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ÖZET 

 
Sosyal medya ve kullanıcı sayısı arttıkça, sosyal medyanın önemi de artıyor. Sosyal medya platformlarındaki 

influencer'lar, bu tür platformları tam zamanlı meslek olarak kullanarak artıyor. Günlük sosyal medya kullanımının 

merkezinde yer alıyorlar - izleyicileri onlardan paylaşımlar, videolar, fotoğraflar ve bazen de açıklamalar bekliyor. 

Asıl soru, influencer'ların bu beklentileri karşılayıp karşılayamadıklarıdır.   

Sosyal medya, dünyanın dört bir yanındaki insanlar üzerinde günlük ve sürekli bir etkiye sahip olduğu için siyasi alan 

için daha fazla araştırılması gereken yeni bir fenomendir. Özellikle genç nesiller bu etkiyle karşı karşıya kalmakta, 

siyasi görüşlerini ve eylemlerini şekillendirmekte ve oluşturmaktadır. Araştırma sorusu “Almanya'da sosyal medya 

aktivizmi, sosyal meselelere yönelik tutum ve etkiye katkıda bulunan inançları nasıl yayıyor ve bu aktivizmin 

gerçekliğini veya bir eğilimin takip edilmesini ne ifade ediyor?” karşılaştırmalı bir vaka çalışması ve metin ve belge 

analizi yoluyla incelenmiştir.  

Ana sonuçlar, çevrimiçi aktivizmde etki sahiplerinin gerçekliğinin ya durumla olan ilişkilerine ya da adalet olarak 

algıladıkları şey uğruna yapmaya istekli oldukları veya yaptıkları fedakarlıklara ve risklere bağlı olduğunu 

derlemektedir. Ayrıca, sosyal medyadan başka geliri olmayan etkileyicilerin bu riski alma olasılığı daha düşük 

olduğundan ve sessiz kalmayı tercih ettiklerinden, finansal riskler veya motivasyonların gerçek aktivizm üzerinde 

güçlü etkileri vardır. 

 

Anahtar Kelimeler: sosyal medya, influencerlar, online aktivizm, siyasi aktivizm, etkilenebilirlik.  
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ABSTRACT 

As social media and its user count grows, the importance of it grows along with it. influencers on social media 

platforms are increasing, using such platforms as full-time occupations. They are central to every day social media 

usage - their audience expects posts, videos, photos, and sometimes, statements. The question is whether or not the 

influencers are able to fulfill these expectations.   

Social media is a new phenomenon for the political sphere, which needs to be researched more, as it has an 

everyday and constant influence on people all over the world. Especially younger generations are confronted by this 

influence, shaping and forming their political views and actions. The research question “How does social media 

activism in Germany diffuse the beliefs contributing to attitude and influence towards social issues, and what implies 

the genuineness of this activism or the following of a trend?” is studied, through a comparative case study and textual 

and document analysis.  

The main results compile that genuineness of influencers in online activism, depends on either their relation 

to the situation or the ‘sacrifices and risk they are willing to take or have made for the sake of what they perceive as 

justice. Additionally, financial risks or motivations have strong influences on genuine activism, as influencers who 

have no other income than social media, are less likely to take this risk, and prefer to stay silent.  

 

Keywords: social media, influencers, online activism, political activism, influenceability
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1. INTRODUCTION 

1.1 Scientific and Societal Relevance  

“Some things are in our control and others not. Things in our control are opinion, 

pursuit, desire, aversion, and, in a word, whatever are our own actions. Things not in our 

control are […] whatever are not our actions.” (Epictetus, 1800). We are in control of our 

actions and reactions. So how do we manage our actions, if we are seen and observed by 

thousands or sometimes millions of people, with the power to influence them? 

As social media and its user count grows, the importance of it grows along with it. 

Influencers on social media platforms are increasing, using such platforms as full-time 

occupations. They are central to every day social media usage - their audience expects posts, 

videos, photos, and sometimes, statements. Especially the case of declaring support or 

spreading awareness on conflicts or situations has grown larger. Influencers are judged and 

the audience expects responses to situations, international issues and conflicts. Whether the 

influencer is educated on that topic or not, is not of importance. Even on and through social 

media, used all over the world, by billions of people, the importance of politics and political 

participation has increased immensely in everyday life. And along with it, has made it more 

transparent.  

It is also important to mention that the greenness and influenceability of the young, 

who use social media from an early age onwards, sometimes without parental observation, 

put their political stance and participation and their development at risk of being dominated 

by social media’s influencers. Are the views and opinions shared by the influencers genuine? 

Are they informed about the topics they discuss online? Or, is the political participation of 

the influencer online only a means to the purpose of likes, followers and sympathy? Do they 

intend to provide a solution? To be an ally? Do they want to create awareness? Or is it all 

performative activism? And, most importantly, how much and in what way, are their 

audiences actually influenced? 
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It is also important to mention that this thesis provides new information on political 

behavior in the social media ‘sphere’, online activism, which is a very recent phenomenon 

that has not been studied thoroughly enough yet.  

1.2 Research question and Subquestions  

Since the Israel-Palestine conflict has worsened steadily, it was common to observe 

different people, whether influencer or not, from the west, or other parts of the world, with 

different ethnic and cultural backgrounds, and how they have acted and reacted to this 

politically and socially on a global level impacting conflict. Especially interesting to me was 

for instance the continuity of spreading information and awareness after a span of time has 

passed, increasing, decreasing, stopping or staying the same. Everything is presented. 

This research is specifically limited to the case of Germany and German influencers, its 

comparison to US influencers, and their activism on social media, as the author is fluent in 

German and profit off both English as well as German literature and data. The US case is 

also an interesting point to compare as most of the highest ranked influencers, with regards 

to follower and like count, are from the US.  

 

The research question this thesis has focused on is as follows. “How does social media 

activism in Germany diffuse the beliefs contributing to attitude and influence towards social 

issues, and what implies the genuineness of this activism or the following of a trend?” 

Important to note here is that the term ‘influencer’ would describe someone that affects wider 

audiences or (a certain amount of) followers by utilizing social media and sharing their ideas 

and thoughts on it. ‘Genuineness’ implies the authenticity of the influencer’s activism, and 

what the intention behind it is. In later chapters these concepts are defined more in depth.  

 

This thesis follows a line of sub questions answered by each chapter and section. The 

questions are as follows.  

1. What are the most prominent theoretical perspectives on influencers’ political 

performance, its genuineness on social media and the impact on audiences? 

2.  
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a) How can genuine social media activism and its influence on users be 

conceptualized and assessed? 

b) How can these concepts be applied to Germany’s influencers? 

c) How can these concepts be applied to US influencers? 

3. What results out of both cases compared? 

a) What are the differences? 

b) What are the similarities? 

1.3 Limitations: Weaknesses and strengths of the research  

Difficulties I have faced while conducting the research were using posts and stories 

and other actions on social media as Data. It is disadvantageous to the researcher as some 

posts are deleted automatically after 24 hours, and others may be deleted or archived by the 

influencer themselves. The only chance to find this data again is if social media users or 

journalists have documented them. Therefore, to know, for instance, whether an influencer 

has responded to a situation or not, is problematic, as they may have done so, but in a ‘Story’ 

that was only online for one day. Additionally, the conflict chosen is still ongoing, which 

means that the data on social media is continuing constantly; people posting and sharing, 

making it difficult to find an end to the research.  

Besides that, to assess the accurate genuineness of an influencer does also not seem to 

be possible, because whatever they may say about themselves and their activism online could 

be ingenuine, and the indicators discussed that show genuine activity, are only theoretical. A 

weakness this research has is choosing two cases, the US and Germany, that are almost 

identical in their conditions and characteristics, resulting in the findings to be quite similar to 

each other. 

Yet, due to the deficiency in sufficient literature in this topic, as social media has only 

been around for about 15 years since Facebook, and influencer are a phenomenon that is still 

new, this thesis might serve as a contribution to further research on the topic of social media 

activism, and the political sphere online.  

Lastly, the greatest disadvantage to this research was choosing a case that made it 

difficult for me to be neutral and only observant about, because I am, as much as probably 
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anyone else is in this generation, due to the algorithm on platforms, in my own ‘bubble’ or 

world, bearing complications for an objective research. 

1.4 Outline of the study  

First, the conceptual framework is conducted which consists of the literature review, 

the conceptualization or categorization, and lastly, the expectations and hypothesis. The third 

chapter explains how the thesis’ research design and methodology is organized, including 

the empirical data. Next, are the chapters on Germany and the US, which analyze the 

categorization and concepts created before adapted to the cases’ chosen influencers. Lastly, 

the chapters comparing both cases and the conclusion are presented.  
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2. THEORETICAL AND CONCEPTUAL FRAMEWORK  

This chapter first, deals with the existing literature on political performance on social 

media platforms and then the efficacy of it. After reviewing all the literature incorporated 

into this study, the information found is conceptualized and categorized, to analyze in later 

chapters. And lastly, the hypothesis and expectations for this study are presented. 

Different authors are discussed, who conducted researches on performative activism, 

influencer culture and their effectivity in influencing audiences. Some of the most important 

ones of these researchers, for this thesis include Thimsen (2022), Kutlaca (2022), and 

Wellman (2022). Important to consider were the years of the publications, as the topic of this 

study, social media and influencers in the political sphere, need a theoretical basis that 

incorporates information of recent years, in which social media has reached a wider audience 

and become more accessible than it has before. Deriving from this literature that is reviewed, 

concepts are created that complement the theory of this research.  

This topic and creating a theoretical framework for it is important insofar as social 

media is a part of everyday life and has an influence on the political opinion of the public, 

sometimes without sufficient security over propaganda or harmful views, increasing the need 

for further research on it. Especially as younger generations are exposed more to political 

content online, sometimes without exactly knowing or understanding what it is or does to 

them, meaning the influence it has on them, a greater need for coverage of these research 

gaps exists.  

The literature that is analyzed in this chapter consists of peer-reviewed journal articles, 

case studies, online articles, and books. These were acquired through internet research, 

especially by utilizing Google Scholar, explicitly searching for literature that included the 

ideas and theory concerned with the key matter. Overall this theory discusses the subjects' 

performative online activism by influencers, the reasons for its performativity, and its impact 

on the public and political participation online.  

2.1 Literature review 

The theoretical framework of this thesis is concerned with the phenomenon of 

‘performative activism’ on social media and the influenceability of online audiences. This 
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literature review portrays a brief overview of the existing theoretical perspectives regarding 

the genuineness of political activism on social media and the impact on the audience.  

For these phenomena to be understood, it is important to include different factors that 

explain what makes activism genuine or ingenuine, and that show how influenceable 

audiences are and what difference performative or non-performative activism can make in 

impacting the public. Therefore, the current state of research is on performative activism and 

social media user influenceability is explored. This also necessitates the inclusion of a variety 

of perspectives to highlight repeating trends occurring in literature of different authors. These 

ideas and findings are discussed, rethought and contrasted if necessary. The literature is 

carefully selected stemming from recent years, due to the ‘new’ topic of social media, and 

more specifically its use for political activism.  

It is essential for this research to conduct this literature review as it serves as a 

theoretical basis that assesses themes helping to explain online behavior of audiences and 

influencers. Moreover, it helps display the already acquired information and solutions to 

issues similar to the one this research is concerned with.  

2.1.1. Performative activism and the genuineness of influencers’ social media activism  

For a concrete analysis concerning the phenomenon of performative activism, other 

authors and their perspectives need to be put under consideration. For instance, A. Freya 

Thimsen (2022) explains in detail what so-called ‘performative activism’ is, which is one of 

the phenomena focused on in this study. performative activism, according to Thimsen (2022) 

is about social activism serving the influencer’s own interests not because of, or at least not 

solely, genuine and altruistic reasons. ‘Performative’ here therefore is about the actions that 

are just for show; a performance to impress or to appeal to the audience (Thimsen, 2022 & 

Kutlaca, 2022). Various authors suggest that one of the main motivations to be politically 

active on social media is for prestige or more so, to stay relevant and remain ‘attractive’ to 

the audience (Thimsen, 2022). For the influencer, social activism on social media becomes 

another way to promote themselves, in this case as a caring and empathetic person, that wants 

to help the disadvantaged ones, as different authors explain (Thimsen, 2022 & Kutlaca, 

2022). This behavior is called ‘virtue signaling’ and mentioned by McClanahan (2021), in 
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which the influencer wants to be applauded for the act on social media, focused on the 

personal benefit of being more appealing to the audience and liked for their act of alleged 

empathy and selflessness. Which means that the goal of the activism is not justice but is used 

for personal gain.  

For instance, the reason for when an influencer stops talking about the issue online 

suddenly after posting regularly for a certain time, could be that it was popular or a trend at 

the time or because it was expected from them, and they were pressured to do so by their 

audience (Wellman, 2022). Yet, this pressure projected by the audience can be more 

damaging than expected. That is because expecting an influencer to post about a certain topic 

before they feel ‘prepared’ or ready to do so, makes their activism ‘meaningless’ and more 

importantly, perhaps harmful to the cause. Information sharing without educating themselves 

beforehand on the topic, positioning oneself on one side or blindly reposting other’s posts 

and hashtags just for the sake of posting and satisfying the masses, does not help the issue at 

hand, according to Wellman (2022). Therefore, we see that pressure from the public increases 

the risk of ingenious activism that might even impede the activism of others, as Wellman 

(2022) has portrayed on the example of BlackLivesMatter, for instance.  

Thimsen (2022) and other authors also critique the easy factor of social media activism, 

which makes it even more performative. That is because of the cost-benefit ratio. A variety 

of posts, stories shared by influencers, or hashtags added to pictures is not comparable to the 

effort and costs demonstrators on the streets bare, who may protest nights long, or get 

regulated physically by the police or get arrested (Kutlaca, 2022 & Thimsen, 2022). This 

critique suggests that most influencers who use social media as a tool for activism, generally 

portrays the only source of activism they partake in. Thimsen (2022) echoes the audience's 

concern with this issue because it does not seem genuine to them to only ‘talk’ about a 

situation, instead of ‘doing’ something actively against or for it.  

This point also calls for the differentiation between normative and non-normative acts, 

explained by Kutlaca (2022), saying that there are actions taken regarding social activism 

that do not cross the borders of norms and regulations, which for instance, includes social 

media activism, and actions that break known rules and norms, even laws. Again, the cost-

benefit ratio is observable here (Kutlaca, 2022). While the post on the internet or the signing 
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of a petition or the small donation you make, takes only seconds to complete, the non-

normative acts can portray the clear opposite. As the latter might include for instance, 

dangerous, violent, extremely expensive or very time-consuming actions, the costs to partake 

in social activism in this manner, requires more costs (Kutlaca, 2022) and may even lead to 

physical, financial, prestigious and other sorts of harms.  

On the other hand, it is also important to acknowledge that in some cases the online 

activism of the influencer alone can be damaging to themselves enough to reveal a clear 

genuineness in their action. An example for that would be Bella Hadid, a model that has a 

strong online presence, with a high following, acting therefore as an influencer, who has lost 

jobs after speaking out online by advocating for Palestine (Ayoubi, 2022). She highlights that 

ever since she started to publicly state her political views and advocate for Palestine on social 

media many different brands fired or ended deals with her (Ayoubi, 2022). Additionally, the 

social media platform allegedly censored her posts and content from then on (Ayoubi, 2022).  

Both of these consequences are insofar significant, as for most influencers their 

accounts, posts, brand deals, sponsorships and platforms in general portray their full-time 

jobs and their whole income is dependent on how ‘well’ they perform or do on social media. 

Engaging in social activism on social media aware of the consequences they might have to 

endure, including possible high financial losses resulting from brand disapproval and from 

disapproval of audiences and therefore follower decreases, the risk of being censored. The 

loss of friends, as Bella Hadid has experienced as well after her social activism online (Uddin, 

2022) receiving hateful responses and despite even more negative outcomes, one can say that 

even a single post alone, which seemingly does not require many efforts, demands more 

sacrifices than at first seems. The genuineness of an influencer in this case cannot be refuted 

only due to the simplicity of the activism, as one post alone can lead to their whole career 

being ruined, for the sake of activism.  

This is also touched upon by Kutlaca et al. (2022), explaining that personal motives for 

instance are not to be simplified in the sense that, the activism is immediately ingenuine as 

soon as it was motivated by personal reasons. Whether this applies to for instance the need 

for broadening intercultural understanding or to increase their self-esteem; because they are 

doing it ‘for themselves’ they may be even more motivated to continue with their social 
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(media) activism for a longer period (Kutlaca et al., 2022). It could even be more genuine 

than any other motivation, as a personal reason could be an emotional or personal connection 

to the situation, creating a need or passion to improve the negative situation.  

There are several conditions that need to be considered when trying to assess the 

genuineness of an influencer’s activism on social media. For instance, for how long does the 

influencer continue to post about the situation? What is the influencer sharing? Do the posts 

exceed viral Hashtags, and uncommented news sharing (Wellman, 2022)? Wellman (2022) 

here critiques influencers that do this; social media activism as a trend, without the intention 

to genuinely help, which leads to more damage than benefits for those in need of justice. The 

author criticizes the trend’s sudden nature, in which the influencer needs to participate only 

after it becomes ‘popular’ to be an ally, that is as if the movements, wars, discrimination, and 

overall societal issues have not been existent before the trending hashtag (Wellman, 2022). 

How genuine can an influencer’s social media activism be if it is limited to a short time, and 

dependent on the popularity of the political situation? Thus, it is important to consider the 

frequency and durability of activity on the topic by the influencer, when assessing the 

genuineness of their political activism.  

The literature continuously mentions different motives and motivations the influencers 

have behind their social media activism. Some of them, as mentioned above, are (the feeling 

of) obligation due to guilt, validation and virtue signaling, credibility maintenance (Wellman, 

2022). Another one may be some kind of financial gain, which would end in the so-called 

‘optical allyship’ in which social activism is only motivated by monetary advantages 

(McClanahan, 2021). And more authentic ones, which include altruism; here the influencer 

partakes in social activism on their account despite knowing the (possible) negative 

consequences for them, because this is what seems to be the morally right thing to do, which 

is another motive showing genuineness; morals (Wellman, 2022).  

2.1.2. The influenceability of the online audience  

Some aforementioned aspects with regards to the genuineness of an influencer are of 

importance to the effectiveness in influencing the audience as well. How do followers and 

political actors react? Is social media Activism of influencers met with appreciation or hate?  
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The literature presents different perspectives and factors playing into the effectiveness 

of their online activism. McClanahan (2021) elaborates on the concern that the audience can 

be influenced easily, which means that the influence can be negative as well. The author here 

suggests that whether they can be influenced or not, is not the question, but in what way the 

users are influenced; which depends on the Creator they follow online (McClanahan, 2021). 

Therefore, an influencer that never partakes in social activism online, influences the user just 

as much as the Creator that posts every day about societal issues, according to McClanahan 

(2021).  

Nevertheless, this is not entirely true. Followers that observe missing activism from an 

influencer they like, are not necessarily going to stay out of activism as well, they are more 

likely to put pressure on the influencer and demand activism (Wellman, 2022), that is if the 

user is interested in, affected by or politically active regarding the topic.  

The audience’s influenceability is also dependent on the performance of the influencer 

and how genuine it seems to be (Thimsen, 2022). Thimsen (2022) shares that often critique 

on activists online contains the missing authenticity; the sole posting on the issue, is not of 

importance to the social media user, self-reflection and activism beyond social media is 

demanded by the public. Activism that requires more effort and sacrifices than a simple post. 

Yet, in contrast to that, sometimes the extra activism is criticized as well, if for instance a 

picture of attending a demonstration is posted, which makes it even more difficult for an 

influencer to show their genuineness. The audience’s reaction is never predictable, as 

Wellman (2022) explains for instance, if an influencer randomly starts to post about an issue, 

they would call it ingenuine, being outraged about the sudden concern on a situation that has 

been existing for a longer time, but not posting anything is also not acceptable to the follower, 

as that seems ignorant to them and selfish. 

Although, important to mind here, is that as explained before, even a single post, can 

lead to financial, career and popularity losses. One factor might be that the follower simply 

has a different opinion than the influencer they follow, which makes them keen to unfollow 

the actor online fast, and sometimes even more drastic, make the effort to report their page, 

to shut it down completely or shadowban them (Brix, 2021). To add to this idea, there are 

also influencers disputing with each other on political and social situations, in which 
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followers are affected by their followed social media creator, to such a degree, they find 

several ways to shadowban the ‘opponent’, which for instance includes activity spam, such 

as likes, reports and more (Captions AI, 2024).  

In conclusion, the impact an influencer has on the audience is quite diverse and 

dependent on how the user’s predisposition to the situation at hand looks as well as how 

genuine the Creator’s activism seems to the audience.  

2.2 Conceptualization/Categorization  

The concept this research is concerned with primarily, is the effectiveness of an 

influencer’s social media Activism or online activism. Yet beforehand some essential parts 

of the research need to be defined to clarify the scope this research is based upon.  

‘influencer’ as defined by the Cambridge Dictionary (n.d.), concerns “someone who 

affects or changes the way that other people behave”. To specify more with regards to the 

cases at hand and to limit the scope of the research, an influencer is based upon the following 

characteristics.  

The most essential factors to assess an influencer are Followers, Likes, Views, Follower 

engagement/responses and Activity. First, a minimum follower count of Ten Thousand 

followers is specified to count as an influencer in this research. This number is broadly 

defined as the maximum of followers of a so-called ‘nano-influencer’, which is still a high 

amount of people, that may even be closer to the influencer and are affected more deeply 

than a high number of followers that are not as close to the influencer (Grin Contributor, 

2024). The average engagement rates of the different platforms according to Grin Contributor 

(2024) are regarded and high engagement rates assessed. The platforms also must be put into 

consideration individually because of their different features and popularities.  

‘Social media’ defined in this research includes Instagram, which is the most popular 

platform in Germany, X (formerly Twitter), TikTok, and YouTube. There are more social 

media platforms existent, but these are more commonly used for online activism, as can be 

observed. These platforms are essentially similar to each other but have some features that 

differ. For instance, X only allows a limited character count for every tweet, making it less 

personal and the activism more effortless, according to McClanahan (2021). Every platform 
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now has the Story feature, which allows users to share a post for only 24 hours. Picture, video 

and text is all supported by every platform. The ability to share, like and comment is also 

available on all platforms. Only, YouTube and X allow dislikes.  

‘Decision makers’, include a scope starting from people above the legal age to vote in 

a democratic state until political actors and leaders.  

