


Hi there! 

Welcome to this starter toolkit for measuring 
social media literacy. The impact of social 
media on people’s everyday life is only going 
to get bigger. This makes measuring how 
people deal with and use these media  
increasingly important. With this toolkit, we 
have created an overview of possible ways 
for measuring social media literacy. You can 
find more information about how the toolkit 
works on the flip side of this card. We hope this 
toolkit will be helpful as well as inspirational 
for you, your colleagues and your friends. 

Hadewijch Vanwynsberghe 
& Louise Haspeslagh 
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The cards in  th is  toolk i t  prov ide informat ion on d i f ferent  methods for 
measur ing soc ia l  media  l i teracy.  As an in t roduct ion to  the concept , a 
model  of  soc ia l  media  l i teracy and i ts  d i f ferent  under ly ing emot ional , 
cogni t ive  and technica l  competenc ies , i s  drawn out  on the next  card. 
Thereaf ter  you can f ind an over v iew of  the methods, which should 
make i t  eas ier  for  you to  make a  f i rs t  se lect ion based on the s ize  of 
your  sample  and the competenc ies  you are  in terested in .  The fo l low-
ing cards then prov ide more informat ion on the methods. 

Each of  these method cards conta ins  genera l  in format ion on the f ront 
s ide  about  the method in  quest ion and some advantages and d isad-
vantages.  On the reverse is  an example of  how to  apply  that  method 
to  s tudy ing soc ia l  media  l i teracy.  A l i terature  over v iew is  prov ided,  
fo l lowed by a  l i s t  of  (non-exhaust ive)  quest ions and ind icators  for 
Facebook and Twi t ter, two of  the most  popular  soc ia l  media  s i tes. 
These quest ions are  main ly  in tended to  ser ve as  examples  and should 
be adapted to  the spec i f ic  plat form, research quest ion and sample 
of  respondents.  Some of  the methods were tested wi th in  EMSOC:  
sur vey, in ter v iew, per formance test  and the d iar y  method.  Others 
(prob ing and data  min ing)  were  not .  For  these last  methods, the  
ind icators  prov ided on the cards are  pure ly  i l lust rat ive.

The toolk i t  conta ins  informat ion on s ix  methods, but  i t  i s  not  neces-
sar i ly  exhaust ive.  I t  i s  not  a  s tat ic  set  of  cards  but  a  l iv ing tool , open 
to  changes, suggest ions and addi t ions.  An empty  card is  added at  the 
end to  encourage the addi t ion of  methods to  the toolk i t .  Any feed-
back on the cards , shor tcomings or  suggest ions for  ext ra  methods 
are  ver y  welcome on the EMSOC webs i te  (www.emsoc.be/toolk i t ).
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of social media 
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TECHNICAL COMPETENCIES (TC) 

Theoret ica l  and pract ica l 
knowledge and the convers ion 
of  th is  knowledge in to  the sk i l l s 
needed to  operate  soc ia l  media 
tools  and appl icat ions.

COGNITIVE COMPETENCIES (CC) 

The capac i ty  to  analyze and eva luate  soc ia l  media  content .  Analyz ing means 
quest ion ing of, in terpret ing of, re f lect ing on and understanding of  the soc ia l , cu l tura l , 
pol i t ica l , economic and h is tor ica l  context  in  which soc ia l  media  content  (a lso  your  own 
content )  i s  created and communicated.  Th is  knowledge can then be used to  eva luate  or 
dec ide whether  content  is  re levant , impor tant , b iased, rea l is t ic , t rustwor thy or  t rue.

EMOTIONAL COMPETENCIES (EC) 

Emot ional  d ispos i t ion to  soc ia l 
media  and your  own or  others’ 
act ions on these media .

CCTC

EC
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The d is t inct ion between ‘smal l ’  and ‘ la rge ’  samples  in  th is 
scheme is  ra ther  arb i t rar y  and ind icat ive  in  nature.  On 
the d i f ferent  method cards , the  idea l  sample  s ize  is  a lso 
ind icated by S (  5–20 ), M (  21–50 ), L  (  51–100 )  and XL 
(  > 100 ).  Keep in  mind that  th is  number  is in tended only 
as  an ind icat ion and should  not  be seen as  an absolute 
number  of  respondents. 



SUR

VEY

DESCRIPTION A sur vey is  a  method for  col lect ing numer ica l  data  about  a  cer ta in  top ic  in  the populat ion . 
A sur vey ex is ts  as  a  predef ined set  of  quest ions that  is  g iven to  a  sample  of  people.  By  means of  a  sur vey, 
researchers  can ask factua l  quest ions (e.g .  age, gender, educat ion leve l ), but  i t  can a lso be used to  col lect 
in format ion about  people ’s  op in ions , fee l ings , a t t i tudes , past  behav iours  and competenc ies.  However, most  of 
the sur vey quest ions are  se l f- repor ted, which means people  can cla im greater  competenc ies  than they actua l ly 
have.  There  are  three main ways to  conduct  sur vey research :  us ing an of f l ine  quest ionna i re  wi th  penc i l  and 
paper, an onl ine  quest ionna i re  ( through mai l  or  other  onl ine  communicat ion channels)  or  a  s t ructured sur vey 
in ter v iew.  The sur vey method does not  requ i re  a  h igh leve l  of  engagement  by  par t ic ipants , making i t  poss ible 
to  ask a  large sample  of  people  a  lo t  of  quest ions in  a  shor t  t ime. 

NUMBER OF PARTICIPANTS

L (  51-100 )
XL (  > 100 )

	 POSITIVE

- 	 I t  i s  poss ible  to  ask a  lo t  of 
	 quest ions in  a  shor t  t ime. 
- 	 The sur vey method make i t  poss ible 
	 to  col lect  large samples  of  data .
- 	 I f  the  sample  is  representat ive, i t  i s 
	 poss ible  to  genera l i ze  the f ind ings 
	 for  a  populat ion group.

PARTICIPANTS ENGAGEMENT

low engagement

	 NEGATIVE

- 	 Sel f- repor t  quest ionna i res  have 
	 problems of  va l id i ty. 
- 	 The ret rospect ive  nature  of  sur veys 
	 may cause events  or  exper iences to 
	 be  min imized, forgot ten or  d is tor ted.



