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EXECUTIVE

SUMMARY

Foundedin 1971 in Paris, France, Doctors Without Borders has become a
renowned international humanitarian and medical organization. Doctors Without
Borders holds a team of more than 60,000 staff members, providing medical aid to
70+ countries, regardless of gender, race, religion, and political affiliation.

Doctors Without Borders dedicates their resources and aid to care for those who
have been affected by the unthinkable, providing the highest level of care to millions
of people around the world through accountability and transparency:.

The main objective of this report was to analyze data through different datasets of
owned and earned media, their competitors' data, and topic datasets that are
consistent with the Doctors Without Borders organization. Our hopes throughout
analyzing this data were to find areas where Doctors Without Borders fell short
across their social media platforms, in specific areas such as engagement, posting
habits, and delivery. We also analyzed what Doctors Without Borders did well, and
how they could take advantage of these aspects to an even greater extent through
reaching a larger target audience with even more engagement and impact.

STATEMENT OF BUSINESS PROBLEMS

With extensive data analysis of the Doctors Without Borders social media platforms
through different datasets, such as owned and earmned media, we found that
Doctors Without Borders receives a lot of positive sentiment from users. However,
we found that the organization could stand to better understand their audience and
further curate and produce more content with their audience's interests in mind. We
also found that Doctors Without Borders lacks a lot of engagement and
conversation from users on several of their social media platforms, such as Reddit
and Instagram.



DATA
SUMMARY

DATE RANGE: January 15-October 15, 2021.

VOLUME
e Owned data: 305 tweets
e Earned data: 77,330 total mentions
e Competition data: 803,490 total mentions

PLATFORMS: Instagram, Twitter, Reddit
TOOLS: Brandwatch, Keyhole

DATA LIMITATIONS: There was little to no data on both Reddit
and Instagram in some categories within different datasets,
hindering our ability to make recommendations for these
platforms.

KEY PERFORMANCE INDICATORS

ENGAGEMENT: Analyze Twitter retweets, replies, and mentions, as well as Instagram
and Reddit mentions, to see which posts and topics are sparking the most
engagement and conversation.

SHARE OF VOICE: Record the volume measurements of Doctors Without Borders
posts in comparison to the organization's competitors. SOV will help to analyze
important and applicable topics and conversations that are relevant to the
organization.

SENTIMENT: Analyze the dispositions of conversations and attitudes towards Doctors
Without Borders to evaluate which topics of conversation provoke negative, neutral,
and positive sentiments.



RECOMMENDATIONS

The main reason DWB has a social media presence is to produce donations
to the organization through social engagement. We suggest increasing
donation posts that include call-to-action hashtag types, the organization's
URL in the copy, and an image assisting the copy in the form of either a
graphic, picture, or mixed media graphic to maximize donations.

2 COLLABORATION WITH OTHER NONPROFITS

1 INCREASE DONATIONS POSTS

We found that posts mentioning other nonprofits produced great
engagement, with mention of other nonprofits ranking first in mention type
of retweets and second in the URL category for retweets. We suggest
increasing collaborations with other nonprofits, such as INARA, to bring
more brand awareness and therefore increase the potential amount of
donations to both DWB and the collaborating organization.

INCORPORATE VIDEOS AND IMAGES

3 We suggest growing engagement with tweets that contain videos and
images in efforts to grab the viewers' attention by including more call-to-
action hashtags and focus the theme of the videos on trending topics such
as fundraising, medicine, and politics. Videos, specifically, are a great way to
showcase the work of helping millions of people. Videos could help provide
vital information to users on trending and important topics, while ultimately
increasing the amount of retweets.

CREATE NEWSWORTHY CONTENT AND
EMERGENCY UPDATES

We suggest that posts created by DWB include call to action phrasing as
well as news and updates in the content provided. When looking at the
spikes, there was high engagement with posts regarding newsworthy
content and emergency updates. For example, when the FDA approved the
Pfizer vaccine, there was over 150K mentions regarding the topic.
Groundbreaking research as well as policy change regarding the Covid-19
vaccine produces large amounts of interactions and engagement.

5 PROVIDE TRANSPARENT INFO REGARDING THE COVID-19

VACCINE

We suggest being transparent regarding the Covid-19 vaccine, as well as
provide a plethora of information. Negative sentiments for both men and
women regarding the vaccine were very high. Most individuals were
concerned about side effects and contents of the vaccine. Making this
information public knowledge in content across platforms could provide
more positive sentiments regarding DWB in this specific conversation.



RECOMMENDATIONS

10

SHARE GEOGRAPHIC LOCATIONS OF COVID-19 IMPACT

We found that people react strongly to making the Covid-19 vaccine accessible all
around the world. Top posts that stimulated the most engagement were ones
regarding the manufacturing of both Pfizer and Moderna vaccines. We suggest
producing posts that highlight essential geographic information regarding where
people are most affected by Covid-19, which will lead to higher engagement,
positive sentiments, and donations to DWB.

INCREASE SOCIAL MEDIA PRESENCE THROUGH
INFLUENCERS

Collaborating with social media influencers, those with a substantial amount of
followers and engagement, is a great way to increase brand recognition and
awareness. We have found the best influencer to generate buzz around Doctors
Without Borders is Twitter user @YourAnonRiots, who has 86,837 followers and
high engagement. This account shares content that aligns with Doctors Without
Borders' key buzz and mentions words, such as healthcare, cyber security, and
news about international affairs and wars. By partnering with this account Doctors
Without Borders will be able to reach thousands of new audience members.

INCREASE STATISTIC BASED CONTENT REGARDING FUNDRAISING
Data proved that users were interested in factual content, with infographics and

statistics ranking third overall for highest amount of Twitter retweets by image

(media) content. We suggest that DWB create posts regarding fundraising efforts,

such as content including graphs and infographics, as well as call to action

hashtags showing donation progress and efforts to maximize donations,

conversation, and engagement.

INCREASE POSITIVITY TOWARDS THE ORGANIZATION

Though the overall discourse, URLSs, and hashtags used in mentions involving our
competition's data were very similar to our organization's data, the sentiment of
the competition's mentions was significantly more positive than DWB. In order to
associate the organization more positively, we recommend that they feature more
content related to positive outcomes from their work, praising healthcare workers,
inspiring stories, advocating for petitions and policy, and positive involvement
overall. Tweets focused on donations, medicine, and politics showed stronger
success, so leveraging those in a positive light will increase engagement and
positive sentiment.

INCREASE VARIATION IN URLS

Within the competition's data, the top performing posts with URLs all featured
links to news sites, some of which also encouraged donations to organizations
such as Unicef. Our data has already shown that newsworthy content receives
higher engagement, so we suggest that DWB not only cover new stories
themselves, but also reach out to news organizations to gain coverage of their part
in assisting crises as well as outside promotion for donations.
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DWB
OWNED DATA

EXECUTIVE SUMMARY

The data set we have analyzed includes 305 tweets from Doctors Without
Borders USA (@MSF_USA). Tweets were gathered from the time of
January 15th to October 15th, 2021. This time period was chosen due to
the impact of the new Omicron variant, holidays, and general increase in
class disparities as well as environmental crises.

