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PoliƟcal campaigns are shaped by media. Social media allows poliƟcians to manage their publicity, 

but it also requires skills to engage with consƟtuents and encourage voƟng. PoliƟcians pursue 

various tacƟcs to aƩract and influence consƟtuents on different plaƞorms. In a persona-centric 

presidenƟal elecƟon, candidates must maximize visibility and persuade voters. This study examines 

how presidenƟal elecƟon candidates Alexander Stubb and Pekka Haavisto built their poliƟcal 

personas through personalizaƟon and entertainment during the 2024 campaign. The analysis 

focuses on entertaining forms like emoƟonal appeal, authenƟcity, visual aestheƟcs, and lifestyle 

integraƟon that were used on their Instagram accounts. Instagram, as a recently poliƟcized 

plaƞorm in Finland, seemed to serve as a central arena for construcƟng the presidenƟal persona. 

While both candidates had unique styles and tacƟcs to showcase their strengths and preferences in 

public performances and communicaƟon, elements of entertainmenƟzaƟon can be found in both 

profiles. These elements include glimpses of the private sphere and the campaign backstage, 

humour, social media trends, engaging content, entertaining event types and their shares of 

parƟcipaƟng to entertaining formats in tradiƟonal media. 
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Over the past two decades, poliƟcal communicaƟon has been significantly shaped by the 

emergence of social media plaƞorms. In poliƟcal communicaƟon this has strengthened the debate 

on what scholars call the entertainmenƟzaƟon of poliƟcs, where poliƟcal content increasingly 

mirrors the logic of commercial media entertainment (Herkman 2008; Karvonen 2009). OŌen the 

entertainmenƟzaƟon of poliƟcs has been connected to the personal lives of poliƟcians and media 

has made public entertainment out of several relaƟonship scandals of poliƟcians (Herkman 2011, 

10; Isotalus 2017). This together with the persona orientated communicaƟon on social media (see 

Marshall, Moore & Barbour 2019; Enli & Skogerbø 2013) has also sparked discussion on 

personalizaƟon of poliƟcs (van Aelst, Sheafer & Stanyer 2012; Kannasto, Paatelainen & Isotalus 

2023). 

Instagram, with its emphasis on visual storytelling, has become a central plaƞorm where poliƟcal 

figures craŌ personalized, emoƟonally resonant content to connect with voters. The plaƞorm, 

showcasing a wide array of influencers promoƟng beauty products and lifestyle, has stabilized its 

posiƟon as a poliƟcal arena (Kannasto 2025b), where poliƟcians and parƟes, alongside influencers, 

use visual communicaƟon and trends to aƩract aƩenƟon to their cause and opinions. This trend 

was parƟcularly evident in the 2024 Finnish presidenƟal elecƟon campaign, in which Instagram 

served not only as a campaign tool but as a strategic arena shaping candidates’ communicaƟon 

logic. The profiles on social media do not just present candidates and their followers but collect 

central campaign strategies and shared informaƟon, create campaign atmosphere (Kannasto & 

Pöyry 2025), direct event planning, host live discussions and promote candidate-consƟtuent 

interacƟon. 

The establishment of social media as a central arena for campaign communicaƟon (see Laaksonen, 

Kannasto & KnuuƟla 2025) has increased various forms of entertaining communicaƟon and 

expanded their publicity (Klinger & Svensson 2015). This has manifested in, for example, portrayals 

of private life, such as videos of hobbies or family moments, content describing a poliƟcian’s 

typical day, backstage portrayals of the poliƟcal profession, personal likes and aƩributes, and 

performances in situaƟons that are not typical of the poliƟcal role. While social media offers 

opportuniƟes for personal and engaging communicaƟon with audiences (Enli & Skogerbø 2013), 

Finnish poliƟcians have typically adhered to topic-orientated communicaƟon (Kannasto et al. 

2023). 
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However, the candidate-orientated nature (see von Schoultz & Strandberg 2024) and naƟonal 

perspecƟve of the presidenƟal elecƟons require candidates to uƟlize various forms of publicity and 

seek the aƩenƟon and votes of the audience in mulƟple ways. Herkman (2011) explores how the 

entertainmenƟzaƟon of poliƟcs influences campaign messaging in Finland. He argues that the 

presentaƟon of poliƟcs as a form of entertainment, combined with social media’s visual language, 

has changed the way poliƟcal communicaƟon is consumed. This has led to campaigns that are as 

much about performing a relatable personality as they are about policy, with candidates carefully 

curaƟng their public image to appeal to both emoƟon and reason. The added social media 

communicaƟon may have led to more aƩenƟon and interest towards poliƟcians, which may have 

also brought increased poliƟcal knowledge that Rapeli’s (2025) findings show for the young, low-

educated and low-income respondents in 2020 compared to 2008. 

