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ABSTRACT 

As a research focused organization the problem with making the information easily read and 
interesting to the extent that the reader wants to share this information with its friends is a 
crucial one. To create the perfect communication, reaching and affecting the majority of society 
is an impossible task. If the focus instead lies on the thought that by building a serious and 
dependable reputation, using the ease of social media and trying to create a ripple effect to make 
change by networking communication, there is a possibility to influence. 

The art of persuasion starts by building trust in a person or in this case in an organization. But if 
the communication is made by social media, how can one tell if the communication has built 
trust or created any positive response by the readers? 

By using Python, a search algorithm has been set up for mining Twitter and analyzing all data 
covering the area of biofuel and its participants. This data is then used to start an information 
feedback loop, where the analytical conclusions made from the retrieved information and 
activities can affect the communication forwarded from the sender. In an agile manner the user 
is to choose “sprint”-time as well as a time for retrospect, all to refine the analytical method and 
improve the process.  
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INTRODUCTION  

Biofuel Region is a member-driven organization focusing on supporting, developing and 
lobbying for a more environmental friendly way than the fossil fuel dependant way of today, to 
solve the energy needs of our society. The members consist mostly of municipalities and 
companies with strong environmental interests as well as companies interested in energy, fuel 
research and development. The organization is also networking closely with universities as to 
always be informed of the latest research and supporting and promoting new aspects in the area 
of biofuels and energy. 

With a strong focus on transportation and alternative fuels, they started out in 2003 with the 
main purpose of making Swedes change from gasoline- to ethanol-driven vehicles.  Figure 1 
shows the normal process of a new technological hype like this one. The ethanol project came a 
long way, and expectations soared high (Peak of Inflated Expectations), until negative press and 
discontented citizens and critical researchers started questioning the positive effects of biofuels 
in general and ethanol in particular (Trough of Disillusionment). (Gartner, 2016) New research 
has, since then, argued against the hypothesis that ethanol should be more destructive to the 
environment and societal needs than fossil fuels (Slope of Enlightenment). (Petersen, 2014) For 
an organization such as Biofuel Region, the work towards a new environmentally aware society 
was crippled for a while and new strategic visions and agendas needed to be implemented. 

 

 

FIG. 1 GARTNER HYPE CYCLE (GARTNER, 2016) 

 

During this time Biofuel Region slowly began its metamorphosis, from a single solution 
organization to a more inclusive and goal oriented organization. The goal was to abolish fossil 
fuels and strengthen a society with only renewable energy sources. (Biofuel Region, 2005) The 
difficulty in capturing the interest of the population with the research and policy-based 
information that was at hand was evident. The organization focused on changing the minds of 
politicians and policymakers, they educated teachers on the importance of teaching students 
environmental values, they helped start-ups with structure and knowledge to start production 
and build infrastructure for biofuel and electric vehicles. 
 
The emerging technology of social media made for a brilliant new method of reaching out to the 
main population, but only if people would engage in the posts and share the information. Biofuel 
Region started to make target group analysis and collect statistics between projects for further 
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analysis of their outreach possibilities. The usage of a more active approach gave positive results 
in a networking capacity. This was especially evident in studying Biofuel Region’s BioGaC-
project where social media, personal networking and communication did pave the way. 
 
But how will Biofuel Region reach a bigger audience and make them engage in the extremely 
urgent and important matters they are being informed of? The question arose how to use social 
media to share research based information and start a positive social change.  

RISK SOCIETY  

We live in a risk society. One can argue that there have always been risks, and that people always 
have been aware of that. The difference is that the vastness and impact of all possible risks have 
not always been so evident for the everyday citizen. (Beck, 1992) 

Industrialization came in the 18th century changing society into the core. People started to move 
to cities, centralizing the population and replacing the extended families of the agrarian society 
with the socially fragile nuclear families that we still relate to today. The social safety net of the 
extended family and the life of full occupation were traded for isolated families and the risk of 
unemployment. A new era of uncertainty started to brew in the poorer parts of society. 
Technology and research started to gain momentum, developing new machines and new 
innovations in an accelerated pace. In the beginning of the 20th century, the two world wars gave 
an extra leverage to scientific and technological progress. The question the scientists and 
engineers started to ask themselves was never “Should we?” but instead “Could we?”  All was 
fair in love and war.  
 
The ethical aspect of development was lacking (Strous, 2012) and the scientific method of 
reformulating a hypothesis after new evidence occurred did not instil any confidence with the 
general public. Nuclear power, pain killers, insecticides and industrial chemicals and many, 
many other inventions was regarded as fantastic innovations which improved life for all 
humanity, up until the moment the different catastrophes or revelations reached the unknowing 
masses. The atom bombs that were dropped in Hiroshima and Nagasaki, napalm used by 
American forces in Vietnam, the nuclear catastrophe in Chernobyl, limbless children born after 
pregnant mothers used neurosedyn, DDT, PCB and the list could go on and on.   

As the pattern of dangerous innovations, lack of ethical consideration and risk calculation, and 
moments of crises became a rule instead of an anomaly, the trust people formally had been 
feeling towards science, medicine and technology faded and uneasiness started to spread. Many 
people engaged in lobbying organizations or in political parties to change policy, others felt 
apathetic and helpless. (Beck, 1992) 

 

“The risk society shifts from hysteria to indifference and vice versa” 

(Beck, 1996, p. 37) 

 

Risk society stirred the feeling of the public, spreading a feeling of inability to influence. When 
the internet era began, a new shadow society started to take its form and flourish. A society not 
governed by the laws and restrictions of the outside world.  “Information should always be free 
and shared” was one of the most common arguments used by the grass root movements of the 
internet. The internet generation became the first generation with the fluent knowledge in 
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communication through the internet and the ability to influence via that media, and they are 
very well aware. (Kahn & Kellner, 2004) 
 

PROMOTIONAL SOCIETY  

Side by side with the risk society, the art of propaganda grew, from a way for the state to conjure 
engagement and feeling in the population, to an art form for lobbying and promoting companies, 
products or politics. (Redley, 2007) Propaganda is not, as one may think, a way to lie and delude, 
but a way to channel and enhance the feelings and actions of a society. According to Marlin 
(Marlin, 2002) propaganda is “a systematic, motivated attempt to influence the 
thinking and behaviour of others through means that impede or circumvent a propagandee's 
ability to appreciate the nature of this influence”. This is carefully done by channeling the 
recipient’s feelings and prejudices. (Corner, 2007)  

The internet-generation is more elusive than former generations of media consumers. (Wernick, 
1991) It is easily affected and fluid, with sentiment and solidarity always on the move. One 
website, one service, one person, one blogger can be of an enormous influence and create big 
tidal waves of change without a big marketing and advertising department. Word of mouth, both 
in real life and via social media, creates hypes on different phenomenon that can make a small 
company, a persona, a YouTuber or an organization get a big reputation in a short amount of 
time. (Kaske, et al., 2012) This gives minorities, activists and lobbyists a good chance of being 
heard without the need of trying to get through to traditional media sources and without the 
need of financial backbone for a large scale advertising scheme. Knowing the public and its 
preferences and interests can be a way of knowing how to affect and begin to make a difference. 

