I
||'|:' )

NG

-
e

o -
U LY
-

il

\
\

\\\\§\§§\\}

= .
- e
-
”,

e O
7

/ il
MRN

DOLLYWAGON
s00d00000e




Influence Engine:
Introduction

Markets and societies are increasingly shaped by a vast army of
bloggers, website authors and social media users that have
created a massively complex ‘online ecology’ of opinion, content
and debate.

There is a growing recognition that some aspects of this online
ecology, like social web activity, have an uncanny ability to reflect
hidden patterns of relationship and behaviour within human
activity.

But perhaps even more surprising is the growing body of evidence
that suggests the same online ecology can accurately predict (or at
least pre-figure) the future of brands and markets.
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Influence Engine:
Introduction

 Thisisn’t science fiction or some kind of digital voodoo, but a
natural outcome of the latest complex systems science and
network analysis technology.

* Dollywagon has been studying this phenomena and has used its
Influence Engine to map the structure and patterns of social web
activity within many different markets, communities and fields of
interest.

* This case study presents our recent R&D efforts to investigate the
ability of social web data to predict market and brand outcomes.
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Can Twitter predict
brand health and
market
momentum?

Smartphone market: Twitter
case study

This is a hash tag network map
representing debates and
conversations about the subject
of Smartphones on Twitter.

(note: this technique isn’t
limited to using just hash tags).

The data driving this image was
collected back in April 2010
over a four week period. With
the benefit of hindsight we’ve
discovered it contains two key
vectors of information that help
us predict the future
development of this market.

The most frequently used
Smartphone-centric hash tags
used on Twitter appear as the
largest coloured ‘nodes’ on the
map, with the two biggest
being <iPhone> and <Android>.

S o » - & SATHSUINY

+MWC wordpress \ < VOIp @exus -
wih antet z y oMb
\ A teghhology s fessCra)
«ablif t “Camera o tianay il » toplist appaWware vill
o jéridon e Loahackn hi N skipe a o
afing | S firefoX e windows? lg vodaséne Lone @ JeriS
W gravity S0 3G MEOR Ao B 5 #- D
25 R et ) 5‘ ibiAnd Fwindowsmebile goo9Slenaxuz0pg magic
2 wintegrasco. WG 1xrﬂoc}<ed N Shtefiero
MO t R EERLR S : " >Hore
= G . & MEPS ; viden ROl A o\ desire
S LRG00 " lovermynokiacorm | phooc _ - Hie - -
gt : ; ! izz
37 mini » nok|a ‘cellphone ‘ 7, & o
ubuntu Lt § e P PTG
4 e SRgiaemo y’ mbldn .wdeo\, smarjp q"eb S wngmo \ o e bUglessbeast o root
telecon™ % N Deh \.“ '.S'y —pvod:.. ] — 'n\'QfQSQ“ e v et [, s - mobile 23
N - . 5 - SN hmer SR o ~milesiong 2
eieths n97_X Scelulary Oiobs 3 % cihema Shidowsy = B Nk & Clid — » googlephone
7 WALy TS Jdme o iy e -google‘ Z 6 e
X s60'w & 1 glding ity TOI 4 [aEebook® v d d : snl
telecommunications nayigaton | ekt O BT A an TOI « SE0UTLY
gKeromohjlg R "ﬂeW'S . - - 02 :
Asale ! fai = Silashl 4 . sComa
: B wdarnar ‘."“smartphonc ".fencon
{1058 N X N /
g £ W\ ; devs. ' o« F0gers
social i i b
business o &'steuejobsly ey Outhibes
Kiob pdwanonq ,'touct) P =
appdisCover game dqun , 33 / g \ y apalm p€
Utilities % ]ev R HOK g software \Sadobe T
photography e “‘fg*me d iy 2 lphone “Lapple Reri . \Wwehds & twibbon v
entertainment @ wave] fntumd’a " = ,, == it e $
) i .ﬁpance g N~ blaCkber e pn:‘
f bD,OkS d refp(en‘;e £ ". ~ac ry A . ] inha
ghiring healthcar® a6 ' & airport N pr e .
; ﬁprcduct}\ lty ¥ ;
sparts ¢ \ . g (S . upr‘atn
wdeveloper P |phnnod?v / oy \fpad wioflow \ ot sprint
o« fica & Teel A1 ) .o ‘
toks s ¢ 't i 'e 1D°d‘°UCh ) iphoneapps + Wetlipaper u.’;u:ge Ib . » COMINgsoon v
Vjobsty ghosten o xél WA N_— plus
oIS (f/llilne;so "P(’d f o s PASYapps
: HIRIOA: X charls S
webcam ¥ #giveaway ‘muﬁl( a W ohay palmpixt nfsu pdocstogo
apps crs‘ gL sy musique econamy’ ) wp o
& pp \ T §ad ’r}. S q o ¢ Y [ califiare
glowjump” dmer‘ % Muzyka O e
: waificard oSl & P 9700 o dataviz
limusik Y/

DOLLYWAGON




Can Twitter predict
brand health and
market o T nag RN ‘ o “\ SSLmEtorola” L0 Je PHOMES/)

S A |
. 5a ~ 17 o
5 R o ,. S LRIE—
3 (4 Ry =L
LS - -

momentum?

The size of a node in our image - “HC ) A
is the first key vector of 90 o s e\ T < .;(;-\,f\\i':‘;s?@
information about future Shular =2 s _—-. -
market direction and brand

growth.

Back in April 2010 Android was
still a pretty unknown
development in mobile
telecoms technology.

When we saw the size of this
Android node we were
surprised Google’s new open
source OS had made such a
splash. Android’s “share of
dialogue” appeared to be
comparable or even larger than
the iPhone’s.