TIPS AND TRICKS FOR YOUR OWN SURVEY 

Through eva luat ing d i f ferent  methods wi th in  EMSOC, we are 
able  to  ind icate  which sur vey quest ions are  bet ter  su i ted for 
measur ing soc ia l  media  l i teracy than others.  Depending on the 
space prov ided for  the sur vey, researchers  should  make sure  to 
include at  least  the best  prox ies  in  the i r  sur vey.  Those ques-
t ions that  score  poorer  (but  s t i l l  prov ide usefu l  in format ion) 
can be e l iminated in  shor ter  sur veys.  For  technica l  compe-
tenc ies , the  fami l iar i ty  quest ion g ives  the best  ind icat ion 
of  actua l  competenc ies , fo l lowed by se l f-ef f icacy f i rs t  and 
f requency next .  For  measur ing cogni t ive  competenc ies , we ad-
v ise  to  use the two t rust  quest ions ( toward soc ia l  media  s i tes 
and toward the i r  users).  Last ly, for  emot ional  competenc ies , the 
at t i tude toward soc ia l  media  s i tes  as  companies  can be used 
i f  there  is  l i t t le  space.  I f  more space is  ava i lable, you can ga in 
deeper  ins ights  by  us ing the quest ion on at t i tude toward how 
these s i tes  operate  and the quest ion on at t i tude toward how 
f r iends use the s i tes.  Researchers  should  however  keep in  mind 
that  they bet ter  use addi t ional  qual i ta t ive  methods to  have a 
fu l l  understanding of  people ’s  soc ia l  media  competenc ies. 

IN WHAT FOLLOWS ... Sur veys can touch 
upon a l l  competenc ies—technica l , cogni t ive  and 
emot ional .  On the fo l lowing cards , we wi l l  d iscuss 
these d i f ferent  competenc ies , s tar t ing wi th  three 
quest ions for  measur ing technica l  competenc ies : 
fami l iar i ty, f requency and se l f-ef f icacy quest ions. 
The next  card prov ides informat ion on cogni t ive 
competenc ies  by  e laborat ing on cr i t ica l  th ink ing 
and t rust  quest ions.  Fina l ly, we d iscuss emot ional 
competenc ies  as  measured by at t i tude quest ions.



LITERATURE REVIEW TECHNICAL COMPETENCIES :  SELF-EFFICACY For  measur ing media  l i teracy, most  of  the 
ex is t ing l i terature  re l ies  on se l f-eva luat ion of  knowledge and sk i l l s , o f ten referred to  as  se l f-ef f icacy.  S ince research on 
se l f-ef f icacy ind icates  that  people  wi th  a  h igher  be l ie f  in  the i r  own sk i l l s  and knowledge are  more l ike ly  to  use the Internet 
and to  complete  onl ine  tasks  more successfu l ly, se l f -ef f icacy is  w ide ly  used for  measur ing people ’s  media  l i teracy.  Based 
on East in  and LaRose (2000), L iv ingstone and Helsper  (2010)  measure  Internet  l i teracy by  ask ing respondents  about 
which onl ine  act iv i t ies  they are  good at  (e.g .  f ind ing informat ion onl ine, set t ing up an emai l  account), and by ask ing on a 
four-po int  sca le  (beg inner–exper t )  how respondents  rate  the i r  on l ine  sk i l l s .  However, one cr i t ic ism is  that  se l f -perce ived 
competenc ies  do not  measure  users’  actua l  media  l i teracy ;  se l f -perce ived competenc ies  are  a lways context-dependent . 
Ta l ja  (2005)  notes  that  an ind iv idual’s  percept ion of  h is/her  competenc ies  depends on whom they compare themselves 
wi th , how one is  fee l ing or  who is  present  in  the same room when complet ing the quest ionna i re.  Another  cr i t ic ism is 
that  due to  suf f ic ient  exper ience wi th  a  cer ta in  technology, se l f -ef f icacy loses i ts  in f luence on use of  that  technology, as 
most  people  would  fee l  prof ic ient  in  us ing i t .  But  sur vey se l f-ef f icacy measures  for  media  l i teracy may not  be complete-
ly  degraded ;  van Deursen (2010)  found that  se l f-eva luat ion sur vey measures  can be used as  a  proxy  for  actua l  sk i l l s .

	 FACEBOOK

	 How good are  you at  per forming the fo l lowing act iv i t ies?
	 ( 1  =  not  good at  a l l  –  5 =  ver y  good)  A

- 	 Changing pr ivacy set t ings 
- 	 Removing content  f rom the t imel ine 
- 	 Us ing groups 
- 	 Customiz ing what  data  apps or  appl icat ions 
	 can col lect  about  you 
- 	 Shar ing 
- 	 Upload ing photos 
- 	 Giv ing a  react ion ( in  text  form) 
- 	 Tagging 

	 TWITTER

	 How good are  you at  per forming the fo l lowing act iv i t ies?
	 ( 1  =  not  good at  a l l  –  5 =  ver y  good)  A

- 	 Adding an image to  a  tweet 
- 	 Adding tweets  to  favor i tes 
- 	 Giv ing a  response to  the tweets  of  others  (v ia  @repl ies) 
- 	 Address ing a  tweet  to  someone v ia  @ ment ions 
- 	 Unfol lowing someone
- 	 Spreading a  tweet  of  others  through retweets
- 	 Us ing hashtags 
- 	 Removing your  own tweets 



LITERATURE REVIEW  TECHNICAL COMPETENCIES :  FREQUENCY Researchers  a lso  use ind i rect  measures  of 
people ’s  media  l i teracy such as  number  of  act iv i t ies  people  have ever  per formed and f requency of  use.  Eurostat , for 
example, asks  i ts  respondents  whether  they have ever  per formed cer ta in  In ternet  act iv i t ies , such as  us ing a  search engine 
to  f ind informat ion , sending an emai l  w i th  at tachment  or  post ing messages.  Respondents  who have a l ready carr ied out  the 
most  act iv i t ies  are  deemed to  have the h ighest  leve l  of  media  l i teracy.  One cr i t ic ism of  th is  measure  is  that  the act iv i t ies 
are  not  c lear ly  def ined (cf.  what  is  post ing messages?).  However, Howard, Ra in ie, and Jones (2001)  ind icate  that  people 
wi th  the longest  (c f.  how long have you been us ing the Internet?)  and most  f requent  use of  the Internet  (c f.  how f requent ly 
do you log on f rom home?)  benef i t  most  f rom the i r  In ternet  use.  Van Deursen (2010)  cr i t ic ises  these use quest ions for 
actua l  media  l i teracy, ind icat ing that  these measures  are  poor  ind icators  as  they do not  measure  actua l  media  l i teracy 
but  ra ther  media  use.  However, h is  research d id  show that  f requency is  best  su i ted as  a  proxy  for  actua l  In ternet  sk i l l s .