In the beginning of the 1990s Andrew Wernick, a professor of sociology and cultural studies, 
wrote a book about how neo-liberal policies and the marketization of every aspect of our lives, 
together with the individualization possibilities brought by the internet, fundamentally changed 
society. He called it the “promotional society”. (Wernick, 1991) With the rising of this society 
came the new consumer. (Powell, 2013)  

According to Powell the consumers of today are more demanding and do not trust traditional 
advertising, but instead use social media, online forums and trusted bloggers to make informed 
decisions. These decisions are not only based on cost and effect but also concerns ethical 
behaviour, environmental considerations etc. The character and social media persona the 
consumer wants to build and present for the public, is in itself affected by the purchases and 
lifestyle choices made, and decisions are therefore not taken without thorough consideration. 
(Powell, 2013) 

Finding the beginning of this train of thought leads us back to the 4th century BC, where 
Aristotle developed the art of persuasion. He described the three pillars of success for changing 
someone’s mind in his classical book Rhetoric. (Aristotle, 350 BC) To be able to change a 
person’s belief, he stated, you need logos, pathos and ethos. Logos is the logic, the arguments and 
the hard statistics that most people use in discussions. Pathos, the emotional message, is the part 
appealing to the audience’s feelings and imagination. Finally, ethos is the part of 
trustworthiness, where the sender earns his respect through his history of credibility and his 
character. (Fig. 2) 
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The advertising community has in the past focused on logos and pathos, arguments and 
interesting ads to influence the consumers. The PR profession became a new dimension in the 
art of persuasion. The role had its roots in the propaganda work that engulfed Europe and North 
America during the first half of the 20th century. The British refined the older, cruder, 
propaganda methods during the Second World War, when they needed to affect American policy 
to ensure that USA would participate in the war against the Nazis. At the same time they were 
aware that the Americans did not approve of foreign propaganda, and was therefore trying to 
subtly nudge the feelings of the population to affect the White House that way. (Cull, 1996) 
Good PR work should not be about twisting words, but rather like propaganda, channel the 
already existing emotions of the public without losing the ethos of the sender. 

 

“Trust takes years to build, seconds to break, and forever to repair.” 

Anonymous 

 

The possibility to control all information diminished when the market for media started to 
expand and the number of different media types increased. This enabled the citizens to access 
more than one side of a story and the way to work with public relations became more intricate 
and how to make a real change even more difficult. As internet became a larger part of everyday 
life, consumers changed and became prosumers, both producers and consumers. A consumer 
that was not only a consumer but, at the same time, a producer, writing, creating, sharing and 
marketing ideas, news and products based on a feeling of individuality and entitlement. It was 
not only professional journalists, authors and advertisers who could write, film, record and 
spread their stories and articles but anyone could be a media producer.  

This is where we are today. With the continuously growing number of media channels it is hard 
to calculate the best tactic for how to really reach out and make an impact on people’s lives. 
Using social media, the right message from the right sender in the right time, can start an 
avalanche, the Arabic spring and the photograph of little Alan Kurdi being two of the most recent 

FIG. 2 THE ART OF PERSUASION  

Ethos 

Pathos Logos 

Persuasion 

https://www.google.se/search?q=Trust+takes+years+to+build,+seconds+to+break,+and+forever+to+repair&client=firefox-b&tbm=isch&tbo=u&source=univ&sa=X&ved=0ahUKEwj8kZjFutbMAhWLXSwKHe_NCkIQ7AkIKg
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triggers and events. (Castells, 2015) For companies and organizations with a limited budget, the 
possibilities of social media can be alluring; however without a well-planned marketing scheme 
and brand building with strong considerations of building trust and interest at the same time, 
they often fall short. The branding is a most intrinsic part of promotional culture, requiring 
openness towards the customers and keeping an ongoing dialogue with them. The brand should 
become family, sharing the same values as the customers and living up to them. For the brand 
the slightest mistake could ruin the credibility that has been built. 

Close connections increases the probability of a person sharing on social media and decreases 
the probability of an individual researching sources before sharing. (Kietzmann, et al., 2011) An 
interesting, newsworthy, exciting and trustworthy post on Twitter, Facebook or Instagram, to 
name a few social media channels, can start a domino effect and in the end, reach and affect a 
target group several times bigger than the original target group or the same ordinary group of 
followers.  
   

SOCIAL MEDIA AND THE DEGRADATION OF TRUST IN PRINTED MEDIA  

The broadcasting media of today is being outmanoeuvred by the internet meta medium. Users 
are reading specially filtered news feeds suiting their needs, wants and opinions. When the 
printed media is looking at the end of days, the media conglomerates have a lot of strategically 
important decisions to make. Since the traditional newspaper companies changed from 
politically driven to profit driven some of the decisions have been affected by this. (Allern, 2012) 
Some newspapers have chosen the pay wall option. They are trying to make readers pay for the 
content that once was free. Unfortunately they lose the big audience that made the advertisers 
willing to pay for an ad in a newspaper at the same time. They also lose the opportunity to get 
the news spread via social media.  

