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	Griffith, T. & Northcraft, G.
	Distinguishing Between the Forest and the Trees: Media, Features, and Methodology in Electronic Communication Research
	1994
	Organization Science
	Distinction between media and features of media in electronic communication research: “This paper provides a methodological framework for conceptualizing and op- erationalizing electronic communication research, and presents an illustrative study based on the framework” (p. 272).
	“The results revealed a significant main effect for medium (computer-mediated communication yielded lower individual scores), significant main effects for features (documentation and anonymity both yielded lower individual scores), and a significant interaction between a feature (documentation) and medium. For organizations, these results suggest that the accepted effects of a medium should be reexamined in light of the medium's component features; design and adoption decisions should be made with an understanding of the existence of interactions between features and media” (p. 272).
	180 university undergraduates
	2 x 2 x 2 between subjects factorial design experiment (& questionnaire), dyadic negotiation experiments, regression analysis
	Computer-mediated bids from experiment

	Zack, M.H. & McKenney, J.L.
	Social Context and Interaction in Ongoing Computer-Supported Management Groups
	1995
	Organization Science
	“Our goal was to show that the use of EM and FTF as described by groups’ interaction patterns was consistent with each group’s social context and, in turn, influenced the groups’ communication and performance effectiveness” (p. 398).
	Groups’ appropriation of electronic messages reflects the social context of each group and group outcomes are mediated by the groups’ interaction patterns and, given the same task requirements but different patterns of interaction, the communication and outcome effectiveness of the groups differ. Results show “that different groups using the same functional structure and performing the same task with identical communication technologies, but operating within different social contexts, appropriated the communication technology differently and in a way that was consistent with and reinforcing to their existing social structure” (p. 394).
	Interviews: 37 members of management group and several non-group managers; 26 of 29 returned questionnaires: The Statewide Times’s editorial group had 15 members, and The Regional News’s 14.
	In-depth multimethod Case-Study approach including questionnaires (quantitative/ subjective), interviews (qualitative/ subjective), and capturing electronic messages to obtain their content, observation of face-to-face content)
	Emails

	Yates, J.A., Orlikowski, W.J., & Okamura, K.
	Explicit and Implicit Structuring of Genres in Electronic Communication: Reinforcement and Change of Social Interaction
	1999
	Organization Science
	Investigate “the influence of the technology-use mediation process on the enactment of communication genres in an electronic medium (computer conferencing) that has been newly introduced into a specific social context (a 17-month Japanese R&D project)” (p. 83).
	The authors reveal insights into how “processes and their different influences offer insight into how people adopt and use new electronic media over time and with what outcomes” (p. 84): “we identified and obtained insights into two distinct patterns of electronic media use. One pattern reflected the intervention by a small group of self-selected team members, acting as technology-use mediators, who deliberately shaped genre norms for the whole project community, leading to both the replication of existing genres and the enactment of modified or new genres within the electronic medium. The second pattern reflected the tacit enactment of genres by project members in their local teams, resulting in both the migration of existing genres into the electronic medium and the variation of genres within it” (p. 83-84).
	A total of 9,302 messages posted on a news-system over 9 months by about 150 project members from an R&D division of a large Japanese high-tech manufacturing firm.
	Qualitative content analysis (genre analysis)
	Messages posted on the news-system

	Sussman, S.W. & Sproull, L.
	Straight Talk: Delivering Bad News Through Electronic Communication
	1999
	Information Systems Research
	Investigate “the possibility that computer-mediated communication can increase honesty and accuracy in delivering negative information that has personal consequences for the recipient” (p. 150).
	“Participants distorted negative information less, i.e., were more accurate and honest, when they used computer-mediated communication than face-to-face or telephone communication. There was no difference in distortion of positive information across media conditions. Participants also reported higher levels of satisfaction and comfort in the computer mediated communication situation. The perceived quality of the relationship mediated the impact of medium on satisfaction, but not on distortion” (p. 150).
	117 undergraduates enrolled in introductory information systems course (Boston University School of Management)
	Experiment (2 x 3 between participants factorial design), post-experiment questionnaire, regression analysis
	Chats from TALK program available on UNIX® computer system, push button phone communication

	Warschauer, M., El Said, G.R., & Zohry, A.
	Language Choice Online: Globalization And Identity in Egypt
	2002
	Journal Of Computer-Mediated Communication
	The authors assess “language choice online by a group of Egyptian Internet users, examining in what circumstances, and why, this group uses English and Arabic in their computer-mediated communication” (p. 3).
	Results show that “English is the dominant language used online among a particular group of early Internet adopters in Egypt, and […] that a previously little used written form of Romanized Egyptian Arabic is also widely used in informal communication by this group” (p. 16).
	43 young professionals from Cairo (Egypt) known to be Internet users 
	Manual content analysis, regression analysis
	Emails and online chat transcripts

	Barron, G. & Yechiam, E.
	Private E-Mail Requests and the Diffusion of Responsibility
	2002
	Computers In Human Behavior
	The authors address prosocial behaviors and present “experimental data demonstrating that recipients of e-mail requests will be more helpful when they perceive that they are the sole recipient of the request, than when observing that they are but one of a larger group who have received the same request” (p. 509).
	“The results show that there are more responses to e-mails addressed to a single recipient, that these responses are more helpful, and that they are lengthier. Response rates and measures of helpfulness were found to be independent of explicit information pertaining to the ability of other recipients to provide assistance” (p. 507).
	225 addressees: graduate and doctoral students, faculty members, and administrative staff members (no response was also coded)
	Experiment, manual content analysis, regression analysis
	Email responses

	Alonzo, M., & Aiken, M.
	Flaming in Electronic Communication
	2004
	Decision Support Systems
	The authors aim “to provide a theoretical explanation of flaming motivations [in electronic communication] based on Uses and Gratifications Theory (UGT)” (p. 206).
	“Results showed that high levels of assertiveness and sensation seeking predicted flaming, and males tended to participate more in the activity than did females” (p. 205).
	160 junior/senior business students (4.88 comments per subject on average)
	Content analysis (automation/manual not specified), hierarchical regression analysis
	Comments from an electronic gallery writing program

	Torpe, L. & Nielsen, J.
	Digital Communication Between Local Authorities and Citizens in Denmark
	2004
	Local Government Studies
	“To what extent are citizens provided with information that could improve their opportunities to gain insight into local politics? What opportunities do citizens have to give voice to their thoughts and to participate in electronic debates on local matters?” (p. 230-231).
	The authors show “great variation between best and worst practice in terms of democracy. Furthermore, the findings show that size and income per inhabitant explain some of the variation, whereas the political colour of the party in office has no significance.
The” (p. 230). As “every
citizen is now able to contact his or her local authority, but a small minority of the local authorities offers opportunities for electronic debate and dialogue” (p. 242).
	271 danish websites of local municipalities
	Manual content analysis
	Website content

	Carr, T., Cox, G., Eden, A., & Hanslo, M.
	From Peripheral to Full Participation in a Blended Trade Bargaining Simulation
	2004
	British Journal of Educational Technology
	The authors explored “the effects of online text chats on the extent and nature of student participation in a blended international trade bargaining simulation” (p. 210) and answered the following research questions: “Did the text chats enhance student participation? Were the text chats on-topic? What roles did students play in the chats? Did male and female students show different patterns of participation?” (p. 198)
	The “results suggest that the laboratory-based online text chats did provide opportunities for student participation in the simulation, and that male and female students exhibited different patterns of participation in the chats” (p. 197).
	98 students from the University of Cape Town
	Exchange structure analysis, 
	Text chat logs

	Grünberg, J. & Armellini, A.
	Teacher Collegiality and Electronic Communication: A Study of the Collaborative Uses of Email by Secondary School Teachers in Uruguay
	2004
	British Journal of Educational Technology
	The authors aim to “discuss some of the results of a research project that investigated the potential of electronic mail for supporting the development of collegiality and professional exchange among secondary school teachers in Uruguay” (p. 597). They pose the research question: “What is email used for?” (p. 602).
	Results show that “email may support the formation of communities of highly committed users, where seeking and sharing professional resources are accepted behaviours” (p. 597). Therefore, “evidence suggests that email may support professional exchange between school teachers who use the system regularly” (p. 602).
	1,356 email messages from 20 secondary school teachers
	Manual content analysis, 
	Emails

	Burgess, A., Jackson, T., & Edwards, J.
	Email Training Significantly Reduces Email Defects
	2005
	International Journal of Information Management
	The authors examine “how email is used within a large organization” (p. 71) and highlight “the defects associated with email” (p. 71). They focus on “identifying email productivity and efficiency costs and generating questions on how to enhance performance throughout an organisation using electronic networks” (p. 72).
	Results show “that these defects affect some groups of employees more than others” (p. 71) and that “some of these defects are related and that training can significantly reduce some of the email defects and improve the way people write emails” (p. 71). In detail, the “extents of the email defects are directly related to job grade, age and duration of employment” (p. 82).
	2,850 employees from one large, diversified technology company in the UK; 20 sender-recipient pairs (400 emails)
	Single case study: manual content analysis, correlation analysis
	Emails from Lotus Notes (email application in the UK & Ireland)