	 FACEBOOK

How of ten do you do the fo l lowing act iv i t ies? 
( 1  =  never  – 5 =  severa l  t imes a  day)  A B

- 	 Changing pr ivacy set t ings 
- 	 Removing content  f rom the t imel ine 
- 	 Us ing groups 
- 	 Customiz ing what  data  apps or 
	 appl icat ions can col lect  about  you 
- 	 Shar ing 
- 	 Upload ing photos 
- 	 Giv ing a  react ion ( in  text  form) 
- 	 Tagging 

	 TWITTER

How of ten do you do the fo l lowing act iv i t ies? 
( 1  =  never  – 5 =  severa l  t imes a  day)  A B

- 	 Adding an image to  a  tweet 
- 	 Adding tweets  to  favor i tes 
- 	 Giv ing a  response to  the tweet  of  others  (v ia  @ repl ies) 
- 	 Address ing a  tweet  to  someone v ia  @ ment ions 
- 	 Unfol lowing someone
- 	 Spreading someone e lse ’s  tweet  through retweets
- 	 Us ing hashtags 
- 	 Removing your  own tweets 



LITERATURE REVIEW TECHNICAL COMPETENCIES :  FAMILIARITY Fami l iar i ty  (w i th  terms)  quest ions are 
another  convent ional  way of  measur ing media  l i teracy.  Based on per formance tests , Harg i t ta i  (2005)  found that  ask ing 
people  about  the i r  understanding of  d i f ferent  computer-  and Internet-re lated terms is  a  s t ronger  pred ic tor  of  people ’s 
d ig i ta l  l i te racy than measures  of  se l f -ef f icacy or  f requency of  use.  Harg i t ta i  (2009)  quer ied respondents’  fami l iar i ty  w i th 
computer-  and Internet-re lated terms such as  JPEG, preference set t ings , PDF, ref resh/re load, spyware, bcc, w ik i  and 
torrent .  To test  whether  respondents  s imply  check of f  i tems in  a  haphazard manner, Harg i t ta i  (2009)  includes three bogus 
i tems in  the l i s t  that  have s t rong s imi lar i t ies  wi th  rea l  terms :  proxypod, JFW and f i l t ib ly.  A major i ty  of  respondents  not ice 
that  there  are  bogus i tems, which means that  in  fo l low-up stud ies  we can re ly  on the formerly  proposed inst rument  wi thout 
bogus i tems.  Despi te  the pos i t ive  outcomes f rom use of  fami l iar i ty  quest ions , they have recent ly  been rather  underused. 

	 FACEBOOK

How fami l iar  are  you wi th  the 
fo l lowing Facebook-re lated i tems? 
(1  =  no understanding – 5 =  fu l l  understanding)  A

- 	 Tagging
- 	 Pr ivacy set t ings
- 	 Shar ing
- 	 Adver t isement
- 	 Apps
- 	 Groups
- 	 React ions
- 	 Upload ing
- 	 Events
- 	 L ikes

	 TWITTER

How fami l iar  are  you wi th  the 
fo l lowing Twi t ter- re lated i tems? 
(1  =  no understanding – 5 =  fu l l  understanding)  A

- 	 Hashtag
- 	 Hootsu i te
- 	 MT
-	 Fol lower
- 	 Bot
- 	 @ ment ion
- 	 RT
- 	 #dtv
- 	 Tweets
- 	 Unfol lowing
- 	 Tweeps



LITERATURE REVIEW EMOTIONAL COMPETENCIES :  ATTITUDE An of ten-used measurement  of  a t t i tudes towards 
technology is  that  of  Bruner, James and Hensel  (2001).  Th is  measure  conta ins  an establ ished seven- i tem, f ive-po int  
semant ic  d i f ferent ia l  sca le  (bad/good, fool ish/clever, unpleasant/pleasant , use less/usefu l , bor ing/ interest ing and  
negat ive/pos i t ive).  Yang & Yoo (2004)  based the i r  measurements  on Cr i tes , Fabr igar  & Pet ty  ( 1994)  and Dav is  ( 1989)  to 
make a  thoughtfu l  combinat ion of  three af fect ive  at t i tud ina l  i tems—happy/annoyed, pos i t ive/negat ive  and good/bad—
and three cogni t ive  at t i tud ina l  i tems—wise/fool ish , benef ic ia l/harmful  and va luable/wor th less.  We based our  se lect ion of 
a t t i tude quest ion i tems on Bruner ’s  ideas and der ived some ext ra  i tems f rom h is  sca le.  On top of  th is  a t t i tude quest ion , 
some quest ions f rom the cogni t ive  competenc ies  card may a lso g ive  us  ins ight  in to  users’  emot ional  competenc ies :  the 
at t i tude towards Facebook/Twi t ter  quest ion and the at t i tude towards Facebook f r iends/Twi t ter  users  quest ion . 

	 FACEBOOK

	 At t i tudes :  Facebook is  … (1-5)  A

- 	 use less/usefu l
- 	 bor ing/ interest ing
- 	 negat ive/pos i t ive
- 	 unnecessar y/necessar y
- 	 untrustwor thy/t rustwor thy
- 	 unfa i r/ fa i r
- 	 does not  respect  my pr ivacy/respects  my pr ivacy
- 	 does not  take in to  account  what  I  want/takes 
	 in to  account  what  I  want

	 TWITTER

	 At t i tudes :  Twi t ter  i s  … (1-5)  A

- 	 use less/usefu l
- 	 bor ing/ interest ing
- 	 negat ive/pos i t ive
- 	 unnecessar y/necessar y
- 	 untrustwor thy/t rustwor thy
- 	 unfa i r/ fa i r
- 	 does not  respect  my pr ivacy/respects  my pr ivacy
- 	 does not  take in to  account  what  I  want/takes 
	 in to  account  what  I  want



LITERATURE REVIEW COGNITIVE COMPETENCIES :  CRITICAL THINKING AND TRUST For  measur ing people ’s 
cogni t ive  competenc ies  or  cr i t ica l  th ink ing for  on l ine  behav iour, Harg i t ta i  e t  a l .  (2010)  use t rust  measures  in  which  
respondents  have to  ind icate  the impor tance of  var ious  factors  in  dec id ing to  v is i t  a  webs i te  (e.g .  knowing who owns the 
webs i te), the  f requency wi th  which they engage in  var ious  act ions when look ing for  in format ion (e.g .  check ing i f  in for-
mat ion is  current )  and the f requency wi th  which they v is i t  the  ‘about  us’  page on a  webs i te.  One cr i t ic ism here  is  that 
these measures  are  of ten l imi ted to  informat ion search ing (cf.  in format ion l i teracy)  and te l l  us  noth ing about  cr i t ica l 
th ink ing when communicat ing and creat ing content  through media  technolog ies , which is  cruc ia l  to  soc ia l  media  use.  In 
add i t ion , the  t rust  measure  of  Harg i t ta i  e t  a l .  (2010)  focuses main ly  on t rust  placed in  the owners/authors  of  a  webs i te 
whi le  neglect ing t rust  in  other  users , an aspect  which is  even more impor tant  in  the case of  soc ia l  media .  Dwyer  et  a l . 
(2013)  ind icate  that  i t  i s  bet ter  to  measure  people ’s  a t t i tudes than to  ask d i rect ly  about  t rust/d is t rust .  Th is  a t t i tude is  
determined by the leve l  of  knowledge a  user  has about  the soc ia l  media  plat form and i ts  users  (McKnight  & Cher vany, 
2006).  Combin ing knowledge and at t i tude quest ions , we propose the ind icators  be low.  Based on Harg i t ta i ’s  quest ions 
about  what  people  f ind impor tant  when v is i t ing webs i tes , we a lso asked respondents  more d i rect ly  what  they do or  do not 
th ink  about  whi le  us ing soc ia l  media  s i tes. 