 

With this text, I open a discussion on how Instagram may serve as a central plaƞorm in poliƟcs for 

construcƟng engaging poliƟcal personas. By using the concepts of entertainment and 

personalizaƟon from poliƟcal communicaƟon research, the analysis focuses on the 2024 

presidenƟal elecƟon campaign in Finland and the two leading candidates, Alexander Stubb and 

Pekka Haavisto. Through qualitaƟve content analysis, the study invesƟgates how these candidates 

constructed poliƟcal personas and framed their campaign communicaƟon during the 2024 elecƟon 

campaign. The analysis focuses on discursive strategies that highlight emoƟonal appeal, 

authenƟcity, visual aestheƟcs, and lifestyle integraƟon. 

Herkman (2011) highlights that elecƟon publicity is intermedial and requires mulƟ-channel 

communicaƟon that considers different audiences. While a mulƟ-plaƞorm approach could 

construct a more holisƟc view on campaign communicaƟon, this study focuses on Instagram as a 

central arena of all campaigning. The importance of Instagram in the Finnish campaign 

communicaƟon for poliƟcians was solidified during the 2023 Parliamentary elecƟon (Kannasto 

2026). Therefore, it is jusƟfied to map out its relevance in the following presidenƟal elecƟon, in 

addiƟon to the plaƞorm’s undeniable posiƟon in persona construcƟon (Marshall Moore & Barbour 

2019). The hybrid media environment (see Chadwick 2013) of the 2020s calls for an update to 

Herkman’s (2011) examinaƟon of poliƟcal publicity, which this study approaches from the 

perspecƟve of entertainment. This study aims to examine the forms of entertainment in the 

Instagram campaigning of the 2024 presidenƟal candidates. The research quesƟons are as follows: 
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1) How was Instagram used in the presidenƟal campaign of the two leading candidates? 2) What 

kind of entertaining campaign content was seen in the elecƟons?  

The Finnish PresidenƟal elecƟons provide a compelling case due to the significant role of social 

media in these elecƟons. All candidates spread their campaigns to the most used social media 

plaƞorms. In the 2023 Parliamentary elecƟons, 23 % of voters followed elecƟon campaigning 

significantly on social media (Isotalo et al. 2023). Another interesƟng point is the candidate-

centered orientaƟon in Finland. First, Finnish voters tend to shiŌ their votes between elecƟons, 

and in the parliamentary campaigns candidates compete even against their own party list 

candidates (Söderlund 2023). Second, since the President in Finland holds less power in internal 

poliƟcs, the role is oŌen seen as more representaƟve and less crucial for party representaƟon. 

Therefore, the presidenƟal campaigns have a strong focus on personas. This fits well with social 

media, which has been suggested to encourage candidates to self-personalize due to its nature and 

logic (Enli & Skogerbø 2013; Metz, Kruikemeir & Lecheler 2020). 

Media and EntertainmenƟzaƟon of PoliƟcs 

In Finnish poliƟcs, elements of entertainment have taken various forms, from television 

entertainment shows to inƟmate media performances (Herkman 2011; 2010; 2008), and now to 

entertaining ”my day” -videos and TikTok trends. In poliƟcal campaigning, with the need to appeal 

widely to consƟtuents, different arƟsts have been brought to perform at campaign events, 

celebriƟes publicly endorse candidates, candidates appear in television entertainment shows, and 

they open up about their lives and personal relaƟonships in magazines. While these elements 

remain essenƟal parts of campaigning, new elements brought by social media have been 

introduced. In plaƞorms like Facebook, Instagram and TikTok, poliƟcians can use their profiles to 

connect with the public through personal posts, synchronous and asynchronous comment threads, 

private messages and live broadcasts. While at first social media seemed to be more of a new 

arena for one-way informaƟon channel for Finnish poliƟcians (Nelimarkka et al. 2020), audiovisual 

plaƞorms like Instagram and TikTok have brought new types of possibiliƟes for candidate-

consƟtuent interacƟon. More visual communicaƟon and live broadcasts are used to create 

connecƟon and seemingly authenƟc personas (Kannasto 2021). In addiƟon, backstage glimpses 

and less formal representaƟons of poliƟcians have entered their campaign communicaƟon in social 

media.  
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The importance of the media for poliƟcians is evident. Intermediality refers to the 

interconnectedness of different media forms and plaƞorms in the disseminaƟon of poliƟcal 

messages. Herkman (2011) emphasizes that modern elecƟon campaigns must navigate a complex 

media landscape where tradiƟonal and new media intersect. Chadwick’s (2013) idea of hybrid 

media explains this further as tradiƟonal media and social media complemenƟng and feeding each 

other. Kannasto (2021) discusses added publicity, where poliƟcians share beneficial tradiƟonal 

media stories of themselves in their own profiles, thus seeking more publicity for them 

(Paatelainen, Kannasto & Isotalus 2024). This intermedial approach allows campaigns to reach 

diverse audiences through various channels, enhancing the overall impact of their messages. 