	Seshadri, S. & Carstenson, L.
	The Perils of E-Mail Communications in Nonprofit
	2007
	Nonprofit Management & Leadership
	The authors highlight “the challenge faced by leaders and managers of non- profits to be direct yet polite when not communicating face-to- face with their stakeholders” (p. 77) to
improve email communication in multicultural environments and prevent misunderstandings.
	The authors identified multiple email perils and how to fix them, concluding that that emails are a “highly inappropriate [medium] for messages heavily laden with connotations” (p. 90). “An understanding of cultural and social norms, adhering to social norms, empathy toward the other party, and giving them the benefit of the doubt are some of the prerequisites for effective e-mail” (p. 90).
	Single Incident with bilateral email communication “between two [anonymized] friends” (p.79): 4 exchanges with 8 emails
	Single case study: manual content analysis
	Emails

	Harvey, K.J., Brown, B., Crawford, P., Macfarlane, A., & Mcpherson, A.
	‘Am I Normal?’ Teenagers, Sexual Health and the Internet
	2007
	Social Science & Medicine
	The authors aim to “define the role of health topics raised, the presentation of health concerns, and contributes towards the discovery of a distinctive ‘genre’ of health messages concerning sexual health which differs from that found by other researchers concentrating on face to face encounters” (p. 771).
	The authors “illustrated the role that studies informed by corpus linguistics can have for understanding subjective, culturally embedded and linguistically displayed notions of illness and health” (p. 778). 
	“400,000 word corpus of emails sent to the popular adolescent health website […] (www.teenagehealthfreak.org)” (p. 773).
	Automated content analysis
	Emails 

	Trier, M.
	Towards Dynamic Visualization for Understanding Evolution of Digital Communication Networks
	2008
	Information Systems Research
	“(1) How can longitudinal network analysis overcome limitations and measurement artifacts of summative pictures provided by static SNA? How volatile is the formation of an online communication network and its actors' positions? (2) What processes of general network and sub group formation can be observed and described with event-based visualization and analysis?
(3) How can event-based dynamic network analy sis evaluate actor activity, i.e., the structural impact of actors who actively broker and integrate separate parts of the corporate network? Which organizational positions have such actors?
(4) What is the impact of external events on the network structure and its levels of change?” (p. 336)
	The author tries to “improve our understanding of dynamic phenomena in online communication and motivate novel metrics that complement Social Network Analysis” (p. 335). The author shows the following: dynamic analysis provides more detailed insights; central actors rise and fall in their centrality ranking; disaggregating relationships into ordered series of timed events.
	Enron Corporation: 151 actors, 19,811 email messages, 1,526 relationships 
	Single case study: dynamic network analysis (automated)
	Emails from Enron (internal)

	Prabowo, R., Thelwall, M., Hellsten, I., & Scharnhorst, A.
	Evolving Debates in Online Communication: A Graph Analytical Approach
	2008
	Internet Research
	“The aim of this paper is to analyse the structure of evolving debates in online discussion forums to see how science-related debates evolve over time” (p. 520).
	“The graphs of connected terms obey the [Densification Power Law (DPL)] and the effective diameters […] of the graphs tend to shrink as the debates progress. Slight fluctuations can occur, however, when new terms are integrated into the graphs. These two properties suggest that a graph of connected terms can be modelled through a number of blocks of terms, each of which becomes densely connected over time as indicated by [diameters] and DPL plots” (p. 520).
	30 threads each ranging between 1 and 186 sentences; 8 bulletins each ranging between 158 and 237 sentences
	Automated network analysis
	Threads, Conference of the Parties (COP3 COP10) bulletins

	Zhou, L & Zhang, D.
	Following Linguistic Footprints: Automatic Deception Detection in Online Communication
	2008
	Communications of the ACM
	“What are effective linguistic cues to deception in online communication? Can automated computational models based on the linguistic cues effectively assist deception detection in online communication?” (p. 120)
	The authors provide a summary of cues to deception and show that they “can be context-dependent” (p. 122). Automatic deception detection becomes a promising solution considering most linguistic cues can be extracted automatically.
	“[G]roups of two or more members” (p. 121).
	Automated content analysis
	Electronic text messages

	Chundi, P., Subramaniam, M., & Vasireddy, D.K.
	An Approach for Temporal Analysis of Email Data Based on Segmentation
	2009
	Data and Knowledge Engineering
	The authors “describe a novel approach for temporally analyzing the communication patterns embedded in email data based on time series segmentation” (p. 1253). They “propose an approach for performing temporal analysis of email data by using the time stamp and the sender and recipient information” (p. 1254).
	The author’s “experiments indicate that optimal segmentations are well-suited to capture the communication among users that is spread over multiple time points, which is crucial for computing patterns from bursty communications” (p. 1269).
	Enron corporation: 200,000 email messages exchanged between about 2,150 users
	Single case study: Automated time series segmentation
	Emails from Enron (internal)

	Duncan-Howell, J.
	eCAF: A New Tool for the Conversational Analysis of Electronic Communication
	2009
	British Journal of Educational Technology
	The author “proposes a new conversational analysis framework, the electronic conversational analysis framework (eCAF), for use with electronic communication. The eCAF has been designed as a new methodological tool that incorporates the unique virtual/real worlds that individuals participate in and links these two locations to the phases of electronic discussions” (p. 1014).
	The author presents the new methodological tool (i.e., eCAF) and demonstrates, that “[d]iscussions that occur online should not be considered as particular to that environment but need to be contextualised as a component of the real/authentic world of the individual participants” (p. 1026).
	546 community messages from three online communities
	Manual content analysis
	Messages from community transcripts

	Riordan, M. A. & Kreuz, R.J.
	Cues in Computer-Mediated Communication: A Corpus Analysis
	2010
	Computers in Human Behavior
	“RQ1: What are the base rates of certain cues in CMC? RQ2: Are cues used differentially among different CMC channels? RQ3: Are cues used in conjunction with words that have specific functions? RQ4: Are cues used in conjunction with specific semantic categories?” (p. 1807)
	RQ1: “The average amount of cues per channel type was also low, and did not differ markedly from each other” (p. 1814).
RQ2: “No significant differences were found in the use of any cues between corpora types” (p. 1815).
RQ3: “Cues do not appear to be associated with words that have certain functions. Though the sample in this study is not large enough for a more comprehensive and in-depth analysis” (p. 1816).
RQ4: “We did find that certain cues are associated with certain semantic content as seen in the LIWC analysis” (p. 1816).
	Five corpora: AIR-L corpus (5,770 emails; 2,001,256 words), British Columbia conversation corpus (40 email threads; 43,374 words), Chalkhills corpus (391 emails; 83,037 words), Loyola College corpus (blogs: 54,594 words; online chat: 177,556 words; emails: 50,860 words), and Luckytown corpus (1,562 emails; 498,907 words)
	Automated content analysis (LIWC)
	Blog posts, emails, and chats

	Sonnier, G.P., Mcalister, L., & Rutz, O.J.
	A Dynamic Model of the Effect of Online Communications on Firm Sales
	2011
	Marketing Science
	The authors develop a dynamic model of the effect of online communications on firm sales by considering “the sales effect of the volume of positive, negative and neutral online communications” (p. 702).
	The authors “find significant correlations in the residual terms of the stock and online communications equations, and […] demonstrate that ignoring this endogeneity leads to severely biased estimates of the effects of online communications” (p. 704). Results “suggest that firms seeking to initiate positive and neutral communications as part of marketing campaign may be justified in doing so [… and] that firms should proactively manage situations leading to negative comments, as such comments can result in a substantial negative impact on sales” (p. 704).
	2,912 comments daily on average between April 1, 2007 to December 7, 2007
	Single case study: Automated content analysis, sentiment analysis
	Social media data

	Wasiak, J., Hicks, B., Newnes, L., Loftus, C., Dong, A., & Burrow, L.
	Managing by E-Mail: What E-Mail can do for Engineering Project Management
	2011
	IEEE Transactions on Engineering Management
	The authors examine “the value of the content of e-mail at a project level rather than at the often-studied level of the individual user” (p. 445). In doing so, they “study […] the content of e-mail to identify what topics e-mail discuss and why they are sent […] to examine lifecycle engineering activity” (p. 446).
	The authors “show that classifying e-mail content by the categories of management, information, and problem-solving transactions revealed signatures that align with project phases and, more importantly, problems encountered [… and] that the purpose of e-mail is not necessarily consistent with the designated job role or responsibility of the sender or recipient” (p. 445).
	800 emails of between 19 to 937 words (total email corpus consisted of 16,000 emails between 650 senders and 1080 recipients, but sample was reduced intransparently) 
	Manual content analysis
	Emails

