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Chapter 11 A Textual Analysis of Online Asexual
Representation and Visibility on Reddit 177
Kyle Webster

Chapter 12 Gamification, Tinder Effect, and Tinder Fatigue:
Dating as a CMC Experience 197
Olga Solovyeva and Alexander V. Laskin

Chapter 13 #MoreLatinosInNews: A Call for Representation 213
Teresa Puente

Chapter 14 News Agenda Setting in Social Media Era:
Twitter as Alternative News Source for Citizen Journalism 233
Yousef Aldaihani and Jae-Hwa Shin

Chapter 15 QAnon: The Networks of Misinformation and
Conspiracy Theories on Social Media 251
Shugofa Dastgeer and Rashmi Thapaliya

Chapter 16 Emerging Trends in Computer-Mediated
Communication and Social Media in Sport: Theory and Practice 269
Frauke Hachtmann

vi Table of Contents



Part 2 Social Media and CMC Applied Trends

Chapter 17 An Examination of the Influencer–Brand Relationship:
Implications and Future Directions for Influencer Marketing 287
Brandi Watkins

Chapter 18 Nano- & Micro-Influencers 305
Arthur D. Soto-Vásquez and Nadia Jimenez

Chapter 19 Influencer Marketing and Consumer Well-Being:
From Source Characteristics to Social Media Anxiety and
Addiction 323
Juan Mundel, Jing Yang and Anan Wan

Chapter 20 TRUE-BIZ DEAF: An Exploration of How Deaf
Creators Use TikTok 341
Edward H. Bart IV, Arlinda Boland, Summer Shelton and
Teri Del Rosso

Chapter 21 Cancel Culture: A Career Vulture amongst
Influencers on Social Media 359
Tatiana Schwirblat, Karen Freberg and Laura Freberg

Chapter 22 The Transition to 24/7 Trolls, Bullies, and
Intimidation through Social Media 377
Sabrina Page

Chapter 23 Integrating the Barcelona Principles 3.0 into Online
Gaming Brand Ambassadorships 397
Kristie Byrum

Chapter 24 The Evolution of Social Media Management as
Professional Practice 413
Karen Sutherland

Chapter 25 Social Media Practices of Independent Sports
Podcasters 431
Matthew P. Taylor

Table of Contents vii



Chapter 26 Healthcare and Aging Adults: Building Beneficial
Relationships through Social Media 449
Elise Assaf

Chapter 27 Schools’ Use of Social Media for Multicultural
Community Engagement: A Case Study of Facebook Use by
Government Schools in Australia 463
Lauren Gorfinkel and Tanya Muscat

Part 3 New Communication Technologies, Directions in Theory
and Practice

Chapter 28 When AI Meets IoT: AIoT 481
Adrienne A. Wallace

Chapter 29 Excellence in Digital Storytelling: Exploring
How Best Practices Are Embraced by Professional
Communicators 493
Ashika Theyyil

Chapter 30 Digital Misinformation & Disinformation:
The Global War of Words 511
Jeongwon Yang and Regina Luttrell

Chapter 31 Algorithms, Analytics, and Metrics: Is Audience
Interaction Reshaping Algorithmic Gatekeeping in the Marketplace
of Attention? 531
Heidi A. Makady, William R. Davie and Kenneth A. Fischer

Chapter 32 Agency in Computer-Mediated Communication:
Bots and US Political Elections 549
Cameron W. Piercy, Ryan S. Bisel and Jeffrey W. Treem

Chapter 33 A Computational Text Analysis Study on
Marijuana Edible Product Use on Twitter 569
Hyejin Kim, Tao (Tony) Deng, Juan Mundel and Jennifer
Honeycutt

viii Table of Contents



Chapter 34 Call and Response: A System for Converting
Interactive Data Into Money and Sound 589
Carolyn Malachi

Chapter 35 Design Thinking as a Course Design Methodology for
Teaching Social Media & Digital Analytics: A Qualitative
Exploratory Case Study 607
Jana M. Duckett and Janice E. Smith

Chapter 36 Artificial Intelligence in Public Relations: Role and
Implications 625
Alexander Buhmann and Candace L. White

Chapter 37 Is It Broken or Just Bruised? Evaluating AI and Its
Ethical Implications within the PR and Health Care Industries 639
Jamie Ward and Alisa Agozzino

