
Purpo!se: Examine what aspects 
of fast-food tweet.s se·em to draw· 
in1 th1e most positive rece·ption. 

. a·1 :: Wh1at tw·eet style seems to 
h1ave· th1e best reception1? 
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in1flue·nce a better reception1 
with1 customer.s? 

I re...,_ .. � 
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Bra1n1dls lh1ave perso1n.allities 

·whi1clh1 mak,e, th,e·m 1u1nilq1ue a1n1,d 

s1peciial ro 1u1s. 

Bra1n1dls 1penfotim a,cti,o,n.s. to 

m.ai ntai1n ,g oodl ir,e,I ati1on1slhii11ps 

wirth cu1sto1m,era. 

Bra1n1dls ad� us.t lh,e·i Ir' 

communi1cati101n to ·target tlhe 

d. 
·· ·· �· 1 1h • 1pre 1s1pos11t11ons. ,0

11 aJ · 1e11r· 

dle1mogr.aplhli,c. 

Princip,les. o:f ln1te1rp,e1rsonal Rela't.ionship,s Applied 
't.o So,cial Media 
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1 H1-1. Unique brand! perso,nality willl lea.d to m,ore 
retweets, lli1kes, or responses firom Folllowers. 

□ H 1-2. The responSies to those tweets wiil1I be 
mostly positiive .. 

□ H!21

� 1. Mai1niten,ance srn-ategies on social media. wl Iii 
leadl to mor,e reitweets, lilkes,, or respo,nses. 
□1 H\2:..2. The responSies tto those tiweem will be 

mostly positive. 

H3,.1. Using lli1ng,o, trends, and m.emes ·tJh,ait 
appeal to theirta.rgett audienoe wiill lead tto, more 
retweetts,, lliikes, or responses ffrom fol1lo,wers. 

D HS.2. The responses tto those hveem wi1II be 
mostly positive. 

□ HIA .. 1. Overlapping strategies will! lead to m.ore 
retweetts. I i1kes, or responSies mm folllo,wers. 

H4 2 T ... · ·· · · -•.• · · *· l,L\... · · •k•=· ·� · ·11 be □ � .. • 111e responses �o t111ooe IL wo81u:=; w11 
mostly positirve. 

a . A ,coll,ection ,of 2 50 TWee,ts, 5 0 from each 
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,oompany 
Arby's 
Wen�·s 

Burger King 
Mc Don al,d's. 
K.FC 

Tw1eets ·w1er,e ,c.ateg,orized by· traits outlinedl in the• 

theoretlcal frame-work. 

□Brandl Personality- Witty, funny, smart. n,e� •. ,etc. 

□Mainte•nance- Catering1 to custome,rs. ,offerin,g 
E idvi,oe, sending links to ,entertainm,ent. calls to 

a,cti,on,, posts. to b,rag, siocially andl ,environm,ental 
awaren,es.s 

□larg:eting1 -· Postin,g m,em,es 

n 'fetal re,sponse.s, likes. andl r,e1tweets. of each post 

were also recorded 

Up to .20 of th,e most rece,nt comments ,on each 

were coll,ected. 
P,ositive• - C,om ments. ·whi,ch ,e.xp,re,ss. ag1ree,an,oe 
and adlmirat.ion ,of the c,ompany 

1 Neg1ative - C,omments ·whi,ch ,exp,ress dlisp,leasur,e 
with tlh,e ,company 

1 Neutral - Off topi,c or hard to ,distin,guish 

oomme,nts. 
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Brandl perso1naliiity 1rec,eih1es m1ore likes andl m,ore 
. ',I,. ' . . . . · ,  . '. t· . pos11,JV•e ,comm en s. 

Bral\d Al ..... ,111,,, .... N1>1!:rnn�I 
Al1!1'<ino1Uy 

Ta:iii R-ip.dliti Mnca'!ii. ll:.la 

■ i!fi..t II i'.ic. Eii ini 

Bra,gging1 posts., calls to a,cti□n1, and 

,cateri ng1/,en teirtai11r1 m1e1rit a ren
1

t 1pr1eferred as 1mt1,clh ,. 
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M em,es ir,ec,ei1ve,d 1more· lllii kes a1r1 1d 1posi1tii1ve 

,comments. 
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Comb,iniii1ng1 traiits dem101nstrate-s 1maii1ritena1nce 
strateg1i1e·s may lbe th•e llleast ,effectiiive· 

.strategry .. 
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Trace·y Kyli 

Master Tti1e� 

UNI F Sctl1ooll of Com1 mu1nii-catii< 

Bran1ds exh1ibitin1g a 
person1ality and 
spe.aking like· th1eir 
audienices may be 
effective .. 

Callin1g c1ustomers to 
a.ction or tryin1g to 
m1erel·y en1te·rtain1 th1em 
doesn't appea.r to be 
a.s effe·ctive .. 


