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Election 2016: Campaigns as a Direct Source of News

Sixteen years afer Pew
Research Centeros
of digital communication in a
presidential campaign, social
media is central to

candi datesdo ou
public, changing the role and
nature of the campaign
website. While the candidate
website still serves as a hip
for informati on and berniesanders.col hillaryclinton.com fonaldjtrump.
organization, it has become

leaner and less interactive compared with four years ago. Canpaigns are active on social media
though even here the message remains a very controlled one, leaving fewer ways overall for most
voters to engage and take part.

Two separate studiesexamining the campaign websitesof Hillary Clinton, Bernie Sanders and
Donald Trump from May 1 -June 15 2016, and onFacebook and Twitter from May 11-May 31,
2016, find that :

Clintonds c am@mmast entirelyhbgpassed the news media while Trump draws

heavily on news articles. Cl i ntondés website offers two main sec
updates, both of which mimic the look and feel of a digital news publisher, but oriented around

original content produced in -house. Trump, on the other hand, mostly posts stories from outside

news media on his website.This pattern is also evidenton s oci al medi a, where 78
links in Facebook postssend readersto news mediastories while 8 0 % o f  Cdiractriollowerd s

to campaign pages. On Twitter, a similar tendency emerges in what each links to. Sanders, for the

most part, falls in between the two.

On websites, citizen content is minimized or excluded altogether; in social media,
Trump stands out for highlighting posts by members of the public.

Unlike previous cycles, none of the sites offers the userthe option to create a personal fundraising
page, nor do their news verticals have comment sections.And only Sanders affords supporters the
ability to make calls on his behalf, offering customized scripts; the other candidates limit outreach
to donation requests and email and volunteer sign-ups. Moreover, it was rare for any of the three

www.pewesearchorg
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to repost material on social media from
outsiders (there were almost no re-shares on
Facebook and only about two-in-ten tweets
from any of the candidates were retweets).
Only Trump tended to include members of the
public in his reposts: 78% of his retweets were
from members of the public, compared with
none of Clintonds and GREATESETURNOUT 8
focus on the public also stands apart from el
201 2, when only 3% of
the period studied and
retweeted members of the general public.

None of the three websites featured any
distinct section addressing specific

voting groups or segments of the

population T a popul ar feature of
campaign websites in 2008 and 2012 .In
2012, Odampaigntofered opportunities
to join 18 different constituency groups, while S e
visitors to Romneyédés w e ™ Wo wil naver stop Sghting for what s ight

from nine different voter group pages. In

2008, both candidates offered around 20 such dedicated pages.In 2016, this feature is no longer

present There are still #@Aissueodo pages which explain th
do not allow for longer -term ways for voters to identify with the candidate or connect with other

supporters.

Facebook and Twitter usher in a new age in audiovisual capabilities. Candidates were
already experimenting with regularly posting videos in 2008 and 2012 as YouTube increased in
popularity, though to a minimal degree. By contrast, Clinton posted about five videos a day on
Facebook and Twitter during the time period studied and embedded video in about a quarter of
both her total tweets and Facebook posts. Trump, who averaged about one video a day on social
media, was least likely toinclude regularly updated videos on either social platform (only 2% of his
tweets, for example).

These are some of the findings from a twa part study of how the presidential campaigns serve as
direct sources of news and information to the public. The analyses ofsocial media postsand
websitesrepresent a time period in the campaign when Trump had become the presumptive

www.pewesearchorg
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Republican nominee and Clinton was still trying to secure the nomination as Sanders fought on.
Also included is a look over time at evolution of campaign information available online , from web
portals and news sites to the websites of the presidential campaigns themselves.

www.pewesearchorg
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1. Presidentia | candi datesd changing
web

In 2016, presidential
campaigns still deploy and Clintonds original contel
maintain websites as a way of | mage of Hillary Clintonds 6The Fee
communicating with and W i A s s sssnes: i
mobilizing voters. But as e oo

campaignsincreasingly
prioritize social media
outreach, the role of
campaign websites has
changedi and in some cases
narrowed.

(de

A new Pew Research Center
study of the campaign
websites of Democratic
presidential candidates e eyt ehwaton workegs ot of monew et eok
Hillary Clinton and Bernie

Sanders and Republican

Donald Trump finds that
Clintonds website
around original news

content, while Trump mostly Hay que bajar los costos de la educacin superior. Aqui el plan de Hillary

posted stories from outside L

news media, and Sanders was

somewhere in betweenlin N S . o :

Source:The official presidential campaign websitef Hillary Clinton, June 12, 2016
addition to news updates, the OEdtei on 2016: Campaigns as a Direct Sour
three candidates also PEW RESEARCH CENTER
published some static
content, particularly
statements on their policy positions (in Trumpb6s ¢

Gone are some of the features that in 2012 gave peopl a place to comment or express opinions on
the campaign websites. For Clinton in particular , message control extended to the news items

1 Other Republican candidates suspended their campaigns shortly after the data collection period began, leaving too little ma&te study
and therefore hey were not included in this analysis.

www.pewesearchorg
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produced: Her campaign hasalmost entirely bypassed the news media in terms of web content,
instead emphasizing news produced in-house, si mi | ar t o Obam@hdwhappr oach
number of her news updates did contain links to outside news media).