	 FACEBOOK ...

	 Which of  these aspects  do you th ink  about  when 
	 you are  us ing Facebook? (Yes/No) 

- 	 Which of  your  Facebook f r iends can see your  personal 
	 in format ion (e.g .  age, gender, school  name, re la t ionsh ips)
- 	 Which of  your  Facebook f r iends can see your  user  data 
	 (e.g .  text  messages, photos , movies)
- 	 Your  language on Facebook 
- 	 The context  of  text  messages, photos  or  movies  of  Facebook f r iends 
- 	 Why Facebook f r iends post  text  messages, photos  or  movies
- 	 How Facebook uses informat ion about  you to  make prof i t
- 	 For  whom text  messages, photos  or  movies 
	 of  Facebook f r iends are  in tended 

	 TWITTER ...

	 Which of  these aspects  do you th ink  about 
	 when you are  us ing Twi t ter?  (Yes/No) 

- 	 Who can see your  personal  in format ion 
	 (e.g .  age, gender, school  name, re la t ion) 
	 on Twi t ter
- 	 Who can see your  user  data  (e.g .  text 
	 messages, photos , movies)  on Twi t ter
- 	 Your  language on Twi t ter 
- 	 How Twi t ter  uses informat ion about  you 
	 to  make a  prof i t 



	 ... FACEBOOK

Which of  the fo l lowing act iv i t ies  do you th ink  Facebook does? 
(Yes/No)  Do you mind i f  Facebook does these th ings? 
(1  =  I  do mind – 5 =  I  do not  mind at  a l l )  A C

- 	 Keeping de leted data 
- 	 Se l l ing personal  in format ion of  users 
- 	 Se l l ing user  data
- 	 Adapt ing adver t isements  based on v is i ts  that  users  have 
	 made to  other  webs i tes 
- 	 Sav ing user  data
- 	 Tak ing over  the copyr ight  of  users’  posts  on Facebook 
- 	 Us ing your  name for  adver t is ing in  the newsfeed of  f r iends 
- 	 Stor ing the personal  in format ion of  users

Which of  the fo l lowing act iv i t ies  do you th ink  Facebook f r iends do?
(Yes/No)  Do you mind i f  your  Facebook f r iends do these th ings? 
(1=  I  do mind – 5 =  I  do not  mind at  a l l )  A C

- 	 Act ing d i f ferent ly  than they actua l ly  are 
- 	 Post ing text  messages, p ic tures  or  movies  about 
	 people  who do not  have a  Facebook account 
- 	 Hack ing the accounts  of  other  Facebook users
- 	 Doing th ings on Facebook that  can hur t  o thers 
- 	 Post ing or  shar ing use less  messages or  p ic tures 
- 	 Not  removing content  when i t  i s  requested by other  users 
- 	 Shar ing un ique creat ions of  others , w i thout  ment ion ing the author 
- 	 Sending inv i ta t ions for  appl icat ions and games 
- 	 Sav ing data  or  text  messages, photos  or  v ideos of  other  users

	 ... TWITTER

Which of  the fo l lowing act iv i t ies  do you th ink  Twi t ter  does?
(Yes/No)  Do you mind i f  Twi t ter  does these th ings? 
(1  =  I  do mind – 5 =  I  do not  mind at  a l l )  A C

- 	 Stor ing the personal  in format ion of  users
- 	 Keeping de leted data 
- 	 Se l l ing user  data
- 	 Sav ing user  data
- 	 Sel l ing personal  in format ion of  users 
- 	 D isplay ing sponsored tweets , t rends and tweeps

Which of  the fo l lowing act iv i t ies  do you th ink  other  Twi t ter
users  do? (Yes/No)  Do you mind i f  o ther  Twi t ter  users  do
these th ings? (1  =  I  do mind – 5 =  I  do not  mind at  a l l )  A C

- 	 Act ing d i f ferent ly  than they actua l ly  are 
- 	 Post ing tweets  about  people  who do not  have 
	 a  Twi t ter  account 
- 	 Sav ing data  or  tweets  of  other  users
- 	 Hack ing the accounts  of  other  Twi t ter  users
- 	 Tweet ing or  re tweet ing use less  messages or  p ic tures 
- 	 Retweet ing un ique content  of  others
- 	 Post ing tweets  that  can hur t  o thers



INTER

VIEW

DESCRIPTION In  an in ter v iew, the in ter v iewer  asks  quest ions to  the in ter v iewee, e i ther  in  a  face-to-face in-
ter v iew or  te lephone inter v iew.  A top ic  l i s t  includes themes or  quest ions that  an in ter v iewer  must  address.  How 
and when these quest ions are  asked depends main ly  on what  the in ter v iewee says.  The in ter v iewer  can a lso ask 
fo l low-up quest ions , which makes in ter v iews far  more personal  than sur veys.  In ter v iews prov ide the poss ib i l i ty 
of  pursu ing th ings in  greater  depth and contextua l is ing the answers  to  ach ieve a  hol is t ic  understanding of  the 
in ter v iewee ’s  po int  of  v iew, or  to  explore  in terest ing areas for  fur ther  invest igat ion .  I t  i s  ne i ther  necessar y  nor 
des i rable  to  se lect  a  randomized stat is t ica l ly  representat ive  sample  for  in ter v iews.  The in ter v iewees are  se-
lected on the bas is  of  who is  best  a t  answer ing quest ions about  a  cer ta in  top ic, usual ly  based on a  purposefu l 
sampl ing procedure.  The researcher  may a lso be in terested in  the in terplay  between the ideas of  a  group of 
people  in  which case a  focus group inter v iew is  the idea l  method.

NUMBER OF PARTICIPANTS

S (  5-20 )
M (  21-50 )

	 POSITIVE

- 	 Dur ing in ter v iews, answers  can be 
	 mot ivated and context  can be prov ided 
	 by  the in ter v iewee.
- 	 Ins ights  can be ga ined f rom the body 
	 language of  the respondents.
- 	 Researchers  have the oppor tun i ty  to  probe.
- 	 In  focus groups, par t ic ipants  can feed of f 

each other ’s  ideas , produc ing r ich  data .

PARTICIPANTS ENGAGEMENT

high engagement

	 NEGATIVE

- 	 Much depends on the in ter v iewer  or  re-
searcher ’s  (body)  language and presentat ion .

- 	 In ter v iews sacr i f ice  the advantages of 
sur veys in  terms of  number, d ivers i ty  and 
representat iveness of  the populat ion .