Intertextuality involves the relaƟonship between different texts and how they reference or build 

upon each other. In the context of poliƟcal campaigns, intertextuality can be seen in how 

candidates’ messages are echoed and amplified across different media plaƞorms. For example, a 

candidate’s speech might be referenced in social media posts, news arƟcles, and television 

programs, creaƟng a web of interconnected content that reinforces the campaign’s key messages 

(Van Zoonen 2005, 12). By examining the interplay of intermediality, intertextuality, and hybrid 

media, this study aims to provide a comprehensive understanding of how these elements are used 

to communicate entertainment and public figures in poliƟcal markeƟng and influence during the 

2024 presidenƟal campaign. 

While the entertainmenƟzaƟon of poliƟcs and social media communicaƟon in poliƟcs oŌen draw 

criƟcism for overshadowing topical issues or undermining the importance of poliƟcs, they can also 

bring new interest and audiences to poliƟcal topics and poliƟcians, and aƩract voters. By making 

poliƟcs more approachable, democracy may strengthen with more people parƟcipaƟng in 

discussions and decision-making. For example, candidates with less resources have been found to 

make their way into poliƟcs with the help of social media. However, in the presidenƟal elecƟons, 

the leading candidate budgets ran well over a million and their brands were firmly grounded to 

their earlier established media visibility. The topic-orientated focus in Finnish poliƟcs (Kannasto et 

al. 2023; Isotalus 2017) also challenges candidates who try to establish themselves through pure 

celebrity poliƟcs. Nevertheless, there has long been a tradiƟon that candidates also seek addiƟonal 

visibility with the help of entertainment. For example, entertainment shows like TuƩu juƩu and 

entertainment magazines’ couple interviews have oŌen presented poliƟcal candidates during 

elecƟon seasons (Isotalus 2017; Herkman 2011). 
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PersonalizaƟon in Finnish poliƟcs, as discussed by Pekka Isotalus (2017), and later also Elisa 

Kannasto (2021), illustrates how poliƟcal figures are increasingly expected to perform their poliƟcal 

idenƟƟes in ways that are visually appealing and emoƟonally resonant. However, as also noted, 

personalizaƟon in Finnish poliƟcs has more to do with individuals represenƟng poliƟcal topics and 

agenda being narrated through them than with poliƟcians’ private lives and personal qualiƟes 

(Paatelainen, Kannasto & Isotalus 2024). There is a gap in research on Finnish presidenƟal elecƟon 

campaigns and how significant the backstage scenes and visual poliƟcs are for persona 

construcƟon in the age of social media. In addiƟon, so far, studies covering elecƟon 

communicaƟon on social media in Finland have been connected to the parliamentary elecƟons 

(Paatelainen et al. 2024; Nelimarkka et al. 2019) or municipal elecƟons (Nieminen, Kannasto & 

Isotalus 2022).Considering that in 2024, the presidenƟal elecƟon result was historically close, with 

only a 3.2 % difference between the candidates (Tilastokeskus 2024), more studies are also needed 

on presidenƟal elecƟon campaigning. The small difference highlights the importance of successful 

campaigns, as well as the importance of analyzing and learning from them. 

Social Media Campaign CommunicaƟon  

In general, poliƟcal campaigns have seen a shiŌ from emphasizing policy debates to focusing on 

individual candidates as brands, a shiŌ that plays into the broader cultural expectaƟons of 

authenƟcity and personal connecƟon. Kannasto (2021) highlights that social media encourages 

Finnish poliƟcians to frame themselves as ’real people’ through social media plaƞorms, blurring 

the lines between their personal and poliƟcal lives. In the broader context of social media’s role in 

poliƟcs, Instagram not only reflects the entertainmenƟzaƟon of poliƟcal communicaƟon but also 

offers poliƟcal discussion to the users. This phenomenon goes beyond the mere use of social 

media as a plaƞorm to communicate messages; it indicates a shiŌ toward poliƟcal branding, where 

poliƟcians not only communicate but also entertain, blending poliƟcal discourse with 

entertainment formats. While direct candidate-consƟtuent interacƟon and connecƟng through 

private life content has been seen as one of the appealing points of social media campaigning 

(Peng 2021), Finnish poliƟcians have oŌen refrained from it (Nelimarkka et al. 2020; Kannasto 

2021). Similar findings on poliƟcians not discussing their private life have been found in 2014 and 