The advertisers are looking to Facebook, Instagram or other internet-oriented advertising spots 
and the newspapers are losing income. Investigations done by the Institute for advertising and 
media statistics (IRM) reveals that 25% of the advertising income between 2008 and 2014 has 
moved away from news media (Thambert, 2015), even though the market in the Nordic 
countries has increased at the same time. One fifth of the profit goes to internet based 
advertising. (IRM, 2015)  Internet advertising gives the advertisers the possibilities to choose 
their target audience. Google, Facebook and other internet giants collect data of all movements 
and actions for every single user. The information is later used for filtering the news and ads for 
the users. After collecting information on what all users have been reading; who they are and 
what other sites they have visited, all suggestions, links and commercials they see are chosen 
especially. (Tuten, 2008)  

In their current position many of the news companies make judgements to keep profits high. 
Closing down local news stations and laying off editorial staff. (Franklin, 2014) Buying cheap 
material from underpaid, freelancing journalists or expanding sections made by robot 
journalists. (Clerwall, 2014) Since journalistic articles are required to be sensational and 
clickable, cheap and fast, the newspapers are starting to lose their incitement of keeping 
journalists that are well educated, thorough, ethical, analytical and critical of their information 
sources. (Lee, 2013) The rational reader is therefore starting to search for new media producers 
with a more dependable impression and who feels more trustworthy. When using social media 
and data-mining in a marketing scheme a balancing act needs to follow the need to promote and 
the trusted ethos. Too many instantaneous and personal advertisements in a social media news 
feed and too many unsolicited comments in the style of  “Do you want to add this person?”, “We 
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have searched through your email-connections.”, gives a negative reaction and makes people 
weary of the manipulation and even more untrusting. (McStay, 2007) 

 With the decreasing trust for printed media and when journalists, advertisers and PR agents are 
looked upon with suspicion, the sources of trust and advice are harder to find. The new 
consumer looks to friends and trusted personas, websites and companies and trademarks that 
have spent a lot of time on building a reputation as objective, ethical, trustworthy and personal.   

STRENGTHENING CREDIBILITY IN A RESEARCH FOCUSED ORGANIZATION 

What is the best practice in gaining trust and strengthening the credibility for a research focused 
and environmentally aware organization like Biofuel Region? The importance in keeping a non-
wavering stand concerning the importance of green issues, as well as keeping an equally 
engaging ideal in-house, is crucial, but also awareness of the possible traps in communication 
and rumours. (Reilly, 2014) 

Biofuel Region has in the past retrieved a reputation of being a one question organization, 
leaning greatly towards ethanol and ignoring other biofuels. In the years following the fading 
interest in ethanol Biofuel Region strived, and eventually succeeded, in making it obvious for its 
members that the engagement they shared was not one-fold and related only to ethanol. It is 
relevant for Biofuel Region to remember what happened when some of the organization staff 
was engaged ethanol enthusiasts who networked and communicated and was both seen and 
heard in media on that particular topic. It created, communication-wise, an imbalance in the 
communication for an organization with a very diverse member group, making some of the 
members feel abandoned and marginalized. 

The communication from Biofuel Region is often fact-filled, research-based and correct, and 
information about conferences, board meetings, educational opportunities and awards are the 
standard content. Personal feelings, humour, happiness, love, anger or sadness are not common 
and can be one of the reasons not many people share or react to their posts. Biofuel Region is not 
a well-known organization outside the biofuel circle. To strengthen their credibility outside that 
interest sphere, they should first and foremost be working on being recognized outside the 
biofuel interest lobby. Being seen, shared or mentioned by other parties in other contexts would 
greatly increase and build the ethos missing to make greater change in society. The ethical and 
moral stand in Biofuel Region is consistent and well-founded in each and every member of the 
organization and they have both the knowledge and the will it takes to show the public who they 
are and what they stand for.  

To conclude; close to no one will trust an organization that is unknown and invisible, no matter 
how trustworthy and credible they are in reality. In the roam of social media, objectivity and 
professionalism can stand in the way of impact and reaction. Analyzing some of the most 
common communication models gives us a place to start. 

THE TRANSMISSION MODEL 

In the communication models of the 1950s, the transmission model (Shannon, 1948) was the 
most acknowledged. The transmission model was a model for telecommunication but was 
adopted by social communication scholars and used and spread world-wide, even though the 
authors themselves noted the deficiencies in using the model. It is however considered the 
mother of all communication models and is often used today. (Fig. 3) 
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FIG. 3 THE TRANSMISSION MODEL 

The theory behind the transmission model is that a sender transmits a message. Noise will 
inevitably interfere with the message, blurring the message the receiver gets. The feedback will 
therefore be of use to adapt the message sent so to reduce the noice effect on the message. Or in 
short – by creating the perfect message no negative feedback will need to take place.  

The communicators and activists of today would be the wiser not using this particular model 
though. As mentioned before, the goal in this case is not only to spread information, but to 
change behaviour. Even though the message is moulded to appeal to the receiver, the change in 
behaviour starts in the trust, the ethos, of the sender.   

TARGET GROUPS 

Another model is the use of target group analysis and target group advertising. (Geller, 2010) 
Target group analysis is often used today to narrow down the population to small generalised 
groups that would be interested in the product marketed or the message sent. Facebook and 
Google uses this way of marketing extensively, making it possible to target an audience of for 
instance women in the age of 18 to 25 with an interest in music that lives in the vicinity of 
Stockholm. Even though this way of communication is a bit more effective, it is still somewhat of 
a dead end if you are in the business of changing behaviour of an entire population. The increase 
in target group fragmentation; narrowing down the target groups to extremely small entities 
(Fig. 4), and the multitude of media channels makes the perfect promotional plan elusive. 
(Hackley & Hackley née Tiwaskul, 2013)  

Message 

Noise 

Receiver 

Feedback 

Sender 
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FIG. 4 TARGET GROUP FRAGMENTATION 

  

The extremely focused target group advertising in social media is already outed by society and 
the average user, and does not strengthen, but can even lessen the credibility of an actor if done 
incorrectly. It does not change behaviour, but it has the ability to strengthen a user who already 
has the same opinion as the sender. (Greenwald, 1968) 
 
The importance in finding an ethos in a person, in the brand itself or in the organization is 
imperative, to give the users the incitement and the confidence to share it themselves.  The 
information should at all times be moulded in an exciting news worthy fashion, which also 
triggers the imagination and evokes feeling and sentiment at the same time as the sender is 
being aware of denigrating and keeping a serious yet solution focused perspective. Even from a 
sender point of view, the question should always be: “Who shares this information and why?” Or 
maybe rather: “Why am I sharing this and how does it affect my ethos?” 

 

AGENDA SETTING THEORY 

The agenda-setting theory is very important in trying to change the public opinion. It explains 
that to make a real change and affect the public one must control what questions are highlighted 
in media. Broadcasting media is not able to change the opinion of the populous but it does 
control the power of setting the agenda of society by telling what the most acute question in 
society today is. (Falkheimer & Heide, 2014) The difficulty is getting past the media gate-
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keepers, often found in the editorial staff and the publishers, with the communication that the 
sender wants to be broadcasted. What incitement do the media require to let that piece of news 
through? According to Bakir the best way is to use the pathos and logos to get the media 
attention needed and then exhibit the ethos on other media platforms. Important in this case is 
that the moral backbone is visible and understandable at that time. (Bakir, 2007) 

When risk society has created an untrusting population the art of persuasion relies heavily on a 
strong ethos. Especially in cases where the opinions and research varies and no absolute truth is 
visible. Openness, trustworthiness over time and legibility is ever present demands. The ethos 
can also improve by strengthening credibility via a reliable third part. (Bakir, 2007) 

 

SUSTAINABILITY AND CHANGING BEHAVIOUR 

The agenda setting model tells us that the most important issue according to society is initiated 
and maintained by the broadcasting media, i.e. television, radio and printed media. Networking 
and promoting towards traditional broadcasting media makes the public aware of the question 
of fossil free vehicles and the possibilities that opens. 