Another stark difference compared with the previous two election cycles is the absence of specific

areas on their websitesaimed at different social and demographic groups such as seniors, African
Americans or rur al Ameri cans. I n 2012, visitors to
join 18 different constituency groups, among them African -Americans, women, the LGBT

community, Latinos, veterans/military families or young Americans, with content targeted to each

constituency. The Romney campaign featured a communities section that by early August 2012

featured nine groups with specialized content. In 2016, none of the three websites studied have a

dedicated page or customized content for these kinds of voter groups.

This analysis is part of a larger study by Pew Reseach Center of the news and information that

campaigns directly communicate to voters, which is also the third in a series of reports on
presidenti al candidates6 digital footprints. This
of the 2012 and 2008 major party candidates, offers something of a time capsule, reflecting the

political priorities and digital communication strategies of the moment.

This analysis is focused on the static features of
May 1 and June 15, 2016, a period in the campaign when Trump became the presumptive

Republican nominee and Clinton gained momentum over Sanders in her quest to secure the

nomination. 2 More details on the methodology for this report can be found here.

Candidates differ in the news they offer and the orientation of their sites

Candidate websites have, in four yearsdé time, becc
averaged twooriginal posts per day during the time period studied (though if Spanish translations

of the English-language posts were counted, that number would rise to three), while Bernie

Sandersd and Donal d Tr umpodiginal paosts pesdayeFaequent lalog postea ged t
helped boost the average numberof posts per day in2012toe i ght f or Obamads websi
for Mitt. Romney®&s

Clintonds site offers two matao Bectcampafgn: nBWkeL
AThe Briefing, o both of which mimic the I ook and f
professional styling and, in the case of The Feed, bylines. All of the content appears to be original

and produced in-house; it consists of text-driven articles, some with videos embedded, but few

2 The time period studied in the 2008 report was Aug-$ept. 9, and in 2012, it was June 4.7.

www.pewesearchorg
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traditional press releases:3 The site connects with its Spanish-speaking audience by providing
translations of English -language posts in The Feed. During this period,20 Spanish-language posts
were found, the vast majority of which were translations of English -language news items There is
no section on the site for links to external news articles a choice also made by the Obama
campaign in 2012.

Tr u mp 6dffersniuthdess originalne ws content than Clintonbds. What
of press releases found in a dropdown menu of the
studied, no Spanish content was identified among the news items posted by the Trump campaign.

The same meau offers another section full of links and excerpts from articles produced by outside

sources such as Fox News or CNN, content that forms the majority of the news material offered by

the site. The Trump site does offervideo content, but these videos largely appear in sections

devoted to the candidatebés policy poswhichasemst and pr
part of the purview of the news analysis here. Some videos on the Trump site are clips from

outside news organizations and appear underthe Media tab.4

Sanders6 site contains elements that overlap with

Dailyodo is a repository for news articles from out s
campaign. The A News 0presereldasemand ociginal pasts thas give updates

from the field, though these sections were not as
ti me period studied here. Some of these posts, as

were also three Spanish translations of news items.

A tightly controlled platform

One aspect of campaign websites that has fluctuated in recent election cycles is the balance
between a tightly controlled message and public participation. In 2016, the emphasis of all
campaigns is clearly on the message, especially when it comes to news content.

3The news feed posts on Clintond6s site were byl ineadftheauthwsugh no i nforr
4 Each of the three candidates offer a section on their websites explaining their policy positions and platforms. These wericladed in the
accounting of total news updates appearing on the sites.

www.pewesearchorg
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Unlike previous cycles, none of the sites offerthe user the option to create a personal fundraising

page. I'n addi ti

on, candi

dat esod

news

vertical

When it comes to other kinds of public engagement, Sanders stood out for offering certain options
on his website for people to bemme involved in the campaign, both in online and offline ways.
Visitors to the Sanders website can find out how to make calls on behalf of the candidate with
customized scripts. The site also provides prescripted tweets on behalf of the candidate. For
Clinton and Trump, voter engagement is mostly limited to email and volunteer list sign -ups and

requests for

site offers as well.

donat.

ons

and,

i n ClI

i i nvhichthé Sandera s e

The relatively static nature of these website designs may reflect the idea that social media
platforms have become the new place for more interactive engagement with citizens (thoughthe

Ce nt spals analysiso f

candi

dat es b

ssuggests this ismet@ntirely theccase)v |t vy

Nevertheless, aside from some links to social sites, website visitors do not get much of a window

into what candidates are
saying on socal media. While
the websites of all three
candidates studied here link to
their social media feeds (these
include Facebook, Twitter,
YouTube and now Instagram
for each, with the addition of
Pinterest for Clinton and
Tumblr for Sanders), neither
Clinton nor Sanders includes
any of their live social feeds on
their websites. Trump, on the
other hand, displays his live
Twitter feed in a widget on his
homepage.