2019 in the European Union elecƟons (Russman, Klinger & Koc-Michalska 2024). 
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In Finland, presidenƟal elecƟons hold unique significance compared to the parliamentary 

elecƟons, as the president is not just a poliƟcal figurehead but a symbol of naƟonal unity and a key 

player in foreign policy. The representaƟve importance of the elected president is oŌen highlighted 

in the campaigns and public discussion during the presidenƟal elecƟon, which oŌen also touch on 

the candidates’ appearance, rhetoric skill, language skills, family, and values. Thus, unlike in 

parliamentary elecƟons, where party affiliaƟon dominates, Finnish presidenƟal elecƟons 

emphasize the individual candidate’s character, leadership qualiƟes, and personal appeal. For 

example, the preceding President Sauli Niinistö was running as an independent candidate on his 

second term in 2018 to highlight his role as a candidate free from party Ɵes. Similarly, Pekka 

Haavisto was running as a candidate of an electoral associaƟon in the 2024 elecƟon to break away 

from the Ɵes of the poliƟcal party. In Finland, the president is elected by direct popular vote for a 

six-year term, and their role is largely ceremonial but crucial in terms of shaping Finland’s 

internaƟonal presence. However, the shiŌ in defence policy and Finland’s NATO membership in 

2023 brought more focus to naƟonal security and the president’s role during the 2024 presidenƟal 

elecƟons.  

Historically, the communicaƟon in presidenƟal campaigns in Finland have centered around mass 

media, but since the 2012 elecƟons, social media has played an increasing role in voter 

engagement and candidate visibility (Kannasto 2026). However, it has remained unclear what type 

of content is effecƟve in voter engagement and support as most studies seem to agree that 

strategies and results are highly individual between poliƟcians (Kannasto 2021; 2025). Regardless, 

social media has been significant for candidates; in the 2011–2012 presidenƟal campaign Pekka 

Haavisto was among the first candidates to uƟlize social media for campaigning. It has been argued 

that it was essenƟal for him geƫng to the second round and truly challenging Sauli Niinistö in the 

elecƟon (Suominen et al. 2013, 168, 253). The campaign of Haavisto seemed to learn from the 

successful social media campaign of Barack Obama in 2008 and he mobilized a lot of supporters on 

Facebook. On the other hand, Alexander Stubb was the first Finnish poliƟcian to bring TwiƩer into 

Finnish poliƟcs and was publicly called the most acƟve social media poliƟcian of his Ɵme 

(Hämäläinen 2017; Yle 16.6.2014). 

PoliƟcal figures are no longer just party representaƟves; they are media personaliƟes who must 

manage their image, public percepƟon, and personal narraƟve (Isotalus 2017; Kannasto, 

Paatelainen & Isotalus 2023). Moreover, the integraƟon of personal life with poliƟcal messaging on 
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Instagram has reshaped how candidates are perceived, offering them a plaƞorm where they can 

craŌ authenƟc, relatable personas that are visually engaging and emoƟonally charged (Enli 2017; 

Peng 2021). By 2024, Instagram has stabilized its role as an essenƟal tool for building poliƟcal 

brands, parƟcularly for candidates trying to reach new demographics and strengthen connecƟons 

with their already exisƟng ones (Kannasto 2026). Instagram’s role as a poliƟcal tool reflects broader 

shiŌs in social media’s impact on poliƟcal communicaƟon globally. Plaƞorms like Instagram 

facilitate a more direct and personal form of communicaƟon between poliƟcians and their 

consƟtuents, allowing for the development of an individualized poliƟcal brand. The Instagram 

presence of well-known poliƟcal figures like Victor Orbán, JusƟn Trudeau, SanƟago Abascal and 

Volodymir Zelenskyi has aƩracted wide research interest (LalanceƩe & Raynauld 2019; Sampietro 

& Sánchez-CasƟllo 2020; Szebeni & Salojärvi 2022; Plazas-Olmedo & López-Rabadán 2023). 

Data and methodology 

This study focuses on the Instagram posts of the two leading candidates who made it to the 

second round of the 2024 presidenƟal elecƟons, Alexander Stubb (NaƟonal CoaliƟon Party 

candidate) and Pekka Haavisto (electoral associaƟon candidate). In a larger upcoming study, the 

other parliamentary party candidates and their social media data will also be analyzed. The data 

for this study was collected as screenshots from the presidenƟal candidates public Instagram 

profiles @alexander.stubb and @pekka.haavisto.  

The data analyzed in this study consists of the feed posts from three months prior to the elecƟon 

day 10.2.2024. Between 10.11.2023-10.2.2024 Alexander Stubb published 444 posts and Pekka 

Haavisto 300 posts. These posts were analyzed using qualitaƟve content analysis. The theoreƟcal 

framework of the study relies on the blurring boundaries between poliƟcs and entertainment (Van 

Zoonen 2005, 12), the concept of hybrid media (Chadwick 2013, 89), and the intermediality of 

elecƟon communicaƟon (Herkman 2011).  

