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Knight Foundation, 671
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Mainstream media, 235-236

Malinformation, 105
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Mass communication, 237-238
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Matching process, 198
Matchmaking, 159-160
Me Too movements, 29
Meanness, 379
Media
gatekeepers, 213
measurement, 400
technologies, 281-282, 607
Mediated communication, 392
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Mediated interpersonal conflict, 52-53
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Mental health and social media, 387,
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Mentoring tweets, 225-226
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Micro-transactions, 273
Microblogging sites, 270-271
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Microsoft, 595, 689
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combating, 519-521
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Mobile data donation, 5, 54, 62
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procedure, 55-56
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Mobile dating applications, 197
Modality switching, 166167
Modularity, 256, 574, 578
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Montréal School (MS), 15, 551
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agencies, 556-557
MS-based view of agency, 552-553
Mood management, 26-27
#MoreLatinosInNews, 8, 214-215
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methodology, 215-216
politics and presidential debate
tweets, 219-220
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Negative emotions, 324
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Netflix, 272, 495
Network, 310, 316
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level, 521
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687
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One-way communication, 119
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communication, 119
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asexuality research questions, 183
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culture and representation, 188—189
dating and having sex theme,
186-187
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Online communication, 24, 241, 270
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Online dating, 67, 159-160
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digital affordances of, 165-166
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mediated communication
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services, 197
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data collection, 539-540
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Online media, 252
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Online misinformation, 104
Online news gatekeeping process,
543-544
Online performance, 306
of sexuality, 181-182
Online popularity study, 287
Online role models, 180-181
Online self-branding, 287-288
Online shopping, 689
Online social capital, 23
Online social networks, 27
Online support chatrooms, 117
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Organization’s social media manager,
415
Organizational SMM, 130-132

Index 717

Organization—public relationships,
289-290

Outing/doxing, 392
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Parody, 514-515
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Pathbrite, 145
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Personal satisfaction, 449
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Persuasion theories and social media,
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Pew Research Center, 159, 452-453
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Political communication, 87, 89
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Politics and presidential debate tweets,

219-220
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Post-analysis reporting, 499
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Pre-text processing, 92
“Prebunking”, 113
Prescription drugs, 571
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Pride/Community theme, 187
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Privacy, 54-55
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and social media data economy,
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Public schools, social media policy for,
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Public shaming, 383
Puerto Rico tweets, 222-223
Purchase decision, 41-42
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conspiracy theories and online
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framing, 255
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on Twitter, 251

Twitter networks, 257-259
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Association (RTDNA), 216
Readict, 21
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Reflected appraisal, 392
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Risk communication and community
engagement strategies
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Risk communication and community
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Satisfaction, 289
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Self-branding, 287-288
Self-categorization theory, 105
Self-check, 380
Self-identification, 177
Self-portraits, 143
Self-presentation, 143
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Self-reflexivity, 146
Self-reported texting behaviors, 56
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Semantic network analysis, 574
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Sign languages, 346
Signal, 21
Significant other, 392
Silenced virtual audiences, 594-596
Silent generation, 452-453
“Silver bullet”, 611
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Siri (voice assistant), 484
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Smart cities, 482
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Smart contracts, 598-599
Smart devices, 487
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Smart wearables, 485
Smartphones, 487
communication, 51
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Smartwatches, 486, 489
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Social bots, 518
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Social capital and social media, 22-24
Social Capital Theory, 4, 22
Social communication, 381-382
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Social contagion of risky behaviors on
social media, 572-573
Social contagion theory, 569-570, 573
Social contracts, 592-594
of global pandemic, 4-6
Social exchange theory (SET), 450
SET and social networks, 450-451
Social factors, 28
Social identity, 26-27, 103
and COVID-19 pandemic, 108-109
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Social influence of risky behaviors on
social media, 572-573
Social learning, 572
Social learning theory (SLT), 383, 392,
569-570, 572
Social media (SM), 3-4, 21, 103,
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686
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malignant information, 103
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audience data conversion with call
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social media pedagogy,
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social support, 24-25
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study design and procedure, 330

team, 416418

theories, 3-4

theory of reasoned action and social
norms, 325-326

today, 419

tools, 16, 607

as tools, 277

types of bullying, 380-381
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Social media mourning (SMM), 118
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Social networking sites (SNS), 6,
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SET and, 450451
Social norms, 569-570, 572
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Social support constructs, 4, 22, 24-25
Social Voyeurism, 26
Socialization
cultural, 382-383
Society of Professional Journalists
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Socio-technological approaches, 625
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Sonic interaction through digital signal
processing, 599-600
Sonic parameters, 599
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maps data, 599
Sonified social media audience
interaction, 602-603
Sorting mechanism, 533
Sound, 596
real-time social media audience
responses turned into,
600-602
SoundCloud, 21
Source similarity, 328
Speakers, 484
Spearman’s correlation, 56-57
Sponsors, 598
Sports, 269
communication, 270, 274
communication literature, 270
communication literature, 278
industry, 281
industry, state of, 271-272
law, 270
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sector, 269-270
social media trends in sport
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variety of sports-related content,
272-273
Spotify, 202, 420
Sprout social (digital analytics
platforms), 608-609
Stagelt (web-based performance
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Starbucks’ social media, 416417
“Start Concert”, 603
State censorship of social media, 28
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Process (SERAP), 467
Stimuli, 539-540
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Storytelling, 493-494, 496
in digital media, 494
Structuration Theory (ST), 15, 551-552
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Subjective assessment, 29

Subjectivity, 95-97
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Superlike, 202-203

Support, 86

Surveillance, 26

Swiping, 202
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System factors, 28

Systematic analysis, 341-342

T-Shaped approach, 419
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Technology
factors, 29
fluidity, 29
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‘Tele-everything’, 486
Telegram, 21
Tetrahydrocannabinol (THC), 570
Text message-based conflict, 58
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Text-mining process, 91-92
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Theory of Content Consistency
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Theory of reasoned action and social
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to audiences, 71
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language modalities and TikTok
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television stations, 214
features as public salience variable,
240-243
networks, 262
as news source, 234-236
QAnon social networks on, 251
risk communication through
Twitter and response, 90
ties, 256
traditional media on, 234
used by most journalists, 213
Twitter Town Square, 439-441
Two-step flow in communication, 307
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Web3, 687
Website/blog, 280-281
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