Chapter 38 Artificial Intelligence and Changing Ethical Landscapes
in Social Media and Computer-Mediated Communication:
Considering the Role of Communication Professionals 653
Lukasz Swiatek, Chris Galloway, Marina Vujnovic and Dean
Kruckeberg

Chapter 39 Artificial Intelligence: The Dark Side, Ethics, and
Implications 671
Christopher J. McCollough, Adrienne A. Wallace and Regina Luttrell

Chapter 40 Future Trends of CMC and Social Media Research 685
Regina Luttrell, Karen Freberg and Jeremy Harris Lipschultz

Glossary 693

Index 701

Table of Contents ix



This page intentionally left blank



About the Authors

Alisa Agozzino is Associate Professor of Public Relations at Ohio Northern
University. Her current research agenda examines how social media or digital
platforms impact industries.

Yousef Aldaihani is Assistant Professor of Mass Communication at Kuwait
University. His research focuses on news agenda-setting and citizen journalism.

Elise Assaf is an Assistant Professor, Department of Communications, at Cali-
fornia State University, Fullerton. Her research interests combine her commu-
nications and disability studies backgrounds, looking at representations of mental
health in media.

David J. Atkin is Professor in the Department of Communication at the Uni-
versity of Connecticut. His research addresses media effects, adoption and effects
of new media, media economics, and digital media policy.

Edward H. Bart IV is a Deaf student in the Deaf Studies and Deaf Education
doctoral program at Lamar University. He has taught American Sign Language
at the high school and collegiate level for the last 13 years. His research interests
include representation, ASL literature, and anticolonialism.

Nicky Chang Bi is Assistant Professor of Public Relations and Advertising in the
School of Communication, University of Nebraska at Omaha. Her research
interests are public relations, strategic communication, social media, advertising,
and health communication.

Ryan S. Bisel is Professor of Organizational Communication at the University of
Oklahoma. His research explores issues related to leadership communication and
behavioral ethics.

Arlinda S. Boland is a doctoral student in Lamar University’s Deaf Studies and
Deaf Education program and she has coauthored in the areas of international
development and deaf studies. Her research interest is focused on deaf studies and
international development as well as social media.

Miriam Brinberg is a postdoctoral scholar, Department of Communication Arts
and Sciences, Pennsylvania State University. Her primary research interests

https://orcid.org/0000-0002-0585-5716


include developing methods for intensive longitudinal data and applying these
methods to the study of interpersonal dynamics.

Alexander Buhmann is Associate Professor of Corporate Communication at BI
Norwegian Business School, Oslo, and director of the Nordic Alliance for
Communication & Management. His research is situated at the intersection of
communication, digital technology, and management and explores strategic
communication by, within, and about organizations.

Kristie Byrum is an Associate Professor in the Department of Media and Jour-
nalism, Bloomsburg University of Pennsylvania, where she teaches courses in
public relations and media law. Her scholarship focuses on corporate social
responsibility communication, public relations, social media, and media law
issues.

Shugofa Dastgeer is Assistant Professor at Texas Christian University. Her
research areas include political communication, digital media, social networks,
media sociology, news and journalism, freedom of speech, visual communication,
and gender and minorities.

William R. (Bill) Davie is Regents Professor of Mass Communication and
Broadcasting at the University of Louisiana at Lafayette. He has coauthored
research papers, journal articles, chapters, and books on electronic media prin-
ciples and communication law.

Teri Del Rosso is an Assistant Professor in the Journalism and Strategic Media
department at the University of Memphis where she teaches and advises PR and
PRSSA students. Her research areas include TikTok, pedagogy, and labor.

Tao (Tony) Deng is an Assistant Professor, School of Communication at DePaul
University. His research looks at consumer responses to advertising, international
advertising appeals, and digital advertising strategies.

Jana M. Duckett is Assistant Professor of Strategic Communication at Morgan
State University. Her research interests include polymedia theory, social network
analysis, design thinking pedagogy, and media effects.

Kenneth A. Fischer is Instructor of Broadcast Media at the University of Okla-
homa. He is currently ABD in Political Communication.

Karen Freberg is a Professor in Strategic Communications at the University of
Louisville, where she teaches, researches, and consults in social media strategy,
public relations, and crisis communication. Freberg has experience working with
brands such as Hootsuite, General Motors, Breeders’ Cup, Facebook, Adobe,
and Chipotle.