‘Genuineness’ can be assessed by the (expected) motivations of the influencer posting 

on the topic, as listed below, as well as factors, such as the durability and frequency of activity 

on the issue, as well as costs and consequences of the online activism.  

2.2.1 Soft media power 

A definition that has been developed decades before by Nye Jr. (2008), is important to 

note here. ‘Soft power’, as explained by Nye Jr (2008), is the political power to persuade, 

using words, speech, communication and networking, to reach political goals. This concept 

is insofar interesting to apply to, or more so, reconceptualize for this research as it was meant 

to explain political influence in political leaders or states (Nye Jr, 2008) and not civilians. 

Yet, an underage girl, with nothing more than a poster, boycotting school in front of the 

Swedish Parliament, was able to create a global strike, with nothing but a hashtag and words 

(Fridays for Future, n.d.).  

The assumption here is that with the utilization of social media, being able to amplify 

one’s voice and possibly reach an internationally wider audience, a new power is given to 

the citizen. If a person that is not a political leader or organization or anything of that sort, 

takes on the role of an influencer, they create for themselves a tool to influence the public on 

different levels in different aspects and one of these aspects is politics. social media platforms 

can easily be utilized to mobilize protests offline, to persuade political actors, spread 

information and awareness on certain topics, share political views and more. The use of the 

platforms is not very restricted, besides a minimum age demand, and people can publicly 

state their stance more transparently, faster, easier and to a broader audience than ever.  

Soft media power here is about influencers that have the power to create movements 

by posting one picture or video, one hashtag or one temporary story, sometimes in a span of 

minutes or even seconds. Followers are persuaded to donate to an organization, because their 
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favorite influencer has asked them to in their post with simple words, and the self-promotion 

of allegedly donating as well. Why is it that the public seems to be more prone to listen to 

and be influenced by influencers on social media in terms of Politics, than by actual political 

leaders? 

It is a feeling of empowerment, according to Pătruţ (2016) that many social media users 

have. Poell et al. (2018) explain that people viewing and sharing the same things feel 

connected that way. This seems more like a motivation to increasingly participate in these 

social acts than a political leader that calls for it, without being on the same ‘level’ as the 

users might feel with other influencers. Maier (2021) entails that the use of pictures and 

videos on social media by influencers to spread awareness and information or share moments 

of the issue at hand, is one tool for activism online to indulge the audience more into the 

topic.  

Maier (2021) also touches upon the ‘live’ feature of social media, in which the 

influencer can start live video sharing, with users also able to comment, like and send gifts 

as well. Here, the special aspect is, that the audience receives the ‘power’ to ask and comment 

live, anyone watching being able to read it, making it difficult for the influencer (which can 

sometimes be a politician) to escape the possible inconvenience of question (Maier, 2021). It 

is not comparable to a political event with Questions and answers, that are organized, the 

questions filtered, security and organizers coordinating and more. Yet, important to mention 

is that the influencer still has the advantage to turn the comments off, which presents them 

the opportunity to just say and share what they want without interruption or feedback.  

Yet also important is that a political leader or actor can be a successful influencer as 

well. It is often observed that political leaders instrumentalize social media to amplify their 

voice, to connect to the audience, or more so, possible voters for instance (Pătruţ, 2016). 

They make use of it to bring forward their own thoughts and political statements regarding 

situations and conflicts in seconds via online posts and can therefore more effectively and 

fast influence their voters and react to situations as soon as they have happened. It also seems 

as if the social media user would feel more connected to and on the same level with the 

political actor on social media persuading the voter more of them and their campaign, as well 
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as having a new introduction to the political world through a medium they know well and 

use every day (Pătruţ, 2016).  

Poell et al. (2018), also shares that social media gives movements the opportunity and 

power to be connected over transnational borders, organizing more effectively and serving 

as fast and helpful communication tools.  

Abdalla et al. (2022) explains the phenomenon of “Cancel Culture” that has been 

present on social media for some time now. They define it as “publicly sham[ing] those who 

deviate from social norms” (Abdalla et al., 2022). Nevertheless, not only social norms are 

important for cancel culture but that which is preferred by the majority of people or supported 

on social media at the time. For instance, if we take Germany and the Israel-Palestine 

situation as an example, we will see that for Germany as a country it is the “norm” to support 

Israel and its fight against Palestine, as Germany has politically made itself the responsibility 

to ensure Israel its existence; this “officiality” makes it a social norm (Lpb, n.d.). Yet, if we 

look at “blocklists” created on social media by users, in which people in Germany 

collectively not only unfollow but block certain influencers because they did not respond in 

favor of Palestine or did not respond whatsoever to the crisis (Barduhn, 2024), we can see 

that the cancel culture here is not according to the norm at the moment. 

Therefore, cancel culture has different powers to either have a positive or negative 

effect on a situation and influencer. It can be used to ‘cancel’ discriminatory behavior or 

influencers or to bring forward a political message as seen in the previous example, which 

says that political participation is demanded by those with reach. It is a form of blackmailing 

almost, in which the users show the influencers the consequences of their decisions, also 

implying that their online career is dependent on them and whether they follow them or not. 

Yet, with regards to Abdalla et al. (2022) cancel culture also has characteristics that are 

harmful to social movements and activism. The fear it creates among social media users, 

which does not only mean influencers, for being judged and shamed for having an opinion 

that goes against the majorities, hinders genuine conversations and discussions on topics, 

because everyone fears being ‘canceled’ (Abdalla et al., 2022).  

Cancel culture is also not exclusive to the social media ‘world’. An influencer that 

shows and proves injustice from certain groups or actors, may influence their followers to 
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cancel them or boycott them as well. This can be seen in brand boycotts for instance, where 

followers would suggest or prove a brand’s connection to the disliked party, making the 

followers boycott them in everyday (offline) life (Ethical Consumer, n.d.).  

2.2.2 Effectiveness of influencers’ social media Activism  

This concept on the effectiveness of influencers’ social media Activism bases itself 

upon the reaction of the audience which includes also that of the political actors. For instance, 

are there legal consequences as responses? Are the posts, accounts censored or deleted? Are 

influencers being arrested for their online activism? Does the audience approve of the 

influencer's activism online? Are they admiring, appreciating or criticizing it in the 

comments? If so, why do they criticize or appreciate it?  

Now, the Effectiveness of the influencers social media Activism is theorized as follows.  

Wellman (2022) states that influencers taking part in activism online often do so 

without informing themselves which creates the idea that they are seemingly only following 

a trend. Here, the author takes the example of the BlackLivesMatter movement in 2020 and 

the sharing of black squares as posts with uniform hashtags (Wellman, 2022). What this has 

led to was important information that drowned under all the black squares with the same 

hashtags that were usually used to spread this information (Wellman, 2022). Influencers were 

criticized due to their lack of efforts in educating themselves further on the issue enough to 

not bring damage to it and actually spread awareness through their online activism (Wellman, 

2022).  

Yet, it is also important to acknowledge that ‘every publicity is good publicity’ in the 

sense that every kind of sharing and post is one step further and that it is better than to do 

nothing (Wellman, 2022). I would also suggest and expect that the user’s and follower’s 

personal relation to the situation is an important factor for the way influencers’ activism 

affects them. If they are personally and emotionally affected by the situation, and like the 

influencer, they are more prone to feel personally attacked by an opinion of that creator they 

did not expect or cannot combine with their own belief (Wellman, 2022).  

It is important to keep in mind that effective can mean different things, for instance 

related to marketing or business strategies as well, which is because an influencer is in the 
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end a full-time occupation in most cases and they have to consider most of their activities 

and what benefit it has to them in their ‘workplace’ which is in this case, social media. 

The first type, as discussed before, is perhaps the goal to change something in a positive 

way about the situation at hand. This could either be observed then in changes of legislations, 

positive reactions of politicians, or just simply, an improvement of the situation, which would 

also include the audience's positive reaction. Yet, the other ‘effectiveness’ of an influencer’s 

social media activism could be to simply get any engagement from the audience. Thus, a pro-

Israel influencer, for instance, posts regularly about Israel and Palestine, with fifty percent of 

the comments involving Palestine positive sayings. This engagement leads to a wider reach, 

as posts and accounts are dependent on constant engagement, not the follower count, as this 

does not influence the algorithm (QuickFrame, 2024). Therefore, sometimes it may only be 

the engagement itself an influencer aspires, even if the reactions are not positive. That in 

mind, financial intentions or motivations could be the reason for an interest in responses such 

as higher engagement, more money, more virality for the influencer.  

On the other hand, the altruistic intentioned or motivated influencer would also 

appreciate the engagement and understand it as a success even if the audience is not positively 

reacting to their activist content. That is, because again their reach widens, making their 

social activism become more viral, and heard more. Here, it is also important to go back to 

the effectiveness connected to politicians, according to Maier (2021) social media is a helpful 

tool to popularize a topic that is not talked about on mainstream media and news channels. 

Therefore, assisting in putting it on the agenda ‘reminding’ people of the existence of the 

issue, increasing its importance not only for the general public but also the political sphere 

(Maier, 2021). That is because, after citizens observe influencers and other creators making 

the effort to talk about issues leaders have not talked about yet, pressure might be projected 

on the politicians to respond to the neglected issue. Awareness spreading as such can be seen 

on accounts such as Jess Natale’s so informed (so informed, n.d.) or Impact (impact, n.d.), in 

which posts can be found thematizing updates on global issues and situations and spreading 

awareness (so informed, 2024).  

The effectiveness of an influencer’s activism online also shows itself in 

demonstrations, or collective actions on- and offline, after influencer’s call for mobilization 
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(Maier, 2021). Maier (2021) shows how social media has simplified the mobilization and 

organization process of protests, and also important, the documentation of it. The last point 

is a very essential contribution social media has made to Activism, which is the 

documentation. Demonstrators on the streets can film and prove anything that has happened 

at a protest, which includes for instance police brutality, leading to other movements online, 

in which videos and pictures of protests are shared and made aware of online. These are also 

often commented on with on-site experiences. All of this shows the contributions online 

activism has on offline activism, and with it increasing its effectiveness, as other issues are 

realized as well. as it is protected, in the sense that, protestors or happenings at 

demonstrations cannot be falsely reported by “opponents” or corrupt journalists. These tools 

are also used and effective in demanding responses and reactions from politicians and 

authorities (Cadena-Roa et al., 2021).  

Abdalla et al. (2022) also shares, that some influencers only participate in social media 

Activism due to peer pressure; not wanting to be excluded or disliked by their group or peers 

because they did not follow their actions, even if it is not what they believe to be the right or 

effective way. As a result of that, the activism is not reflected and perhaps faulty, creating 

again more harm than good to the cause (Abdalla et al., 2022).   

The last thing I want to add is the ‘Story’ feature on different social media platforms. 

Stories are posts that are only online for a maximum of 24 hours, if not deleted before this 

period, which makes them only temporary. Therefore, any activism shared with this feature, 

is only ‘provable’ if documented, which means in this case, if there are savings of it or 

recordings of the influencer posting the story. This is insofar important, as the influencer can 

‘satisfy’ the audience’s demand for reaction to a situation, without the risks of a digital 

footprint (IBM, n.d.) that could be traced back to them, without being criticized for their 

unwelcomed response to the situation by audience’s that do not approve, or even legal 

consequences. Nevertheless, this can be even less effective than other forms of social media 

activism or no activism at all, as it may be suggested that this form requires even less effort 

than the already criticized ‘normal’ posts, as explained before. Nevertheless, other than this 

feature, activism created online is often reposted, discussed and resistant, constantly 
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“retained, recycled, and renewed” (Cadena-Roa, 2021), creating room and an environment 

for political discourse. 
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3. RESEARCH DESIGN AND METHODOLOGY  

This Master Thesis’ research design and methodology, the cases and data are explained 

in the following sections.  

3.1 Research design  

This thesis is conducted as qualitative research and a comparative Case Study. The two 

cases here are US and German influencers and social media audiences. The research is based 

on academic literature used to assess a necessary theoretical framework for the analysis, also 

containing scales, parameters and concepts created to apply the data on. This is followed by 

the collection of data on social media and online articles. The data and themes collected are 

then applied to the theory and cases for analysis purposes.  

Conducted is a textual and document analysis, collecting data and repeating themes on 

social media platforms that are defined further in the next section. After that, concepts are 

created based on literature and data. The universe and scope of this research encompasses 

mainly Germany, German influencers and audience. These again, are specified more in the 

following. As a comparative case, is social media in the US and their influencers included as 

well, whereas the main focus lies on Germany.  

Important to highlight here is that the analysis is only limited to two cases, two 

countries. This makes it difficult to generalize the outcomes and results. Also because of 

choosing one specific (main) case this may imply a researcher bias. These specific cases were 

chosen because, for the case of Germany, the author is fluent in German, therefore 

understanding German media, posts and influencers to her advantage. For the US case, it 

portrays an effective comparison as some of the most known, most followed, and influencers 

with the widest reach are from the US. Some of these influencers, that are at the same time 

widely known celebrities, are sometimes politically active as well. The intention for a second 

case to compare to, was a wider spectrum of data and information to find more accurate 

results instead of a biased not generalizable (one) case study. Nevertheless, the findings will 

not be completely generalizable for this research still.  
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3.2 Empirical data  

As the data in this research consists of social media posts and articles online, both 

primary and secondary data are used. This data is collected through textual and document 

analysis, to assess an influencer, also considering their engagement rate.  

The data mostly consists of Tweets from X (previously Twitter), posts and, if possible, 

Stories shared on Instagram, as well as sharing on the platforms TikTok and YouTube. 

Nevertheless, these platforms and the data or posts on them, must be considered individually, 

as their natures are different and similar at the same time. Even if all platforms now have the 

same functions, such as videos, pictures, text sharing, and comment and like functions, the 

engagement rate and the popularity of an influencer can vary from platform to platform. Also, 

keeping in account that the ‘dislike’ function only exists on YouTube and X.  

Besides that, articles online and third-party records concerning the posts by influencers 

and celebrities are considered, and data extracted as well. This is insofar important for this 

thesis, as many posts may either be deleted or, the posts are stories, which have the 

characteristic of being only online for a maximum of 24 hours, if not saved as a ‘highlight’ 

on their pages. Therefore, a lot of data gets lost, if it is not saved by online articles or third 

parties, commenting on these social media contributions, with the recordings or screenshots 

of them.  

Yet first a sampling of the influencers this research is concerned with is conducted 

using Google Sheets, which can be found in Table 1 below. It consists of 65 German 

influencers and 65 US American influencers who have been politically active online on social 

media concerning the Israel-Palestine issue.  

 

Table 1: Influencer sampling Germany and the US 

German influencers PRO - or 

Neutral 

# of posts 

regarding 

conflict 

(>/< 10 

posts) 

US influencers PRO - or 

Neutral 

# of 

posts 

regardi

ng 

conflic

t (>/< 

10 

posts) 

Serhat Sisik Palestine >10 Bella Hadid Palestine >10 

Jürgen Todenhöfer Palestine >10 Alana Hadid Palestine >10 
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Ahmad Mansour Israel >10 Nemahsis  Palestine >10 

Ahmad Ahmad Palestine >10 Macklemore  Palestine >10 

Judith Scheytt Palestine >10 Msrachelforlittlekids Palestine >10 

Pauline Jäckels Palestine >10 Khaledbeydoun Palestine >10 

Mudiblick Palestine >10 Elise_gravel Palestine >10 

Hanno Hauenstein Palestine >10 Adame_media  Palestine >10 

Hebh Jamal Palestine >10 Jasminefares Palestine >10 

Alena Jabarine  Palestine >10 Hamzahs1948 Palestine >10 

Sophia Hoffman Palestine >10 Djsnake Palestine <10 

Tarek Baé Palestine >10 AOC Palestine >10 

Kübra Gümüsay Palestine >10 Amandaseales Palestine >10 

Yaseminacr Palestine >10 Bassel_nasser Palestine <10 

Sawsan Chebli Palestine >10 Anwar Palestine <10 

Migrantischewut Palestine >10 Drjillstein Palestine >10 

Younes_abou Palestine >10 Nabela Palestine <10 

Ryad Aref Palestine >10 Thenewyorknest Palestine <10 

Alice_haruko Palestine <10 Amanda asad Palestine >10 

Deborah_feldmann Palestine <10 Loren asad Palestine >10 

Elhotzo Palestine <10 Withloveleena Palestine >10 

Elkhatibjules Palestine >10 Yaknowme_hatomi Palestine <10 

Frederic Todenhöfer Palestine >10 Amy schumer  Israel >10 

_sophiamaier Palestine >10 Sammy Obeid  Palestine >10 

Kaya Yanar Palestine >10 Huda Palestine >10 

Tomerdr Palestine >10 Marcia Cross  Palestine >10 

Dr.hatun Palestine >10 John Cusack Palestine >10 

Amiya_am Palestine >10 Pedro Pascal  Palestine <10 

kids.doc.de Neutral <10 Jesse Williams  Palestine <10 

Issam_bayan Palestine >10 Rowan Blanchard  Palestine <10 

Vincent Lilienthal Palestine >10 Sara Foster Israel <10 

Garciagizem Palestine >10 Mandanadayani Israel >10 

Der_neukoellner Palestine >10 Yourfavoriteguy Palestine >10 

Nalaversum Palestine <10 Gal Gadot  Israel >10 

Haylimaria Palestine <10 Daizygedeon  Palestine >10 

Enissa_amani Palestine >10 mxriyum Palestine >10 

Nisrinchen Palestine <10 devotedlyyours Palestine <10 

Olaf Scholz Israel >10 nombeah Palestine >10 

Annalena Baerbock Israel >10 Ericamena Palestine >10 

Dieterhallervorden Palestine <10 Missmayim Israel >10 
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Missgammour Palestine >10 Lizzysavetsky Israel >10 

Zeina.boxer Palestine <10 Collegenutritionist Israel <10 

Gerd Buurmann Israel >10 weworewhat Israel <10 

Linda teuteberg Israel >10 Mrmichaeldickson Israel >10 

Nurder Koch Palestine >10 Ritchie Torres Israel >10 

rebew_lexa Neutral >10 Nitsanraiter Neutral <10 

Dr. Markus Krall Israel >10 Chelseahandler Israel <10 

Fabian Goldmann Palestine >10 Mark ruffalo  Palestine >10 

Nasir Ahmad  Palestine >10 Ilhan Omar  Palestine >10 

Sandymoelling  Palestine <10 Rashida Tlaib  Palestine >10 

Ischraa Palestine >10 Linda Sarsour Palestine >10 

Ayliva Palestine <10 Mia Khalifa  Palestine >10 

Hany439 Palestine >10 Sarah Silverman  Israel >10 

Jasminshakeri Neutral <10 Mandy Patinkin Palestine >10 

Dunjahayali Neutral <10 Yara Shahidi  Palestine <10 

Negah_amirii Neutral <10 Hasan Minhaj  Palestine >10 

Duzentekkal Palestine >10 Bernie Sanders  Palestine >10 

Andrea.sawatzki Israel >10 Amanda Hirsch  Israel <10 

Noriyanori Palestine >10 Daniel Ryan 

Spaulding  

Israel >10 

Jenna_miller Neutral <10 Moribyan  Palestine <10 

Kristin_helberg Palestine >10 Shereen Idris  Palestine >10 

Khaledd.pali Palestine >10 Moti  Israel >10 

LeFloid Neutral <10 Eitan  Israel >10 

Yana Clare Neutral <10 _amberalexander  Palestine >10 

Lucas Febraro Palestine >10 aaashleyk Palestine >10 

*the accounts/references of all samples can ben found in the bibliography section  

These samples include influencers that vary from the fitness scene on social media, 

lifestyle bloggers, family influencers, political influencers, models to celebrities and 

politicians, to have a broad spectrum of data. Moreover, the influencers differ in their political 

stance regarding the Palestine-Israel conflict, creating, as possible as can be, unbiased data. 

They are either pro-Palestine, pro-Israel or neutral, which means that they have not clearly 

positioned themselves on one specific side, and instead made general statements demanding 

peace for everyone involved. 

The table also includes the number of posts the creators have published, categorized as 

either more than ten posts (>10) or less than ten posts (<10), as a guideline for this research. 

Based on that, a comparison is also made of the different political stances and their number 
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of posts from the different cases to see, whether a repeating themes are observable or not, 

and their significance to this research. Does the political position have any importance 

concerning the genuineness of their social media activism or not? If so, what could be the 

reason? 

In Chart 1, below, the number of posts of German and US influencers is compared in 

percentages with in form of pie charts, also created by using the data from Table 1 with 

Google Sheets.  

 

Chart 1. German and US Influencers number of posts (>/< 10) categorized by political position, shown in 

percentage (%)  

 

Chart 1 depicts the comparison between German and US influencers, how they 

position themselves and their frequency of activism online according to their political stance. 

Very minimal differences can be observed. The highest difference can be assessed in pro-

Palestinian influencers that exceed ten posts in Germany, which are almost four percent 

higher than those in the US. The others are very similar, not differing more than two percent. 

These differences and similarities and reasons for their occurrence are further analyzed in the 

analysis sections of this research. 

 

Chart 2. Total social media activism, as number of posts (>/< 10) categorized by political position, Germany 

and US influencers combined, shown in percentage (%) 
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3.3 Scale/Parameters  

The following questions assess the most important factors concerning social media, 

influencer and the social media users (audience).  

3.3.1 Social media  

1. Is free access to social media available in the selected case at hand?  

2. Do any legal frameworks restrict the usage of social media? 

3. Does the public show interest in/care about influencers on social media? Do they 

show any reaction to their activity/inactivity?  

3.3.2 Influencer 

1. Does the influencer have any financial motivation for their social activism? 

2. Does the influencer persist in their activism and is there any visible result? 

3. Are there (legal) consequences for the influencer to endure for speaking about the 

situation? 

4. Is the influencer’s online activism more effective than politicians’ actions? 

5. What does their activism look like? 
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3.3.3 Audience 

1. Does the audience’s reaction create an impact in Decision-making? 

 

To assess the genuineness of an influencer’s social activism online a scale of questions 

concerning the motives of their online activism is proposed and whether their activism is 

performative or not is suggested.  

 

ACTIVISM MOTIVATED BY… 

1…MONEY/FINANCIAL GAIN (ingenious/self gain) 

+ Is the influencer sponsored by certain brands? VS Does the influencer risk losing 

money by supporting on social media? 

2…ACCEPTANCE/APPLAUSE (virtue signaling) 

+ Does the influencer show real engagement with the topic/situation?  

+ Has the influencer given sources or accurate information on the topic?  

+ Is the influencer clearly showing that they are educated on the situation? 

3…PERSONAL RELATIONS (genuine) 

+ Has the influencer any personal relations to the situation?  