Biofuel Region has a solid networking capacity regarding research, companies, organizations 
and policy-makers. They have, however been working in a top-down way, trusting, as others 
before them, on a way to “deliver” change to the public. When trying to build a sustainable and 
consistent communication with the intent to change people’s behaviour and engage them in 
another mind-set it is important to understand that these ideas do not flourish merely by 
making policy. Fundamental changes in people will not be retrieved that way and can only be 
achieved by a grass root view. Working towards this requires a continuous, sustainable 
communication with long-term evaluations. (Servaes, et al., 2012) 

Social media is the direct connection to the public that a small organization like Biofuel Region 
needs. When analyzing and deciding what to post on the different social media feeds there are 
some things that may be interesting to know. One aspect is that there are psychological reasons 
why people are sharing posts. A worldwide study, made on 18150 adults, by Ipsos concluded 
that the top three reasons to share were ‘to share interesting things’ (61%), ‘to share important 
things’ (43%) or ‘to share funny things’ (43%). (Ipsos, 2013) 

The sender should also always keep an eye on feedback and traffic, analyzing retweets and 
shares of posts. Both quantitative and qualitative analysis gives a good understanding on the 
effects of communications from the past, neither should be overlooked. This thesis has chosen to 
focus only on the Twitter mining quantitative analysis model.  
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METHOD  

To find an implementable communication process to use, in any organization, one needs to 
evaluate several factors; what kind of process to use, the feedback property of the process, what 
the purpose of the communication is, the defined target group and what choice of media is most 
suitable. As Biofuel Region’s prime directive was to use social media, only well founded social 
media channels has been evaluated. 

AGILE PROCESSES 

The agile process was constructed to be a smooth and easy way to work with fleeting projects 
and changing parameters. A common problem in most projects is the instability of demands 
from the client, making the predetermined plan useless when new factors continuously come 
into play. (Fig. 5) 
 
The agile manifesto was originally created for IT developers to make the plan-programming-
test-release cycle more consistent, and minimize criticism from discontented clients and end-
users as well as stressed out and irritated programmers and designers. It also serves the 
purpose of always refining the project process and using the individual strengths of all project 
members. (Beck, et al., 2001) 

 

FIG. 5 THE AGILE METHODOLOGY (GRAPHIC CREATED BY PLANBOX) 

The agile process has since then branched out and is nowadays used in such new and diverse 
areas as HR departments, business processes and organizational planning. In most of these 
unconventional agile cases the process has been tweaked and does not include all parts used in 
the original process plan. In a fast paced and moving environment, like the one of media and 
communication, the use of agile processes in an analytical and retrospective way could be quite 
beneficial, especially the use of small iterative cycles with the possibility to change ways of 
communication, areas to respond to or people to address.  
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For this thesis the agile process has been tweaked to suit the particular needs of a sustainable 
communication process, using the fundamental ideas from agile methodology. It will hereafter 
be called the information feedback loop to emphasize the difference between the original and 
the process manufactured for this project. 

INFORMATION FEEDBACK LOOP  

When an organization is building a brand of trust, an inquisitive eye should always be kept on 
the public opinion. Competitive intelligence is the most important part of being in the know and 
can be achieved in a multitude of ways. Some organizations want to read every article ever 
written on the subject and hire professional intelligence analysts to draw conclusions, others 
read the daily news and are satisfied with that content. When using social media there is no 
excuse for being unaware of the impact of one’s posts or the effect it has on the brand itself. 
Some attention should always be given to the account and to analyzing the behaviours shown by 
the recipients.   
 
One positive effect given for an organization that is aware of the trending subjects of the day is 
this; it is easier to reflect on what the current stand is and how to address an opinion. The same 
can be said about responding to society’s reaction to different posts or hashtags. The goal is of 
course not to always agree with the public opinion or the media hype, but instead be up to date 
with the competitive intelligence so the organization can answer questions, or discuss, with 
substantiated arguments. This can be done in a multitude of ways, for example by reading 
newspapers or following live media or interviews. The advantage in using social media is the 
opportunity to get statistical data in bulk, always available for any analytical need. An analysis 
on how posts have been received should at the very least include number of reads, number of 
retweets or shares as well as sentiment. Using an information feedback loop where the activities 
on Twitter are mined, filtered and analysed can be a more structured way of using the forces of 
data and statistics for greater purposes. (Fig. 6) 

 

 

FIG. 6 THE INFORMATION FEEDBACK LOOP 
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SOCIAL MEDIA  

Depending on what sphere to operate, an analysis of the main character of different social media 
are of great importance. The organization should at the same time evaluate the need and the 
purpose of their communication. A technical report made by Håkan Selg at Uppsala University 
makes the following distinction between three of the most popular social media (Selg, 2010): 

Facebook is a networking media, mostly directed towards friends and family or to connections 
that share the same values and interests as the sender. It is therefore not a suitable media for 
reaching out and creating change but instead useful to strengthen opinions already planted in a 
limited group of people. The relationships between friends that are connected on Facebook are 
becoming deeper than those of acquaintances outside the internet, increasing the number of 
people a person trust, and expanding that circle outside the closest acquaintances. Facebook 
friends can be both professional and social, and people are therefore more guarded in what they 
post or share and who the recipients are.  

