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Twitter Social Media Analysis Project 
 

Introduction 
The Twitter Social Media Analysis Project (TSMAP) has started a long time ago and it was originally 
supposed to provide an up-to-date analysis of the Twitter behaviour of competitor universities. 
However, as time went by it could now be dubbed as an analysis of the past (February; March) 
behaviour of the other schools. 

The aim of this report is to highlight the differences between the University of Bath, School of 
Management (Bath SoM) and our competitors. Firstly, this work will try to find patterns in the social 
media strategies of the competitors – how they post, what they post, etc. After the patterns or 
trends have been identified, the University of Bath, School of Management’s data will be compared 
to the competitors’ to find whether we are employing a different, less successful strategy or the 
other way around. Lastly, after the identification of the patterns and the comparison with our 
school, possible courses of action will be recommended, followed by a quick recap and conclusion. 

 *The data, gathered through tough intelligence, is presented in a Google Docs file, where more 
detailed information on the numbers and specific tweets can be found.* 

Methodology 
The sample, from which the data is gathered is rather small – 5 competitor universities. The data is 
also gathered not only from February, but from March and April (where data for February was not 
available).  

The Simpson Scale, used for measuring the tone of voice is explained below – courtesy of Rayner 
Simpson, creator: 

The Simpson scale of tweet formality (patent pending) 

Assess the tone of tweets, 1-5, with 1 being the least formal and 5 being the most. 

1) Very informal – (i.e. use emojis, pop culture gifs, slang, refer to memes) (example) 
2) Informal – (i.e. might have a ‘different’ picture with it, a pun, maybe uses exclamation marks, 

is a ‘fun’ poll, features students ‘at ease’ etc.) (example) 
3) Neutral – (i.e. doesn’t really go either way. Simple statements of facts, questions, ‘standard’ 

images of campus etc.) (example) 
4) Formal – (i.e. is around something fairly serious, like a news article.) example 
5) Very formal – (no shortening of words, no attempt at humour, probably doesn’t have any 

media. Might be informing followers of bad news.) (example) 

https://twitter.com/CityUniCareers/status/886900200488546304
https://twitter.com/LBS/status/897941334626934785
https://twitter.com/ImperialBiz/status/893139452507418624
https://twitter.com/LBS/status/897533543911501829
https://twitter.com/FanshaweKinlin/status/897508620912537600


The Simpson Scale is relatively subjective and, therefore, the ratings are by no means a perfect 
representation of the tweets. 

 

 

The schools, which are looked at in this project are the following: 

• University of Bath, School of Management 
• Cranfield School of Management 
• Imperial Business School 
• Warwick Business School 
• Cass Business School 
• Cambridge: Judge 

Competitors 
The report is report is going to start with the overall figures for the competitors. Almost every one of 
the competitors has over 100 tweets in that measured time period. The leader is Warwick Business 
School (WBS) with 195 and the last one is Cranfield School of Management with 77 tweets. The 
number of tweets varies from university to university, however, the general trend is to post more 
than 110 tweets per month or around 4 tweets per day. 

 

 

School Total Tweets 

Warwick 195 
Imperial 125 
Cranfield 77 

Cass 114 
Judge 126 

 

Another important factor is the split between original tweets and Re-Tweets. The data for those 5 
schools is not definitive as there are major differences between them. Therefore, it is safe to assume 
that it is a matter of specific strategy rather than a strict rule, which must be followed. The volume 
of original tweets varies from 40.26% for Cranfield to 84% for Imperial College.  



 

 

School Original Tweets as %  Re-Tweets as % 
Warwick 66%  34% 
Imperial 84%  16% 
Cranfield 40%  60% 

Cass 42%  58% 
Judge 60%  40% 

 

After the split comes the way the tweets are presented – formality and presence of media. In order 
to measure the formality, we are going to use the Simpson Scale of Formality (2017), which is, 
essentially, a way to categorise the tone of voice the Schools are using numerical values from 1 to 5, 
with 1 being very casual and 5 being extremely strict and dry.  

Most universities keep their tone of voice around the middle 2.9 – 3.3 of the Simpson Scale. This 
could be linked to the ongoing attempt from universities to connect/engage with their students, 
alumni, and corporate partners on social media. Therefore, the tone must be a balance of friendly 
and respectful; cheerful, yet dry.  

School Simpson Formality 

Warwick 3.446 
Imperial 2.888 
Cranfield 3.221 

Cass 3.535 
Judge 3.627 

 



The other factor is the presence of media in the tweets. From the table below it is easily observable 
that more than 60% of the content universities share is accompanied by some form of attachment to 
it – images, gifs, emoji, videos.  