Laura Freberg is Professor of Psychology at California Polytechnic State Uni-
versity, San Luis Obispo, where she teaches courses in introductory psychology
and behavioral neuroscience.

xii About the Authors



Chris Galloway is a Senior Lecturer in Public Relations on the Auckland, New
Zealand campus of Massey University. His research encompasses crisis commu-
nication, reputation management, and the impacts of technologies such as arti-
ficial intelligence on the promotional industries.

Deepti Ganapathy teaches Digital Communication, Health Communication, and
Crisis and Sustainable Communication in the two-year full-time MBA as well as
Executive Programmes at India’s leading Business School – Indian Institute of
Management Bangalore. Her research interests explore the use of media for
strategic political and corporate communication, climate change communication,
and health communication.

Lauren Gorfinkel is a Senior Lecturer in the Department of Media, Communi-
cations, Creative Arts, Language, and Literature at Macquarie University in
Sydney, Australia. Her research and teaching interests are focused on public
relations, social media, and government–stakeholder communication, particularly
in multicultural contexts.

Frauke Hachtmann is Professor and William H. Kearns Chair in Journalism,
College of Journalism and Mass Communications, University of
Nebraska-Lincoln. Her research explores crisis response advertising, as well as the
strategic use of emerging media in sports media and communication.

Jennifer Honeycutt is pursuing her Master’s Degree in Business Analytics in the
Kellstadt Graduate School of Business at DePaul University. Her interests focus
on the ways marketing communications can be utilized to address social issues
and positively impact communities.

Zoe Hurley is Assistant Dean for Student Affairs at Zayed University, Dubai,
United Arab Emirates. Her interests include social media, women’s empower-
ment, and visual communication. Her research focuses on semiotics, postcolonial
feminism(s), and the postdigital condition.

Nadia Jimenez is pursuing an MA in Communication at the University of Texas
at San Antonio. She earned her BA in Communication and English from Texas
A&M International University. Her honors thesis is entitled Uses and Gratifica-
tions of Social Media Among College Students. She is from Laredo, Texas.

Thomas J. Johnson is the Amon G. Carter Jr. Centennial Professor in the School
of Journalism and Media at the University of Texas at Austin. His research
includes a focus on Internet studies.

Hyejin Kim is an Assistant Professor, School of Communication at DePaul
University. Her work explores the interplay of social influence and electronic
word-of-mouth on consumers’ decision-making process.

Do Kyun David Kim is Richard D’Aquin Endowed Professor in Communication
at the University of Louisiana. He has conducted research on the diffusion of
information and innovation in the context of health communication, organiza-
tional communication, environmental communication, and social change.

About the Authors xiii



Dean Kruckeberg is a Professor of Communication at University of North Car-
olina at Charlotte. His work examines public relations, community, and theories.

Brianna L. Lane is an Assistant Professor, Department of Communication at
Christopher Newport University. Her research and teaching interests include
interpersonal communication within electronically mediated contexts, focusing on
examining impression formation from online identity claims.

Alexander V. Laskin is a Professor and Director of Graduate Studies at Quin-
nipiac University. He is an author of over 50 publications, focused primarily on
investor relations and emerging technologies.

Taeyoung Lee is a doctoral candidate in the School of Journalism and Media at
The University of Texas at Austin.

Carolyn A. Lin is Professor in the Department of Communication at the Uni-
versity of Connecticut. Her research and teaching interests focus on strategic, risk,
and science communication in the contexts of marketing, public health, climate
change, public opinion, intercultural competence, and human–computer
interaction.

Jeremy Harris Lipschultz is Peter Kiewit Distinguished Professor in the School of
Communication, University of Nebraska at Omaha. His research interests in the
UNO Social Media Lab for Research and Engagement include social media
communication, concepts, practices, data, law, and ethics.

Regina Luttrell is Associate Professor and the Associate Dean of Research and
Creative Activity at the S.I. Newhouse School of Public Communications. Her
research interests focus on public relations, artificial intelligence, data analytics, a
multigenerational workforce, and the intersection of social media with society.

T. Phillip Madison is Assistant Professor of Public Relations at University of
Louisiana, Lafayette. His teaching and research interests are in social media
strategies and tactics, campaigns, data, effects, and parasocial relationships.