One hallmark of campaign

Instagram now a campaign website staple

Links to social networking sites present on campaign websites

2008

Obama McCain
Facebook X X
Twitter
YouTube X X
Instagram
Pinterest
Tumblr
Google+
Flickr X X
Spotify
Myspace X X

2012
Obama Romney
X X
X
X

X X X X X X X X

2016
Sanders Clinton Trump
X X X
X X X
X X X
X X X
X

Source Pew Research Center analysis of the officiatesidential campaign websites of
major party candidates from Augs-Sept 9, 2008, June 4017, 2012, and May 18June 15,

2016.
OEl ection 2016:

PEW RESEARCH CENTER

Campaigns

as a Direct S

websitesin 2012 and 2008 was outreach to voter affinity groups , with offerin gs of customizable
information and ways to connect with people of similar backgrounds or interests. In 2012,

Obamabds

Romneyds websi

t e

c adfergal apipaytunities to join 18 different constituency groups , while visitors to
coul d twtbrgroup pagds.rinc2@®8, hathncandidhied f er e n

offered roughly 20 such dedicated pages.In 2016, this feature is no longer present. None of the

www.pewesearchorg
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three websites featured any distinct section addressing specific voting groups or segments of the

population. Ther e ar e st i |ilp afigi esss udeedd ipcaagteesd t o t he candi dat
i ssues, which were also present in earlier years.
explain his position on Veterans Administration reforms and Second Amendmen t rights; Sanders

has pages about his views on native Hawaiiansd rig
workerso6 rights and LGBT rights. These allow a vis

policy or group-related issue but do not allow for a way to identify with the candidate or connect
with other supporters .

One type of customization all three campaigns offer their visitors is at the state level, though this

feature has been Gtavelfayes xaimed@i battegraundéasd psntary states at

the time of the studyébés field period, but since ex
Columbia i mainly offers individuals the opportunity to sign up to volunteer. The 50 state pages

(as well as the District of Columbia and U.S. territories) on the Sanders campaign site feature

i nformation about voting in each stateds primari es
requirements and early voting dat esedacAstomizede t i me ¢
option for 37 states. However,the link to this feature was later removed from the homepage.

www.pewesearchorg
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In 2016, campaign websites do not have dedicated pages to voter groups
Campaign website pages dedicated to specific voter groups, 2008, 2012, 2016

2008

Obama
African Americans

Americans abroad

Americans with
disabilities
Arab Americans

Asians & Pacific
Islanders

Environmentalists

Generati
(25 to 35)

Jewish Americans

Kids (Under 18)

Labor
Latinos/Hispanics
LGBT

Native Americans Lebanese Americans|

People of Faith

Republicans for
Obama

Rural Americans
Seniors

Students

Veterans/Military
Families

Women

Professionals/ Nuses

McCain
African Americans

Americans with
disabilities
Arab Americans

Asians & Pacific
Islanders

Bipartisans
Catholics

Environmentalists

Future Leaders
(25 to 45)

Health Care

Jewish Americans
Latinos/Hispanics
Lawyers

Racing Fans

Small Business
Leaders

Sportsmen

Veterans/Military
Families

Women

Obama
African Americans

Americans with
disabilities
Asians & Pacific
Islanders

Educators

Environmentalists

Health Gare

Professionals/ Nurse:

Jewish Americans
Latinos/Hispanics

LGBT

Native Americans
Parents
People of Faith
Rural Americans
Seniors

Small Business
Leaders

Veterans/Military
Families

Women

Young Americans

2012

Romney

Asians &
Pacific Islanders

Catholics
Jewish Americans
Latinos/Hispanics

Lawyers
Polish Americans

Veterans/Military
Families

Women

Young Americans

2016
Sanders Clinton
None None

Trump
None

Source Pew Research Center analysis of the official presidential campaign websites of major party candidates from@\8gpt 9, 2008,
June 4317, 2012, and May 18June 15, 2016.

OEl ecti on

2016:

PEW RESEARCH CENTER

Campaigns as a

Direct

Source

of News 6
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2. Candidates differ in their use of social media to connect
with the public

Social media are playing an increasingly large role in the way campaigns communicate with voters.
In January 2016, 44% of U.S. adultsreported having learned about the 2016 presidential election
in the past week from social media, outpacing

both local and national print newspapers.
Moreover, as of July, 24% say they have turned

to the social media posts of Donald Trump or
Hillary Clinton for news and information about

the election i more than those who turn to
eitheroft he candigitesoremads we b
combined (15%)5

weeks of the candidatesH
accounts finds both similarities and differences '
in the ways Hillary Clinton, Donald Trump and
Bernie Sanders use these still relatively new
campaign tools. The study of 714 tweets and
389 Facebook posts made by the candidates
between May 11 and May 31, 2016djnds that
the three candidates post at similar rates but ) E

differ in the focus of these posts and in the o gs'er:n.ia;asn:;’;iérs

attention they receive from the public. On

Facebook, Clinton and Sanders mostly use links

to high”ght official Campaign communications Source The Twitter page of Donald Trump and the Facebook pag

while Trump link s frequently to the news of Hillary Clinton and Bernie Sanderdyly 12, 2016.

media. On Twitter, Trump stands out for GElection 2016: Campaigns as a Direct Sourcd dlewsd

retweeting ordinary people more often than PEWRESEARCH CENTER

Clinton or Sanders (though retweets are rare).

Videos, meanwhil e, appeared in about a quarter of
aboutone-in-t en of Trumpds; Sanders wused vi debinalyar mor e
on both platforms, when the candidates mention their opponents, Clinton and Trump focus on

each other while Sanders goes largely unmentioned.