 

 

School Media % (Posts) 

Warwick 70.26% (137) 
Imperial 70.4% (88) 
Cranfield 70.13% (54) 

Cass 64.04% (73) 
Judge 84.13% (106) 

 

 

 

It is evident that universities continuously accompany their tweets with some sort of media – no 
matter how many tweets/ media attachments have been posted during that month. It could be 
argued, that media drives engagement up – as observed in the Quarterly Social Media Analysis 
produced by Kathryn, in which is highlighted that every one of the “Top” posts for the period is 
accompanied by some sort of media.  

The report published by Kathryn is based on the tweets made by the University of Bath, School of 
Management and, because of it, a clear link can be drawn between the use of media and the 
engagement the tweet produces. The table below is a shortened version of the original table, which 
highlights the different engagement categories.  



It is evident that the tweets that have the highest engagement are the ones, which include media. It 
is safe to assume that the follower base of the Bath School of Management is not that different from 
the ones of the competitors and this finding is applicable to them as well. 

 

Furthermore, in the Social Media spreadsheet, the top tweets for every school are highlighted in 
yellow – almost all of them include some sort of media – image or video, mainly. Therefore, it is safe 
to assume that the findings from Kathryn’s report are relevant to our competitors as well. 

Lastly, we are going to look at the key words, which competitors tweet the most, and the likes 
gained on their original and re-tweets. 

The keywords are the most frequently used ones in the tweets – they have been summarised for 
each school in the Social Media report. The sum and count of the overall Word Cloud is presented 
below. 
 

 

October Content Other

1
Lots of great presentations at the #bigteamchallenge - working with 
@marsgradsuk and #seedsofchange pic.twitter.com/dFLekS5PgA

Media Engagements: 57; Hashtag Clicks: 4

2
Some great presentations and excellent ideas at the #BigTeamChallenge  
with @PwC_UK_Careers pic.twitter.com/xzIbadblNb

Media Engagements: 54; Hashtag Clicks: 2; 
Follows: 1

3

Colombian universities and peace - @URosario's @jrestrp spoke last week 
about the work being done in his country 
http://www.bath.ac.uk/management/news_events/news/2017/23-10-jose-
restrepo-explains-how-he-is-spreading-peace-in-colombia.html …  
pic.twitter.com/Jd6KhWtvXC

Media Engagements: 14

4
Great to welcome back #IMML Alumni @richphilpott @LenaChudasama & 
@jenmacey today. Lots of helpful advice for our students. Thank you! 
pic.twitter.com/fTgSCk0aTh

Media Engagements: 43; Replies: 1

5

.@robinshields to lead team looking at schools' impact on their communities 
in India and Nepal with £600,000 grant - 
http://www.bath.ac.uk/announcements/researchers-to-examine-urban-
education-in-developing-countries/ … pic.twitter.com/0ebelrgBeQ

Media Engagements: 1; Replies: 1

Top 5 Tweets by engagement



The likes are going to be we highlighted with a table, which will consist of Total Number of Likes; 
Likes on Original Tweets; and Likes on Re-Tweets. 

School Total Number of Likes Likes on Original Tweets Likes on Re-Tweets 
Warwick 219 214 5 
Imperial 332 244 88 
Cranfield 171 158 13 

Cass 94 94 0 
Judge 325 316 9 

 

The table above illustrates the difference in number of likes for the two types of tweets. However, 
this could be influenced by the number of Tweets/ Re-Tweets posted by the schools, which might 
skew the number disproportionally. That data is insufficient to make any conclusion leading to the 
use of a different type of measurement – Likes per Tweet / Re-Tweet. 

School Likes per Original Tweet Likes per Re-Tweet 
Warwick 1.67 0.07 
Imperial 2.32 4.40 
Cranfield 5.10 0.28 

Cass 1.96 0.00 
Judge 4.21 0.18 

 

This data compared the number of likes per 1 post and is better suited for an analysis. It is 
observable that the number of likes per 1 Re-Tweet are substantially lower than they are for Original 
Tweets. Apart from Imperial’s 4.4 likes per Re-Tweet, which is immensely higher than the others, 
Original Tweets generate more likes than Re-Tweets do. 

University of Bath, School of Management 
In order to put all of the above information in context, we are going to compare it with the data 
from The University of Bath, School of Management’s twitter session from February 2017. 