Heidi A. Makady is a Doctoral Student at the University of Florida. As a former
audience development strategist, she focuses in her research on diverse audience
reach strategies, news metrics’ development, social power of algorithms in audi-
ence life, algorithmic awareness, as well as technology and policy.

Carolyn Malachi is Assistant Professor, Cathy Hughes School of Communica-
tions at Howard University. Her research explores the intersection of blockchain
technology and data sonification and her musical compositions present counter-
narratives to mainstream media narratives.

Christopher J. McCollough is an Associate Professor of Public Relations and
Department Head at Jacksonville State University. His research interests include
Public Relations, Social and Digital Media, Professional Development and
Pedagogy.

xiv About the Authors



Jensen Moore is an Assistant Professor, Gaylord College of Journalism and Mass
Communication at the University of Oklahoma. Her primary research interests
intersect social media, crisis communication, and health communication of how
individuals and organizations use social media for mourning, information
sharing, and information-seeking following man-made and natural disasters.

Juan Mundel is an Associate Professor and Director of Global Initiatives, Walter
Cronkite School of Journalism and Mass Communication at Arizona State
University. His work focuses on unintended effects related to media exposure,
multicultural and international populations, and consumer behavior.

Tanya Muscat is a Postdoctoral Scholar in the Department of Media, Commu-
nications, Creative Arts, Language, and Literature at Macquarie University in
Sydney, Australia. Her research and teaching interests are focused on government
communication as well as cultural diversity in media and public relations.

Sabrina Page is an Adjunct Professor for Walters State Community College in
Morristown, Tenn. She has been in the position for almost nine years, working
with nontraditional students of every age. Sabrina has presented her research on
image management, cyberbullying, computer-mediated public diplomacy, and
crisis management both nationally and internationally.

Cameron W. Piercy is Assistant Professor of Communication Studies at the
University of Kansas and the founding director of the Human-Machine
Communication (HMC) lab. His research explores how technology is (re)
shaping social networks.

Teresa Puente is an Assistant Professor of Journalism, California State Univer-
sity, Long Beach. She teaches news reporting and ethics, bilingual journalism, and
social media communication.
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Chapter 1

Introduction: Connecting CMC and Social
Media Research
Jeremy Harris Lipschultz, Karen Freberg and Regina Luttrell

Introduction
Most disciplines, such as public relations (PR), marketing, and advertising, have
an established handbook that assembles distinguished researchers in the profes-
sion to contribute based on their level of expertise and presence. However, when it
comes to social media and computer-mediated communication (CMC), there is
not a handbook that collectively gathers research in these emerging areas from a
global and transdisciplinary perspective. Until now.

The Emerald Handbook of Computer-Mediated Communication and Social
Media brings together global scholars in the academy to contribute their expertise
and insights to address developing theoretical and practical applications. Each
chapter features research and theoretical conceptualization of key concepts, areas
of specializations, and future directions in CMC and social media. In addition,
chapters have a feature dedicated to gathering industry insights from each of the
areas of specialization, highlighting the bridge between academia and industry
within the CMC and social media spaces.

The authors have divided the book into three parts. We ensure that the content
begins with theory and methods, which sets the foundation for the text, and then
moves into the applicability of strategy, tactics, and measurement. The final focus
is toward the future of CMC and social media and its impact on the study and
practice of communication.

• Part 1: Emerging Media Trends in Theory and Research
• Part 2: Social Media and CMC Applied Trends
• Part 3: New Communication Technologies, Directions in Theory and Practice

With knowledge and experience in research, writing, and publishing, our
handbook editors have developed the most comprehensive emerging media
handbook in the field. This collective volume from established and well-known
researchers from universities throughout the United States and Europe features

The Emerald Handbook of Computer-Mediated Communication and Social Media, 3–19
Copyright © 2022 Jeremy Harris Lipschultz, Karen Freberg and Regina Luttrell
Published under exclusive licence by Emerald Publishing Limited
doi:10.1108/978-1-80071-597-420221001
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important practitioner and industry research, leading to actionable insights.
Chapters critically examine topics ranging from social media theories, human
computer interaction (HCI), virtual communities, computer-mediated commu-
nication pedagogies, personal influence, and branding to new technologies within
social media.

