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什么是传播学

使用 结构 过程 内容 效果
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1.使用 – 用户/行为分析

Ø 互联网使用
q采纳 (survey: use or not)
q行为模式

q生产/消费 (digital marketing/advertising) 

Ø 受众/行为分析
q电视收视率

q动态 + 结构

q时间 + 网络
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1.使用 – 数字节律
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Liang, H. & Shen, F. (2018). Birds of a schedule flock together. CHB

Figure 1. Social media users’ activity rhythm more similar to their followees’ 
than to their followers’. 



1.使用 – 隐私
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Liang, H. & Fu, K. W. (2017). Information overload, similarity, and redundancy. JCMC

Liang et al., (2017). Privacy protection and self-disclosure across societies. NMS



2.结构 – 网络分析

Ø宏观结构
q制度、政体、规范、文化等

 →

q网络结构: 关系网络的结构特征.

Ø微观交互（涌现）
q自我中心网 → 全网

q社会选择与社会影响
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2.结构 – 碎片化 

7

Liang, H. (2014). The organizational principles of online political discussion. HCR
Adamic & Glance (2005). The political blogosphere and the 2004 US 
election: divided they blog. ACM
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2.结构 – 对话规范
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Liang, H. (2014). The organizational principles of online political discussion. HCR



2.结构 – 网络与内容冗余性
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Liang, H. & Fu, K. W. (2017). Information overload, similarity, and redundancy. JCMC
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2.结构 – 网络与内容冗余性

10

Liang, H. & Fu, K. W. (2019). Network redundancy and information diffusion. CR
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3.扩散 – 扩散网络

Ø 卡茨-拉扎斯菲尔德: 两级传播理
论

q追踪传播路径?

q传播网络?

q传播路径的形成?

q信息扩散 -> 影响力扩散 (personal 
influence)

q社会选择 (homophily-driven diffusion) 
vs. 社会影响
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3.扩散 – 级联

q传播结构
q深度

q广度

q结构性扩散度 (Goel et al., 2016)

q…
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Liang, H. (2018). Broadcast versus viral spreading. JOC



3.扩散 – 级联
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4.内容 – 文本挖掘

Ø 作为测量的文本挖掘
q 规模化传统方法 

q 测量已有概念

q 创造新的概念

Ø 作为分析的文本挖掘
q 文本作为因变量/自变量/混淆变量

q 与其它方法相结合：文本+网络分析
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4.内容 – 共同话语基础
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1 
	

 

B. The evolution of semantic network 

 
C. The evolution of interpretive network 

Figure 2. The evolution of discussion and cognitive networks over 13 months.
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Liang, H. (2014). Coevolution of political discussion and 
common ground in web discussion forum. SSCR 



4.内容 – 网络 Î 共同话语基础

Ø 协同演化模型 (bipartite network)
qH1 is related to whether agreement leads to discussion ({𝑌!" + 𝑌#"} ⇒ 𝑋!#)
qH2 focuses on whether discussion leads to agreement ({𝑋!# + 𝑌!"} ⇒ 𝑌#")
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Liang, H. (2014). Coevolution of political discussion and common ground in web discussion forum. SSCR 
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4.内容 – 网络 Î 共同话语基础
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Liang, H. (2014). Coevolution of political discussion and common ground in web discussion forum. SSCR 
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5.效果 – 因果推断

Ø 观察性数据
q 自然实验

q 因果推断 (counterfactual: RCM/PCM)
q (digital) 现场试验

Ø 文本 (内容) 效果
q 自变量 (e.g., text effect)
q 混淆变量 (e.g., high dimensional control through deep learning)
q 因变量 (e.g., predicting topic prevalence)
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5.效果 – 不文明言语之后果

• Incivility ® Engagement/参与 (#/%)
• 用户

• Influence, ability, etc.
• Repeated observations ®  Fixed effect

• 背景
• Timing: competing threads, audience 

availability etc. 

• 文本
• Other than “uncivil” words
• High dimensional
• Double machine learning (Chernozhukov 

et al., 2018)
• Doubly robust learner (Kennedy, 2020)
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5.效果 – Double Machine Learning

• Double Machine Learning

1. 𝑀!(𝑌~𝑋)
2. 𝑀"(𝑇~𝑋)
3. ,𝑌 = 𝑌 −𝑀!(𝑋); ,𝑇 = 𝑇 −𝑀"(𝑋)
4. ,𝑌 = 𝛼 + 𝜏 ,𝑇 + 𝑓𝑒 𝑖𝑑 +?
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5.效果 – 不文明言语之后果

log(#replies) (engagement) LIHKG %uncivil_replies (contagion) LIHKG
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5.效果 – (Latent) 文本效果
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No. Keywords Manual 
label

1 bread, pool, house, resort, favorite, drive, sausage, chicken, 
politely, think

Food

2 inform, fact, double, fund, yell, reach, remainder, final, 
instead, deposit Misc.

3 room, time, floor, one, bathroom, two, area, can, though, 
use Room

4 call, tell, manager, speak, say, check, ask, situation, finally, 
call_back

Call-
complaint

5 one, hotel, room, make, offer, see, think, get, check-in, 
include Check-in

Huang, G. & Liang, H. (2021). Textual effects of consumer reviews. JBR
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小结

•计算xxx研究有什么理论贡献？
• 计算社会科学在现代化（modernize），而非取代传统社会科学。

• 计算方法是社会科学研究方法中的一种。

• 新的理论往往伴随新的方法（研究设计），但这并非必然。

• 还需不需要理论？

• 是技术/现象还是方法带来/需要新的理论？
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CCR from Social Media to AIGC

CCR Social Media AIGC

As Medium
(XX) Use of XX (XX) Use of XX
Representation (Bias) Representation (Bias)
CMC: P - C - P HMC: P - M or P - M -P

As Channel/Tool

Social/Political/Communication 
goals Applications + S/P/C applications

Field experiments Research tools: classification, 
stimuli design, writing tasks

As Data Source
Recruit Respondents as Responses?

Unobtrusive data ?? Prompt-dependent
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AI on Human Communication
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Q&A
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