Analysis  

Both candidates communicated their professional backgrounds as an element of branding. These 

were built into short autobiographical clips or photos that someƟmes also included humor in the 

storytelling. Pekka Haavisto focused on communicaƟng his role in internaƟonal poliƟcs both 

through videos (Image 1a, 1b) and personal photos and their capƟons: ”In this photo I am in one of 
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the most dramaƟc situaƟons as an EU Special RepresentaƟve” (@pekkahaavisto 7.1.2024, 

translated by author). Haavisto highlighted situaƟons of negoƟaƟons and peace keeping and the 

extensive experience he has in diplomacy. This way he was able to build up his profile as an 

experienced professional who is fiƫng to the role of the president and represenƟng Finland in 

foreign poliƟcs. The data supports an earlier finding that poliƟcians oŌen use the element of 

professional background to claim authority and present experƟse in their self-branding (Kannasto 

2021). 

 

Image 1a. Haavisto poliƟcal experience (@pekkahaavisto 3.2.2024).  

Image 1b. Haavisto experience (@pekkahaavisto 10.2.2024).  

Candidate Stubb did not include descripƟons of his past poliƟcal role in the same way as Haavisto, 

possibly because of the negaƟve response to his previous poliƟcal role which also came up in the 

media discussion around the speculaƟon leading to his candidacy in the presidenƟal elecƟon. His 

previous experience in the Finnish poliƟcal scene includes a challenging government period. The 

data, as well as the presidenƟal debates during the campaign, imply that Stubb wanted to highlight 
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that the president’s role in diplomacy and foreign poliƟcs was more natural to him and aligned 

with his experƟse and academic background. His campaign focused on these aspects rather than 

on previous poliƟcal achievements or former role in domesƟc poliƟcs. When this experience was 

menƟoned in the data, it mainly took place in the endorsements from his former poliƟcal 

colleagues (Image 2). 

 

Image 2. Stubb endorsements (@alexstubb 30.1.2024, 8.2.2024, 17.1.2024, 10.2.2024).  

The posts on Pekka Haavisto’s account showed a connecƟon with culture and arts, highlighted his 

professional experƟse as well as his internaƟonal poliƟcal experience in peace negoƟaƟons and 

defense poliƟcs, and presented endorsements from both cultural celebriƟes and ordinary ciƟzens. 

Endorsements also played a smaller role in his Instagram feed than those posted on Stubb’s profile 

(Image 2). They generally appeared as selfies, rather than official statements of endorsement that 
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had been created as a disƟnct type of post on Stubb’s profile. Both candidates had their own 

poliƟcal networks of other poliƟcians, which were used to construct their persona and supporter 

base (Image 3a, 3b). 

 

Image 3a. Haavisto with Sanna Marin (@pekkahaavisto 10.2.2024).  

Image 3b. Stubb with Sari Essayah (@alexstubb 2.2.2024).  

The data highlights that both leading candidates had background in poliƟcs, earned media 

coverage easily and had their disƟnct follower and voter base. Thus, the main task in the 

campaigns seemed to be more about amplifying the messages, confirming the moƟvaƟon and 

promises to the public and reminding the consƟtuents what kind of representaƟon they would get 

from each candidate. It seems that in both candidate’s cases, the various endorsements, public 

figures, and emoƟon provoking content were used to moƟvate consƟtuents to join the candidate’s 

movement and to vote. In addiƟon, the campaigns emphasized the strong will of both candidates 

not to highlight opposiƟons or engage in negaƟve campaigning – both openly condemned negaƟve 

statements and mobilizaƟon in their own campaigns. 
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Image 4a. Jogging together (@alexstubb 11.1.2024).  

Image 4b. Kela performance (@pekkahaavisto 27.1.2024).  

Overall, Alexander Stubb’s posts showcased a profile featuring sports (Image 4a), Finnish nature 

scenery and acƟviƟes, business life and athlete endorsements (Image 2), media performances, 

such as podcasts, entertainment television along with a more relaxed background portrayal with 

informal clothing (Image 3b), home seƫng photos and sport training (Image 5). This type of private 

life content can make the candidate more approachable, an ordinary person, which can be viewed 

posiƟvely especially in Finland, which represents a low hierarchy society. The wife of Stubb, 

Suzanne Innes-Stubb was included in the campaign through seemingly natural occasions where the 

couple parƟcipated in events together or Suzanne gave comments in videos. These added 

personality and humor to the campaign, for example when Susanne stated in a video that she 

would not say who she voted for because of the Finnish ballot secrecy. In addiƟon, several photos 

highlighted the community atmosphere, with crowd appeal and smiling or “hype-like” people, 

emphasized by the number of crowd photos in the data. 