- 	 The ret rospect ive  nature  of  in ter v iews may 
cause events  or  exper iences to  be min imized, 
forgot ten or  d is tor ted.

- 	 In  focus groups, peer  in f luence on each 
	 other ’s  responses may be problemat ic .



LITERATURE REVIEW Researchers  who have made use of  in-depth in ter v iews to  ga in  ins ight  in to  people ’s  soc ia l  me-
d ia  behav iour  include, for  example, L iv ingstone (2008)  and boyd (2008).  Through inter v iews, L iv ingstone (2008)  explored 
how teenagers  behave on soc ia l  network ing s i tes.  She conducted a  ser ies  of  16 open-ended inter v iews wi th  teenagers 
in  the i r  homes and addressed the fo l lowing top ics :  ( 1 )  the  cho ices , mot ivat ions and l i terac ies  shaping teenagers’  use of 
soc ia l  network ing s i tes , (2)  how they analyze  and in terpret  others’  prof i les  and (3)  the i r  on l ine  and of f l ine  re la t ionsh ips 
wi th  f r iends.  Boyd (2008)  a lso  made use of  in-depth in ter v iews to  ga in  ins ights  in to  why youth   the  soc ia l  network  s i te 
MySpace.  She explores  how teenagers  g ive  meaning to  prof i le  creat ion , ident i ty  per formance and pr ivacy on MySpace.  In 
the i r  focus group study of  teenagers’  percept ions and awareness of  d ig i ta l  technology, Hundley  & Shyles  (2010)  asked 
about  par t ic ipants’  (des i red)  possess ion of  d ig i ta l  technolog ies , the i r  fami l iar i ty  w i th  these technolog ies , what  they do 
wi th  them and how much t ime they spend us ing them.  Spec i f ica l ly  in  respect  of  soc ia l  network  s i tes , the  moderator  asked 
the group about  act iv i t ies  teenagers  per form, how many ‘ f r iends’  they have and how they control  in format ion on these 
s i tes.  The example top ics  be low are  based on the combined ideas of  these three researchers.

	 FACEBOOK

	 In ter v iewers  must  address  the fo l lowing top ics :

- 	 The cho ices , a t t i tudes , mot ivat ions and technica l  and 
cogni t ive  competenc ies  shaping par t ic ipants’  use 
of  Facebook (e.g .  how do people  fee l  about  tagg ing 
f r iends in  a  photo or  be ing tagged themselves?) 

- 	 The factors  that  can inf luence par t ic ipants’  cho ices , 
a t t i tudes , mot ivat ions and technica l  and cogni t ive 
competenc ies  to  use Facebook ins ide and outs ide 
the home ( i .e .  in  what  context  do people  prefer  to  use 
Facebook?)

- 	 The react ions of  par t ic ipants  to  these factors  and the 
impact  of  these factors

	 TWITTER

	 In ter v iewers  must  address  the fo l lowing top ics :

- 	 The cho ices , a t t i tudes , mot ivat ions and technica l  and 
cogni t ive  competenc ies  shaping par t ic ipants’  use of 
Twi t ter  (e.g .  how do people  fee l  about  ment ion ing 
people  in  tweets  or  be ing ment ioned?) 

- 	 The factors  that  can inf luence par t ic ipants’  cho ices , 
a t t i tudes , mot ivat ions and technica l  and cogni t ive 
competenc ies  to  use Twi t ter  ins ide and outs ide the 
home ( i .e .  in  what  context  do people  prefer  to  use 
Twi t ter?)

- 	 The react ions of  par t ic ipants  to  these factors  and the 
impact  of  these factors



DESCRIPTION In  per formance tests , respondents  are  prov ided wi th  tasks  to  be completed.  The i r  per for-
mance on these tasks  is  measured by obser v ing the i r  behav iour  dur ing the tasks.  Th is  method is  therefore 
a lso  f ramed as  an obser vat ional  method and prov ides a  rea l is t ic  v iew on respondents’  actua l  competenc ies.  To 
eva luate  how wel l  people  have per formed on a  task , ex is t ing research looks at  whether  the task was completed 
successfu l ly  (c f.  e f fect iveness)  and at  the amount  of  t ime people  spent  on a  task  (c f.  e f f ic iency).  To reduce the 
impact  of  env i ronment  and prov ide equal  oppor tun i t ies  to  each par t ic ipant , per formance tests  of ten happen in 
a  k ind of  lab set t ing .  Th is  set t ing may however  reduce the amount  of  re levant  contextua l  in format ion .  Another 
cr i t ic ism is  that  the presence of  the researcher  dur ing the test  can b ias  respondents’  per formances. 

NUMBER OF PARTICIPANTS

S (  5-20 )
M (  21-50 ) 
L  (  51-100 )

PARTICIPANTS ENGAGEMENT

high engagement

	 POSITIVE

- 	 Per formance tests  prov ide a  rea l is t ic  v iew 
	 of  people ’s  competenc ies.
- 	 Per formance tests , depending on the set t ing 

(not  a lways t rue for  a  lab set t ing), a lso 
	 prov ide ins ights  in to  body language and 
	 contextua l  in format ion (e.g .  where  in  the 

home soc ia l  media  are  used).

	 NEGATIVE

- 	 Per formance tests  are  ver y  labor ious for  both 
	 the researcher  and for  the respondent .
- 	 Because they are  t ime- and budget-consuming , 

they can only  be used for  smal ler  groups of 
	 respondents.
- 	 In  per formance tests , respondents’  behav iour  can 

be inf luenced by the presence of  the researcher 
or  other  people  in  the env i ronment .

PERFORMANCE

TEST



LITERATURE REVIEW The per formance test  seems to  be one of  the most  su i table  methods for  the d i rect  measure-
ment  of  actua l  media  l i teracy.  Two lead ing researchers  in  th is  area are  Harg i t ta i  (2005)  and van Deursen (2010).  Harg i t ta i 
made use of  per formance tests  to  ask about  100 randomly se lected web users  to  complete  e ight  tasks—for  example, 
look ing for  in format ion on job or  career  oppor tun i t ies  or  tax  forms.  Van Deursen used per formance tests  to  s tudy Internet 
sk i l l s .  He conducted per formance tests  in  three d i f ferent  contexts , in  each of  which the par t ic ipants  had to  conduct  d i f fe-
rent  operat ional , formal , in format ion and st rateg ic  tasks.  A cr i t ic ism of  both uses of  per formance tests  is  that  they were 
conducted in  a  s t r ic t  lab set t ing , caus ing informat ion loss  about  the context  of  use.  In  add i t ion , both s tud ies  neglected the 
cho ices  and mot ivat ions of  people  to  per form the tasks  in  a  par t icu lar  way.  To address  these comments , we conducted 
the per formance tests  in  an env i ronment  where the par t ic ipants  fe l t  a t  ease (cf.  home), prov id ing an oppor tun i ty  to  probe 
what  they th ink  and/or  fee l  whi le  per forming the act iv i ty  and to  d ig  deeper  in to  the par t ic ipants’  c r i t ica l  competenc ies.

