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Dissecting Buzz— It’s not what you think it is: A Detailed Analysis of Social Media Conversation Around 

Controversial Topics 

Introduction 

KDPaine & Partners conducted an in-depth study of social media conversation about what are arguably some of the most controversial health 

topics of the day, high fructose corn syrup (HFCS), genetically modified foods (GMOs) and vaccinations. That study revealed that social media 

conversation isn’t always what it appears to be.  

Hypothesis: 

KDPaine & Partners entered the study about social media conversation related to these three health topics with the following hypotheses: 

 A small number of individuals create a disproportionate amount of content 

 Low volume posters (under 12 posts in the 12-month timeframe) represent the majority of all posts 

Both of these hypotheses were confirmed after thorough analysis of the social media conversation.  

Methodology 

 KDPaine & Partners analyzed a year’s worth—301,497—comments, posts and published conversations about HFCS, GMOs and 

vaccinations. 

 Content was harvested using Radian6 online monitoring technology which gathers publicly available keyword matched conversations 

from blogs, forums, Twitter, Facebook, video and photo sharing sites and online news sites. 

 Content spanned a 12-month period from October 1, 2010, to October 1, 2011. 

 If all information wasn’t available for a post or author, that data point was removed from the study.  

 A randomized sample was generated to allow for manual coding of sentiment and personas. 

Results 

 High-volume posters (25 or more posts in the 12-month timeframe) produced one third of all posts; low-volume posters produced over 

half of all posts; and medium-volume posters published the fewest, but most authentic posts. 

o High-Volume Posters 

 More than 33% of all posts about HFCS, GMOs and vaccinations were created by 10% of the posters.  

 More than 15% of all posts were created by only 1% of posters. 

 Further review showed these posters were not authentic commenters. They were robots, pay-per-click 

sites, content farms or faux social media accounts. 

 Many of the links in this content directed readers to pay-per-click content sites. 

 A prime example was Ron Rudolph, who posted 848 times from multiple handles—all of which were linked 

to viralbizonline.com. 

 The majority of posts from high-volume posters were negative in sentiment (73%); therefore, if these posts are to be 

discredited, a significant portion of negative posts would be discredited as well. 

o Low-Volume Posters 

 55.56% of posts were published by people who commented once or twice in the entire year. 

 These people were largely unengaged in the topic and tended to move on after the comment was made.  

 These comments tended to be a quick sharing of stories, existing comments or links rather that original 

comments with personal sentiment or opinion.  

o Medium-Volume Posters 

 The richest, most authentic conversations took place among medium-volume posters (13-24 posts in the 12-month 

timeframe). 

 These posts tended to be more positive than those from the high-volume or low-volume post groups. 

 These posts occurred mostly on forums and blogs. 

 These people were heavily engaged in specific activities, such as body-building or cooking. 