	Dewall, C.N., Buffardi, L.E., Bonser, I., & Campbell, W.K.
	Narcissism and Implicit Attention Seeking: Evidence from Linguistic Analyses of Social Networking and Online Presentation
	2011
	Personality and Individual Differences
	The authors examine “how narcissism, a personality trait marked by self-pro- motion, vanity, and grandiosity, relates to how people communicate information about themselves online” (p. 57).
	The authors show “that narcissists shift their linguistic style according to the amount of first- person singular pronouns they use in an online self-description activity. When narcissists used a low number of first-person singular pronouns, they drew attention to themselves by using higher numbers of profane and aggressive words in narratives about themselves. When narcissists had already drawn attention to themselves by using a high number of first-person singular pro- nouns, however, they did not use higher numbers of profane and aggressive words in their narratives. Thus, narcissistic participants displayed signs of implicit compensation as a means of drawing possible attention to the self when attention was not forthcoming” (p. 60).
	‘About me’ sections from 80 (4,854 words) undergraduate Facebook.com users (including one user’s photo per page)
	Automated content analysis (LIWC), manual image analysis, 
	Social media data: ‘About me’ section on Facebook page; profile pictures

	Oates, S.
	Political Challengers or Political Outcasts?: Comparing Online Communication for the Communist Party of the Russian Federation and the British Liberal Democrats
	2012
	Europe-Asia Studies
	The author “compares the web presence of the Communist Party of the Russian Federation and the British Liberal Democrats in order both to analyse the ability of the internet to strengthen parties as political institutions as well as to reflect upon the relative democratic value of parties online in different types of regimes” (p. 1460).
	The author shows “that the online potential of party communication, despite the universal availability of powerful tools of information distribution and social networking opportunities, was far more closely tied to national political culture than to cyber-culture in general” (p. 1460).
	Two websites: The Liberal Democrat web forum and the Communist Party web forum (193,884 forum posts)
	Manual content analysis, automated web link analysis (networks) 
	Websites

	Cheshin, A., Kim, Y., Bos, N.D., Ning, N., & Olson, J.S.
	Emergence of Differing Electronic Communication Norms Within Partially Distributed Teams
	2013
	Journal of Personnel Psychology
	The author’s “goal is to demonstrate that different ECNs emerge in a single team because they are using different electronic communication media. This in turn may have consequences on trust, cooperation, subgroup divisions, and, ultimately, on team performance” (p. 8).
	The authors “demonstrate that different electronic communication norms (ECNs) emerge among members of the same team based on their media environments. Most of the norms regarding use of electronic communication persisted even when media environment was changed. This difference in ECNs might serve as an additional faultline, causing an additional rift within distributed teams” (p. 7).
	260 participants in 2 studies (1 study: 13,257 messages exchanged of which 5,096 contained text; 2 study: not specified)
	Manual content analysis, automated descriptive/regression analysis
	Emails

	Yoo, W., Namkoong, K., Choi, M.N., Shah, D.V., Tsang, S., Hong, Y.S., Aguilar, M., & Gustafson, D.H.
	Giving and Receiving Emotional Support Online: Communication Competence as a Moderator of Psychosocial Benefits for Women with Breast Cancer
	2014
	Computers in Human Behavior
	The authors examine “the moderating role of emotional communication competence in the relationship between Computer-Mediated Social Support (CMSS) group participation, specifically giving and receiving emotional support, and psychological health outcomes” (p. 13).
	The authors “demonstrate that emotional communication competence moderates the effects of expression and reception of emotional support on psychological quality of life and breast cancer-related concerns in both desired and undesired ways. Giving and receiving emotional support in CMSS groups has positive effects on emotional well-being for breast cancer patients with higher emotional communication, while the same exchanges have detrimental impacts on emotional well-being for those with lower emotional communication competence” (p. 13).
	18,064 group messages from the ‘Comprehensive Health Enhancement Support System’ (CHESS) by 236 patients 
	Automated content analysis, action log data analysis
	Group messages 

	Skovholt, K., Grønning, A., & Kankaanranta, A.
	The Communicative Functions of Emoticons in Workplace E-Mails: :-)
	2014
	Journal of Computer-Mediated Communication
	The authors “examine emoticons as they appear in authentic workplace e-mails. More specifically, [they] identify the communicative functions of emoticons in three different Nordic companies where employees use email as their primary tool for communication. [They] ask in which situations emoticons are used, what type of utterances are followed by emoticons, and what type of communicative functions emoticons serve” (p. 780).
	The authors “show that emoticons function as contextualization cues, which serve to organize interpersonal relations in written interaction. They serve 3 communicative functions. First, when following signatures, emoticons function as markers of a positive attitude. Second, when following utterances that are intended to be interpreted as humorous, they are joke/irony markers. Third, they are hedges: when following expressive speech acts (such as thanks, greetings, etc.) they function as strengtheners and when following directives (such as requests, corrections, etc.) they function as softeners” (p. 780).
	1,606 emails from three Nordic companies (491 emails from ‘Telecom’; 504 emails from ‘Codan’ and their clients; 611 internal emails from ‘Paper Group’)
	Manual content analysis (discourse analysis) 
	Emails (internal & external)

	Kaufmann, R. & Buckner, M.M.
	To Connect or Promote?: An Exploratory Examination of Facebook Pages Dedicated to Moms
	2014
	Computers in Human Behavior
	The authors “examine the
nature of Facebook pages using pages dedicated to mothers as the sample as well as explore the stated purpose of those pages along with the accompanied posts by page administrators” (p. 479).
	The authors show that “[t]he majority of pages identified purpose as conversational/ discussion starter, while the majority of administrators’ posts were coded as informational/promotional” (p. 479).
	12 Facebook.com pages with more than 100,000 ‘likes’ (526 posts in total)
	Manual content analysis

	Facebook posts 

	Francis, L., Holmvall, C.M., & O’Brien, L.E.
	The Influence of Workload and Civility of Treatment on the Perpetration of Email Incivility
	2015
	Computers in Human Behavior
	The authors examine “the causal effects of workload (high vs. low) and civility of initial treatment (civil vs. uncivil) on the perpetration of incivility in emails” (p. 191).
	The authors show that “incivility of initial treatment influences the civility of one’s response, thus demonstrating the potential for incivility exchange and escalation […]. Finally, the current findings point to workload as a situational variable that influences incivility perpetration” (p. 199).
	154 emails by 77 participants “enrolled in psychology courses at a small Canadian university” (p. 194)
	Manual content analysis, automated correlation analysis
	Emails

	Al-Garadi, M.A., Varathan, K.D., & Ravana, S.D.
	Cybercrime Detection in Online Communications: The Experimental Case of Cyberbullying Detection in the Twitter Network
	2016
	Computers in Human Behavior
	The authors propose a “set of unique features derived from Twitter; network, activity, user, and tweet content, based on these feature, [they] developed a supervised machine learning solution for detecting cyberbullying in the Twitter” (p. 433).
	The authors evaluated and “proposed model based on these features provides a feasible solution to detecting Cyberbullying in online communication environments” (p. 433).
	2,500,000 geo-tagged tweets of the state of California
	Both, manual (10,606 tweets) and automated content/regression analysis
	Tweets

	Floreddu, P.B. & Cabiddu, F.
	Social Media Communication Strategies
	2016
	Journal of Services Marketing
	First, the authors identify “which social media communication strategy is more effective with contrasting levels of reputations; second, [they analyze] the differences between high- and low-reputation companies with respect to their ability to use corporate communication” (p. 490).
	The authors identify “[s]ix complementary social media communication strategies […]: egocentric, conversational, selective, openness, secretive and supportive. [Their] results also reveal distinct ways in which high-, medium- and low-reputation companies’ utilize the six complementary strategies of communications” (p. 490).
	Multiple case study: 25,000 posts/comments from 7 Italian insurance companies (Alleanza Toro: 47, Direct Line: 4,965, Genialloyd: 17,540, Genertel: 218, Linear: 157, Sara Assicurazioni: 898, Tua Assicurazioni: 723)
	Manual content analysis, automated descriptive analysis
	Facebook posts and comments 

