
Measuring the aftermath of Super Bowl Advertising
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T-Mobile 84.07% 15.93%

Airbnb 83.80% 16.20%

Coke 94.54% 5.46%

Stranger Things 66.90% 33.10%

Avocados 
From Mexico 72.38% 27.62%
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All metrics in this chart represent data collected through the twitter streaming API.  The data collected does not 

include 100% of tweets available through the twitter “�rehose”.  * 259,279 commercial related tweets
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