SGAG — PRELIMINARY UPDATES

Exploratory Data Analysis — March 2016



Avg. Lifetime Total Likes
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throughout the year
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NET CHANGE (%) IN DAILY LIFETIME TOTAL LIKES
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DAILY NEW LIKES AND UNLIKES
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DAILY NEW LIKES AND DAILY UNLIKES

Overall Trend:
« General increase in both new likes and unlikes
« Absolute number of new likes is significantly larger than that of unlikes

« However, percentage change is more significant in unlikes than new likes
 Daily new likes: January (159) to December (192) = 23.7% increase
 Daily page unlikes: January (13) to December (29) - 123% increase

« Both daily new likes and unlikes peaked on the same day, 10" June
 Daily unlikes (94)
 Daily new likes (2146)
« Content generated on 10t June:
« SEA Games — Diving fails from Philippines contestants, viral video

« Meme post - Textbook authors getting married, relationships, song
puns



AVERAGE DAILY TOTAL REACH

Daily Tetal Reach
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25 March
- LKY Tribute, uniting

Singaporeans

- Video: LKY words of

wisdom, relationships
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AVERAGE DAILY TOTAL REACH

Overall trend:

« Overall growth achieved, but with fluctuations

« Highest average reach: June

« June content includes: daily life as a Singaporean, SEA Games, submissions
from SGAG users, breaking news

* Lowest average reach: February

* February content included Chinese New Year celebrations, and screen
captures from other sites



AVERAGE NO. OF DAILY ENGAGED USERS

Caily Page Engaged Users
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AVERAGE NO. OF DAILY ENGAGED USERS

Overall trend.:

« General decline in average daily engaged users, with some fluctuations

« Highest month: June

* Lowest month: February

« Comparing January (146 065 users) to December (124 326 users), a
decline of 17.5% is registered



% OF ENGAGED USERS OVER TOTAL REACH
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19 April

- Photo: ecommerce, pickup

line, screen capture
5 April

-Photo: funny conversation,
Korean spicy noodles, screen

capture

Overall trend:

-~ o « General decline in average
rate of engaged users
I W « Although average reach

e per post has increased,
average engaged users
per post has decreased
—- over the years




COMPOSITION OF LIFETIME LIKES (FEMALE)

5020386 Overall trend:
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T« Percentage change in female audience base:
4500K, . . .
4,460,083 « 13-17 year olds decreased in viewership
oo « 25-64 year olds have grown substantially in
ook viewership
. « Change in age group composition
P « 25-34 year olds have increased to form the
oo majority age group in female audiences
200K « 18-24 year olds maintains their position as
_ another significant audience segment
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Overall trend:
« Percentage change in female audience base:
« 13-17 year olds decreased in viewership
« 25-64 year olds have grown substantially in viewership
« Change in age group composition
« 25-34 year olds have increased to form the majority age group in female
audiences
« 18-24 year olds maintains their position as another significant audience segment



COMPOSITION OF LIFETIME LIKES (MALE)
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Overall trend:

*Percentage change in male audience base:
Similarly, 13-17 year olds decreased In
viewership
*However, 25-64 year olds have grown in
viewership

*Change in age group composition:

«18-24 year olds maintains its position as the
largest audience segment

«25-34 year olds are another important audience
segment
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Overall trend:
*Percentage change in male audience base:
Similarly, 13-17 year olds decreased in viewership
*However, 25-64 year olds have grown in viewership
Change in age group composition:
«18-24 year olds maintains its position as the largest audience segment
«25-34 year olds are another important audience segment



OVERALL DEMOGRAPHICS ANALYSIS

« Overall, there are more male than female audience members
* |[n both gender groups, the ages 18-34 years old continue to form the bulk
of SGAG’s audience base
« SGAG's targeting has been successful thus far
. Eowever, the ages of 13-17 years old has decreased in SGAG’s audience
ase
- SGAG has lost viewership in this age group

A cause for concern because 13-17 years old represents the future
audience members for SGAG, yet SGAG has not seemed to generate
content sufficiently interesting to gain their attention



TIME OF DAY OVER AVERAGE POST REACH

Time of Day vs Post Reach
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Overall Trend:
*Majority of posts
released in evening,
6pm-12 am

*Average post reach also
= declines in the evening
... *Lunch hours (12pm)

* has the highest post
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*Going home hours
(6pm) also has a
relatively high post reach



TOP PERFORMING POSTS IN TOTAL REACH

Time of Day vs Post Reach(2)
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Overall Trend:
22 posts who performed
exceptionally well

*Majority were posted in
the months of June,
October and December



TOP 22 PERFORMING POSTS IN TOTAL REACH

Top 22 in Total Reach

Post Message
50 a Malay guy sat down beside a racist Chinese family in the theatres, and this is what happened... A ti..

