
 

 

 University of Groningen

Opinion Dynamics in Online Social Media
Keijzer, Marijn

DOI:
10.33612/diss.196882523

IMPORTANT NOTE: You are advised to consult the publisher's version (publisher's PDF) if you wish to cite from
it. Please check the document version below.

Document Version
Publisher's PDF, also known as Version of record

Publication date:
2022

Link to publication in University of Groningen/UMCG research database

Citation for published version (APA):
Keijzer, M. (2022). Opinion Dynamics in Online Social Media. [Thesis fully internal (DIV), University of
Groningen]. University of Groningen. https://doi.org/10.33612/diss.196882523

Copyright
Other than for strictly personal use, it is not permitted to download or to forward/distribute the text or part of it without the consent of the
author(s) and/or copyright holder(s), unless the work is under an open content license (like Creative Commons).

The publication may also be distributed here under the terms of Article 25fa of the Dutch Copyright Act, indicated by the “Taverne” license.
More information can be found on the University of Groningen website: https://www.rug.nl/library/open-access/self-archiving-pure/taverne-
amendment.

Take-down policy
If you believe that this document breaches copyright please contact us providing details, and we will remove access to the work immediately
and investigate your claim.

Downloaded from the University of Groningen/UMCG research database (Pure): http://www.rug.nl/research/portal. For technical reasons the
number of authors shown on this cover page is limited to 10 maximum.

Download date: 24-05-2023

https://doi.org/10.33612/diss.196882523
https://research.rug.nl/en/publications/0366219d-c016-49ea-9420-40b9f758b434
https://doi.org/10.33612/diss.196882523


 

Propositions: 

1. Opinion dynamics in online social media result from a complex social process that 

cannot be understood by only studying the individual parts of the system in 

isolation.  

2. Personalization algorithms may curb instead of induce political polarization in 

online social media, because they prevent exposure of certain opinions to the 

individual user that would trigger repulsive influence in that user.  

3. Research on social influence should carefully consider the bounds of opinion scales 

in both theory construction and measurement. 

4. The property of social media to immediately broadcast messages to a user’s 

complete set of contacts (one-to-many communication) contributes to cultural 

isolation and opinion polarization in the network at large. 

5. The isolating effects of one-to-many communication are particularly strong in 

clustered networks.  

6. Research on the role of social bots in the spreading of (mis)information 

underestimates the effect of bots when focusing attention on bot’s influence only on 

its followers whilst ignoring users who are indirectly connected to the bot. 

7. Low activity rates of social bots and weak connectivity to human social media users 

are poor indicators for social bots’ abilities to influence public debate.  

8. Comparison of competing agent-based models through model alignment and a 

gradual increase of model complexity is critical for the advancement of theoretical 

knowledge.  

9. Rigorous formal modeling of complex systems is instrumental in helping 

computational social science leverage the full potential of large-scale observational 

data on human behavior.  

10. Intuition is not a very good guide for predicting what even a very simple dynamic 

model will produce.                                             –Robert 

Axelrod 

11. Oslo has more than one airport. 


