in addition to YouTube (five or more in total). 

 

 

 

 

 

The most common sites where YouTube news influencers can 

also be found are X, formerly known as Twitter (86%), and 

Instagram (74%). Smaller shares are also on Facebook (54%) and 

TikTok (44%).  

 

 

 

 

 

 

  

Most news influencers on YouTube are 

also on several other sites 

% of news influencers on YouTube who are on ___ 

other social media sites 

 

Source: Pew Research Center analysis of 130 influencers with 

accounts on YouTube from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

News influencers on 

YouTube are often on X 

and Instagram, too 

% of news influencers on YouTube 

who are also on …  

 

Source: Pew Research Center analysis of 

130 influencers with accounts on YouTube 

from the broader set of 500 influencers 

with over 100,000 followers who regularly 

posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 

2024. Refer to methodology for details. 
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About half of all news influencers on YouTube 

(49%) also host a podcast, slightly higher than 

the share on any other major social media site 

we studied. Our previous study of podcasts 

found that about half of top-ranked podcasts 

also have a video component, often on 

YouTube. 

A smaller share of YouTube news influencers 

(28%) have a newsletter that they send out to 

subscribers or fans. 

 

 

 

 

 

 

 

 

 

Roughly half of YouTube news 

influencers host a podcast 

% of news influencers on YouTube who …  

 

Source: Pew Research Center analysis of 130 influencers with 

accounts on YouTube from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Although a majority of news influencers across 

social media sites (59%) seek financial support 

from their audiences, this is especially common 

on YouTube, where 80% of news influencers do 

this in some way. This includes 68% who offer 

subscriptions, often providing content that goes 

beyond their YouTube videos (YouTube has 

built-in subscription tools for creators). 

One-in-ten YouTube news influencers have a 

public Discord server where they can further 

connect with audiences. 

 

  

8 in 10 YouTube news influencers 

monetize their content in some way 

% of news influencers on YouTube who use each 

monetization method 

 

Source: Pew Research Center analysis of 130 influencers with 

accounts on YouTube from the broader set of 500 influencers with 

over 100,000 followers who regularly posted about news on 

Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Appendix A: News influencers studied  

Account names of news influencers sampled from Facebook 

abbyjohnsonprolife GrahamAllenOfficial officialbenshapiro 

aklavan GrizzysHoodNews OfficialBerniceKing 

AmericaFirstGorka groundzeroradio officialdanaloesch 

AmericanNewsNet HawkinsKristan OfficialLawrenceJones 

An0malyMusic heathercoxrichardson pamelageller 

andyborowitz ianbremmer PatrickBetDavid.Valuetainment 

AnnieYuTV iheartmindypage PatriotMindset 

AP4Liberty imamomarsuleiman PeggyHubbardIL 

aScienceEnthusiast Inbar Cohen - כהן ענבר   RabbiShmuleyBoteach 

attorneycrump Israelonenation RBReich 

Battle of the Republic JackMPosobiec RealArmstrongWilliams 

BauerGaryL JamalDajani2 RealBrigitteGabriel 

bennyjohnson JamesTHarrisMedia realCharlieKirk 

billoreillyofficial jasonwhitlock RealTrishRegan 

brandikrusenews JaySekulow reportingfrommybasket 

BrendonLeslieReporting JedediahBila RichardOjeda2020 

briantylercohen JennaEllisEsq45 robsmithbk 

camanpour JesseWattersFNC rubinreport 

chadbensonshow JimmyDoreShow RyanAFournier 

ChicksOnTheRight JoeTalkShow saraacarter 

chris.cillizza johnpavlovitzofficial ScottRyanPresler 

Clayton Keirns JordanSekulowACLJ SeanHannity 

coachrenz33 JudgeNapolitano smerconish 

CodyAlcornNews junotdiaz.writer SocialMediaDelinquent 

ColinScrogginsCNAW katiecouric stevedeace 

crawfordology Kilmeade stevegrubershow 

dan.bongino LanceWallnau stuburguiere 

danielledsouzagill lauraingraham SubversiveLens 

dapholosopher LaurenPrzybyl TakeBackThisCountry 

DaveBondy25 lilagracerose terrencekwilliams 

DMLNewsApp LoriFullbrightNewsOn6 TheDamageReportTYT 

drcarolmswain LouDobbsTonight theDUMshow 

drmichaelsavage lwcnewswire TheJordanRachel  

DSouzaDinesh MattWalshBlog thelaurenchen 

elerianm MegynKelly ThomHartmannProgram 

fareedzakaria michaelknowlesshow timcastnews 

fatherfrankpavone mikehuckabee TomiLahren 

frank.schaeffer.16 mikepompeo UnfilteredWithKiran 

friendlyatheist MyLifeInTheChi WayneDupreeShow 

GarrettLSoldano npagnotta1776 YaelEckstein 

GlennBeck officialalizakim   

Note: Account information collected in spring/summer 2024. Capitalization is based on news influencers’ account names.  

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to methodology for details. 
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Account names of news influencers sampled from Instagram 

19_keys gahnaim rogerwaters 

619newsmedia gazangirl rolandsmartin 

abnormalize.being henmazzig russellbrand 

agirlhasnopresident hodgetwins samharrisorg 

ahmedeldin honestyouthpastor samspeakspolitics 

alexbruesewitz iampalipina sandiegoimmigrationlawyer 

alhelou.y ibramxk shelleyzalis 

alijadallah66 imbrettcooper siggy.flicker 

alokvmenon indyamoore snowflake_news 

always.right itsjasonflom so.informed 

alxthelord jenanmatari staceyabrams 

amerzahr jessicamalatyrivera stephendavis1776 

amir.tsarfati joerogan sultanabutair 

arevamartin johal_capital talkthirtytome 

ashley_judd joyannreid tezlynfigaro 

awakenwithjp kimberlyguilfoyle thatlawyermomlife 

belalkh latinxparenting theconsciouslee 

blackhomeeducators lavernecox theisabelbrown 

bluepillar44 m.z.gaza therealtoriabrooke 

canslou malihaihenacho therudygiuliani 

chrisccuomo milano_alyssa timkennedymma 

clarksonlawson modernwallart tombilyeu 

dannyfuckingprice mohamedhadid true.patriot.post 

daratuckerb mosheh ugurgallen 

davidjharrisjr motaz_azaiza underthedesknews 

davidpakmanshow mrcrim3 upstreampodcast 

docnafiakaan newsupdates4real uricohn 

donlemonofficial noatishby vanjones68 

douglaskmurray official_lady_bunny wake_up_right 

drphil pamhoggfashion ykreborn 

eddiegriffin peterschiff your_first_million 

ellatravelsworld princekouta zaini.maj 

fleccas rcfwilmette  

gabormatemd realdlhughley  

Note: Account information collected in spring/summer 2024. Capitalization is based on news influencers’ account names.   