5 Bernie Sanders was not included ithis survey. See Topline aniflethodologyfor more information.

www.pewesearchorg
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Overall, people who follow these candidates on social media see the daily cycle of the campaign
through a narrow window. Candidates naturally select messages beneficial to their campaigns to
share with followers. While Clinton mostly passes on messages crafted by the campaign itsk,
Trump reaches out to news media and the public. Sanders employs a mix of campaign
communications and news media in his posts.

These are some of the findings from an analysis of
period in the campaign when Trump had become the presumptive Republican nominee and

Clinton was still trying to secure the Democratic nomination as Sanders fought on. Content was

collected from the Twitter and Facebook APl and hand-coded by a team of researchers. (For more

informat ion, see ourmethodology.

www.pewesearchorg
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Clinton and Sanders post as frequently as Trump - but his tweets and
Facebook posts get far more attention

Over the three weeks studied, Donald Trump,

Hillary Clinton and Bernie Sanders posted on All three candidates post at similar

Facebgok a.md Twitter at roughly similar rates?, rates, but Trump gets the most response
averaging five to seven posts per day on their overall

Fa(?ebogk pages and X112 posts per day on Total # of posts on each platform over the three weeks
their Twitter accounts. studied

. . « Facebook = Twitt
While the candidatesod6 | eveloap acepogszzt\f\"r?rg w26s

about the same, public response was far from °
eqgual.® In every measurable category of user
attention i Facebook shares, comments, and
reactions, as well as Twitter retweetsi the
public responded to Dona
media updates more frequently on average

than to either of the ot C a dat e posts.
Trumpbs posts on Twitt er Donafl Toump eHWagy Olifioh € BernievBandere
retweeted almost 6,000 times on average

compared with just over 1,500 for Clinton and

almost 2,500 for Sanders.” This may be due in Average & per post
patto Tr umpdés higher number of follggwers.
Near the time of publication , he had almost 10 ~zndidate

153
125

Tr u

Twitter
Shares Comments Reactions |Retweets

million followers on Twitter compared with Donald Trump| 8,367 5,230 76,885 5,947
Clintono6s 7 million an diilagglirod|elf36 6 1,739 miL2|53 j | ol#A81
. - Bernie
while on Facebook, 9 million followed Sanders 6,341 1,070 31,830 2.463
Trumpbs official page, about double the
. . R Not e: Reactions are a sum of
number who followed either CI i nt onés ®rve, 6 oangry, 6 osad, 6 ohaha

measured at least tvo days but no more than one week after a po:
was created. Retweets do not include posts that the candidate
retweeted from another user.

Source: Pew Research Center analysis of posts on Facebook ant
Twitter from May 1131, 2016.

OElection 2016: Campaigns a a Direct Source of News

PEW RESEARCH CENTER

Sanderso6 pages.

6 Audience interaction data for all postsvere capturedat leasttwo days ater the post time and no more than one week after the post time
7 Retweet averages do not include posts that the candidate directly retweeted from another individual or organization.

www.pewesearchorg



16
PEW RESEARCH CENTER

Both Trump and Sanders had a few
posts that received outsized responses. bermie Bernie Sanders % ﬁ
S a n d declardion on Twitter that he
would debate Trump , for example, had
received roughly 28,000 retweets at the
time of the study, while a Facebook post 27768 51074 Lk = R 4
from Sanders celebrating Native

Americans received over 52,000 shares.

And Trump 6 st attaekéng Clinton on

gun control had received about 16,000 :

retweets, while his Facebook postsupporting Sz e gt

police was shared over 72,000 times.

Game on. | look forward to debating Donald
Trump in California before the June 7 primary.

Donald J. Trump is questioning Hillary's qualifications to be president.

Comparatively, Clinton had no breakout Let's dig into that.
posts or tweets in this period, instead
collecting a fairly steady number of

interactions on her posts and tweets. Her o)

Unqualifind ‘&3’

most retweeted tweet, aboutdrought
conditions in California , had received about
5,600 retweets at the time of analysis, while -
her most highly shared Facebook post was a i
video attacking Donald Trump that was TheBrieﬂng

shared 15,000 times. Even accounting for
the posts that drew overwhelming attention,
Trump still received the most publi ¢
response Looking at the mediani or middle point i rather than the average number of
interactions per posts puts less weight on the extremes, and underthis metric , Trump maintains
his top position .

With one major exception, the level of social media adivity by the candidates is higher than during

the 2012 presidential campaign. The Centerds study
candidates Barack Obama and Mitt Romney updated their Facebook statuses twice a day, on

averagei less than half as often as the 2016 candidates. On Twitter, Romney averaged just one

tweet a day, again far lower than the 2016 candidates. However, in 2012 Obama far outpaced both

Romney and the 2016 candidates studied, averaging 29 tweets per day. (These tweets were spad

across two accounts, though both were officially tied to the campaign.)

www.pewesearchorg
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The public response in 2016 is a little harder to compare due to the substantial differences by

candidate as well as a slight c¢hadP®fHowevéritistvdite st udy G
noting the overall numbers as a general reference point. n 2012, Obamaods Facebook
received over 40,000 |Iikes on average, whil e Romne

received fewer than 600 retweets per post.

