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Brandwatch Report/
The Twitter Landscape /2013/ UK

A study of the conversation and
behaviour found on Twitter

We go beyond the limitations of brand-based keywords to
analyse a large sample of randomly selected tweets

a bird's
eye view!

Book a demo with us brandwatch.com/demo
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Why read this...

Twitter is no longer a platform exclusive to the pioneers
and innovators of online business. Nearly every consumer
brand and many B2B companies have realised the vast
opportunities Twitter presents to grow and improve their
organsations.

But, beyond the conversation directed at us and by those we
follow, how much do we really know about the network and
its several hundred million users? What do people talk most
about? Do males and females behave differently? How are
brands talked about more widely?

Here we take a fresh approach to answering these questions

and provide a whole new range of insights to help you
understand Twitter.

Book a demo with us brandwatch.com/demo
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Introduction/

This study, conducted using data from a two-month period in late 2012, offers an
overview of current trends in Twitter usage. The results, analysing brand mentions
and consumer voice, are especially pertinent for businesses looking to understand
and embrace Twitter as a communication channel.

Based on a corpus of 10,000 randomly selected tweets,
our research provides insight into

1. Frequency of brand name mentions on Twitter.

2. Prominence of certain topics and themes, such as
television, music, celebrity, sport, politics, literature
and health.

3. How gender impacts conversation topics and
branded conversation.

4. Twitter user segments most likely to mention particular
types of brands.

View Brandwatch’s extended research paper that informed
this report.
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Background/

As brands continue to increase investments in Twitter as a communication channel,
increasing opportunities arise to learn from the activity taking place on the platform,
and how to better use it to your advantage as a business.

Limiting searches solely to brand names, products and
channels ignores the vital importance of broader contextual
knowledge. Much social media research starts out with this
focal bias, thus failing to bring to light many of the rich insights
social media can provide about consumer habit when a wider
net is cast.

To this end, our report takes an inverse approach to that of
studies before it, by beginning instead with a random sample
of Twitter data (10,000 tweets). If this sample is then taken
to fairly reflect the majority of Twitter usage, we can unveil,
with unprecedented breadth, a fascinating view of the overall
Twitter landscape.
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Key Findings/

Our research uncovered the following key findings:

e Twitter usage in the UK is approximately 62% engagement, e Males complain more frequently, while females talk about
38% broadcast. purchase experiences and enter competitions more.

e TV/Film, Sport and Music are the most popular topics of e Feedback on advertisements, particularly TV-based, is a
Twitter conversation. regular theme for tweeters.

® 3.6% of all tweets mention brands, more than the number
discussing music or celebrities.

e Female authors are significantly more likely to tweet about
“personal” matters.

e Twitter conversation displays similar gender-specific
patterns to speech.
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Methodology/

A random sample of 1,000 UK Twitter accounts was
selected for the study, using a random word generator.
These were then split by gender.

Number of Tweets Other Users

Total Per Day Following Followers
PO L SARRRARRRS LAl AR AR SLEURRRRRRREE oA SRR
A G e PO, 2090 THH e J002 SeeStd
MALE (x) 530 9,291 9.2 682.6 3,534.4

Book a demo with us brandwatch.com/demo

Each account was then allocated a
starting date (between August and
September 2012) and 10 consecutive
tweets from each account were
selected to create the corpus of
10,000 texts.

For a full methodology, please see the
unabridged paper.


http://www.brandwatch.com/demo
http://www.brandwatch.com/wp-content/uploads/2013/02/Twitter-Landscape-2013-Extended-Version.pdf
http://www.brandwatch.com/wp-content/uploads/2013/02/Twitter-Landscape-2013-Extended-Version.pdf

Methodology/ cont...

All tweets were manually analysed by native English Post type:

speakers and categorised in two parallel ways. This category identifies whether the
tweet was solo, a reply, a tag (an @

mention of another user but not a reply)
or a retweet.