Communication on Twitter, a social micro blog, is accessible for everyone to read and collect. It 
is easily used, it appeals to professionals, and is often used by scientists, researchers, media 
analysts, politicians and lobbyists. The living structure of Twitter makes it a perfect place to start 
a discussion or a trend and then lobby for it. For some users the wish can be that hashtag-hypes 
should die instead; like McDonalds and their creation of the hashtag #McDStories. The idea was 
to make tweeters share their sweetest, funniest, nicest stories concerning McDonalds, but 
instead it got hijacked into becoming a hashtag for discontented customers. While using Twitter 
it is crucial to have the understanding of the public sentiment and to realize that a hashtag can 
start a wildfire of negative publicity and become headline news across the world. (Aula & 
Heinonen, 2015) 

YouTube, a media channel for video clips, is often used in relation with other social media or 
embedded in ordinary webpages, but it is not often used as a separate social media channel. It is 
not really used as an interpersonal media, but instead it is a marketing media where anyone can 
be famous/a movie star/singer/commentator/gamer. When using this media for building a solid 
foundation for a purpose, another trampoline is needed for the kick-off. As a trampoline one 
could use a famous YouTuber that supports the cause, a Facebook page, a Twitter account, a 
webpage or a non-digital event that promotes the YouTube channel in the hope that it would 
yield a significant number of followers. It is, however, harder to use YouTube in terms of finding 
an audience than Facebook or Twitter. (Selg, 2010) 

 

MINING TWITTER 

Twitter, as the main source of data, is used in this process partly because of the presence of a 
well suitable target group and several active tweeters in the area of biofuels. It also has a built-in 
simplicity in data structure and access, making the mining and analyzing process more effective.  

Tweepy is a Python module used for mining Twitter. (Russell, 2014) It has a simplified way of 
doing the oAuth-dance but also some limitations command wise that can make a more intricate 
implementation somewhat difficult. It also has a maximum of 100 hits per 15 minutes on every 
query sent out, which concludes that the iteration intervals are required to be no less than 15 
minutes to obtain a new set of hits. (Twitter, 2015) The results are continuously stored in a 
database for further analysis afterwards. As the feedback-loop needs to maintain a shorter time-
frame to make any difference in the sender/receiver relationship, the time from mining to 
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analyzing is set to 2.5 hours or 1000 tweets. All data was retrieved by Python and collected in 
simple text files that was later imported to an excel sheet for filtering and sorting purposes. (Fig. 
7) 

The data structure (Fig. 7) that was chosen for the mining process differed somewhat from area 
to area. When searching for the string “biofuel”, “biogas”, “biogaz” or the phrase “renewable 
energy” the incitement was to find popular tweets and languages used to try and evaluate the 
validity in different nomenclature and what countries has the best spread of tweets. When 
looking for tweets addressing the accounts @elbilsverige, @algaetec, @BiogasNorr or 
@BiogasOst the purpose was to investigate the differences between the chosen accounts and the 
number of retweets and times mentioned in other tweets as well as activity. The lobbyist 
@ePURE’s tweets were mined in a separate manner, choosing only tweets written by the ePURE 
account, with the relevant data such as date, time, number of times retweeted or favored and 
hashtags used (information found in “Entities”). 

 

FIG. 7 DATA STRUCTURE 
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RESULT AND ANALYSIS 

EUROPEAN UNION STATISTICS 

According to a report made 2008, the EU countries that use the largest percentage of biofuels are 
Austria, Germany, France and Sweden. (European Commission, 2010) 

Percentage of Biofuels Used for Transportation 2003-2008 

Member 2003 2008 

Austria 0,1 5,5 

France 0,7 5,7 

Germany 1,2 6,0 

Sweden 1,3 5,0 

 

In EU statistics from 2010 and 2011 (Fig. 8) France lost their position as a leading country in 
biofuel usage, and Poland and Spain started to reach for the 10% goal. (European Environment 
Agency, 2015)   
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FIG. 8 RENEWABLE ENERGY CONSUMPTION IN THE EU (EUROPEAN ENVIRONMENT AGENCY)  

The statistics taken from the different EU-reports gives a target for analysis. The Twitter senders 
in the area of biofuels from the most engaged and successful countries can give a good 
understanding in how they address different issues. It is however a problematic coverage since 
the country-variable in mined Tweets is deprecated. The new data given is coordinates, which 
demands a somewhat more intricate way for sorting and filtering to be useful for the analytical 
needs of the information feedback loop.  

TWITTER MINING STATISTICS 

The European Union has made important guidelines in the area of biofuels. The one with the 
greatest impact on Biofuel Region is the one regarding the intention of reaching a minimum of 
10% biofuels used for transportation before 2020. The goal is to decrease the use of fuels adding 
to the greenhouse effect. All types of biofuels are not accepted in the directive, but only the ones 
that reach a 35% decrease in greenhouse gas submissions compared to gasoline and diesel. In 
2017 the limit will be increased to a 50% decrease. The gases targeted are carbon dioxide, 
methane and dinitrogen monoxide. 

To target some of the more prominent subjects in this area the keywords used for the first 
mining of Twitter was “biofuel”, “biogas” or “biogaz” and “renewable energy”. The thought was 
that it would enable an insight in what expressions made for interesting tweets to share or like 
and give a solid foundation in how the communication in this area acted.  

 

BIOFUEL 

 

FIG. 9 BIOFUEL TWEETS SHARED/LIKED 

“Biofuel”, though a very common word, is not likely to engage receivers in sharing or liking the 
post.  Of the 1000 mined tweets entailing the word biofuel only 256 was retweeted or favored. 
(Fig. 9) This may be affected by the fact that the accounts that center on biofuels consist of 
organizations focusing mainly on one sort of fuel and therefore engage more in tweets that 
concern that particular type of biofuel. This must be taken into consideration and be 
investigated on another time. The languages, using the word “biofuel” in the retweeted/favored 
selection, in this time frame were; English 95%, Norwegian 4% and Swedish 1% of the tweets.  

26% 

74% 

Biofuel tweets (n=1000) 

Shared/Liked Not engaging
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BIOGAS 

 

 

FIG. 10 BIOGAS TWEETS SHARED/LIKED 

“Biogas” or “biogaz” was retweeted or favored 1219 times in 2000 tweets. (Fig. 10) France 
started an extensive drive towards biogas the past 2 years with large subsidiaries. (European 
Biogas Association, 2015) When using the word “biogas” or “biogaz” during Twitter mining the 
vast majority of all popular and retweeted tweets were French. Spanish and English posts 
constitute a significant amount, but nowhere in the vicinity of the French tweets. Other 
languages used were in order of popularity Indonesian, Italian, Swedish, German, Norwegian 
and Hindi. (Fig. 11) Even so, one must consider that Swedish and Indian tweets in many cases 
can be written in English. The possibility to distinguish the difference in tweets by nation is no 
longer available in the twitter developer api. 