There has not been a more powerful and disruptive force in the study or the
profession of communication than social media. The internet, social networking,
social media, and digital transformation have dramatically changed the way that
we communicate and conduct business over the last two decades. The Emerald
Handbook of Computer-Mediated Communication and Social Media unequivo-
cally articulates the intimate connection between theories presented in commu-
nication and the impact of social media on theoretical and applied trends in
emerging media. Drawing on a range of theoretical and empirical perspectives,
this comprehensive volume examines the multiple transformations and various
implications social media and the environment— including the global pandemic,
social justice protests, and an important US presidential election — have
impacted the study of communication.

The Social Context of a Global Pandemic
The origins for this handbook were important conversations about the intersec-
tion of CMC and social media research during the early days of a global Covid-19
coronavirus pandemic in 2020. In Chapter 2, Carolyn Lin and David Atkin
explore selected theoretical factors that explain the impact of social media uses
and effects among different social groups, alongside the larger society, at indi-
vidual and system levels. In particular, they discuss and synthesize several theories
and models – including social capital theory, social support constructs, the uses
and gratifications perspective, and the integrated technology adoption model –
from the traditions of political science, social psychology, mass communication,
and the diffusion of innovation. The present synthesis can help guide the devel-
opment of new theory – while extending extant perspectives – to help advance our
understanding of the relationships between social media and society.

Nicky Chang Bi and Ruonan Zhang in Chapter 3 review the origin of elec-
tronic word-of-mouth (eWOM) within social marketing theory and practice.
Research data show how social elements of social media affect individuals’
product decisions and behaviors. Facebook, Twitter, Instagram, YouTube, and
TikTok are reviewed as eWOM channels for their effectiveness. The researchers
interviewed a YouTube eWOM creator and explored the strategies YouTubers
use to grow their channels, the motivations of eWOM production, their com-
munity building, and credibility enhancement. The case study is valuable in
understanding the eWOM industry from a creator’s perspective, whereas many
studies in the past focused on the audience and consumers. The chapter also
incorporates parasocial relationships (PSR) to explain individuals’
decision-making process. In addition, the chapter illustrates Instagram’s recent
strategies of eWOM and how it monetizes the impact of creators. YouTubers earn
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revenue through Google AdSense based on followers and video views. Finally, a
critique on the current eWOM industry focuses on how the purchase ease
increases unhealthy, impulsive buying behavior and materialism.

In Chapter 4 Miriam Brinberg, Rachel Reymann Vanderbilt, and Denise
Haunani Solomon focus on CMC and the important role in the initiation,
development, and maintenance of interpersonal relationships, particularly
romantic relationships. Research often relies on self-report measures of CMC
behaviors; however, the frequent, fast-moving, and fragmented use of smart-
phones and their applications render self-reports of their use subject to error.
Mobile data donation offers an alternative to capture smartphone communication
in situ. In this chapter, the authors describe insights gained from mobile data
donation of text message logs from 41 new romantic couples, which resulted in
more than one million text messages exchanged over 6,452 days of interaction
during their first year of dating. Results showed moderate correspondence
between couples’ self-reported CMC behaviors and their actual CMC behaviors
and, thus, highlighted the precision gained by obtaining unobtrusive logs of these
behaviors. They also describe insights gained from examining text logs using
interpersonal conflict as a case study, specifically the actual use (or not) of CMC
affordances and longitudinal phenomena in couples’ conflict interactions. The
researchers conclude with a discussion of future directions and opportunities
provided by unobtrusive observational approaches, with respect to both theo-
retical and applied advances in the study of CMC in interpersonal relationships.

Thomas J. Johnson, Ryan Wallace, and Taeyoung Lee in Chapter 5 focused
on Covid-19. The Director-General of the World Health Organization (WHO)
warned on February 15, 2020 that the world was facing another disaster, one as
dangerous as the ongoing coronavirus: an infodemic, which is an overload of
misinformation, disinformation, and conspiracy theories that threatened the
success of global responses to the pandemic. This chapter reviews the literature on
misinformation, disinformation, and conspiracy theories and examines the social
media role in disseminating health crisis information. In particular, this chapter
examines factors that explain inaccurate and conspiracy information about the
virus on social media feeds. The researchers also discuss ways both news media
and social media platforms can effectively battle against misinformation, disin-
formation, and conspiracy theories.