	Hatzithomas, L., Fotiadis, T.A., & Coudounaris, D.N.
	Standardization, Adaptation, and Personalization of International Corporate Social Media Communications
	2016
	Psychology & Marketing
	“RQ1: What is the degree of standardization of creative strategies and executional elements in Vodafone’s corporate Facebook posts in the United Kingdom and Greece?” (p. 1100).
“RQ2: How do standardized (vs. adapted) creative strategies and executions of Vodafone’s corporate Facebook posts affect consumers’ attitudes, perceptions, and beliefs in the United Kingdom and Greece?” (p. 1102).
	The authors show “that Vodafone implements a local strategy in corporate Facebook campaigns, taking into account the cultural differences between these countries. The results also indicate that the debate on the international corporate Facebook communications strategy should extend beyond the standardization/adaptation dichotomy, pointing out the pivotal role of personalization” (p. 1098).
	Single case study: 600 Facebook.com posts (and comments) from Vodafone’s official corporate Facebook pages (UK and Greece) 
	Manual content analysis
	Facebook posts and comments 

	Duvanova, D., Nikolaev, A., Nikolsko-Rzhevskyy, A., & Semenov, A.
	Violent Conflict and Online Segregation: An Analysis Of Social Network Communication Across Ukraine’s Regions
	2016
	Journal of Comparative Economics
	The authors “analyze the panel of provinces spanning the most active phases of domestic protests and military conflict and isolate the effects of province-specific war casualties on the nature of inter-provincial online communication” (p. 163)
	The authors show that “war casualties entice strong emotional response in the corresponding provinces, but do not necessarily increase the level of social cohesion in inter-provincial online communication. [They] find that the intensity of military conflict entices online activism, but activates regional rather than nation-wide network connections. [They] also find that military conflict tends to polarize some regions of Ukraine, especially in the East” (p. 163).
	14,777 communities from VKontakte (19,430,445 wall posts; 62,193,711 comments)
	Automated content analysis, descriptive analysis, regression analysis
	Social media posts from VKontakte (vk.com)

	Wagner, T.F., Baccarella, C.V., & Voigt, K.-I.
	Framing Social Media Communication: Investigating the Effects of Brand Post Appeals on User Interaction
	2017
	European Management Journal
	“Which brand post appeals have a positive effect on user interaction? Which brand post appeals have a negative effect on user interaction?” (p. 609) 
“Are brand post appeals that positively influence user interaction those that are most commonly used? Are brand post appeals that negatively influence user interaction those that are least used?” (p. 610)
	The authors “show that some post appeals have positive and others have negative impact on user interaction. Interestingly, some of the appeals with positive impact are rarely used by brands, while some of the appeals with negative impact are used quite frequently, indicating that brands currently do not grasp the full potential of post appeal strategy” (p. 606).
	US Facebook.com brand pages of the ten most valuable brands in the automotive industry (1,984 posts)
	Manual content analysis, regression analysis
	Facebook posts

	Leggett, A.
	Online Civic Engagement and The Anti-Domestic Violence Movement in China: Shifting Norms and Influencing Law
	2017
	Voluntas
	The author investigates “how a Chinese [Civil society organization (CSO)] has used online communications to break the domestic violence ‘spiral of silence’, promoting the ‘capability’ to discuss and exercise rights as a crucial accompaniment to law” (p. 2263).
	The author provides “insight into constructs of domestic violence mobilised in contemporary China, covering definitions of domestic violence, representations of victims and perpetrators, perceived causal elements and deterrents or motivations for reporting abuse” (p. 2273).
	212 posts from the Feminist Voice Weibo microblog “containing any of the domestic violence keywords” (p. 2263).
	Manual content analysis
	Sina Weibo posts

	Brinkley, D.Y., Ackerman, R.A., Ehrenreich, S.E., & Underwood, M.K.
	Sending and Receiving Text Messages with Sexual Content: Relations with Early Sexual Activity and Borderline Personality Features in Late Adolescence
	2017
	Computers in Human Behavior
	The authors examine “adolescents’ written text messages with sexual content to investigate how sexting relates to sexual activity and borderline personality features” (p. 119)
	The authors show “that engaging in sexting at age 16 was associated with reporting an early sexual debut, having sexual intercourse experience, having multiple sex partners, and engaging in drug use in combination with sexual activity two years later. Girls engaging in sex talk were more likely to have had sexual intercourse by age 18. Text messaging about hypothetical sex in grade 10 also predicted borderline personality features at age 18” (p. 119).
	Approximately 500,000 text messages per month from 181 10th grade adolescents
	Manual content analysis, regression analysis
	Text messages (phone)

	Swani, K., Milne, G.R., Brown, B.P., Assaf, A.G., & Donthu, N.
	What Messages to Post? Evaluating the Popularity of Social Media Communications in Business Versus Consumer Markets
	2017
	Industrial Marketing Management
	The authors examine “the key factors that contribute to Facebook brand content popularity metrics (i.e., number of likes and comments) for Fortune 500 companies’ brand posts in business- to-business (B2B) versus business-to-consumer (B2C) markets” (p. 77). In doing so, they “examine key differences in B2B and B2C social media message strategies in terms of branding, message appeals, selling, and information search” (p. 77).
	They show “noteworthy differences in the propensity of viewers to popularize brand posts. Specifically, the results indicate that the inclusion of corporate brand names, functional and emotional appeals, and information search cues increases the popularity of B2B messages compared with B2Cmessages. Moreover, viewers ofB2B content demonstrate a higher message liking rate but a lower message commenting rate than viewers of B2C content” (p. 77).
	214 brand pages from Fortune 500 companies (1,498 unique posts)
	Manual content analysis, regression analysis
	Facebook posts 

	Capriotti, P. & Ruesja, L.
	How CEOs Use Twitter: A Comparative Analysis of Global and Latin American Companies
	2018
	International Journal of Information Management
	“Do CEOs of companies have a presence in SNS? (Presence) Do they have a presence on Twitter? What activity do CEOs develop on Twitter? (Activity) What kind of interaction is developed on CEOs Twitter accounts? (Interaction)” (p. 244).
	The authors show “that the presence of CEOs in social networks is very low, and the majority of those that are present on them are not adequately using their Twitter accounts. Although the general presence and performance on are low, LatAm CEOs have a better presence on social networks and they are more active on Twitter, but Global CEOs have better interaction results on their accounts” (p. 242).
	14,153 tweets by 938 CEOs (Fortune 500 & América Economía 500) 
	Automated descriptive analysis
	Tweets 

	Chamberlin, L. & Boks, C.
	Marketing Approaches for a Circular Economy: Using Design Frameworks to Interpret Online Communications
	2018
	Sustainability (Switzerland)
	“[W]hat strategies for influencing consumer behavior towards more sustainable patterns are proposed in the design and marketing literature, and to what extent are these relevant and useful in analyzing the marketing communications of companies that promote circular consumption activities through their websites?” (p. 2)
	The authors show that “design frameworks can provide a relevant and comprehensive means to analyze marketing strategies and suggest less binary approaches than for instance green marketing” (p. 2).
	Company websites (4) from four fashion retail companies
	Manual content analysis
	Website

	Huang, L.V. & Yeo, T.E.D.
	Tweeting #Leaders: Social Media Communication and Retweetability of Fortune 1000 Chief Executive Officers on Twitter
	2018
	Internet Research
	“How does Fortune 1000 CEOs’ industry background influence their messages’ retweetability?” (p. 126) “What types of content do Fortune 1000 CEOs post on Twitter? What types of content posted by Fortune 1000 CEOs are more likely to be retweeted?” (p. 127)
	“CEOs tweet to share information and insights, to promote their companies or products, to update work or life status, and to interact with the public. Original insights, promotional messages, and seasonal greetings were most likely to be retweeted. CEOs’ backgrounds, usage of hashtags, and certainty of language were also positively associated with retweetability” (p. 123).
	1,068 tweets posted by 34 CEOs (Fortune 1000)
	Automated content analysis, regression analysis, correlation analysis
	Tweets 

	Li, M., Chng, E., Chong, A.Y.L., & See, S.
	An Empirical Analysis of Emoji Usage on Twitter
	2019
	Industrial Management and Data Systems
	The authors “systematically analyse and compare the usage of Emojis in a cross-cultural manner” (p. 1748).
	They show “that the categories and frequencies of Emojis communicated by users can provide a rich source of data to understand cultural differences between Twitter users from a large range of demographics. This research subsequently demonstrated the preferential use of Emojis complies with Hofstede’s Cultural Dimensions Model, in which different representations of demographics and culture within countries present significantly different use of Emojis to communicate emotions” (p. 1748).
	2,081,542 users and approximately 673,000,000 tweets, from which 8,880,000 tweets were processed (original data set; sample reduced to only emojis: not specified)
	Automated content analysis, descriptive analysis, correlation analysis
	Tweets 

	Sheng, J.
	Being Active in Online Communications: Firm Responsiveness and Customer Engagement Behaviour
	2019
	Journal of Interactive Marketing
	The author examines “behavioral effects of firms’ online activeness in influencing customer engagement in word-of-mouth communications” (p. 40).
	The author shows “that response volume and speed are important for effecting firm–customer interactions. This highlights a firm-leading influence on customers' word-of-mouth behaviour by identifying firm engagement as a motivational driver of customer engagement” (p. 40).
	Not specified number of reviews and responses of/to 1,024 hotels from a review website
	Automated descriptive analysis
	Hotel reviews and hotel’s responses