Throughout this dataset report we will be analyzing posts made by Doctors
Without Borders and their production of different metrics of engagement.
We aim 1o

e Explore how different aspects of posts including theme, hashtags,
image content, media type, URLS, and mentions play individual roles in
engagement from users.

e Determine why PR releases for media type produced the highest
number of retweets, as well as understanding why users don't react as
well when videos are included in posts.

 Discover why the absence of hashtags within posts creates more of an
increase in engagement.

e Determine why survivor stories and quotes don't perform as well in
terms of engagement when it's the theme of the tweet orimage
content.

Throughout our report, we hope to uncover what will drive the most
engagement from users and how to maximize efficiency by analyzing each
of these categories.



METRICS MEASURED BY AVERAGE

NUMBER OF RETWEETS

Average Number of Retweets by Hashtags

30

Tweets with hashtags that evoke
Not shown: Other (n=16) a call to action obtained the
highest average of retweets at
26%. Tweets with no hashtags
took second place, even though

those tweets made up 75% of the
- — entries. Even though they were

Callto Action (n=45) No Hashtags (n=230) International Holidays (n=12) Event Hashtags (n=19) the mode Of the Category, they
o T likely took second place because
SH Al iy 4549 tweets associated with a call to
No Hashtags (N=230) 21.84
International Holidays (N=12) 7.25 action also got high engagement
Event Hashtags (N=19) 5.26 R
Grand Total 20.78 across most other categories.

Average Number of Retweets by Media Type

60

Tweets headlining PR releases

secured an average of 51% of the
retweets, despite representing )
only 1% of the sample tweets,

which is potentially because they ’
offer more high-valued and

Not shown: Other (n=48)

current information than other PRRcicase (n=4) TexOnly (n-27) imago (=176 Vidoos (=601

posts. The most common media R ——

type by far, images, only resulted PR Release (n=4) 51.00

. o . Text Only (n=27) 3204

in 22% of the engagement metric. sl i
Videas [n=50) 11.40
Grand Total 2151




METRICS MEASURED BY AVERAGE

NUMBER OF RETWEETS

Average Number of Retweets by Image (Media)

Content
Besides tweets with no media, posts
calling for donations received the
0 highest average of retweets. Tweets
. . spreading information or
- : : ' showcasing their volunteers also
A A Y Y held a steady percentage of
& engagement. The top categories all
_—m T —— maintained similar percentages.
No Media (n=29) 30.14
Donate [(n=57) 29.21
Infographics/Statistics (n=25) 2288
Volunteers/Dactors (n=42) 2140
Patients (n=48) 1356
International Impact {n=14) 10.00
Quotes (n=18) 9.78
Grand Total 21.36

Tweets tagging other non-profits

Average Number of Retweets by Mentions
garnered 30% of retweets.
Considering the mention type is

only 4% of the sample and the . . . .

second strongest type makes up e e e ——————
81%, this is a relevant metric.

Row Labels Average of Twitter Retweets
Other Non-Profits (n=12) 29.58
No Mention (n=246) 21.93
Public Figures (n=16) 15.44
Org Employees (n=9) 13.56
News Companies (n=9) 13.44
Org (n=8) 10,00
Grand Total 21.07
P, lrewturi il
MSF coondinator Youssou! Dembdi describes the humanitasian crisis and % Doctors wio Borders @
large-scale displocemant caused by angoing vislence.

Owir tissms @ providing food, clean water, matevnity and child cane, and
malaria trestment—but mare help s nesded.




METRICS MEASURED BY AVERAGE

NUMBER OF RETWEETS

Average Number of Retweets by URL Type

40

Tweets with no URL obtained
the highest average of
retweets. The difference in
the spread of the remaining
hyperlink types isn't
statistically significant,
despite the counts varying.

Not shown: Other (n=3)

¢ Row Labels Average of Twitter Retweets
No URL (n=69) 34.03
Other Healthcare/Humanitarian Sites (n=4) 18.50
Internal Org Site (n=192) 18.15
MNews Sites (n=18) 13.78
Video Sharing Platform (n=19) 9.37
Grand Total 20.97

Average Number of Retweets by Image (Media)
Content

Besides tweets with no media, posts calling for
donations received the highest average of
retweets. Tweets spreading information or

showcasing their volunteers also held a steady
percentage of engagement. The top categories all

n: Other (n=72

(n=72)

maintained similar percentages. (

g
&
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Emergency Supplies Delivered to Haiti

SENT FROM MSF EMERGENCY SUPPLY CENTER, BELGIUM, AUGUST 21 & 22, 2021

* Medical supplies '—-Sth water scuipment Row Labels |i7] Average of Twitter Retweets

; o No Media [n=29) 30.14
Denate (n=57) 29.21

Infographics/Statistics (n=25) 2288

Volunteers/Doctors (n=42) 21.40

Patients (n=48) 1356

International Impact (n=14) 10.00

Quotes (n=18) 9.78

x Cargo Transported W Tented infrastructure Grand Total 21.36

= 2 fufl cargo planes 40 mediii
200 toes of medical and miisf supplios o meclics
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METRICS MEASURED BY AVERAGE

NUMBER OF RETWEETS

Average Number of Retweets by Mentions

30
20
| l .
0
Other Non-Profits (n=12) No Mention (n=246)

Row Labels

Other Non-Profits (n=12)
Mo Mention (n=246)
Public Figures (n=16)
Org Employees (n=9)
News Companies (n=9)
Org (n=8)

Grand Total

Not shown: Other (n=5)

Average of Twitter Retweets
29.58
2193
15.44
13.56
13.44
10.00
21.07

Tweets tagging other non-profits garnered
30% of retweets. Considering the mention
type is only 4% of the sample and the
second strongest type makes up 81%, this is
arelevant metric.

% Doctors w/o Borders §

Founded by . helps children
who are wounded due to conflict or living as a refugee
access essential medical care.
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DWB
ORGANIZATION

DATASET
EXECUTIVE SUMMARY

There were /7,330 total mentions within our organization's dataset,
Metrics were analyzed from three different social platforms, including
Twitter, Reddit, and Instagram. Posts were gathered from January 15th
to October 15th, 2021. This time period was chosen to examine the
impact of the new Omicron variant, holidays, and general increase in
class disparities as well as environmental crises.

Throughout this report we will be analyzing topics related to Doctors
Without Borders and their production of different metrics of
engagement. We aim to:

e Explore how user sentiments played a role in conversations on
Twitter, Reddit, and Instagram based on current events and
disparities.

e | ocate where most users who interact with Doctors Without
Borders reside.

e Discover different demographics of users, specifically gender.

e Evaluate which posts made by Doctors Without Borders caused
spikes in engagement, resulting in an overall increase of volume
and mentions.

e Uncover which social media platforms and hashtags produced the
most volume and engagement from users.

Throughout our report, we hope to uncover what will drive the most
engagement from users and how to maximize efficiency by analyzing
each of these categories.