13 
 

WiderScreen 28 (1–2) 2025: Popcornit esiin! – viihteellistyvän mediayhteiskunnan haasteet 

 

Image 5. CollecƟon of private content Stubb (@alexstubb 5.1.2024, 10.2.2024, 7.1.2024, 10.2.2024, 

10.2.2024).  

The data from the account of @pekkahaavisto included several images presenƟng Haavisto’s 

spouse Antonio Flores, who parƟcipated in the campaign by, for instance, hosƟng events. They also 

aƩended events and interviews as a couple. One example was a video series of short clips where 

they would answer inƟmate or humorous quesƟons that started with “Which one of you is most 

likely to?” (Image 6). These posts together with several posts depicƟng only Haavisto or him with 

someone else created an inƟmate atmosphere in Haavisto’s feed compared to Stubb, whose posts 

oŌen included crowds and several people and fewer, selected portrayals of only him or him with 

his wife. While the data in @alexstubb included several glimpses of the private sphere (Image 5; 

Kannasto 2021), Haavisto also commented on the private in, for example, a post explaining his 
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clothing style: ”The deeper meaning of my choice of Ɵes has been pondered in both the blue and 

red Ɵe. The reason for the choices is not a poliƟcal stand but is standing right here. Luckily, I have a 

good criƟc at home” (@pekkahaavisto 8.2.2024). 

 

Image 6. CollecƟon of Haavisto with Antonio (@pekkahaavisto 2.1.2024, 11.2.2024, 11.1.2024, 

3.2.2024, 8.2.2024).  

The two presidenƟal candidates used various plaƞorms to spread their messages but oŌen 

brought the content on their Instagram that seems to funcƟon as a central communicaƟon space 

of diverse forms and styles of content. In the published posts, content that can be interpreted as 

entertaining was found in both the relaxed content and official media formats intended for broad 

audiences (Street 2012, 34). Both candidates also published their own media, vodcast (podcast 

also offering a video from) “A-talk” by Alexander Stubb and an audio form “Saturday leƩer” by 

Pekka Haavisto which were shared and marketed in their Instagram. In “Alex Talk,” Stubb discussed 
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with known Finnish people like arƟst Samu Haber and social media influencer Auri Kananen (Image 

7a), which could also engage the followers of these celebriƟes. These can be viewed as similar to 

celebrity endorsements. Haavisto’s Saturday leƩer included story telling from past experiences and 

views about current issues that were meant to represent the candidate’s persona. 

 

Image 7a. A-talk influencer Kananen (@alexstubb 28.12.2024).  

Image 7b. Saturday leƩer by Haavisto (@pekkahaavisto 6.1.2024).  

The data implies that both candidates built their persona and promoted engagement also through 

selecƟve glimpses to the backstage (see Marshall, Moore & Barbour 2019; Kannasto 2021) of the 

campaign trail (Image 5, 6, 8a, 8b). By bringing these non-public images to their audiences, the 

candidates may try to build a closer connecƟon and give the impression that the public gets to 

parƟcipate in their personal life. These types of backstage images are more rare than the public 

performances and media images that are available to anyone. For a poliƟcian they can offer an 

asset to engage more followers; they funcƟon as sort of promises to the audience that they see 

what is actually happening – not just what is public. However, as images 8a and 8b show, even 

these are carefully craŌed in the feed and selected to deliver a specific message; the need to rest 

like anyone else in the midst of hard work and the need to prepare for media performances. 
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Image 8a. Backstage Stubb (@alexstubb 16.12.2023).  

Image 8b. Backstage Haavisto (@pekkahaavisto 8.1.2024).  

The forms of entertainment in the campaign can be classified using both media formats and 

content types, including for example tradiƟonal women’s magazine relaƟonship interviews, 

television entertainment programs (Dahlgren 2009, 56), as well as new forms such as parƟcipaƟng 

in TikTok trends and podcast appearances. AddiƟonally, tradiƟonal market events were renewed by 

creaƟng a campaign atmosphere with, for example, sports events (Image 4a). Campaigns also 

uƟlized various public figures who funcƟoned as endorsers and content creators on their social 

media accounts (Enli & Skogerbø 2013). In addiƟon, well-known poliƟcians became valuable 

networks to feature in selfies and endorsement posts with the candidates (Image 3a, 3b, 4b). Last, 

backstage glimpses offered descripƟons from the campaign trail (8a, 8b), introducƟons to the 

candidates’ personal preferences, and feeling-orientated posts about campaigning and the public. 