This closing ceremony @ haappppy )
is already better than the birthday! Have a good day TOpIC:
other one

R This category identifies the topic or
subject of each tweet. These included:
television, sport, music, celebrity, news,
work, education, politics, gaming,

Twitter/ Solo Twitter/ Tag health, religion, literature, venues, and

any combination thereof.

When a tweet did not fit a predefined

‘I've seen Lana DelRey That awkward moment topic, it was assigned the topic
this weekend more than | when someone asks you t £ o ”
have seen my hands for the what’s wrong and they’re category of “personal.
whole of my life. the problem
Twitter/ Celeb Twitter/ Personal
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Results/ Tweet Types

Twitter is approximately 62% engagement, . Whilst replies and solo tweets are

38% broadcast. - almost equal in number, retweets and
- other tags combined with replies show

that the engagement aspect of Twitter
dominates that of broadcast.

Our findings also showed female
] - authors were 25% more likely to
. 38A) . retweet than males but that replies
Solo Tweets - were 18% more often authored

All ‘ 36% by males.
Twitter Heples |
Data ® 4

Tagging

@ 22~

Retweets
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Results/ Conversation Topics

TV/Film, Sport and Music were found to be the three
most popular topics of conversation.

Four in every five tweets were classed as “personal”, as they were not classified as
matching one of the above topics. Many of these included mentions of birthdays,
proverbs, horoscopes and dieting

TOPIC PROMINENCE WITHIN THE TWITTER DATA

@ . S
&

% TWEETS
o - N} w IN

'\Q(\ R QQ %_Q Q)%
\Q\ > © ‘3@{6 Q@

QA

Book a demo with us brandwatch.com/demo

TELEVISION

This couple on super
nanny USA let their
kid play with a
machetel!ll’

Twitter/

MUSIC

Now I’'m purchasing

Gangnam style, it will

be my ultimate work
out song’

Twitter/


http://www.brandwatch.com/demo

Brands are mentioned more than
music or celebrities.

If ‘brands’ was taken as a separate topic, it would be almost
as prominent as TV/film and sport, ranking above music,
celebrities and all other topics predefined in our study.

If we take our 10k sample as reflective of Twitter in its totality,
we can extrapolate that a staggering 12,600 tweets per
minute mention brands* — no clearer indication is needed of

social media’s huge impact on business today. E N 5

FR e DR ~ OF TWEETS CONTAINED
: BRAND MENTIONS
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Results/ Top Topic (1)

TV tweets are dominated by comments about viewing
experiences.

Saturday
#BBCAT __ book Vegas  god  anything
Sad million Tomorrow Rylan wow GerryGreek

LUCK
put1 girls Dear | 9% never tV wait Go g€t fuck cur
come doctor , films life Activity  movies D movie even 1opm

something arq let Follow 0
traller night watched friends
liked #TeamRoots ~ Factor soon gy back hah'a l"ewexcned Paranormal

Dwarf long fireina WEEK ped “done Monsters stop
everyone #dOCtorWho like firstes star xfactor wish haunted

Another Murray ever et v love tonlght catch thlnkbeN\?\‘/: please change

amazing Makes funny S far game Mercedes

want
Magic gonna #thevalleys ﬁlm days though Actually S€€ fuckmg news Yeah

great st Season o

brilliant
better Day shit we" next little eplsode try gOO thing

read Looking Boo ha te man ser|es Sho mg e #XFaC or girl
need Away 'n ME b
absolutely gy today ; . w a C Got Pt
lol kﬂOW make o thought boys
still crap 2 IUS n W live old inc, drop
wm mce
Real much Lord video jRea“y channel gOIl’lg wa Ch

| t miss
Buzzing S ey stas —aidh POUnd e feel hollyoaks one eritish

Brown already #Hollyoaks always ~ must
moment Big hell

ooks

Book a demo with us brandwatch.com/demo

Notably, tweets demonstrated an
immediate nature, by the prominence
of the gerund form “watching”. This

is evidence of the popularity of “live-
tweeting”, where television viewers
provide comment on particular shows
during their broadcast.