(k&



ORGANIZATION DATA

TWITTER SENTIMENT

8%

 Positive: donations, praising organization workers,
community involvement, inspiring stories, awards,
increased resources

Negative
29%

» Negative: disease, malnutrition, increase famine e
threats, lack of medicine, denial of human rights, blood
shortages, unsafe drinking water

TWITTER GEOGRAPHY

o Majority of the users reside in the
United States, with their mention
volume being much higher than any
other region at 16% of the total volume.
Thisis followed, in order, by the US, i
Ethiopia, Canada, Pakistan, and India. SR N T

TWITTER DEMOGRAPHICS

e Genderis split somewhat evenly on
Twitter between male (54%) and female e
(46%).

Male
54%

SPIKE ANALYSIS

6/21/21 - Tiigray genocide, Article from the guardian.com mentioned
3251 limes & #igray mentionad 11173 imes, DWB ralsed awarenass
about this event an a global scale

823/21 - Hospitals in Tigray locted. A pbs twimg.com article mentioned
4592 limes. #neveragaindtigray mentioned 2078 times. DWB updated
foliowers regarding the event and raise money for relief

10



ORGANIZATION DATA

Positive

INSTAGRAM SENTIMENT

» Positive: donations, improving healthcare, saving
lives

Negative
35%

o Negative: hospitals and healthcare workers facing
challenges, airstrikes and attacks, malnutrition, the Neural
dead and wounded, brutality o

INSTAGRAM GEOGRAPHY

e There was no data available in Brandwatch regarding the geographic spread within Instagram

INSTAGRAM DEMOGRAPHIC

e There was no data found in
Brandwatch regarding the gender
demographics for Instagram.

10/4/21 - 16 menllons of Alghanistan regarding suicide bomber,

9221 - Anniversary pasts regarding the buming of a camp In Greace
There are 12 mentions

17



ORGANIZATION DATA

REDDIT SENTIMENT

e Positive: pro bono legal aid, donations, world
leadership, cryptocurrency, charities, vaccines,
humanitarian groups

o Negative: airstrikes, missions, financial support,
hospital locations being bombed, big pharma,
vaccines

NNNNNNN

REDDIT GEOGRAPHY

e There was no data in Brandwatch describing the
geographic demographics within Reddit.

REDDIT DEMOGRAPHIC

e There was no data available

regarding the demographic spread
within Reddit.

18




ORGANIZATION DATA

INFLUENTIAL USERS

Twitter:

e Thetop influential user on
Twitter was @YourAnonRIiots
with 86,837 followers and
18,462 retweets within the
user's last 100 tweets. They
describe themself as a 'digital
activist." They usually share
content about healthcare, cyber
security, and news about
international affairs and war.
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INFLUENTIAL USERS

Twitter:

o No significant data regarding
influential users is available due
to the very low number of 4 naige ! 2eeee
mentions and lack of continued
engagement. o

Top Influencers (1)

Author Name Source ¥ Mentions Reach

INFLUENTIAL USERS

Reddit:

e There was no data at all to report regarding influential users through Reddit in Brandwatch.

19



ORGANIZATION DATA

TWITTER VOLUME

e The number of total mentions in our organization
data within Twitter was 610,689 between January
16,2021 and October 156, 2021, which is the highest -1 f‘ £0) A 4717%
number of mentions by content source. @ | . 9K

Total Mentions

Previous period;

12.68K

INSTAGRAM VOLUME

e The number of total mentions in our organization
data on Instagram was 69 mentions within the time

period of January 15,2021 to October 15, 2021. o
6 9 Previous period: 0

Total Mentions (i)

REDDIT VOLUME

e The number of total mentions in our organization's data Total Mentions (©
on Reddit was 51,000 between the time period of

January 15, 2021 and October 15, 2021. Thisis 5 1 K :‘ 3955%_ 1240

revious perioda:
significantly higher than the number of mentions on S
Instagram.

20



ORGANIZATION DATA

TOP HASHTAGS

Twitter:

e Thetop hashtag used on twitter was #tigray with 81,203 uses.
e The second more used hashtag was #tigraygenocide with 68,723 tweets.
e The third top hashtag was #ethiopia with 31,182 uses.

TOP HASHTAGS

Instagram:

e Thetop hashtags on Instagram was #afganistan with 58 uses.
e #doctorswithoutborders was the second top hashtag with 25 uses.
e The third significant hashtag was #msf with 23 uses on Instagram.

TOP HASHTAGS

Reddit:

» No relevant or significant hashtags regarding the organization are displayed within our
BrandWatch analysis.

2



THEMES

Totals from each boolean are all at least 5% and all topics
make up 50% of data.

@ Theme: Covid Vaccines; boolean: "vaccines' OR "'covid vaccine' OR "covid
vaccines' OR 'coronavirus vaccine' OR 'coronavirus vaccines' OR
‘vaccine equity' OR #vaccineequity OR #vaccine OR #vaccines OR
#freethevax OR 'free the vax' OR "coronavirus' OR "covid" OR "covid-19"
N=48,995: 13.91% of all posts

Theme: Humanitarian Groups; boolean: #humanitarian OR
'‘numanitarian’, N= 54,327, 12.55% of all posts

Theme: Doctors; boolean: 'doctors' OR #doctors; N=111,258; 6.13% of
total posts

Theme: Aid; boolean: "aid" OR #aid, N = 59,5684 8.74% of total posts

Theme: Help; boolean: "help' OR "#help N =61,122; 8.96% of all posts







DWB
COMPETITION DATA

EXECUTIVE SUMMARY

Our competition dataset consisted of 803,490 mentions, sourced
soley through Twitter. As with our organizational data, posts were
collected from January 156th 2021 through October 156th 2021.

e Using BrandWatch and our boolean queries, we identified our
top 3 competitors on Twitter to be @unicef, @usaid, and @wip.

e Similarly to what we uncovered in our organizational data
findings, our competition's mentions were also mainly from
The United States and consisted of a slight majority of male
users.

e The competition data, however, revealed a more even spread
between negative and positive sentiment.

The conversation within this data set focused primarily on drawing
attention to current events and crises, as well as humanitarian
funding sites that assist in those events.

Through the insights we've gained on different demographics,
engagement data, and analyses, we hope to uncover the
reasoning behind their performance and provide
recommendations for successful positive replication.

24



COMPETITION DATA

SENTIMENT

Twitter:
 Positive: endorsements for representatives, praising organization
workers, signing petitions, policy advocation, inspiring stories,
donations, awards, encouraging participating with the
organization
o Negative: genocides, disease, malnutrition, increase famine threats, lack of medicine, denial of human
rights, blood shortages, unsafe drinking water, discrimination against children with disabilities

e - Spread of top 6
G EOG RAPHY anr geographical

regions of
interest

Other
55%

Negative
25%

Twitter:

The volume of our competitors' mentions
varies widely among many different
countries, but the most popular region by
faris the United States of America.
Ethiopia, the United Kingdom, India,
Myanmar, and Canada are the next most
common regions of discourse,
respectively.

TWitter: . Thgrg is a slight TOP HASHTAGS
majority of male users,

making up 565% of the .
competition's data. Twitter:
o TopHashtags: et A :
1. #nomore 86k e M fﬁ.vsr
mentions ST Tigray peop!e T';‘Qi’:rn;ﬂm
rerae 2. #whatshappeningin Emopan Ethiopia W '“J:"‘rj:
a7 chidren B
o mentions e AT A
3.#tigray 77k mentions A

4 #endtigrayseige 74k

o ton S e e o5




COMPETITION DATA

TOP URLs

Twitter:

The URLSs that received the highest number of
retweets within our competition's data featured links
related to humanitarian discussions that draw
attention towards the human rights issues that
organizations like ours address, and to donations,
specifically UNICEF.