+ Religion, culture, family, background, friends, acquaintances? Passion? 

4…SELFLESSNESS/ALTRUISM/GENUINE CONCERN (genuine) 

+ Is the influencer engaged and public with their opinion despite negative backlash? 

+ Is the influencer engaged and public with their opinion despite financial harm? 

+ Is the influencer not intimidated by the risk of being censored? (Algorithm) 

5…DUTY/RESPONSIBILITY/OBLIGATION 

+ Do any circumstances oblige the influencer to take part in social media activism? 

 

Table 2. Summary of questions and scale regarding motivations and assessment of genuineness of influencers 

Category Subcategory Question Analysis Notes 

Social media Free Access Is free access to social media available 

in the selected case at hand? 

 

 Legal 

Restrictions 

Do any legal frameworks restrict the 

usage of social media? 
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 Public Interest Does the public show interest in/care 

about influencers on social media? Do 

they react? 

 

Influencer Financial 

Motivation 

Does the influencer have any financial 

motivation for their social activism? 

 

 Persistence Does the influencer persist in their 

activism and is there any visible result? 

 

 Legal 

Consequences 

Are there (legal) consequences for the 

influencer for speaking about the 

situation? 

 

 Effectiveness Is the influencer’s online activism 

more effective than Politician’s 

actions? 

 

 Description of 

Activism 

What does their activism look like?  

Motivations Financial Gain Is the influencer sponsored by brands, 

or do they risk financial harm for 

activism? 

 

 Acceptance/App

lause 

Does the influencer show real 

engagement and share accurate, 

educated insights? 

 

 Personal 

Relations 

Does the influencer have personal ties 

to the situation (religion, culture, 

family, etc.)? 

 

 Selflessness/Altr

uism 

Is the influencer public despite 

backlash or financial risk? 

 

 Duty/Responsibi

lity 

Are there circumstances that oblige the 

influencer to take part in social 

activism? 

 

Audience 

 

Impact on 

Decision-

Making 

Does the audience’s reaction create an 

impact in decision-making? 

 

 

 

3.4 Expectations/Hypothesis  

Hypothesis: 

H1: Social media activism fluctuates as new conflict arises or erupts that push the preceding 

one to be forgotten. 

 

Expectation 1: 

Influencers only post about a certain issue, as long as it seems ‘popular’ or ‘relevant’ to 

their targeted audience.  

 

Expectation 2:  
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Influencer’s genuineness regarding their political activism on social media depends on their 

relation to the situation.  

 

Expectation 3:  

The audience’s political view and action is effectively directed by influencers social media 

Activism. 
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4. SOCIAL MEDIA AND INFLUENCERS IN GERMANY 

This chapter encompasses the analysis on German influencers’ social media Activism, 

aiming to assess their motives and how genuine they are, as well as the analysis on whether 

these genuine or ingenuine motives are effective or not based on the reaction of the audience. 

4.1 Activism motives and effect on audience  

4.1.1 Financial Gain 

Financial motivation is a very important factor for genuine or ingenuine behavior, that 

can be assessed in paid partnerships, or content and similar. In general, there is no financial 

dependency for Germany on Israel or Palestine, but concerning Israel the other way around 

(Lpb, n.d.). Germany is Israel’s third most important trade partner, arming them with 

weapons and sending regularly compensational money for the crimes of the second World 

War (Lpb, n.d.). Yet, it is also important to know that Germany is not the only country 

providing Israel with weapons, which makes their dependency not as significant. Besides 

that, taken from this, it would actually be a financial relief for Germany to take action against 

Israel, cutting ties with them and therefore ending funds, exports and any other financial 

responsibility, therefore saving money. Yet, German politicians do not take this ‘opportunity’ 

out of financial motivation in their decision-making, but rather the opposite by continuously 

sharing their support for Israel and devastation by any damage it experiences online on social 

media (Baerbock, n.d. & Scholz, n.d.).  

Yet, there is one important actor to mention. That is the ‘WerteInitiative’ organization, 

which is a Jewish NGO, with the goal to ensure Germany’s pro-Israel stance and the hearing 

of Jewish voices (WerteInitiative, n.d.). In a paper the NGO’s members wrote, they claim 

Germany would not fulfill their responsibility and obligation to ensure and support Israel’s 

existence on international level, due to their votes in UN decision-making processes, 

allegedly voting for ‘anti-Israel’ resolutions, as they claim them to be (WerteInitiative, 2022). 

They do not give an example of a specific resolution only a day, and do not exactly state what 

they suggest being ‘anti-Israel’, not saying what the UN has demanded or requested exactly. 

The only characteristics they allege these resolutions have been against their right for self-
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defense, as well as antisemitic, all while emphasizing their disappointment in Germany and 

the whole United Nations for choosing the wrong vote (WerteInitiative, 2022). The NGO 

also very clearly points out that Germany should not miss the opportunity or chance to 

strengthen their ties with Israel, cooperate and partner up with them, at the same time 

questioning the UN’s credibility, because of these resolutions, and shaming them for their 

resolutions (WerteInitiative, 2022). Also, important to say is that this NGO, which can be 

seen at the bottom of the website, is funded by the Federal Ministry of the Interior and 

Community (Bundesministerium des Inneren und für Heimat), due to a decision made by the 

German Bundestag (WerteInitiative, 2022). And lastly, they highlight the fact that they are 

working together with German actors and politicians to effectively achieve their goals 

(WerteInitiative, 2022).  

Looking at the ‘Lobbyregister’ of the Bundestag we can also observe the amount of 

financial support the NGO receives from Germany and their political actors is around eight 

hundred thousand euros (Deutscher Bundestag, 2024). All these points show that a financial 

motivation might not be the case for a Germany influencer and politician to advocate for a 

certain party in case of the Palestine-Israel conflict, as financial compensation is one-sided 

from the German side. But it more importantly shows a moral and prestigious dependency 

on Israel by Germany. Even if the opportunity for German politicians is now given to cut ties 

to Israel and free themselves from this financial burden, they do not. Instead, the German 

leaders and politicians, even if not all, advocate for Israel, which seems to be an indicator for 

a genuine concern and activism in favor of Israel coming from Scholz (n.d.) and Baerbock 

(n.d.).  

Nevertheless, as will be seen in further sections, financially an influencer may face 

financial losses, consequences or charges legally, if they decide to speak out for a specific 

party, because of governmental disapproval or societal ‘taboos’ regarding certain political 

positions, in this case being pro-Palestinian concerning the war with Israel. An example for 

that is Serhat Sisik (n.d.) who often highlights in his posts and stories that social media 

platforms shadowban him or delete his posts and account entirely, losing his most important 

financial source as an influencer and journalist. Yet, even after these losses he continues his 

Social Activism online, regularly updating the audience on news regarding the situation. He 
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calls for help from his audience because his last income source, which was his TikTok 

account was deleted by the platform, after advocating on social media in favor of Palestine 

(Sisik, 2024a).  

4.1.2 Acceptance 

In order to assess real motivations and therefore genuineness in an influencer, it is 

necessary to analyze whether they show real engagement with the topic or situation they post 

about. The content creators generally show differentiated observations and information that 

take different kinds of sources into account. News is shared from media channels of different 

countries on social media and Political Leader’s posts and quotes from all over the world 

reposted, shared and commented on.  

Tarek Baé (n.d.) and Serhat Sisik (n.d.), who are both journalists, are very invested in 

social media activism, and continuously share on their platforms news and information, and 

criticize new events and politicians' reactions to situations. Any news they share is shown 

with its source, screenshots are often presented as proof for critique and information they 

publicize, and they usually tend to use different sources from different countries and news 

channels (Baé, n.d. & Sisik, n.d.).  

To shut down critique targeted at them, they take arguments from the opposing side 

and disprove them with proof and publicly available information (Baé, 2024a). Tarek Baé 

for instance sometimes criticizes the articles by journalist colleagues specifically, but not 

solely, from the German tabloid newspaper BILD, because of missing or wrong information 

(Baé, 2024b).  

But sometimes, an influencer’s social media activism can be very one sided; only 

incorporating reposts without any comment, further information or context, sometimes only 

using emojis to express certain emojis, which takes away from professional and serious 

activism. This can be seen in influencers that are not also working in sectors such as 

journalism and therefore are not professionals with regards to social activism. Yet, this can 

also derive from shock and disbelief about the situation; people being ‘at a loss for words’ 

and not knowing what to say or how to react. Therefore, to still post, even if it is nothing 

more than a repost, it still means that this influencer made a small effort to engage in this 
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situation, because one repost is more than nothing, even if the activism should be more 

investigating, informative and differentiated to share the most accurate information possible.  

Online activism is also used sometimes to show their offline activism, by for instance 

posting pictures during protests (Lilienthal, 2024b). This also serves as proof to the audience 

that the influencer gives an effort to be active offline as well, therefore engaging more with 

the topic concerned.  

 

It is also essential for the influencer to show their engagement with the situation by 

providing sources, therefore it must be asked, whether the creator fives any sources or 

accurate information on the topic or not?  

Generally, when social media activism is done, it contains reposting or sharing of other 

account’s posts, whether that would be a news channel’s account, a journalist’s, politician’s 

or similar (see appendix). By doing that, the ‘source’ the influencer used to receive this 

information is shared automatically every time. They would also share screenshots of or links 

to articles sometimes, for instance Lilienthal (2024a) shows every article and highlights every 

point he shares as he speaks on it in his videos.  

Nevertheless, there is also the risk of sharing misinformation. Such a mistake can 

happen very easily because of the easy and fast factor of social media, in which information 

and posts are spread so radically, that controlling them is not possible most of the time. But, 

in addition to that, Instagram for instance has installed the feature in which false information 

can be reported on a post, which leads to an evaluation, and then to a ‘warning’ of the 

audience before consuming this information (see appendix). That way the user is at least 

pushed to question whether the post they read at that moment might contain misleading 

content or not. Even politicians in leading positions such as Baerbock (n.d.) has spread false 

information, whether intentional or not, which Tarek Baé criticized online, also as part of 

Social Activism in favor of Palestine (Baé, 2024a). Not the case for Baerbock, but other 

influencers that might spread wrong information by mistake, are ‘prone’ to do that, if they 

were pressured into posting something about the situation that they were not knowledgeable 

about to begin with, leading to more damage than good.  
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A bias is an important factor when it comes to conflicts and whether someone educates 

themselves on the topic or not. Which leads to the question of whether the influencer 

observed is educated or educating themselves on the topic or not? 

One observable bias is seen in some German politicians such as Baerbock (n.d.), Scholz 

(n.d.) and Teuteberg (n.d.) that are clearly positioning themselves as pro-Israel, explaining 

that as a result of Germany’s war crimes during the second World War, ensuring the existence 

of Israel is part of Germany’s responsibilities, and therefore also its politicians. They also 

argue with Hamas being a terrorist organization that attacks Israel, resulting in Israel’s right 

to defend itself (Baerbock, 2023). Yet here we can observe a simplification issue and 

stereotyping. They only mention Hamas as if the only affected group by Israel’s defense is 

Hamas, and not all of Palestine. This shows a lack of knowledge or more so, the refusal to 

correct themselves and educate themselves on the issue, as they are stuck due to their bias. 

Helberg (n.d.) explains this in one of her tweets by saying that Palestinian people should be 

viewed as such again instead of only summing them up with Hamas or seeing them as 

numbers (Helberg, 2024). She also posts about the Palestine flag and how it has been 

demonized to be a terrorist symbol of Hamas and antisemitic and anti-Israel in Media and by 

actors (Helberg, 2024).  

Even if the use of swear words, inappropriate language and explicit photoshop pictures 

of Netanyahu (see appendix) are intended to show the seriousness of the issue, it is what takes 

away from the credibility of the influencer, as the use of language like that, is what makes 

activism unprofessional and distracts from the main cause. Accordingly, making the activism 

seem uneducated and vulgar. Apart from that, sharing educational information sheets (So 

informed, 2024), or credible news channel’s posts (Airado, n.d.) and revealing the sources 

used to collect the shown information (Lilienthal, 2024a) are indicators for an influencer 

educating themselves on the issue they talk about online.   

4.1.3 Personal Relations 

Many influencers actively advocating online politically mention their highlight their 

activisms to be related to personal reasons. One of them is Ahmad (n.d.) who has a Palestinian 

background, talking in a speech about his relatives in Gaza, who he has now lost due to this 
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conflict, and wanting justice and continuing to fight for it, as he claims that it is not a new 

issue but one that he remembers from an early age onwards, shaping him and his life (Ahmad, 

2023). He talks about the losses this situation has brought him, calling for support and others 

to spread awareness (Ahmad, 2023).  

Muslim influencers for instance suggest that their empathy and motivation to post and 

share on the topic of Gaza is that they are Muslim and feel connected to and sad for a 

predominantly Muslim country and population affected by war (Sisik, n.d.). Baé (n.d.) and 

Sisik (n.d.) for instance show very explicit videos and pictures of Gaza sometimes, and 

comment on them with religious quotes or creating an atmosphere of guilt regarding other 

Muslims that do not respond to the situation, that do not take part in social media activism 

and therefore are ‘not good Muslims’, and they should not forget their siblings (Palestinians) 

(see appendix). Connected to this Muslim empathy the German influencer would also often 

suggest that as a human one should start to be actively advocating online, as it is a human 

rights issue (Judith, 2024). Accordingly, anyone that is human should feel personally related 

to this situation.  

The same goes for non-Muslim influencers that explain their social media Activism by 

reasoning with their humanity and that any human loss is a crime against humanity affecting 

everyone around the world, which everyone should feel related to (Judith, 2024). In order to 

make the audience and other influencers feel guilty for not feeling personally responsible to 

act on this matter, the influencer would blame or shame non-activism by publicly stating that 

everyone would care if it was about their own people and their own country (Airado, n.d.).  

German influencers that have a German heritage feel personally related to this situation 

as they have the obligation to not forget the lessons learned from history, which describes the 

compensation for the war crimes against Jews in World War II as a German to Israel and all 

Jews. It is a feeling of guilt and shame connected to ‘ancestors’ crimes against the Jews, that 

affects them personally (Scholz, 2023).  

4.1.4 Altruism 

Sometimes, activism online is solely of altruistic nature, which makes their activism 

very genuine. That is observable if the influencer is continuously engaged in social media 
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Activism and public about their opinion despite possible negative backlash they have 

encountered or serious consequences.  

This has happened to Serhat Sisik (n.d.) and Tarek Baé (n.d.) who have both been 

criticized and negatively written about in articles by journalist colleagues, to the point in 

which Sisik was compared to terrorists and portrayed as a ‘radical Muslim’ by incorporating 

quotes of Sisik he shared online on his religion in connection to the conflict (Schibilla, 2023). 

The journalist is accused to hinder media and journalistic freedom and to be an antisemite 

who agitates against the Jewish community and Israel online (Schibilla, 2023). These are 

very serious accusations that could even lead to Sisik experiencing prestigious and legal 

consequences, which could include future employers that might not consider him as a 

candidate and legal issues for alleged antisemitic behavior. Sisik also lost his last financial 

income source on social media which was his TikTok account with almost eight hundred 

thousand followers after advocating for Palestine, because of reports that his posts on TikTok 

would harm community guidelines (Sisik, 2024a). His persistence after experiencing all these 

negative consequences for his activism online is what indicates altruistic and genuine 

concerns and intentions for his activism.  

Many influencers also share their views on being ‘blacklisted’ by audiences for not 

being pro-Palestine, making them lose followers and potentially shadowbanned if the users 

report them as blacklisted influencer (Handke, n.d.). 

Other influencers also share videos of protests and demonstrations offline with police 

brutality that could lead to legal consequences for them, this has happened to Lilienthal 

(2024b) who has received several fines after speaking out and sharing videos of police 

brutality against pro-Palestinian demonstrators on his social media account, also helping 

others that were harmed during these protests even sharing names of policemen in his posts 

and stories (Lilienthal, 2024b). Even despite the fines and reports against him he continues 

to participate in activism online as well as offline.  

Ahmad (n.d.) also shares posts with captions such as ‘Where has humanity gone’ 

(Ahmad, 2024b) or “his heart breaking” (Ahmad, 2023), showing his empathy for the cause 

and being genuinely concerned for Palestine. Additionally, Ahmad also talked about his 

financial losses on his Instagram account. In his post, he explains that he has been in a legal 
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dispute against the social media platform TikTok, which has banned him from there and 

therefore his main income source, leading to huge financial losses and damage to his career 

on social media (2024a).  

4.1.5 Duty/Responsibility/Obligation  

The feeling of obligation can be a motivation for some influencers to be active on social 

media bringing awareness to a situation. If we look at German influencers, one very strong 

obligatory factor is the ‘Lessons from history’ and the ‘duty to never forget’, which concerns 

the war crimes against Jewish people during World War II, conducted by Germany 

(Lilienthal, 2023). It is a ‘German guilt’ that is projected onto every German, also having the 

responsibility to always ensure the existence and securement of Israel and the Jewish 

community (Lpb, n.d.). It all results in a debt and duty Germany and its citizens have towards 

Israel and Jews, to support them whatsoever. Scholz, Germany’s chancellor, calls for the duty 

to save the hostages and to fight those that are harming Israel and its existence, which is 

Hamas, declaring unwavering support for Israel in the fight against terrorism (Scholz, 2023). 

Accordingly, German influencers seem to have the duty and responsibility to advocate for 

Israel online. This obligational factor is also discussed often by influencers and sometimes 

criticized, as it may take away from the genuineness of the activism, because these Creators 

support one party because of duty instead of informing themselves and critically questioning 

the situation they advocate for (Lilienthal, 2023) 

Due to this dual duty and dilemma, as there seems to be a responsibility and obligation 

towards both war parties, shaming on both ends to each other for not fulfilling their duty to 

humanity or as humans, people have been segregated in parties of support, despite having the 

same intention, yet towards different actors and parties.  

4.2 Scale 

4.2.1 Social media  

First, there are several points to consider regarding social media in Germany. The legal 

framework in this country and how it regulates, enables or hinders social media and the use 

of are some of them. Germany provides free access to social media, no platform is prohibited 
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or banned. The freedom of speech, the press and information, as found in Article 5 of the 

Grundgesetz (German Basic Law) should prevent any restrictions of using social media, to 

the point it does not hurt or offend anyone, limited by laws protecting the rights of everyone 

(Deutscher Bundestag, 2021). Nonetheless, the restrictions of the platforms themselves may 

interfere with German law, to the extent that it limits or censors content, because of their own 

regulations, that would normally be considered protected by freedom of speech (Deutscher 

Bundestag, 2021). Due to these guideline protections, censoring, removal or ‘overblocking’ 

(meaning extensively blocking) of content is done, which leads to violations of freedom of 

speech regulations in Germany and censorship discussion (Deutscher Bundestag, 2021). 

Moreover, the Network Enforcement Act (NetzDG) in Germany, lacks procedures that could 

prevent or manage false censorship on these platforms to secure users’ rights to free speech 

online (Deutscher Bundestag, 2021). Germany’s Media State Treaty (MStV) demands 

transparency from social media networks, as they are defined as media intermediaries 

affecting the public’s opinion, on how their algorithm works and on how content is managed 

(Deutscher Bundestag, 2021).  

Other treaties, such as the Medienstaatsvertrag (Interstate Media Treaty) and the Unfair 

Competition Act in Germany, also regulate influencers’ content sharing on social media 

(Feldman et al., 2020). They oblige content creators to be transparent about paid, advertising 

or sponsored content, or otherwise they may face legal consequences under these treaties 

(Feldman et al., 2020). These disclosures need to be obvious and easy to understand by any 

social media user, for instance by marking content with words such as ‘Werbung’, meaning 

advertisement (Feldman et al., 2020). Yet, if an influencer is only recommending something 

without a payment or contract with a brand, they do not need to do so, as was decided by the 

German Federal Court of Justice in 2021 (LIM, 2021). Content creators are also observed by 

‘Landesmedienanstalten’ (state media authorities), controlling whether they adhere to the law 

(Feldman et al., 2020). Germany is part of the General Data Protection Regulation (GDPR) 

and implements the Telemedia Act (TMG), which again, ensure data collection transparency 

and security of influencer advertising (Feldman et al., 2020).  

New features on the platforms also prevent political content from influencers to go viral 

or reach users that do not follow them, according to Sisik (2024c) that is buying having to 
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choose the option to see political content on social media. Yet, influencers and politicians, 

such as Jürgen Todenhoefer, state that the government has passed a new law that makes the 

arbitrary deletion of posts by activists possible on parts of the government, if it thinks that 

the posted information is not true (Todenhoefer, 2024). This law restricts political activists 

online, insofar as they are censored, and their freedom of speech is taken away.   

 

It is also questionable if the public even cares about influencers and their opinions on 

political matters. Are audiences interested in creators’ posts on social media dealing with 

political situations, and more so, do they show disapproval of silence regarding those?  

When the Youtuber LeFloid (2023) posted a video as a response to the October 7th 

attacks by Hamas, he explained that he felt pressured to give a statement on the situation as 

fast as possible through messages and comments he received constantly. He revealed that he 

did not want to respond at first because he feared the possible consequences and opinions of 

the viewers, especially fearful of being called an antisemitic (LeFloid, 2023). This shows that 

parts of the public care about influencers or at least their views on certain topics. This also 

depends on their own opinion regarding the situation, accordingly, wanting your favorite 

influencer to think the same way as you do or at least ‘validate’ your thoughts on the situation. 

Because of the idolization of influencers and at the same time picturing them in a certain way 

as your friend somehow, or as a specific kind of person, the audience wants and expects 

specific answers from them (Wellman, 2022). In LeFloid’s comment section comments vary 

between viewers thanking him for his response and many people criticizing him (LeFloid, 

2023). This critique also does not entail further than stating he should have ended the video 

at a certain point, meaning that most of the users did not agree and like his input to the 

situation.   

Taking a closer look at the comment sections of influencers shows us whether the 

viewers are satisfied with the influencer actions and if they wanted them in the first place. 

Comments on a post by Ayliva (2024) in which she posted a picture with a watermelon 

brooch, which is the symbol for the Palestinian movement, to show her solidarity with the 

Palestinians, also captioning it with the phrase “Never lose your humanity”, indicate a lot of 

appreciation by the audience, calling her a ‘Queen’, ‘having a heart of gold’, saying how 
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proud they are of her, thanking her for using her range and platform to spread awareness, 

being courageous and praising her for using her revenue for donations. All of these comments 

show relief and satisfaction, therefore indicating that they had expectations of her beforehand 

and now comment whether these were met or not.  