Shows promoting a hashtag get
tweeted 63% more.

A separate Brandwatch study on “dual
screening” found that shows promoting
a hashtag get tweeted 63% more than
those that don’t. Brands too are piggy-
backing on the phenomenon,

by running opportunist Twitter
campaigns and competitions relating
to the TV shows.


http://www.brandwatch.com/demo

Results/ Top Topic (2)

Sport conversation is male dominated and led by - Similar to tweets about TV, sport
specific events. tweets clearly demonstrated a
: sense of ‘live’ reaction to events. Big
: sporting occasions attracted spikes
SPORTS-RELATED UK TWITTER MENTIONS IN SEPTEMBER ©in conversation and buzz was often
p2{0 Y IS Y P PSSV PO UL RS SUSA P U S R 8 SRS SO P R APy P O P Y O P PG S 1 G 9 g U A P O AP S SRS S SRS SSN  PYR AR PSS 19 SR G P Gy related to viewing experiences, though
. less explicitly than with television.

What does this mean for brands?
As well as indicating where and when
to run promotional campaigns, there is
also a clear, broader brand opportunity
for organisations to capitalise on
sporting events by taking part in
supporting and commenting on them
just like their target audience.

% SPORTS MENTIONS (SEPTEMBER TOTAL)

Sport Peaks Explained

10th/ Andy Murray wins US open after
beating Novak Djokavic

23rd/ Formula 1 grand prix

. Premier League game

Book a demo with us brandwatch.com/demo (Liverpool & Manchester United)
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http://www.bbc.co.uk/sport/0/tennis/19539257
http://www.bbc.co.uk/sport/0/tennis/19539257
http://www.formula1.com/races/in_detail/singapore_877/
http://uk.soccerway.com/matches/2012/09/23/england/premier-league/liverpool-fc/manchester-united-fc/1293722/
http://uk.soccerway.com/matches/2012/09/23/england/premier-league/liverpool-fc/manchester-united-fc/1293722/
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Results/ Top Topic (3)

Music is the most emotive conversation topic.

Keywords such as ‘love’, ‘like’, ‘perfect’, ‘think’ and ‘feel’ reflected the strongly
evaluative nature of tweets about tracks and artists.

Tweets about music also frequently included phrases that indicate purchase intent,

providing a great deal of potential for further analysis.

. #SongslListenToWhenimSad
releasing

old bit bring bothered
; 9d = believe oh see
really ever made dad  Foo #tune p #OIdSchoolBangers head
Stuck excited miss
human «23N9NAM Scooter llssnemng perfect closing drummer NEVEr

find | today g mother yne  Mum

depressing uSt need BaCR Baby play heh:ung AIways Coldplay counting

v still hard DUl QNE@ _ wait shit think Y K going idea yversion Released
#BattleBorn name came Times "es make gijers ,comes sounds #SoundCloud

man
fools Monday G gl vid e°A.sts music get .
guys Itunes ongs o day likes a'bum ek singing arctic
eyes UK Mucha sky jam Remix PsY

#FavoriteLyricsFromCWTSS best

k“e‘” Ilke Nicki MANY giris~ ~ work cover Stone ofgan

amazmg N neW ACTUALLY heard ijm Dance buy  Lady Taylor m:‘:h #garuda

W ipod style ‘raceirte remember " come g iked

loving pMr hear

well tlckets "'°Pe e live  met set reminds
Fighters g0 Mlnaj ceremony ;oun'? liol‘:::aﬁ gets Sons listened band
i Know check Il?'g's‘es BIG life 4 ot K Gonna
ant .t tonight Festival _ second good want Way
o agy'® WU watching someone Show Kils last

people month  played

Book a demo with us brandwatch.com/demo

My Top 3 #lastfm
Artists: Joni Mitchel,
Terror Danjah &
Royal-T

Twitter/

My dad just said
he’s gunna buy Mumford &
Sons new album when
it comes out

Twitter/



Results/ Brand Author Analysis

Here we focus on the conversation that mentioned ~ Authors mentioning brands were
brands, to understand more about how and why Sign:icant('jy mft{re ”.ke't{]t? ?'SO it“ClEde
. . : WOrK or eagucation in their tweets than
people tweet about companies and their products . authors who didn’t mention brands,
and services and less likely to comment on sport,

music and television.

