Twitter Study – August 2009

Introduction
We recently completed a study on Twi4er in search of ﬁnding out what
people are really using Twi4er for. We also compared our research with
other studies that were recently done to see how the data compared
and if there were any obvious correla<ons.

Old Twi4er:
What are you doing?

You may have no<ced that Twi4er recently re‐vamped their own
homepage, moving away from “What are you doing now?” to “Share
and discover what’s happening right now, anywhere in the world”. Does
that mean that Twi4er is trying to become a real‐<me news source of
ci<zen journalists?
It also prompts new users to “Join the conversa<on” – but is that really
what Twi4er users are really “twee<ng” about? Is it really full of
meaningful conversa<on, or senseless babble? Is Twi4er meant to be a
place to share silly comments and photos with your friends, or a great
place to promote your company’s product or service? Many marketers
are trying to “ﬁgure out” how to converse with poten<al customers –
but should they? Or is this why social media was created in the ﬁrst
place – so consumers could rant about the corpora<ons of the world?
Our Hypothesis
Our ini<al hypothesis that we intended to prove was that Twi4er was
being used predominantly for self‐promo<on. These are tweets that are
trying to push a product, service or have a dis<nct “Twi4er only oﬀer”
of some kind. Our data will show that this is not the case.

New Twi4er:
Share and discover what’s
happening right now,
anywhere in the world.

Twitter Demographics
According to Quantcast.com, Twi4er has some interes<ng demographics
that they have es<mated as of June 2009:
• Twi4er reaches 27 million people per month in the U.S.
• 55% are female
• 43% are between 18 and 34
• 78% Caucasian, but African American users are 35% above Internet
average
• Average household income is between $30 and $60k
• 1% of the addicts contribute 35% of the visits
• 72% are passers‐by, while only 27% are regular users

Source: h4p://www.quantcast.com/twi4er.com#demographics

How Our Study Was Conducted
To conduct this study, we randomly sampled the
public <meline Monday through Friday, every 30
minutes from 11:00 am to 5:00 pm for two weeks
(10 days in total). Therefore, we took 200
samples from the <meline (in English) each day
for a total sample data set of 2,000 points (or
tweets).
The tweets were then categorized into six areas to
the right.
Now, if there were any tweets that could ﬁt into
more than one category (which was rare), if it
started with “@”, we deemed it as conversa<onal,
even if it was a news item or self‐promo<on.

News

Any sort of main stream news that you might ﬁnd on your na<onal
news sta<ons such as CNN, Fox or others. This did not include tech
news or social media news that you might ﬁnd on TechCrunch or
Mashable.

Spam

These are the tweets such as “See how I got 3,000 followers in one
day” type of tweets.

Self‐Promo8on

These are typical corporate tweets about products, services, or
“Twi4er only” promos.

Pointless Babble

These are the “I am ea<ng a sandwich now” tweets.

Conversa8onal

These are tweets that go back and forth between folks, almost in an
instant message fashion, as well as tweets that try to engage
followers in conversa<on, such as ques<ons or polls.

Pass‐Along Value

These are any tweets with an “RT” in it.
Now, if there were any tweets that could ﬁt into more than one
category (which was rare), if it started with “@”, we deemed it as
conversa<onal, even if it was a news item or self‐promo<on.

The Results

The results were interes<ng, and not in the order that we
an<cipated. For instance, we thought that both Spam and
Self‐Promo<on percentages would be much higher. We
were also surprised how close Conversa<onal was to being
in the top percentage posi<on. We would venture to guess
that if this study were conducted for a longer period of <me,
Conversa<onal and Pointless Babble would likely trade
places back and forth, and ul<mately even out.
What’s also interes<ng is that Pass‐Along Value ranks 3rd in
usage, albeit a far distance from the number one or two
usage categories.
Also, we thought the News category would have more
weight than dead last, since this seems to be contrary to
Twi4er’s new posi<on of being the premier source of news
and events.
Self‐promo<on was also less than expected at 5.85% of all
tweets. This may be enlightening to some folks, as there
appears to be a ﬂurry of companies and businesses joining
Twi4er to promote products and services.

“Conversa<onal”

“Pass‐Along Value”

The Results
Tweets by Time of Day
The chart below indicates from our data what <mes of the day you might expect certain types of tweets. What
was interes<ng to us was that the Pass‐along value tweets were most prevalent at 11:30a CST, with another spike
between 4:00 and 4:30p CST. The highest tweets are highlighted for each category.