 

FIG. 11 BIOGAS TWEETS DIVERSED BY LANGUAGE 
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RENEWABLE ENERGY 

 

 

FIG. 12 RENEWABLE ENERGY TWEETS SHARED/LIKED 

Renewable energy was favored or retweeted 472 of 1000 tweets. It is clearly used more 
frequently in traffic driven tweets than the word “biofuel”. (Fig. 12) When using the phrase 
“renewable energy” most tweets are English. A few tweets are written in other languages such as 
Chinese, Japanese, Dutch, Russian, Danish and German. (Fig. 13)  Even though the phrase during 
this time frame is not used in a multilingual way it still has an engaging property which makes it 
an interesting key phrase to both use and follow. 

 
 

 

FIG. 13 RENEWABLE ENERGY TWEETS BY LANGUAGE 
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“Renewable energy” is the key phrase often used in relation to Germany and 45% of all tweets, 
mined with that phrase as key, refer to Germany. (Fig. 14) This is not very surprising due to the 
Energiewende that the German government started in 2010, stating that greenhouse gas would 
be reduced to 80-95% by 2050 and that 60% of the country’s energy would originate from 
renewable energy sources such as hydro, solar and wind power for example. (BMWi, 2016) 

 

 

FIG. 14 RENEWABLE ENERGY - COUNTRIES MENTIONED 

Other countries, frequently mentioned are India, Australia and Saudi Arabia. One traffic driving 
piece of news occurred during this time, well described with the headline; “Germany had so much 
renewable energy on Sunday that it had to pay people to use electricity“. This was making the 
Twitter activity focus mainly on Germany, and gives us little knowledge of the long term 
situation, country-wise, in this case. It is however news coming from a country which has 
already focused a great deal on changing to a more sustainable energy infrastructure.  

When looking at the tweets being liked or retweeted, a difference in probability of being shared 
is evident. Tweets posted containing the word “biofuel” (26% retweeted or favored) is not likely 
to be retweeted or favored in comparison to the phrase “renewable energy” (47%) or the most 
appealing word “biogas/biogaz” (61%).   

FOSSIL-FREE VEHICLES 

The market for fossil free vehicles is growing and different interests are promoting different 
kinds of fuels; biogas, electric vehicles and cars driven by hydrogen fuel cells to name a few. 
Depending on the promoters, the different projects have had a varied success.  
 
As one analyzes the different organizations on Twitter, a difference in visibility can be observed. 
@BiogasNorr, @BiogasOst, @VatgasSverige, @elbilsverige, @algaetec are five Twitter-accounts 
that are used in different degrees. As information driven organizations they can be named in 
other accounts twitter-posts or used as a source of information for different tweeters and 
therefore receive questions via their Twitter feed. The first four are active interest organizations 
in Sweden and BiogasNorr is managed by Biofuel Region. An interesting observation in 
analyzing these four separate accounts is the lack of interest in following other accounts. 
@BiogasNorr only follows 150 accounts, while @BiogasOst follows 149, @VatgasSverige 162, 
and @elbilsverige only 8! This may be due to a common misunderstanding in the art of using 
Twitter and the misconception that Twitter and Facebook is the same. Twitter is constructed 
more as an arena for discussion and short, compressed rhetoric. The accounts a sender follows 
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do not describe the personality of the sender but they outline an arena for interaction and 
discussion where the sender can be an active participant. To be an active part in the ongoing 
discussions on different topics, the sender needs to encounter opposite opinions.  Some of the 
more experienced Twitter account owners choose to always follow all followers, as to be 
prepared to confront and argument in any cases concerning their special interests. 
 

 

FIG. 15 ACCOUNTS MENTIONED ON TWITTER 

The 28 most retweeted tweets were the ones referring or self-referring to @elbilsverige (19 
tweets) and to @algaetec (9 tweets). (Fig. 15) A short glance on @algaetecs Twitter feed reveals 
that it is not frequently used. The last three tweets, when this thesis was written, was April 28th, 
April 14th and January 22nd. Even so the communication work done in other ways, has made 
other tweeters mention the @algaetec account in their tweets. 

@elbilsverige is a more active account than @algaetec with tweets posted at least once nearly 
every workday. The posts are often shared and of the 153 tweets mined referring to 
@elbilsverige only 12 were not retweeted or favored. (Fig. 16) Tweets concerning Tesla are an 
impressing 66 of 153 tweets, and there is no doubt an enormous asset for the interest sphere of 
electric vehicles to have a person with the influential properties (ethos) of Elon Musk.  
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FIG. 16 @ELBILSVERIGE TWEETS SHARED/LIKED 

Biogas Norr is very inconsistent in their Twitter communication feed. Self-made posts are made 
surrounding the dates of different conferences and networking events. Noteworthy is the choice 
of putting Björn Ferry, former Olympic champion in biathlon that is well-known for his 
outspoken ways, on the board of Biofuel Region. He is a very medial person and has already 
increased the engagement on Twitter-feeds in the area of biofuels. More commitment from the 
account owner is needed to make the communication flourish though.  
 
Biogas Öst is roughly sharing the same account parameters as Biogas Norr. Following a few 
accounts and mostly using Twitter as a broadcasting media and therefore misinterpreting the 
strength of the particular brand of social media Twitter is. @biogasost has the same sporadic 
communication pattern as @biogasnorr, but is a bit more active in writing own posts (12 tweets 
in May compared to 2 tweets). @biogasnorr has on the other hand more followers (819 
compared to 229) and likes (168 compared to 13) than @biogasost. 

Vätgas Sverige is clearly the underdog in this comparison. This is a relatively new account with 
even more issues to handle. Of 153 mined posts only 8 was referring to @vatgassverige, none of 
which was written by @vatgassverige itself. In the entire month of May only one tweet was 
posted. The account is following many other accounts and is engaging in some conversations, 
but is using the sporadic post approach also visible in the @biogasost and @biogasnorr 
accounts.  

LEADING BIOFUEL LOBBYISTS ON TWITTER 

One of the leading biofuel lobbyists on Twitter, residing in the European Union, is ePURE, an 
ethanol lobbyist. They started out in 2010 with the outspoken agenda to strive to change 
conflicting policy and problematic taxations, supporting its 58 members and help develop an 
ethanol centered infrastructure throughout Europe. 

Mining ePURE’s twitter account gives some knowledge of activity frequency for this kind of 
proactive sender. The absence of activity the 7th and 8th of May is probably because of the fact 
that it was Saturday and Sunday. Even though the amount of tweets is not overwhelming, one 
thing to consider is the consistency of communication. (Fig. 17) 
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FIG. 17 NUMBER OF ACTIVITIES PER DAY 

 

Of the 37 activities on the ePURE feed, 23 (62%) were either favored or retweeted. This is an 
extremely high percentage of engaging tweets, but it is also important to notice that 21% of all 
tweets only gave one or two reactions. (Fig. 18) During this period the most retweeted news 
were  ”The true ‘story without a happy end’ is how attacks on good #biofuels will inevitably lead to 
more oil” and “Now isn't the time to kiss #biofuels goodbye https://t.co/H8aRdnojjt EU should 
support low #ILUC biofuels, like ethanol!”. 
 