	 FACEBOOK

- 	 Go to  the Facebook webs i te 
- 	 S ign in  wi th  a  fake account
- 	 Search the terms of  use of  Facebook 
- 	 Fi l l  in  your  prof i le  in format ion 
- 	 Customize your  pr ivacy set t ings 
- 	 Make your  last  act ion inv is ible  on your  t imel ine
- 	 Go to  your  act iv i ty  logbook , remove your  last  act iv i ty 
- 	 B lock the fo l lowing app ‘… ’ 
- 	 Inser t  a  YouTube movie  on your  prof i le  page 
- 	 Share  the YouTube v ideo wi th  ever y  one of  your 
	 Facebook f r iends/one person 
- 	 Create  an event , w i th  the in tent ion to  inv i te  people 
	 to  your  home
-	 Create  a  group, for  a  l imi ted number  of  f r iends 
- 	 Ensure  that  others  cannot  see what  adver t isements 

you l ike
- 	 Delete  the fake account

	 TWITTER

- 	 Go to  the Twi t ter  webs i te 
- 	 S ign in  wi th  a  fake account
- 	 Search the terms of  use of  Twi t ter 
- 	 Fi l l  in  your  b iography 
- 	 Customize your  pr ivacy set t ings
- 	 Share  a  l ink  f rom a news webs i te  through Twi t ter
- 	 Read a l l  recent  tweets  wi th  # . . .
- 	 Post  a  pr ivate  message 
- 	 Post  a  tweet 
- 	 Remove the tweet
- 	 Add an image to  a  tweet 
- 	 Give  a  response to  the tweet  of  others  (v ia  @ repl ies) 
- 	 Address  a  tweet  to  someone v ia  @ ment ions 
- 	 Fol low someone
- 	 Unfol low someone
- 	 Spread a  tweet  by  someone e lse  through retweets



DESCRIPTION In  the d iar y  method, par t ic ipants  are  asked to  record da i ly  act iv i t ies  or  exper iences as 
they occur, on a  paper  d iar y  or  in  an onl ine  d iar y  (c f.  in  the form of  an onl ine  quest ionna i re  wi th  many open 
f ie lds).  These d iar ies  can be s t ructured, w i th  predef ined quest ions , or  unst ructured, w i th  one quest ion and many 
open spaces.  The d iar y  method helps  par t ic ipants  to  accurate ly  ref lect  on the i r  exper iences.  In  re t rospect ive  
sur veys or  in ter v iews, the  exper iences may be min imised over  t ime and consequent ly  seen as  ins ign i f icant 
(Bolger, Dav is , & Rafae l i , 2003).  In  add i t ion , the  d iar y  method helps  to  accurate ly  assess  the f requency of  da i ly  
exper iences because af ter  a  whi le  the s imi lar i ty  and mundane nature  of  da i ly  act iv i t ies  makes th is  d i f f icu l t . 
Hence, the  d iar y  method can ra ise  issues that  d id  not  emerge in  sur veys , in ter v iews or  per formance tests  
because par t ic ipants  forgot  about  them, or  because we as  researchers  d id  not  ask  about  them.

	 POSITIVE

- 	 The d iar y  method helps  par t ic ipants  to 
remember  the ways they spend the i r  t ime. 

- 	 Researchers  have control  over  the ques-
t ions and can ask fo l low-up quest ions 

	 or  g ive  new inst ruct ions the next  day.
- 	 Par t ic ipants  are  encouraged to  g ive 
	 more informat ion about  some issues.
- 	 The inf luence of  the researcher  on 
	 the par t ic ipants  is  min imised.

PARTICIPANTS ENGAGEMENT

high engagement

	 NEGATIVE

- 	 I t  requ i res  a  h igh leve l  of  par t ic ipants’  commitment 
	 in  order  to  ach ieve re l iable  and va l id  data .
- 	 I t  i s  d i f f icu l t  to  conv ince par t ic ipants  that  they a lso  have 

to  record seemingly  mundane and low- leve l  act iv i t ies.
- 	 I t  in terrupts  the natura l  f low of  an act iv i ty.
- 	 The lack of  many lead ing quest ions means that  par t ic i -

pants  are  somet imes uncer ta in  about  what  to  repor t .
- 	 Habi tuat ion , and more spec i f ica l ly  the development  of 
	 a  hab i tua l  response s ty le  when making d iar y  entr ies , 
	 may have some deleter ious  ef fects.

DIARY

STUDY

NUMBER OF PARTICIPANTS

S (  5-20 )
M (  21-50 ) 
L  (  51-100 )



LITERATURE REVIEW Despi te  the many advantages of  the d iar y  method for  measur ing people ’s  media  l i teracy, ver y 
few stud ies  have made use of  th is  method.  Ladbrook and Prober t  (2011)  u t i l i sed the d iar y  method to  ga in  ins ights  in to 
adolescents’  in format ion sk i l l s  and cr i t ica l  l i teracy when search ing for  in format ion onl ine.  The s tudents  had to  respond 
ever y  day for  14 days to  the fo l lowing quest ions :  What  d id  you read? Why d id  you go to  th is?  What  d id  you f ind out?  How 
long d id  you do th is  for?  How d id  you fee l  whi le  you were do ing th is?  Our  cr i t ic ism on Ladbrook and Prober t ’s  use of  the 
d iar y  method is  that  they d id  not  take account  of  the fact  that  people  do not  a lways search for  in format ion onl ine  because 
informat ion somet imes automat ica l ly  comes to  people.  In  add i t ion , not  a l l  in format ion onl ine  can be ‘ read’  (c f.  read ing a 
text ) ;  in format ion onl ine  may a lso occur  as  v isua ls.  Granted these cr i t ic isms, the d iar y  method can st i l l  ser ve as  a  va luable 
method of  measur ing soc ia l  media  l i teracy. 

	 FACEBOOK

- 	 Durat ion of  your  Facebook v is i t  … act ive ly 
and … pass ive ly

- 	 On Monday, Tuesday, Wednesday, Thurs-
day, Fr iday, Saturday, Sunday, I  have done 
the fo l lowing :  . . .

- 	 In  the fo l lowing c i rcumstance/context 
(e.g .  dur ing class , on a  break at  work  . . .

- 	 Because …
-	 I  was th ink ing about  … before/dur ing and/

or  af ter  the act iv i ty
- 	 I  fe l t  (e .g .  pos i t ive, happy, angr y)  … af ter 

the act iv i ty
- 	 Because …

	 TWITTER

- 	 Durat ion of  your  Twi t ter  v is i t  … act ive ly 
and … pass ive ly

- 	 On Monday, Tuesday, Wednesday, Thurs-
day, Fr iday, Saturday, Sunday, I  have done 
the fo l lowing :  . . .

