L

#INFLUENCE

TWITTER'S PREMIUM AUDIENCE

@MDTAYLOR
EUROPEAN HEAD OF RESEARCH



THERE ARE 4 CLEAR TRAITS THAT ARE STRONGER
FOR TWITTER USERS BUT INFLUENCE STANDS OUT
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SOURCE | GlobalWebIndex, Global, 2016



TOP REASONS
VVH'Y
USE TWAIT TER

- Keep up to date with news
+ Search for what’s happening
- Keep up with interests

\

SOURCE | Nielsen User Deep Dive, NL, 2015



SOCIAL MEDIA IS BECOMING LESS ABOUT OUR
FRIENDS AND MORE ABOUT WHAT INTERESTS US

To make sure | don't miss out on anything

To network for work

S O C | A L Because a lot of my friends are on them

IS BECOMING To follow celebrities / celebrity news
MORE ABOUT To promote my work

T H | N G S L | K E T H | S To research / find products to buy

% CHANGE IN
THE MAIN
REASON WHY
PEOPLE USE
SOCIAL MEDIA
Q3’14 - Q1 ‘16

They are just one of the sites | always tend to visit
To stay up-to-date with news and current events
To fill up spare time

General networking with other people

To find funny or entertaining content (i.e. articles, videos)

To share photos or videos with others

To meet new people

AND LESS
ABOUT THIS

To stay in touch with what my friends are doing

To share my opinion

To share details of what I'm doing in my daily life

-60% -37% -14% 9% 31% 54% /7% 100%

y SOURCE | GlobalWeblndex, Netherlands, 2016



SOURCE | GlobalWeblIndex, Netherlands, 2016




TWITTER IS ALREADY SEEN AS BEING THE LIVE
CONNECTION TO EXPERT POINTS OF VIEW

Top attributes of platform given by the users of each
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TWITTER NATURALLY CREATES AN INFLUENCE CYCLE

TWITTER IS SEEN AS
THE PLACE TO GO
FOR EXPERT OPINION

TWITTER USERS WANT PEOPLE GO TO
TO SHARE OPINIONS TWITTER TO KEEP UP
ON WHAT THEY'RE WITH WHAT THEY'RE

PASSIONATE ABOUT PASSIONATE ABOUT



TWITTER
RS

Are always the first to know.

Are the people round the table
who always start the conversation.
Never miss out.

Are part of moments, both historic
and hilarious, as they happen.

Are the ones their friends turn to in
order to find out what’s happening.
Are the most influential person in
their household.










BRANDS ARE A NATURAL PART OF TWITTER

4% 78%

67%

83% 79% 76%

% OF TWITTER USERS WHO FOLLOW BRANDS



ON TWITTER YOU REACH THESE CONSUMERS WHEN THEY
ARE EMOTIONALLY ENGAGED WITH WHAT THEY LOVE

EFFECTIVENESS

A

EMOTIONAL

INTENSITY
SENSE OF

PERSONAL
o
+75/° RELEVANCE MEMORY

¥ TWITTER

USE +51% +56%

W TWITTER ¥ TWITTER

ONLINE NORM



WE KNOW THAT EMOTIONAL INTENSITY
CORRELATES WITH STRONGER AD RECALL

TV Advertiser Ad Recall

by emotional intensity of Tweet about TV program 43%
41%
35%
26%
0 22%
20% 21%
17% 17%
5%
1 2 5 4 S 6 / 8 9 10

EMOTIONAL INTENSITY OF USERS” TWEETS

y SOURCE | DB5, TV Emotionality Study by Starcom, Twitter + Canvs, February 2016



87%

OF BRAND EFFECT STUDIES
NOW GIVE A POSITIVE
RESPONSE FOR AD RECALL

More positive
results for brand
awareness VS. a

year ago

More positive
results for
message
association vs. a

year ago

More positive
results for
purchase intent,
favourability or
attribute rating
VS. a year ago



TWITTER ROAS

000000

UK Smartphones JP Beer FR Movies US Tablets UK Movies US Spirits BR Autos

$8.10 ¥5.4 €2.66 $3.30 £5.88 $3.89 R$19.1

O

US Midsize Autos US Luxury Autos ESP Movies US Smartphones UK Colas UK Telco US Movies

$7.90 $17.80 €2.4] $8.60 £1.90 £25cpa $2.38

y SOURCE | Twitter Category Level Marketing Mix Modeling Studies - ThinkVine (2013), Nielsen (2013), Marketshare (2014, 2015)



More likely than other
social media users to be
posting opinions abo

brands and product

’ SOURCE | GlobalWeblndex, Netherlands, 2016



+31%

More likely than other
social media users to
actually convince othe
about those opinion

y SOURCE | Kantar TGI, UK, 2015



THIS IS VALUABLE BECAUSE WORD OF MOUTH IS THE
MOST IMPORTANT PART OF PURCHASE DECISIONS

% WHO SAY THEIR PURCHASE DECISIONS ARE INFLUENCED BY RECOMMENDATIONS FROM FRIENDS/FAMILY

80% 80% 80%

Teens Millennials Gen X Boomers Seniors Total

y SOURCE | Deloitte, USA, 2016



TWITTER GIVES YOU THE
MOST INFLUENTIAL
CONSUMERS

IN THE WORLD.

ALL IN ONE PLACE.