 

FIG. 18 A LOBBYISTS TWITTER ACTIVITIES 

 ePURE appears to have 2640 followers at the time this paper was written and 2544 accounts 
they follow.  This is not a very large number, but comparing to other active accounts in the area 
of biofuels it is still one of the most prominent.  
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The most used hashtags by ePURE in their Twitter-account are not #ethanol or #bioethanol as 
one could have suspected. But instead they have chosen a nomenclature for their hashtags which 
perhaps includes and engages a bigger yet interested audience. The two weeks monitored 
contained these five prioritized hashtags; #biofuels, #bioenergy, #ILUC, #EU2030 and 
#SustainableMobility. As noted before the tweets using the hashtag #biofuel do not often seem 
to engage people into favoring or retweeting, but in relation to other more engaging hashtags it 
can be a way of marking a territory. (Fig. 19) 

 

FIG. 19 MOST USED HASHTAGS 

ENGAGING HASHTAGS ON BIOFUEL 

A useful way of keeping track of what’s engaging the most activity and sentiment on Twitter is 
by analyzing the hashtags of retweeted and favored tweets. The three chosen queries give the 
following result: 

BIOFUEL 

 

FIG. 20 POPULAR HASHTAGS FOR BIOFUEL 
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Not very surprisingly is that the most common hashtag, after a search for tweets containing the 
word “biofuel”, is #biofuel. Other hashtags with 3 or more hits are #bioenergy, #algal, #green 
and #energy. (Fig. 20) For a better scope on useful hashtags to use in tweets the data set needs 
to enfold a larger time span and more importantly more data. 

 

BIOGAS 

 

As the data mining in the field of biogas was made with two spellings (biogas/biogaz) covering 
many of the European languages the most popular hashtags gave a language-wise diversity. 
#biogas and #biogaz was of course the two most popular ones. #biodéchets (biowaste) and 
#méthanisation (methanation) being two more interesting hashtags that one could consider 
following and engaging in. Energie, renewable and green are all keywords often used as hashtags 
in correlation with other hashtags and are rarely the sole hashtag in a tweet. (Fig. 21) 

 

 

FIG. 21 POPULAR HASHTAGS FOR BIOGAS 

 

RENEWABLE ENERGY 

Renewable energy is a phrase often used in the area of biofuels. The most frequently used 
hashtags are, not surprisingly; #renewableenergy, #renewable and #energy. The hashtag 
#green is occurring yet again, in this area. Another hashtag that is used in these tweets is 
#climatechange. (Fig. 22) 
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FIG. 22 POPULAR HASHTAGS FOR RENEWABLE ENERGY 

 

WHERE DO WE GO FROM HERE? 

As an organization, which merely holds a supportive role in the ongoing development of 
biofuels, informing and supporting members building biofuel infrastructures and supporting 
and communicating biofuel research, the problem in defining a clear path is evident. Should 
Biofuel Region strive to build a stronger ethos to be able to be seen and heard more and to be 
considered a strong voice on the biofuel arena? Or should all responsibility fall on the members 
of Biofuel Region of building opinion and strive towards the behavioral change that is needed to 
affect?  It is also important to build a consistent organizational work plan to assure that the 
communication feedback loop is active. This can be achieved by working in an agile project style, 
keeping the time frame, or sprint, in a suitable range for the field of interest.  

 
The time frame should be a matter of flexibility depending on what is happening in the twitter 
feed at that moment. The scenario in this thesis had an execution of the mining program every 
15 minutes and the information feedback loop took 2.5 hours to close and could be repeated 
three times every workday. For instance, the loop could easily be changed to be finished once 
every week or once every day, and then adjust it with time to suit the activity in the field chosen. 
If, however, a subject becomes very information dense or a media hype is spinning, the loop time 
frame should be made shorter, to be fitted to the awareness and response time needed for the 
sender to be visible as dependable and up to date. 
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CONCLUSIONS 

BIG DATA ANALYSIS 

Although all data analysis in this thesis has been based on a limited quantity of data, the 
possibility of making more accurate conclusions with larger data sets is evident. Big data is a 
term used to describe extremely large data sets which require extremely potent databases and 
new cutting edge technology for analyzing and handling them. Big data has been lifted as a new 
and more objective way to improve results for companies, organizations and states in every 
aspect of the word. (Provost & Fawcett, 2013) 

Google uses big data to increase their profit, chiseling out target groups for their advertisers and 
impressing the public with their information intelligence. Spotify uses their big data to create 
especially designed playlists to users, based on music and artists they like, and Facebook and 
Instagram have the same approach using advertisements visible depending on what websites 
the users have previously entered. The usefulness of big data for more socially urgent purposes 
such as climate change is clear, but the environment is unfortunately not one of the areas in 
which big data can be commercialized. (Lohr, 2012) The close relationship between several 
Swedish universities and Biofuel Region could in this case come in handy, if their forces were 
used together to make a bigger analytical research in the multidisciplinary field of big data, 
biofuels and communication.  

 

RESEARCH FOCUSED CRITIQUE ON BIG DATA 

The advent of big data research, mining and analysis started a discontented uproar from the 
qualitative driven researchers dedicated to sociological and media studies. Big data was called a 
‘cultural, technological and scholarly phenomenon’ (Lohmeier, 2014) that did not sit well in 
their nomenclature. The problems with research through big data mined from social media 
should be overlooked, they argued. The need for qualitative studies was, according to them, 
more pressing, and big data was not as objective and flawless for making good analytical 
research as others claimed them to be. Hardey (Hardey, 2014) argues that the simplicity in 
retrieving data, that hide complex and diverse patterns, can tempt researchers to ignore textual 
and demographic information. 

Mayer called it the big data revolution, an expression that created quite a wake in the scholar 
community (Mayer-Schönberger & Cukier, 2013), while Chris Anderson, editor at Wired at that 
time, argued boldly that ‘with enough data, the numbers will speak for themselves.’  (Anderson, 
2008) This is both true and untrue at the same time. The way of mining data from social media is 
an essential part in contriving a data set that can contribute to an objective and truthful 
research. Questioning how the data should be analyzed is also an important task. The question if 
the whole big data research field is viable is however void. The importance should be evolving 
the methods used in mining and analyzing the data. The critique (Hand, 2014) lifted about how 
the problem of understanding how the programming algorithms work is however a knowledge 
problem and should be addressed as such. Maybe researchers in big data should not be data 
illiterate researchers but instead multiple discipline researchers with knowledge in both 
programming as well as sociological or media science. 

