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SOCIAL MEDIA
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PARLIAMENT ELECTION
CAMPAIGN

7/10 SCOTS NOW
ACCESS THE INTERNET
FOR PERSONAL USE.
Twitter, blogs and other social media have created a public forum
for exchanging views and information. But, not simply a way of
expressing and guiding discussions and debate, they are accessible
and sit ready to be used as a valuable and public source of
intelligence on what is being said, and how moods are shifting.
While by no means complete, social media data cannot be ignored
by those with reputations to promote or protect.
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1.	A mention is counted as a page that matches the search string (for example, “Scottish Conservatives”). If the match
appears more than once on this page, it would still count as a single mention. This prevents the results being skewed
by pages which contain multiple mentions of a single search string, thus ensuring that the data is accurate and more
reflective of what is being discussed online.
2.	Further information on our Social Listening techniques can be found here:
www.ipsos-mori.com/offices/scotland/ourapproach/researchtechniques/Online-and-mobile/Social-listening.aspx
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