- 	 In  the fo l lowing c i rcumstance/context 
(e.g .  dur ing class , on a  break at  work  . . .

- 	 Because …
-	 I  was th ink ing about  … before/dur ing and/

or  af ter  the act iv i ty
- 	 I  fe l t  (e .g .  pos i t ive, happy, angr y)  … af ter 

the act iv i ty
- 	 Because …



DESCRIPTION The r ise  of  the Internet  and of  soc ia l  media  s i tes  has generated a  lo t  of  data  about  user 
behav iour  that  could  be used for  research on (soc ia l )  media  l i teracy.  Th is  data  is  s tored through cook ies  and 
log f i les  by  a lmost  a l l  webs i tes.  The col lect ion of  th is  data  can be ach ieved by means of  Appl icat ion Program 
Inter faces (APIs).  The col lected data  can conta in  a l l  sor ts  of  user  in format ion (e.g .  tags , t ime of  upload, number 
of  comments).  They can a lso be he lpfu l  in  recru i t ing respondents  wi th  spec i f ic  prof i les  by  categor iz ing them 
on the bas is  of  th is  user  data .  Most  major  plat forms, such as  Google  or  Twi t ter, o f fer  deta i led documentat ion 
about  the i r  APIs.  Data  col lect ion through APIs  is  inherent ly  non int rus ive, as  i t  does not  requ i re  d i rect  in terac-
t ion wi th  plat form users.  The data  col lect ion happens instantaneously  and can be repeated as  of ten as  requ i red. 
When used in  combinat ion wi th  in ter v iews, focus groups, or  other  methods, data  min ing f i ts  in to  a  netnography  
approach , which uses onl ine  communicat ions for  the ethnographic  understanding of  human behav iour.

	 POSITIVE

- 	 Data  min ing is  unobtrus ive. 
- 	 The data  can be col lected 
	 instantaneously  and repeatedly.
- 	 A lo t  of  data  can be col lected qu ick ly 
	 and cheaply. 
- 	 Access to  contents  and recorded 
	 in teract ion data  is  easy, and a l lows stor-

age in  a  ded icated research database.
- 	 B ig  data  ret r ieved through data  min ing 

can eas i ly  be combined wi th  data  f rom 
other  research methods (e.g .  sur vey).

PARTICIPANTS ENGAGEMENT

low engagement

	 NEGATIVE

- 	 Representat iveness of  the sample 
	 may be problemat ic . 
- 	 Researchers  have l i t t le  or  no ins ight 

in to  the poss ible  sampl ing and se lect ion 
mechanism of  the API. 

- 	 The blurred d is t inct ion between publ ic 
and pr ivate  spaces on the Internet  ra ises 
eth ica l  i ssues concern ing the use of 

	 data  min ing techniques. 
- 	 Data  min ing requ i res  the researcher 
	 to  have a  spec i f ic  sk i l l  set .

NUMBER OF PARTICIPANTS

S (  5-20 )
M (  21-50 ) 
L  (  51-100 )
XL (  > 100 )

DATA

MINING



LITERATURE REVIEW Socia l  media  of fer  un l imi ted access to  authent ic , re levant  and deta i led consumer-to-consumer 
 communicat ion .  The use of  th is  in format ion can y ie ld  deep ins ights  in to  users’  exper iences.  In  h is  s tudy on v loggers , 
Snelson (2013)  could  f ree ly  access informat ion about  the number  of  v iews each v ideo at t racted, and the number  of  l ikes , 
comments  and d is l ikes.  Demographic  in format ion such as  age and gender  was a lso publ ic ly  ava i lable  on users’  YouTube 
prof i les.  Snelson a lso looked at  the context  in  which the v ideos were recorded, the  content  of  the v logs , pat terns  of  speech 
or  behav iour  and mot ivat ions for  v logg ing .  A l l  th is  in format ion could  be obta ined in  an unobtrus ive, natura l is t ic  and cheap 
way.  D ’Heer, Verdegem and Mechant  (2013)  gathered a l l  tweets  wi th  the hashtag #vk2012 dur ing a  predef ined t ime per iod, 
us ing the YourTwapperKeeper  appl icat ion .  Th is  way, they were able  to  look for  l inks  between soc ia l  and mass media  in 
order  to  ga in  an explorator y  understanding of  poss ible  in terplay  between media  agendas, pol i t ica l  agendas and publ ic 
op in ion .  A l though these s tud ies  resu l ted in  some interest ing conclus ions about  soc ia l  media  behav iour, the  use of  data 
min ing techniques for  research on (soc ia l )  media  l i teracy is  sparse i f  not  nonex is tent .
 

	 FACEBOOK

- 	 What  k ind of  content  does 
	 the person post  most  of ten?
- 	 When does the person most 
	 of ten post  content?
- 	 How many t imes per  week does 
	 the person post  th is  k ind of  content?
- 	 How many t imes per  day does the 
	 person l ike  content? 
- 	 How many t imes per  month does 
	 the person share  content?

	 TWITTER

- 	 What  k ind of  tweets  does 
	 the person post  most  of ten?
- 	 When does the person most  of ten tweet?
- 	 How many t imes per  week does the 
	 person post  tweets?
- 	 How many t imes per  day does 
	 the person favor i te  tweets?
- 	 How many t imes per  month does the 
	 person retweet  other  user ’s  tweets?



DESCRIPTION Probes are  des ign-or iented user  research inst ruments , o f ten in  the form of  boxes , that  s tudy 
user  exper iences in  the i r  natura l  context .  They are  based on se l f-documentat ion and inv i te  respondents  to  
ref lect  on and verbal ize  the i r  exper iences, fee l ings and at t i tudes.  Prob ing boxes can be used to  inform researchers 
and to  establ ish  a  conversat ion between users  and researchers.  They may cons is t  of  cameras , maps, photo 
a lbum, d iar ies , pens and other  creat ive  ar tefacts.  The boxes conta in  open-ended and ambiguous tasks  (e.g . 
photographing and answer ing quest ions on i l lust rated postcards)  w i th  the purpose of  explor ing ideas about 
new poss ib i l i t ies  rather  than rev is i t ing needs and des i res  that  are  a l ready clear ly  establ ished and understood. 
Respondents  carr y  out  the tasks  and return the i r  completed probes to  the researchers , phys ica l ly  or  v i r tua l ly. 

NUMBER OF PARTICIPANTS

S (  5-20 )
M (  21-50 )

	 POSITIVE

- 	 Exper iences are  s tud ied in  the i r  natura l  context . 
- 	 Probes can establ ish  a  conversat ion between 

user  and researcher. 
- 	 Probes can uncover  new ideas and unknown  

des i res  or  concerns , as  wel l  as  insp i r ing users 
and researchers. 