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to methodology for details. 
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Account names of news influencers sampled from TikTok 

_..unpopular98.._ jarretberenstein rathbonemakesmusic 

11stacysmom jddelay5150 real_talk_with_tom 

2rawtooreal2 jenafriedman republicanreflections 

adventureous.chickie20 jeremyandrewdavis revbrandanrobertson 

animalactivistjodie joeycontino2 revtimoth 

arimelber jonjon.mp4 sagedoorkicker 

auntiekilljoy kaburbank saleenwallace 

beachlawyerpaul kaivanshroff scorpioseb13.2 

benjy_lookbook kingofoneself_100 shannonsmith3239 

blackkout___ konvikted_konversations spikeunplugged 

bodittletv lamujermorena stellamagz 

cannonsfodder lauren.elise.official stephanies_universe 

clayy.edward lesbianspeaking strongtherapy 

conservativeguitarbabe livinfree20.1 the.law.says.what 

damonimani lokimulholland the.sisofficial 

dennis.fang lovebeyondcolor the___fool 

dingdongdoug69 lukebeasleyofficial the_kamoka 

dixonwhite1 mackenzie_marshall thealexandrahunt 

dontyounoa maga_king_69_hk thegarbagequeen 

drannieobgyn matteo_il_pazzeo thegirlwithamicrophone 

ed_in_burgh morgannychole thehandsomeliberal 

edwardmliger mrs_unbreakable1 thejfc 

endeavorance nawalornoel thelocalprepper 

erycsmyth nessadiosdado therealdoubledeemuva 

etchaskej notstanleytucci tnathan_lokius 

expatriarch of_counsel txtrophyhuntfish 

financialboffins og_1974 tythefisch 

gacruz_phd oliviadiventi whatsupcv 

greg_price11 pastorpauldrees whitegeorge 

hazelisonline paulandmorganshow wyoplantbasedteacher 

hopeyoufindyourdad peach.fish xyfcenter 

ilypierce pearlmania500 zethdafer 

immi.grateful piersmorganuncensored  

itsjohnwalsh pinkmantaray  

Note: Account information collected in spring/summer 2024. Capitalization is based on news influencers’ account names. 

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to methodology for details. 
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Account names of news influencers sampled from X (formerly Twitter) 

AdamParkhomenko GregRubini MikeASperrazza 

ArielleScarcell HilzFuld MikeSington 

AstroTerry IamBrookJackson molly0xFFF 

bariweiss jacksonhinklle MsAvaArmstrong 

blackintheempir jayrosen_nyu NAChristakis 

bresreports JillFilipovic nic__carter 

brithume jimsciutto OMGno2trump 

burgessev JoeConchaTV Prolotario1 

ByYourLogic JonahDispatch Rach_IC 

CarlHigbie JonathanTurley RightWingCope 

CensoredMen JoshDenny RogerJStoneJr 

ChrisLoesch kacdnp91 saifedean 

CollinRugg KatiePhang SamParkerSenate 

Daminous_Purity KeneAkers SarahTheHaider 

danpfeiffer kristina_wong secupp 

danprimack kyledcheney simon_schama 

davetroy laurashin StellaParton 

dlacalle_IA LEBassett Tatarigami_UA 

DrLoupis LeftAtLondon thatdayin1992 

ejmalrai Leslieoo7 TheBigMigShow 

eveforamerica LibertyCappy thecoastguy 

feliciasonmez MarchandSurgery thejackhopkins 

FiorellaIsabelM MarkHertling TimInHonolulu 

FrankDangelo23 MaryLTrump WBrettWilson 

garethicke MattBruenig yarahawari 

Gdad1 MelonieMac ylecun 

Note: Account information collected in spring/summer 2024. Capitalization is based on news influencers’ account names. 

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to methodology for details. 
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Account names of news influencers sampled from YouTube 

AccordingtoVin LangleyOutdoors RobertBreedlove22 

ActualJusticeWarrior LetsbeFrank38 RonYates1 

AlexChristoforou LFRFAMILY RuinedLeon 

AlisonMorrow LionelNation RyanMcBethProgramming 

AllieBethStuckey   LisaMCabrera SaltyCracker 

AntiGOPnet LumberjackLogic shark3ozero 

AntonDaniels marclamonthillofficial SteveRam 

ArkOfGraceMinistries MIKEZEROH Styxhexenhammer666 

ArmedScholar myopinion1991 TalkingFeds 

blackconservative2429 NateTheLawyer TennesseeBrando 

Brad_Polumbo nathantimmel TheAmalaEkpunobi 

Campbellteaching NextNewsNetwork TheBenjaminDixonShow 

coachcolin NinosCorner TheDershowWithAlanDershowitz 

CombatVeteranReacts NoBSNewshour TheFinanceZone 

DavidFeldman NothingButTheNews247 TheHumanistReport 

destiny OfficialLifeWithRecklezz TheIsraelGuys 

dialogueworks01 OffTopicShow TheKatieHalperShow 

dollemore Okayrick TheMajorityReport 

Dortie PaulBarronNetwork TheOfficialCartierFamily 

drpeterboghossian paulbegley34 ThePioneer. 

FrontPagewithScottGoulet PeakProsperity TheQuartering 

geopoliticshaiphong Penguinsix Tim_Black 

HAGoodman PinballPreparedness TOMMYBITESHOMESTEAD 

HasanAbi ponderingpolitics TonyHeller 

IndisputableTYT PopcornedPlanet TSPLY 

InsideTrueCrime PrestonStewart UneducatedEconomist 

InternetTodayTV ProductUniverse Vaush 

JakeBroe profblacktruth VivaFrei 

JohnAndersonMedia QuiteFrankly vtsoscast 

JustJenRx rattlesnaketv WatchlistTYT 

JustPearlyThings RealAlexClark wearechange 

KarenHunterShow RealKaliFontanilla williammount6496 

KendraDLive ReasonableNews  

kvoncomedy RileyMaeReact  

Note: Account information collected in spring/summer 2024. Capitalization is based on news influencers’ account names. 

Source: Pew Research Center analysis of 500 influencers with over 100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to methodology for details. 
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Appendix B: Detailed tables for analysis of sample of news 

influencers 

 

  

News influencers on 

social media sites 

% of news influencers who are on 

each site 

 % 

X (formerly Twitter) 85 

Instagram 50 

YouTube 44 

Facebook 32 

Threads 30 

TikTok 27 

LinkedIn 12 

Rumble 11 

Telegram 7 

Truth Social 5 

Gab 4 

Gettr 4 

BitChute <1 

Note: Sites beyond this list that were found 

in the analysis not shown. 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 
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Number of social media 

sites news influencers 

are on 

% of news influencers who are on … 

  % 

One site  34 

Two  13 

Three  12 

Four  14 

Five or more  27 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

Alternative engagement 

methods for news 

influencers  

% of news influencers who … 

 % 

Host a podcast 34 

Have a newsletter 22 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 
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News influencers’ 

monetization methods 

% of news influencers who use each 

monetization method 

  % 

NET Any monetization 
method 59 

Subscription 49 

Donation 29 

Merchandise 21 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 

News influencers on 

Discord 

% of news influencers who are … 

  % 

On Discord  6 

Not on Discord  94 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 
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News influencers’ news 

organization affiliation 

% of news influencers who have or 

had … 

  % 

News organization affiliation 23 

No affiliation  77 

Note: News influencers who are affiliated 

with a news organization are those who 

either currently are or previously were 

employed by a news organization. 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers” 
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News influencers’ gender 

% of news influencers who are … 

  % 

Men  63 

Women  30 

Nonbinary  <1 

Undetermined  6 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 
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Political orientation of 

news influencers 

% of news influencers who explicitly 

identify as … 

  % 

NET Political orientation 52 

Right-leaning 27 

Left-leaning 21 

Other 3 

No clear orientation  48 

Note: Right-leaning includes people who 

are conservative, Republican or express 

support for Donald Trump. Left-leaning 

includes liberals, Democrats and people 

who have expressed support for Joe Biden 

or Kamala Harris. “Other” includes 

independent or moderate, libertarian, or 

other ideologies. Political orientation could 

be expressed in account bios, recent social 

media posts, personal and professional 

websites and news coverage. 

