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Motivation 

The underlying goal of this thesis is to uncover how innovative companies behave in social 
media networks. Since, a better understanding of their online behavior can enable 
groundbreaking innovation analyses and more accurate innovation prediction. Therefore, the 
geospatial connection patterns in a company hyperlink network (Figure 1) are compared 
with those in a geolocated Twitter company network (Figure 2). The rationale behind this is 
that company hyperlink networks have already been shown to capture offline connection 
strategies of innovative companies (Krüger et al., 2020). Hence, detecting similarities in 
connection patterns between the two networks would be a first step towards establishing 
how innovative companies behave in social media networks.  

 

Figure 1: Company Hyperlink Network.                                  Figure 2: Company Twitter Network. 

Methodology 

The hyperlink and Twitter network of 11,890 US companies are compared along four 
dimensions. First, basic structural differences between the networks were assessed. Second, 
macro- and microscopic information flow patterns were contrasted visually and with the 
help of centrality measures. Third, relational proximity measures which directly influence 
innovation processes in offline networks (Boschma, 2005), were calculated according to 
Krüger et al., 2020. Fourth, linear and logistic regression models were utilized to 



investigate the influence of company characteristics on connection patterns across different 
networks.  

Results and Interpretation 

This thesis revealed that overall, companies connect according to different strategies across 
both networks. In particular, almost 21 times more companies entertain edge-connections in 
the Twitter network. Nevertheless, those companies which have edge-connections in both 
networks, showcase similarities in the average geographic distance bridged (Figure 3: 
Geographic Proximity) and the importance of a partners knowledge base (Figure 4: 
Cognitive Proximity). Further, the size of a company, has a similar influence on centrality 
and relational proximity measures and also increases the logarithmic chance to connect 
according to similar strategies across the networks.  

         Figure 3: Geographic Proximity.                                              Figure 4: Cognitive Proximity 

Hence, for those companies the geospatial dimension and the knowledge base of their 
partners have a similar influence on connection decisions. Beyond that, the results suggest 
that those companies which align their connection strategies across both networks are in fact 
the most innovative ones. Therefore, this thesis makes the first step towards unveiling how 
innovative companies connect with each other across online networks. 
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