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The problem

● Social-media data is - contrary to most other language data - very 

contemporary in its form

● There are a wide variety of social networks, not all of them widely 

known

● Each of them is constantly evolving to meet user and market needs (or 

because of the owner’s inscrutable whims)

● Most corpora do not reflect this in their metadata
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“Big in Japan”

● Hyves 
○ Focused on the Netherlands (available in Dutch and English 
○ 2004 - 2013
○ At its peak 10.3 million accounts (NL population ~ 16 million)

● Orkut
○ Brazil
○ 2004 - 2014

● StudiVZ
○ Germany
○ 2005 - 2022

● VKontakte 
○ Russia
○ 2006 - 
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“Remember those?”

● Myspace
○ Surprisingly still online

● Google+
○ 2011 - 2019
○ Following Google Wave and Orkut
○ Heavily pushed and then abandoned by Google

● Geocities
○ 1994 - 2009
○ Closure resulted in huge concerted archiving efforts
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“In the margins”

● Diaspora

● Mastodon (before 2022)

● Tumblr
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“The next big thing?”

● Bluesky
○ For a long time invite-only

● Threads
○ Started “late” in the EU
○ Heavily pushed via Instagram

● Mastodon
○ if you’re German
○ and/or are in academia
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“My, how you’ve changed!”
   Twitter evolution and devolution
● A tweet has a limit of 140 characters (including your username)
● A tweet has a limit of 140 characters (excluding your username)
● A tweet has a limit of 280 characters

● URLs count towards the character limit
● URLs do not count toward the character limit 

● URLs in a tweet generate a preview
● URL previews obfuscate the domain of the URL

 
● All tweets are openly visible
● No, they are not
● Maybe they are? Sometimes
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This is a chat
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Conclusion

● Social media environments have a large variance
● The environment is important to understand social interactions and the 

language production situation
● Knowing that a certain communication item is “a tweet” or “a chat message” 

is not enough detail
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Suggestion

● Add a section to the corpus metadata/description detailing the specific 
environment

● Basically, instead of “this corpus contains Twitter data” -> “This corpus 
contains data from Twitter and when it was collected Twitter looked like this”

● Which info should be collected?
○ To be discussed in the community. The following slides contain some ideas…
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Which info should be collected

● Follow model, social graph
● What is the “entry point” for a user

○ “for you” page?
○ Can you only see messages from people you selected yourself?
○ Is there some additional information in a side column? (related topics)
○ Are there global, local, personal trends that users might refer to?
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Which info should be collected

● Mode of interaction
○ Retweets vs Quote Tweets
○ Subtweeting
○ Drukos vs. Drükos
○ Is threading possible? common? encouraged?
○ Is there moderation? Does it follow clear and documented standards?
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Which info should be collected

● Type of items
○ Text, photo, video, audio

● Mode of text entry
○ Which device is commonly used for interaction?
○ Modern autocomplete or T9 style or none at all?
○ Are there emojis? emoticons? gifs? stickers?

● Limitations
○ Character limit
○ Language support (“full” unicode, RTL languages)
○ Usable with screen readers
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Conclusion

● Social media corpora can cover a huge variety of services
● Especially with Twitter no longer being the easy to use go-to service, variety 

of social media corpora is expected to grow
● Environments can differ a lot from service to service

○ and even within the same service over time
● Services die and will be forgotten

● Therefore: detailing the service / environment should be an essential part of 
the documentation
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Questions & Discussion
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