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Abstract

This paper presents a framework for collecting and analysing large volume social media content. The real-time ana-
lytics framework comprises semantic annotation, Linked Open Data, semantic search, and dynamic result aggregation
components. In addition, exploratory search and sense-making are supported through information visualisation inter-
faces, such as co-occurrence matrices, term clouds, treemaps, and choropleths. There is also an interactive semantic
search interface (Prospector), where users can save, refine, and analyse the results of semantic search queries over
time. Practical use of the framework is exemplified through three case studies: a general scenario analysing tweets
from UK politicians and the public’s response to them in the run up to the 2015 UK general election, an investigation
of attitudes towards climate change expressed by these politicians and the public, via their engagement with envi-
ronmental topics, and an analysis of public tweets leading up to the UK’s referendum on leaving the EU (Brexit) in
2016. The paper also presents a brief evaluation and discussion of some of the key text analysis components, which
are specifically adapted to the domain and task, and demonstrate scalability and efficiency of our toolkit in the case
studies.
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1. Introduction

Social media is the largest collection of information
about society that we have ever had, providing an in-
credibly rich source of behavioural evidence. However,
understanding and using it in a meaningful way is often
still a major problem. Gleaning the right information
can be tricky because analytics tools either do not pro-
vide the right kinds of interpretation, or are simply not
accurate, aggregated, enriched or easily interpretable.1

In the recent 2015 UK elections, for example, numer-
ous analytics tools attempted to understand the attitudes
of the public towards the various parties and to pre-
dict the outcome of the election, but mostly with quite
poor results as they did not take into account many sub-
tle nuances. There are many reasons for this, which
are not appropriate to discuss here, but one reason is
that investigating people’s values, and their opinions on

1http://simplymeasured.com/blog/2015/03/09/

5-problems-with-how-marketers-use-social-analytics/

specific topics such as the economy, rather than their
opinions on particular parties as a whole, seems to give
better insight.2 Furthermore, simple sentiment analy-
sis tools that look at people’s opinions [1] often do not
deal well with nuances such as sarcasm, nor the fact that
people tend to express their sentiment about very spe-
cific events rather than about a party overall, which may
have subtle differences. We therefore need much more
sophisticated forms of analysis in order to understand
properly what people are saying.

Social media content is dynamic, reflecting the soci-
etal and sentimental fluctuations of the authors. User
activities on social networking sites are often triggered
by popular or specific events and related entities (e.g.
sports events, celebrations, crises, news articles) and
topics (e.g. global warming, terrorism or immigration).

The unique nature of social media data is precisely
what makes it also so challenging [2]. It is fast-growing,

2http://www.theguardian.com/politics/2015/may/14/why-did-the-
election-pollsters-get-it-so-wrong
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