The Results
Tweets by Day of Week
The chart below creates and interes<ng correla<on between the type of tweet and what day of the week in
tends to occur more frequently. In this chart, we highlighted the highest occurrence of tweets for the day of the
week. So for example, re‐tweets happen most ooen on Mondays, while news tweets occur most ooen on
Tuesdays. The category with the largest gap between the highest occurrence and the second‐highest
occurrence was self‐promo<on, where the highest occurrence was 8.5% of the tweets on Wednesdays, and the
second‐highest occurrence at 6.25% on Tuesdays.

Other Studies

If Only 100 People Were on TwiGer
Gizmodo
August 4, 2009
Gizmodo recently published a blog post “If Only
100 People Were on Twi4er” and what it would
look like. The data visualiza<on was done by
Dave MCandless. What stands out here is the
“5 loud mouths”, or 5% of the folks who
contribute 75% of the tweets.

Source: h4p://gizmodo.com/5330049/if‐only‐100‐people‐were‐in‐twi4er

Other Studies

Best Time to Tweet for Maximum Exposure
Gary McCaﬀrey
March 19, 2009
According to Internet marke<ng expert, Gary
McCaﬀrey, he says he received the most
referrals from Twi4er between 1:00 and 2:00p
PST, but also said you would get the highest
chance of geqng exposure between 9:00a and
3:00p. He even shares his referral traﬃc:

Source: h4p://www.garymccaﬀrey.com/blog/2009/03/19/when‐is‐the‐best‐<me‐to‐tweet‐for‐maximum‐twi4er‐traﬃc‐and‐exposure/

Other Studies

Why Teens Aren’t Using TwiGer
TechCrunch
July 13, 2009

Twitter

Ma4hew Robson, a 15‐year old intern at Morgan Stanley, wrote an
interes<ng report on why Twi4er is not the hot new thing in high
school. His answer: it’s not safe.
Teens like Facebook and MySpace because they have the ability to
select who they want to connect to, who they want to share emails,
screen names and phone numbers with. Twi4er is not closed in the
same manner. Anyone can follow your status updates.
He also men<oned (which was interes<ng), that Twi4er is also seen as
“expensive” to keep up with. Their parents usually pay the phone bills,
and are not willing to pony up for unlimited tex<ng. Therefore, they
would rather send texts to friends who will actually respond, versus
sending texts to update a Twi4er status where they have no idea who
will read or reply to it.
He goes on to say that Facebook has a more dedicated community than
Twi4er, and he’s right. Just comparing Quantcast data between the two
social networking sites, you can see that Facebook has 12X the number
of “addicts” compared to Twi4er, and 2X more regular visitors. Also,
no<ce that 72% of people are “passers‐by” compared to half that on
Facebook.

Facebook

Source: h4p://quantcast.com

Try This

So There is a lot of “Babble” – What Can We Do About It?
One of our favorite tools we are currently beta tes<ng is
called Philtro (h4p://philtro.com). Philtro will take your
unruly Tweets and narrow them down to what you actually
care about. Most of us are busy professionals, so we don’t
necessarily have all day to spend on social media outlets, so
wouldn’t it be nice if you could log into your account, and see
the Tweets you most care about for the day? They have a
complex algorithm that will show the tweets that most
interest you based on what you “thumb up” or “thumb
down”. It primarily looks at the content of the tweet, so even
if you “thumb down” a friend, that doesn’t mean you are
permanently ﬁltering them out – just that type of tweet.
One of the other problems with most of the apps out there is
that they will only capture your tweets in a short window.
This means that if there was a really good tweet, you can
easily miss it if you are not con<nuously on top of it. Philtro
will also be solving this problem in the upcoming weeks.

Source: h4p://philtro.com

Conclusion

Now What?
As Twi4er con<nues to evolve, not only as a brand but from a
user’s perspec<ve, it is likely that the usage pa4erns will
change. We did not predict that Conversa<onal would be as
high as it was, or that Self‐Promo<on was going to be as low
as it was.
Pear Analy<cs will be publishing new data quarterly in an
a4empt to iden<fy and assess new trends in Twi4er usage.

About Pear Analytics

What We Do
Pear Analy<cs is a San Antonio‐based products and services
ﬁrm that specializes in marke<ng analy<cs, insights and
intelligence. They have a variety of na<onal clients in several
industries including healthcare, technology, educa<on,
manufacturing and more where they consult them with
search engine op<miza<on and paid search strategies,
marke<ng performance measurement and web‐based tool
development. Their current product is the Website Analyzer,
a free SEO analysis tool for website owners who need non‐
technical instruc<ons on how to improve their website for
search engines. For more informa<on, please visit
www.pearanaly<cs.com.
For inquiries, please contact Ryan Kelly,
ryan@pearanaly<cs.com.