TOP RETWEETS

Twitter:

The top Twitter retweets

(featured below) contain

information about the Taliban,
genocides, lack of medication,
and lack of access to food and
water. All of these topics

correspond to content related
to and discussed by Doctors 5 : . _
Without Borders as well as & o N e
organizations similar to theirs. RS TR /. —cowe

TWITTER THEMES

Twitter:

Popular Twitter themes contain similar
topics of the most retweeted tweets,
including genocide, lack of medication,
food, and water.




COMPETITION DATA

MOST MENTIONED

Twitter:

The most mentioned users on twitter
were @unicef, @usaid, and @wfp.
They each also received the highest
number of impressions.

TOP INFLUENCERS

Twitter:

The top influencer was @YourAnonRiots
with 688 followers and 54 retweets over
the user's last 100 tweets.

SPIKE ANALYSIS

Twitter:

FAEEEE @TO

11/1/271: 32K mentions. Elon Musk donating $6 Bill to the World Food
Programme if they can prove that he can solve world hunger.
Bloomberg article mentioned 1916 times and #ElonMusk had 849
mentions.

12/14/21: 48K mentions. Coup De Etatin Myanmar.
#helpmyanmarprisoners had 26,389 mentions, and shared links

Q from PBS 4,578 times.
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DWB
TOPIC DATA

EXECUTIVE SUMMARY

Overall, there were 9.69 million total mentions. We chose to analyze
Reddit and Twitter first because those social media platforms
produced the most results. We analyzed data from January 15th-
October 16th, 2021. Majority of the sentiments in each social media
platform consisted of neutral sentiments towards the Covid-19
vaccineg, including both Pfizer and Moderna.

e Thetop locations for all social media platforms were North
America and Europe.

e (Conversations within each platform had topics of Moderna
and Pfizer Covid-19 vaccines, as well as doses and the side
effects that came with each dose.

e The FDA approval of the Pfizer vaccine caused a major spike in
conversations on both Twitter and Reddlit.

e The success rate in both Moderna and Pfizer vaccines, as well
as drop in Covid-19 cases were matched with positive
sentiments.

e Covid-19 vaccine side affects, vaccine related deaths and
protests, as well as taxes contributing towards vaccine
mandates were met with negative sentiments,

Overall, the topics of Covid-19, Moderna, and Pfizer produced
heavy and important analyzations and results that were relevant to
the work of Doctors Without Borders. 29



TOPIC DATA

SPIKE ANALYSIS

Twitter:

ZUUK Q

[~ -
S 150k

® ®

i
[
- : | | | | . “
| f|| . 1 ol Ul .,'-| || T w , |
0t OO o bl ROl
T e A oA
viar 2021 1) May 2021 Jul 2021 Aug 2021 ap 2021 Oct 2021

lan 2027 Feb 2021 h Apr 2021 Jun 2027

@ Twitter

e August 23, 2021: The FDA officially approved the Pfizer coronavirus vaccine.
The Washington Post link was shared thousands of times with a push from
top authors to get vaccinated.

September 20, 2021: Pfizer states that their trial was highly effective in children
ages b-11. Tweets reporting the news as well as tweets concerned about
children circulated.

G October 7, 2021: A whistleblower from Pfizer leaks a statement on the use of
fetal tissue. This leads to concern and negative sentiment from twitter authors.

Reddit: A

30k

20k

Mention Volume

10k
' |
sl il
B ot A T o T e e
Jan 2021 Feb 2021 Mar 2021 Apr 2021 May 2021 Jun 2029 Jul 2021 Aug 2021 Sep 2021 Oct 2021
@ Reddit

e August 23, 20271: The FDA officially approved the Pfizer coronavirus vaccine. A
thread with thousands of posts was trending regarding mandates.

April 16, 2021: Pfizer CEQO states that a possible third dose of the Covid-19
Vaccine would need to be administered in the next 12 months. This sparked
controversy in opinions in mentions,

30



TOPIC DATA

SENTIMENT

Positive

Twitter:

Positive: success rate of the Moderna and Pfizer vaccines, vaccine booster shots, drop
in COVID-19 cases

Negative: COVID-19 vaccine side effects, vaccine related deaths, vaccine mandate
protests

Reddit:

Positive: success rate of the Moderna and Pfizer vaccines, minor to

No vaccine symptoms, recovering from COVID-19 Negatve
Negative: COVID-19 vaccine side effects, taxes paying for v
mandated vaccines, anti-vax messaging

Neutral
76%

Neutral
52%

GEOGRAPHY

Positive
7%

Twitter:

The top location was North America with

60% of Twitter mentions coming from that

region, followed by Europe (16%) and Asia Reddit: Nl 4%
(12%).

Africa
9

pustela The top location was
North America with 62%
of Reddit mentions
coming from that

cucpo region, followed by Crome
., Europe (18%) and Asia e
(10%).
North America
Twitter:
56% of the Twitter mentions were tweets by the male e
demographic, with 45% of the tweets coming from the female o
demographic. 55%
Reddit:
No results were found in Brandwatch for the Reddit
gender breakdown.

31



TOPIC DATA

Twitter: Reddit:

Twitter had the majority i Reddit had the second

Reddit
9.7%

most volume, with 9.7% of
content from this
platform.

of volume, with 83% of
content sourced from
the platform. Other
sources include blogs,
Instagram, Facebook,
and Reddit.

Twitter
83% Other

90.3%

F%... Pay per click journallsm Is absolutaly tanki
wublic health communication. Get your shot

Twitter: e L
The Twitter posts that received the highest number of retweets
mentioned topics involving the Covid-19 vaccine, including
mentions of both Pfizer and Moderna. Another top retweet was
posts mentioning Pfizer vaccine side effects, as well as
manufacturing and shortages regarding the Covid-19 vaccine.

1."By 3%... Pay per click journalism is absolutely tanking et e i o

public health comnmunication. Get your shot." 43498+ bl 1t v
Retweets.

2."WOW New HIV vaccine with a 97% antibody response
rate in phase I human trials. This is the most effective trial HIV
vaccine to date. Itis based on the Moderna's COVID
vaccine. COVID tech acceleration could change Rx for
cancer & HIVin future' 38158+ Retweets.

3."Story of a 66-year-old researcher, an immigrant, who
rarely got grants, never got her own lab, never earned more
than $60K. For four decades, she kept working on mRNA—
a path considered foolish. Her work is the basis for the Pfizer
and Moderna vaccines." 28067+ Retweets.