Thank you Ridwan! You are a real hero! Keep praying for the seven TKPS pupils and two teachers who ..
Big man with a very very VERY BlIG heart #riptkpsclimbers Read: hitp:/lwwaw. straitstimes.com/news/sin..
Till death do us part... Read full story: http://mypaper.sg/top-stories/man-35-visited-stricken-wife-daily-4..
Was looking at the older and newer versions of my Chemistry textbook when... Credits to sshynn hitp:i..
Ooo someone gonna get hurt real bad..

Pizzed off my Ah Ma while shopping with her just now :{ Submitted by Jacky Kong http:iisgag.sg/posts..
Hipster-Singaporean words everyone should use!

Did someone say 1 is to 37

Paging for Kevin Khoo... Paging for Kevin Khoo...

Anyone else miss these guys like | do?? Download SGAG on your iPhones: hitp:/ibit.ly/1 AoGQEIK Downl..

A moment of silence for our dear Mr Khaw Boon Wan... Kena arrow to become Transport Minister aliread.. ||| RGN

This is the true Singapore spirit we're talking about! Thank you Dr Chew and Dr Tan! Hope Megan recov..
Mot sure which guy is more chibai! HAHA! hitp:/isgag.sg/posts/TES _
The Najib-1MDB scandal in a nutshell... Welcome to Malaysia!!! MALAY SIA BOLEH!

HAHA OMG is it just me or does the returning officer this year look like Running Man's Yoo Jae Suk?77 ..

The lesson I've learnt from the GE results so far.... #vocalminority Zsilentmajority _
Even though Donnie Yen might not end up being a lightsaber wielding Jedi.. but it would still be SIBEH .. _

Extremely polite Singaporeans curses

If you're rich, you can get away with any shit in 2ome countriez. Even something as ridiculous as this! ..

Ashamed of this man cause of what he said, and even more ashamed of him because he said this in fro..

He didn't choose the thug life, the thug life chose him hitp:isgag.sg/posts/he-didn-t-choose-the-thug-lif.. _

Ok 200K, 400k G600k 00k 1000k 1200k
Ayg. Lifetime Post Total Reach




NO. OF NEGATIVE FEEDBACK OVER LIKES

Likes vs Unlikes

Overall Trend:

11 posts who had low negative feedback
but high likes

5 posts who had high negative feedback
but low likes =

In general, posts who had greater numbers
of likes also tended to have a higher
amount of negative feedback



5 POSTS: LOW —VE N’ HIGH LIKES

Low -ve n' High Likes

Post Message

Nothing is gonna stop us... #ThankYouLKY [ NGGEGG

vaeo i I
Pissed off my Ah Ma whil shopping with her just now:( Submitied by Ja.. [N

If only she knew... Credits to akmal http:/isgag.sg/posts/if-only-she-knew .. ||| NEGKNKNKNGNGNGEGEGE
He did't choose the thug Ife, th thug ife chose him hitp:isgegsoiposts.. NI
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Lifetime Megative feedback Like

Overall Trend:
*No clear similarities between topics of these 5 posts



11 POSTS: HIGH—VE N’ LOW LIKES

High -ve n’ Low Likes
Post Mezsage
Muszhroom for dinner tonight anyone?
K Wait wait wait... |2 it me or is the FEMALE EFFIGY MISSING? This is ..
K Don't worry, the shoot at Old Changi hospital will be fun! Nothing will..
%k Ok this is starting to freak me out a little! STOP IT Resorts World at S..
% Walau Ah Ma!!!! Y u wanna scare people like that??? Credits to Bhy ..
The Najib-1MDB =scandal in a nutghell... Welcome to Malaysia!!! MAL..

This cat really no big no small, think he X484, then proceed to clim..
Mot a single fuck was given by PM Lee... LOL! Credits to Henry http:/..
% walau eh! Seventh month come already meh?! hitp:/isgag.=g/postsi..
Paging for Kevin Khoo... Paging for Kevin Khoo...

Creative advertising is sibeh creative #mindblown Fantman http:/isg..
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Overall Trend:
5 posts shared a common topic about seventh month and ghosts
*Superstitious audience members may not have favored such content
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CHARACTER DESIGN VS NO. OF LIKES

Character Design vs Avg. No. of Likes
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Overall Trend:
*Trolls/Memes form
the majority design
character in posts

*Of the other minor
design characters
used, “Politicians” and
“Foreign Celebrities”
appear to be more
popular among
audiences as well



Count PostID

NO. OF FRAMES DESIGN VS NO. OF LIKES
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Overall Trend:

*Most posts have 1,2
or 3 frames in their
design

*Generally, as number
of frames increase,
average no. of likes
decrease as well
*Posts with more than
3 frames appear to
garner more likes,
perhaps because they
are richer in
iInformation



Count PostID

NO. OF DESCRIPTION LINES DESIGN VS NO. OF LIKES
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Overall Trend:

*Most posts have 1,2 or
3 description lines in
their design

*No. of likes increase
from 1 to 3 description
lines, perhaps because
posts have more
information

*For posts with more
than 3 description lines,
average no. of likes
decrease slightly,
perhaps fonts are too
small, or there is too
much information