Intermsoftot al f ol l owers, Obamaés 2012 campaign had a
the 2016 candidates as well as his own rival at the timei though much of this almost certainly

stems from the fact that Obama was a sitting president running for a second term. At the time of

the 2012 analysis, Obama had more than 27 million Facebook followers and about 18 million

Twitter followers across his two accounts. This is far higher than Trump, the 2016 candidate with

the highest number of followers (10 million on Twi tter and 9 million on Facebook). Romney had

about 3 million Facebook and about 800,000 Twitter followers in 2012, far fewer than any 2016

candidate.

8 Because the collection processes differed slightly between 2012, what public data were captured at 9 a.m. the second day after the post
date, and 2016, when some public data were not captured until a week after the post date, these may not be directly comparatbwever,
previous researcthas shown that, at least on Facebook, attention tends to dwindle 24 hours after the post time, so we expect that the
increased time before collection on some posts 2016 did not lead to increased attention statistics.

www.pewesearchorg
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Clinton and Sanders link to their campaign websites, while Trump links
to news media

One common practice in social media is to add
links to external web pages, news articles or
other online material when creating a post. In
the context of a political campaign, a link
within a social media post can help a reader
find more information, become more involved

On Facebook, Sandersand Clinton
mostly link to their own campaigns,
Trump mostly to news media

% of Facebook posts containing linksthatgo t o €

with the campaign or lend credibility to the Campaign site ews media

postos content. During Popamugeinone  FENEA

analyzed, the use of links by Trump, Cinton Hillary Clinton ||| ER

and Sanders varied, both from one candidate Bernie Sanders

to the next and across the two social networks

studied. % of Twitter posts containing linksthat go t o é
Campaighn site News media

Within their Facebook posts, the candidates Donald Trump [JJJJj 20%

included external links at similar rates: 30% of . .
_ - Hillary Clinton m
Clintonds posts on Facebook i nclua

: edql
did32%of Sandersod posts aﬁe@'esén‘?fr%..qu

nNKs, as

posts.? What they linked to, however, varied a Note: 06O0theré not shown.
great deal. Like Obama and Romnevin 2012, Sogrce: Pew Research Center analysis of posts eacebook and
. R  Twitter from May 1131, 2016
Clintonds &actebook feedgdnmst s 6  o=lection 2016: Campaigns as a Direct Source of Netvs
often linked to their own official campaign PEW RESEARCH CENTER
websites or social media accounts. Fully 80%
of Clintonbdbs Facebook posts with |inks went to
campaign pages, as did 58% of Sandersd Facebook pc

videos (both recorded and streaming) and donation pages.

Links to news media outlets were considerably less common for these two Democratic candidates.

Only 15% of the posts with Ilinks in Clintonds Face
comparison, news media links from organizations such as Politico, Univision and medium.com

comprised a third (33%) of posts with links in the Sanders feed.

Trumpbs Facebook posts, on pomiedreatlehsémewk aadid Fullymor e fr
78% of his posts with links directed followers to articles from large national or international media

9 If a post contained multiple links, researchers only coded the link that Facebook noted as the primary link, for which éterka link
preview.
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http://www.journalism.org/2012/08/15/how-presidential-candidates-use-web-and-social-media/
https://www.facebook.com/DonaldTrump/posts/10157040587640725
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organizations such as Fox News and the Daily Mail, as well as more niche sites like the

conservative magazine The American Spectator. Trump never linked to his campaign site in a

Facebook post.This seems to be inlinewithTr umpds general strategy of f
appearances and rallies during this
period, rather than volunteers or
donations.

a Ponald J. Trump @ iz Like Page

As President of the United States of America - | will be working for you -
the American people! It is time to MAKE AMERICA GREAT AGAIN!

On Twitter (where Clinton and Sanders
include links about a third of the time
and Trump just a tenth), a similar
pattern emerges.

Sanders most often linked to his own

campaign websites (57% of all links)

followed by news media (37%), roughly

th_e Same_ ra.lte as.he did on Facebook. The Thinking Man’s Guide to Donald Trump | The

Clinton similarly linked to her own American Spectator

Campaign 60% of the time on Facebook If a year ago someone told me | would be an advocate of Donald Trump, | would
. have laughed, because everyone knew he was a joke with a toupee. But on...

and the news media a quarter of the

time. And Trump again linked most

frequently to news sites (48% of posts W Snel S
with links), although, in contrast to QO 75 Top Comments ~
Facebook, he did link to his campaign 5,253 shares

site on Twitter in 20% of all links he posted.
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http://www.wsj.com/articles/donald-trump-lags-behind-hillary-clinton-in-organizing-key-states-1463945208
http://bigstory.ap.org/article/b68b82a6a904446cb30fda4649ba0e2a/trump-says-not-his-choice-hold-presidential-fundraisers
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On Twitter, Trump primarily retweets the public, while Sanders retweets
the news media and Clinton retweets her campaign

Another way of engaging with others on social mediais to directly repost content posted by
someone elsei whether a media organization, another political figure or a member of the public.

On Facebook Sanders was the only one of the three cand
during these three weeks studiedi and he only did so twice.

On Twitter, however, all three did at least some promotion T or retweeting i of outside content.