BRAND AUTHOR AND NON-BRAND AUTHOR CONVERSATION TOPICS

DIVERGENCE FROM AVERAGE (%)

© BRAND AUTHORS @ NON-BRAND AUTHORS
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Other attributes of brand vs non-brand tweeters - Brand mentions were more likely to be
included less inclination to tweet replies, lower overall : retweets than replies, suggesting that

users were more inclined to publicise
tweet frequency and lower followers on average. orands passively rather than actively

BRAND AUTHOR AND NON-BRAND AUTHOR TWEET TYPES Creating content.

However, the above average level of
web links and tags did indicate that
authors were bringing brands to the
attention of other, specific users and
that this process was well-integrated
with online content elsewhere via
inclusion of URLSs.

DIVERGENCE FROM AVERAGE (%)

© BRAND AUTHORS @ NON-BRAND AUTHORS
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Results/ Gender Analysis

Topics . Male-dominated topics:
. e Sport
CONVERSATION TOPICS OF MALE AND OF FEMALE AUTHORS .« Gaming
. o News
Politics

Female-dominated topics:
e Television

e Work

e Education

¢ Music

DIVERGENCE FROM AVERAGE (%)

CONVERSATION TOPIC @ MALE @ FEMALE

Book a demo with us brandwatch.com/demo
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Female authors are significantly more likely to tweet
about ‘personal’ matters

Our topic analysis showed ‘personal’ tweets to be the most female-dominant topic.
Furthermore, by studying pronoun frequencies, we can see that males and female
post a similar amount of tweets using the 2nd person (‘you’, ‘your’ etc) and 3rd
person (‘they’, ‘their’ etc) but that females use the 1st person substantially more
than their male counterparts.

Twitter conversation displays similar gender-specific patterns to speech.
This self-orientated stance of female Twitter usage, compared to the more detached
tone of male usage, aligns with past studies done on the role of gender in speech

and language. Consequently, powerful inferences can be made about gender-
specific online behaviour matching that of the offline world.

Book a demo with us brandwatch.com/demo

My feet are killing me. Me
and Kirsty literally danced
for 2 hrs non stop!!

Twitter/ Female 1st Person

Being the 1% of the
population that doesn’t
own anything from
Jack Wills

Twitter/ Male subject omission
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Females were more likely to mention brands with
language in the 1st person than males.

Though rare, the first person register was associated with the richest sources of
consumer voice. These were the comments most likely to be valuable both from a
publicity viewpoint and for understanding consumer behaviours.

This finding revealed a divide between two types of Twitter behaviour: the first,
characterised by a lack of personal pronouns, was more likely to be male. The
second, rarer type of author was more likely female and discussed brands and
products in relation to their own offline experiences, i.e. in the first person.

Book a demo with us brandwatch.com/demo

Twitter/

Twitter/

| love the way my
hand thinks | have
disposable income and
accidentally orders a new
dress and jacket from
River Island today...
#oops’

First time I've ever
had pop tarts. They're so
sweet | feel sick!



Results/ Brand Focus

Overview . Brands mentioned ranged from large

- names such as Amazon and Ford to
smaller companies like Azendi and
Micro Scooters.

Equal numbers of products and
- services were mentioned, suggesting
All Brand no bias to secondary or tertiary
Mentions . sectors. B2C brands were though,
IN THE - unsurprisingly, far more prominent than
TWITTER DATA ; .
B2B equivalents.

