Super

Bowl Commercialss
How, What, and When = A Twitter Insight.

TEAM GOAL

How: gifts and commercials
What: funny stuff, celebrity, and shorter
When: 4th quarter
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Top 5 Brands that Generate Most Engagement per Second of Ad
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Number of Engagement per second of ad

Positive Tweets vs Engagement Volume

Engagement =
Retweeted Count +
Reply Count +
Favorite Count

Negative Tweets vs Engagement Volume
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20,513 Not About Free
Phone : 24%
2020 vs 2019
14,095 M 2019 Tweet Count
2020 Tweet Count
About Free Phone : 76%
T-Mobile
Engagement per Second of Ad by Type
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Engagement by Duration
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CELEBRITY!

Engagementvs Celebrities
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2020 Game Day Analytics Challenge
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https://www.thomasarts.com/
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