4."l got the Pfizer vaccine and pso pfar [ \
pno pside effects." 26782+ Retweets. 1
oderna could share the vaccine w
5. Pfizer & Moderna could share the vaccine with other prons. o-cne ol “owr” Ahe g
bould access them. The current va
manufacturers. No one would "own” the vaccines and -
everyone could access them. The current vaccine . "m - —_
"shortage” is man-made. 22453+ Retweets. \_ . ) 32




TOPIC DATA

TOP URLs

Twitter:

1.https://www.europeanpharmaceuticalreview.com/news/141892/novel-hiv-vaccine-
approach-shows-promise-in-landmark-first-in-human-trial/ (48 956 total shares)

2. https://thehill.com/policy/healthcare/public-global-health/56 16 27-pfizer-vaccine-less-
effective-against-delta-variant (45,201 total shares)

3. https://childrenshealthdefense.org/about-us/sign-up/?
utm_source=BKtwitterdamp;utm_medium=defender (35,421 total shares)

4. https://www.nytimes.com/202 1/04/08/health/coronavirus-mrna-kariko.html (29,392 total
shares)

5. https//nypost.com/2021/04/16/man-accidentally-gets- 1-moderna-and-1-pfizer-covid-
vaccine/?
utm_campaign=SocialFlow&utm_source=NYPTwitter&utm_medium=SocialFlow (25,129
total shares)

Reddit:

There were no results for Top URLS from
BrandWatch.

TOP USERS

Reddit:

1. AutoModerator:
2 .37 Mentions
3.Discusses themes related to Covid 19

1.NoStupidQuestionsBot
2.18 Mentions
3.Discusses questions related to Covid 19
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TOPIC DATA

TOP USERS

Twitter:

1 @chetan_bhagat (Chetan Bhagat)
Bio: Author. Columnist. Screenwriter.
Motivational Speaker. Youtuber
Followers: 12,614,215

Average Reach: 10,045,324
Average Impact 99.8

Location: Mumbai

2. @nathanheller (Nathan Heller)

Bio: New York staff writer, Vogue contributing
editor, semi-pro eavesdropper, overcaffeinated
caffeinated earth child. Now writing THE
PRIVATE ORDER for Penguin Press.

Followers: 19,623

Average Reach: 8016,892

Average Impact 99.7

Location: California and New York

3. maizatulman (Mai Zatulman)

Bio: 27, always a caffeinated veterinarian
Followers: 875

Average Reach: 7,826,503

Average Impact 99.5

Location: Malaysia

Top Mention:

1™ Chetan Bhagat
., @chetan_bhagat

The Pfizer vaccine, one of the best ones, used in most
developed countries, applied for permission in India in
Dec-2020. India instead asked them to do more
studies here. Pfizer withdrew its application in Feb-21.
Imagine lives saved if we allowed the vaccine from
December itself

4:28 AM - Apr 28, 2021 - Twitter Web App

6,850 Retweets 1,763 Quote Tweets 32K Likes

Top Mention:

o

Story of a 66-year-old researcher, an immigrant, who
rarely got grants, never got her own lab, never earned
more than $60K. For four decades, she kept working
on mRNA—a path considered foolish. Her work is the
basis for the Pfizer and Moderna vaccines.

the Corenavins
Korfko lodd the groundwork for the

meas MTIK Lwgn

Top Mention:

MAI
) ©@maizatulman
i

The correct volume administering vaccine:
AZ vaccine 0.5ml

Pfizer vaccine 0.3ml

Sinovac vaccine 0.5ml

Take note of this! And double check with the person
vaccinating you guys.

9:32 PM - May 21, 2021 - Twitter for iPhone

37.6K Retweets 520 Quote Tweets  39.9K Likes 34



GENDER-BASED DIFFERENCES

Gender: Male Theme: Pfizer

Conversationin This Theme

The main topics of conversation for this theme were the Pfizer vaccine, COVID-19, and
the booster shot for the vaccine.

- Top Positive Conversation: success rate of the Pfizer vaccine
- Top Negative Conversation: negative side effects of the Pfizer vaccine

Key Influencial Users

1.@nathanhelller - average reach of 8,016,891, 19.5K followers; Vogue contributing

editor
2. @Borisdohnson - average reach of 3601,545; 4.2M followers; Prime Minister of the

United Kingdom
3. @kept_simple - average reach of 3 310,059; 26.5K followers; political opinion figure

Gender: Female Theme: Pfizer

Conversationin This Theme

The main topics of conversation for this theme is the Pfizer vaccine, COVID-19, and the
booster shot for the vaccine.

- Top Positive Conversation: success rate of the Pfizer vaccine
- Top Negative Conversation: negative side effects of the Pfizer vaccine

The topic of conversations between males and females was extremely similar.

Key Influencial Users

1.@BabsR10 - average reach of 4,590,222, 7,688 followers; voting rights activist
2. @erinotoole - average reach of 1,298,624: 166.5K followers, MP for Durham
3. @stclairashley - average reach of 1,293 515; 404K followers;, Media and Press

Author
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GENDER-BASED DIFFERENCES

Gender: Male, Theme: Pfizer
Number of Posts: 3.23M

Sentiment Demographics

Positive

4% Australia Africa

10% e Top Continents:
North America (54%)

(71%) Neutral
conversations

Negative
(25%) Negative 26% Furope (21%)
conversations i Australia and Asia (10%)
(4%) Positive
conversations
South America
Neutral 2%
71%
North America
54%
Top Hashtags
TI:Ip HEPShTagS TWEETS RETWEETS ALL TWEETS = IMPRESSIONS The top hashtag V\/aS
#covidvaccination 3 216 220 456683 #CO\/\dvaCCIDaUOﬂ ]Cor males
eovidia 36 121 157 1837271 II’] the theme Pflzef The
tvaccinesquity 14 95 110 BG6O423 . .
amount of mentions for this
= e = TP hashtag in all tweet was 220
#vaccine 43 25 B9 14704811 . . .
with 456,683 impressions.
Gender: Female, Theme: Pfizer
Number of Posts: 1.35M
Sentiment Demographics
Positive
0 (71%) Neutral Top Continents: sl B
conversations North America (63%)
s (25%) Negative Europe (18%)
conversations Australia (11%) ~ Buore
(4%) Positive
conversations
South America
1%
Neutral
71% North America
63%
Top Hashtags
T0|’.') HEIS!‘-IEQS TWEETS RETWEETS ALL TWEETS = MPRESSIONS The top haShtag Was
TR S pavE e sesarrses  COVIA 19 for females in the
tpfizer 8364 17493 25858 130356698 theme Pfizer. The amount of
#vaccine 5044 12455 17500 msueres  Mentions for this hashtag in
Heidol 967 12356 12344 aosese  all tweet was 54,297 with
Hpfizerieaks 3833 4303 8137 sraostt 509,377,699 impressions.
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GENDER-BASED DIFFERENCES

Gender: Male Theme: Moderna

Conversationin This Theme

The main topics of conversation for this theme is the Moderna vaccine, COVID-19,
and adults that are at high risk with the vaccine.

- Top Positive Conversation: neccessity for the Moderna Booster
- Top Negative Conversation: negative side effects of the Moderna vaccine

Key Influencial Users

1. @BorisJohnson - average reach of 1,884,881; 4.2M followers; Prime Minister of
the United Kingdom

2. @BigEsgBae - average reach of 2,139,810; 21 4K followers; Attorney and
Entrepreneur

3. @lhfang - average reach of 1,839,608, 177.7K followers; Investigative Journalist

Gender: Female Theme: Moderna

Conversationin This Theme

The main topics of conversation for this theme is the Moderna vaccine, COVID-19, and
the booster shot for the vaccine.