No candidate retweets much, but when they do, Trump retweets the public, Clinton
retweets herself and Sanders retweets news media

% of each rretweetdiha iaclugesdch type of Twitter account

Campaign % of tweets
News media account General public Other that contain

D Id retweets
ona

Hillary _
Clinton I11 - 0 I9 15% [N=35]
Bernie 8 ) 209 [N-50]
Sanders o LN=

Source: Pew Research Center analysis of posts on Twitter from May8112016.
OElection 2016: Campaigns as a Direct Source of Nets
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Aboutaquarter( 23 %) of Trumpbs t dhalS). TuV€ I € » [
retweets, as wereonein-f i ve of Sander s ,Q@maﬁ(grgutgerwé&%@ré%gy&g‘”y
Clintonods. The candi dat es 0 @realectadiened tha&swhyledwe ver , refl

. . . H ; n |
different strategies. Trump was most likely to retweet successiul. He is driven to succeed” True!

the public, Clinton her own campaign accounts and
Sandersthenews media Of Trumpbés 55 retweets, about
eight-in-ten (78%) were of people who were not famous

and had no discernable ties to news media, government or other organizationsi in other words,
the general public. Most were of supporters offering congratulations or compliments to Trump, to

1280 sesr M PEBOO=TH
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https://twitter.com/realdonaldtrump/status/732733386041647104
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which he often responded at the end of the v
pOSt (See example):}o Some’ thOUgh, were Eetng w:ilzr:rf:‘egrican families suffered, Donald Trump tried to cash in.
posts that made critical statements about

others; Trump has taken some criticism for
these types of retweets. In a May debate, for
example, Fox News host Megyn Kelly
guestioned Trump about his retweets of
derogatory statements about Kelly made by
private citizens.

@) Hiltary Clinton

7= In 2006,

crash.

=Ty & onald Trump
' . s hoping for
real estate

Clinton and Sanders, on the other hand,
almost never retweeted the public during the
time studied. Just one post from Sanders was a retweet of someone outside the public sphere,

while the public was not the sourceof any of Clinton's retweets. |Inst
35 retweets were of her own staff or-ingen(48@of campai
these campaign retweets were retweets of @TheBriefing2016, a fact checking account of the

Clint on campaign with the stated purpose of fisetting

Sanders, on the other hand, is the most likely candidate to retweet news media (66% of his 50
retweets). Another 24% of his retweets were of other types of accounts, including 12% thatvere
celebrity accounts. In contrast, Clinton never retweeted a celebrity account.

Trumpbés unique engagement with the public on Twitt
candidates but also from past presidential campaigns. In 2012, the candidate® s oci all medi a
outreach offered |Iittle engagement dwindtliepdridde publ i c

studied were retweets of the publici and most of these were posted duing a live Twitter Q&A.
Romney rarely used the retweet functionality and never retweeted the public.

0 Thisexampleal so shows Trump6s preferred method of retweeting dnser s. I'n t|
retweet function to share another wuser 0sl proesttvge etldn hyh ec ooptyhierg 5a3n d npsa s
tweet into a new post and using quotation marks to differentiate his comments from the original tweet

www.pewesearchorg


http://www.businessinsider.com/megyn-kelly-donald-trump-bimbo-tweets-2016-5
http://www.journalism.org/2012/08/15/engagement-citizens/
http://www.journalism.org/2012/08/15/engagement-citizens/
https://twitter.com/realdonaldtrump/status/732733386041647104
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Trump and Clinton mention each other frequently

Facebook and Twitter users can refer to others on the site in a few different ways. One is by
directly linking to their accounts in a post. On Twitter, these are called @ -mentions. There is no
formal name for this functionality on Facebook, but the process and effect are largely the same.
Short of this formal mention, a user could simply refer to that person or organization by name in
plain text. Each carries a somewhat different message. The links, or @mentions, alert the
individual or organization of the reference and can direct readers to the accounts mentioned. By
including this link instead of just their name, the original user can include other users in the
conversation, acknowledge their contributions or direct followers to their accounts. In contrast,
when a user refers to anoher individual without the link to their account, it suggests that the
discussion is intended for only

the original usghesedodk, TrAnFand Clinton focused on each

other
The 2016 candidates used a Number of posts in which candidates refer to each oth er by name or by @-
combination of these mention on Facebook over the three weeks studied

approaches in mentioning
their opponents, while only
Trump and Clinton re gularly
used the formal mention
functions to refer to other
userson Facebook and
Twitter.

Trump refers to Clinton in 38 posts ===

<= Clinton refers to Trump in 45 posts

0
Clinton never
mentions Sanders

Source: Pew Research Center analysis of posts on Facebook from Ma3112016.
OElection 2016: Campaigns as a Direct Source of News
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Candidates referring to each other

In the waning days of the primaries studied here, with Trump the presumptive nominee and
Clinton ahead in delegate counts, mostof the candidate crosstalk was between Trump and
Clinton. On Facebook, Clinton and Trump mentioned each other at similar rates 7 in about three-
in-ten of their posts. Both most often did so through the less formal text mention. However, 13 of

Cl i nt oposissnerdidning Trump did so using the official Facebook mention function thereby
alerting Trump and | inking readers directly to his
mention function to |ink to CIlintoste)dhesref@radgieher and i n
as "Crooked Hillary.o

When it came to Sanders, more interactions occurred on Facebook between Sanders and Trump

than between the two Democratic rivals. Clinton never mentioned Sanders using either format

while Trump mentionedhim only five times, usually to boost Sa
Clintonds. Sanders mentioned Trump more often (17
neither Clinton nor Trump at the rates they mentioned each other.

