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Instruction 
During the COVID-19 pandemic, people on social 
media were bombarded with information creating, thus, 
a communicational chaos where the distinction between 
fake and truthful news is challenging [1]. In our 
research, we focus on the communication between the 
pharmaceutical companies and the public on a social 
network with a prominent role. We collected and 
analyzed the exchanged messages between the 
companies and the public, evaluated the emotional 
profile of the posts, and examined the public’s response.  

Figure 1. Average emotions of users’ reaction to 
pharmaceutical companies’ posts 

Material and Methods 
We utilized a list of pharmaceuticals with worldwide 
activity [2] to retrieve their accounts on Twitter, their 
COVID-19 related posts on the social network and the 
users’ reactions (i.e., quotes and replies). The assembled 
corpus contained 65,136 tweets of the companies and 
377,003 reactions by the users posted during the period 
from March 2020 to September 2022. The English posts 
of the dataset were provided as input to a state-of-the-art 
deep learning model for emotion analysis [3]. 

Results 
Figure 1 provides evidence that the users enhanced 
through their retweet activity the emotions of fear, joy 
and sadness that were circulated by the companies 
posts, while Figure 2 indicates a similar response by the 
users only for joy in other users’ posts. However, the 
average value of joy in the users’ posts is lower than the 
corresponding value in the pharmaceuticals’ posts. 

Discussion 
The findings of our analysis reveal the complex 
emotional landscape in the communication channel 

between pharmaceutical companies and the public. 
Further analysis can reveal in finer detail the behavior 
of the users towards high esteem accounts that convey 
important information, especially in times of pandemic. 

Figure 2. Average emotions of users’ reaction to other 
users’ posts (quotes and replies) 
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