Results 

This study examined the forms of entertainment seen in the 2024 presidenƟal campaign focusing 

on Instagram. The plaƞorm was used to spread tradiƟonal media content, performances on 

debates or other television shows, portray public campaign events and appearances and to share 



17 
 

WiderScreen 28 (1–2) 2025: Popcornit esiin! – viihteellistyvän mediayhteiskunnan haasteet 

more personal moments and feelings that were fiƩed into the visual communicaƟon mode of 

Instagram. While the posts in both accounts in the data mainly followed poliƟcal everyday seƫngs 

already typical for the Finnish poliƟcal Instagram (see Lindholm, Carlson & Högväg 2021), they also 

show the development and stretching boundaries of private and professional (see Kannasto 2021) 

that have been seen in the poliƟcized Instagram in Finland. 

The data shows that the two candidates and their Instagram posts differed in style, portrayal of 

experƟse, lifestyle content, endorsement categories, included personas, and networks. For 

example, while Haavisto would oŌen be represented in photos wearing a suit and in official 

seƫngs, the photos of Stubb also included the backstage seƫng and relaxed outlook. This may 

also be the result of the sports dimension in Stubb’s campaign; the events included cross country 

skiing and other exercise acƟviƟes while Haavisto’s campaign included cultural events, like concerts 

and his DJ performances. 

While aiming to aƩract the majority of consƟtuents in Finland, the disƟnct styles in reality appeal 

to different demographics. However, it is noteworthy that because of their extensive experience in 

publicity and poliƟcs, both candidates had well known recognizable personal brands and they were 

the leading candidates in the presidenƟal race from the start. This may have influenced the type of 

content and the ease in selecƟon of content and limiƟng certain topics. It also needs to be 

recognized that both candidates were experienced performers with the media. Simultaneously 

both candidates already had a dedicated supporter base in the beginning of the campaign, so the 

campaigns were more about emphasizing the selected brand elements instead of building them 

from scratch. Both candidates also had visible networks and poliƟcal capital that they could uƟlize 

in the campaign. This emphasis is evident, for example, in posts that highlight professional 

experƟse. 

Discussion 

The data from the 2024 elecƟon demonstrated how candidates like Stubb and Haavisto can use 

Instagram to shape their public personas. Both candidates used the plaƞorm for curated posts that 

showcased their personal values, interests, and lifestyles, in addiƟon to their poliƟcal messages. 

These could be shaped as entertainment by choosing the format, adding visual focus or formaƫng 

the content into a private sphere or entertaining style. Stubb’s campaign, for instance, focused on 

appealing to both younger and older demographics, using visuals to emphasize his leadership 
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capabiliƟes while also presenƟng relatable, behind-the-scenes moments. The campaign theme 

“Together” was emphasized with displaying crowds, creaƟng events where people were in a good 

mood, for example the joint skiing and walking events. Haavisto, in contrast, leveraged his 

Instagram presence to emphasize personal connecƟons and emoƟonal engagement with followers, 

presenƟng a narraƟve that was as much about humanizing himself as it was about his policy 

agenda. The photos concentrated on Haavisto alone or him with another person, portraying more 

inƟmate connecƟons and highlighƟng poliƟcal profession and background.  

The findings on both candidates support earlier study on the Instagram of Zelenskyi, where he was 

found to strategically combine the backstage with the professional seƫngs, and to use the 

plaƞorm tools that support communicaƟon (Sampietro & Sánchez-CasƟllo 2020). Both approaches 

also support Kannasto and Pöyry’s (2025) findings on social media mood-seƫng in campaigns and 

their difference between individual poliƟcians. This may be because, as BosseƩa and Schmøkel 

(2023) conclude, different audiences respond and reward the emoƟon from poliƟcians differently 

on different plaƞorms. While the data implies cross posƟng between plaƞorms, it must be noted 

that the candidates in quesƟon may also seem different if a different plaƞorm was chosen as the 

focus point.  

Drawing on the theory of poliƟcal personalizaƟon (Langer 2010; van Aelst et al. 2012), the data 

implies that Instagram facilitates the branding of candidates as individuals – poliƟcal figures who 

are constructed and perceived as mulƟ-dimensional personas. Karvonen (2009) has described this 

type of focus and aƩenƟon on individual poliƟcians as the entertainmenƟzaƟon of poliƟcs. Each 

candidate seemed genuine, highlighƟng their personal preferences making them also this way 

approachable and relatable to those sharing the same values. This trend has reshaped campaign 

strategies, where candidates are required to create a cohesive, appealing image that resonates 

emoƟonally with voters. For example, the elements presented on Instagram for Alexander Stubb 

seem to have been strategically planned to serve Instagram as a central publicity forum. The 

events aƩract crowds which can then be shown in the imagery, convenient tradiƟonal media clips 

can be used to highlight appealing personal representaƟons and along with high quality studio 

images, quick snapshots of the sleeping candidate on the back seat of the car bring a humane 

perspecƟve to the audience.  