	Xu, J.J., Fedorowicz, J., & Williams, C.B.
	Effects of Symbol Sets and Needs Gratifications on Audience Engagement: Contextualizing Police Social Media Communication
	2019
	Journal of the Association for Information Systems
	The authors “propose a research model based on Media Synchronicity Theory (MST) and examine how the use of different symbol sets (e.g., images and text) is related to audience engagement on social media. [They] include uses and gratifications theory (UGT) in the model to identify task characteristics that are relevant to message recipients in the specific context of community policing” (p. 536).
	First, the authors find “that, consistent with MST, posts conveying information garner more responses when accompanied by more natural symbol sets, and more textual content is preferred to less, but responses differ depending on the type of engagement: intimacy (likes), interaction (comments), or influence (shares). Second, posts intended for meaning convergence gratify the audience’s socialization and assistance needs and are positively related to intimacy and interaction. Finally, the fit between symbol sets and task characteristics impacts different dimensions of audience engagement” (p. 536).
	1,224 Facebook.com wall posts (224 were reposts from Twitter) from 5 US police departments (Massachusetts)
	Manual content analysis, regression analysis, correlation analysis
	Facebook posts (some were reposts from Twitter)

	Palazzo, M., Vollero, A., Foroudi, P., & Siano, A.
	Evaluating Constitutive Dimensions of CSR E-Communication: A Comparison Between 'Business-To-Business' and 'Close-To-Market' Companies
	2019
	Journal of Business-to-Business Marketing
	The aim “is to analyze if the proximity to market influences the extent of disclosure of Corporate Social Responsibility (CSR) on corporate websites of companies included in the Dow Jones Sustainability World Index (DJSWI)” (p. 341).
	They show that “Business-to-Business (B-to-B) companies are more prone than Close-to-Market (C2M) organizations to be engaged in the disclosure both of CSR orientation (i.e. how their value statements reflect their commitment to sustainability) and structure (i.e. how they communicate their governance structure and certifications of CSR and how they engage with stake- holders). Moreover, the paper shows similarities in how C2M and B-to-B companies communicate their efforts in using interactive tools and presenting CSR content on their corporate websites” (p. 341).
	138 corporate websites of companies (indexed in the Dow Jones Sustainability Index)
	Manual content analysis, regression analysis
	Website

	Samoggia, A., Bertazzoli, A., & Ruggeri, A.
	Food Retailing Marketing Management: Social Media Communication for Healthy Food.
	2019
	International Journal of Retail & Distribution Management
	The authors “investigate European retailers’ social media communication content used to promote healthy food products, by analysing retailers’ Twitter messages and accounts characteristics, retailers’ Twitter messages content on healthy food and retailers’ Twitter accounts orientation on healthy food” (p. 928).
	“The vast majority of retailers’ tweets on healthy food issues mainly address general health and sustainability issues. Tweets about food health and nutrition refer to food types, meals or consumer segments. Tweets about food sustainability refer to general issues. Analysis of retailer accounts shows that the larger the retailer is, the lower the relevance of healthy food. Retailers with high numbers of tweets and followers tend to decrease their attention to healthy food promotion. Compared to retailers with lower revenues, retailers with higher revenues tend to send a higher number of tweets that focus on healthy food but the incidence is lower compared to the overall accounts’ messaging” (p. 928).
	73,929 tweets from 90 corporate and brand accounts of 36 European food retailers
	Automated /descriptive) content analysis (sub-sample coded manually), regression analysis
	Tweets

	Lu, Q.S. & Miller, R.
	How Social Media Communications Combine with Customer Loyalty Management to Boost Green Retail Sales
	2019
	Journal of Interactive Marketing
	The authors explore “the impact on green retail sales of altruistic or egoistic marketing posts on a Facebook brand page relative to CRM membership over time compared with other types of sales” (p. 87).
	The authors demonstrate “that the purchase expenditures for longer-term members of a retailer's loyalty rewards program are higher and that over time, consumers are more likely to respond to messages related to healthy benefits than to those related to price and environmental benefit” (p. 87).
	960 posts from a green product retailer’s Facebook brand page
	Single Case Study: Manual content analysis
	Facebook posts

	Colladon, A.F. & Gloor, P.A.
	Measuring The Impact of Spammers on E-Mail and Twitter Networks
	2019
	International Journal of Information Management
	The authors answer the research question “do spammers influence the social network structure?” (p. 255).
	The authors “show that spammers do not significantly alter the structure of the information-carrying network, for most of the social indicators” (p. 254).
	More than 260,000 emails from 200 managers of a large (US) company; 17,000 Twitter accounts from tweets with “content relevant to a large multinational company” (p. 256).
	Automated network analysis, content analysis, correlation analysis
	Emails, Tweets

	Aleti, T., Pallant, J.I., Tuan, A., & van Laer, T.
	Tweeting With the Stars: Automated Text Analysis of the Effect of Celebrity Social Media Communications on Consumer Word of Mouth
	2019
	Journal of Interactive Marketing
	The authors “investigate how celebrities’ use of function and emotion words impact consumer retweets” (p. 18).
	“First, across celebrity categories externally focused, narrative styles are more effective in terms of word of mouth. Second, emotional styles are not effective. Third, angry outbursts are an exception; they are effective drivers of word of mouth for personal trainers” (p. 17).
	20,993 tweets from 9 celebrity profiles on Twitter
	Automated content analysis, descriptive analysis, 
	Tweets

	Raman, R., Bhattacharya, S., & Pramod, D.
	Predict Employee Attrition by Using Predictive Analytics
	2019
	Benchmarking: An International Journal
	The authors answer the research questions “do the features in general email communication have any significance to a teaching faculty member leaving the business school? Do the sentiments expressed in email communication have any significance to a teaching faculty member leaving the business school? Do the stages mentioned in the transtheoretical model have any relevance to the email behaviour of an individual when he or she goes through the decision process leading to the decision to quit?” (p. 2)
	“Those faculty members who decide to leave are involved more in external communication and less in internal communications. Also, those who decide to leave initiate fewer email conversations and opt to forward emails to colleagues. Correlation analysis shows that negative sentiment goes down, as faculty members leave the organisation and this is in contrary to the existing review of literature. The research also shows that the triggering point or the intention to leave is positively correlated to the downward swing of the emotional valence (positive sentiment). A number of email features have shown change in patterns which are correlated to a faculty member quitting the business school” (p. 2)
	Emails (number not specified) from 126 full-time faculty members from a business school (2010-2017)
	Automated content analysis, descriptive analysis, correlation analysis
	Emails (promotional)

	Moor, L. & Kanji, S.
	Money and Relationships Online: Communication and Norm Formation in Women’s Discussions of Couple Resource Allocation
	2019
	British Journal of Sociology
	The authors “shed light on intra-household deliberation and also contribute to an understanding of how norms are formed and used in discussions and negotiations” (p. 948).
	“[F]irst, [they] show that women use discussion sites like Mumsnet to clarify and sometimes contest social norms regarding money and relationships; second, [they] show that users conceive the ability to communicate with partners as a source of ‘relationship power’ and use online discussion with other women to develop that skill; third, [they] argue that sites like Mumsnet provide fresh insights into household resource allocation processes” (p. 948).
	36 research threads from ‘Mumsnet’ each containing between 13 to 681 contributions.
	Automated content analysis (tool-assisted coding)
	Thread posts

	Singh, S.K., Marinova, D., & Singh, J.
	Business-to-Business E-Negotiations and Influence Tactics
	2020
	Journal of Marketing
	The authors investigate “salespeople’s use of influence tactics as textual cues to manage buyers’ attention during B2B e-negotiations to win sales contract award” (p. 47).
	“[R]esults indicate that the concurrent use of compliance or internalization-based tactics as textual cues bolsters buyers’ attention and is associated with greater likelihood of contract award. In contrast, concurrent use of compliance and internalization-based tactics is prone to degrade buyer attention and likely to put the salesperson at a disadvantage in closing the contract award” (p. 47).
	47 distinct sales e-negotiations (email) from 9 sales persons of a global B2B industrial manufacturing firm
	Automated content analysis (manual check of a sub-sample), regression analysis
	Email negotiations

