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APPENDIX A:  

Network Analysis Centrality Values and Network Graphs 

 

 

Users with the highest indegree centrality    

Nebelspalter Journalist 

HarrisStamatiou Professional 

Reuters Media 

PressTV Media 

AdamPosen Professional 

YanniKouts Journalist 

Frances_Coppola Professional 

MerliAless Journalist 

NaguibSawiris Professional 

Volkswagen Company 

Dwnews Media 

Calestous Professional 

HandelsblattGE Company 

NoThanksEU Other 

NYTimesCohen Journalist  

HLeichsenring Professional 

PaulHenriCadier Professional 

AXAIM Company 

BetaBoston Media 

WhistleIRL Professional 

boycottgermany Other  

VW Comapany 

akibritcioglu Professional 

dw_business Media 

scmallaby Professional 

FinancialReview Media 

FT Media 

ManuelaKC Journalist  

rafraffac Other  
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Users with the highest outdegree centrality 

 

 

 

 

 

 

 

 

 

 

 

 

Users with the highest betweeness centrality 

adamposen 84 Professional 

dwnews 29 Media 

berlinbarbarism 20 
Regular 
User 

boycottgermany 20 Other 

axelmojave 19 
Regular 
User 

cleanairlondon 12 Other 

akibritcioglu 11 Professional 

benwernerknight 10 Journalist 

mkarnitschnig 9 Journalist 

tombarfield 8.5 Journalist 

 

 

 

 

axelmojave 18 Regular User 

anraspop 16 Regular User 

PeterConstant 9 Regular User 

worldmeetsus 8 Media 

JoeThorpe1963 7 Journalist  

badealkime 6 Regular User 

BcnFox 6 Professional 

2ontrack 5 Regular User 

berlinbarbarism 4 Regular User 

boycottgermany 4 Other 

Hoeferle 4 Professional 

JacobAlam 4 Regular User 

MarkPlackett1 4 Professional 



 

 

35 

 

 

 

Graph of the entire network 
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Examples of tweets coded “German automakers/auto industry” 

 

 

 

 

 

 

 

 

 

 

 

Examples of tweets coded “German values/characteristics”  
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Examples of tweets coded “Germany’s history”  

 

  

 

 

 

 

 

 

 

 

 

 Examples of tweets coded “Other” 

 

 

 

 

 

 

 

 