@ 32% Food & Drink ® 11% Entertainment

@ 17% Clothing & Accessories @ 4% Transport

® 11% Technology @ 3% Beauty Products

¢ 1% General Retall @ 3% Professional Services
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Food & Drink

® 27% Male @ 73% Female

Book a demo with us brandwatch.com/demo

wroner #CadburyHeroes
sickhtpinstagramppTxRmyxms - cOffee UK18end5235911Sep
#silverpubes adveising shellthorpe rl pplyr:h:::l::x
ner #Tesco P d Fanta
#perigood £5° fave goo price h:;lsass ified
Dalrywork'“ include Goédeig svryog
omg ° couldnt
glve o Nlce ©°* 90ing got vl
hot Gatorade Sausage
Vo%Cher really .. Spm yoghu
need justs,, #gotitfree nm 9irl,,

merestng we g hy MADE McDonald S tuete

pictwitiercomidugacze POPCOrN small awa
#TwiceAsEpic del'ciouhsg Clg§£s hbagr Y ke |ceyonlonk

#YeahBuddyyyyyy PP g7 avour M a3 food
retweet
LOOK na n hebin best mities

sodal Tyix adve fucking beforehand
BEAUTIFUL .. Sugar posetv:gocoflatee i
awkward ry'ng B Cre;::‘ box . Pls ree y

whoevel
#grampsgrabber Late Liverpool

wnatoffee Thursday nevergs . tag

munch

Migue #LoveJaffa TCS cheese P SFEAL ey

personali: sed night ¥

feel God #dogged Mana eratNandos
\’ E pa medium 9
cak“ New getham i

turmng little Mazza drug

Milk THING day i love

Cadbur rou Cc ss  jerrys
pringlesy :upsd Chance Breakfast mlach eJ i

pme o s #Joyville Firstewries ™

cience ret McDonalds =
favourite Institute bought Mauled Want

bunny . vse!:rbucks hooked malteaser

#poweredbycoconuts

With strongly female-skewed
authorship, food and drink tweets were
notably almost exclusively related to
snack or fast food brands, reinforcing
the notion of Twitter as an on-the-go
network.

The first thing many people do
during a break is tweet.

The disproportionate volume of tea
brands mentioned demonstrated the
tendency of authors to tweet during
breaks and to discuss their immmediate
surroundings; the dominance of

fast food brands also reflects this
immediacy.



Clothing and Accessories . Again, this topic was much more

R R TREN R u-veytini - female-oriented than those of other
AN Cooc Y. Pir - industries. The single biggest driver
wona £100 “::m;.mmy?;:o::::fw e . of this conversation was Twitter
R e T i R competitions, accounting for the
wsasiogged PO 8o ENAS  NICE st . dominating phrases ‘RT’, ‘enter’ and

gy eghEer tSYn’{ﬁspcsl:g::gg - ‘win’ in the topic cloud.
et et entere :

It'd  holding sets 3
D5t Uomo GMT Prada Sept
,é.“%gﬁ‘i”““:m FOl!pw kil . A notable tendency amongst clothing
goodies shift i . .
L “ JuStie RTWV:::Y” | . conversation was to express mental
Last style 3 : .
KE One A-om AP . tension between the intent to purchase
#COMPETITION shop teamed now Gmmw # W ln ;
bt [ eonmyifoe dos;N'i;drth vanway Woek's - and apparent deterrents, such as
169 iveaws #Backstage : | .
o O n.v;;rggzzsvoucherT i . the shopping environment, brand
#Messori time happening love Wittsr .
retweet d-SPe"sab'et . reputation or expense.
louis difection 1op0 o:;HH jad(e w ' n

get hand somethmg Hah:
create Zaggora's  #oops shareauf(a FacebOOk

Louboutin
veuve N @W  16th shopping blogger coped  0_0

thoe Lasenza QP heels enough #bikini 4:() App
] esign
® 1% Male @ 89% Female BB pctitreom Mt g