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 
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Values and identities of 

news influencers 

% of news influencers who identify 

with each value or identity 

  % 

NET Any values or identities 18 

Pro-LGBTQ+  6 

Pro-Palestinian  5 

Pro-Ukraine  3 

Pro-Israeli  3 

Anti-abortion  2 

Pro-abortion rights <1 

Pro-Russia  0 

Note: A news influencer may express 

multiple values and identities.  

Source: Pew Research Center analysis of 

500 influencers with over 100,000 

followers who regularly posted about news 

on Facebook, Instagram, TikTok, X or 

YouTube in early 2024. Refer to 

methodology for details. 
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Appendix C: Detailed tables for analysis of sampled posts 

from news influencers 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

News influencers’ posts, by topic 

% of posts by news influencers July 15-21, July 29-Aug. 4 

and Aug. 19-25, 2024, that were about … 

 % 

Government, politics & elections 24 

Social issues 8 

International issues 6 

Technology 1 

Crime 1 

Economy 1 

Public health 1 

Immigration 1 

Environment <1 

Something else 57 

Note: Posts that could not be coded (<1%) not shown. 

Source: Pew Research Center analysis of 104,786 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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News influencers’ posts, by topic 

(among posts about current events and 

civic issues) 

Among posts about current events/civic issues by news 

influencers July 15-21, July 29-Aug. 4 and Aug. 19-25, 

2024, % that were about … 

 % 

Government, politics & elections 55 

Social issues 18 

International issues 14 

Technology 3 

Crime 3 

Economy 2 

Public health 2 

Immigration 2 

Environment 1 

Source: Pew Research Center analysis of 104,786 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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News influencers’ posts, by subtopic  

% of posts by news influencers July 15-21, July 29-Aug. 4 and Aug. 19-25, 

2024, that were about … 

 % 

Government, politics & elections 24 

Trump rally assassination attempt 2 

Democratic National Convention (DNC) 2 

Republican National Convention (RNC) 1 

Biden dropping out of the presidential race 1 

Other political or government-related posts  18 

Social issues 8 

Racial issues 2 

Abortion and reproductive health  1 

LGBTQ+ issues   1 

Education*  <1 

Guns and gun control  <1 

Other social issues*  4 

International issues 6 

Israel-Hamas war 3 

Russia-Ukraine war <1 

Other international issues* 3 

Technology 1 

Crypto 1 

AI, LLMs* <1 

Other technology issues*  <1 

Crime 1 

Public health 1 

COVID, including COVID vaccines  <1 

Other vaccines* <1 

Other public health issues  <1 

Economy 1 

Immigration 1 

Environment <1 

Climate change  <1 

Other environmental issues*  <1 

Something else 57 

* Indicates the subtopic was not used in the analysis because of low F1 scores or because 

there were not enough examples in the validation set. 

Note: Posts that could not be coded (<1%) not shown. 

Source: Pew Research Center analysis of 104,786 posts July 15-21, July 29-Aug. 4 and 

Aug. 19-25, 2024, by 500 influencers with over 100,000 followers who regularly posted 

about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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News influencers’ posts, by subtopic (among posts 

about current events and civic issues) 

Among posts about current events/civic issues by news influencers July 15-

21, July 29-Aug. 4 and Aug. 19-25, 2024, % that were about … 

 % 

Government, politics & elections 55 

Trump rally assassination attempt 5 

Democratic National Convention (DNC) 4 

Republican National Convention (RNC) 3 

Biden dropping out of the presidential race 2 

Other political or government-related posts  41 

Social issues 18 

Racial issues 4 

Abortion and reproductive health  2 

LGBTQ+ issues  2 

Guns and gun control  1 

Education*  <1 

Other social issues*  10 

International issues 14 

Israel-Hamas war 7 

Russia-Ukraine war 1 

Other international issues* 6 

Technology 3 

Crypto 2 

AI, LLMs* 1 

Other technology issues*  1 

Crime 3 

Public health 2 

COVID, including COVID vaccines  1 

Other vaccines*  <1 

Other public health issues  1 

Economy 2 

Immigration 2 

Environment 1 

Climate change  <1 

Other environmental issues*  <1 

* Indicates the subtopic was not used in the analysis because of low F1 scores or because 

there were not enough examples in the validation set. 

Source: Pew Research Center analysis of 104,786 posts July 15-21, July 29-Aug. 4 and 

Aug. 19-25, 2024, by 500 influencers with over 100,000 followers who regularly posted 

about news on Facebook, Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Appendix D: GPT-4 Topic classification instructions 

You are an AI assistant trained to look at social media posts and determine what the post is about. 

[IF POST IS FROM YOUTUBE:] 

You will receive two fields: the post title and a transcript of the first 3 minutes of the video. 

If the topic is unclear from the title, include the transcript in your determination. Otherwise ignore 

the transcript. 

[IF POST IS FROM INSTAGRAM:] 

You will receive the post text, and, if it was a video, the transcript. Rely on both. 

[IF POST IS FROM TIKTOK:] 

You will receive both the post text and the transcript of the video. Give more weight to the video 

text. 

[ALL SITES] 

You will be given a list of topics. Please tell us what this post is about.  

Respond in a JSON with the subtopic number, e.g. 8.5. Call that field “subtopic.”  

Topic list: 

1. Crime  

    1.1. Crime generally 

2. Environment 

    2.1. Climate change 

    2.2. Other environmental issues 

3. Immigration 

    3.1. Immigration generally 

4. Social issues 

    4.1. Abortion and reproductive health 

    4.2. Guns and gun control 

    4.3. LGBTQ+ issues, including transgender issues 

    4.4. Racial issues, including affirmative action and racial discrimination 

    4.5. Education 

    4.6. Other social issues, including culture war issues, labor, and other social issues that are not 

covered above 

5. Public health 

    5.1. Covid, including covid vaccines 

    5.2. Other vaccines 

    5.3. Other public health issues 

6. Economy 

    6.1. Economy generally 

7. Technology 
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    7.1. AI, LLMs 

    7.2. Crypto 

    7.3. Other technology issues 

8. Government, politics and elections 

    8.1. Assassination attempt on Donald Trump 

    8.2. Republican National Convention (RNC) 

    8.3. Democratic National Convention (DNC) 

    8.4. Biden dropping out of the presidential race 

    8.5. Other political or government related posts that do not fit into other categories 

9. International issues 

    9.1. Israel, Gaza or Palestine, including anything about Netanyahu or Hamas 

    9.2. Ukraine war 

    9.3. Anything outside the US or involve US foreign relations except for Israel, Gaza, Ukraine, or 

immigration 

10. No topic 

    10.1. None of the above topics 

Some other things to keep in mind: 

    - There is an election in November, so many posts will be about that. The Democratic candidates 

were Joe Biden and Kamala Harris, but Joe Biden dropped out and it’s Kamala Harris and Tim 

Walz. The Republican candidates are Donald Trump and JD Vance. The independent candidates 

are Robert F Kennedy Jr (RFK Jr), Cornel West, and Jill Stein. 