	Deo, K. & Prasad, A.A.
	Evidence of Climate Change Engagement Behaviour on A Facebook Fan-Based Page
	2020
	Sustainability (Switzerland)
	The authors “investigate the engagement behaviour of users on a Facebook fan-based page titled “Global Climate Change Awareness” by analysing user insights data for two years starting from April 2018 to April 2020” (p. 1).
	They “show that the frequency of posts made to the page did not significantly promote engagement but improved visibility of the contents to the users. Overall, fan growth was attributed more to increased post visibility that enhanced post engagement. Hashtags associated with climate change had a significant reach amongst users, but those associated with disasters where the page expressed sadness and informed users about taking precautions had the highest engagement rate. Likewise, users from developing countries, especially from the small islands, were more engaged with climate change awareness” (p. 1).
	514 posts from one Facebook.com page
	Automated content analysis, descriptive analysis, correlation analysis
	Facebook posts 

	Wen, Q., Gloor, P.A., Colladon, A.F., Tickoo, P., & Joshi, T.
	Finding Top Performers Through Email Patterns Analysis
	2020
	Journal of Information Science
	The authors “develop a method to identify top performers based on email communication. [… and] identified the indicators that quantify email communication into measurable dimensions. To empirically examine the predictive power of the proposed indicators, [they] collected 2 million email archive of 578 executives in an international service company” (p. 508).
	The “results suggest that top performers tend to assume central network positions and have high responsiveness to emails. In email contents, top performers use more positive and complex language, with low emotionality, but rich in influential words that are probably reused by co-workers. [… They] further find three categories of top performers, ‘networkers’ with central network positions, ‘influencers’ with influential ideas and ‘positivists’ with positive sentiments. The findings suggest that top performers have distinctive email communication patterns, laying the foundation for grounding email communication competence in theory” (p. 508).
	More than 2,000,000 emails from 578 executives of a global services company
	Automated network analysis, content analysis, regression analysis
	Emails

	Vollero, A., Siano, A., Palazzo, M., & Amabile, S.
	Hoftsede’s Cultural Dimensions and Corporate Social Responsibility in Online Communication: Are They Independent Constructs?
	2020
	Corporate Social Responsibility and Environmental Management
	“Through the lens of cultural dimensions, this study aims at comparing communication displayed on corporate websites of top sustainable organizations. The aim is reached evaluating how Hofstede's cultural dimensions, reflected in corporate social responsibility (CSR) content, vary between companies in Asian context and other organizations worldwide” (p. 53)
	“Findings show that Hofstede's cultural dimensions and online CSR communication belong to different levels of analysis: One is innate and diffusive, whereas the other one is intentional and rational. Differently from extant studies on cultural dimensions, results suggest that cultural dimensions are factors that should be analyzed as social aspects, whereas online CSR communication should instead be explored as strategic feature” (p. 53).
	80 corporate websites from 352 global companies
	Manual content analysis
	Websites

	Ayman, U., Kaya, A.K., & Kuruç, Ü.K.
	The Impact of Digital Communication and PR Models on the Sustainability of Higher Education During Crises
	2020
	Sustainability (Switzerland)
	“RQ1: How do the four most populated universities in North Cyprus communicate with their publics on Facebook (social media platform) during the COVID-19 crisis (the period from 10 March to 30 June 2020)?
RQ2: What is the theme for Facebook shares during the COVID-19 pandemic according to the SMCC model (the period from 10 March to 30 June 2020)?
RQ3: What is the categorization ofuniversities’ Facebook shares during the COVID-19 pandemic according to the four PR models by Grunig and Hunt (1984)?” (p. 6)
	“The findings revealed that the posts (text/image/poster) and videos these universities share are more concentrated on either press agentry or the public information model. Yet, a two-way symmetrical model that maintains dialogue within stakeholders is practiced less than the other PR models. Hence, there is a need for the universities to listen to their stakeholders not only in face to face communication but more through digital communication platforms as well” (p. 1).
	847 posts/shares from four universities in North Cyprus on Facebook.com
	Manual content analysis
	Facebook posts 

	Labrecque, L.I., Swani, K., & Stephen, A.T.
	The Impact of Pronoun Choices on Consumer Engagement Actions: Exploring Top Global Brands’ Social Media Communications
	2020
	Psychology & Marketing
	The authors examine “how pronoun choices affect different types of consumer engagement (e.g., likes, comments, shares) by simultaneously exploring five different pronoun types (first‐person singular, first‐person plural, second person, third‐person singular, and third‐person plural). Furthermore, [they explore] how the effects of these linguistic (pronoun) choices vary across two brand classifications: characteristics (hedonic vs. utilitarian) and offerings (goods vs. services)” (p. 796).
	The authors show that “differences in engagement due to pronoun usage across brand classifications. These results offer a deeper understanding of how the way brands talk to consumers on social media platforms influences consumers’ attitudes (likes), propensity to engage with the brand (comments), and willingness to share branded content with their social networks (shares) across different brand classifications” (p. 796).
	15,788 unique brand posts from 90 brands on Facebook.com
	Automated content analysis, descriptive analysis, regression analysis
	Facebook posts

	Mann, M., Byun, S.-E., & Ginder, W.
	B Corps’ Social Media Communications During the Covid-19 Pandemic: Through the Lens of the Triple Bottom Line
	2021
	Sustainability (Switzerland)
	The authors examine “social media communications of B Corps to (1) identify salient topics and themes, (2) analyze how these themes align with the [Triple Bottom Line (TBL)], and (3) evaluate social media performance against industry benchmarks” (p. 21).
	“Topics related to social/environmental issues and COVID-19 were most dominant, followed by product/brand promotions. Further classification of specific themes and cases from a TBL perspective demonstrated that, overall, B Corps in the AFA sectors leveraged various approaches to promote balance between each TBL dimension. Lastly, although collectively B Corps exceeded some of the Twitter industry benchmarks, at an individual level, most brands had room for improvement to build a stronger community and promote synergy among the three pillars of the TBL” (p. 21).
	315 most engaging tweets by 34 brands (B Corps from the US)
	Manual content analysis
	Tweets

	Paakki, H., Vepsäläinen, H., & Salovaara, A.
	Disruptive Online Communication: How Asymmetric Trolling-Like Response Strategies Steer Conversation off the Track
	2021
	Computer Supported Cooperative Work: An International Journal
	The authors present “a conversation analysis of trolling-like interaction strategies that disrupt online discussions” (p. 425).
	The authors “identified patterns used to degrade online conversation and found that troll-like users succeed in disrupting conversations by hindering common grounding – the joint search for conversational closure and maintenance of mutual understanding” (p. 446).
	1,263 posts from 68 threads: 4 media sources (Reddit & newspaper websites)
	Manual content analysis (conversation analysis)
	Posts (Reddit, newspaper websites)

	Colladon, A.F., Saint-Charles, J., & Mongeau, P.
	From Words to Connections: Word Use Similarity as an Honest Signal Conducive to Employees’ Digital Communication
	2021
	Journal of Information Science
	“Bringing together considerations from three research trends [… the authors] hypothesise that word use similarity and having similar social network positions are linked with the level of employees’ digital interaction” (p. 699).
	The authors “find that word use similarity is the main driver of interaction, much more than other language characteristics or similarity in network position” (p. 699).
	More than 23,000 posts (news & comments) by 1,600 employees working for a large company
	Single case study: Automated network analysis, content analysis, correlation analysis
	Posts (news + comments)

	Baradei, L.E., Kadry, M., & Ahmed, G.
	Governmental Social Media Communication Strategies During the Covid-19 Pandemic: The Case of Egypt.
	2021
	International Journal of Public Administration
	The authors “figure out the effectiveness of governmental social media communication strategies during the COVID-19 pandemic” (p. 907).
	They show “that the government of Egypt did well in informing the public, but that transparency was lacking and that more effort must be exerted to encourage appropriate behavior by citizens” (p. 907).
	Not specified number of posts between March to August 2020 from 4 Egyptian government pages on Facebook
	Case study: Automated content analysis
	Facebook posts 

	Pantano, E., Dennis, C., & De Pietro, M.
	Shopping Centers Revisited: The Interplay Between Consumers’ Spontaneous Online Communications and Retail Planning.
	2021
	Journal of Retailing & Consumer Services
	The authors answer the research questions (RQs): “What are the attributes characterizing modern shopping centers according to consumers’ perspectives? […] How can new methods based on consumers’ online spontaneous communications be integrated into the existing list of consumer-relevant attributes of shopping centers?” (p. 2)
	“Results report the interplay between consumers’ unsolicited online judgments and retail planning, while suggesting new methods for understanding consumers’ insights” (p. 1).
	10,544 tweets posted by unique twitter accounts that used the name of one of 19 shopping center in the UK
	Automated content analysis (sentiment analysis)
	Tweets