fromhttpwwwminervacollectionco  Zatchel
pictwittercomyLImMzQ0

pictwittercomxKOcPoZf

Book a demo with us brandwatch.com/demo

(8p)
Ay
o
AN
~
(3
o
®
O
n
T
c
@©
-l
-
Q
et
=
=
o
=
-
o
Q
()
o




(8p)
—
o
AN
~
Q
o
®
O
n
T
c
©
-l
P
(0]
et
=
=
()
£
-
~
t
o
Q
()
o

Technology

©® 380% Male @ 20% Female

Book a demo with us brandwatch.com/demo

Mentioning
Microsoft Brown

States
laptop morning SnapdraQOH

#LetsSeeWhatHappens handset k
benevanscompost29986013724scal Mlnl Hahaha Amber a e

“aybe Official blackberry

dellver Google awesome
latest "'“""’“ o rcal Y@ Q o
released # lPhones deylwered

"% Cnet 2~ KNOW~ wely = s

sapphlre

g:‘ve 3d=|ways ydet 320 | found 'G'eéxamghgm
T = Bayswater
PlCtu,Pe jUSt Bean = "°f e Jell anythmg
transport BR AND N @ made l | &4 el

news 4s ' o ne

creation mone f‘ Multiple
s happ touch Pad OEM STILL ¢310
away sold blac!s( RTaroun m:ne core

rreecphone? 1 | STOURC ot ooz

read Earl banku ate #HX8TV
opie An r°| pub [P y et spoon today oo

Follow 720p day " mav reactlons
microscope orange got every AMAZ'NG
scndeued @VEr 4 fallmg street
Alre ady app Baker si n,e Aanarermv

upgrade ma s ' e b|g Gﬁelo
#GalaxySll S4 thmg smartumpps!:?ne

followers sus human Xigomi °'g, e

Probably days *® Prg chance =
wnes chip need | subscale tackers
convincing gettlng quad Titanium

tch
funny d'splay plctwmercomgnzmkgzzc

iPadhttpitunesapplecomWebObjec
adopting

In contrast to the other major brand
types, technology brand conversation
was male dominated. The dates of the
analysed corpus correlated with the
release of the iPhone 5, which naturally
triggered substantial online buzz.

Technology brand tweets were
markedly more comparative in nature
with authors reviewing and discussing
competing products, unlike fashion
brands tweets which demonstrated
greater brand-loyalty and fewer
comparisons.



Results/ Brand Focus & Context

Males complain more frequently, while females talk
about purchase experiences and enter

competitions more.
CONVERSATION PURPOSE IN MALE AND FEMALE BRAND TWEETS

% ALL BRAND MENTIONS
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Results/ Brand Focus/ Competitions

Retweet competitions are a particularly common but
not necessarily effective form of promotion on Twitter.

Below is an example of an account used only for Twitter competitions.
The profile has been anonymised in accordance with the methodology.

Follow @cultboxtv and RT for a chance
to win a ‘Lord of the Rings & The
Hobbit Collection’ boxset — More info:
bit.ly/XECwk| #LOTRCB

#win some funky wellies from
@poconido on the @Mummyvswork
Christmas countdown. 1 new giveaway
a day!! #Competition
mummyvswork.co.uk/2012/11/christ...

We've got a fabulous advent Christmas
giveaway for you. To WIN 2 advent
candles & holders just RT & follow.
Ends 12pm 29th Nov! Good luck

#win a Christmas gift from
@hallmarkUK on the @Mummyvswork
Christmas countdown. 1 new giveaway
a day!! #Competition

#win a prize from This is Nessie on mummyvswork.co.uk/2012/11/christ...
the @Mummyvswork Christmas
countdown. 1 new giveaway a day!!
#Competition

mummyvswork.co.uk/2012/11/christ...