    - Anything about an assassination attempt on Trump goes into Politics and elections. 

    - If there are multiple topics, go with whatever seems the most prominent. If there are two 

relatively equal topics, go with whatever is mentioned first. 

    - If a post seems political, first see if it goes into another category. For example a post about 

politics and race would go into the race category. Fall back on politics if none other fits, as long as 

there is something political. 

    - With the exception of immigration, most posts that reference a foreign country will go into 

10.1. 

    Please adhere to the categories listed in the codebook and provide the name of the topic in a 

machine readable json. Do not provide any additional context or response. 
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Appendix E: Validation of GPT-4 topic classification 

 

  Topic labeling accuracy metrics 

 Accuracy F1 score 

Crime 0.98 0.62 

Environment 0.99 0.80 

Immigration 0.99 0.90 

Social issues 0.95 0.71 

Public health 0.99 0.71 

Economy 0.99 0.67 

Technology 0.99 0.71 

U.S. government, politics & 
elections 0.93 0.89 

International issues 0.97 0.74 

Something else 0.90 0.89 

Source: Pew Research Center analysis of 104,786 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 
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Subtopic labeling accuracy metrics 

 Accuracy F1 score 

Crime generally 0.98 0.62 

Climate change 0.99 0.67 

Other environmental issues* 0.99 0.00 

Immigration generally 0.99 0.90 

Abortion and reproductive health 0.99 0.93 

Guns and gun control 0.99 0.80 

LGBTQ+ issues 0.99 0.75 

Racial issues 0.98 0.70 

Education* 0.99 0.50 

Other social issues* 0.96 0.44 

Covid, including covid vaccines 0.99 0.67 

Other vaccines* 0.99 0.00 

Other public health issues 0.99 0.60 

Economy generally 0.99 0.67 

AI, LLMs* 0.99 0.00 

Crypto 0.99 0.80 

Other technology issues* 0.99 0.44 

Assassination attempt on Donald Trump 0.98 0.77 

Republican National Convention (RNC) 0.99 0.86 

Democratic National Convention (DNC) 0.99 0.93 

Biden dropping out of the presidential 
race 0.99 0.67 

Other political or government related 
posts 0.91 0.81 

Israel-Hamas war 0.99 0.83 

Russia-Ukraine war 0.99 0.80 

Other international issues* 0.98 0.32 

Something else 0.90 0.89 

* The subtopics were not used in actual analysis due to low F1 

scores. 

Source: Pew Research Center analysis of 104,786 posts July 15-21, 

July 29-Aug. 4 and Aug. 19-25, 2024, by 500 influencers with over 

100,000 followers who regularly posted about news on Facebook, 

Instagram, TikTok, X or YouTube in early 2024. Refer to 

methodology for details. 

“America’s News Influencers”  

PEW-KNIGHT INITIATIVE 
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Methodology 

This report – a study of popular news influencers – uses three different research components and 

methodologies, including a nationally representative survey of U.S. adults conducted through Pew 

Research Center’s American Trends Panel (ATP), as well as an analysis of news influencers and 

posts from those accounts from three distinct time periods in 2024. 

This is the latest report from the Pew-Knight Initiative, a research program funded jointly by The 

Pew Charitable Trusts and the John S. and James L. Knight Foundation. Find related reports 

online at https://www.pewresearch.org/pew-knight/. 

Overview 

Data in this report comes from Wave 150 of the American Trends Panel (ATP), Pew Research 

Center’s nationally representative panel of randomly selected U.S. adults. The survey was 

conducted from July 15 to Aug. 4, 2024. A total of 10,658 panelists responded out of 12,188 who 

were sampled, for a survey-level response rate of 87%.  

The cumulative response rate accounting for nonresponse to the recruitment surveys and attrition 

is 3%. The break-off rate among panelists who logged on to the survey and completed at least one 

item is less than 1%. The margin of sampling error for the full sample of 10,658 respondents is plus 

or minus 1.2 percentage points. 

SSRS conducted the survey for Pew Research Center via online (n=10,262) and live telephone 

(n=396) interviewing. Interviews were conducted in both English and Spanish.  

To learn more about the ATP, read “About the American Trends Panel.” 

Panel recruitment 

Since 2018, the ATP has used address-based sampling (ABS) for recruitment. A study cover letter 

and a pre-incentive are mailed to a stratified, random sample of households selected from the U.S. 

Postal Service’s Computerized Delivery Sequence File. This Postal Service file has been estimated 

to cover 90% to 98% of the population.3 Within each sampled household, the adult with the next 

 
3 AAPOR Task Force on Address-based Sampling. 2016. “AAPOR Report: Address-based Sampling.” 

https://www.pewresearch.org/pew-knight/
https://www.pewresearch.org/trendspanel/
https://aapor.org/wp-content/uploads/2022/11/AAPOR_Report_1_7_16_CLEAN-COPY-FINAL-2.pdf
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birthday is selected to participate. Other details of the ABS recruitment protocol have changed 

over time but are available upon request.4 Prior to 2018, the ATP was recruited using landline and 

cellphone random-digit-dial surveys administered in English and Spanish. 

A national sample of U.S. adults has been recruited to the ATP approximately once per year since 

2014. In some years, the recruitment has included additional efforts (known as an “oversample”) 

to improve the accuracy of data for underrepresented groups. For example, Hispanic adults, Black 

adults and Asian adults were oversampled in 2019, 2022 and 2023, respectively. 

Sample design 

The overall target population for this survey was noninstitutionalized persons ages 18 and older 

living in the United States. All active panel members were invited to participate in this wave. 

Questionnaire development and testing 

The questionnaire was developed by Pew Research Center in consultation with SSRS. The web 

program used for online respondents was rigorously tested on both PC and mobile devices by the 

SSRS project team and Pew Research Center researchers. The SSRS project team also populated 

test data that was analyzed in SPSS to ensure the logic and randomizations were working as 

intended before launching the survey.  

Incentives 

All respondents were offered a post-paid incentive for their participation. Respondents could 

choose to receive the post-paid incentive in the form of a check or gift code to Amazon.com. 

Incentive amounts ranged from $5 to $20 depending on whether the respondent belongs to a part 

of the population that is harder or easier to reach. Differential incentive amounts were designed to 

increase panel survey participation among groups that traditionally have low survey response 

propensities.  