The other surprise was that the
node for Nokia (the current
market leader in smartphone
handset sales) was relatively
small.
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Can Twitter predict
brand health and
market
momentum?

At first we suspected Twitter
was being used as a soap-box
for Android fan-boys & girls.
But an examination of Android-
related tweets didn’t entirely
support this theory.

The key to understanding this
issue came to us four weeks
after we collected the data,
when it was announced that
Android-powered handsets had
out-sold iPhones in the US for
the first time.

Put simply, until this moment
we had misinterpreted our own
data. We had failed to notice
that the Android node had
actually been growing over
time.

In effect, the growth of this
hash tag node pre-figured, by
4 weeks, official market data
that confirmed Android
shipments had overtaken
iPhone sales in the US.
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Once it was clear this growth in - 4
the Android node mirrored a 90 S 3 Al | gy ter
real-world rise in Android Shular (= € o
handset shipments we
concluded that a brand’s share
of smartphone-specific
dialogue on Twitter was
actually the first of two key
indicators or predictors of
current brand health and future
market momentum.
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To capture this phenomenon
more clearly we now track this
and other market sectors on
Twitter and then animate these
maps to observe how they
change and develop over time.

It then become very easy to see
who's in the up and who is on
their way down.
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Can Twitter
predict brand
health and market
momentum?

However, we also identified a
second key indicator or
predictor of brand health and
momentum in this data

The vector is derived from the
co-occurrence of hash tags in
Tweets. If two hash tags
regularly appear together in
tweets this relationship is
translated into one of spatial
proximity. This means that
hash tags that frequently co-
occur with each other will
appear close together on the
map.

We can use this co-occurence
data to reveal the ‘ecosystem’
of conversation that surrounds
each smartphone brand on
Twitter.

For instance, when we looked
at the ‘ecosystem’ of
conversation surrounding the
iPhone we noticed something
pretty unique and important.
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Can Twitter
predict brand
health and market
momentum?

This map makes it immediately
clear that the iPhone has a
denser and more richly
variegated local network of
debate and conversation than
any other major smartphone
brand or OS in the market.

For instance, we can see in this
image several blue hash tags
representing a vibrant dialogue
about iPhone app development
and distribution.

The numerous orange hash
tags denote conversations
about music, which none of the
other smartphone brands can
match.

Finally, we also see a dense
cloud of green hash tags that
refer to conversations about
diverse kinds of consumer
content. If nothing else, this
tells us people perceive the
iPhone to be much more than
just a device for making phone
calls.

»-hiring

s developer

s itjobs

sjobely

»glowjump

¥ msv

AP |12l
gsale
A flash® "3 sr
; w'gartner W S
% kids 9 2
4 o ® gacgels
2 sodial # itouch cebit
business » s Stevejobs syouttihe
ot education »
10 s touch
appdiscover game .
o 8" 9 4 design
ifitlesw - soffware*adobe
lifestyle ad oW "
photography * o apple
travel ™ feattred @ Iphone » T
entertainment @ app 9 apps
*finance free
books * S s @ & mac
healthcare —.,reference games 4 ia =
productivity
opais . blackberry
foal. jpad «1REQW
medical e p’ g'p ¥iphoneapps
iphonedev  frechie »
ipodtouch
Kostenlos :

¥ Spiel { ea

»ISS gipod

#itunes a {5,
»'Wwebcam SIS ebay

- e eco

appstore » :

vgratis *¥gamer ' 14 =
¥ promo
s parents 9 geek
. y ¥ openfeint
y'podcast iphonedeveloper

DOLLYWAGON




Can Twitter predict
brand health and
market
momentum?

However, it’s not until we look
at the conversation ecosystem
surrounding Nokia that we can
appreciate the full significance
of this insight.

In terms of raw handset sales
Nokia is still the world’s leader.
However, it’s no secret that
Nokia’s consumer proposition
has fallen behind the curve and
that it’s been haemorrhaging
market share. But judging from
this map that slide is set to
continue.

The network of conversations
around the Nokia brand is
significantly sparser and has less
richness than the iPhone’s
ecosystem. Hash tags around
Nokia tend to denote
conversations that are rather
‘techy’ in character, with an
emphasis on ‘geek-insider’
rather than ‘consumer-civillian’
interests.
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Can Twitter predict
brand health and
market
momentum?

Summary

With the benefit of hindsight we
can now see that properly
configured Twitter data can
predict, perhaps with up to 4
weeks notice, what direction a
brand , its competitors and its
market are travelling in.

Our research has identified two
persuasive key indicators or
predictors of brand health and
momentum:

1. Share of <sector> dialogue

2. Local network density and
diversity within a brand’s
conversation ‘ecosystem’

If Android consolidates its
growing share of dialogue it may
well develop a richer and more
diverse network of
conversations around the brand.
If this happens we would take it
to be a strong positive predictor
of Android’s future market
potential.
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predict brand
health and market
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Summary

Finally, what about Nokia?
Apple had redefined the
world’s expectations of what a
phone can be. Nokia’s brand
still seems to resonate in
discussions about cameras and
navigation, but the majority of
dialogue around the brand has
a decidedly ‘engineering’ feel
about it.

The clues for what Nokia must
do to arrest its slide are in this
map. It must demote the
special interests of the tech
community that has accreted
around the brand.

If Nokia begins to excite
consumers once again by
delivering excellence in
consumer experience as well as
being famous for great
hardware engineering, we are
confident the green shoots of
recovery will appear first on
Twitter.
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Contact details:

e If you'd like to discuss this case study or find out how to benefit
from The Influence Engine, please get in touch:

e jason.brownlee@dollywagon.com

* Oryou can check out our website and blog:

 www.dollywagon.com

* You can also follow us on Twitter:

e @dollywaggon
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