Another indicator that the public takes interest in influencer and their activism, and 

opinions are so-called ‘blocklists’ created by social media users. These blocklists include 

accounts of influencers that either did not respond in any way or responded in favor of Israel 

to the conflict (Barduhn, 2024). This also shows the demand and need of the public to have 

influencers with range talk publicly about issues that are important to them; it is due to the 

importance of the situation they feel that they expect others to help and support the cause. 

Otherwise, parts of the public who may not care as much about this specific situation or 

politics in general might be so desensitized anyways (as explained in previous sections), that 

they do not care whether the influencer takes part in online activism or not; maybe even 

prefer if they did not at all, because they see too much of it already.  

Handke (n.d.) also responded on her account to all the demands and questions, as to 

why she would not make a statement, why she does not choose a specific party publicly, and 

her having to post about the issue therefore taking part in social media activism. She 

answered by stating that it was in no way possible to satisfy anyone, that she does not want 

to choose a side, and that she does not support or endorse any civilian loss, regardless of who 

it is (Handke, n.d.). Yet, she still receives hateful comments and messages for not supporting 

one side, highlighting that whatever an influencer would do in such a situation they are not 

able to make anyone happy, and that it is not effective to pressure an influencer into activism 

because there may be a lack of knowledge and genuineness in this activism (Handke, n.d.).  

The influencer Ahmad (n.d.) was also shown in a documentation on YouTube by the 

publicly available channel Arte, which was concerned around the topic of antisemitic and 

terroristic protesters and demonstrations dedicated to pro-Palestinian support (Ahmad, 

2024c). Despite peaceful demonstrations and speeches, the channel’s reaction is to lay the 

focus on connecting it to terrorism, therefore disapproving of their actions (Ahmad, 2024c).  

Clare (2023) also shares that she has received a lot of criticism and backlash for not 

speaking out about the conflict and knowing after reflecting on these comments and messages 
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by her viewers that she should have done so from the beginning, learning from her mistakes 

and will respond to future situations timely.  

 

After understanding, that there is an interest in influencers content creation concerned 

with political matter, it is also essential to question as to how society is impacted by political 

activism online. In many cases social media activism approached by influencers with wide 

ranges has the ability to mobilize parts of society. Lilienthal (2024c) for instance regularly 

reminded users and called for them to participate in offline demonstrations to advocate for 

Palestine. The same goes for Sisik (n.d.), who is also vocal about injustices happening to 

himself because of his Media activism, resulting in people collectively standing up for him 

online.  

This can be seen in his post, explaining that his bank account was closed without any 

previous warning, not reaching any support contacts, and not receiving any response as to 

why this has happened (Sisik, 2024d). That was until his audience has started to spam the 

bank’s account with comments shaming them for doing something as such, allegedly closing 

Sisik’s bank account due to his open online support for Palestine, saying they would not use 

this bank anymore, wanting to leave this bank and that this bank seems to be ‘genocide 

supporter’ (N26 Deutschland, 2024). After this collective action by Sisik posted a video 

saying that in the end he was able to reach someone, through different connections, and the 

reason was that business accounts were not allowed (Sisik, 2024e). Yet, this was criticized 

as well by the commenters as many of them were using the bank for business reasons for 

years and never has such a thing happened, as well as the bank advertising business accounts 

on their website (Sisik, 2024e). Here, we can see the mobilization of people happen in 

minutes, taking action without hesitation in the easiest, fastest and most efficient way 

possible.  

This is another important impact; the relief social media activism has on offline 

activism. It eases Social Movements, its organization and the safety of the protestors. The 

first points are simply explained by communication methods with which people can call for 

necessities, where people are needed, what has to be done, what time anything starts, and so 

on. The need for flyers or anything of that sort, is gone. Lilienthal (n.d.) for instance, often 
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shared demonstration dates and places, urging people to come and protest together. 

Additionally, if something were to happen at these demonstrations, such as physical 

confrontations or any injustice of any kind, then these would at least, most of the time, be 

filmed and shared on social media.  

This has happened many times, one of which can be seen now, during pro-Palestinian 

demonstrations that went viral on social media, after showing footage of police brutality 

against the protesters by different influencers, such as Lilienthal (2024b), or Khaled (2024) 

and Sisik (2024b), all showing explicit scenes of police officers, sometimes sharing the 

context of the situation, therefore showing whether there was any provocation by the 

demonstrators or not.  

4.2.2 Influencer 

To analyze the influencers’ intentions further, motivations of financial nature would 

present ingenuineness or perseverance despite financial loss, genuineness. As already 

discussed in previous sections, it may not be a direct financial gain that motivates the 

influencer to provide social activism online. But to have the security that you will not lose 

anything you already have, because the possibility to lose follower, your whole career or high 

amounts of money because of fines or court cases, as has happened to other influencers, such 

as Ahmad, Sisik and Lilienthal, is a motivation to not speak up or at least not in favor of your 

real conviction.  

 

Persistence in influencers in their social media activism despite negative consequences 

is an indicator for their genuine concern regarding the issue they try people to be aware of. 

And whether this determination leads to any visible results is also a question of concern; are 

they successful or not? Do they create an impact with their perseverance?  

Some of these influencers include Lilienthal (n.d.) and Sisik (n.d.). Both of them have 

endured financial losses and still persisted even without having a direct relation or human 

loss that could motivate them to do so. Ahmad (n.d.) was banned from TikTok, which has 

also happened to Sisik, both losing their main financial sources. Yet, despite legal issues and 

being publicly framed and compared to terrorists (see previous sections), they persist and 
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continue to be active on social media, sharing information regularly and carry on with what 

they believe to be for justice.  

In contrast to that is LeFloid, who only once shared a statement video concerning the 

situation (LeFloid, 2023), which was not met with the most positive feedback, and therefore 

immediately returned to his old activities, because he fulfilled his ‘duty’ with his statement.  

 

Legal consequences influencers might face display a challenge and the reason for not 

taking part in activism online for some of them. Or, additionally, it might be the opposite, 

and influencers show persistence in their activism despite negative consequences. It seems 

content creators are bearing legal consequences mostly connected to offline activism.  

Yet, looking at some articles written about influencers that have been advocates for 

Palestine, these Creators are often compared and connected to terrorism and terrorist groups, 

as Schibilla (2023) has done so, comparing some of the most public advocates on social 

media for Palestine in Germany, also accusing them of antisemitism. This has happened in 

another article as well, accusing Sisik of terrorism or radical Islamism and Nora Achmaoui 

of antisemitism and both of lying about the conflict intentionally to stir up hate against Jews 

and Israel (Gitter, 2023).  

Due to consequences as such influencers are scared to speak up or partake in social 

activism online. They do not want to say what they are convinced of if this might go against 

the Government's ideology, because they might risk their career and financial stability, as it 

happened to Sisik, Ahmad, and Lilienthal, who have all been fined and sued for their online 

and offline activism in favor of Palestine (Sisik, 2024c). The same goes for the effort to 

satisfy the audience’s expectations, which does not seem possible to some influencers, which 

is why they decide or tend to not respond to the situation at all, because they do not want to 

endure the consequences of not being able to satisfy all viewers at once. This has happened 

to Handke (n.d.). Yas (2024) also reported on social media that the German police came to 

her house with a court order to not take part in social activism anymore for three days, 

because of her previous activism.  
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When it comes to political matters online, influencers and their activism on these 

platforms have grown in significance. Because of that the question if an influencer’s activism 

online can be as or perhaps more effective than a politicians’ actions? In this case influencer’s 

activism online does not seem to be more effective than Politicians’ actions. Politicians have 

more political power than civilian influencers, and most of the time do not get intimidated 

by them or their impacts. Otherwise, why would Scholz, the chancellor of Germany, and 

Annalena Baerbock, Germany’s Foreign Affairs Minister, still insist on supplying Israel with 

weapons (Baé). Even after Creators managed to call for people to attend in high amounts 

demonstrations against their decisions, after immense social media backlash, in which people 

would comment under their posts that they should resign from their positions, and online and 

offline campaigns.  

Besides that, political decision-making procedures are more complicated than an 

influencer protesting and posting, and their followers supporting them with likes, follows and 

engagement. These decisions are not only made by one person alone and undergo several 

processes. There is collective decision-making that is also impacted by the consequences 

history had on Germany, with the War Crimes committed in WWII, leading to today’s 

responsibility and duty to ensure Israel’s existence and security, as discussed previously. 

Therefore, binding German politicians to his moral guideline somehow. Yet, if we take 

Jürgen Todenhöfer (n.d.) for instance, he goes against this thought and criticizes Israel’s 

actions and Germany’s support openly on social media.  

Also in addition to that, even if the influencer is not directly in the position to change 

as much as the Politicians can or has the power to influence decision-making decisively, they 

can still connect better to their audiences than politicians can, influencing them on a deeper 

level, because of their similar circumstances; being part of the public society and not a 

politician. Besides that, as mentioned before, the audience often tends to idolize, or see the 

influencer as a friend, and ascribe them a certain character, resulting in the follower aspiring 

to be like them, follow their pleas and support them no matter what.  

An important point is, that the difference between the impact of an influencer 

constantly posting their activism on social media and a Politician’s actions that the audience 

is not constantly confronted with may lead to desensitization of the social media user, as 
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explained before (Abdalla et al., 2022). The audience on social media is overstimulated, 

overwhelmed and is frustrated with all the posts concerning the same topic all the time. In 

situations as such, the impact of the influencer is insofar more severe than that of the 

Politician, as the follower might step back from political and social activism, due to 

desensitization.  

Nevertheless, in contrast to that, the constant social media activism by some influencers 

also is more effective in the sense that it reaches more people faster, because the viewers of 

news channels and readers of newspapers have decreased essentially, meaning people tend 

to acquire their information on global news from social media and research from this as a 

starting point onwards (Karamat et al., 2016).  

 

Content creators can build their media personalities on very different main themes or 

topics. For instance, this includes, political, lifestyle, sports, art, religious or chef influencers, 

and more variations. Therefore, their political activism can vary because of that as well, 

fitting to their background and social media personality and theme. Social media activism 

can vary immensely, which is also due to the different skills and characteristics of the 

influencer and creator that take part in online activism. This opens the question of how their 

internet activism looks like? 

Pictures, videos, statements and information are shared, but all in different ways. For 

instance, Pictures and videos could be taken at the scene, those of bombings or injured 

people, such as Airado’s (2023) post, with clips and pictures of war scenes and 

demonstrations in and for Palestine, played with music.  

Information sheets, that are either aesthetically edited or simple black and white, are 

also shared for updates on situations (Todenhoefer, 2024) 

Some influencers use dramatic descriptions and comments in their activism as can be 

seen in Todenhöfer (2024) comparing Germany’s new regulation to ‘stasi’ law, and 

sometimes to the point that they utilize hyperboles (see appendix) or would compare the 

conflict to other ones in history, as Sisik (2024f) has done, when comparing the Palestine 

conflict with the crimes of WWII.  
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Similar tools used to bring their point forward is the use of sarcasm and rhetoric, asking 

questions he already knows the answer to (Sisik, 2024f).  

Rap-influencers also create rap songs concerning the situation to spread awareness and 

show their solidarity with one of the parties (Pashanim, 2024). Pashanim (n.d.) and Airado 

(n.d.) are also examples of influencers that highlight a series of stories on their profile, with 

videos, pictures, reposts, statements and pleas to the public and their audience to not stay 

silent.  

4.2.3 Audience 

After considering influencers and their actions it is also of importance to analyze the 

audience's response to it. Is the audience’s reaction to influencers’ social media activism 

creating any impact in decision-making? 

If we consider the position that deviates from the government’s position, because the 

audience is trying to change the state’s norm, the pro-Palestinian stance is taken into account. 

As we can observe in Germany the audience’s reaction to the social media activism of 

influencer has not yet created an impact in Decision-making. That can be seen as Germany 

has not changed their position towards Israel after collective boycotting (Baé, 2024a), social 

media backlash and critique of the government’s decisions (Todenhoefer, 2024b), protests 

and direct appeals to the country’s leading politicians (Baé, 2024a). Germany continues to 

support Israel morally and materially, even after the United Nations has instructed all nations 

and firms to stop supplying Israel with arms, as this may lead to complicity in violations of 

international human rights laws (United Nations, 2024).  
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5. SOCIAL MEDIA AND INFLUENCERS IN THE US 

5.1 Activism Motives and effect on audience 

5.1.1 Financial Gain 

Financial motivation presents on essential aspect for the analyzation of genuine 

political activism, as money can bind a creator to share a certain opinion due to contractual 

and paid partnership. 

The American Israel Public Affairs Commitee (AIPAC) is a lobby organization with 

the purpose to improve US-Israel relations, increase and ensure pro-Israel politics, funding 

candidates and their campaigns, who will support and advocate for pro-Israel relations during 

their candidacy (AIPAC, 2022). AIPAC (2022) openly publishes the purpose and results of 

their lobbying and candidate support, revealing that 98 percent of the general election’s 

candidates that won, are funded and supported by AIPAC. Their campaigns and sponsorship 

is also explained with claims such as ‘Keeping congress pro-Israel’ and regularly stating to 

‘defeat’ those that would hurt the pro-Israel environment of the US government and 

leadership (AIPAC, 2022). They are claimed to be the ‘single most influential big money 

group in democratic electoral politics’ (AIPAC, 2022), which shows their influence on and 

power over US politics, decision-making and actors, through monetary means. They are in 

control over any decision made in US politics as almost the entire congress is funded by them 

and would lose this financial security and candidates their careers, by not obeying their 

demands.  

The US decision to vote against the UN’s resolution to demand Israel’s immediate 

ending of illegally occupying Palestinian territory in the span of one year, is therefore a result 

of this dynamic (UN News, 2024).  

Besides that, some influencers state that they were offered money to take back their 

support for Palestine and glorify the Israeli state online on their platform and tell their 

followers to support Israel as well (YourFavoriteGuy, 2023c). YourFavoriteGuy (2023c) for 

instance did not take the money and chose to continue his support for Palestine, which makes 

his online activism more genuine, as he did not accept a high compensation to change his 

beliefs. ParsToday (2023) reported similar events in which Israel has offered influencers 
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compensations to spread lies about Palestine and Hamas being connected to ISIS, a terrorist 

organization, additionally advocate for Israel and publicly take back their support for 

Palestine.  

Other influencers have experienced something similar, in which they have sacrificed 

opportunities to earn money. One of them is Macklemore who protested by canceling shows 

to boycott and demonstrate that the money he would have earned for this event is not more 

important to him than the injustice it would have indirectly supported if he performed there 

(Ben, 2024b). Nevertheless, he still performed in Germany, which is the main supplier of 

arms to Israel who he is boycotting against, which is hypocritical behavior, deciding to 

boycott Dubai (Ben, 2024b) but not Germany. Besides that, he also released songs that 

concern Palestine, showing videos of the situation there and demonstrations for it in the music 

video, while donating all proceedings to a Palestine relief fund by the UN (Ben, 2024a). Ben 

(2023) also emphasizes he would not prioritize ‘business, career, or Instagram followers’ 

over being an advocate against injustice, also meaning that he does not care about financial 

or career losses.  

Hamzah (2024a) also lost his main account, which had more than one million 

followers, creating an immense loss for his career. Another influencer and singer, Nemahsis, 

was dropped by her management and almost risked her whole career due to her activism 

(Nemahsis, 2024d).  

5.1.2 Acceptance/Applause 

To assess the intentions of influencers further, it needs to be questioned whether real 

engagement with the political situation posted about is shown.  

Influencers constantly share different videos, statistics, pictures and reports by 

journalists to present a variety of Information and sources they take into consideration when 

taking a position. This shows real engagement, as the time and effort are taken to create a 

spectrum of sources to trust information shared and not misinform anyone accidently. 

Especially posts and pictures of journalists that are on-sight, are shared and reposted to show 

reliability as an activist on social media.  
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Sometimes an influencer promoting one party choses to take the arguments and 

information of the other party, to refute their position and to show that the other side’s 

perspective was also put under consideration. This is an effective way to seem more 

persuasive in their activism as the influencer portrays themselves in a more reliable way. 

Nevertheless, their activism online also tends to be more emotional and not based on 

facts, but instead about showing their own emotions and reactions to the events, as can be 

seen when Nemahsis for instance shares a picture of her crying eye (Nemahsis, 2023). This 

serves to connect to the audience on a personal level, presenting them a type of engagement 

that goes beyond facts and information, but includes empathy and, perhaps, pity, making this 

another form of engagement with the situation.  

 

Apart from personal posts as mentioned before, concerned with feelings about the 

situation, is current and accurate information shared by the influencer or not? As mentioned 

before, influencers’ continuously shared information of news channel’s social media 

accounts, most of the time reposting, sharing and quoting especially ‘Aljazeera English’, as 

this is an Arab news channel, showing perspectives allegedly free of corruption and one that 

is different from western media.  

This form of activism is mostly used in the story function, reposting up-to-date 

developments of the situation for limited amounts of time, not exceeding 24 hours, if not 

saved on their profile.  

Sometimes activism online by influencers is not very informative, not based on facts 

and not very professional, but tends to be colloquial, using swearwords, or not using any 

language at all, but express their emojis only through a picture without commenting on it or 

only through emojis, as can be seen (Mariam, 2023c).  

 

One important factor for genuineness to be seen in an influencer’s activism online is 

whether they (show that they) educate themselves on the topic they post about or not. In order 

to display that, these creators use different methods, to persuade the audience on their 

knowledge and interest in the situation. For instance, to show their education on a certain 

topic, influencers try to show a variety of different sources and accounts they repost and share 
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content from. This is done by influencers such as Bella Hadid who compiled all her activism 

on her profile in story highlights, for them to not be deleted and constantly seen by viewers 

(Hadid, n.d.). The variety they aspire to reach often includes reposts of on-sight journalists 

or commenting on politicians’ social media posts in stories or sharing different news 

channels’ social media posts with updates on the issue (Hadid, n.d.). 

Sometimes influencers use provocation as a tool to prove their point, with for instance 

caricatures, that are very dramatic, use swearwords and very explicit depictions, without 

context (see appendix), which is more damaging to the social activism than good. That is 

because a contextless caricature or insult to a, for instance, politician such as Netanyahu, 

does not show their knowledge on the situation but more so their emotions, frustration and is 

simply not informative, but could seem more accusatory to the viewer. Even to the point as 

the media might accuse the movement of agitation towards specific parties and slander the 

movement. Therefore, activism needs to be based on facts, it should be educational and create 

calm discussions and peaceful protests. Words need to be used that are rational and 

professional as much as emotions are important, they should not interfere with the rationality 

of a movement.  

5.1.3 Personal Relations 

A variety of influencers are also motivated by personal reasons to post and be publicly 

vocal on the matter. An example of that is Bella Hadid (n.d.) who is of Palestinian descent 

because of her father. She is one of the most famous models, internet personalities and 

influencer in the whole world, who has also been an advocate for Palestinian rights for years, 

as can be seen in her older posts and stories compiled in highlights on her profile on Instagram 

(Hadid, n.d.). She has also shared that deals and brands cut ties with her and dropped deal 

contracts with her after beginning her activism on her platform (Ayoubi, 2022), which is 

because they did not want to be associated with her and her beliefs, as they might lead to 

disadvantages for their brand.  

Another Palestinian influencer and singer is Nemahsis who regularly posts and shares 

information on how to donate or what is currently happening in Gaza, and her struggle with 

this situation (Nemahsis, 2024b). The last one, is Mariam, who is an influencer sharing 
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recipes and dishes, but started to be a strong advocate for Palestine after the conflict started, 

also sharing her personal hurt and connection to this crisis, calling those affected ‘My 

People’, for instance (Mariam, 2023a). As already observed in the German case, Muslim 

influencers associate themselves with Palestinians and their struggle because of religious and 

cultural connection and similarities, stating that what the people of Palestine have to go 

through resembles the issues of Muslim countries all over the world. Others in the sampling, 

such as Jibawi (n.d.), Mariam (n.d.), and Tlaib (n.d.), are also personally affected due to their 

Palestinian heritage, whereas the first out of the three did not take as much action as the latter 

online.  

Influencers from the other party, such as Ben Shapiro, also feel connected to Israel due 

to religious and cultural reasons, as he is of Jewish heritage for instance (Shapiro, n.d.). One 

of the most important influencers is also Gal Gadot, who is originally Israeli and is a big 

advocate for Israel and the Jewish community, also compiling stories on her profile regarding 

the Israeli hostages and spreading awareness on the alleged rapes and murders of Israeli 

women by Hamas (Gadot, n.d.).  

5.1.4 Altruism 

To participate in social activism solely out of altruistic reasons, those that are 

personally affected in terms of heritage are being left out. It is people and celebrities such as 

Mark Ruffalo, Ramy Youssef, Rosie O’Donnell and over 700 members of the SAG-Aftra 

Union, with all kinds of celebrities and influencers, that participate in social activism online, 

due to altruistic reasons (Pina, 2024). They all signed a letter to their union revealing that 

they have received serious threats, were scared for their careers and families, and were 

intimidated by very powerful and known people in their industry, all after advocating for a 

ceasefire online (Pina, 2024).  

The singer and influencer Macklemore, also persistently advocates for a ceasefire and 

Palestine despite knowing of possible consequences he might have to endure (Ben, 2023). In 

addition to that are influencers who continue and start to advocate for a ceasefire despite 

knowing that the possibility of being shadowbanned and criticized exists or even after they 

have experienced it (Uddin, 2022).  
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5.1.5 Duty/Responsibility/Obligation 

Creators tend to depict their activism as an obligation, responsibility or duty to someone 

or something. Most influencers say for instance, that the Palestine conflict is a human (rights) 

issue in which everyone should feel obligated to advocate for and feel responsible to us their 

voice online, as Obeid (2024a) has discussed in an Interview with someone that has felt the 

same way about the Vietnam war. Mariam (2024) shares pictures, videos and tweets from 

and as other creators, blaming those that do not speak up, after seeing the injustice, making 

themselves complicit to the crimes. This guilt that influencers try to create in social media 

users, with pictures and videos of children in war scenes, or giving numbers of death tolls 

followed by direct appeals to the viewer, is again a guilt that should be felt as a human being.  

As was observed in the German case, here as well do Muslim influencers highlight 

their and everyone's responsibility to speak out for the cause and participate in social media 

activism. Wahab (n.d.) for instance has compiled a story highlight concerned with Palestine, 

which includes posts from a variety of sources, appeals to humanity and projection of guilt 

on those who do not take part in online activism, saying that they are complicit to the damage 

done by staying silent, even though they are responsible to spread awareness.  