- 	 Users  tend to  f ind the tasks  pleas ing . 
- 	 Resul ts  may y ie ld  hol is t ic  perspect ives  and v iv id 

in format ion on ind iv iduals  and the i r  contexts.

PARTICIPANTS ENGAGEMENT

ver y  h igh engagement

	 NEGATIVE

- 	 The openness of  the tasks  makes the qual i ty  of 
the resu l ts  uncer ta in  and may lead respondents 
in  unexpected d i rect ions. 

- 	 Users  may be unsure  what  the researcher  is 
look ing for  and consequent ly  fee l  uncer ta in  about 
some of  the tasks. 

- 	 A lo t  depends on the mot ivat ion and de l iberat ion 
of  respondents. 

- 	 Complet ing the tasks  is  t ime-consuming . 
- 	 Creat ing the prob ing box is  t ime-consuming .

PRO

BES



LITERATURE REVIEW In  the i r  research on a l ternat ive  media  channels  for  urban youth , A l l , Coorev i ts  and Schuurman 
(2013)  used probes to  map the needs and act iv i t ies  of  young people  on soc ia l  media .  They gave seven young people  da i ly 
tasks  over  a  per iod of  seven days , includ ing gather ing informat ion , apply ing for  a  job, shar ing exper iences and buy ing 
i tems.  Th is  way, probes can uncover  prev ious ly  unknown thoughts  and concerns.  In  respect  of  soc ia l  media  l i teracy, probes 
can be used to  ass ign spec i f ic  soc ia l  media  tasks  to  respondents , in  which they would  have to  document  the i r  thoughts 
and fee l ings us ing cameras , drawings or  p ic tures.  Tasks might  a lso  include generat ing content , such as  a  shor t  movie 
c l ip  or  a  photo, to  post  la ter  on a  soc ia l  media  s i te.  In  th is  way, researchers  can ga in  ins ights  in to  respondents’  thoughts 
and cons iderat ions whi le  per forming cer ta in  tasks.  Probes g ive  par t ic ipants  the f reedom to  openly  d iscuss , draw or  wr i te 
down the i r  fee l ings.  Wi th in  the f ie ld  of  soc ia l  media  l i teracy research , however—despi te  the i r  h igh potent ia l—probes are 
underut i l i zed.

	 FACEBOOK

- 	 Make a  v ideo about  your  day and post  i t  on 
	 your  Facebook prof i le .  Wr i te  down your  thoughts 

and fee l ings on the inst ruct ion card
- 	 Make a  pen-and-paper  drawing of  how you 
	 th ink  you come across  on your  Facebook prof i le
- 	 Wr i te  down your  thoughts  whi le  scrol l ing your 

Facebook newsfeed
- 	 Wr i te  down the most  annoy ing posts  you see 

today and expla in  why you p icked them
-	 Draw your  idea l  prof i le  p ic ture.  Wr i te  down your 

thoughts  and fee l ings on the inst ruct ion card
- 	 Us ing pen and paper, draw p ic tures  you would 

never  post  on Facebook yourse l f.  Po int  out  the 
features  that  should  bother  you most

	 TWITTER

- 	 Make a  v ideo about  your  day and at tach 
	 the l ink  to  a  tweet  about  i t .  Wr i te  down your 
	 thoughts  and fee l ings on the inst ruct ion card
- 	 Make a  pen-and-paper  drawing of  how you 
	 th ink  you come across  on your  Twi t ter  prof i le
- 	 Wr i te  down your  thoughts  whi le  scrol l ing 
	 your  Twi t ter  feed
- 	 Wr i te  down the most  annoy ing tweets  you 
	 see today and expla in  why you p icked them
-	 Draw your  idea l  prof i le  p ic ture.  Wr i te  down your 

thoughts  and fee l ings on the inst ruct ion card



DESCRIPTION

	 POSITIVE 	 NEGATIVE

PARTICIPANTS ENGAGEMENTNUMBER OF PARTICIPANTS

YOUR

METHOD

This  empty  card is 
to  encourage ad-
d i t ional  methods 
to  be added to  the 
toolk i t , but  you 
can a lso opload 
your  own ideas 
onl ine  through the 
EMSOC webs i te. 
Any feedback on 
the cards , shor t-
comings or  sug-
gest ions for  ext ra 
methods are  ver y 
welcome.

www.emsoc.be
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A

Seven-point  L iker t  sca les  can a lso be used for  these 
quest ions.  They have the advantage of  be ing the 
most  re l iable  sca les , and they reduce the round-
ing error.  However, increas ing the number  of  sca le 
po ints  may a lso increase admin is t rat ion costs , non-
response b ias  and respondent  fa t igue.  When sca les 
are  be ing averaged in  analyses , the  cost  of  increas ing 
the sca le  po ints  wi l l  probably  outweigh the benef i ts . 
When work ing wi th  ind iv idual  sca les , the  benef i ts 
of  seven-point  sca les  usual ly  outweigh the costs. 

B

This  quest ion takes up a  lo t  of  space in  a  sur vey 
and requ i res  in tense th ink ing by par t ic ipants.  When 
space is  l imi ted, researchers  can opt  for  the fo l low-
ing quest ion , us ing the same i tems:  ‘Which of  the 
fo l lowing act iv i t ies  have you done in  the past  year/
month? ’  I t  i s  impor tant , however, to  rea l i ze  that  deep-
er  in format ion is  lost  when us ing th is  last  quest ion . 

C

These two quest ions use the same i tems l is ted  
be low, but  uncover  d i f ferent  (a l though re lated)  cog-
n i t ive  competenc ies :  what  people  know about  how 
soc ia l  media  or  users  operate, and in  how far  they 
would  mind i f  they would  operate  in  cer ta in  ways. 

Cook ie 

A cook ie  is  an amount  of  data  that  a  ser ver  sends to 
the browser  to  be saved and sent  back to  the ser ver 
on your  next  v is i t .  Th is  a l lows the ser ver  to  recog-
n ize  the browser  and t rack what  the user, or  the web 
browser, has  done in  the past .

Log f i le

A logf i le  is  a  f i le  that  records events  that  happen whi le 
an operat ing system or  other  sof tware  is  runn ing .

API

An API  is  a  def ined set  of  request  messages, a long wi th 
a  def in i t ion of  the s t ructure  of  response messages, that 
enables  automated and repeatable  col lect ion of  data .

V logs

Vlogs or  v ideo logs are  a  form of  blog in  which the 
medium is  v ideo.  A v logger  is  someone who regular ly 
posts  v logs onl ine  (on the i r  blog , on YouTube etc. ).

Your twapperkeeper

YourTwapperKeeper  is  an open source appl icat ion 
that  enables  researchers  to  t rack , arch ive  and share 
datasets  of  tweets  re la t ing to  var ious keywords.

NOTES + GLOSSARY
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