Top Positive Conversation: the importance of getting any of the COVID-19 vaccines
Top Negative Conversation: the risk of getting the vaccine for many children and
adults

Key Influencial Users

1.@Erika_D_Smith - average reach of 958 793; 10K followers; Columnist for LA Times

2. @XUrbanSimsX - average reach of 475,666; 69K followers; Youtube, EA, and
Patrean Creator

3. @AmMbRice46 - average reach of 396,211; 118K followers; White House Domestic
Policy Advisor

3/



GENDER-BASED DIFFERENCES

Sentiment

Positive
5%

Neutral
78%

Top Hashiags
#covidi9
#modermna
HvBCCing
wphzar
reovid

#covidvaccine

Sentiment

(76%) Neutral
conversations

(18%) Negative
conversations

(6%) Positive
conversations

Neutral
76%

Top Hashags
#oovidis
#modema
#vaccing
#covidvaccing

RoOVIa

Negative Europe

Gender: Male, Theme: Moderna
Number of Posts: 1.23M Demographics

Australia Africa
4% 3% Asia

17% 17%

(78%) Neutral

South America

conversations 2%
(17%) Negative Top Continents:
conversations North America (65%)
(6%) Positive Europe (17%)
conversations Asia (9%)
North America
65%
Top Hashtags
TWEETS  RETWEETS  ALL TWEETS = meressions 1 Ne tOp hashtag was
5690 30371 36062 331230716 #COV|d | 9 for maleS n
the theme Moderna.
6814 13311 20126 160381875
The amount of
4619 8570 13189 76542611 mentions for this
2052 5004 7057 sri7ess7  hashtagin all tweet
1482 4894 6378 sg7s0s1  Was 36,062 with
331,230,716
116 5060 61786 22765825 .
impressions.
Gender: Female, Theme: Moderna
Number of Posts: 776K ,
Australia Asia
Positive N 4% %
6 Demographics e -

13%

Negative

18% South America

1%

Top Continents:

North America (76%)
Europe (13%)

Asia and Australia (9%)

North America
76%
Top Hashtags

TWEETS RETWEETS ALL TWEETS = IMPRESSIONS The top hashtag Was
BN 32133 35706 asss3sz03  #covid 19 for females in the
5204 11849 17144 i3z theme Moderna. The
3576 8285 1871 agrasses  amount of mentions for this
1658 5794 7454 asezeor7  Nashtagin all tweet was
1520 5012 8532 sssazszs 50,/ 00 With 338,636,203

im preSSiOﬂS.
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GENDER-BASED DIFFERENCES

Gender: Male Theme: COVID-19
Conversationin This Theme

The main topics of conversation for this theme is COVID-19 vaccines, COVID-19
symptoms, and mandated vaccines.

Top Positive Conversation: availability of the vaccines
Top Negative Conversation: vaccination side effects

Key Influencial Users

1. @MattHancock - average reach of 2,642,575; 426K followers; MP for West Suffolk

2. @TerryMcAuliffe - average reach of 1,914,143, 90.7K followers; Governor of the
Commonwealth of Virginia

3. @DavidMalpassWBG - average reach of 1,442,601, 47K followers; President of the
World Bank Group

Gender: Female Theme: COVID-19
Conversationin This Theme

The main topics of conversation for this theme is COVID-19 vaccines, COVID-19
booster shots, and mandated vaccines.

Top Positive Conversation: booster shot success rate
Top Negative Conversation: vaccinations for minors

Key Influencial Users

1. @EmmaCOottNYT - average reach of 70,980; 2.7K followers; Senior Video Journalist for
The New York Times

2. @Amy_Siskind - average reach of 1,186,962; 516K followers; President of The New
Agenda

3. @drsimonegold - average reach of 1,133,890; 312K followers; Founder of America's
Frontline Doctors




GENDER-BASED DIFFERENCES

Gender: Male, Theme: COVID--19 Number of Posts: 1.12M

Sentiment Demographlcs
Positive Australia Africa
2% Negative 4% 4%
87%) Neutral ; _ Asia
( c;)nversations ' Top Continents: Europe
. 16%
(11%) Negative North America (62%)
o) Negat Furope (16%)
conversations . o
" Asia (T 1 %)) South America

(2%) Positive 3%

conversations

|
Ng;;rja North America
62%
Top Hashtags

Top Hashtags TWEETS  RETWEETS  ALLTWEETS = IMPRESSIONS The top hashtag was #covid 19 for

Hoovidis 2300 7531 9840 £2050008 males in the theme COVID-19. The

Hofizer _— i p— R amoum of mentions forth|s hashtag

in all tweet was 9840 with

#eovid 1460 2390 3851 bbb 62,959,908 impressions

#vaccing 1310 2045 3356 27369829

foreaking 238 2522 2761 10242829

#vaccineaquily 424 2214 2640 12508939

Gender: Female, Theme: COVID--19 Number of Posts: 574K

Sentiment Demographics
Positl
028“%‘\/6 Negative Top Continents: Australia Asia
11% i 9 5% 5%
(87%) Neutral North Amerlca (72%) Fuope
conversations Eu-rope (14%) | 14%
(11%) Negative Asia and Australia (5%)
conversations soun eres
(2%) Positive
conversations
Ng;;rat North America
b 72%
Top Hashtags
Top Hashtags 3 f ALL TWEETS } = .
R | TRES i s The top hashtag was #covid 19 for females
Heovid19 1233 6771 8004 37603027 in the theme COVID-19. The amount of
Rpfizer 1400 3414 4825 37006499 mentions for this hashtag in all tweet was
— - — o T — 8,004 with 37,603,027 impressions.
FCOVIC “ il
#vaccine 990 1953 2944 13530931
Hvaccineequity 333 2522 2856 9481579

Horeaking 183 2328 25M 10758944 40



TOPIC DATA

THEME ANALYSIS

We dug into our data's sub-conversations by conducting tests using
custom classifiers. Through trial and error, we were able to
determine three main themes, not including "irrelevant,” which were
Covid-19, Pfizer, and Moderna. This process consisted of testing
different combinations of relevant items, training BrandWatch to
categorize the posts, and eventually finding results substantial
enough to analyze.

The theme of "COVID-19" made up 19% of the conversation, with 1,507,019
posts across platforms within our timeframe. The discourse within this
theme is primarily about the progression of the disease, information about
pandemic regulations, and the relevant vaccines and their availability.

The sub-conversation on "Pfizer" made up 49% of the full conversation,
with 3,926,413 total posts. This topic was mainly negative with users
focusing on distrust with the company and their vaccine.

The theme of "Moderna" made up 21% of the posts with 1,686,311 posts
falling within that category and measured timeframe. This subconversation
is the most positive of the 3. The posts within this theme revolve around
praise, informational discussion, and positive availability trajectory.

41



TOPIC DATA

THEME ANALYSIS

COVID-19

.
Positive Sentlment
2% Negative
1% 150k
100k
50k
0 e o0 W SUDDIPUIIN., SOPURIE SO SIS o o =
Neutral Jan 2027 Mar 20217 May 2021 Jul 2027 Sep 2021

87%
@ Negative Neutral @ Positive

The general theme of COVID-19 has the highest percentage of seemingly neutral sentiment by far, as well as the lowest
amount of positively and negatively framed mentions. The majority of topics present under the neutral category focus
on informational content, vaccine information and booking, reporting on the development of the disease and
pandemic, and governmental regulation updates and discourse.