	Vural C.A., Bastug, S., & Gülmez, S.
	Sustainable Brand Positioning by Container Shipping Firms: Evidence from Social Media Communications
	2021
	Transportation Research Part D: Transport and Environment
	“Profiling container shipping lines with respect to their sustainability related brand positioning strategies through their social media communications” (p. 1).
	“Shipping lines position their brands closer to either economic or environmental sustainability where a win-win focus in the messages is highly prevalent. Social sustainability constitutes a market gap and an opportunity for the sustainability positioning of these brands. Furthermore, despite a few that recognize the potential in emotional benefits, majority of the lines use functional sustainability benefits in brand positioning. Emotional sustainability benefits provide wider opportunities with respect to brand differentiation and effective customer engagement in shipping lines’ sustainability initiatives” (p. 1).
	10 brands; max. 64,924 Tweets
	Manual content analysis, multiple correspondence analysis
	Tweets

	Bang, C.C., Lee, J., & Rao, H.R.
	The Egyptian Protest Movement in the Twittersphere: An Investigation of Dual Sentiment Pathways of Communication
	2021
	International Journal of Information Management
	“What sentiments of Tweeters relate to signals of protest communication?”; “How do protest related tweets in two languages in the Twitter sphere, that are a proxy of two different and important cultural groups, compare with each other?” (p. 1)
	“Emotions and goal related sentiments that are fundamental for intention to protest across the two languages. Anger, fear, pride and hope were the prime sentiments regarding intention to or support of protest, regardless of language” (p. 1).
	10,716 English and Arabic Tweets
	Manual content analysis
	Tweets 

	Paul, J., Parameswar, N., Sindhani, M., & Dhir, S.
	Use of Microblogging Platform for Digital Communication in Politics
	2021
	Journal of Business Research
	“Composition of the tweets of political organizations and their respective leaders, as well as the effect of these tweets on the people involved in the Indian 17th Parliament elections 2019” (p. 322).
	“Diverse themes of the tweets, as well as the prominence of the corruption theme”; “effectiveness of Twitter in political communication and demonstrates the shift from traditional communication to digital communication”; “political parties which plan to utilize Twitter as a mode of communication must conceptualize thematic communication to engage with the public” (p. 328).
	589,871 Tweets from: 3 top political parties and their leaders and keywords associated with the 17th Lok Sabha elections
	Automated content analysis (sentiment analysis, content analysis)
	Tweets

	Wang, N., Liang, H., Xue, Y., & Ge, S.
	Mitigating Information Asymmetry to Achieve Crowdfunding Success: Signaling and Online Communication
	2021
	Journal of the Association for Information Systems
	Investigate “how signals and the herding factor originating from multiple sources complement or substitute for each other’s effects in the crowdfunding context” (p. 773)
	“[B]oth signals from the campaign and creator and online backer-creator communication influence the likelihood of crowdfunding success. More importantly, signals and online communication between creators and backers jointly influence crowdfunding success” (p. 790).
	9,984 crowdfunding projects

	Multicollinearity analysis, regression analysis
	Crowdfunding projects

	Paxton, A., Varoquaux, N., Holdgraf, C., & Geier, R.S.
	Community, Time, and (Con)Text: A Dynamical Systems Analysis of Online Communication and Community Health Among Open-Source Software Communities
	2022
	Cognitive Science
	“Understand the ways in which communicative context and community membership shape the emergence and impact of language use” (p. 1).
	“Language dynamics shape newcomers’ likelihood of returning, although the specific impacts of different community responses are crucially modulated by the context of the newcomer’s first contact with the community” (p. 1).
	8 projects with 19,430 users; “36,538 posted pull requests; 253,495 comments on PRs; 32,133 posted issues; and 185,529 comments on issues” (p. 10) (uncleaned dataset)
	Automated content analysis (sentiment analysis)
	Posts and comments, pull requests, posted issues, comments on issues

	Schoch, M., Gimpel, H., Maier, A., & Neumeier, K.
	From Broken Habits to New Intentions: How Covid-19 Expands Our Knowledge on Post-Adoptive Use Behaviour of Digital Communication and Collaboration
	2022
	European Journal of Information Systems
	Extend the “understanding of changes in post-adoptive use behaviour regarding communication and collaboration” (p. 989).
	“Individual feature use varies over time, with an increasing growth rate triggered by COVID-19”; “habits were deliberately altered during COVID-19 and replaced with new intentions through sensemaking” (p. 989).
	1 German organization; 158-181 employees
	Hierarchical clustering, interviews
	Number of MS Teams features used, intensity of feature usage (channel, chat, call, meeting)

	Ko, E.E., Kim, D., & Kim, G.
	Influence of Emojis on User Engagement in Brand-Related User Generated Content
	2022
	Computers in Human Behavior
	Investigate “the impact of incorporating emojis in brand-related UGC on consumer reactions”, especially “the joint effect of emojis with text” (p.1).
	“The presence of emojis is positively associated with consumer engagement. Economically, the presence of emojis increases the average number of likes by 72% and the average number of comments by 70% in comparison to posts without any emojis. The interaction effects between emojis and texts reveal that emotional emojis have a positive and significant relationship with consumer engagement only when the texts in brand-related UGC are being skewed toward positive sentiments. However, informational emojis are negatively related with consumer engagement in the similar context. Additionally, the investigations regarding the contextual conditions show that using more emotional emojis has a positive influence on consumer engagement in commercial posts but a negative influence in general posts” (p. 1).
	86 brands
	Automated content analysis

	Instagram posts  

	Bularca, M.C., Nechita, F., Sargu, L., Motoi, G., Otovescu, A., & Coman, C.
	Looking for the Sustainability Messages of European Universities’ Social Media Communication During the Covid‐19 Pandemic
	2022
	Sustainability (Switzerland)
	“Identify promotion strategies used by European universities on Facebook and Instagram in the context of the COVID-19 pandemic” (p. 1).
	"Universities communicated more on Facebook than on Instagram, that the most frequent messages regarding sustainability were the ones about the actions carried out by universities in order to protect the environment, and that they registered a higher engagement rate on Instagram than on Facebook” (p. 1).
	20 European universities; 700 Facebook posts, 305 Instagram posts

	Manual content analysis
	Facebook & Instagram posts

	Chaparro-Peláez, J., Hernández-García, Á., & Lorente-Páramo, Á.-J.
	May I Have Your Attention, Please? An Investigation on Opening Effectiveness in E-Mail Marketing
	2022
	Review of Managerial Science
	Investigate “variables that influence consumers’ attention toward promotional e-mails, operationalized as open rates, and proposes an integrative model that combines and integrates visible, temporal, and contextual elements” (p. 2261).
	“The frequency of mailing and the use of segmentation techniques significantly affect the individual’s attention to e-mail marketing communications. The results also show a non-transparent opportunity cost associated with every e-mail sent and give advice on how to control that virtual cost” (p. 2261).
	73 countries; 5,765 promotional emails
	Regression analysis
	Emails (promotional)

	Platania, F., Hernandez, C.T., & Arreola, F.
	Social Media Communication During Natural Disasters and the Impact on the Agricultural Market
	2022
	Technological Forecasting and Social Change
	“How the social media
activity of government agencies involved in disaster management affects the agricultural market during natural
disasters and extreme weather conditions” (p. 1).
	“[S]ocial media activity, in particular that of the Federal Emergency Management Agency (FEMA), triggers market-related and public concerns about potential shortages and financial losses, which may push up the price of agricultural commodities. We show that higher levels of public concern about global warming and economic policy uncertainty intensify the market reaction, boosting the social media impact” (p. 1).
	Tweets from three governments
	Regression analysis
	Tweets 

	Garner, B.
	Using Digital Communications to Manage the Farmers’ Market Brand Image
	2022
	Journal of Research in Marketing and Entrepreneurship
	“Explore the way one farmers’ market organization used an e- newsletter to establish and maintain their brand image as a socially responsible local food outlet” (p. 420).
	"Digital communications at the Lawrence Farmers’ Market (LFM) promoted messages of getting to know your local farmer, eating fresh and healthy food and supporting local products. Additionally, the market frequently attempted to make the market accessible by communicating operating days and times. Finally, the newsletter message analysis also revealed that the LFM brand could be characterized as lacking consistency, having poor organization, and using poor design principles” (p. 420).
	1 farmer’s market organization; 31 e-newsletters
	Manual content analysis (thematic analysis)
	E-newsletters

	Fernandez-Lores, S., Crespo-Tejero, N., & Fernández-Hernández, R.
	Driving Traffic to The Museum: The Role of the Digital Communication Tools
	2022
	Technological Forecasting and Social Change
	“Analyze the combined impact of websites, social networks and virtual communities as traffic generators to museums” (p. 1).
	“Social networks and virtual communities together play a significant role in visitor footfalls in museums” (p. 1).
	Web pages from 17 museums
	Fuzzy-set qualitative comparative analysis (FsQCA)
	Website visits, page visits, reviews Tripadvisor, Likes Facebook, Followers Twitter

	Fissi, S., Gori, E., & Romolini, A.
	Social Media Government Communication and Stakeholder Engagement in the Era of Covid-19: Evidence From Italy
	2022
	International Journal of Public Sector Management
	“Provide in-depth research about regional Italian government communication through social media (SM) and its effects on citizens’ engagement” (p. 271).
	“SM is a powerful tool for communication during a health emergency and for facilitating the engagement with stakeholders. However, results also highlight a different perception about the timing of the Covid-19 crisis” (p. 271).
	5 regions in Italy; 2,220 Facebook posts
	Manual content analysis
	Facebook posts 

	Yue, C.A., Men, L.R., & Hart, E.B.
	“Chief Engagement Officers?” A Comparative Study Between U.S. Corporate and Nonprofit Executive Leaders’ Social Media Communication Strategies
	2023
	Nonprofit Management & Leadership
	“Analyze […] and compare […] how corporate and nonprofit executive leaders capitalized on various dialogic principles and social presence strategies for engagement purposes” (p. 879).