5.2 Scale 

5.2.1 Social media  

As much as anything in society, social media s well is systemized by a legal framework, 

which is explained further. The United States provides free access to social media, yet there 

might be consequences and limitations, and an influencer’s activism be corrupted, if 

community guidelines are violated. This can be seen in Bella Hadid’s (2024b) post, in which 

she showed refugee children talking about their dreams and wishes for their future, which 

was reported for missing or wrong context, now covered with a warning, to not be 

misinformed. Besides that, the US also passed a law to ban TikTok from the country, because 

they allegedly think it is harmful to their children (Sisik, 2024c). This has not been finished, 

as TikTok, a Chinese owned social media platform, is suing the United States for this ban 

(Sisik, 2024c).  
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As much as in the ‘offline’ world, freedom of speech is also a very important right on 

social media, to the point it does not endanger, harm or offend anyone (Weiss, n.d.). Freedom 

of speech is stated under the first amendment in the US and allows influencers to convey 

their opinions freely as long as misleading content is not presented (Pinarbasi, 2024). 

Moreover, the aforementioned risks when using social media for activism are always a form 

of restriction as anything can be reported by a large number of people leading to censoring.  

Legal frameworks, such as the Federal Trade Commission (FTC), created the FTC 

Endorsement Guides, which include instructions for consumer protection and transparency 

(Federal Trade Commission, 2019). The FTC requires influencers on social media to be 

transparent about sponsored or paid partnerships and product promotions (Federal Trade 

Commission, 2019). These disclosures need to be obvious enough for anyone to understand 

and see, for instance by using hashtags, such as #ad (Federal Trade Commission, 2019). If 

these guidelines are violated both the influencer and the brand are held accountable by the 

FTC (Federal Trade Commission, 2019). The commission also may hold the platforms 

themselves accountable if their policies enable violation of legal frameworks (Williams, 

2024).  

Lastly, the United States does not have a concrete and complete framework on data 

privacy protection, as Germany does for instance with the General Data Protection 

Regulation, which is why content creators need to follow the laws specific to the state they 

are living in (Pinarbasi, 2024).  

 

Nonetheless, it can be questioned whether this effort is even needed in creating all these 

rulings surrounding influencers. That is, by asking whether the public even cares about them 

and their activity or inactivity regarding the political issue. 

The civil audience awaits the responses of influencers to situations, as was seen in the 

German case as well. Here as well they expect influencers they love or follow to be like-

minded and to have the same position. If they turn out to be not, they are disappointed and 

unfollow. Followers put pressure on influencers because they are convinced that they have 

the responsibility to bring awareness to situations the viewers themselves are passionate 

about; otherwise, they would be seen as ignorant. This can be seen observing the comment 
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sections of Bella Hadid and Mariam, for instance, who are both constantly praised for their 

courageous activism online and not being scared of the consequences in their comment 

sections (Hadid, n.d. & Mariam, 2023b). This desire by viewers for influencers to position 

themselves online and taking action on their platforms can also be seen in ‘blocklists’ created 

by social media users, listing a variety of celebrities and influencers who did not respond to 

the crisis and therefore need to be boycotted by blocking them (Shamim, 2024). 

With regards to Politicians reacting to influencers’ social media activism; they care 

about the results of it; what it does to the public, whether they start to demonstrate or not, to 

boycott and how the turnout looks. Yet, politicians' affinity towards influencers or whether 

one of their decisions might be influenced by influencers’ actions is difficult to assess, as 

they would not publicly share that their decisions have been affected by social media.  

 

Nevertheless, even if social media activism of influencers has no direct effect on 

politicians, is there any other noticeable impact the internet personalities have on them and 

the general public? 

Social media activism mobilizes society. For instance, after influencers have collected 

and shared brands and chains that should be boycotted to show solidarity for Palestine, their 

sale rates have dropped and the results of their collective action have been shown (Wahad, 

n.d.). That way consumer behavior is improved or changed in order to take power from or 

hurt those that take part in the political issue. 

In addition to that, this also creates a feeling of community that provides social media 

users a means to connect over shared issues, that would otherwise not be possible without 

online activism. This leads to solidarity between people all over the world that can therefore 

act collectively. And through mobilized action the audience puts effort into pressuring 

political actors with power, to implement their demands and receive responses to their 

requests.  

Social media activism has the power to change minds and public perception. Social 

norms, stereotypes and prejudices might be challenged, by activism online that is viewed by 

people all over the world. Information they might not have acquired by other means than 

social media and influencers’ activism, as people might not put effort into informing 
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themselves through traditional media channels. This challenging of stereotypes and 

prejudices can be observed in the case at hand. Political influencers such as Dr. Jill Stein 

(n.d.), share posts that the Israel-Palestine conflict is not a war between Jews and Muslims 

(Stein, 2024a), by that ensuring that activism is not further feeding into stereotypes and 

prejudices which should not lead to more hate against certain groups, such as Muslims or 

Jews, that are either equalized with Hamas or the Israeli government.  

Stein (n.d.) also spreads awareness by sharing on-sight support requests of people in 

the conflict zone, with accounts and donation links. This kind of impact shows influencers’ 

ability to reach a wide range of the public with no cost or effort, spreading awareness through 

those affected directly, which might not be possible with the help of mainstream or traditional 

media outlets, such as television, radio or newspapers. These have not the resources or 

possibility to spread awareness the same way in seconds time, specifically regarding 

information or stories that are as personal. This impacts the audience insofar as it may shape 

their opinion, educates and informs them through scenes and perspectives that might not be 

viewable through other means. These include for instance, people living inside the conflict, 

journalists or political activists that report from on-sight in live-time by live-casting or 

continuously sharing on their accounts.  

Essential to this sort of information sharing in contrast to news channels for instance, 

is that most of the time emotions are involved, personal and unique stories of people or 

families affected, sometimes sharing these themselves through the influencer’s account. 

Contrasting to that are traditional media outlets, sharing news and information stoically with 

general, macro-level information on the situation. As less focus is laid on traditional media, 

people tend to take their information and news from new media; social media. Here 

information and updates are shared in live-time. While these are shared by influencers and 

content creators online continuously, they would also influence the public into acting offline 

as well, which includes many ways, besides attending demonstrations. Ms Rachel (n.d.) for 

instance, shares with her audience her donations and advises them to do so as well, posting 

links and organizations to donate to. Bernstein (n.d.) also urges people to call representatives 

and take action by demanding from political actors hostage releases collectively.  
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Besides being positively impactful on the public, social media activism could have 

harmful results as well. It may be a tool for propaganda, to push people into ‘bubbles’ with 

no differentiated opinion on the situation. That may be done by showing viewers false 

information and telling lies about the opposing side, which was done by Silverman (n.d.), 

sharing a video of the Israeli army reporting crimes against children conducted by Hamas 

that were found to be false. Even if Silverman did not knowingly try to misinform anyone, 

she still did not correct her mistake or did not put enough effort into informing herself before 

influencing her audience in this matter.  

The public decides who they follow, and therefore who gets to influence them in the 

first place. They can pick and choose who to listen to and watch, whether with a prepared 

opinion in their mind or based on their affection for the influencer they watch. The risk 

remains that influencers knowing or unknowingly feed into stereotypes and push people into 

certain opinions. One example of that could be the equalization of being pro-Palestine with 

being anti-Jew or antisemitic. Or Bernath (2023), posted that TikTok is not a safe platform 

for Jews since the October 7th attacks, due to antisemitism, linking the Israeli army and Israel 

to Jews and pro-Palestinians being antisemitic and spreading hate against the Jewish 

community.  

5.2.2 Influencer 

US influencers’ intentions can be controlled by financial motivations, and therefore, 

corrupt the genuineness of their activism online. The question is whether this can is 

observable for the case at hand?  

Israel has once paid students to defend the government online, hinder the viewers from 

boycotting Israel with the intention to pay them or provide them with scholarships in 

exchange (Unknown, 2013). Other influencers also have spoken up online about their offers 

by Israeli groups to take their Palestine support back publicly and instead advocate for Israel 

(YourFavoriteGuy, 2023c). Gedeon (2023) as well shows a compilation of influencer 

showing proof of financial offers to pledge their support towards Israel and publicly declare 

their boycott against Palestine.  
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Irrespective of financial motivation or none, it is important to assess if the influencer’s 

activism is persistent despite for instance, hindrances and whether it offers visible results? 

Influencers such as Bella Hadid and Nemahsis have shown their persistence in 

advocating for their beliefs, despite losing brand deals and being shadowbanned several times 

for her activism, in case of Hadid (Ayoubi, 2022 & Uddin, 2022), and for Nemahsis, 

continuing even after her management ended their contract with her and dropped her for her 

advocacy, losing her job (Nemahsis, 2024d). Reading the comments of these influencers, 

they are often filled with positive and approving messages by viewers, showing how people 

have been able to find like-minded people through influencers advocating, creating 

collectives and inspiring people to take part in social activism as well.  

 

Additionally, persistence in social media activism, might include the risk of facing 

consequences, sometimes legal ones specifically. Some influencers social media activism not 

only consists of sharing information and posts on the topic but also what they have 

experienced as consequences after starting to do so online. They explain that there are official 

groups actively working against those that advocate online for Palestine, sharing their private 

information on their website and making the effort to expel them from school, university or 

get them fired from their jobs (YourFavoriteGuy, 2023a). In addition to that, influencers’ 

comment sections and private messages are often filled with critique, insults or offensive 

allegations, which might include being a racist or antisemite (YourFavoriteGuy, 2023b). 

Whether an influencer is expecting such hateful comments and allegations or not, can be 

sometimes seen when they disable or limit the comment function, as Hadid and others would 

do for her Palestine related posts (Hadid, 2024b).  

 

Social media has grown in functions and importance. If applied to the political sphere, 

it can be questioned whether the main actors of the social media world can be as powerful or 

create more effective results that politicians with their actions? 

Social media activism of an influencer is not entirely more effective than politicians 

and their actions, but it does evoke discussion and disputes on social media. Besides that, due 

to social media being used on a daily basis constantly, people tend to be confronted with 
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politics and activism more than they would be with, for instance, debates that are live 

broadcasted or newspaper articles, because in these cases it is up to the audience to watch or 

follow these media.  

With social media on the other hand, if one uses it, anything can be on their timeline 

or ‘For You’ page at any time, even if they do not want it, eventually one post about a political 

issue will come across them.  

 

This political activism online is a recent phenomenon and can be conducted in different 

ways, according to the influencer’s characteristics or image they created online.  

Sometimes activism on social media is aspired to look aesthetically pleasing to the 

viewer, with pictures that are old and captions that involve younger generation’s slang and 

seem more attractive to them. This can be seen in a variety of Bella Hadid’s posts regarding 

the Israel-Palestine conflict, posting a picture of young boys with their wishes for the future 

and captioning it with ‘Gaza on my mind’ (Hadid, 2024b) or posting a picture of a valentine’s 

day candy with the inscription ‘Will you free my Palestine’ (Hadid, 2024a). Influencers try 

to appeal to their viewers in ways they know will draw their attention to the situation. 

Especially the young audience on these platforms, may not be intrigued by on scene 

photography or videos, and complicated, political information that is shared, but rather 

simple words, even if they might not be as informative. 

Hadid (2024b) and her post were reported for misinformation or missing context, 

receiving backlash and hateful comments regarding her online activism, criticizing the 

movements, because it is allegedly tricking people and brainwashing. Similar types of 

activism are for instance, the expression of their feelings towards the crisis; here Nemahsis 

(2023) has shown a picture of herself crying followed by pictures from the past with peace, 

that she said made her cry.  

Singers and rappers would also create songs and donate all the proceeds to Palestine 

relief funds, as Macklemore (Ben, 2024a) and Nemahsis (2024c) have done, including 

information about the situation in their songs, and videos of on-sight events, or show their 

love for the country affected, as Nemahsis has done. Other influencers also use their platform 

according to their occupation. Obeid (2024b) for instance, is a comedian, using humor and 
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jokes to prove his points and make viewers aware of the seriousness of the situation in a 

satiric and comedic way. 

Muslim influencers also use their platform connected with their religion, appealing to 

other Muslim influencers, by sharing prayers regarding a timely ceasefire, and their 

obligation to advocate to be a good Muslim and human (Wahad, n.d.). Besides that, their 

online activism involves posts with explicit pictures and videos of dying children, fire, 

bombs, blood and victim’s life stories and their names to appeal to their humanity in general, 

as can also be seen in Macklemore’s video to his song (Ben, 2024a).  

5.2.3 Audience 

The audience’s appeal to influencers’ activism online and their demand for it has been 

observed. What is left, is to question whether the public’s reaction to an influencer’s online 

activism creates an impact in decision-making? 

 The US is still officially supporting Israel, as can be seen in the UN General 

Assembly’s demand against Israel’s illegal occupation in Palestine, which the United States 

voted against, together with 13 other nations (UN News, 2024). It may be that the social 

media users protesting, posting and campaigning because of and with influencers together, 

they affected other countries that responded positively to the resolution of the UN, but the 

USA’s support was not changed, after social media campaigns and backlash, criticizing the 

government and its decisions, as can be seen in Ocasio-Cortez’ (2024) post, criticizing the 

US government for their support to Israel, being complicit in genocide. 

Yet, even if it is not a direct influence on decision-making, Wahad (n.d.) shares how 

franchises and popular brands have dropping rates and sales due to boycotts everywhere in 

the world, for which influencers usually share brands that should be avoided to participate in 

the boycott.  
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6. COMPARISON OF THE CASES  

Now, based on the findings, the differences and similarities between the cases at hand, 

the United States and Germany, are considered.  

6.1 Similarities  

In both countries are influencers partaking in social media activism because of their 

personal relations to the conflict, whether this concerned Muslim, Palestinian or Jewish 

influencers. Most influencers, who were not personally related to this issue, also shared 

common fear of the public’s criticism and whether they would be canceled and lose their 

career. Especially being shadowbanned or banned completely from social media platforms is 

a concern for a variety of influencers in both cases.  

A similarity observable between the cases regarding their legal framework for social 

media usage and influencers, is the demand for transparency. Especially or specifically 

focusing on paid content and advertising, both Germany and the US necessitate influencers 

to disclose paid promotions and partnerships to ensure the transparency of advertisement, 

influencer content and consumer protection.  

In Chart 1, the similarity in online activity with regard to political stance on the matter 

of the Palestine-Israel conflict is visible, showing that the majority consists of pro-Palestine 

influencers with over ten posts, followed by pro-Palestine influencers with less than ten posts 

with about fifteen percent. The reason for this is the sampling itself, that includes more pro-

Palestine influencers in the first place. Yet, other important factors for this occurrence might 

be the similar identity traits of the influencers, resulting in equal amounts of posts, due to, 

for instance, the personal relations attached to them regarding the subject. Therefore, pro-

Palestinians or pro-Israelis being and acting the same way online regardless of the country 

they live in.  

 

Lastly, to explain why the cases offer similarities in some respects, is due to their, first, 

almost same conditions the countries have, with regards to their governmental structures. 

And in addition to that, their governmental bias towards Israel, both supplying the country 

with arms and publicly declaring their support for it as a nation. Due to this alike positioning 
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of the cases, the influencers have similar reactions, with regards to critique against their 

governments. Or their statements on possible consequences for their online activism that goes 

against the state’s stance.  

Moreover, the data selected offer a lot of similarities. Both cases have Muslim 

influencers, political influencers, Jewish, Palestinian and journalist influencers. The 

possibilities of categorizing these samplings were therefore according to the previous 

characteristics, analyzing whether these traits have an influence in their online activism. This 

is also again due to their similarity as countries itself, as both Germany and the US have 

diverse populations influencers from varying backgrounds. This way groups or categories of 

influencers are created that are similar to each other in both countries. If one of the cases 

selected would have been a country with a homogenous population, such as for instance, 

Japan, the results would have been quite different.  

Another crucial argument is that social media is without borders. This means that as 

the activism occurs online, influencers’ actions can offer many similarities, as the platform 

goes beyond state borders. For instance, the German Muslim influencers and US Muslim 

influencers act similarly because the country they live in and post from is not necessarily of 

concern, but the identity or image they choose as an influencer on social media in that 

instance is. According to that, they are all just Muslim influencers in the social media world.  

That means that the user is confronted with all kinds of people from different nationalities, 

cultures, religions, and places, at the same time, without crossing any border. The influencers 

can experience the same events or consequences because they are in the same place at the 

same time, namely being the social media ‘world’. 

In addition to that is the censorship influencers in both countries face, even with 

different legal frameworks. That is due to the platforms they are acting on, as these interfere 

with freedom of speech because of their community guidelines. Both German and US 

influencers voice concerns for censorship on social media, after attempts of social activism 

online. This censorship is therefore most likely independent of the state regulations, as both 

emphasize the importance of freedom of speech as democratic states. Specifically, Germany 

criticizes the interference of the platforms in influencers’ freedom of speech. Nonetheless, 
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the state still does not act against this interference but rather supports it as can be seen in 

legal lawsuits put against German influencers after speaking out. 

Lastly, Chart 1 and Chart 2 are reviewed, as they both show extreme similarities 

between both influencer samplings. They show the similarities between the number of 

influencers according to their political stance. About seventy percent of the sampling in both 

cases is in favor of Palestine, about twenty percent pro-Israel and about ten percent is 

neutrally speaking out for no specific side. This almost same sampling might influence the 

results to be similar as well.  

 

Yet, why they support Israel on governmental levels, is due to different motivations 

and reasons, their both intertwined relations to Israel, which will be explained in the 

following section.  

6.2 Differences  

If we compare the two cases at hand now, we can observe some differences and 

similarities. It is also important to assess as to why the findings in cases may be different or 

similar, what are or could be the reasons for it? 

The aforementioned historical weight on Germany concerning Israel and Israeli 

existence, is a major factor for differences between them and the United States. That is 

because the US simply does not have this debt or guilt as a burden from history, their 

subjection politically to Israel and the Jewish diaspora is welded in AIPAC, which finances 

almost all politicians in congress at the moment. Therefore, both countries send arms to and 

support Israel but with different motivations.  

Another difference found is that the United States has some of the most followed and 

liked influencers globally, which makes the characteristics of the influencer different from 

the smaller influencer’s. They are not as connected to their audience anymore and have more 

of a celebrity status. Additionally, they tend to live under other conditions than the smaller 

influencers seen in Germany, which means that they might not be completely dependent on 

their work as an influencer due to other occupations that include modeling, acting, singing 

and so on. Therefore, these other occupations serve as further financial sources that give a 
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sense of security if the online activism is destructive to their social media presence. Yet also 

important to consider is, the more an influencer has to offer, the more can they lose, whether 

these are deals with brands that do not agree with their opinion or do not want to be associated 

with that, or other jobs that might suffer under backlash and critique of the influencer online.  

Germany and the US created very different legal frameworks for social media. For 

instance, the freedom of speech is covered differently in both cases. Germany controls the 

freedom of speech with stricter rules, creating difficulties and specific guidelines for 

influencers and online activism. Whereas the US highlights the importance of unhindered 

freedom of speech in the first amendment with more room for liberty on social media for 

influencers in content creation (Radtke, 2022). With regards to Germany’s legal framework, 

it not only is strict with freedom of speech, but almost every other aspect as well. That is to 

ensure that influencers provide complete transparency about their content on social media. 

While in contras the US provides more flexible regulations that are according to the FTC 

guidelines and are not applied as strictly as Germany’s. Their laws on data protection display 

another important difference, as the United States does not deliver any concrete regulations 

to protect users, whereas Germany follows the GDPR framework to ensure security. The 

implementation of these laws is also stricter than the US’, regarding media and paid content. 

The US focuses on observing compliance through the FTC and concentrates more on using 

extreme cases to set examples.  

Important to highlight here is that despite violations of freedom of speech through 

censorship reported in both cases, only the US tried to counter it by legally banning one 

platform, allegedly violating data security, namely TikTok, which is a Chinese social media 

app. Nevertheless, the US still does not interfere with Instagram or X, both US-owned 

platforms, creating a rather unreliable picture for concerns about data security and freedom 

of speech. That is because censorship, shadowbanning, and the random deletion of accounts 

have also been done on both X and Instagram.  

 

Lastly, the reason as to why these differences occur is assessed. The differences in their 

legal frameworks are one factor for the differences the influencers and the two cases display. 

Even if both countries present cases of censoring, it seems that influencers in Germany face 
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more offline consequences, with fines they have to pay and court trials after reports or 

consequences through the authorities.  

Another reason is the sampling of the influencers, as the US ones are more diverse with 

regards to occupations, with almost no micro-influencers. Whereas half of the German 

influencers consist of influencers that have a reach not exceeding fifty to a hundred thousand 

followers. Because of that, predispositions of the influencers are not given that would 

otherwise ensure a more efficient comparison. The number of followers might result in 

enough confidence and reassurement for an influencer that weighs the cost-benefits of being 

vocal through online activism. Whereas in Germany smaller influencers with fewer followers 

have existential fear over losing their occupation, which is sometimes their only source of 

income, making them less likely to take the risk, if not for their relation to the situation. 

Despite that German content creators deviate from US ones insofar, as they provide political 

content online or are journalists anyway, making social activism part of their occupation.  

Lastly, a summary of the findings is compiled in the following section containing the 

table template of Table 2.  

6.3 Overview 

Category Subcategory Question Analysis Notes 

Social 

media 

Free Access Is free access to social media 

available in the selected case at hand? 

Both countries provide free 

access to social media. 

 Legal 

Restrictions 

Do any legal frameworks restrict the 

usage of social media? 

Community guidelines in both 

cases lead to censoring. 

Yet, emphasis on free speech in 

both cases. 

 Public Interest Does the public show interest in/care 

about influencers on social media? 

Do they react? 

In both cases, disappointment is 

shown for a deviating opinion of 

their favorite influencer, or in 

case of silence about the issue 

Influencer Financial 

Motivation 

Does the influencer have any 

financial motivation for their social 

activism? 

Both cases show influencers 

with financial and occupational 

risks if participating in online 

activism. 

The US also has a clear 

financial dependency on Israel 

through AIPAC, corrupting the 

political stance of 98% of the 

political actors who are 

sponsored by them.  
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 Persistence Does the influencer persist in their 

activism and is there any visible 

result? 

Both countries provide cases of 

continuous online activism, 

despite shadowbanning, loss of 

followers, and loss of contracts 

and income sources. 

Demonstrations are held with 

high numbers of attendance, 

pressure is on policymakers.  

 Legal 

Consequences 

Are there (legal) consequences for 

the influencer for speaking about the 

situation? 

Several cases in Germany have 

shown legal consequences, 

including fines and court 

hearings.  

