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Family imagery has become an increasingly salient element of contemporary political 
communication, particularly on visually oriented platforms such as Instagram. While research has 

examined personalization, privatization, and authenticity as communicative strategies online (Enli, 
2015; Enli & Rosenberg, 2018; Atia & Balmas, 2025; Pedersen, 2024), the specific use of children 

and family life—political sharenting—remains comparatively underexplored. This gap is especially 
relevant in Nordic political contexts, where high trust, egalitarian norms, and strong media literacy 
shape expectations of political transparency and intimacy (Kalsnes, Larsson, & Enli, 2017; Ekman & 

Widholm, 2014). Instagram’s lifestyle aesthetics and conventions of mediated intimacy further 
provide fertile conditions for family imagery to be mobilized as political capital (Leaver, Highfield, 

& Abidin, 2020; Marquart, 2023). 

This paper investigates how Danish politicians mobilize family imagery on Instagram as part of their 
political branding and communicative repertoire. It asks: what types of family content do Danish 
politicians share, and what strategic purposes do these practices serve in terms of personalization, 

value signalling, and political positioning? 

The conceptual framework brings together research on digital political communication—which 
highlights how images shape identity construction, relatability, and affective engagement (Veneti et 

al., 2019; Farkas & Bene, 2020; Farkas, 2024)—with scholarship on sharenting, concerned with 
intimacy, care, and children’s visibility in digital environments (Autenrieth, 2018; Blum-Ross & 
Livingstone, 2017; Damkjær, 2018; Holiday et al. 2022; Lazard et al., 2019; Leaver et al., 2020).  

The study draws on qualitative visual analysis of Instagram posts from six Danish millennial MPs 

(born 1982–1992), comprising more than 2,000 images posted between 2020 and 2025. The analysis 
proceeds through mapping family content, conducting close readings of selected posts, and 

interpreting the political functions of this imagery along a continuum from self-presentation 
(authenticity, ordinariness) to political argumentation (value signalling, issue advocacy, 
mobilization). 

The findings indicate that political sharenting performs multiple communicative and strategic 
functions. We conceptualize political sharenting as a continuum comprising three ideal types: (1) 
everyday-life sharenting, where domestic scenes construct ordinariness and relatability; (2) strategic 

sharenting, where family imagery is explicitly linked to policy issues or political values; and (3) 
negotiated sharenting, where the partial concealment of children functions as ethical signalling and 

boundary work. 

Taken together, the analysis demonstrates how everyday domesticity is intertwined with strategic 
political expression and how politicians’ sharenting connects politics to broader cultural scripts of 
authenticity, parenthood, and moral leadership, revealing how affective and relational capital is 

mobilized and negotiated in digital political branding. These practices further exhibit varying degrees 
of reflexivity regarding children’s visibility and privacy, situating political sharenting within wider 

debates about children’s mediated visibility. 
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