Twitter is the social media most often used due to the easiness in which one can retrieve data 
from tweets, but the limited archiving capacities and the limits in working with only fairly recent 
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data on the downside. (Lohmeier, 2014) Due to Twitters regulations the access limit for public 
tweets are about 10% and as a researcher there is no way of knowing how these are filtered. 
(Twitter, 2015) 
  

POSSIBILITIES 

Despite the problems described, the amazing possibilities big data research renders are ground-
breaking.  The promise of easily obtained, enormous numbers of sources without the need to 
target them individually makes for more accurate results in all analytical research. Even if one 
argues that researching the humanities can never be fully objective, big data analysis of human 
interaction and communication is as close to it as can be. With a well-grounded mining model, 
and intelligent programming algorithms and a thoroughly filtered data-set, there are great 
possibilities to find a synergy between the big data quantitative method and the qualitative 
method.  

As described by Mayer and Cukier the problem in having researchers formulating a hypothesis 
and then testing a limited data-set against it can lead to the risk of getting an incorrect 
conclusion. The probability that the conclusions are correct increases as the size of the data-set 
grows. This leads to the assumption that big data is the best solution. (Mayer-Schönberger & 
Cukier, 2013)  

“By analyzing big data the computer is unbiased and will find what it finds.“ 

Viktor Mayer-Schonberger & Kenneth Cukier 

The thought is that if all available data is collected first the question of causality will be 
answered afterwards.   

Easy APIs such as TweetArchivist and NodeXL can help with the data mining issues, and the 
easily learned programming language Python can be used for advanced mining and filtering, 
(Hardey, 2014) and makes for a brilliant way of creating a well-tailored data-set. But if the need 
is for hard core big data analysis, access to large scale databases or database-clusters is required 
as well as servers able to run the programming algorithms used to handle the large data-sets 
mined. (Wu, et al., 2014) 

There are three major advantages in working with Big Data analysis. (Letouzé, 2011) 

 
Early warning 

Develop fast response in time of crisis, detecting anomalies in the 
usage of digital media 

 
Real-time awareness  

Design programs and policies with a more fine-grained 
representation of reality 

 
Real-time feedback 

Check what policies and programs fail, monitoring them in real time, 
and using this feed-back make the needed changes 
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These three are all relevant and important factors to consider on the green communication 
arena. They are also naturally implemented in the agile communication process model suggested 
in this thesis. Fast communication responses in times of crisis, well founded arguments in active 
discussions and an in-depth awareness of the sentiment, knowledge and interest of the public as 
well as the understanding and inclination of industrial leaders, economists and policy-makers 
increases the know-how in how to approach and influence the same. 

 

RECOMMENDATION 

The ambivalence in Biofuel Region as an organization concerning their goal and position as an 
interest driven and at the same time neutral participant in the environmental agenda makes for 
a tough case. The importance of letting their member organization do the communication 
themselves contradicts the goal to reach the public and make a real change in society. Branding 
and benchmarking the organization and building a foundation where the dependability and 
extremely research focused values shines through could start a new era with some flourishing 
relationships with the public.  

In my opinion Biofuel Region would benefit from strengthening and maintaining the ethos of the 
organizational brand. The impact on the arena of biofuels and the possibilities in finding new 
members would greatly increase, as would the chance to affect policy. I would suggest that 
Biofuel Region creates a long-term communication plan where a part of every project budget is 
placed. They should be using Facebook as a social platform, in the same style as they already do, 
and Twitter as a more proactive platform where Biofuel Region could be an active participant in 
the ongoing discussions on biofuels. 

Their information feedback loop time frame could have a default of two weeks at the beginning, 
and, depending on how the work process starts to suit the organization, change it after a few 
iterations. After a year of activity the process results would need to be evaluated. Some of the 
questions to be asked should be: 

 Has the presence of Biofuel Region in discussions built brand knowledge? In what areas? 

 What are the public sentiments on Biofuel Region? 

 What change in statistics is visible when mining Twitter? How many retweets from 
Biofuel Region posts? How many favored tweets? How many followers? 

 Has it affected members? In a negative or positive way? 

 What communication mistakes have been made during this process? 

  

METHOD CRITIQUE  

The method for mining the Twitter feed has its limitations and the Python program that was 
developed could be refined to be more suitable for everyday use. All tweets regarding the same 
piece of news could be marked as a double so the user would to be able to evaluate the impact 
different headlines have on the Twitter activity.  Only more recent, and not mined, tweets should 
be mined, saving the user the irritating task to compare and delete overlapping tweets. This 
would have been done if more time had been used for database, mining and programming 
questions. 



30 
 

All data should be saved in a database that has the ability to store and handle large amounts of 
data. For example MySQL or MariaDB are very good at full text indexing, which is of great 
importance while working with news related evaluation tasks. 

All mining activities should have been server scheduled and a simple user interface where the 
user could change the time span and see the statistical results in a user friendly way would have 
been important for the end user to really see what is happening. More time to spend on filtering 
out best senders in the subject area, using coordinates given to point out difference of actions in 
different countries and not rely on the language variable would also be beneficial. 

 

FUTURE RESEARCH 

For future research it would be interesting to work with a variant of time intervals to see the 
difference in analysis results obtained. Larger data sets would improve the statistical foundation 
used to inform the communicating participant. A Python algorithm should be developed to 
evaluate the written coordinates in what country different senders reside. It would greatly 
improve the result from the Twitter analysis part of the information feedback loop and would, at 
the same time, help the end user develop and refine better communication routines. 
 
It would also be of even greater interest to make a big data analysis on the complete area of 
biofuels, to compare strategies and the influential ability of the Twitter medium per se or to 
compare the brand building qualities of the medium and how a brands ethos is affected by 
discussions and sentiment on Twitter. 

A more language focused approach would be to analyze the different nomenclature used by 
different Twitter-users and different lobbyists from different EU countries. 

Another angle would be to evaluate the impact different types of communication strategies have 
on the brand ethos as well as the receiver’s tendency to retweet content. The mining process 
would in this case focus on both the retweeting receivers and the communicating brand. 

Using the power of Python to enhance the mining code would give more variations in what data 
to mine and what to do with it. One could also try to run the same Twitter-mining code from 
different computers to get a good understanding in the difference in results the data mining 
critics have been writing about. 
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