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ABSTRACT

In this era of digital economy, social media allows users to exchange and share their ideas and
opinions in virtual communities without meeting physically. Social media is decentralized
and deinstitutionalized and at the same time networked as well as interactive (Bechmann
and Lomborg, 2013; Boynton and Richardson, 2016; Ellison and Boyd, 2013). Popular so-
cial media platforms, Facebook, LinkedIn, and Twitter had been used by millions of people
around the globe (Kane et al., 2014). The motivation for this thesis is analysing the technol-
ogy mediated social participation on social media platforms and to understand how social
influence works within virtual communities. A person or an organization using social media
to influence is called as influencer. A person or an organization getting influenced is called
as influencee. For exploring this domain, four related studies have been undertaken through
case studies. Firstly, we explore how social media usage by presidential candidates, Don-
ald Trump and Hillary Clinton is influencing the electoral preferences (USA election 2016).
Secondly we explore how the messages posted by corporate and political leaders influence
knowledge on sustainability development goals (SDGs). Thirdly, we explore how tweeting
on technology (health and blockchain) by corporates, bloggers, news agencies and technol-
ogy adopters is influencing technology diffusion in the society from an awareness viewpoint.
Lastly we explore how mobile wallet service providers posting on social media influence
user retention and engagement. Based on the intensive systematic literature review study,
four research gaps had been highlighted. These research gaps represents the area where
more research is needed with respect to social media influence on individual, organisation
and society. These gaps were: (a) cultural, national, and geographical setting; (b) social
network analysis; (c) collective sense making; and (d) 360 degree analysis of social media
campaigning. For investigating technology mediated social participation five theories had
been combined as the theoretical foundation for the thesis, uses and gratification theory
(Blumler and Katz, 1974), social capital theory (Putnam, 1993), social cognitive theory
(Bandura, 1986), acculturation (Redfield, Linton and Herskovits, 1936) and diffusion of in-
novation theory (Rogers, 1995). The data for the studies had been extracted from Twitter
on the basis of four parameters influencer, influencee, location and time. For data analysis,
descriptive analysis, geo-spatial analysis, visual analytics, big data analytics, text analytics,
social network analysis and statistical testing had been used. The social media influence can
be of two types positive and negative, which can be further divided into active and passive.
The positive and negative refers to intent adopted by influencee’s and active and passive

refers to the attempts made by influencer in influencing influencee. This thesis captures two
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positive passive instances, these were, posting by Fortune corporates and political leaders
on SDGs. Positive passive can be characterized by general favourability among their follow-
ers. Thesis captures three positive active instances, these were, (a) promotion of services by
mobile service providers (Paytm) through campaigns, contests and cashbacks; (b) promo-
tion of sustainability by social influencer corporates for raising reputation in society; and
(c¢) Trump’s activities on Twitter during US Election 2016. Positive active influence can
be characterized on Twitter by more retweets and likes, and through echo chamber effects.
Thesis captures one negative active instance, which was of Clinton activities (attacking style
of communication) on Twitter during USA Election 2016. Negative active influence can be
characterized through argumentation effect. Future researchers can use the thesis for ex-
tracting insights from social media platforms related to socio-technical perspective. This
study contributes to different research stream such as the social media influence, technology
mediated social participation, computer-mediated communication, cascading information in
networks, marketing, social psychology of online users and information systems. The theo-
retical contribution and implication of the thesis had been highlighted along with limitation

and future work.

KEYWORDS: Social media; Twitter; Computer mediated communication; Technology me-

diated social participation; Social technical perspective
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Life below water

Life on land

Peace justice and strong institutions
Partnerships for the goals

Research objective
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