Demographics

55% of mentions on COVID-19 were posted by male ol
users, which corresponds to the demographic spread 6%

present for the total data, as well. e
Hashtags
Top Hashtags: _ #vaccine #brea The top hashtags within this subconversation were
#covid19 43Kmentions 4 darma #oovid  Fvaccineequity  #covid19, #covid, vaccine, and an overlap of #pfizer.
#pfizer 31K mentions g5 |V - () #news Mentions of #moderna were also present, but not as
#vaccine 1/Kmentions A\, Ve | strongly. Besides the specific brands of vaccines

#covid 19Kmentions mentioned, the scope of the conversation was wider,

I\ alh including discourse on global health and equity.

Top Shared URLs ¥ Volume
URLs
ina 12965
? The top shared URLs contain
weeky split content. Some are
4618 positive, reporting on the
future of vaccine technology
and success in trials and
approval. Others display
httpsy/ com/wisconsin 7957 skepticism, fear/ and
1‘ hgobiand “__“;_ﬂ_f__"-"":'” s conspiracy theories, depicting
i i o' i a split audience.
https://www.vaccines.gov/ 6341
4689

hohox=1629725932 4 Z



TOPIC DATA

THEME ANALYSIS COVID-19

Influential Users

Unlike the other themes' top users, the majority of users came from those posting on Google Forums.
The top user on this topic was @POTUS on twitter, with 11 mentions during our time period and an
average reach of 3910,729. The remaining "influential' users listed were from Google Forums, and
they mainly posted content spreading information about vaccine availability and regulations, though
they did not have extensive reach and do not appear to be a large factor in the data.

Top Posts

01 i | ¥ POTUS (President Biden) @~0TUS @ 03 Aug
oy The FDA has officially approved the Pfizer COVID-19 vaccine. While all three COVID vaccines
have met FDA's strict standards for emergency use, this FDA approval should give added
confidence that this vaccine is safe and effective. If you're not vaccinated yet, now is the time.

Doctors Without Borders:  COVID-19 Vaccines:  Pfizer
02 | w POTUS (President Biden) @roTus &
Parents: kids 12 and up can now get the Pfizer COVID-19 vaccine. Go to
https://t.co/l4MYpWagX\VVo and find a vaccine near you. https://t.co/FOXTUSIhTH
Vaccines: Pfizer Daoctors Without Borders: COVID-19
03 1w POTUS (President Biden) @ Us @ 12 May
Good news: Adolescents 12 arld up can now get the Pfizer COVID-19 vaccine. Hear more frum Dr.
Walensky about how the COVID-19 vaccine protects kids and their families:
https:/t.co/PkRMxpBbBc
Top Users
MENTIONS IMPACT & REACH (
AUTHOR NAME SOURCE MENTIONS PO NEG NEU AVERAGE ~ AVERAGE
ﬁ @POTUS twitter.com 11 0 3 99.3 3910729
HeartDoc Andrew google.com 7 ( 0 99.2 4995
Ras google.com 7 ( 0 7 99.2 4995
Alan Baker google.com 3 0 ] 99.2 4995
AlleyCat google.com 3 0 0 99.2 4995
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TOPIC DATA

THEME ANALYSIS

Sentiment
Positive 250k
4%
Negative
19% 200k
@
£
£ 150k
g
3
= 100k
Neutral
- B AWMJ\W
1] - = . *0-0-00-0-00 00" @ o000
Jan 2021 Mar 2021 May 2021 Jul 2021 Sep 2021
@ MNegative Meutral @ Positive

The majority of conversations about Pfizer were neutral, but even mentions tagged as neutral contained hints of negativity
and skepticism. Negative contexts were present at both ends of the spectrum, with a high number involving the risks of
using Pfizer's vaccine and another large number discussing the risks of not taking the Pfizer vaccine. Minority topics within
the Pfizer theme focused on the positive effects of the company and system of rollout.

Demographics

55% of mentions within the topic of Pfizer were posted by

male users and 456% by female, which is still consistent
e with the overall data set and distribution of COVID-19's
55% theme data.

Female
45%

Hashtags

The most popular hashtags within this theme were Top Hashtags:
#covid19, #pfizer, and #vaccine. Outside of thetop ~ #€oVid19 236K mentions
3 used, many seemtobe parts of negative #pfizer 134K mentions
discussions toward Pfizer and its vaccine. #vaccine 88K mentions

URLs
Top Shared URLs v volume Thetopshared URLs
R , contain sources about
https://www.nytimes.com/2021/04/08/health/coronavirus- 29060 ) '
mma-karika bt children's healthcare and the
potential risks Pfizer
13057 .
vaccines could pose to
them, the scope of the
Coronavirus pandemic, the
10064 o o
distribution of Pfizer's COVID-
19 vaccine, and studies of
Pfizer's vaccine
https://childrenshealthdefense. org/defender/pfizer- 9429 . o
trovan-vaccine :|]J|_||-=-;:'-§~ illed-kids/ eff@CUV@ﬂ@SS The majoﬂty
of these sites did not paint
e 57T5279- 7542

Pfizerin a positive light.
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TOPIC DATA

THEME ANALYSIS

Influential Users

Most influential users on this topic came from mentions on Twitter, with one user on
Instagram.

The top user with the highest reach was @chetan_bhagat, a scientific and political
journalist, with an average reach of 10,045,324 on twitter. Other strong influences on the
topic were @nathanheller, @maizatulman, @BabsR 10, @POTUS, and @natgeo on
Instagram. They all had average reaches in the millions, but most only mentioned Pfizer 1-
3times, with @POTUS having the highest number of mentions,

The content of their posts were all generally positive and/or informational.

01 o maizatulman (M A I) @maizatulman 21 May
Ay~ The correct volume administering vaccine: AZ vaccine 0.5ml Pfizer vaccine 0.3ml Sinovac

,‘. vaccine 0.5ml Take note of this! And double check with the person vaccinating you guys.

in India in Dec-2020. India instead asked them to do more studies here. Pfizer withdrew its
application in Feb-21. Imagine lives saved if we allowed the vaccine from December itself

01 -Ji@m( ¥ chetan_bhagat (Chetan Bhagat) @chetan_bhagat @
] The Pfizer vaccine, one of the best ones, used in most developed countries, applied for permission

01 (%@ W nathanheller (Nathan Heller) @nathanheller @ B Apr
Story of a 66-year-old researcher, an immigrant, who rarely got grants, never got her own lab, neve
, earned more than $60K. For four decades, she kept working on mRNA—a path considered foolish.