Data collection protocol 

The data collection field period for this survey was July 15 to Aug. 4, 2024. Surveys were 

conducted via self-administered web survey or by live telephone interviewing.   

 
4 Email pewsurveys@pewresearch.org.  

mailto:pewsurveys@pewresearch.org
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For panelists who take surveys online:5 Postcard notifications were mailed to a subset on 

July 15.6 Survey invitations were sent out in two separate launches: soft launch and full launch. 

Sixty panelists were included in the soft launch, which began with an initial invitation sent on July 

15. All remaining English- and Spanish-speaking sampled online panelists were included in the 

full launch and were sent an invitation on July 16. 

 

 

 

 

 

 

 

 

Panelists participating online were sent an email invitation and up to six email reminders if they 

did not respond to the survey. ATP panelists who consented to SMS messages were sent an SMS 

invitation with a link to the survey and up to six SMS reminders.  

For panelists who take surveys over the phone with a live interviewer: Prenotification 

postcards were mailed on July 10, and reminder postcards were mailed on July 15. Ten CATI 

panelists were included in the soft launch, for which dialing began on July 15. CATI panelists 

receive up to six calls from trained SSRS interviewers.  

Data quality checks 

To ensure high-quality data, Center researchers performed data quality checks to identify any 

respondents showing patterns of satisficing. This includes checking for whether respondents left 

questions blank at very high rates or always selected the first or last answer presented. As a result 

of this checking, five ATP respondents were removed from the survey dataset prior to weighting 

and analysis.  

 
5 The ATP does not use routers or chains in any part of its online data collection protocol, nor are they used to direct respondents to additional 

surveys. 
6 Postcard notifications for web panelists are sent to 1) panelists who were recruited within the last two years and 2) panelists recruited prior 

to the last two years who opt to continue receiving postcard notifications. 

Invitation and reminder dates for web respondents, 

ATP Wave 150 
 Soft launch Full launch 

Initial invitation July 15, 2024 July 16, 2024 

First reminder July 18, 2024 July 18, 2024 

Second reminder July 20, 2024 July 20, 2024 

Third reminder July 24, 2024 July 24, 2024 

Fourth reminder July 28, 2024 July 28, 2024 

Fifth reminder July 31, 2024 July 31, 2024 

Final reminder August 3, 2024 August 3, 2024 

PEW RESEARCH CENTER 
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Weighting 

The ATP data is weighted in a process that accounts for multiple stages of sampling and 

nonresponse that occur at different points in the panel survey process. First, each panelist begins 

with a base weight that reflects their probability of recruitment into the panel. These weights are 

then calibrated to align with the population benchmarks in the accompanying table to correct for 

nonresponse to recruitment surveys and panel attrition. If only a subsample of panelists was 

invited to participate in the wave, this weight is adjusted to account for any differential 

probabilities of selection. 

Among the panelists who 

completed the survey, this 

weight is then calibrated again 

to align with the population 

benchmarks identified in the 

accompanying table. The 

weight is then trimmed at the 

1st and 99th percentiles to 

reduce the loss in precision 

stemming from variance in the 

weights. Sampling errors and 

tests of statistical significance 

take into account the effect of 

weighting. 

 

 

 

  

American Trends Panel weighting dimensions 

Variable Benchmark source 

Age (detailed) 

Age x Gender 

Education x Gender 

Education x Age 

Race/Ethnicity x Education 

Race/Ethnicity x Gender 

Black (alone or in combination) x Hispanic 

Born inside vs. outside the U.S. among 
Hispanics and Asian Americans 

Years lived in the U.S. 

Census region x Metropolitan status 

2022 American Community Survey 
(ACS) 

Volunteerism 2021 CPS Volunteering & Civic Life 
Supplement 

Party affiliation x Voter registration 2020 CPS Voting and Registration 
Supplement 

Party affiliation x Race/Ethnicity 

Frequency of internet use 

Religious affiliation 

2024 National Public Opinion 
Reference Survey (NPORS) 

 

Estimates in this report related to the use of and news consumption on individual 
social media sites are also weighted on the following dimensions:   

Facebook use 

YouTube use 

X (formerly Twitter) use 

Instagram use 

Snapchat use 

WhatsApp use 

LinkedIn use 

Reddit use 

2024 NPORS 

Note: Estimates from the ACS are based on noninstitutionalized adults. Voter registration is 

calculated using procedures from Hur, Achen (2013) and rescaled to include the total U.S. 

adult population. 

PEW RESEARCH CENTER 
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The following table shows the unweighted sample size and the error attributable to sampling that 

would be expected at the 95% level of confidence for the full sample in the survey.  

 

Sample sizes and margins of error, ATP Wave 150 

Group 
Unweighted 
sample size Plus or minus … 

Total sample 10,658 1.2 percentage points 

PEW RESEARCH CENTER 

 

Sample sizes and sampling errors for other subgroups are available upon request. In addition to 

sampling error, one should bear in mind that question wording and practical difficulties in 

conducting surveys can introduce error or bias into the findings of opinion polls. 
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Dispositions and response rates 

 

Final dispositions, ATP Wave 150 

 AAPOR code Total 

Completed interview 1.1 10,658 

Logged in (web) / Contacted (CATI), but did not complete any items 2.11 252 

Started survey; broke off before completion 2.12 28 

Never logged on (web) / Never reached on phone (CATI)  2.20 1,241 

Survey completed after close of the field period 2.27 0 

Other non-interview 2.30 3 

Completed interview but was removed for data quality  2.90 5 

Not eligible 4.0 1 

Total panelists sampled for the survey  12,188 

Completed interviews I 10,658 

Partial interviews P 0 

Refusals R 280 

Non-contact NC 1,241 

Other  O 8 

Unknown household UH 0 

Unknown other UO 0 

Not eligible NE 1 

Total  12,188 

AAPOR RR1 = I / (I+P+R+NC+O+UH+UO)  87% 

PEW RESEARCH CENTER 

 

Cumulative response rate, ATP Wave 150 

 Total 

Weighted response rate to recruitment surveys 11% 

% of recruitment survey respondents who agreed to join the 
panel, among those invited 

73% 

% of those agreeing to join who were active panelists at start of 
Wave 150 

40% 

Response rate to Wave 150 survey 87% 

Cumulative response rate 3% 

PEW RESEARCH CENTER 
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How family income tiers are calculated 

Family income data reported in this study is adjusted for household size and cost-of-living 

differences by geography. Panelists then are assigned to income tiers that are based on the median 

adjusted family income of all American Trends Panel members. The process uses the following 

steps:  

1. First, panelists are assigned to the midpoint of the income range they selected in a family 

income question that was measured on either the most recent annual profile survey or, for 

newly recruited panelists, their recruitment survey. This provides an approximate income 

value that can be used in calculations for the adjustment.  

2. Next, these income values are adjusted for the cost of living in the geographic area where 

the panelist lives. This is calculated using price indexes published by the U.S. Bureau of 

Economic Analysis. These indexes, known as Regional Price Parities (RPP), compare the 

prices of goods and services across all U.S. metropolitan statistical areas as well as non-

metro areas with the national average prices for the same goods and services. The most 

recent available data at the time of the annual profile survey is from 2022. Those who fall 

outside of metropolitan statistical areas are assigned the overall RPP for their state’s non-

metropolitan area. 

