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ABSTRACT  

Social media have great potential to support diverse information sharing, but there is widespread 

concern that platforms like Twitter do not result in communication between those who hold 

contradictory viewpoints.  Because users can choose whom to follow, prior research suggests 

that social media users exist in ñecho chambersò or become polarized. We seek evidence of this 

in a complete cross section of hyperlinks posted on Twitter, using previously validated measures 

of the political slant of news sources to study information diversity.  Contrary to prediction, we 

find that the average account posts links to more politically moderate news sources than the ones 

they receive in their own feed. However, members of a tiny network core do exhibit cross-

sectional evidence of polarization and are responsible for the majority of tweets received overall 

due to their popularity and activity, which could explain the widespread perception of 

polarization on social media.    
 

Keywords: Social media, diversity, homophily, echo chambers, polarization, network analysis, 

political slant 
 

  

                                                      
1 Please direct correspondence to jccs@bu.edu 



2 

 

Network structure and patterns of information diversity on Twitter  

1. INTRODUCTION  

Because anyone can post and re-share content, social media has been connected to 

increased participation and diversity of expression, raising hopes for a role for social media in 

promoting innovation, building social capital and empowering workers within firms and in 

society in general (An et al., 2011; Bertot, et al., 2010; Kane et. al, 2009; Woodly, 2008).  Given 

the opportunities available in big data and the imperative to make use of them (LaValle, et al, 

2013), business leaders have turned in increasing numbers to analyzing social media data in 

order to learn from customers (Culnan, McHugh, and Zubillaga, 2010; He, Zha and Li, 2013; 

Chen, Chiang, and Storey, 2012), and computer scientists have developed many tools to help 

achieve these ends (see e.g. Pang and Lee, 2008).  Firms have also adopted internal social 

networking platforms in great numbers.  Yammer, a popular enterprise social networking 

platform, claims to be used by more than 500,000 firms, including 85% of the Fortune 500 

(Yammer, 2015).  

It is easy to see why many see social media as potentially valuable external sources and 

internal conduits of diverse knowledge (Kane, Majchrzak and Ives, 2010). Innovation has long 

been seen as deriving from recombining diverse ideas (Schumpeter, 1934), and diverse ideas are 

assumed to flow through diverse networks (Hampton, Lee, and Her, 2011) like those created by 

connecting a diverse user base via social media. In general, diversity among individuals is 

thought to lead to better performance in solving problems (Hong and Page, 2004) and modern 

crowdsourcing approaches to innovation would seem to thrive on the fuel of diversity (Jeppesen 

and Lakhani, 2010).   




