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HMCollab Approach to Social Data: 

How digital can inform your campaign and what 
social media can tell us about tobacco behavior

NCTOH 2017

Glen Szczypka, Deputy Director, HMCollab

@glenszczypka
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Road Map

Background: Brief history of HMCollab

Social Data 101

Examples/Applications
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A Brief History of the HMCollab 
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Message 
Exposure

Attitudes 
Beliefs

Outcomes

Demographic Controls

Contextual/Policy Controls

Conceptual Framework Pre-2011
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Social Media is the Real World for Youth and Young Adults

65% of ALL American Adults

90% of 18-29 Year Olds

77% of 30-49 Year Olds
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New Paradigm  New Conceptual Framework 

Demographic Controls

Contextual/Policy Controls
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The HMC Data Archives

12/2011
08/2014

07/2014

2001-Present

2013-Present

250 Million
Tweets &
Metadata

20,000 Pages
3 Million 

Comments

5.5 Million

May 13: 1M Videos
Aug 14: 9M Comments

TV Ratings

Print, Outdoor
& Internet Ads
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Q: How do you make sense of so much data?
A:  Combination of Human and Computer Brains

Machine Classification

►Data cleaning

►Content/source analysis

Iterative process of human 
labeling and computer 
modeling

Topic Modeling 

►Content discovery

►Confirmatory analysis of 
content classification
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Social Media 101
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The Anatomy of a Tweet – Not just 140 Characters

Tweets are 140 characters 
plus 232 data points known as metadata.



3/22/2017

6

11

• Amount

• Content
• Product type
• Valence: pro/anti
• Credibility

• Source
• Commercial
• Social
• Vested Interest/Advocate
• Earned Media

• Diffusion/Network

Dimensions to Consider on Social Media
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The Importance and Challenge of Identifying of 
Message Source

Commercial UsersOrganic Users Influential Users
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Mining the Mountain of…..Information

Why Matters“HOW” 
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Garbage In, Garbage Out

 Keywords are how we get all social data

 KWs depend on expert knowledge and are rarely knowable 
prospectively

 Measuring data quality is critically important but rarely done (so far)

 Human judgment is a key component of the ‘computational’ 
process
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Precision and Recall of Social Data

Retrieved Data

Relevant Data

Best Case: High 
Precision, High Recall

High Recall, 
Low Precision

Low Precision, 
Low Recall

High Precision, 
Low Recall

Irrelevant Tweets

500 Tweets

Irrelevant Tweets

16

 Analysis is “easy”  

 Data collection and management represent 90% of the work

 Qualitative data at a quantitative scale

 Much human judgement required

 Social media data rarely stand alone

 Natural partnership with survey data

Lessons Learned So Far:  Rules for Social Media Data
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Social 
media 
platforms
evolve
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Examples/Applications
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Using Social Data for Evaluation 

CDC Tips 2012:

Messages both extend reach of 
ad exposure and inform us about 
how audience reacted to ads

37 keywords retrieved ~ 250,000 
potentially relevant messages

• 79% precision; 94% recall

• 90% ‘organic’ users

• 87% message acceptance
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CDC Tips 2012:  Relationship Between TV Ad Exposure & Tweets
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Understanding Voting: Prop 29 Tweets & TV Ads

Tweet Sum

No On 29 TV GRPs

Yes on 29 TV GRPs
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Truth Tweets Over Time (Aug 2014 – Dec 2015)
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3 Years of E-cigs on Twitter
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Quarterly Tweet Volume by Source

Commercial Organic Celebrities
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Social 
Media 

as 
Discovery 

Tool
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Percentage of LCC Instagram Posts 
with Marijuana References

Legal Status of Marijuana 2016

Thank You!


