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Introduction 

In this document we provide information and materials supplementing the analyses presented in our 

manuscript “More of the same or manifold perspectives? A systematic review of research on 

politicians’ use of social media”. 
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calculation 

Article Type I 1 Journal Article 
2 Conference Proceeding 
3 Working Paper 
99 Other Contributions 

α = 1 

Article Type II 1 Empirical Article 
2 Conceptual Article or Theoretical Essay 
3 Review Article 
4 Meta-Analysis 
99 Other Article Types/Not Identifiable 
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Publication Year Year of Publication in print; if not a print journal, coded for online publication year.  
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applicable/not 
included in α-
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Authors The names has to be inserted according to the format in the corresponding Excel list 
(names written in full, separated by semicolons). 
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searched to look out for the author’s pronouns. 
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3 Diverse 
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2 Collective Accounts (e.g. Ministry of Defence, CDU) 
3 Mixed (Individual AND Collective Accounts) 
99 Not identifiable 

α = 1 

Self-Use vs. Editorial Use Does the article differentiate in terms of self-use vs. editorial use of SNSs? Self-use 
describes the use of SNSs by the respective politician him/herself; editorial use 
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