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RESEARCH QUESTIONS

 What makes a political message 
resonate with its audience on 
social media?
 What strategies do individuals 

and organisations use when they 
send a political tweet and why?



MY DATASET

 26.4M tweets from Streaming API
 10 March-30 September 2016 (but 

focusing on 15 April-23 June, 12.1M)
 334 hashtags & 65 usernames 

(registered campaigns)

 JSON  Python dataframes / CSV



RESEARCH DESIGN
 Manual content coding of random 

sample (2-3K tweets) + regression models

 Interviews with avid tweeters (‘ordinary’ 
users) and campaign organisers

 ‘Big data’ analysis of entire dataset 
(without RTs): topic modelling & 
sentiment analysis



WHAT IS RESONANCE?
 Number of RTs and likes
 Queried Twitter Search API for    

Tweet IDs
 Downside: ~20% of tweets lost
 Upside: tweets are on a level  
playing field



FACTORS FOR SUCCESS
 Tweets as digital cultural objects 

(see Griswold, Manovich, Murthy)
 Have to consider:
 Context

 Content

 User





DIMENSIONS OF POTENCY

 Retrievability
 Institutional Retention
 Resolution
 Resonance
 Rhetoric



Man is by nature a 
social animal. 

—Aristotle, Politics (Book I)

350 BC



Man is by nature a 
#socialanimal. 

2017 AD



RHETORIC
 Kenneth Burke: identification as 

the ‘key rhetorical act’
 Max Atkinson: us vs. them 

(type); lists and antithesis (format)
 Emotion: activation vs. valence











BOT LIKELIHOOD OF TOP 20 USERS
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RESEARCH DESIGN
 Manual content coding of random 

sample (2-3K tweets) + regression models

 Interviews with avid tweeters (‘ordinary’ 
users) and campaign organisers

 ‘Big data’ analysis of entire dataset 
(without RTs): topic modelling & 
sentiment analysis



CONCLUSORY REMARKS
 Tweets are new media cultural objects that 

have rhetorical force. Esp. in political 
contexts.

 To address the million-dollar question ‘How 
do tweets work?’, a triangulation of 
approaches is needed.

 Humour and multimedia seem to be 
essential for resonance.
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