3. Family incomes are further adjusted for the number of people in a household using the 

methodology from Pew Research Center’s previous work on the American middle class. 

This is done because a four-person household with an income of say, $50,000, faces a 

tighter budget constraint than a two-person household with the same income.  

4. Panelists are then assigned an income tier. “Middle-income” adults are in families with 

adjusted family incomes that are between two-thirds and double the median adjusted 

family income for the full ATP at the time of the most recent annual profile survey. The 

median adjusted family income for the panel is roughly $74,100. Using this median 

income, the middle-income range is about $49,400 to $148,200. Lower-income families 

have adjusted incomes less than $49,400 and upper-income families have adjusted 

incomes greater than $148,200 (all figures expressed in 2023 dollars and scaled to a 

household size of three). If a panelist did not provide their income and/or their household 

size, they are assigned “no answer” in the income tier variable. 

Two examples of how a given area’s cost-of-living adjustment was calculated are as follows: The 

Pine Bluff metropolitan area in Arkansas is a relatively inexpensive area, with a price level that is 

19.1% less than the national average. The San Francisco-Oakland-Berkeley metropolitan area in 

https://www.bea.gov/data/prices-inflation/regional-price-parities-state-and-metro-area
https://www.pewresearch.org/social-trends/2022/04/20/methodology-49/#adjusting-income-for-household-size
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California is one of the most expensive areas, with a price level that is 17.9% higher than the 

national average. Income in the sample is adjusted to make up for this difference. As a result, a 

family with an income of $40,400 in the Pine Bluff area is as well off financially as a family of the 

same size with an income of $58,900 in San Francisco.   

Overview 

To better understand the news influencers that 

Americans are getting news from on social 

media, researchers conducted an in-depth 

analysis of a sample of news influencers who 

posted about current events and civic issues on 

at least one of five major social media sites 

where news is often discussed: Facebook, 

Instagram, TikTok, X and YouTube. The 

analysis looked at personal characteristics of 

each news influencer as well as their online 

practices. 

For the purposes of this research, news 

influencers are defined as people who regularly 

post about current events and civic issues on 

social media and have at least 100,000 

followers on any of Facebook, Instagram, 

TikTok, X or YouTube. News influencers can be 

journalists who are affiliated with a news 

organization or independent content creators, 

but they must be people and not institutions. 

Account collection 

Overview 

There are very limited lists of news influencers, 

and few resources to verify those that do exist. 

Because of this, we compiled our own list of 

2,058 news influencers by searching for 

How we identified news influencers 

 

“America’s News Influencers” 
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accounts that regularly used news-related keywords on Facebook, Instagram, TikTok, X and 

YouTube. 

Keyword development 

The first step in this process was developing a list of news-related keywords that are relevant to 

current events and civic issues in the United States. Throughout late 2023 and early 2024, four 

researchers with expertise in the news media brainstormed related keywords and grouped them 

into 45 categories ranging from affirmative action to free speech to immigration. Each category 

had multiple keywords – sometimes dozens.  

In order to ensure we were not missing news events as they were occurring, in January 2024, we 

conducted daily reviews of transcripts of news on CNN, Fox News and MSNBC, as well as news 

highlights from NewsMax’s YouTube page and a review of Breitbart and Vox’s social media and 

homepage (to ensure a mix of the key points of discussion across the political spectrum). For the 

cable news channels, researchers downloaded transcripts from The Internet Archive’s TV Archive 

for each day in January 2024. Once downloaded, episodes were sent to OpenAI’s GPT-4 model 

with the instructions: 

“You are an AI assistant that helps extract information from text. You will be 

given a set of transcripts from cable news shows. For each episode, please tell us 

the main topics that are discussed.”  

Each day in January 2024, this team of researchers reviewed each summary statement, along with 

a manual check of NewsMax’s homepage, YouTube page, and social media; Vox’s homepage and 

social media; and Breitbart’s homepage and social media to discover major stories and potential 

related keywords. During the keyword brainstorming process, we searched for these keywords on 

social media sites to determine the extent to which they were being discussed on social media. 

The resulting set of 45 keyword categories plus keywords developed through this daily news 

review were used on each site, although the keywords were sometimes changed to reflect common 

practices of the site (such as the tendency to use hashtags) and the tools we used. 

Collecting accounts 

The general process for collecting accounts was similar across sites. Because automated search 

capabilities on these sites are limited, we used a set of social media monitoring tools to collect 

accounts. Once accounts were collected, we filtered for the number of times each account had a 

post that matched any keywords during the collection period because we wanted to limit the 

https://archive.org/details/tvarchive?tab=collection
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analysis to accounts that were regularly posting about news. The exceptions were TikTok and 

Instagram, as explained below. 

To augment this automated collection, we added influencers who were mentioned in articles about 

news influencers by prominent news outlets. 

This collection process resulted in 3,041,652 accounts across Facebook, Instagram, X and 

YouTube. 

After collection, but before manually visiting any account profiles, we looked at the names of 

accounts that had terms shared with at least nine other accounts. Those terms included publishing 

terms like “radio” or “TV” that suggested a news organization, country (e.g., “India”) and place 

names (e.g., “Boston”), and large institutions like the United Nations (“UN”) or Congress 

(“Congress”). During this process, two researchers quickly evaluated whether a given account was 

obviously an organization and not an individual and met to discuss accounts that they disagreed 

about. A total of 4,566 accounts across Facebook, Instagram, X and YouTube were removed this 

way. 

Facebook 

To develop a list of news influencers on Facebook, we turned to CrowdTangle, a social media 

marketing tool from Meta (Meta shut down CrowdTangle in August 2024). Only public Facebook 

pages were considered, not groups or private pages. We added two filters to this collection inside 

CrowdTangle: The minimum number of page followers needed to be 100,000, and they needed to 

post primarily in English. Across keywords, we collected 358,186 potential news influencer 

accounts. We further filtered this to only those accounts that posted about any news-related topic 

at least 30 times in January 2024 (excluding duplicate posts). This resulted in 7,218 accounts, 

each of which was manually reviewed. 

Instagram 

To develop a list of news influencers on Instagram, we first turned to CrowdTangle, a social media 

marketing tool from Meta (Meta shut down CrowdTangle in August 2024). We added two filters to 

this collection inside CrowdTangle: The minimum number of followers needed to be 50,000 

(during the consolidation process, that follower threshold was later raised to 100,000) and they 

needed to post primarily in English. Across keywords, we collected 181,850 potential news 

influencer accounts. We further filtered this to only those accounts that posted about any topic at 

least 15 times in January 2024 (excluding duplicate posts; we noticed in testing that the overall 

https://apnews.com/article/meta-crowdtangle-research-misinformation-shutdown-facebook-977ece074b99adddb4887bf719f2112a
https://apnews.com/article/meta-crowdtangle-research-misinformation-shutdown-facebook-977ece074b99adddb4887bf719f2112a
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rate of posting was lower on Instagram than other sites, so we lowered this threshold). After 

removing accounts with organization names, we were left with 3,818 accounts, each of which was 

manually reviewed. 