#win a Christmas gift from
@GreenPeopleUK on the
@Mummyvswork Christmas
countdown. 1 new giveaway a day!!
#Competition
mummyvswork.co.uk/2012/11/christ...

#win a copy of Prima Princess on DVD
on the @Mummyvswork Christmas
countdown. 1 new giveaway a day!!
#Competition
mummyvswork.co.uk/2012/11/christ...
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Book a demo with us brandwatch.com/demo

The most drastic gender split was
found in those entering competitions
via Twitter. Many of the tweets driven
by competitions came from hollow
accounts that were used solely for this
reason and posted tweets of no other
kind.

Twitter competitions are often targeted
with increasing the brand’s social reach,
but a high proportion of retweets (the
most frequently used form) come from
those with few or no followers. This
limitation on the effectiveness of such
promotions can even have a negative
impact on brand image if hollow/spam
accounts become associated with the
competition.



Results/ Brand Focus/ Ad Response

Feedback on advertisements, particularly TV-based,
is a regular theme for tweeters.

In the hundreds of tweets about TV/
film (3.75% of the total dataset), many
expressed opinion about ads — some
just passing commentary, some direct
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That Twix advert
really makes me want a
Twix, must say excellent

advertising’

Twitter/

Have the Olympics

finished yet? If they have,

can McDonalds please
take down those
piss-weak [...] posters
at Euston?

Twitter/

Book a demo with us brandwatch.com/demo

Twitter/

Twitter/

The new @
marksandspencer
advert is really good,
| can imagine sales
increasing.’

Rachel’s Organic
Yoghurt advertisers take
note: having a woman
with a sultry voice
saying “slips” over and
over will not make
yoghurt sexy.

responses to the brands:


http://www.brandwatch.com/demo
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Recommendations for Brands/

Twitter is a substantial source of opinion and experience about brands - it
needs to be analysed, understood and acted upon accordingly.

Brands were mentioned in 3.6% of all tweets, making the topic more popular than
music or celebrities.

Engage with Twitter in a similar manner to your audience in order to
maximise authenticity and develop a human persona.

For example, comment and take part in big cultural and sporting events and, where
appropriate, talk personally, about experiences and immediate surroundings.

Clear differences in the behaviour of males and females should be
accounted for when running campaigns and measuring brand performance
on Twitter.

Males complain more frequently, while females talk about purchase experiences
and enter competitions more. This requires brands to be cautious when comparing
the customer service or promotional performance of brands with differing target
audiences.

Book a demo with us brandwatch.com/demo



Traditional (i.e. offline) understanding of gender-specific behaviour
should be acknowledged in Twitter research and communication.

Our findings show that males and females demonstrate similar differences in
behaviour and language on Twitter compared with the spoken word.

The limitations of promotions such as retweet competitions should be
recognised and measurements sufficiently robust.

Many accounts on Twitter have no followers and exist purely for entering
competitions, thus potentially artificially inflating retweet numbers making them
a poor reflection of success. Reach metrics that also account for the number of
followers each retweeter has can start to give more accurate insight.
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Book a demo with us brandwatch.com/demo
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Thank you /

We hope you enjoyed The Twitter Landscape: 2013 and have taken some useful
things away from our analysis. Brandwatch is an incredibly powerful tool for
understanding large datasets whether on Twitter or further afield in blogs, forums,
review sites, news and more. We also conduct special reports for clients on an
ongoing basis, so please get in touch to dicuss your specific needs or book a live
demo of Brandwatch.

/about Brandwatch

Brandwatch is one of the world’s leading social media monitoring tools, with offices
in the UK, US and Germany.

Innovative brands and agencies all over the world use Brandwatch for:
Research — Understanding the market

Sales - |dentifying leads

Customer Service — Responding and engaging quickly

Marketing — Targeting new networks

Reputation Management — Limiting negativity and building on positivity

Book a demo with us brandwatch.com/demo



http://www.brandwatch.com/demo