	“Notable differences in how corporate and nonprofit executives communicated with publics on Twitter. While leaders from both sectors posted information valuable to their stakeholders and used affective strategies to project a personable image and nurture relationships, nonprofit leaders focused on social influence, whereas corporate executives emphasized information dissemination. This study also showed mixed findings regarding the relationships between leaders’ communication strategies and publics' social media engagement” (p. 879).
	36 leaders; 655
Tweets (295 corporate leader Tweets, 360 non-profit leader Tweets)
	Manual content analysis, regression analysis
	Tweets

	Capriotti, P., Martínez-Gras, R., & Zeler, I.
	Does Universities’ Posting Strategy Influence Their Social Media Engagement? An Analysis of the Top-Ranked Higher Education Institutions in Different Countries
	2023
	Higher Education Quarterly
	Investigate the “influence of universities’ posting strategy on their followers’ engagement (reaction, virality and conversation)” (p. 911).
	“Universities’ posting activity on their social media is moderate (with an overall mean of 7.04 posts per day), but the inter- action rate is very low (0.237), far below the recommended levels of engagement. Notably, increased activity by universities on social networks does not lead to greater engagement but points to an inverse relationship between the two. Our findings also indicate that university-created content (UCC) achieves a higher level of engagement (x = 169.41) than university-shared content (USC) (x = 126.18)” (p. 911).
	70 universities; 27,356 Facebook posts, 9439 LinkedIn posts, and 53,446 Twitter posts
	Manual content analysis
	Tweets, LinkedIn posts, Facebook posts 

	Kaiser, M. & Kuckertz, A.
	Emotional Robustness in Times of Crisis: The Effects of Venture Funding on the Digital Communication Styles of Entrepreneurs
	2023
	Journal of Small Business and Enterprise Development
	Investigate “how entrepreneurs adapt their communication styles in times of crisis” (p. 828).
	A “connection between crisis and both analytical thinking and emotional responses. In the case of emotions, the results also suggest that entrepreneurs who had already received funding from venture capital investors remained emotionally robust during the crisis, as evidenced by the expression of more positive emotions compared to entrepreneurs without funding” (p. 828).
	780 entrepreneurs; 110,283
Tweets
	Automated content analysis
	Tweets

	Corradini, C., Santini, E., & Vecciolini, C.
	Place Promotion, Place Branding, and Social Media Communication Around Entrepreneurial Ecosystems: A Twitter Analysis
	2023
	Regional Studies
	“Discuss the use of social media communication for place promotion and place branding of entrepreneurial ecosystems (EEs)” (p. 1).
	“The results suggest the presence of place promotion more than place branding” (p. 1).
	20 European cities; 369,164 tweets

	Automated content analysis (sentiment analysis)
	Tweets

	Mousavi, R. & Gu, B.
	Resilience Messaging: The Effect of Governors’ Social Media Communications on Community Compliance During a Public Health Crisis
	2023
	Information Systems Research
	Investigate “whether embedding resilience-related words (resilience messaging) in governors’ social media posts increases community compliance with government guidelines in the context of the COVID-19 disaster” (p. 1).
	“Governors’ resilience messaging increases community compliance (12.5% increase in time spent at home and 11% increase in avoiding unnecessary trips); the effect of resilience messaging on community compliance is mediated by residents’ perceptions of inspirational leadership” (p. 1).
	US governors; 41,240 Covid-19-related Tweets

	Automated content analysis
	Tweets

	Golmohammadi, A., Gauri, D.K., & Mirahmad, H.
	Social Media Communication and Company Value: The Moderating Role of Industry Competitiveness
	2023
	Journal of Service Research
	Investigate “how service companies should communicate on social media under different levels of industry competitiveness” (p. 120).
	“Industry competitiveness positively (negatively) moderates the impact of persuasive tone (volume) of social media communications on company value”; “as an industry becomes more cluttered, persuasive tone (volume) becomes more (less) effective in impacting consumers’ brand impressions” (p. 120).
	211 service companies (study 1), 21 airlines (study 2); close to 400,000 (study 1), 45,984 (study 2)
	Automated content analysis
	Tweets

	Jha, A.K. & Verma, N.K.
	Social Media Sustainability Communication: An Analysis of Firm Behaviour and Stakeholder Responses
	2023
	Information Systems Frontiers
	Investigate “the role of social media as a mode for sustainability-related communication by firms” (p. 723).
	“Consumers indeed are green-sensitive and are tangibly receptive towards a firm’s sustainability-related social media communication, leading to a significant positive impact on firm value”; “the more a firm belongs to an industry/ environment where actual sustainability investment is costly, the more disproportionately it communicates its efforts on social media”; “manufacturing and non-manufacturing firms behave differently” (p. 736).
	122 companies
	Descriptive analysis, not specified content analysis
	Tweets 

	Doedt, C. & Maruyama, Y.
	The Mega Solar Twitter Discourse in Japan: Engaged Opponents and Silent Proponents
	2023
	Energy Policy
	“Identify the attitude, locality, and concerns about large-scale solar photovoltaic, so-called mega solar, projects in Japan” (p. 1).
	“The Twitter discourse is dominated by mega solar opponents who are especially concerned about the negative environmental impact of the projects, as well as the trustworthiness of politicians, developers, and experts. The concerns are not limited to specific local projects but mega solar is often generally dismissed as a suitable energy source in Japan. Twitter allows opinion leaders to reach a large audience with unvetted and biased negative information about mega solar. The lack of opinions that challenge these pre-existing group beliefs indicates the existence of an echo chamber. The currently silent supporters are advised to embrace social media to balance the one-sided discourse and build trust through transparency and engagement with concerned stakeholders” (p. 1).
	27,286 Twitter user; 58,533
Tweets
	Social network analysis, manual content analysis
	Tweets

	Srinivasan, R., Jha, A.K., & Verma, N.K.
	To Talk or not?: An Analysis of Firm‐Initiated Social Media Communication’s Impact on Firm Value Preservation During a Massive Disruption Across Multiple Firms and Industries
	2023
	Decision Sciences
	“Examine the role of firm-initiated social media communication using Twitter in mitigating the negative impact of large-scale disruptions, such as the Covid-19 pandemic, on the shareholder value of firms” (p. 410).
	“Frequent and relevant communication reduces latency and increases the observability of messages, preserving a firm’s shareholder value; a positive outlook and extent of interest from stakeholders results in preserving shareholder value. On average, firms lost about 1.08% of their market value per day (about 9.72% during the 9-day period around the lockdown announcement)” (p. 410).
	467 companies; 121,988 Tweets
	Event study method, regression analysis
	Tweets

	Ganesh, A. & Iyer, S.
	Impact of Firm-Initiated Tweets on Stock Return and Trading Volume
	2023
	Journal of Behavioral Finance
	“Analyze the relationship between tweets by corporations and stock returns” (p. 1).
	“43 percent of stocks exhibit Granger causality between firm-initiated tweets and changes in trading volume. We find evidence consistent with the attention-induced price pressure hypothesis proposed by Barber and Odean. We observe that a shock in corporate tweeting behavior translates into a positive effect on changes in trading volume and returns in 73 percent and 60 percent of stocks, respectively” (p. 1).
	30 companies; over 1,200,000
Tweets
	Regression analysis
	Tweets

	Confetto, M.G., Ključnikov, A., Covucci, C., & Normando, M.
	Diversity and Inclusion in Employer Branding: An Explorative Analysis of European Companies’ Digital Communication
	2023
	Employee Relations
	“Investigate the usage of diversity and inclusion (D&I) signals in communications for employer branding through digital channels made by European companies” (p. 121).
	“The correlation exists only between D&I initiatives and communication on the corporate website, while LinkedIn is still underused in this field. The most pervasive and relevant D&I dimensions for European companies are ‘Gender’ and 'Sexual Orientation'” (p. 121).
	43 European companies; max. 1,000 LinkedIn posts per company 
	Descriptive analysis, correlation analysis
	Non-financial reports, website content and LinkedIn posts
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