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STRUCTURE

•Tweeting:
1. The basics
2. Personal analytics
3. Analysing other wider tweeting
4. Social network analysis



1. THE BASICS



1. COMPONENTS OF A TWEET (RULE OF THUMB)
TIMING|HASHTAG |USERNAME|MEDIA|WEBLINK

#UniversalCredit is a hashtag
Useful for organising & searching

@bmj_latest is a Twitter username 
(handle). In this case it name 
checks the source (BMJ) and shows 
them that you have mentioned 
them – they may retweet you or 
reply to you

There are two URLs quoted in this 
tweet – one is a Fuse webpage

The other points to an earlier BMJ 
tweet which is shown below the 
Fuse tweet

Images (and videos) can be 
inserted to draw eye in. They can 
also be featured in referenced 
website and shown automatically.



@gmacscotland



SCHEDULING TWEETS
(TIME)



HOW TWEETS ARE 
DISPLAYED



HOW TWEETS ARE 
DISPLAYED



SOME COMMON PITFALLS: HASHTAG DRIFT

#



SOME COMMON PITFALLS: HASHTAG CLASH
AMERICAN THORACIC SOCIETY VS ALL THAT SKATE

#



SOME COMMON PITFALLS

@



MEDIA AND/OR WEBLINK?

?



PURPOSE OF TWEETING?

• Conference

• Campaign

• Other event

• Dissemination of paper/ other information

• Personal CPD

• Others?



https://www.gmc-uk.org/ethical-guidance/ethical-guidance-for-doctors/doctors-use-of-social-media/doctors-use-of-social-media

GMC 
Guidance



TWITTER SEARCH – IS NOT FUZZY



SOME FURTHER READING ON THE BASICS

• #ScotPublicHealth and quality of tweeting in 2016: 
https://academic.oup.com/jpubhealth/article-abstract/40/2/e189/3862396

• Mitchell & al (2017): https://www.cambridge.org/core/journals/infection-control-
and-hospital-epidemiology/article/what-makes-a-tweet-fly-analysis-of-twitter-
messaging-at-four-infection-control-
conferences/6271FF1364299491465BED91FB30BF56

https://academic.oup.com/jpubhealth/article-abstract/40/2/e189/3862396
https://www.cambridge.org/core/journals/infection-control-and-hospital-epidemiology/article/what-makes-a-tweet-fly-analysis-of-twitter-messaging-at-four-infection-control-conferences/6271FF1364299491465BED91FB30BF56


QUESTIONS?
(WHAT’S HASHTAG FOR TODAY?)



2. PERSONAL ANALYTICS







ALTMETRICS

https://heart.bmj.com/content/early/2018/10/16/heartjnl-2018-314163#DC1



BLOG STATS



3. STUDYING WIDER TWEETING



TWITONOMY



Followthehashtag





PITFALLS OF SOCIAL MEDIA ANALYSIS

• Tweets = tweets + retweets

• Tweeters = tweeters + retweeters

• “Impressions” (number of potential views of a tweet) are often wildly exaggerated



4. SOCIAL NETWORK ANALYSIS







http://www.pewinternet.org/2014/02/20/mapping-twitter-topic-networks-from-polarized-crowds-to-community-clusters/







https://blogs.bmj.com/bjsm/2018/11/26/social-media-activity-at-ispah-2018-running-to-keep-up/

https://blogs.bmj.com/bjsm/2018/11/26/social-media-activity-at-ispah-2018-running-to-keep-up/






FURTHER READING ON SOCIAL NETWORK 
ANALYSIS

• ScotPublicHealth blog: www.scotpublichealth.com

• ESSO38 paper: https://www.ejso.com/article/S0748-7983(18)32018-
3/fulltext

http://www.scotpublichealth.com/
https://www.ejso.com/article/S0748-7983(18)32018-3/fulltext


CONCLUSIONS

• Be clear about your purpose in tweeting
• Try to be positive
• Treat it as any broadcast (ie with caution)
• Consider options for measuring impact
• Decided on hashtag yet?
• What would NodeXL map look like if we 

just used @Fuse_online in search?



QUESTIONS?
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