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Construct of  Interest?
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Construct development: Great way to make contributions to the field!

Examples of new constructs & measures:

New Ways to Measure New Constructs
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- Sentiment Analysis:
- Gauge external perception and/or emotional tone 

Why Content Analysis?
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- Sentiment Analysis:
- Gauge external perception and/or emotional tone 

- Uncovering Patterns:
- Systematically identify recurring themes and phrases
- Detect trends over time

- Theme Emergence:
- Reveal emerging themes that are not immediately apparent
- Discover new constructs

Why Content Analysis?
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What is Content?
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Example from an Ongoing 
Research
Firm Communication & Impression Management
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Denise Morrison
Campbell’s CEO 
(2011-2018)
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Twitter

• Denise Morrison became the new CEO 
in August 2011.

• The firm immediately started featuring her 
on Twitter.

• Notice the positivity and action in the 
language.

Example
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Press releases

• The same pattern holds with press releases, 
though at a lower volume.

• She has multiple, paragraph-sized quotes in 
several press releases.

• Notice the action and change language.

Example
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Our Construct

CEO Prominence in 
Firm Communication 

How do we define it? 
The frequency and centrality with which 
a CEO is mentioned in firm communication

How do we measure it? 
Firm press releases + Social media channel
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LexisNexis, Factiva Twitter API

Data Sources
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1) Total number of mentions of the 
CEO across all firm PRs

2) Proportion of PRs that mention the 
CEO

3) Count of PRs that mention the CEO 
in the title

1) Total number of mentions of the 
CEO across all firm tweets

2) Proportion of tweets that mention 
the CEO

Measurement
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Validation of  the New Construct

3 RAs rate all the TW & PRs

150 tweets   + 150 tweets

300 PRs
100 PRs  +  100 PRs  +  100 PRs

TITLE BODY

300 tweets

“Is the CEO prominently featured?”
Likert Scale 1 - 5

Avg: 4.01 Avg: 1.00

Tweets

Press Releases

Avg: 1.00Avg: 3.88

SETUP PROCESS RESULTS
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Validation of  the New Construct

SETUP PROCESS RESULTS

3 RAs rate all the TW & PRs

150 tweets   + 150 tweets

300 PRs
100 PRs  +  100 PRs  +  100 PRs

TITLE BODY

300 tweets

Avg: 4.01 Avg: 1.00

Tweets

Press Releases

Avg: 1.00Avg: 3.88

ICC = 0.98

ICC = 0.85
“Is the CEO prominently featured?”

Likert Scale 1 - 5
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Our Construct

CEO Prominence in 
Firm Communication 

How do we define it? 
The frequency and centrality with which 
a CEO is mentioned in firm communication

How do we measure it? 
Firm press releases + Social media channel
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Challenges with Content Analysis (When Capturing Constructs)

- Data quality
- Inconsistent data: Variability in data sources can lead to inconsistencies
- Noise in data

- Interpretation issues
- Subjectivity: Different researchers might interpret the same data differently
- Contextual understanding: Misinterpreting data due to lack of context

- Validation challenges
- Ensuring reliability & construct validity 
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User-friendly,
Broad applicability 
(diverse sources of texts)

- Developed by Dr. Pennebaker at UT Austin

- Great at capturing:
• Psychological dimensions 

(emotional tone, cognitive processes)
• Linguistic dimensions

(pronouns and function words, language style)

Available Tools: LIWC

Dictionary dependence, 
Can’t capture nuance of 
language (e.g., sarcasm or irony)
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- Qualitative data analysis software

- Great with:
• Robust coding capabilities: Researchers can assign codes 

to specific data segments and group these codes into 
broader categories. 

• Data visualization: network views & word clouds

Available Tools: ATLAS.ti

User-friendly,
Multimedia support,
Supports collaboration

Learning curve,
Human coders to check coding 
schemes
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CONTACT:
yoon@iastate.edu

Thank you! 
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