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Agenda

1. Project Scope

2. Follower Segmentation - Who are Islanders’ Fans?

3. Twitter Activity - How do Followers Engage with the Islanders?

4. Next Steps
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Project Scope



Our project had two phases: understanding fan engagement, 
and recommending an engagement strategy

How do fans engage on Twitter?

RecommendAnalyze

Strategies to better 
engage fans

Opportunities to 
explore next

What factors determine fan avidity?

What clusters of fans emerge?

WHO?

HOW?
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Follower Segmentation - Who are Islanders’ Fans?



Twitter 
Influence

Notable 
Accounts 
Followed

Twitter ActivityUser 
Demographics

Clustering Methodology
Users of Interest

4,852 users

Tweet Content

1. Collection of Twitter data on ~5,000 
users 

2. Feature reduction via Principal 
Component Analysis (PCA)

3. Running optimal clustering algorithm 
leads to >10% improvement in 
silhouette score

4. Data visualization to confirm that 
clusters are distinguishable

Features  collected
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Clustering Methodology
1. Collection of Twitter data on ~5,000 

users 

2. Feature reduction via Principal 
Component Analysis (PCA)

3. Running optimal clustering algorithm 
leads to >10% improvement in 
silhouette score

4. Data visualization to confirm that 
clusters are distinguishable

35 Dimensions
From original 

dataset

9 Dimensions
After using 

PCA
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Clustering Methodology
1. Collection of Twitter data on ~5,000 

users 

2. Feature reduction via Principal 
Component Analysis (PCA)

3. Running optimal clustering algorithm 
leads to >10% improvement in 
silhouette score

4. Data visualization to confirm that 
clusters are distinguishable

Optimal Clusters = 13
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Clustering Methodology
1. Collection of Twitter data on ~5,000 
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2. Feature reduction via Principal 
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Clustering Results

Twitter Influence

- Number of 
followers

- Tweet reach and 
depth

Twitter Engagement

- Total historical 
tweets

- Total tweets in 
dataset

Islanders Myopia

- Does bio/handle 
mention the 
Islanders?

- Official account 
follower?

- # of notable 
accounts followed

- % tweets that 
mention Islanders

Locality

- Is profile location 
set to NY?

We identified four main characteristics to describe Islanders fans
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Clustering Results - Overview

Archetype

The General Influencer

The Sports News Reporter

The Superfan

The Silent Follower

The Fair-Weather Fan
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The General Influencer

Overview

These users are your high-clout social media influencers. 
They tweet a lot about everything and have great reach and 
depth with their own followers, but they don’t actually care 
much about the Islanders.

Twitter Behavior 

Example Accounts
1,022 users

Twitter Influence

LocalityTwitter Activity

Each circle represents an additional 25th percentile

Islanders Myopia
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The Sports News Reporter

This group of users doesn’t solely focus on the Islanders but 
rather covers the overall hockey and sports community. 
These users are influential in their communities and are in 
the list of notable accounts that superfans probably follow.

685 users

Overview

Twitter Behavior 

Example Accounts

Twitter Influence

LocalityTwitter Activity

Islanders Myopia

Each circle represents an additional 25th percentile18



The Superfan

This group of users is your most loyal fanbase. They are 
highly active on Twitter, follow the largest number of notable 
accounts, and are solely focused on Islanders updates. 
This cluster includes highly avid fans as well as Isles fan 
pages.

1,199 users

Overview

Twitter Behavior 

Example Accounts

Twitter Influence

LocalityTwitter Activity

Islanders Myopia

Each circle represents an additional 25th percentile19



The Silent Follower

These users love the Islanders, but they prefer to follow in 
silence. They follow a significant number of notable 
accounts and are even unafraid to display their loyalty to the 
Islanders, but they don’t actively engage with the 
community. 

551 users

Overview

Twitter Behavior 

Example Accounts

Twitter Influence

LocalityTwitter Activity

Islanders Myopia

Each circle represents an additional 25th percentile20



The Fair-Weather Fan

This group of users’ avidity is mercurial at best and 
displays a wide range of interests beyond the Islanders. 
These fans infrequently tweet about the Islanders, and 
some don’t even follow the Islanders official account.

1,138 users

Overview

Historical  
Tweets

Islanders-Related 
Tweets

Location Set 
to NY

User 
Followers

Twitter Behavior 

Example Accounts

Twitter Influence

LocalityTwitter Activity

Islanders Myopia

Each circle represents an additional 25th percentile21



Engagement Strategy Recommendations



Relevant formulas and definitions
● “Raw Score” = Retweets + Replies + Favorites
● Late night: Midnight – 2am
● Overnight: 2am – 7am
● Morning: 7am – 11am
● Lunchtime: 11am – 1pm
● Afternoon: 1pm – 5pm 
● Evening: 5pm – 8pm
● Nighttime: 8pm – Midnight
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Tweets with media get 2.8x as much engagement

Consider creating standard graphics 
for penalty kills, goals, etc. that can 
be quickly added to in-game tweets
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Recommendation

Tweets with embedded 
media had 2.8x higher 
engagement than plain text 
tweets.

Observation

Find ways to supplement 
plain tweets (e.g. “Goal! 
#Isles up 3-2”) with media 
(photos, videos, GIFs).

Add photos and videos to tweets more often
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Morning tweets get 62% more engagement

0% 6% 9% 19% 25% 38% 2%
Percent of @NYIslanders tweets26



Recommendation

Morning tweets have 62% 
higher engagement, yet only 
comprise 6% of 
@NYIslanders tweets.

Observation

Adjust content schedule to 
tweet more during 
mornings (8:00 - 11:00 AM).

Schedule more morning tweets
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Isles influencers and fans tweet most often at night
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Night tweets with media get 3.8x higher engagement

Night time media tweets get 
much higher reach (RTs)  

than depth (replies)
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The night media effect is strongest on game days, but 
still relevant for off day tweets

Game days Off days
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RecommendationObservation

Isles influencers and 
superfans tweet most during 
the night. @NYIslanders 
have low engagement at 
night, but night tweets with 
media get 3.8x higher 
engagement.

Supplement nighttime 
tweets with media to cut 
through the “noise” of 
other Islanders-related 
tweets.

Incorporate more photos and videos into night tweets

31



Engagement peaks following a win
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@NYIslanders currently tweets more during the day of 
a win, but doesn’t take advantage of the day after
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RecommendationObservation

Engagement on all types of 
tweets is highest after a win 
-- both on the game day and 
the day after.

Leverage the ‘post-win 
effect’ by (a) tweeting more 
often, and (b) tweeting 
your most important 
content at these times.

Tweet more important content on the day after a win 
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Next Steps



Short Term 

Use a broader basis of users to      
uncover small new clusters 

Include retweets in the database 
(only with official Twitter API)

Overlay official Islanders Twitter 
content buckets to help team gain 
more insight

Long Term

Identify common language topics 
for each archetype 

Extend to Instagram with a similar 
goal in mind 

Integrate information into CRM 
system to help link twitter accounts 

Future work 
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Thank You!