Instagram also serves as an arena for added exposure (see Kannasto 2021) in the presidenƟal 

campaign; the plaƞorm affords the candidates to share other media content, to control their 
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representaƟons through edits and other tools, to promote interacƟon, and to earn media visibility 

with the content they publish. This in turn highlights Herkman’s (2008) conclusions on 

mediaƟzaƟon and personalizaƟon and suggests that the transformaƟon has even deepened – in 

2024 campaign tacƟcs are deeply connected with media and communicated through so much that 

even live meeƟngs may carry an undertone of strategic media broadcasƟng. At the same Ɵme, 

entertainmenƟzaƟon becomes essenƟal – drawing aƩenƟon while doing and debaƟng poliƟcs may 

be vital with intertwining poliƟcal and media logic and winning the baƩle for aƩenƟon. This 

interplay of intermediality, intertextuality and hybrid media challenges studying the campaigns, as 

content becomes almost untraceable to its origins and highly interconnected. However, in the 

presidenƟal campaigns of Haavisto and Stubb, Instagram seemed like a central meeƟng point, the 

digital campaign tent with the essenƟal campaign content unifying endorsements, public events, 

backstage stories, media performances and candidates’ feelings and representaƟons. 

The data implies that visual storytelling and emoƟonal engagement are becoming central 

strategies in modern campaigning, especially in candidate-centered campaigns like the presidenƟal 

campaign. When poliƟcal topics seem complicated and narrow in scope, even far from the 

consƟtuent’s everyday life, or especially if differences of opinion seem minimal, it may be more 

appealing and effecƟve to discuss lifestyle, portray values through personal life (c.f. Kannasto 2021) 

and focus on presenƟng poliƟcal experƟse through background presentaƟons and career narraƟon 

instead of poliƟcal arguments. In Finland, the president’s role is not Ɵghtly connected with 

domesƟc poliƟcs, for example taxaƟon, health care or employment and the candidates seemed to 

make sure not to touch those issues to avoid any unnecessarily lost votes. In addiƟon, in a mulƟ-

party system the differences between candidates on topic issues falling under the presidenƟal rule 

may seem insignificant with everyone promoƟng the naƟonal interest and cauƟon in world poliƟcs 

and highlighƟng the role of parliamentary representaƟon in domesƟc policy so the big separaƟon 

points are bound to remain in persona representaƟons and brand. This adds the importance of 

visibility and publicity for the candidates so the strategies may also focus on added exposure 

instead of poliƟcal influence during the campaign. The focus on decision-making and policy will 

come later.  

As the data indicates, the fear of entertainment possibly overshadowing poliƟcal agenda and 

affecƟng decision making also has its place in Finland. Therefore, more studies are needed to 

explore the engagement and possible effects on voƟng of the increased social media campaign. It 
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also remains essenƟal to map out the transformaƟon in styles of social media campaigning. 

Especially with the fragmentaƟon of social media communicaƟons and the focus being directed to 

and through various plaƞorms forces to add plaƞorm-specific and comparaƟve research that also 

focuses on the highly mulƟmodal content and strategies behind producing it. The added 

professionalism in poliƟcal communicaƟon focusing on campaign Ɵmes in Finland (Kannasto 2025) 

would also need to be studied more to understand the effects of budget and voƟng results. While 

social media seems to steer and reshape campaigning, the audience needs more understanding in 

what and how strategies are formed and executed to gain power in decision-making and society. 

The 2024 Finnish presidenƟal elecƟon, viewed on Instagram and the concept of poliƟcal branding, 

illustrates how social media plaƞorms can serve as central arenas where personal narraƟves, 

branding, and entertainment intersect, ulƟmately shaping electoral outcomes. Social media brings 

the candidates to the most inƟmate space of every consƟtuent; content is browsed everywhere 

where individuals take their phones. Through humane images, hype crowd portrayals and videos 

where the candidate speaks directly to the camera, the candidates can break the barriers of official 

communicaƟon by mediaƟng an almost inƟmate direct candidate-consƟtuent connecƟon where 

the voter can feel like being present in every campaign event and the community created around 

the candidate. It remains to be seen how strong of a posiƟon entertainment has on poliƟcs or if 

the focus should rather be on studying professionalizaƟon and its effects in poliƟcal 

communicaƟon (c.f. Herkman 2008; Kannasto 2025). The current trend seems to imply that social 

media aƩracts more entertaining content. And as parƟes and poliƟcians conƟnue to look for ways 

to draw aƩenƟon and engagement (Kannasto 2025), new strategies, styles and aƩempts conƟnue 

to push the tradiƟonal norms of poliƟcal communicaƟon.  
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