The US also showcases 

consequences but not on legal 

levels. These included loss of 

paid partnerships, followers, 

their accounts, contracts, and 

private relationships. 

 Effectiveness Is the influencer’s online activism 

more effective than politicians’ 

actions? 

Both cases show effectiveness 

through mobilizations of the 

public. 

Neither shows a direct effect in 

policymaking or decision-

making processes, as a 

politician would be able to. 

Yet, through the public’s 

demands initiated through 

influencer online activism, 

politicians are put under 

pressure to respond  

 Description of 

Activism 

What does their activism look like? The activism ‘style’ mostly 

consists of reposts of 

information from credible news 

accounts, call-outs, 

demonstration invites, boycott 

calls, opinion and awareness 

spreading through text, sarcasm 

or critique, and caricatures. 

Sometimes aesthetic language 

and picture is used to appeal to 

younger generations.  

Songs and videos are edited and 

published donating their 

proceedings to  

Motivation

s 

Financial Gain Is the influencer sponsored by brands, 

or do they risk financial harm for 

activism? 

Several influencers have spoken 

out on their loss of financial 

income after online activism, 

especially being shadowbanned 

or losing followers, or losing 

their whole accounts. 

 Acceptance/App

lause 

Does the influencer show real 

engagement and share accurate, 

educated insights? 

The activism is mixed, 

containing accurate and 

important information on the 

matter, as well as more 
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emotion-led posts that are 

intended to display and receive 

empathy to the people affected. 

 Personal 

Relations 

Does the influencer have personal 

ties to the situation (religion, culture, 

family, etc.)? 

Religious influencers in both 

cases show their personal 

affection towards the situation 

as either Jew or Muslim, not 

necessarily being on specific 

sides. Besides that influencers 

of Palestinian or Israeli descent 

showed strong dedication to the 

subject.  

 Selflessness/Alt

ruism 

Is the influencer public despite 

backlash or financial risk? 

As critiques are made in both 

countries equalizing anti-

zionism with antisemitism, 

influencers put themselves at 

risk of speaking out for their 

opinion.  

At the same time influencers 

speaking in favor of Israel are 

targets of pro-Palestinian 

advocates and hate.  

Missing education on the matter 

leads to increases in hate against 

Muslims and Jews, as both are 

prejudiced against them. 

 Duty/Responsib

ility 

Are there circumstances that oblige 

the influencer to take part in social 

activism? 

Pressure is put on influencers 

through blocklists in both the 

US and Germany, demanding 

public statements that are 

otherwise met with mass 

blocking and boycotting. 

Audience 

 

Impact on 

Decision-

Making 

Does the audience’s reaction create 

an impact in decision-making? 

 

Pressure is created and people 

all over the world are educated 

on topics they might have 

otherwise not been aware of.  

As persistence prevails demands 

for responses and actions by 

politicans get more likely.  
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7. CONCLUSION 

This chapter presents the end of this research. Here, the research’s weaknesses and 

strengths are taken into consideration and what future research on this topic may consider for 

further improvement. After that, the concluding words will close the research and answer the 

research question stated at the beginning.  

     To answer the research question stated at the beginning, ‘How does social media 

activism in Germany diffuse the beliefs contributing to attitude and influence towards social 

issues, and what implies the genuineness of this activism or the following of a trend’, one can 

respond that there are different possible motivations implying whether or not an influencer 

is genuine in their activism, such as monetary reasons or personal connections to the cause, 

as well as that there is not only one way the activism can affect the audience, as different 

factors affect the either desensitization of the audience, or their approval, as well as their 

enthusiasm to do the same.  

One point that was not expected to be as critical to the research, is the relation between 

social media activism to financial incentive and security. This is a crucial factor for 

influencers that depend on their social media presence entirely, as they have to weigh whether 

they can take the risk of losing money or their career in general or not. If financial income is 

secured apart from their online occupation, the Creator has the opportunity to be more content 

in their choice.  

Lastly, to respond to the hypothesis, that Social media activism fluctuates as new 

conflict arises or erupts that push the preceding one to be forgotten, one can say that due to 

the ingenuine activism of many influencers, with activism that only lasts for a little number 

of posts and does not exceed simple reposts without reflection or comments, there is 

definitely a pattern of ‘checking off’ conflicts to not be criticized for not speaking up at all, 

followed by continuing with their old content. Yet, this also stands in contrast to Creators 

with genuine Intentions who do not stop sharing Information, with their normal content 

together. This also answers the first expectation, on influencers only posting about a certain 

issue, as long as it seems ‘popular’ or ‘relevant’ to their targeted audience, which depends 

on the incentive of the influencer to post in the first place.  
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The second expectation stated whether influencers’ genuineness regarding their 

political activism on social media depends on their relation to the situation, is true insofar, 

as an influencer, that is directly connected to the conflict, through heritage, culture or 

nationality, will persistently talk about the issue, and share their sentiments on it. This was a 

striking assessment as genuine and persistent activism online was mostly conducted by those 

who felt any kind of connection to the matter, despite knowing that this might result in 

negative consequences. That is, equally so for US and German influencers; the religious or 

cultural heritage, created feelings of solidarity leading to a greater likeliness of persisting 

activism regardless of consequences.  

Yet, other creators without relations to the cause have also been shown to spread 

awareness online continuously, for altruistic purposes or a feeling of connectedness through 

humanity.  

The third and last expectation about whether the audience’s political view and action 

is effectively directed by influencers' social media activism, turns out to not be true, as 

audiences usually already have their opinion on the matter, intentionally following those that 

support or advocate for it, which can be taken from blocklists, where social media users 

unfollow those that do not match their opinion. Disappointment and disapproving comments 

online also depicted the previously formed opinion that was intended to be validated by the 

influencer they follow.  

A suggestion for future research would be a more diverse sampling concerning the 

political stance of the influencers, with at least a balanced division of them.   



67 

 
 

 

8. BIBLIOGRAPHY 

Abdalla, A., D’Souza, N., Gill, R., Jadavji, R. & Meneguzzi, C. (2022). Social Media as a 

Stage: A Behind the Scenes Analysis of Performative Activism, “Cancel Culture,” 

and Effective Allyship. In McMaster Undergraduate Journal Of Social Psychology 

(Bde. 1–1, S. 83–122). 

Abou-Zaher, J. [@younes_abou]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/younes_abou/ 

Acar, Y. [@yaseminacr_]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/yaseminacr_/ 

Achmaoui, N. [@noriyanori]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/noriyanori/ 

Achmaoui, N. [@noriyanori]. (October 19, 2023). Stay strong brothers and sisters. [Video]. 

Instagram. 

https://www.instagram.com/reel/Cylyhfxh9HZ/?utm_source=ig_web_copy_link&ig

sh=MzRlODBiNWFlZA==  

AdameMedia, [@AdameMedia]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, 

from https://x.com/AdameMedia/highlights 

Ahmad, A. [@ahmad.neu]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/ahmad.neu/ 

Ahmad, A. [@ahmad.neu]. (November 5, 2023). Es hat mir wirklich das Herz gebrochen. 

Ich habe nach der Rede selber vergessen gehabt, was ich dort gesagt hatte. [Video] 

Instagram. 

https://www.instagram.com/reel/CzRaVQvrR6b/?utm_source=ig_web_copy_link&i

gsh=MzRlODBiNWFlZA==  

Ahmad, A. [@ahmad.neu]. (October 11, 2024a). Der Preis, den man zahlt. [Video] 

Instagram. 

https://www.instagram.com/reel/DA_l4EMgT66/?utm_source=ig_web_copy_link&

igsh=MzRlODBiNWFlZA==  

Ahmad, A. [@ahmad.neu]. (October 16, 2024b). Wo ist die Menschlichkeit hin?. [Video] 

Instagram. 

https://www.instagram.com/younes_abou/
https://www.instagram.com/yaseminacr_/
https://www.instagram.com/noriyanori/
https://www.instagram.com/reel/Cylyhfxh9HZ/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/Cylyhfxh9HZ/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://x.com/AdameMedia/highlights
mailto:@ahmad.neu
https://www.instagram.com/ahmad.neu/
https://www.instagram.com/reel/CzRaVQvrR6b/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/CzRaVQvrR6b/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DA_l4EMgT66/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DA_l4EMgT66/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==


68 

 
 

 

https://www.instagram.com/reel/DBKHE18vl59/?utm_source=ig_web_copy_link&

igsh=MzRlODBiNWFlZA==  

Ahmad, A. [@ahmad.neu]. (September 26, 2024c). @arte.tv ich bitte um Einordnung. 

       . [Video]. Instagram. 

https://www.instagram.com/reel/DAWyV0Gg7Ze/?utm_source=ig_web_copy_link

&igsh=MzRlODBiNWFlZA==  

Ahmad, N. [@_nasir_ahmad_]. (n.d.). Posts. [X Profile] X. Retrieved December 23, 2024, 

from https://x.com/_nasir_ahmad_ 

AIPAC. (2022). Political Achievements Factsheet 2022.   

https://aipacorg.app.box.com/s/3bnlheso6zkiicp3znpbrqqdqhku698j  

Airado, G. G. [@garciagizem]. (n.d.). Story Highlight ‘Watermelon emoji’. [Instagram 

Profile]. Instagram. Retrieved October 24, 2024, from 

https://www.instagram.com/garciagizem?utm_source=ig_web_button_share_sheet

&igsh=ZDNlZDc0MzIxNw==  

Airado, G. G. [@garciagizem]. (November 3, 2023). Praying for peace, praying for the 

innocent lives.         #palestine #politik #instagram #reels #freepalestine #frieden 

#israel #usa. [Video]. Instagram. 

https://www.instagram.com/reel/CzL9rI2tIew/?utm_source=ig_web_copy_link  

Al Jazeera. (n.d.). Who we are. https://network.aljazeera.net/en/about-us#page-20  

Alexander, A. [@_amberalexander]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/_amberalexander/?hl=en 

Alexander, A. [@aaashleyk]. (n.d.). Posts. & Story Highlights [Instagram Profile]. 

Instagram. Retrieved December 23, 2024, from 

https://www.instagram.com/aaashleyk/?hl=en 

Amani, E. [@enissa_amani]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/enissa_amani/ 

Amiri, N. [@negah_amirii]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/negah_amirii/ 

Ankari, M. [@moti]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/moti/?hl=en 

https://www.instagram.com/reel/DBKHE18vl59/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DBKHE18vl59/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DAWyV0Gg7Ze/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DAWyV0Gg7Ze/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://x.com/_nasir_ahmad_
https://aipacorg.app.box.com/s/3bnlheso6zkiicp3znpbrqqdqhku698j
https://www.instagram.com/garciagizem?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/garciagizem?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/reel/CzL9rI2tIew/?utm_source=ig_web_copy_link
https://network.aljazeera.net/en/about-us#page-20
https://www.instagram.com/_amberalexander/?hl=en
https://www.instagram.com/aaashleyk/?hl=en
https://www.instagram.com/enissa_amani/
https://www.instagram.com/negah_amirii/
https://www.instagram.com/moti/?hl=en


69 

 
 

 

Aref, R. [@ryad.aref]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/ryad.aref/ 

Arik, S. [@amiya.am]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/amiya.am/ 

Asad, A. [@amandaasad]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/amandaasad/?hl=en 

Asad, L. [@lorenasad]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/lorenasad/?hl=en 

Ayliva [@ayliva]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/ayliva/ 

Ayliva. [@ayliva]. (September 30, 2024). Verliert niemals eure Menschlichkeit.         . 

[Photographs]. Instagram. 

https://www.instagram.com/p/DAi4iEfo2Sm/?utm_source=ig_web_copy_link&igsh

=MzRlODBiNWFlZA==  

Ayoubi, N. (August 18, 2022). Bella Hadid says she lost modelling jobs for supporting 

Palestine. https://www.middleeasteye.net/news/bella-hadid-palestine-support-

losing-modelling-jobs  

Baé, T. [@tarek_bae]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved October 15, 

2024, from https://www.instagram.com/tarek_bae/?hl=en  

Baé, T. [@tarek_bae]. (n.d.). Posts. [X Profile]. X. Retrieved October 15, 2024, from 

https://x.com/Tarek_Bae  

Baé, T. [@tarek_bae]. (October 18, 2024a).Laut diversen Medienberichten bestätigten die 

USA, Katar und Ägypten als Mediatoren, dass Sinwar und die Hamas einem 

vollständigen Austausch der [Photograph attached] [Post]. X. 

https://x.com/Tarek_Bae/status/1847263765969956938  

Baé, T. [@tarek_bae]. (October 25, 2024b).Wie immer Fake News und Inkompetenz bei der 

BILD. Ich übersetze den echten Wortlaut ungern, aber da steht: „Kis Imm. 

[Photograph attached] [Post]. X 

https://x.com/Tarek_Bae/status/1849874330630463849  

mailto:@ryad.aref
https://www.instagram.com/ryad.aref/
mailto:@amiya.am
https://www.instagram.com/amiya.am/
https://www.instagram.com/amandaasad/?hl=en
https://www.instagram.com/lorenasad/?hl=en
https://www.instagram.com/ayliva/
https://www.instagram.com/p/DAi4iEfo2Sm/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DAi4iEfo2Sm/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.middleeasteye.net/news/bella-hadid-palestine-support-losing-modelling-jobs
https://www.middleeasteye.net/news/bella-hadid-palestine-support-losing-modelling-jobs
https://www.instagram.com/tarek_bae/?hl=en
https://x.com/Tarek_Bae
https://x.com/Tarek_Bae/status/1847263765969956938
https://x.com/Tarek_Bae/status/1849874330630463849


70 

 
 

 

Baerbock, A. [@abaerbock]. (n.d.a) Posts. [Instagram Profile]. Instagram. Retrieved October 

18, 2024, from https://www.instagram.com/abaerbock/?hl=en  

Baerbock, A. [@ABaerbock]. (n.d.b) Posts. [X Profile]. X. Retrieved October 18, 2024, from 

https://x.com/abaerbock?s=21  

Baerbock, A. [@ABaerbock]. (October 13, 2023). #Israel erlebt in diesen Tagen 

barbarischen Terror. Er ist durch nichts zu rechtfertigen. Israel hat jedes Recht, sich 

gegen diesen. [Post]. X https://x.com/ABaerbock/status/1712679558678261969  

Barduhn, M. (May 17, 2024). Wie der pro-palästinensische Mob auch Influencer zur 

Holocaust-Relativierung treibt. https://www.welt.de/kultur/article251504588/Israel-

Wie-der-pro-palaestinensische-Mob-Influencer-zur-Holocaust-Relativierung-

treibt.html 

Bayan, I. [@issam_bayan]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/issam_bayan/ 

Ben. [@macklemore]. (August 24, 2024b). Please read   . [Text]. Instagram. 

https://www.instagram.com/p/C_Du-kVN09q/?utm_source=ig_web_copy_link  

Ben. [@macklemore]. (May 6, 2024a). HIND’S HALL. Once it’s up on streaming all 

proceeds to UNRWA. [Video]. Instagram. 

https://www.instagram.com/reel/C6o4830yMvE/?utm_source=ig_web_copy_link&ig

sh=MzRlODBiNWFlZA==  

Bernath, E. [@eitan]. (n.d.). Posts. [Instagram Profile]. Instagram. 

https://www.instagram.com/eitan?utm_source=ig_web_button_share_sheet&igsh=Z

DNlZDc0MzIxNw== 

Bernath, E. [@eitan]. (November 1, 2023). Sincerely, Amy Schumer, Ariel Rebecca Martin, 

Ari, Dayan, Alexa Lemieux, Aline Cohen, Alona Tal Ferraez, Amanda Hirsch, 

Batsheva, Haart, Brandon. [Post]. Instagram. 

https://www.instagram.com/p/CzHHwYjOMqZ/?utm_source=ig_web_copy_link 

Bernstein, D. [@weworewhat]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. 

Instagram. Retrieved December 23, 2024, from 

https://www.instagram.com/weworewhat/?hl=en 

https://www.instagram.com/abaerbock/?hl=en
https://x.com/abaerbock?s=21
https://x.com/ABaerbock/status/1712679558678261969
https://www.welt.de/kultur/article251504588/Israel-Wie-der-pro-palaestinensische-Mob-Influencer-zur-Holocaust-Relativierung-treibt.html
https://www.welt.de/kultur/article251504588/Israel-Wie-der-pro-palaestinensische-Mob-Influencer-zur-Holocaust-Relativierung-treibt.html
https://www.welt.de/kultur/article251504588/Israel-Wie-der-pro-palaestinensische-Mob-Influencer-zur-Holocaust-Relativierung-treibt.html
https://www.instagram.com/issam_bayan/
https://www.instagram.com/p/C_Du-kVN09q/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C6o4830yMvE/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C6o4830yMvE/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/eitan?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/eitan?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/p/CzHHwYjOMqZ/?utm_source=ig_web_copy_link
https://www.instagram.com/weworewhat/?hl=en


71 

 
 

 

Beydoun, K. [@khaledbeydoun]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/khaledbeydoun/?hl=en 

Bhat, A. H. (2019). SOCIAL MEDIA AND POLITICAL CONFLICT. IRJMSH, 10(10). 

https://doi.org/10.32804/IRJMSH 

Bialik, M. [@missmayim]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, from 

https://x.com/missmayim  

Blanchard, R. [@rowanblanchard]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/rowanblanchard/?hl=en 

Brix, O. (14 July 2021). Shadowbanning: Die Schattenseiten von Instagram. 

https://www.unauf.de/2021/shadowbanning-instagram-creator-aktivismus/  

Bundesministerium des Inneren und für Heimat. (n.d.). Versammlungsrecht. 

https://www.bmi.bund.de/DE/themen/verfassung/staatliche-

ordnung/versammlungsrecht/versammlungsrecht-node.html  

Buurmann, G. [@Buurmann]. (n.d.). Posts. [X Profile] X. Retrieved December 23, 2024, 

from https://x.com/Buurmann 

Cadena-Roa, J. & Puga, C. (2021). Protest and Performativity. In Oxford University Press 

eBooks (S. 101–116). https://doi.org/10.1093/oxfordhb/9780190863456.013.5  

Cambridge Dictionary. (n.d.). INFLUENCER. 

https://dictionary.cambridge.org/dictionary/english/influencer  

Captions AI. (January 31, 2024). 5 Common Instagram Shadowban Causes and How To 

Avoid Them. https://www.captions.ai/blog-post/instagram-shadowban  

Chebli, S. [@sawsanchebli]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/yaseminacr_/ 

Chon, M. G., & Park, H. (2020). Social media activism in the digital age: Testing an 

integrative model of activism on contentious issues. Journalism & Mass 

Communication Quarterly, 97(1), 72-97.  

Christensen, G. [@guychristensen_]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 

2024, from https://x.com/guychristensen_  

Clare, Y. [@yanaclare]. (n.d.). Posts. [TikTok Profile]. TikTok. Retrieved December 23, 

2024, from https://www.tiktok.com/@yanaclare?lang=de-DE 

https://www.instagram.com/khaledbeydoun/?hl=en
https://doi.org/10.32804/IRJMSH
https://x.com/missmayim
https://www.instagram.com/rowanblanchard/?hl=en
https://www.unauf.de/2021/shadowbanning-instagram-creator-aktivismus/
https://www.bmi.bund.de/DE/themen/verfassung/staatliche-ordnung/versammlungsrecht/versammlungsrecht-node.html
https://www.bmi.bund.de/DE/themen/verfassung/staatliche-ordnung/versammlungsrecht/versammlungsrecht-node.html
https://x.com/Buurmann
https://doi.org/10.1093/oxfordhb/9780190863456.013.5
https://dictionary.cambridge.org/dictionary/english/influencer
https://www.captions.ai/blog-post/instagram-shadowban
https://www.instagram.com/yaseminacr_/
https://x.com/guychristensen_
https://www.tiktok.com/@yanaclare?lang=de-DE


72 

 
 

 

Clare, Y. [@yanaclare]. (November 5, 2023). ganz viel liebe. [Video]. TikTok. 

https://www.tiktok.com/@yanaclare/video/7367720846120455457?is_from_webap

p=1&sender_device=pc&web_id=7418524298681779718  

Cross, M. [@reallymarcia]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/reallymarcia/?hl=en 

Cusack, J. [@johncusack]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/johncusack/?hl=en 

Dayani, M. [@mandanadayani]. (n.d.). Posts. & Story Highlights [Instagram Profile]. 

Instagram. Retrieved December 23, 2024, from 

https://www.instagram.com/mandanadayani/?hl=en 

Deutscher Bundestag. (2021). Meinungsfreiheit in sozialen Medien: Mechanismen und 

Instrumentarien zur Überwachung der Darstellungs- und Löschungspraxis von 

Anbietern sozialer Medien in ausgewählten OECD Staaten. In Wissenschaftliche 

Dienste Sachstand. 

https://www.bundestag.de/resource/blob/844922/242d8fb9fd1b6ff73170d6670e9fa6

34/WD-10-021-21-pdf-data.pdf  

Dickson, M. [@mrmichaeldickson]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/mrmichaeldickson/?hl=en 

Dr. Krall, M. [@Markus_Krall]. (n.d.). Posts. [X Profile] X. Retrieved December 23, 2024, 

from https://x.com/Markus_Krall 

Dr. med. Gatinho, V. [@kids.doc.de]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/kids.doc.de/ 

Dr. med. Karakas, H. [@dr.hatun]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/dr.hatun/ 

Dreyfus, T. [@tomerdr]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/tomerdr/ 

El-Khatib, J. [@elkhatibjules]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/elkhatibjules/ 

Epictetus. (1800). A Selection from the Discourses of Epictetus with the Encheiridion.  

https://www.tiktok.com/@yanaclare/video/7367720846120455457?is_from_webapp=1&sender_device=pc&web_id=7418524298681779718
https://www.tiktok.com/@yanaclare/video/7367720846120455457?is_from_webapp=1&sender_device=pc&web_id=7418524298681779718
https://www.instagram.com/reallymarcia/?hl=en
https://www.instagram.com/johncusack/?hl=en
https://www.instagram.com/mandanadayani/?hl=en
https://www.bundestag.de/resource/blob/844922/242d8fb9fd1b6ff73170d6670e9fa634/WD-10-021-21-pdf-data.pdf
https://www.bundestag.de/resource/blob/844922/242d8fb9fd1b6ff73170d6670e9fa634/WD-10-021-21-pdf-data.pdf
https://www.instagram.com/mrmichaeldickson/?hl=en
https://x.com/Markus_Krall
mailto:@kids.doc.de
https://www.instagram.com/kids.doc.de/
mailto:@dr.hatun
https://www.instagram.com/dr.hatun/
https://www.instagram.com/tomerdr/
https://www.instagram.com/elkhatibjules/


73 

 
 

 

Ethical Consumer. (n.d.). Boycotts List. 

https://www.ethicalconsumer.org/ethicalcampaigns/boycotts  

Fares, J. [@jasminfares]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/jasminefares/?hl=en 

Federal Trade Commission. (2019). Disclosures 101 for Social Media Influencers. 

https://www.ftc.gov/system/files/documents/plain-language/1001a-influencer-

guide-508_1.pdf  

Feldman, D. [@deborah_feldman]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from 

https://www.instagram.com/deborah_feldman/?igsh=MW4yd25laTY4MnMxeA%3

D%3D 

Feldman, J. P., Breen, N., Hardinghaus, A. & Kimmich, R. (2020, 28. Juli). Update on 

transparency requirements for influencers in Germany, the United Kingdom and the 

United States. Lexology. 

