





























TOTAL ENGAGEMENT BY

TWEET CONTENT

Informative tweets receive significantly more engagement
than all of the other types of tweet content.

For example those covering research breakthroughs, tips for bettering quality of life,
etc. Can be explained by our demographics, in which a majority of followers who
interact with us are females over the age of 35 possibly pointing to mothers or other
relatives of patients attempting to get more information on topics important to them.

Disapproval of a Different Organization’s Actions category
was unusually high for a non-profit organization.

We believe that this portion of the data reported very highly because the CEQ of Crossfit,
Greg Glassman, made false claims about the cause of Type 1 Diabetes and was
corrected multiple times by JDRF about this misinformation.






HASHTAG AND HYPERLINK

ENGAGEMENT

Using more hashtags and hyperlinks in tweets will allow JDRF
to connect better with the diabetes community.

The diabetes community is a tight-knit group that stay connected and in the
conversation with the use of hashtags. As an organization JORF must use more
relevant and topical hashtags in their tweets because their followers engage well
with posts including these. Almost every Tweet they make from now on should
include a hashtag, character permitting.

JORF's followers engage with posts that do and do not contain hyperlinks at
comparable levels. However, certain types of hyperlinks seem to promote more
engagement, such as informative or news articles. Producing and/or this type of
content must be made a priority.






























CROSSFIT INCIDENT ANALYSIS {F

It's possible for bad incidents to have a positive effect on
social media conversations.

There was an understandable outpouring of negative sentiment on the day of
the Crossfit tweet incident. In the wake of the tweet, negative social media
conversation jumped roughly 12% percent from before the incident.
Interestingly enough, however, so did the percentage of positive posts.

We believe that while the incident immediately caused upset on social media, it

also gave audience a reason to rally together as a community and increase
positive posting.

Hot button topic conversations result in an overall
increase in posts.

While the Crossfit incident is an anomaly, it is important to note its effect on
post numbers. Though negative, this type of conversation got the diabetes

community to turn to social media to voice their opinions, and may be an avenue
for the JORF to monitor in the future.






CROSSFIT INCIDENT ANALYSIS ¢/

Twitter users went back to their normal positive tweeting
habits after the day of Crossfit’'s unfortunate comments.

The Crossfit incident had a similar effect on follower sentiment on Twitter as
well. The day of the incident there was huge spike in total tweets, with more
than 20% of all the tweets from the month coming on that day. negative
sentiment on that day was four times more prevalent than it had beenin the
two weeks leading up to the event and yet again the JORF community came
together in opposition of these misguided remarks.

Another interesting piece of data to notice is that positive sentiment reported
at very similar numbers during both the two weeks before and after the
incident. This is different than what we saw on Facebook as positive
sentiment nearly doubled in the two weeks after the incident when compared
to the two weeks before so. This would suggest Twitter users went back to
their normal tweeting habits after the day of Crossfit's unfortunate comments,
and that perhaps the sheer volume of posts one can have on Twitter would
cause them to have somewhat of a shorter memory when it comes to
remembering and responding to events on their platform.






CHILDREN'S CONGRESS

It is imperative to double check automated coding software.

There seemed to be more negative sentiment after the event. Because this is not what
we expected, we looked into what the negative tweets were actually saying.

We found that none of the tweets actually expressed a negative sentiment, but the
software incorrectly picked up negative words used in a positive manner. They were all
either neutral or positive.

Positive sentiment was highest during and after the
event, but the volume of posts decreased immensely.

After we recoded the data, we found that overall a higher percentage of tweets express
positive sentiment during and after the event than before it. While this is a good thing,
we feel that the JORF is missing out on key opportunities to increase positive
conversation prior to the Children's congress.

In the same vein, while it is great that the number of posts were high before and during
the Congress, it's important that JORF makes an effort to keep conversation going after
the event is over.









NETWORK DATA SUMMARY

In order to further analyze the conversations within the diabetes community,

we used NodeXL topics to capture a big-picture glimpse of the conversation
surrounding Type 1 Diabetes and to observe where JORF landed in the

Twitter discussiaon.

NodeXL allowed us to see not only where these conversations are occurring,
but how they interconnect with each other. This program also allowed us to
visualize the conversations and relevant topics.

Timeframe and demographics remained the same and the other two
sections, but our keywords were refined by a Boolean search, included

below:

TID OR “Type 1 Diabetes” OR “Type One Diabetes” OR
#T1D OR #typeldiabetes OR #diabetes OR #JDRF -T2D

































STRATEGY AND NEXT STEPS

Based on our analysis of JDRF and their social media
presence, we propose the following:

Keep a pulse on not only national news that affects their target audience, but
to local news and events (especially in large cities with influential chapters).

Engage on social media with influential users and communities to leverage
their unique audiences, to foster conversation and bring their isolated
conversations together.

Continue to create content that features relevant informative messages and
contain hashtags and hyperlinks to boost engagement with their followers.
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