In Chapter 6 Deepti Ganapathy’s pandemic research centers on Twitter and
the Government of India (GoI). The chapter explored the use of Twitter in
predicting Covid cases to understand: What was the impact of adoption of
Twitter on the country’s crisis? What topics or themes associated with Twitter
communication were used by official government communication channels? In
January 2020, the first case was reported in India, through an air passenger from
the Middle Eastern region. Slowly, the carriers of the virus started arriving
through airplanes from different countries such as Italy, Dubai, and the United
States. The virus spread rapidly, resulting in a complete lockdown that closed
business sectors – financial, banking, information technology, manufacturing, as
well as educational institutes. The GoI declared the pandemic as a “notified
disaster” under the Disaster Management Act. We examine how the use of social
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media – particularly Twitter was used to inform, monitor, and collect informa-
tion from citizens about Covid-19.

In Chapter 7, T. Phillip Madison, Kyun David Kim, and William R. Davie
focused on the term “infodemic” that describes a communication environment
where false, misleading, or spurious accounts are accepted as credible. In 2020,
world health officials found themselves battling two viruses – one biological and
the other informational – both fueling the progress of the health menace. This
chapter analyzes the infodemic through the theory of social identity and its
relationship to confirmation bias and algorithmic gatekeeping. It explains how
this communication phenomenon moved online users through a subtle radicali-
zation process.

Mediated Communication in Life and Death
Jensen Moore in Chapter 8 applies CMC to death communication within social
networking sites (SNS). What was once private and personal communication now
has been brought into our daily viewing via Twitter, Facebook, Instagram,
TikTok, etc. This chapter examines social media mourning (SMM) and highlights
the ways mourners use SNS to memorialize, share stories, and move forward.
CMC technologies help social media mourners transcend distance, time, and even
mortality by keeping their loved one “alive” through continuing bonds, memo-
rials, and digital interactions. However, SMM is not without its issues as
mourners face parasocial grief, grief appropriation, disenfranchisement, pro-
longed grief, and grief trolls.

In Chapter 9, Zoe Hurley’s research focuses on Arab women in the Middle
East who are prolific social media users, and an increasing number are micro-
celebrities, or influencers, generating digital incomes. For example, Dubai-based
Huda Kattan, known as @Hudabeauty with 47.9 million Instagram followers, or
@model_roz from the Kingdom of Saudi Arabia, with 12.4 million. But in some
Arab contexts, the female face is still considered strictly private and Qatari
influencer @koodiz, with 362k followers, is typical of Arab women who avoid
showing their face online. Alternatively, @koodiz’s Instagram posts include
metonymic substitutions, whereby consumer items become symbols for self. Yet,
theories of non-Western emerging self-presentations/representations are nascent.
In view of the gap, this study takes Arab women influencers as a case to illustrate
a range of self-(re)presentations on Instagram, the image and video sharing
platform. A corpus of 10,497 images and critical conversations with Arab women
influencers enable feminist transnational visual inquiry. Analysis zooms in on
Arab women influencers’ visual subjectification and practices of “saving face” via
nonfacial snapshots, cinematic intertextuality, synthetic embodiment, and meto-
nymic substitutions. Findings reveal examples of the “veiled-gaze” and “veiled
affordances” enabling Arab women influencers’ visibilities below the radar of
censorship while refracting the hyper-surveillance of visual economies.

In Chapter 10, Brianna L. Lane and David J. Roaché provided an overview of
online dating research and trends, and directions for the future study of online
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dating. The first section is an overview of what we know about online dating.
First, they briefly cover the history and development of online dating followed by
a discussion of self-presentation. Then, the researchers include a review of
deception in online dating, from minor discrepancies in self-presentation to major
deception (i.e., catfishing). Following deception is a discussion of digital affor-
dances; that is, ways in which the design of the website or app influences users’
experiences, and modality switching – moving the relationship from online to
offline. The second section of the chapter focuses on a theoretical debate within
online dating research. One of the main arguments among CMC scholars and
interpersonal scholars is the use of theory when studying online dating. This
section of the chapter presents this argument and offers suggestions for the future
study of online dating.