Fluxgold, N. [@nitsanraiter]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/nitsanraiter/?hl=en 

Foster, S. [@saramfoster]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, from 

https://x.com/saramfoster?lang=ar 

Fridays for Future. (n.d.). What we do. https://fridaysforfuture.org/what-we-do/contact-

us/#fffaq  

Gadot, G. [@gal_gadot]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved October 27, 

2024, from https://www.instagram.com/p/C4L5btqPutJ/  

Gammour, S. [@missgammour]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/missgammour/ 

Gedeon, D. [@daizygedeon]. (December 16, 2023). Influencers are being paid to support 

Israel. Could you imagine selling your soul for $5000. It’s one thing to endorse 

[Video]. 

Instagram.https://www.instagram.com/reel/C06hRa6MPiS/?utm_source=ig_web_co

py_link  

https://www.ethicalconsumer.org/ethicalcampaigns/boycotts
https://www.instagram.com/jasminefares/?hl=en
https://www.ftc.gov/system/files/documents/plain-language/1001a-influencer-guide-508_1.pdf
https://www.ftc.gov/system/files/documents/plain-language/1001a-influencer-guide-508_1.pdf
https://www.instagram.com/deborah_feldman/?igsh=MW4yd25laTY4MnMxeA%3D%3D
https://www.instagram.com/deborah_feldman/?igsh=MW4yd25laTY4MnMxeA%3D%3D
https://www.instagram.com/nitsanraiter/?hl=en
https://x.com/saramfoster?lang=ar
https://fridaysforfuture.org/what-we-do/contact-us/#fffaq
https://fridaysforfuture.org/what-we-do/contact-us/#fffaq
https://www.instagram.com/p/C4L5btqPutJ/
https://www.instagram.com/missgammour/
https://www.instagram.com/reel/C06hRa6MPiS/?utm_source=ig_web_copy_link
https://www.instagram.com/reel/C06hRa6MPiS/?utm_source=ig_web_copy_link


74 

 
 

 

Gedeon, D. [@daizygedeon]. (n.d.). Posts. & Story Highlights [Instagram Profile]. 

Instagram. Retrieved December 23, 2024, from 

https://www.instagram.com/daizygedeon/?hl=en 

Gitter, G. (November 16, 2023). Social-Media-Stars schüren israelfeindliche Stimmung. 

Influencer gegen Israel. https://jungle.world/artikel/2023/46/influencer-gegen-israel  

Goldmann, F. [@goldi]. (n.d.). Posts. [X Profile] X. Retrieved December 23, 2024, from 

https://x.com/goldi 

Gravel, E. [@elise_gravel]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/elise_gravel/?hl=en 

Grin Contributor. (July 2024). A Complete Marketing Guide to Influencer Types and 

Categories. https://grin.co/blog/complete-guide-to-influencer-types-and-categories/  

Gümüsay, K. [@kuebrag]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/kuebrag/ 

Hadid, A. [@lanzybear]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/lanzybear/?hl=en 

Hadid, B. [@bellahadid]. (April 22, 2024b). Gaza on my mind. [Photograph]. Instagram. 

https://www.instagram.com/p/C6E2_4hgbH4/?utm_source=ig_web_copy_link&igs

h=MzRlODBiNWFlZA==  

Hadid, B. [@bellahadid]. (February 15, 2024a). every year. #freepalestine #ceasfireNOW 

#freeGaza #rafah. [Photograph]. Instagram. 

https://www.instagram.com/p/C3WBN68A-2-

/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==  

Hadid, B. [@bellahadid]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved October 27, 

2024, from 

https://www.instagram.com/bellahadid?utm_source=ig_web_button_share_sheet&i

gsh=ZDNlZDc0MzIxNw==  

Haggerty, B. [@macklemore]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/macklemore/?hl=en 

Hallervorden, D. [@dieterhallervorden]. (n.d.). Posts. [Instagram Profile] Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/dieterhallervorden/ 

https://www.instagram.com/daizygedeon/?hl=en
https://jungle.world/artikel/2023/46/influencer-gegen-israel
https://x.com/goldi
https://www.instagram.com/elise_gravel/?hl=en
https://grin.co/blog/complete-guide-to-influencer-types-and-categories/
https://www.instagram.com/kuebrag/
https://www.instagram.com/lanzybear/?hl=en
https://www.instagram.com/p/C6E2_4hgbH4/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C6E2_4hgbH4/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C3WBN68A-2-/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C3WBN68A-2-/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/bellahadid?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/bellahadid?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/macklemore/?hl=en
https://www.instagram.com/dieterhallervorden/


75 

 
 

 

Hamzah. [@hamzahs1948]. (October 16, 2024a). Hey guys, Hamzah here. I need HELP!! 

     Instagram has REMOVED my main Instagram account with over 1 million 

followers for speaking . [Photograph]. Instagram. 

https://www.instagram.com/p/DBL3GADpilm/?utm_source=ig_web_copy_link&ig

sh=MzRlODBiNWFlZA==   

Handke, J. M. [@jenna_miller]. (n.d.). Story Highlight ‘Blackliste’. [Instagram Profile]. 

Instagram. Retrieved, October 23, 2024, from 

https://www.instagram.com/jenna__miller?utm_source=ig_web_button_share_sheet

&igsh=ZDNlZDc0MzIxNw==  

Handler, C. [@chelseahandler]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/chelseahandler/?hl=en 

Hanybal [@hany439]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/hany439/ 

Haruko, A. [@alice_haruko]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/alice_haruko/ 

Hasan [@migrantischewut]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/migrantischewut/ 

Hasan, N. [@nemahsis]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/nemahsis/?hl=en 

Hauenstein, H. [@hahauenstein]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/hahauenstein/ 

Hayali, D. [@dunjahayali]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/dunjahayali/ 

Helberg, K. [@kristin_helberg]. (n.d.). Posts. [X Profile] X. Retrieved December 23, 2024, 

from https://x.com/kristin_helberg 

Helberg, K. [@kristin_helberg]. (October 20, 2024). We have reduced the Palestinian people 

to human shields, Hamas supporters, collateral damage, terrorists. It is high time to 

turn. [Post]. X. https://x.com/kristin_helberg/status/1847750032050594119  

Hirsch, A. [@notskinnybutnotfat]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/notskinnybutnotfat/?hl=en 

https://www.instagram.com/p/DBL3GADpilm/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DBL3GADpilm/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/jenna__miller?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/jenna__miller?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/chelseahandler/?hl=en
https://www.instagram.com/hany439/
https://www.instagram.com/alice_haruko/
https://www.instagram.com/migrantischewut/
https://www.instagram.com/nemahsis/?hl=en
https://www.instagram.com/hahauenstein/
https://www.instagram.com/dunjahayali/
https://x.com/kristin_helberg
https://x.com/kristin_helberg/status/1847750032050594119
https://www.instagram.com/notskinnybutnotfat/?hl=en


76 

 
 

 

Hoffmann, S. [@the_sophia_hoffmann]. (n.d.). Posts. [Instagram Profile] Instagram. 

Retrieved December 23, 2024, from 

https://www.instagram.com/the_sophia_hoffmann/ 

Hotz, S. [@elhotzo]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/elhotzo/ 

Ibm. (n.d.). What is a Digital Footprint?. https://www.ibm.com/topics/digital-footprint  

Idris, Dr. S. [@shereeneidriss]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/shereeneidriss/?hl=en 

Ischraa [@ischraa]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/ischraa/ 

Issam. [@issam_bayan]. (October 8, 2024a). Die Zeit wird kommen, wenn unsere Kinder uns 

fragen werden, was wir getan haben... #Israel #Völkermord #Gaza #palästina. 

[Video]. Instagram. 

https://www.instagram.com/reel/DA25e2li2HP/?utm_source=ig_web_copy_link&i

gsh=MzRlODBiNWFlZA==  

Jabarine, A. [@alenajabarine]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/alenajabarine/ 

Jäckels, P. [@paulinejaeckels]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/paulinejaeckels/ 

Jamal, H. [@hebh_jamal]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/hebh_jamal/ 

Jibawi, A. [@anwar]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/anwar/?hl=en 

Judith. [@judithscheytt]. (May 12, 2024). Ihr wolltet es gerne als Beitrag. #neveragain. 

[Photographs]. Instagram. 

https://www.instagram.com/p/C64Jvl7sR_D/?utm_source=ig_web_copy_link&igsh

=MzRlODBiNWFlZA==  

Karamat, A., Farooq, A. (2016). Emerging Role of Social Media in Political Activism 

Perceptions and Practices. A Research Journal of South Asian Studies, 31(1), pp.381-

396  

https://www.instagram.com/the_sophia_hoffmann/
https://www.instagram.com/elhotzo/
https://www.ibm.com/topics/digital-footprint
https://www.instagram.com/shereeneidriss/?hl=en
https://www.instagram.com/ischraa/
https://www.instagram.com/reel/DA25e2li2HP/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DA25e2li2HP/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/alenajabarine/
https://www.instagram.com/paulinejaeckels/
https://www.instagram.com/hebh_jamal/
https://www.instagram.com/anwar/?hl=en
https://www.instagram.com/p/C64Jvl7sR_D/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C64Jvl7sR_D/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==


77 

 
 

 

Kattan, H. [@huda]. (n.d.). Posts. & story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/huda/?hl=en 

Khaled. [@khaledd.pali]. (October 6, 2024). [Video]. Instagram. 

https://www.instagram.com/reel/DAypT7TMyyy/?utm_source=ig_web_copy_link

&igsh=MzRlODBiNWFlZA==  

Khaledd [@khaledd.pali]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/khaledd.pali/ 

Khalifa, M. [@miakhalifa]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, from 

https://x.com/miakhalifa  

Kocak, F. [@der_neukoellner]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/der_neukoellner/ 

Koch, N. [@NurderK]. (n.d.). Posts. [X Profile] X. Retrieved December 23, 2024, from 

https://x.com/NurderK 

Kutlaca, M. & Radke, H. R. M. (2022). Towards an understanding of performative allyship: 

Definition, antecedents and consequences. Social And Personality Psychology 

Compass, 17(2). https://doi.org/10.1111/spc3.12724  

Larbah, H. [@moribyan]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/moribyan/?hl=en 

LeFloid [@LeFloid]. (October 23, 2023). ESKALATION IM NAHEN OSTEN - und alle 

machen mit… [Video]. Youtube. https://www.youtube.com/watch?v=tO2rs9Amr_w  

Lexa [@rebew_lexa]. (n.d.). Posts. [X Profile] X. Retrieved December 23, 2024, from 

https://x.com/rebew_lexa 

Lilienthal, V. [@vincentllt]. (n.d.). Posts. [Instagram profile]. Instagram. Retrieved October 

15, 2024, from https://www.instagram.com/vincentllt/?hl=en  

Lilienthal, V. [@vincentllt]. (October 16, 2023). Ihr habt um Geschichtsunterricht nicht 

aufgepasst oder irgendwas falsch aufgefasst. [Video]. Instagram. 

https://www.instagram.com/reel/Cyd0YK-

tgtv/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==  

https://www.instagram.com/huda/?hl=en
https://www.instagram.com/reel/DAypT7TMyyy/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DAypT7TMyyy/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
mailto:@khaledd.pali
https://www.instagram.com/khaledd.pali/
https://x.com/miakhalifa
https://www.instagram.com/der_neukoellner/
https://x.com/NurderK
https://doi.org/10.1111/spc3.12724
https://www.instagram.com/moribyan/?hl=en
https://www.youtube.com/watch?v=tO2rs9Amr_w
https://x.com/rebew_lexa
https://www.instagram.com/vincentllt/?hl=en
https://www.instagram.com/reel/Cyd0YK-tgtv/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/Cyd0YK-tgtv/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==


78 

 
 

 

Lilienthal, V. [@vincentllt]. (October 7, 2024a). [Video]. Instagram. 

https://www.instagram.com/reel/DA07r-

pveBT/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==  

Lilienthal, V. [@vincentllt]. (October 7, 2024b). Mehr Infos zu der Demo bei 

@aggressionsprobleme1. [Video]. Instagram. 

https://www.instagram.com/reel/DArBwDwAX-

x/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==  

Lilienthal, V. [@vincentllt]. (September 12, 2024c).      - Solidaritätskundgebung und 

Benefizkonzert für Palästina -      Wir werden nicht tatenlos zusehen wie 

Zivilist:innen in Palästina ermordet und vertrieben werden!. [Photograph]. 

Instagram. 

https://www.instagram.com/p/C_0nZjGNDBe/?utm_source=ig_web_copy_link&ig

sh=MzRlODBiNWFlZA==  

LlM, B. S. (2021, September 9). German Federal Court of Justice on Influencer marketing. 

Fieldfisher. https://www.fieldfisher.com/en/insights/german-federal-court-of-

justice-on-influencer-mark  

Lpb. Landeszentrale für politische Bildung Baden-Württemberg. (n.d.). Deutsch-Israelische 

Beziehungen.  https://www.lpb-bw.de/deutsch-israelische-beziehungen#c23540  

Maier, S. [@_sophiamaier]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/_sophiamaier/ 

Maier, T. (2021). VISUELLER AKTIVISMUS MIT INSTAGRAM: POLITISCHE 

KOMMUNIKATION IN SOZIALEN MEDIEN. In Rosa-Luxemburg-Stiftung, 

Studie Im Auftrag der Rosa-Luxemburg-Stiftung (Bd. 10, S. 5–27) [Studie; Text]. 

Rosa-Luxemburg-

Stiftung.https://www.rosalux.de/fileadmin/images/publikationen/Studien/Studien_1

0-21_Visueller_Aktivismus_web__1_.pdf  

Mansour, A. [@ahmadmansouroffiziell]. (n.d.). Posts. [Instagram Profile] Instagram. 

Retrieved December 23, 2024, from 

https://www.instagram.com/ahmadmansouroffiziell/ 

https://www.instagram.com/reel/DA07r-pveBT/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DA07r-pveBT/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DArBwDwAX-x/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DArBwDwAX-x/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C_0nZjGNDBe/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C_0nZjGNDBe/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.fieldfisher.com/en/insights/german-federal-court-of-justice-on-influencer-mark
https://www.fieldfisher.com/en/insights/german-federal-court-of-justice-on-influencer-mark
https://www.lpb-bw.de/deutsch-israelische-beziehungen#c23540
https://www.instagram.com/_sophiamaier/
https://www.rosalux.de/fileadmin/images/publikationen/Studien/Studien_10-21_Visueller_Aktivismus_web__1_.pdf
https://www.rosalux.de/fileadmin/images/publikationen/Studien/Studien_10-21_Visueller_Aktivismus_web__1_.pdf
https://www.instagram.com/ahmadmansouroffiziell/


79 

 
 

 

Mariam. [@mxriyum]. (May 28, 2024). 234 days. ALL EYES ON RAFAH. .حسبي الله ونعم الوكيل 

[Photographs & Video]. Instagram. 

https://www.instagram.com/p/C7hr201Sekc/?utm_source=ig_web_copy_link&igsh

=MzRlODBiNWFlZA==  

Mariam. [@mxriyum]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/mxriyum/?hl=en 

Mariam. [@mxriyum]. (November 3, 2023b).🫒 Admist the olive trees, our heritage takes 

hold, A mosaic of history, A story to be told. Children taken too. [Photographs]. 

Instagram. 

https://www.instagram.com/p/CzKIVN4SVoz/?utm_source=ig_web_copy_link&ig

sh=MzRlODBiNWFlZA==  

Mariam. [@mxriyum]. (November 8, 2023a). My Land, My People, I stand with you. 

               Recipes will return this week. [Video]. Instagram. 

https://www.instagram.com/reel/CzXZTy2JpOo/?utm_source=ig_web_copy_link&i

gsh=MzRlODBiNWFlZA==  

Mariam. [@mxriyum]. (October 16, 2023c). Ya Falasteen          . [Photographs & Video]. 

Instagram. 

https://www.instagram.com/p/Cyb0vblyGqr/?utm_source=ig_web_copy_link&igsh

=MzRlODBiNWFlZA==  

McClanahan, A. & West Virginia University. (2021). The Downfalls of Performative 

White Allyship on Social Media in the #BlackLivesMatter Movement. In Munn 

Scholars Awards (Bd. 7) [Thesis]. https://researchrepository.wvu.edu/munn/7  

Mena, E. [@ericamena]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/ericamena/?hl=en 

Minhaj, H. [@hasanminhaj]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/hasanminhaj/?hl=en 

Mochizuki, H. [@yaknowme_hitomi]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. 

Instagram. Retrieved December 23, 2024, from 

https://www.instagram.com/yaknowme_hitomi/?hl=en 

https://www.instagram.com/p/C7hr201Sekc/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C7hr201Sekc/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/mxriyum/?hl=en
https://www.instagram.com/p/CzKIVN4SVoz/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/CzKIVN4SVoz/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/CzXZTy2JpOo/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/CzXZTy2JpOo/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/Cyb0vblyGqr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/Cyb0vblyGqr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://researchrepository.wvu.edu/munn/7
https://www.instagram.com/ericamena/?hl=en
https://www.instagram.com/hasanminhaj/?hl=en
https://www.instagram.com/yaknowme_hitomi/?hl=en


80 

 
 

 

Mohammad [@mudiblick]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/mudiblick/ 

Mölling, S. [@sandymoelling]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/sandymoelling/ 

Mundt, F. [@LeFloid]. (n.d.). Posts. [YouTube Profile]. YouTube. Retrieved December 23, 

2024, from https://www.youtube.com/@LeFloid 

Nala [@nalaversum]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/nalaversum/ 

Nala. [@nalaversum]. (February 16, 2024). The world is blind    .Most of the Videos are 

from Morocco but one day I will walk trough a free Palestine [Video]. Instagram. 

https://www.instagram.com/reel/C3AqRA-

sQYr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==  

Nassar, Z. [@zeina.boxer]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/zeina.boxer/ 

Nasser, B. [@bassel_nasser]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/bassel_nasser/?hl=en 

nemahsis. [@nemahsis]. (June 13, 2024b). link in my bio to read the full article🫒🫒. 

[Photograph]. Instagram. 

https://www.instagram.com/p/C8IgyUkP4Eh/?utm_source=ig_web_copy_link&igs

h=MzRlODBiNWFlZA==   

nemahsis. [@nemahsis]. (May 15, 2024d). based on true events.visit nemahsis.com. [Video]. 

Instagram. 

https://www.instagram.com/reel/C6_i6H5uU0R/?utm_source=ig_web_copy_link&i

gsh=MzRlODBiNWFlZA==  

nemahsis. [@nemahsis]. (May 23, 2024c)."Stick of Gum" is a love song, so rightfully, what 

more can i care for than where i come from. [Video]. YouTube. 

https://youtu.be/VsqYlmf3SAg?si=p9bSzKSV7Mo7WlSd  

nemahsis. [@nemahsis]. (May 26, 2024). it’s nice to hear my real name in arabic🫒 i 

appreciate all the support from all of you.. i can’t. [Video]. Instagram. 

https://www.instagram.com/mudiblick/
https://www.instagram.com/sandymoelling/
https://www.youtube.com/@LeFloid
https://www.instagram.com/nalaversum/
https://www.instagram.com/reel/C3AqRA-sQYr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C3AqRA-sQYr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/zeina.boxer/
https://www.instagram.com/zeina.boxer/
https://www.instagram.com/bassel_nasser/?hl=en
https://www.instagram.com/p/C8IgyUkP4Eh/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C8IgyUkP4Eh/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C6_i6H5uU0R/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C6_i6H5uU0R/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://youtu.be/VsqYlmf3SAg?si=p9bSzKSV7Mo7WlSd


81 

 
 

 

https://www.instagram.com/p/C7aOAgYP46f/?utm_source=ig_web_copy_link&igs

h=MzRlODBiNWFlZA==  

nemahsis. [@nemahsis]. (May 30, 2024a). follow accounts like @mohammed_fayq 

@suhailnssar @duaa_tuaima @zaitountrees @wizard_bisan1 to give your eyes 

something to see🫒🫒. [Video & Photographs]. Instagram. 

https://www.instagram.com/p/C7k1e9UoQ8e/?utm_source=ig_web_copy_link&igs

h=MzRlODBiNWFlZA==  

nemahsis. [@nemahsis]. (October 12, 2023).when i enter Palestine i use my Palestinian 

passport and i walk by foot from Jordan.. the same way my people do. free us   . 

[Photographs]. Instagram. 

https://www.instagram.com/p/CyTKD9GOvMU/?utm_source=ig_web_copy_link&

igsh=MzRlODBiNWFlZA==  

Nisrin [@nisrinchen]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/nisrinchen/ 

Noor, N. [@nabela]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, from 

https://x.com/nabela 

Nuha. [@devotedlyyours]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved, October 

27, 2024 from 

https://www.instagram.com/devotedlyyours?utm_source=ig_web_button_share_she

et&igsh=ZDNlZDc0MzIxNw==  

Nye Jr, J. (2008). The powers to lead. Oxford University Press. 

Obeid, S. [@sammyobeid]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from 

https://www.instagram.com/sammyobeid/?hl=en 

Obeid, S. [@sammyobeid]. (October 10, 2024a). Why do YOU care?    Link in bio for full 

episode with Pulitzer Prize winning author Viet Thanh Nguyen. [Video]. Instagram. 

https://www.instagram.com/reel/DA83xfsuFKn/?utm_source=ig_web_copy_link&i

gsh=MzRlODBiNWFlZA== 

Obeid, S. [@sammyobeid]. (October 14, 2024b). Disturbing humor for disturbed people. 