On Twitter, the focus was again on Trump and Clinton referring to each other, but here, Clinton

referred to Trump at twice the rate that Trump ref
referred to Trump (whether by name or usingan @-menti on), compared with 199
tweets that mentioned Clinton it he maj ority of which again used th

Aside from this, the pattern remained mostly the same. Clinton never referred to Sanders, while

Sanders mentioned Clinton about half as often as he mentioned Trump (10 times to 19 times). And

Trump referred to Sanders in 5% of histweetsi agai n, most of which were su|
efforts to beat Clinton.

In these mentions, the candidates only rarely usedthe @me nt i on function. Trump |
andSandg 6 s Twi tter -“mantiahbndy®nce each;s8Sande@ also used an @nention
one time for each candidat e. Clinton did so more f

tweets referring to Trump did so using an @-mention.

Formal mentions of other users

While the candidates did not often refer to each other using the formal mention functionality built
into Facebook and Twitter, both Trump and Clinton used this method to highlight other users. 11

LA single post can contain multi-mdnonsowwnaltwere fowd in 19 bhis 2465 swaetspWeealso Sander s 0
excluded all retweeted users fromthe @e nt i ons count, including Trumpds manual retweets.

www.pewesearchorg
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Trump formally mentioned another user 29 times in his Facebook posts. As with his links, the
news media got the most attention, making up 38% of his user mentions. His second most
mentioned category was family members (28% of his mentions), naming his daughter Ivanka four
times, his son Donald Jr. thr ee times and his son Eric once. Celebrities, from musician Billy Joel to
golfer Jack Nicklaus, made up 17% of his mentions, while politicians made up just 14%.

Clinton, on the other hand, mentioned other users 33 times in her Facebook posts, with politicians
accounting for about half (52%) and news media accounting for just 12%. She mentioned

celebrities roughly as often as Trump did (18% of her mentions), but she focused on considerably
different people, mentioning TV host Ellen DeGeneres and musicians auch as John Legend, Ricky

Martin and Andra Day.
9 Donald J.Trump ¥ m

On Twitter, the pattern was largely the

same, though neither celebrities nor Thank you @DailyMail- for setting the failing
family members were present in the same ~ @NYTimes story straight. This is what the
numbers. Trump @-mentioned other NYT's should have written!

users 112 times. In these mentions, he
focused largely onthe news media,
naming media outlets or journalists in
about three-quarters (72%) of his @
mentions.12 Most informed followers of a
TV news appearance, highlighted news
stories about himself or his issues, or
attacked particular outlets . The New York

Female Trump critic wrote he was 'the least sexist boss | ever had'

Times was the most frequenttarget of the Res was the pioneering female construction boss at the helm of Trump Tower and

wrote glowingly of Trump from 2012 to 2014; but when he wouldn't rehire her, s...

latter type of mention, especially in the

wake of aninvestigation it published into
Trumpos relationshi psswi tohs wilikSdhdEa®ED

Clinton, however, named the news media

in only 16% of her 50 formal mentions.

She was most likely to mention other politicians (46%), including Trump, but also other

prominent politicians s uch as President Barack Obama or former House member Gabby Giffords.

On both Facebook and Twitter, Sanders used the mention functionality less frequently. He
formally mentioned another user in less than 10% of both his Facebook posts and his tweets.

2pPponald Trumpds mentions of himself were excluded, as he often

www.pewesearchorg
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https://twitter.com/realdonaldtrump/status/735213812484345857
http://www.nytimes.com/2016/05/15/us/politics/donald-trump-women.html?_r=0
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Only Clinton and Sanders post in Spanish on Facebook and Twitter — but

neither does so frequently

The vast majority of posts from all candidates
were written in English. However, Donald

Trumpos
while both Hillary Clinton and Bernie Sanders %

Clinton and Sanders include Spanish
c a mpanly ig Bnglisho s t e d Janguage in their posts

of candidate posts on ¢é
occasionally posted in Spanish during the time three weeks studied
period studied. Spanish language posts Facebook Twitter
constituted 15 %boakpost€!l i n tDenddGrEnp None None
0, H ~ f C A A v ~ A
and 6% of her tweets, wmiharly&mtoél 05 ni'6%

Facebook posts and 5% of his tweets were in
Spanish. This is
outreach to Spanish-speaking communities,
particularly in California_, which voted soon
after the end of the collection period. Spanish
language posts ranged from tweets sharing
Spanish-language news media to messages
targeted to Spanish-speaking communities 1
sometimes direct translations of English-language posts.

platform.

Hillary Clinton ©HillaryClinton - May 18 View translation &

... y solo es miércoles.