Upon inspection, we realized that several Instagram accounts that we had found in media coverage 

were not picked up by CrowdTangle. Out of concern for the comprehensiveness of this data, we 

augmented the list of influencers from CrowdTangle with those from two sources: first, 49 

influencers we had found in news articles that CrowdTangle did not pick up, and second, using 

Modash.io, a social media marketing tool. Because we already had a list of potential news 

influencers (including the ones we found in news articles), we used Modash’s account relevancy 

tool, which returns accounts that are similar to any provided account. For each account provided, 

we collected 45 relevant accounts (or three pages of results). Because there was some overlap 

between the sets of relevant accounts, this resulted in an additional 2,460 accounts, each of which 

was manually reviewed.  

TikTok 

To develop a list of news influencers on TikTok we used Modash.io, a social media marketing tool. 

Whereas other similar tools provide lists of posts that match a set of keywords, Modash’s search 

function for TikTok lists accounts that used any of the provided keywords in the last two months, 

resulting in 55,223 accounts. After filtering for accounts with at least 100,000 followers, we were 

left with 3,342 accounts, each of which was manually reviewed. 

X (formerly Twitter) 

To develop a list of news influencers on X, we used Meltwater, a social media marketing and 

analysis tool that can search the entire X firehose. Meltwater includes some advanced filters, 

which we used in our collection process, as well as some quirks in how it delivers data. We 

searched for all English-language posts from January 2024 that used our keywords (including in 

hashtags) and were from accounts with at least 100,000 followers.  

Because Meltwater only lets you download 20,000 posts at a time from its dashboard, we removed 

retweets and accounts that were known to be politicians, and then limited the time and keyword 

scope of each search we conducted to be below that 20,000-post threshold whenever possible, and 

posts were sorted by engagement before downloading. After downloading each post, we used only 

the account information and the number of posts matching each keyword – none of the other post 

data was used in analysis. This resulted in 39,618 accounts. 

https://help.meltwater.com/en/articles/4064549-data-sources-in-explore#h_17616c5737


115 

PEW RESEARCH CENTER 

www.pewresearch.org 

We then limited our analysis to accounts that had at least 30 posts in January and that matched 

our keywords. After removing accounts with organization names, we were left with 7,803 

accounts, each of which was manually reviewed. 

YouTube 

To develop a list of news influencers on YouTube, we used Meltwater, a social media marketing 

and analysis tool. Meltwater searches the titles and descriptions of YouTube videos from the last 

30 days to match keywords but cannot filter YouTube by language or follower count.  

Searching YouTube through Meltwater for our keywords in January 2024 resulted in 2,461,998 

accounts. We then limited this set to accounts that used those keywords at least 15 times (a lower 

number than other sites because we found that most accounts posted less frequently). Then, using 

the YouTube API, we collected follower counts for each account and filtered out accounts with 

fewer than 100,000 followers. After removing accounts with organization names, we were left with 

3,576 accounts, each of which was manually reviewed. 

Account verification and consolidation 

After this initial sample was concluded, researchers examined all 28,266 accounts that met our 

criteria to determine if the account was connected to a news influencer. We operationalized the 

above definition using several criteria: 

▪ Account must not be connected to an institution or organization 

▪ Politicians were excluded 

▪ Main topic needed to be related to U.S. news about current events or civic issues. We included 

accounts that broadly discussed international affairs, but excluded accounts that focused on 

one country – with the exception of accounts focused on the Russia-Ukraine war or the Israel-

Hamas war, due to the impact these conflicts have on domestic affairs. 

A set of coders was trained to identify accounts that met these criteria using a set of sample 

accounts from each social media site. Any disagreements were discussed between the coders and 

lead researcher. Intercoder agreement was measured using Krippendorff’s alpha. 

The mean alpha across sites was 0.694, with a minimum of 0.631 (YouTube) and a maximum of 

0.755 (X). 

▪ Facebook (0.691) 

https://developers.google.com/youtube/v3
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▪ Instagram (0.707) 

▪ TikTok (0.687) 

▪ X (0.755) 

▪ YouTube (0.631) 

This resulted in a set of 2,534 news influencer accounts. 

At this point, researchers had collected a set of accounts connected to potential news influencers. 

But an individual influencer can have accounts on multiple sites, and they may use different screen 

names on each site. 

Because this study focuses on influencers, not accounts, researchers examined each news 

influencer account above and connected it to any other accounts that influencer may have 

(including ones on the same site). 

During this step, researchers also verified that each influencer met the criteria to be a news 

influencer. Upon examining the number of influencers on each site, we determined that we could 

raise the minimum number of followers for accounts on Instagram to 100,000 to match other 

sites. 

This resulted in a final population of 2,058 news influencers across one or more of these sites, 

including: 

▪ Facebook - 122 news influencers  

▪ Instagram - 176 news influencers  

▪ TikTok - 300 news influencers 

▪ X (formerly Twitter) - 1,458 news influencers 

▪ YouTube - 207 news influencers 
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Account sampling 

There were vast differences in the number of influencers found on each site, with 122 influencers 

who had accounts on Facebook and 1,458 news influencers who had accounts on X (formerly 

Twitter). To account for these differences, and 

ensure there was a large enough sample size for 

each site, we sampled 500 influencers using a 

stratified sampling strategy with five strata, 

based on the site on which we found the news 

influencer. Strata were ordered according to the 

number of influencers, and influencers in 

smaller strata were removed from later strata so 

they did not have multiple chances for 

selection. 

Within each stratum, we sorted influencers by 

follower count and then selected a set within 

each stratum using list-based interval sampling. 

For the remainder of the analysis, each 

influencer was weighted by the probability of selection; influencers in each stratum were weighted 

equally because they had an equal chance of selection. 

Coding news influencer variables 

Once the sample was drawn, a team of coders was trained on a set of variables that analyzed key 

characteristics of each news influencer. 

The first analysis was an inspection of the online practices of the influencer, including the other 

social media sites they use, whether they host a podcast or offer a newsletter, their interactions 

with their fans through forums or monetization strategies, and whether they have a news 

organization affiliation. Coders were trained to find this information only on the news influencer’s 

social media account profile page (bio, banner image and profile photo, and any pinned post or 

featured video) and linked personal or professional website (these external links could be available 

on an influencer’s linktr.ee or similar page). Coders started with the social media account page 

discovered in the above process and only considered external pages or other social media accounts 

linked to from that discovered account. Each influencer was coded separately by two researchers, 

who then met to reconcile any differences. 

Sample sizes and weights of news 

influencers 

N of news influencers in each stratum 

 Total Sampled Weight 

Facebook 122 122 1 

Instagram not Facebook 157 101 1.55 

YouTube not 
Facebook/Instagram 179 99 1.79 

TikTok not 
Facebook/Instagram/YouTube 285 100 2.85 

X (formerly Twitter) no others 1,324 78 16.97 

“America’s News Influencers” 

PEW-KNIGHT INITIATIVE 
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The second analysis was a more subjective look at each influencer’s personal characteristics: their 

gender, political orientation and a set of values or identities.  

