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THREE AUDIENCES. THREE BEHAVIORS.
ONE MESSAGE WON'T MOVE THEM ALL.

Rethinking Messaging Strategy & Audiences in 2025’s Media Landscape

YOU MUST Media Consumption on a Daily Basis
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REPUBLICANS still act like Browse Instagram

“traditional” D.C. insiders. Browse X 28% 52% 65%

Listen to podcasts 4% 45% 37%

MAGA listens very intently to a
few select sources.

Use news aggregators 42% 30% 24%
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Today, trust travels with individuals, not necessarily with 21 43%

institutions. Influential messengers are now shaping what L LAz TUCKER CARLSON

L . . 20% 40%
policy insiders see, share and believe in.
NATE SILVER
Influencers Who Impact Policy Insiders ——— 33% 26%

THE ONLY
PLATORMAL, AVGq s
SHARE? LINKEDIN

Despite diverging habits, there’s
one place where all policy
insiders converge: LinkedIn. It's
not just a professional network
anymore; it's where stakeholders
build credibility, discuss opinions
and policy and follow cultural
moments and movements.

WANT TO MOVE ALL THREE
AUDIENCES WITH IMPACT?

Schedule a custom briefing to see how we're
helping clients reach the right audience with

the right message at the right time.
Contact us at '
mediahabits@teamavog.com N
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