Defund spooky season now.#gaza #spookyseason #darkhumor 

https://www.instagram.com/p/C7aOAgYP46f/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C7aOAgYP46f/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C7k1e9UoQ8e/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C7k1e9UoQ8e/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/CyTKD9GOvMU/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/CyTKD9GOvMU/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/nisrinchen/
https://x.com/nabela
https://www.instagram.com/devotedlyyours?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/devotedlyyours?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/sammyobeid/?hl=en
https://www.instagram.com/reel/DA83xfsuFKn/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DA83xfsuFKn/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==


82 

 
 

 

#indigenouspeoplesday. [Photograph]. Instagram. 

https://www.instagram.com/p/DBHR9sgzMKf/?utm_source=ig_web_copy_link&ig

sh=MzRlODBiNWFlZA==  

Ocasio-Cortez, A. [@aoc]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/aoc/?hl=en 

Ocasio-Cortez, A. [@aoc]. (October 14, 2024). The horrors unfolding in northern Gaza are 

the result of a completely unrestrained Netanyahu gov, fully armed by the Biden. 

[Photograph]. Instagram. 

https://www.instagram.com/p/DBHfeBpxqXL/?utm_source=ig_web_copy_link&ig

sh=MzRlODBiNWFlZA==  

Omar, I. [@IlhanMN]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, from 

https://x.com/ilhanmn 

ParsToday. (October 20, 2023). Israel bezahlt Influencer, um Lügen über Angriff auf Gaza 

zu verbreiten. https://parstoday.ir/de/news/west_asia-i85272-

israel_bezahlt_influencer_um_l%C3%BCgen_%C3%BCber_angriff_auf_gaza_zu_

verbreiten  

Pascal, P. [@pascalispunk]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/pascalispunk/?hl=en 

Patinkin, M. [@mandypatinkin]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/mandypatinkin/?hl=en 

Pătruţ, B. & Pătruţ, M. (Hrsg.). (2014). Social Media in Politics: Case Studies on the 

Political Power of Social Media (Von Vasile Alecsandri University of Bacau). 

Springer. https://doi.org/10.1007/978-3-319-04666-2  

Paul, Dr. R. [@collegenutritionist]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/collegenutritionist/?hl=en 

Pina, C. (September 11, 2024). Mark Ruffalo, Ramy Youssef and More Call on SAG-AFTRA 

Leaders to Protect Pro-Palestine Members From Being Blacklisted (Exclusive). 

https://www.hollywoodreporter.com/news/politics-news/mark-ruffalo-ramy-

youssef-call-for-pro-palestine-sag-member-protection-1235993880/  

https://www.instagram.com/p/DBHR9sgzMKf/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DBHR9sgzMKf/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/aoc/?hl=en
https://www.instagram.com/p/DBHfeBpxqXL/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DBHfeBpxqXL/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://x.com/ilhanmn
https://parstoday.ir/de/news/west_asia-i85272-israel_bezahlt_influencer_um_l%C3%BCgen_%C3%BCber_angriff_auf_gaza_zu_verbreiten
https://parstoday.ir/de/news/west_asia-i85272-israel_bezahlt_influencer_um_l%C3%BCgen_%C3%BCber_angriff_auf_gaza_zu_verbreiten
https://parstoday.ir/de/news/west_asia-i85272-israel_bezahlt_influencer_um_l%C3%BCgen_%C3%BCber_angriff_auf_gaza_zu_verbreiten
https://www.instagram.com/pascalispunk/?hl=en
https://www.instagram.com/mandypatinkin/?hl=en
https://doi.org/10.1007/978-3-319-04666-2
https://www.instagram.com/collegenutritionist/?hl=en
https://www.hollywoodreporter.com/news/politics-news/mark-ruffalo-ramy-youssef-call-for-pro-palestine-sag-member-protection-1235993880/
https://www.hollywoodreporter.com/news/politics-news/mark-ruffalo-ramy-youssef-call-for-pro-palestine-sag-member-protection-1235993880/


83 

 
 

 

Pinarbasi, A. T. (2024, February 2). FTC-Anforderungen für Influencer: Richtlinien und 

Regeln. Termly. https://termly.io/de/ressourcen/artikel/ftc-requirements-for-

influencers/  

Poell, T. & Van Dijck, J. (2018). Social Media and new protest movements. In Jean Burgess, 

Alice Marwick & T. Poell (Hrsg.), The SAGE Handbook of Social Media (S. 546–

561). Sage. https://ssrn.com/abstract=3091639  

QuickFrame. (March 7, 2024). How Do Social Media Algorithms Work in 2024? 

https://quickframe.com/blog/how-do-social-media-algorithms-work/  

Radke, H. R. M., Kutlaca, M., Siem, B., Wright, S. C. & Becker, J. C. (2020). Beyond 

Allyship: Motivations for Advantaged Group Members to Engage in Action for 

Disadvantaged Groups. Personality And Social Psychology Review, 24(4), 291–315. 

https://doi.org/10.1177/1088868320918698  

Radtke, T. (2022). DISCLOSURE REQUIREMENTS FOR INFLUENCER MARKETING 

IN THE U.S. AND GERMANY. In NEW YORK UNIVERSITY JOURNAL OF 

INTELLECTUAL PROPERTY AND ENTERTAINMENT LAW (Number 1, S. 141–

163). 

Roberts, H. [@haylimaria]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/haylimaria/ 

Rufallo, M. [@marcruffallo]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, 

from https://x.com/MarkRuffalo  

Saadah, H. [@hamzahs1948]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. 

Instagram. Retrieved December 23, 2024, from 

https://www.instagram.com/hamzahs1948/?hl=en 

Sanders, B. [@BernieSanders]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, 

from https://x.com/BernieSanders  

Sarsour, L. [@lsarsour]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/lsarsour/?hl=en 

Savetsky, E. [@lizzysavetsky]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/lizzysavetsky/?hl=en 

https://termly.io/de/ressourcen/artikel/ftc-requirements-for-influencers/
https://termly.io/de/ressourcen/artikel/ftc-requirements-for-influencers/
https://ssrn.com/abstract=3091639
https://quickframe.com/blog/how-do-social-media-algorithms-work/
https://doi.org/10.1177/1088868320918698
https://www.instagram.com/haylimaria/
https://x.com/MarkRuffalo
https://www.instagram.com/hamzahs1948/?hl=en
https://x.com/BernieSanders
https://www.instagram.com/lsarsour/?hl=en
https://www.instagram.com/lizzysavetsky/?hl=en


84 

 
 

 

Sawatzki, A. [@andrea.sawatzki]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/andrea.sawatzki/ 

Scheytt, J. [@judithscheytt]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/judithscheytt/ 

Schibilla, T. (November 25, 2023). Radikale Gefahr im Netz. Hass für Millionen. 

https://www.t-online.de/nachrichten/panorama/id_100286932/nahost-konflikt-im-

netz-wie-influencer-israel-zum-feind-machen.html  

Scholz, O. [@olafscholz]. (n.d.a). Posts. [Instagram Profile]. Instagram. Retrieved, October 

18, 2024, from https://www.instagram.com/olafscholz/?hl=en  

Scholz, O. [@OlafScholz]. (n.d.b). Posts. [X Profile]. X. Retrieved, October 18, 2024, from 

https://x.com/olafscholz?s=21  

Scholz, O. [@olafscholz]. (November 9, 2023). Der 9. November 1938 steht für den 

Zivilisationsbruch: Jüdinnen und Juden wurden aus ihren Wohnungen und Häusern 

heraus verhaftet, ihre. [Photograph]. Instagram. 

https://www.instagram.com/p/CzbsYV8thdl/?utm_source=ig_web_copy_link&igsh

=MzRlODBiNWFlZA==  

Schumer, A. [@amyschumer]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/amyschumer/ 

Seales, A. [@amandaseales]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/amandaseales/?hl=en 

Shahidi, Y. [@yarashahidi]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/yarashahidi/?hl=en 

Shakeri, J. [@jasminshakeri]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/jasminshakeri/ 

Shamim, S. (May 13, 2024). Why are social media users blocking celebrities over Israel’s 

Gaza war?. https://www.aljazeera.com/news/2024/5/13/why-are-social-media-

users-blocking-celebrities-over-israels-gaza-war  

Silverman, S. [@sarahkatesilverman]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/sarahkatesilverman/?hl=en 

mailto:@andrea.sawatzki
https://www.instagram.com/andrea.sawatzki/
https://www.instagram.com/judithscheytt/
https://www.t-online.de/nachrichten/panorama/id_100286932/nahost-konflikt-im-netz-wie-influencer-israel-zum-feind-machen.html
https://www.t-online.de/nachrichten/panorama/id_100286932/nahost-konflikt-im-netz-wie-influencer-israel-zum-feind-machen.html
https://www.instagram.com/olafscholz/?hl=en
https://x.com/olafscholz?s=21
https://www.instagram.com/p/CzbsYV8thdl/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/CzbsYV8thdl/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/amyschumer/
https://www.instagram.com/amandaseales/?hl=en
https://www.instagram.com/yarashahidi/?hl=en
https://www.instagram.com/jasminshakeri/
https://www.aljazeera.com/news/2024/5/13/why-are-social-media-users-blocking-celebrities-over-israels-gaza-war
https://www.aljazeera.com/news/2024/5/13/why-are-social-media-users-blocking-celebrities-over-israels-gaza-war
https://www.instagram.com/sarahkatesilverman/?hl=en


85 

 
 

 

Sisik, S. [@agressionsprobleme1]. (June 23, 2024c). ZENSUR auf SOCIAL MEDIA mit 

Ahmad.Neu & Vincent | Die Andere Seite. [Video]. YouTube.. 

https://youtu.be/618Mhvp-GWQ?si=DXfog82DEum2j3hD  

Sisik, S. [@agressionsprobleme1]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

October 15, 2024, from https://www.instagram.com/aggressionsprobleme1/?hl=en  

Sisik, S. [@agressionsprobleme1]. (October 16, 2024d). @n26de ?. [Video]. Instagram. 

https://www.instagram.com/reel/DBLU6oBg74a/?utm_source=ig_web_copy_link&

igsh=MzRlODBiNWFlZA==  

Sisik, S. [@agressionsprobleme1]. (October 17, 2024e). Also falls ihr das Konto geschäftlich 

nutzt, besteht die Möglichkeit, dass das demnächst gekündigt wird. #n26. [Video]. 

Instagram. 

https://www.instagram.com/reel/DBN3vXsADkl/?utm_source=ig_web_copy_link&

igsh=MzRlODBiNWFlZA==  

Sisik, S. [@agressionsprobleme1]. (October 21, 2024f). Fragen über Fragen. [Video]. 

Instagram. 

https://www.instagram.com/reel/DBXK8_yAJvz/?utm_source=ig_web_copy_link&

igsh=MzRlODBiNWFlZA==  

Sisik, S. [@agressionsprobleme1]. (October 3, 2024a). Lasst es bitte viral gehen!. [Video]. 

Instagram. 

https://www.instagram.com/reel/DAp8Ul6gToW/?igsh=MXB3dmRtcnd2azR4eg==  

Sisik, S. [@agressionsprobleme1]. (October 6, 2024b). Aktuell in Berlin via @khaledd.pali. 

[Video]. Instagram.  

https://www.instagram.com/reel/DAyjkg7gqzy/?utm_source=ig_web_copy_link&ig

sh=MzRlODBiNWFlZA==  

Snake, DJ. [@djsnake]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, from 

https://x.com/djsnake?lang=en 

Snoubar, L. [@withloveleena]. (n.d.). Posts. & Story Highlights. [Instagram Profile]. 

Instagram. Retrieved December 23, 2024, from 

https://www.instagram.com/withloveleena/?hl=en 

https://youtu.be/618Mhvp-GWQ?si=DXfog82DEum2j3hD
https://www.instagram.com/aggressionsprobleme1/?hl=en
https://www.instagram.com/reel/DBLU6oBg74a/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DBLU6oBg74a/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DBN3vXsADkl/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DBN3vXsADkl/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DBXK8_yAJvz/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DBXK8_yAJvz/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DAp8Ul6gToW/?igsh=MXB3dmRtcnd2azR4eg==
https://www.instagram.com/reel/DAyjkg7gqzy/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/DAyjkg7gqzy/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://x.com/djsnake?lang=en
https://www.instagram.com/withloveleena/?hl=en


86 

 
 

 

So informed [@so.informed]. (September 5, 2024). A lot is happening around the world. 

Here is just 𝘴𝘰𝘮𝘦 of what you might have missed this last week. [Post]. Instagram. 

https://www.instagram.com/p/C_iTv-

fRaHN/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==  

Spaulding, D. R. [@danielryanspaulding]. (n.d.). Posts. [Instagram Profile]. Instagram. 

Retrieved December 23, 2024, from 

https://www.instagram.com/danielryanspaulding/?hl=en 

Stein, J. [@drjillstein]. (n.d.). Posts. [Instagram Profile]. Instagram. 

https://www.instagram.com/drjillstein?utm_source=ig_web_button_share_sheet&ig

sh=ZDNlZDc0MzIxNw== 

Stein, J. [@drjillstein]. (November 14, 2024a). Repost @palestinelobby. [Post]. Instagram. 

https://www.instagram.com/p/DCVtSGuyemM/?utm_source=ig_web_copy_link&i

gsh=MzRlODBiNWFlZA== 

Stein, J. [@drjillstein]. (November 19, 2024b). We made her famous💚 #noroomforhate. 

[Post]. Instagram.  

https://www.instagram.com/p/DCiZ1hhNWVM/?utm_source=ig_web_copy_link&i

gsh=MzRlODBiNWFlZA== 

Tekkal, D. [@duzentekkal]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 

23, 2024, from https://www.instagram.com/duzentekkal/ 

Teuteberg, L. [@LindaTeuteberg]. (n.d.). Posts. [X Profile] X. Retrieved December 23, 

2024, from https://x.com/LindaTeuteberg 

Thimsen, A. F. (2022). What is performative activism? Philosophy And Rhetoric, 55(1), 83–

89. https://doi.org/10.5325/philrhet.55.1.0083  

Tlaib, R. [@rashidatlaib]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, from 

https://x.com/RashidaTlaib  

Todenhoerfer, J. [@jurgentodenhoefer]. (October 11, 2024). Zum 1. Oktober haben unsere 

Politiker ein Stasi-ähnliches System von Meldestellen eingerichtet, die „Fake 

https://www.instagram.com/p/C_iTv-fRaHN/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/C_iTv-fRaHN/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/danielryanspaulding/?hl=en
https://www.instagram.com/drjillstein?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/drjillstein?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/p/DCVtSGuyemM/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DCVtSGuyemM/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/explore/tags/noroomforhate/
https://www.instagram.com/p/DCiZ1hhNWVM/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DCiZ1hhNWVM/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/duzentekkal/
https://x.com/LindaTeuteberg
https://doi.org/10.5325/philrhet.55.1.0083
https://x.com/RashidaTlaib


87 

 
 

 

News“ im Netz „unbürokratisch löschen“. [Photograph]. Instagram. 

https://www.instagram.com/p/DA-ewupuzYE/?utm_source=ig_web_copy_link  

Todenhoerfer, J. [@jurgentodenhoefer]. (October 20, 2024b). [Photograph]. Instagram. 

https://www.instagram.com/p/DBV7E3euiRF/?utm_source=ig_web_copy_link&igs

h=MzRlODBiNWFlZA==  

Todenhöfer, F. [@freddytodenhoefer]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/freddytodenhoefer/ 

Todenhöfer, J. [@juergentodenhoefer]. (n.d.). Posts. [Instagram Profile] Instagram. 

Retrieved December 23, 2024, from https://www.instagram.com/ahmad.neu/ 

Torres, R. [@ritchietorresny15]. (n.d.). Posts. [X Profile]. X. Retrieved December 23, 2024, 

from https://x.com/RitchieTorres  

Uddin, R. (April 15, 2022).  Bella Hadid claims Instagram ‘shadow banned’ her over 

Palestine post.https://www.middleeasteye.net/news/palestine-bella-hadid-omar-

suleiman-instagram-post-shadow-banned  

UN News. [UN_News_Centre]. (September 18, 2024). #BREAKING UN General Assembly 

ADOPTS resolution demanding that Israel “brings to an end without delay its 

unlawful presence” in the [Photograph attached] [Post]. X. 

https://x.com/UN_News_Centre/status/1836426106896785428  

United Nations. (June 24, 2024). The Question of Palestine. States and companies must end 

arms transfers to Israel immediately or risk responsibility for human rights 

violations: UN experts. https://www.un.org/unispal/document/arms-transfers-un-

experts-20jun24/  

Unknown. (August 14, 2013). Israel to pay students to defend it online. USA Today. 

https://www.usatoday.com/story/news/world/2013/08/14/israel-students-social-

media/2651715/  

Wahad, N. [@nombeah]. (n.d.). Stories. [Instagram Profile]. Instagram. Retrieved October 

27, 2024, from 

https://www.instagram.com/nombeah?utm_source=ig_web_button_share_sheet&ig

sh=ZDNlZDc0MzIxNw==  

https://www.instagram.com/p/DA-ewupuzYE/?utm_source=ig_web_copy_link
https://www.instagram.com/p/DBV7E3euiRF/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/p/DBV7E3euiRF/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/freddytodenhoefer/
https://www.instagram.com/ahmad.neu/
https://x.com/RitchieTorres
https://www.middleeasteye.net/news/palestine-bella-hadid-omar-suleiman-instagram-post-shadow-banned
https://www.middleeasteye.net/news/palestine-bella-hadid-omar-suleiman-instagram-post-shadow-banned
https://x.com/UN_News_Centre/status/1836426106896785428
https://www.un.org/unispal/document/arms-transfers-un-experts-20jun24/
https://www.un.org/unispal/document/arms-transfers-un-experts-20jun24/
https://www.usatoday.com/story/news/world/2013/08/14/israel-students-social-media/2651715/
https://www.usatoday.com/story/news/world/2013/08/14/israel-students-social-media/2651715/
https://www.instagram.com/nombeah?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==
https://www.instagram.com/nombeah?utm_source=ig_web_button_share_sheet&igsh=ZDNlZDc0MzIxNw==


88 

 
 

 

Wellman, M. L. (2022). Black Squares for Black Lives? Performative Allyship as Credibility 

Maintenance for Social Media Influencers on Instagram. Social Media + Society, 

8(1), 205630512210804. https://doi.org/10.1177/20563051221080473  

WerteInitiative. (July 2022). Positionspapier. Deutsches Abstimmungsverhalten bei den 

Vereinten Nationen bzgl. Israel. https://werteinitiative.de/wp-

content/uploads/2021/09/Positionspapier-UNO.pdf 

Werteinitiative. (n.d.). Unsere Grundhaltungen - die Basis unserer Arbeit. 

https://werteinitiative.de/der-verein/grundhaltungen/  

Williams, J. (2024, 25. November). FTC influencer guidelines, explained: Tips for engaging 

influencers. Sprout Social. https://sproutsocial.com/insights/ftc-influencer-

guidelines/#:~:text=Human%20influencers%20can%20have%20a,what%20is%20e

ndorsing%20a%20product.  

Williams, J. [@ijessewilliams]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/ijessewilliams/?hl=en 

Yanar, K. [@kaya.tv]. (n.d.). Posts. [Instagram Profile] Instagram. Retrieved December 23, 

2024, from https://www.instagram.com/kaya.tv/ 

Yas. [@yasminacr_]. (October 25, 2024). Germany is delivering weapons to kill children 

women men in Gaza for over a year now and the ones speaking. [Photograph & 

Videos]. Instagram. 

https://www.instagram.com/p/DBguQ3usAGv/?utm_source=ig_web_copy_link  

Yourfavoriteguy. [@YourFavoriteGuy]. (November 4, 2023d). be aware that zionists are 

sponsoring influencers to support Israel #freepalestine #YOURFAVORITEGUY 

#greenscreen [Video]. TikTok. https://vm.tiktok.com/ZGdeWS7Dp/ 

Yourfavoriteguy. [@YourFavoriteGuy]. (October 23, 2023b). reading some dms from the 

past few weeks [Video]. TikTok. https://vm.tiktok.com/ZGdeWNuo5/  

Yourfavoriteguy. [@YourFavoriteGuy]. (October 26, 2023c). creators like me are being 

offered large sums of money to support israel #yourfavoriteguy [Video]. TikTok. 

https://vm.tiktok.com/ZGdeW8BGo/  

Yourfavoriteguy. [@YourFavoriteGuy]. (October 9, 2023a). be safe #canarymission 

#palestine #israel [Video]. TikTok. https://vm.tiktok.com/ZGdeW5UoS/ 

https://doi.org/10.1177/20563051221080473
https://werteinitiative.de/wp-content/uploads/2021/09/Positionspapier-UNO.pdf
https://werteinitiative.de/wp-content/uploads/2021/09/Positionspapier-UNO.pdf
https://werteinitiative.de/der-verein/grundhaltungen/
https://sproutsocial.com/insights/ftc-influencer-guidelines/#:~:text=Human%20influencers%20can%20have%20a,what%20is%20endorsing%20a%20product
https://sproutsocial.com/insights/ftc-influencer-guidelines/#:~:text=Human%20influencers%20can%20have%20a,what%20is%20endorsing%20a%20product
https://sproutsocial.com/insights/ftc-influencer-guidelines/#:~:text=Human%20influencers%20can%20have%20a,what%20is%20endorsing%20a%20product
https://www.instagram.com/ijessewilliams/?hl=en
mailto:@kaya.tv
https://www.instagram.com/kaya.tv/
https://www.instagram.com/p/DBguQ3usAGv/?utm_source=ig_web_copy_link
https://vm.tiktok.com/ZGdeWS7Dp/
https://vm.tiktok.com/ZGdeWNuo5/
https://vm.tiktok.com/ZGdeW8BGo/
https://vm.tiktok.com/ZGdeW5UoS/


89 

 
 

 

Zaynab, [@thenewyorknest]. (n.d.). Posts. [Instagram Profile]. Instagram. Retrieved 

December 23, 2024, from https://www.instagram.com/thenewyorknest/  

  

https://www.instagram.com/thenewyorknest/


90 

 
 

 

9. APPENDIX 

ATTACHMENT 1: Netanyahu photoshopped in diapers. 
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ATTACHMENT 2: Netanyahu photoshopped in a jail cell and clothing, with the headlines 

‘War criminal’, ‘Child killer & Genocide’, and the name ‘Satanyahu’; implying him to be 

‘Satan’. 
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ATTACHMENT 3: A story with the comment ‘Be thankful to Allah and do not forget your 

siblings (meant are Palestinians) 
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ATTACHMENT 4: Comparison of today’s Palestine conflict with the Holocaust  
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