Gender  

Researchers attempted to determine each news influencer’s gender by examining how people 

identify (whether preferred pronouns or other self-descriptions, such as “wife” or “father”) in their 

social media profiles, personal websites or media coverage. If this information did not yield a 

result, researchers recorded the gender they perceived the influencer to be based on visual and 

other cues. While this may not correctly identify the gender of every influencer, the intent of the 

coding was to capture broad gender patterns among news influencers and not gender identities for 

individual influencers. 

The gender for a small share of news influencers could not be determined; this includes 

anonymous accounts and accounts run by multiple individuals with different genders (this came 

up rarely, primarily for accounts connected to podcasts or YouTube shows that were run by two or 

more co-hosts). 

Political orientation  

Coders looked at the news influencer’s social media account profile page (bio, banner image and 

profile photo, and any pinned post or featured video), linked personal and professional websites, 

and any major news media coverage. For political orientation, we also included each account’s 

recent posts. 

Influencers were categorized by whether they identified with a political party or ideology or 

expressed support for the Democratic or Republican presidential candidate in their social media 

profile, posts, personal website or media coverage. People who explicitly identify as conservative, 

Republican or express support for Donald Trump were categorized as right-leaning, while liberals, 

Democrats and people who have explicitly expressed support for Joe Biden or Kamala Harris were 

categorized as left-leaning. Researchers also considered other specific keywords or groups: For 

example, someone with “MAGA” in their account profile would be categorized as right-leaning, 

while someone who says they are “progressive” would be coded as left-leaning.  

Values/identities 

For values and identities, coders only looked at each influencer’s profile page and pinned posts or 

featured videos, because we wanted to find influencers that make these values and identities a key 

part of their public persona. These expressions could be made in words, images or emojis, and are 

often made through emoji flags (e.g., a Palestinian flag, an Israeli flag or a Ukrainian flag).  
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In these spaces, it is difficult to distinguish between a value and an identity: A rainbow flag, for 

instance, could be an expression of support for LGBTQ+ rights or a declaration of the influencer’s 

LGBTQ+ identity. In either case, an account with a rainbow flag would be coded as pro-LGBTQ+. 

Intercoder agreement for these variables was measured using Krippendorff’s alpha. The mean 

alpha across these variables was 0.84, with a minimum of 0.67 (political orientation) and a max of 

0.93 (gender and values and identities). Several value/identity variables were found only rarely, so 

we discussed the examples we saw at length. 

Below are the main measures and their alphas (minimum and average reported for variables with 

multiple, nonexclusive options, like select-alls):  

▪ Gender (0.93) 

▪ Political orientation (0.67) 

▪ Values and identities (min 0.87; average 0.93; max 1.0): 

o Pro-abortion rights (1.0) 

o Anti-abortion (1.0) 

o Pro-LGBTQ+ (1.0) 

o Pro-Ukraine (1.0) 

o Pro-Russia (not found) 

o Pro-Palestine (1.0) 

o Pro-Israel (1.0) 

o Other (0.87)  



120 

PEW RESEARCH CENTER 

www.pewresearch.org 

Data collection 

To get a better sense of what these news influencers were posting about, we next collected posts 

from each news influencer across three one-week periods: July 15-21, 2024, which was days after 

an assassination attempt on then-presidential candidate Donald Trump at one of his rallies, 

included the Republican National Convention, and ended with President Joe Biden dropping out 

of the race; July 29-Aug. 4, 2024, during which there was speculation about who Harris would 

pick as her running mate but few major events; and Aug. 19-25, 2024, which featured the 

Democratic National Convention. 

We collected posts from all five main sites using a set of automated scraping tools. Only original 

posts and quote posts (on X) were included, not reposts. For each post, the scraping tools provided 

all information that would appear to a person browsing the user’s profile, including the post’s title 

(where applicable), text or caption, closed captioning (on YouTube) as well as engagement metrics 

like the number of likes or shares the post received. These tools also were able to collect reels on 

Instagram and videos on other sites, but not Instagram stories or other short-term posts. Posts 

were scraped in August 2024. This resulted in 104,786 posts, across each site: 

▪ Facebook: 16,755 posts 

▪ Instagram: 9,815 

▪ TikTok: 3,514 

▪ X: 67,331 

▪ YouTube: 7,371 

Data processing 

After this collection process had concluded, we used a series of audio-to-text and video-to-text 

models to process and transcribe all video posts found on TikTok and Instagram so that we had all 

text-based data to work with (we were able to download closed captions for YouTube videos). Once 

these were converted to text, we passed all posts to OpenAI’s GPT-4 model along with an 

instruction prompt describing our codebook categories to obtain the applicable topic for each post. 

This was done using the following steps: 

▪ First, audio from video files was extracted and passed to an Audio Spectrogram Transformer 

model finetuned on the AudioSet dataset. This AST model inputs audio sequences, 

distinguishes speech from music, and then provides additional labels for the clip using a broad 

https://huggingface.co/MIT/ast-finetuned-audioset-10-10-0.4593
https://huggingface.co/MIT/ast-finetuned-audioset-10-10-0.4593
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ontology of everyday sound types. For this task, we only used this to identify videos that 

contained speech. 

▪ For videos where the AST model identified “speech” as the primary audio label, the full audio 

from the video was then passed to OpenAI’s whisper transcription model. For a balance of 

accuracy and fast processing time, we used the 769M-parameter “medium” version of this 

model.  

Classifying post topic 

Once all TikTok and YouTube videos were transcribed, we turned to the task of categorizing posts 

by their main topic. Because the volume of this dataset was too large for humans to code, we 

turned to OpenAI’s GPT-4 model. We provided the model with the full text, including any links 

that were in the text.  

For Instagram and TikTok videos, we provided the caption along with the full transcription. In 

testing, we found that long YouTube videos were difficult for both humans and GPT to code, so we 

only provided the transcript of the first approximately 3 minutes of the video. Additionally, when 

given YouTube videos to code, both humans and GPT were instructed to code based on the video 

text and then fall back on the video transcript if the topic was not clear from the video text. We 

added this instruction because we found that YouTubers often open their videos with a long, 

multisubject introduction that includes topics beyond the primary video topic, which was better 

indicated by the title. (To see the full prompt and codebook, refer to Appendix D.) 

The output of these models was validated in two stages. First, two coders were trained to code 

posts, including transcripts from video posts, according to an extensive codebook. The 

Krippendorff’s alpha for this coding was 0.78. 

Next, a validation set of approximately 1% set of the full dataset of posts was run through the GPT-

4 model (see Appendix D for the full instructions). Coders validated the set of topics and subtopics 

in the codebook. Across 10 topics, GPT-4 achieved a weighted average F1 score of 0.849, with a 

minimum of 0.615 and a maximum of 0.895. Across 26 subtopics, GPT achieved a weighted 

average F1 score of 0.798, with a minimum of 0.323 and a maximum of 0.932. We did not include 

any topics or subtopics in the analysis below 0.6; these were mostly general categories within a 

specific topic area. 

 

https://openai.com/index/whisper/
https://huggingface.co/openai/whisper-medium