 Bath SoM 
Total Tweets/ 46   

Original Tweets/ Re-Tweets 45 1  

Original Tweets / Re-Tweets % 97.83% 2.17%  

Simpson Scale of Formality 2.935   

Media% (posts) 58.70% (27)   

Keywords Business; Hosting Today; Future MBA; Masterclass 

Likes/ Original Likes/ Re- 
Tweet Likes 

52 51 1 

Likes per Original Tweet/ per 
Re-Tweet 

1.13 1.00  

 

The above table contains of all the information, which will be used, summed up in 1 place. In order 
to highlight the differences between Bath SoM and the competitors, our school will be compared 
alongside them. 



Total Tweets 

School Total Tweets 
Warwick 195 
Imperial 125 
Cranfield 77 

Cass 114 
Judge 126 
Bath 46 

 

Split of Tweets and Re-Tweets 

 

School Original Tweets as %  Re-Tweets as % 
Warwick 66%  34% 
Imperial 84%  16% 
Cranfield 40%  60% 

Cass 42%  58% 
Judge 60%  40% 
Bath 98%  2% 

 

Bath has a very different approach to using Twitter than the competitors. Firstly, the 
amount of tweets (46) is almost twice as less as Cranfield (77) , which is the lowest among 
the competitors, and more than four times less than the leader – Warwick (195).  

The lack of tweets is not the only thing separating our school from its competitors – 45 
original tweets, which is 98% of the total published, compared to 1 re-tweet (2%). Although 
the number of original tweets is not that different from the competitors’ – Cranfield (31); 
Cass (48), the lack of Re-Tweets is what sets us apart. Cranfield and Cass may have a small 
number of original tweets, but they compensate with a lot of Re-Tweets – 46 and 66, 
respectively. On that note, Bath stays with the bold 1 Re-Tweet for February. 

Simpson Scale of Formality 



School Simpson Formality 

Warwick 3.446 
Imperial 2.888 
Cranfield 3.221 

Cass 3.535 
Judge 3.627 

Bath 2.935 
 

The performance of Bath on the Simpson Scale of Formality is similar to the other schools’. 
With the average level of formality being around 3.3 out of 5, Bath is being a bit more casual 
with its followers. 

Presence of Media in Tweets  

 

School Media % (Posts) 

Warwick 70.26% (137) 
Imperial 70.4% (88) 
Cranfield 70.13% (54) 

Cass 64.04% (73) 
Judge 84.13% (106) 

Bath 58.70% (27) 
 

It has already been noted that Bath has a very low amount of total Tweets – 46, which 
would lead to a smaller number of media items published. For February 2017 Bath SoM has 
posted 27 media attachments to the Tweets, or 58.7% of the content had media to go with 
it. Compared to the competitors, this number is not extremely low, however, it is well below 
the average of 72%.  

Keywords 



The keywords most used by the Bath SoM twitter account are summarised in the following 
Word Cloud. 

 

The most used ones are:  

• Business 
• Hosting 
• Today 
• Students 
• Thank 
• Future 
• MBA 
• Masterclass 

Likes per Tweets 

School Total Number of Likes Likes on Original Tweets Likes on Re-Tweets 
Warwick 219 214 5 
Imperial 332 244 88 
Cranfield 171 158 13 

Cass 94 94 0 
Judge 325 316 9 
Bath 52 51 1 

 



School Likes per Original Tweet Likes per Re-Tweet 
Warwick 1.67 0.07 
Imperial 2.32 4.40 
Cranfield 5.10 0.28 

Cass 1.96 0.00 
Judge 4.21 0.18 
Bath 1.13 1.00 

 

The University of Bath, School of Management does not have many posts, however, it also 
does not have many likes per tweet. The likes an original tweet gets, on average, is 1.13, 
which is far away from what the competitors are doing – especially Cranfield (5.1) and Judge 
(4.21). On the other hand, Bath has Re-Tweeted only once and got 1 like. This skews the 
data per Re-Tweet making it seem like the School has a good ratio. 

Recap and Conclusion 
In conclusion, the Twitter profiles of the other universities are doing better than Bath SoM. They 
engage with their audience more, post more frequently, get more likes, and are more formal than 
the University of Bath, School of Management. Our school is behind on the amount of content Re-
Tweeted. There are competitors, who post similar amounts of original posts, but they mix them up 
with a lot of Re-Tweets. The Bath School of Management is also a bit under the average on the 
Simpson Scale of Formality and could improve on that as well. The percentage of media attached 
tweets out of total tweets is a bit low but not dangerously.  

Overall, the Twitter presence needs to be upped for Bath as the competitors are being very active 
and interesting to those, who visit their pages. 
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