Declaraciones de John Podesta sobre la
semana de Donald Trump

“Esta semana solamente, Donald Trump ha puesto en peligro las relaciones con
un fuerte aliado sin haber puesto un pie en el exterior; habl6 sobre establecer
relaciones con un dictador; dijo que dos ciudades estadounidenses son mas
peligrosas que las zonas de guerra en Irak y anuncié una lista de sugerencias
para nominados a la Corte Suprema que no incluye personas de color, pero
incluye a un juez que sostuvo una ley que requiere a los doctores utilizar ticticas
intimidantes para impedir ejercer los derechos reproductivos y otro juez que
iguald el sexo entre dos personas del mismo sexo como una ‘bestialidad”,
“pedofilia” y “necrofilia”. Y solo es miércoles. A este punto, es dificil seguir todas
las razones por las que Donald Trump no deberia ser presidente, pero las
politicas divisivas y sus nominados a la Corte Suprema, sus posiciones
peligrosas e ignorantes sobre la politica exterior y las politicas ofensivas sobre
estadounidenses son solo algunas razones. Cualquiera de estas cosas es
preocupante. Todas juntas, en pocos dias, son prueba adicional por la cual
Donald Trump es un riesgo d iado alto que no pod tomar”.

www.pewesearchorg

ref | e chenigsandery Ja%

Hillary Clinton © HillaryClinto

&g (It's only Wednesday.)

Calls® ., ... 0

- -

Note: Donald Trump di not have any posts in Spanish on either

Source: Pew Research Center analysis of posts on Facebook anc
Twitter from May 1131, 2016.
CElection 2016: Campaigns as a Direct Source of Ned/s
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May 18

Statement from John Podesta on Donald Trump
This Week

"In this week alone, Donald Trump has jeopardized relations with a close ally
before setting foot overseas; talked about building a relationship with a reckless
dictator; called two diverse American cities more dangerous than war zones like
Iraq; and released a list of suggested Supreme Court nominees that includes no
people of color, but does include a judge who upheld a law requiring doctors to
use scare tactics to impede reproductive rights and another judge who equated
homosexual sex to ‘bestiality,' 'pedophilia’ and 'necrophilia.’ And it’s only
Wednesday. At this point, it's hard to keep up with the myriad reasons Trump
should not be president, but the divisive policies and nominees, reckless and
uninformed foreign policy positions and offensive views of Americans are just a
few. Any one of these things would be troubling. All of them together, in just a
few days, is further proof that Donald Trump is a risk we can't afford.”


http://wsvn.com/news/politics/clinton-sanders-duel-over-latino-vote-in-california/
https://twitter.com/HillaryClinton/status/733099417872519168
https://twitter.com/HillaryClinton/status/733075267183378432
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Clinton includes videos in about a quarter of posts on Facebook and
Twitter, more than any other candidate

Since 2012, bothFacebookand Twitter have enhanced their video capabilities, making it easier to
include multimedia and adding features such as autoplay, which plays embedded videos as users
scroll through their feeds without user input.

Amid these developments, Clinton stood out for using videos most frequently. About a quarter of
both her tweets (27%) and her Facebook posts (23%) during the time period studied contained
embedded videos. Sanders included videos in about onein-five of his Facebook posts (21%) but
only 9% of his tweets. Trump was the least likely to include videos on either platform, doing so just
four times on Twitter (2% of his tweets) and in 13% of his posts on Facebook.

Generally, the videos both Clinton and Sanders posted were Bernle, you'e no longer walking alone
campaign ads Sanders, however, was almost equally likely to -
post footage (or, in one case, a live stream) from his rallies. On
Facebook, Clinton also posted videos showing the candidate
talking wi th voters about policy issues in small groups.
Trumpdbés handful of videos were
interviews with himself or members of his campaign.

Bernie Sanders

Like " t Shar

QO% 57« Top Comments ™

Comparedto 2012, Clinton and Sanders posted videos on par
with or more frequently than either Romney or Obama did on Facebook or Twitter.

Beyond video, one novel social media technique used by the campaigns, not found in our studies of
previous elections, was the use of images with prominent text and/or numbers to convey factual or
messagebased information.

Trump, for example, occasionally posted screenshots of pollsor other news-related information.
Clinton also posted screenshots, which were mostlytext-heavy infographics designed around a
single factoi d Twathirgbfd\gaeictenssarrenh theansninfum wage are women. 0
The static images used by Sanders, on the other hand, tended to béfographics that shared
information about rallies or voting , or conveyed celebrity endorsements. These kinds of static
image-based posts can quickly convey information or messages to followers, but since theyften

do not include links, can make it difficult for users to confirm or find additional information.

www.pewesearchorg


http://adage.com/article/digital/facebook-s-biggest-weapon-youtube-algorithm/294873/
http://digiday.com/platforms/native-video-means-twitter-users/
https://www.facebook.com/berniesanders/videos/1054357947952542/
http://www.journalism.org/2012/08/15/messaging-two-different-strategies/
https://twitter.com/realDonaldTrump/status/734517899960934400
https://twitter.com/HillaryClinton/status/734929339276496897
https://www.facebook.com/hillaryclinton/photos/a.889773484412515.1073741828.889307941125736/1145138482209346/?type=3
https://twitter.com/BernieSanders/status/732589919806193664
https://twitter.com/BernieSanders/status/732589919806193664
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8 Donald J. Trump @realDonald

Thank you Ameriéa! #T}Ump201 6
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