Her work is the basis for the Pfizer and Moderna vaccines. hitps://t.co/wOvCEMSjja

01 w BabsR10 (Babs R.) @BabsR10 g Apr
| just got an appointment for the Pfizer vaccine this Sunday - anyone get that one & have side

effects? I'm a bit nervous-

01 | " w POTUS (President Biden) @PoTus @ 3
If you got the Pfizer vaccine in January, February, or March — and you are over 65, have a
medical condition, or work in a frontline job — you can go get your booster. They will be available in
80,000 locations, including at over 40,000 pharmacies nationwide.
Retweets: 5667 Replies: 2563 Impressions: 3044 + Rl'-.;]iy' 3 Retweet @ Like -+ f_:l‘..'__;'c!'._.|:~'::

out Borders:  Pfizer Vaccines: Pfizer

02 I v POTUS (President Biden) @PoTus @
o | know some folks are hesitant to get vaccinated, but the vaccine is safe, effective, and the best
way to protect yourself and those you love. | sat down with Stephanie, who got the Pfizer vaccine
after it received its full FDA authorization, to talk about her experience. hitps://t.colosdgY6.Jggi

Vaccines: Pfizer Doctors Without Borders:  Pfizer
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TOPIC DATA

.
Sentiment
Positive 100k
5%
Negative
19% 75k
E
E
=
= 50k
g
=
25%
Neutral
76% o
Jan 2021 Mar 2021 May 2021 Jul 2027 Sep 202
@ HNegative Meutral @ Positive

The topic of Moderna featured the most varying spread of sentiment over time, which could be attributed to Moderna's own
vaccine trajectory. The distribution between positive, negative, and neutral was very similar to that of Pfizer, but this
subconversation for Moderna seems to be much more positive throughout the neutral and negative mentions. The posts
praise workers and spread vaccine availability and equity. Negative discussion shows users sharing their side effects, but the
intensity of skepticism and fear isn't present here as it was in the other two themes.

Demographics
This topic also differs from the other two in terms of demographic spread.
e The difference is only slight, but is present. While male users still hold the
Vel majority, the female share is 46% instead of 45%.
Hashtags
Top Hashtags: The most commonly used hashtags are similar

#covid19 148K mentions
#moderna 83K mentions
#vaccine b4K mentions

to those of Pfizer, but again are more positively or
neutrally framed than the other theme. ’

URL's

Moderna's data contains less posts with highly shared URL's. The sites that it does show, however, seem to all report on the
progress of Moderna's vaccine trials and availability. This metric again shows how the subconservations about Moderna are
approached more positively than the theme of COVID-19 or Pfizer.

Top Shared URLs ¥ Volume
——
https://www.europeanpharmaceuticalreview.com/news/141892/novel- 49061

hiv-vaccine-approach-shows-promise-in-

landmark-first-in-human-trial/

https://childrenshealthdefense.org/about- 13362
us/sign-up/?

utm_source=BKtwitter&amp;utm_medium=defender

https://www.biopharma- 9745
reporter.com/Article/2021/04/15/Moderna-
to-take-mRNA-flu-and-HIV-vaccines-into- 46

Phase-1-trials-this-year
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KEYHOLE ANALYSIS

Keyhole was used as a social network analysis tool to measure real-time
social media data regarding Doctors Without Borders social media
platforms.

Data gathered through DWB social media
platforms using Keyhole showed that
Monday and Saturday possess the highest
average engagements by day.

: Monday: 52/80
. . . Tuesday: 29/80
Wednesday: 30/80

— Thursday: 33/80
Friday: 36/80
Saturday: 71/80

Optimal Post Time Digging in further, Keyhole analyzed
optimal post times. We found that Mondays
[ ] at 2PM & 3PM, as well as Saturdays at
T1AM & 12PM were optimal posting times
for DWB to receive the highest
engagement and conversation.

1AM e

Most Frequent Post Types Most Frequent Madia Types Keyhole found that the most frequent post
types created by DWB are Retweets at 52%,
Texts at 30%, Quotes at 11% and replies at
7%.

Keyhole also analyzed the most frequent
media types provided by DWB social media
platforms and found that links were the
most common medie type at 44%,
combination media fell second at 29%,
videos at 10%, texts at 8% and photos at 8%,
aswell

| Renweer 52%

0% | viceo
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APPENDIX

BOOLEAN QUERIES

ORGANIZATION DATA

'Doctors Without Borders' OR @MSF_USA OR #DoctorsWithoutBorders
OR @Doctorswithoutborders OR "Médecins Sans Frontieres' OR
'Doctors w/o Borders' OR #DWB OR "MSF' OR #MSF OR ('Doctors
Without Borders" AND "Avril Benoit') OR #medecinssansfrontieres OR
'Medecins Sans Frontieres' OR @MSF OR "MSF International'

TOPIC DATA

"Vaccine equity' OR #vaccineequity OR "Vaccine Inequity' OR
#vaccineinequity OR "Free the Vaccine” OR #Free TheVaccine OR
(pfizer AND (vaccine OR “covid-19" OR coronavirus)) OR (moderna AND
(vaccine OR "covid-19" OR coronavirus))OR (covid-19 AND
(#immunizations OR #globalhealth OR "global health")) OR
#unprotected OR ("World Health Organization" AND “vaccine inequity”)

COMPETITION DATA

@RedCross OR "Red Cross' OR #redcross OR #americanredcross OR
'American Red Cross' OR @UNICEF OR "Unicef' OR #Unicef OR @ICRC
OR"ICRC"OR #ICRC OR @USAID OR"USAID" OR #USAID OR @WFP OR
"World Food Programme" OR #WFP OR #worldfoodprogramme




MENTOR NOTES

Utilization of Mentor Assistance

Our team analyzed Doctors Without Borders for the Social Media Analytics project,
and were partnered with mentor Jessica Moore to receive guidance and advice on
our project throughout this semester. We first met with Jessica on 2/1 over Zoom to be
able to introduce our team and formally get to know each other. After our team
finished Assignment 2, which was analyzing DWB's owned data to examine what type
of content creates the most engagement and conversation, we asked Jessica if she
had any advice on recommendations that could be curated from the Excel results.
She responded with the following findings:

» Doctors without Borders could partner with other non-profits and have them
share content on their social channels that includes a call-to-action with a specific
hashtag such as #calltodonate or #donatehere (especially since donations
increase retweets!).

» Launch content with infographics that have statistics about 'how many natural
disasters happen on a yearly basis' but go a step further and include a call to
action such as posing the guestion about how they will donate.

We used Moore's advice to create our second recommendation, shown on page 5,
which was to collaborate with other Nonprofits that are similar to DWB organization to
bring more brand awareness, ultimately increasing donations to DWB and the
collaborating organizations. We again reached out to Moore after completing
Assignments 3 and 4 to gather advice and more recommendations. She gave advice
onour first and third recommendations, also on page 5 of the report, mentioning that
she loved the “call-to-action hashtag” in our first recommendation. She also
mentioned that based on our findings, DWB's primary audience is “interested in fact-
finding, the latest news and statistics”. Moore mentioned that we could use this
information and encourage DWB to create content “that has statistics around your
fundraising efforts”. On page 6, we used her advice to create the eighth
recommendation on our final report, which was to “Increase Statistic Based Content
Regarding Fundraising”. We ultimately suggested that DWB create posts regarding
fundraising efforts, such as content including graphs and infographics, as well as call-
to-action hashtags showing donation progress, per Moore's findings and
recommendations. Overall, working and collaborating with Moore was a pleasant and
beneficial experience.

50



