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Location Viewership

BUILDING A BASICUNDERSTANDING

public_metrics.retweet_coun

PUBLIC METRICS
CORRELATION

public_metrics.reply_coun

public_metrics.like_coun

THIS IS AN EXPLORATORY

ANALYSIS THAT SHOWS THE

RELATIONSHIPS BETWEEN
THE KEY METRICS

public_metrics.quote_coun! -0.4

public_metrics.bookmark_coun
-0.2

public_metrics.impression_coun
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t
cs.reply_count &

public_metrics.like_coun

public_metri

Iblic_metrics.impression_coun

THERE IS A HIGH
CORRELATION BETWEEN LIKE
AND BOOKMARK COUNT!

RETWEETS HAVE NO ASSOCIATION
WITH ANY OTHER METRIC!

Hashtag Count TOP HASHTAGS
SuperBowl 58197
SuperBowl2024 4438
SuperBowlLVIII 3702
NFL 2734
Usher 2327
TravisKelce 1602
TaylorSwift 1563
49ers 1523
SBLVIII 1511
superbowl 1507
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ENGAGEMENT ASSESSMENT

ENGAGEMENT PER QUARTER

Quarter One Quarter Two Quarter Three Quarter Four Overtime

10,084,637

7,955,040

6,193,425

5,138,206
4,874,359

4,842,360

4555176
3,969,333

3,830,213

3,207,157

2,904,939
2,784,263 3,153,206

2,812,524
2,319,146 2,222,829

2,217,683

2,212,367 2,404,507

TOTAL ENGAGEMENT IS AN AGGREGATE HERE WE CAN SEE HOW
NUMBER OF THE IMPRESSIONS, TOTAL ENGAGEMENTS
BOOKMARKS, LIKES, RETWEETS, QUOTES, SHIFTS DURING THE
AND REPLIES. GAME!
AD DISTRIBUTION MOST ENGAGED
BRANDS
Halftime = Million

Quarter 1

0,
18.3% 22.2% Nerds Gummy

\Verizon

Overtime

6.3% RJK Campaign

NFL

Fan Duel
Quarter 4

14.3% Quarter 2 Progressive
24.6%

Quarter 3 Uber Eats

14.3% Temu

MOST ADS AIRED DURING THE FIRST
AND SECOND QUARTERS, WITH MANY
TOP-ENGAGED BRANDS PLAYED DURING

THE SECOND QUARTER. Marvel

Navy
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SENTIMENT ANAYLSIS

= Negative Neutral Positive

Nerds Gummy
Verizon
Progressive
Temu
Uber Eats
FanDuel

0 20

KEY PERFORMANCE TOP POSTS
METRICS = Million

40 60 80 100

Nerds Gummy

Impressions RIK Campaign

38,558,367

Verizon

Verizon DiscussingFilm &

@DiscussingFilm
SpongeBob performs the full version of ‘Sweet Victory’ at the
#SuperBowl

Verizon

Fan Duel

Verizon

Navy

Fan Duel

Uber Eats

Bl |

20 40 60 80 100 120

NERDS GUMMY (7,413 POSTS) HAD
IMPI?EE;;NII(E)ENTSSHAANDDTHE THE MOST ENGAGEMENTS DESPITE
NOT HAVING AS MANY POSTS AS

LARGEST IMPACT ON A
BRANDS ENGAGEMENT VERIZON (9,525 POSTS)FOR EXAMPLE.

SCORE!

ONE SINGLE POST GAVE NERDS
GUMMY HIGH LEVELS OF
y ENGAGEMENT, DESPITE THE CONTENT
BEING RELATED TO SPONGBOB.



FINAL ASSESSMENTS

THE EXPIDENTURES OF THE MOST

ENGAGED BRANDS /

Progressive Verizon
BETTER-
PERFORMING
Uber Eats - BRANDS
s s || S| SPENT MORE
ON AD TIME
casonomon ON AVERAGE
. THAN OTHER
$7:;;YO::300 Robert Ke;;isZO:EOCampaign BRANDS.

ENGAGEMENT PER DOLLAR

THE TOP SPENT-TOP BRANDS
BRANDS

HAVE A
HIGHER
YIELD RATIO

OF
ENGAGEMENT
PER DOLLAR

SPENT.

uuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuuu

ENGAGEMENT PER DOLLAR
SPENT-BOTTOM BRANDS THE MOST

ENGAGED
BRANDS ON
AVERAGE
SPENT MORE
THAN THE
LEAST
ENGAGED

Hﬂlﬁﬁﬁ - BRANDS.
STOCK’S RATE OF
CHANGE OVER TIME

COST OF TOP AND BOTTOM ADS

= Million = Million

NFL Christianity —

Verizon Microsoft _
Progressive Carls Jr. _
Uber Eats Book.com _
RJK Campaign DreamWorks _
Fan Duel - Frito-Lay _
Nerds Gummy YouTube TV _
Coors Light - UEFA Champians _
Marvel - Veonzah _
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LOCATION DISTRIBUTIONS

| _ THE
;. | | COASTLINES
Jangmn ; , HAD THE MOST
‘ ' ENGAGEMENT,

; D e = DESPITE NOT
| e ,‘i; BEING IN THE
v i SUPER BOWL!

POPULATION DENSITY

1/3 OF THE
POPULATION
LIVES 100 25:::P0pulation

340,000
3,130,

MILES
WITHIN THE
COASTLINE.

VERIZON HAD THE LARGEST
RETURN ON THEIR INVESTMENT!
BRANDS THAT SPENT MORE :
RECIEVED MORE ENGAGEMENT
PER DOLLAR SPENT.

IT°S IMPORTANT TO FOCUS
ADVERTISING TO AUDIENCES IN
THE UNITED STATES AND IN
COASTLINE.

PURCHASING MORE AD TIME
WILL PAY OFF, REPETITION

IMPORTANT.

THE SECOND QUARTER HAD THE MOST
ENGAGEMENTS MAKING IT OPTIMAL
FOR DISPLAYING ADVERTISEMENTS.

O=—
SUCCESSFUL BRANDS FOCUSED 0=
ON QUALITY OVER QUANTITY. 0—

X DATA ISN’T A GOOD BENCHMARK DATASET
FOR ADDRESSING ROI, BUT PROVIDES
INSIGHTS ON PUBLIC ENGAGEMENT!

THANK YOU TO OUR SPONSORS!
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Along with being diligent students in the David Eccles School of Business,
our team is proud to represent the Kahlert Initiative on Technology as the
Vice-President and Outreach Coordinator.