In Chapter 11, Kyle Webster studies asexuality as an underresearched topic in
media, gender, and sexualities studies. Previous research has explored definitional
questions of asexuality, interviews, and surveys of asexual people, and consider-
ation of asexuality’s place within queer and feminist communities. However,
research has not yet fully explored the issue of asexuality invisibility in the media,
which currently amounts to symbolic annihilation. While representation of
asexuality is nearly nonexistent in mainstream and traditional media, digital
spaces have been the location of visibility and self-expression for asexuals. In
examining how queer representation of asexuality is seen and made visible online,
this textual analysis study examined the content created by 10 asexuality-focused
subdivisions (“subreddits”) of the social media site Reddit. This study found that
asexual subreddits serve as areas of community, pride, and discussion on the
concept of asexuality for asexual individuals, while they serve as resources and
locations of support for those in the early stages of questioning or understanding
their own asexuality. These efforts fight symbolic annihilation of asexuality to
these groups of people, though whether these sites combat larger invisibilities is
unclear.

In Chapter 12, Olga Solovyeva, and Alexander V. Laskin focuses on key
developments in contemporary dating via CMC through the user experience
perspective. Building upon the affordance theory, it provides empirically sup-
ported conceptualization of modern online dating practices, specifically focusing
on Gamification, Tinder-effect, and Tinder-fatigue. As dating media evolved from
the profile matching via punch cards at Operation Match to LBRT
(location-based real time) dating applications and their search algorithms, society
changed, too. The society accepted new CMC dating with open arms including:
dramatic increase in dating media usage and a positive shift toward it in public
opinion. Yet, as mediated and especially mobile dating grew, it changed dating as
a concept itself. The chapter concludes that the intermediary technology may
become a relationship in itself substituting the relationship the users were looking
for in the first place, thus, leading users to treat dating as a video game, and
experience the Tinder-effect and Tinder-fatigue.
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Diversity and Social Media Communication
Teresa Puente in Chapter 13 studied the hashtag #MoreLatinosInNews as a call
for more Latino representation in the media and by mass media. The hashtag was
launched by the National Association of Hispanic Journalists as a call to action in
2016. Between February 1, 2016 and October 1, 2020, there were more than
56,000 tweets by journalists and media influencers that have used this hashtag.
This chapter asks the question: How does a hashtag provide an unfiltered voice
for Latino journalists in the news? The dataset of tweets was analyzed using a
mixed methods approach, a content analysis in which data are interpreted both
qualitatively and quantitatively. Keywords were searched in the dataset including,
politics, presidential debate, immigration, Hurricane Maria, Puerto Rico, careers,
mentoring, and congratulations.

In Chapter 14, Yousef Aldaihani and Jae-Hwa Shin examined the
agenda-setting theory in the era of social media. Many scholars argued for the
minimal effect of the traditional media with the plethora of other media choices,
especially social media. This new media environment has facilitated the emer-
gence of innovative ways for citizens to consume news and information. On
Twitter, citizen journalists have been providing news, by being both subjective
and objective as they combine facts with opinions, in a conversation-like style to
the public. Unlike professional journalism, in which news is committed to
established organizational principles and guidelines, alternative news is most
concerned with what is newsworthy to pass on. This chapter discusses the
potential effect of professional and citizen journalism on social media, particu-
larly Twitter. It examines the influence of media salience constructs; attention,
prominence, and valence on public-perceived salience. The chapter also examines
an innovative method of measuring media and public salience amidst the devel-
oping new communication environment.

In Chapter 15, Shugofa Dastgeer and Rashmi Thapaliya’s multimethod study
explored the QAnon social networks from August 2020 to the end of January
2021 on Twitter, which was the last six months of Donald Trump’s presidency. A
total of 3237 unique tweets, retweets, and replies were analyzed using framing and
social network analysis. The study used conspiracy and homophily theories as the
theoretical frameworks. The finding showed that density scores were very low for
all six networks (August, September, October, November, December, and
January), meaning there was a low level of interconnectivity among the users in
those networks. In addition to QAnon itself, the networks focused mostly on
Trump, GOP, and White nationalism. Other topics of discussions included Biden,
media, liberals, and extremism. Another finding was that an overwhelming
majority of the tweets (80%) were not positive toward anybody and that 70% of
the tweets were negative toward QAnon, Trump, and QAnon and Trump.

In Chapter 16, Frauke Hachtmann studied one of the fastest growing indus-
tries in the world: the sports sector touches billions of people every day, including
athletes, sports organizations, media rights holders, fans, and the general public.
Facilitated by new and emerging media technologies, sports content is no longer
limited to covering live sporting events, but also includes behind-the-scenes,
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