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New Organizational Forms and ICTs

Digital Communities

O
nline

O
ffline

Interplay

Collective Action Crowdfunding
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Interactions, Social Structures & Systems

How the structure of  social relations develops and affects online and 
offline behaviors in new organizational forms
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The Network Approach

actors connections

contents circulation

diffusion
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Network Questions

How do online and offline networks affect 
individual behaviors and outcomes that have a 

collective impact for organizations, businesses and, 
more broadly, our society? 

Network evolution
over time

Interplay between 
online & offline networks
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From tweets to communication networks

Movember: A digital movement for men’s health
• Raise awareness of  prostate and testicular cancer

• Support medical research via online peer-to-peer fundraising

5 millions participants
55 millions dollars in donations

1,200 health projects
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From tweets to communication networks
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From tweets to communication networks

NETWORKS?
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From tweets to communication networks

Source Target
@A @B

@A @C

@C @D

@E @E

MENTION
@A: @B join me in Movember to raise
awareness of  prostate and testicular
cancer!

TWEET
@E: I am raising funds for 
#Movember! Help me raise awareness
of  prostate and testicular cancer!

RETWEET
@A: RT @C Help me change the fce
of  men’s health! Donate at the link: …

REPLY
@C: @D, sure I will join you in raising
awareness for #Movember!

Gephi
NetowrkX
Etc.
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From tweets to communication networks

#Movember Communication Network On Twitter

#Mo fundraisers are nodes
Retweets, mentions and replies are edges

Regular tweets are self-loop (identifying isolates)

Network generated from Twitter activity (with 
#Movember-related) of  official Movember 
fundraisers during the US 2014 campaign

Chapter 3 in Priante, A. (2019). Tweet your #mo and save a bro: Micro-mobilization dynamics and outcomes of  online social movement campaigns. 
Enschede: University of  Twente. https://doi.org/10.3990/1.978903657222.
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From tweets to communication networks

#Movember Communication Network On Twitter

Chapter 3 in Priante, A. (2019). Tweet your #mo and save a bro: Micro-mobilization dynamics and outcomes of  online social movement campaigns. 
Enschede: University of  Twente. https://doi.org/10.3990/1.978903657222.

What is the impact of  
communication networks on 
mobilization outcomes, such 

as conversations?
(MACRO/COLLECTIVE)
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Chapter 3 in Priante, A. (2019). Tweet your #mo and save a bro: Micro-mobilization dynamics and outcomes of  online social movement campaigns. Enschede: University of  
Twente. https://doi.org/10.3990/1.978903657222.



14

Why Communication Networks?

#Movember Communication Network On Twitter

Chapter 3 in Priante, A. (2019). Tweet your #mo and save a bro: Micro-mobilization dynamics and outcomes of  online social movement campaigns. 
Enschede: University of  Twente. https://doi.org/10.3990/1.978903657222.

What is the impact of  online 
communication networks on 

individual and collective 
efforts in fundraising 
outcomes during the 

campaign?



0

100

200

300

400

500

600

700

800

900

1000
15

/1
0/

14

16
/1

0/
14

17
/1

0/
14

18
/1

0/
14

19
/1

0/
14

20
/1

0/
14

21
/1

0/
14

22
/1

0/
14

23
/1

0/
14

24
/1

0/
14

25
/1

0/
14

26
/1

0/
14

27
/1

0/
14

28
/1

0/
14

29
/1

0/
14

30
/1

0/
14

31
/1

0/
14

1/
11

/1
4

2/
11

/1
4

3/
11

/1
4

4/
11

/1
4

5/
11

/1
4

6/
11

/1
4

7/
11

/1
4

8/
11

/1
4

9/
11

/1
4

10
/1

1/
14

11
/1

1/
14

12
/1

1/
14

13
/1

1/
14

14
/1

1/
14

15
/1

1/
14

16
/1

1/
14

17
/1

1/
14

18
/1

1/
14

19
/1

1/
14

20
/1

1/
14

21
/1

1/
14

22
/1

1/
14

23
/1

1/
14

24
/1

1/
14

25
/1

1/
14

26
/1

1/
14

27
/1

1/
14

28
/1

1/
14

29
/1

1/
14

30
/1

1/
14

1/
12

/1
4

2/
12

/1
4

3/
12

/1
4

4/
12

/1
4

5/
12

/1
4

6/
12

/1
4

7/
12

/1
4

8/
12

/1
4

9/
12

/1
4

10
/1

2/
14

11
/1

2/
14

12
/1

2/
14

13
/1

2/
14

14
/1

2/
14

15
/1

2/
14

Volume of  #Movember Tweets sent by Movember fundraisers during the 2014 US campaign

0

10000

20000

30000

40000

50000

60000

70000

80000

15
/1

0/
14

16
/1

0/
14

17
/1

0/
14

18
/1

0/
14

19
/1

0/
14

20
/1

0/
14

21
/1

0/
14

22
/1

0/
14

23
/1

0/
14

24
/1

0/
14

25
/1

0/
14

26
/1

0/
14

27
/1

0/
14

28
/1

0/
14

29
/1

0/
14

30
/1

0/
14

31
/1

0/
14

1/
11

/1
4

2/
11

/1
4

3/
11

/1
4

4/
11

/1
4

5/
11

/1
4

6/
11

/1
4

7/
11

/1
4

8/
11

/1
4

9/
11

/1
4

10
/1

1/
14

11
/1

1/
14

12
/1

1/
14

13
/1

1/
14

14
/1

1/
14

15
/1

1/
14

16
/1

1/
14

17
/1

1/
14

18
/1

1/
14

19
/1

1/
14

20
/1

1/
14

21
/1

1/
14

22
/1

1/
14

23
/1

1/
14

24
/1

1/
14

25
/1

1/
14

26
/1

1/
14

27
/1

1/
14

28
/1

1/
14

29
/1

1/
14

30
/1

1/
14

1/
12

/1
4

2/
12

/1
4

3/
12

/1
4

4/
12

/1
4

5/
12

/1
4

6/
12

/1
4

7/
12

/1
4

8/
12

/1
4

9/
12

/1
4

10
/1

2/
14

11
/1

2/
14

12
/1

2/
14

13
/1

2/
14

14
/1

2/
14

15
/1

2/
14

Donations ($) raised by Movember fundraisers during the 2014 US campaign



Pre-campaign First 2 weeks Second 2 weeks Post-campaign

The #Movember fundraisers’ campaign on Twitter over time.
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Communication Networks Evolution & Fundraising

Chapter 3 in Priante, A. (2019). Tweet your #mo and save a bro: Micro-mobilization dynamics and outcomes of  online social movement campaigns. 
Enschede: University of  Twente. https://doi.org/10.3990/1.978903657222.
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THANK YOU FOR YOUR 
ATTENTION!
QUESTIONS?

a.priante@utwente.nl
@AnnaPriante

www.annapriante.com


