
Exploratory Data Analysis – March 2016



Overall trend:

• Consistent growth 

throughout the year

• Max: December 

(356842)

• Min: January (297986) 

• Grow by 19.8% across 

the past 12 months



17 March:

- Link: Troll post on NDP

- Photo: News of LKY’s 

health deterioration
18 March:

- 3 Facebook posts; no 

video and photo posts, 

just status and links

- Trickling effect from 17 

March

17 December:

- Photo: fungi, household 

chores, unappealing 

photo

- Photo: Political post 

against foreign workers

9 February

- Photo: Carpark 

problems, 

inconsiderate drivers, 

uncanny coincidence

25 March

- LKY Tribute, uniting 

Singaporeans

- Video: LKY words of 

wisdom, relationships 

10 June

- Video: SEA Games, 

diving fails

- Photo: relationships, 

chemistry, song pun 
28 October

- Video: Parkour

- Photo: Minister of 

transport, train 

breakdown, typo



10 June

- Video: SEA Games, 

diving fails 

- Photo: relationships, 

chemistry, song pun 

10 June

- Video: SEA Games, 

diving fails 

- Photo: relationships, 

chemistry, song pun 

25 March

- LKY Tribute, uniting 

Singaporeans

- Video: LKY words of 

wisdom, relationships

9 February

- Photo: Carpark 

problems, inconsiderate 

drivers, uncanny 

coincidence 28 October

- Video: Parkour

- Photo: Minister of 

transport, train 

breakdown, typo

11 September

- Photo: #GE2015, 

political parties

12 September

- Photo, Video: 

#GE2015, political 

parties, GE results 

9 August

- Video: SG50, 

National day 

celebration 



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, 10th June

• Daily unlikes (94)

• Daily new likes (2146)

• Content generated on 10th June:

• SEA Games – Diving fails from Philippines contestants, viral video

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



26 March

- LKY Tribute, uniting 

Singaporeans

- SAF Tribute, sacrifices 

of soldiers

- Video: Tribute to LKY

25 March

- LKY Tribute, uniting 

Singaporeans

- Video: LKY words of 

wisdom, relationships

10 June

- Video: SEA Games, 

diving fails 

- Photo: relationships, 

chemistry, song pun 

28 October

- Video: Parkour

- Photo: Minister of 

transport, train 

breakdown, typo

11 June

- Photo: SEA Games, 

diving fails, reply, positive 

attitude

12 June

- Video: SEA Games, 

diving fails 



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 



10 June

- Video: SEA Games, 

diving fails 

- Photo: relationships, 

chemistry, song pun 
11 June

- Photo: SEA Games, 

diving fails, reply, positive 

attitude
25 March

- LKY Tribute, uniting 

Singaporeans

- Video: LKY words of 

wisdom, relationships

28 October

- Video: Parkour

- Photo: Minister of 

transport, train 

breakdown, typo

26 March

- LKY Tribute, uniting 

Singaporeans

- SAF Tribute, 

sacrifices of soldiers

- Video: Tribute to LKY

12 June

- Video: SEA Games, 

diving fails 



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



Overall trend:

• General decline in average 

rate of engaged users

• Although average reach 

per post has increased, 

average engaged users 

per post has decreased 

over the years

19 April

- Photo: ecommerce, pickup 

line, screen capture

5 April

-Photo: funny conversation, 

Korean spicy noodles, screen 

capture



118, 066

89, 375 141, 191

148, 267

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



13 to 

17
18 to 24 25 to 34 35 to 44 45 to 54 55 to 64

65 and 

beyond

Ave no. of 

lifetime likes

Jan-15 12634 49408 41143 10263 3182 960 1300

Dec-15 11222 53090 56341 15727 4998 1605 1658

Percentage Change 

(%)
-11.2% 7.5% 36.9% 53.2% 57.1% 67.2% 27.6%

Composition

distribution

Jan-15 10.6% 41.6% 34.6% 8.6% 2.7% 0.8% 1.1%

Dec-15 9.4% 44.7% 47.4% 13.2% 4.2% 1.3% 1.4%

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



178, 064

107, 820 159, 336

214, 999

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 



13 to 

17
18 to 24 25 to 34 35 to 44 45 to 54 55 to 64

65 and 

beyond

Ave no. of 

lifetime likes

Jan-15 20614 76096 58362 15313 3713 1162 1966

Dec-15 17253 83083 77675 22178 5418 1798 2391

Percentage Change 

(%)
-16.3% 9.2% 33.1% 44.8% 45.9% 54.8% 21.6%

Composition

distribution

Jan-15 11.6% 42.9% 32.9% 8.6% 2.1% 0.7% 1.1%

Dec-15 9.7% 46.9% 43.8% 12.5% 3.1% 1.0% 1.3%

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, there are more male than female audience members

• In 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

• However, the ages of 13-17 years old has decreased in SGAG’s audience 
base

• 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



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 

reach

•Going home hours 

(6pm) also has a 

relatively high post reach



Overall Trend:
•22 posts who performed 
exceptionally well

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





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



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



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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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
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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 

information
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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


