


WE GIVE A 
SH*T.

WE DON’T DO DATA FOR 
DATA’S SAKE.

We look at numbers differently, and use our analytical resources to make badass business decisions. 
Because we’re living in the age of social intelligence, we believe this intelligence should be harvested 
to inject lives with meaning and add value to businesses. 

Social intelligence is the translation of social media data into consumer insights. As the tech matures, 
so does its role - brands are now using it to drive their strategies and dictate competitive advantage. 

And we’re no different. 

EXCEPT WE ARE. 

Sure, we dig deep into the intelligence to make Nomadical better. But for us, being better means 
building communities and enriching the lives of our users. It means empowering initiatives that 
influence actual change. 
It means looking at social data and analysing human behaviour before implementing a new strategy. 

Looking at the data with empathy and careful consideration, because that’s where we find the 
nuances of social dynamics. 
Brand perception is led by this conversation, and the evolved consumer determines its sentiment. 
With only conventional analytical methods to rely on, measuring purchase intent can be a murky job. 
But by combining traditional processes with social media data, we can prove true attribution. 
Mining data is just the beginning; using it to build - then scale - is the journey. Using it for good is the 
goal. 
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RECYCLING  
SOCIAL INSIGHTS.



RECYCLING TRENDS.
o While the data showed mentions for the typical topics of waste and recycling awareness: bottles, 

plastic etc. The sentiment was more positive than alarmist in most cases where sentiment and 
emotion could be ascertained. An interesting topic was resilience of people who showed intent to 
either start a recycling business or who were already successful in their recycling business. 

o Topics also showed companies who were standing up and making policy changes which was well 
received by the authors in this monitor. There was little name and shame, and it’s refreshing to note 
that people were standing up so to speak and being the change. 

o There were no surprises with regards to location, as the major clusters fell within the major cities.

CONVERSATIONS. 
o The conversations show mixed sentiment. Many users have praised innovation in sustainability. The 

majority of negative conversation is around the inability to recycle certain packaging, with some 
finding more expensive to recycle due to the lack of resource from municipalities. 

SINGLE-USE PLASTICS.
o This is the most active conversation and highest volume – this follows international trends. 
o The main topics show conversation around plastics as well as bottles, we’ve seen Coca-Cola 

mentioned with regards to plastic bottles. These conversations are mainly awareness in focus. We 
do however see praise for people who are helping to overcome the prolific plastic waste issue. 

BRANDS.
o The volume of mention for brands within the sustainability monitor was low. However, Coca-Cola 

and Woolworths stood out. Spar and Coca-Cola were praised for taking steps to combat plastic 
usage through their green initiatives. Woolworths were seen in a more negative light for falling 
behind. 

KEY
FINDINGS.
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METHODOLOGY & 
DATA USED.

While the data showed mentions for the typical topics of waste and recycling 
awareness: bottles, plastic etc. The sentiment was more positive than 
alarmist in most cases where sentiment and emotion could be ascertained. 
An interesting topic was resilience of people who showed intent to either 
start a recycling business or who were already successful in their recycling 
business. 

REPORT PERIOD 
Jan 1st, 2014 - Aug 11th, 
2019

4,856,327
Posts gathered for analysis 
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VISUALISATIONS.

TOPIC 
WHEEL.
This visualisation identifies groups of recurring words and phrases in the 
conversation, and arranges them into topics and subtopics. Each topic in the 
wheel represents a group of posts found to have similarities in text. Each 
group is then identified by a frequently mentioned word or short phrase that 
best describes how that group differs from the others. The topics within the 
wheel are hierarchically organized, where inner circles denote most 
dominant ‘alpha’ topics and outer circles represent their subtopics.

CLUSTERS. 
The words appear in interconnected bubbles, which represent relationships 
between words within the sample of the conversation. The section 
highlighted in blue shows the keyword environment, connected to planet, 
earth and climate. 

KEY CONVERSATION 
TOPICS.

Recyclability Trends 
Deep look at recycling trends both locally in South Africa and internationally 
where applicable.
Brand Conversation
Perception and sentiment around South Africa 
Single-use Plastics 
Key conversation topics and thoughts on single-use plastics as well as trend 
analysis since 2014.
Brands
Analysis of Various Brands

The main topic is 
related to these sub 

topics ie. Earth, 
climate change

Main topic 
shown by 

size



RECYCLABILITY 
TRENDS.



KEY TOPICS AROUND 
RECYCLING.

Summary of all recycling mentions:

The topic wheel shows a vast range of categories within the alpha (see slide 
4 for explanation) “recycling” topic. The majority being around reusing and 
repurposing products. Conversations emerge on “recycling companies”, and 
then specifically consumables such as plastic, bottles, and glass. 
Plastic is mentioned as a main topic as well as inner circle subtopics. Plastic 
is mentioned 6 times in total and we will dive deeper into the topic of single-
use plastics. 
However interestingly in the topic waves, we can identify major stand out 
topics for the past month – plastic shows peaks followed by environment 
within the greater view of recycling.
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DEEP DIVE INTO 
RECYCLING TOPICS.

Conversation trends since 2014 show steady growth and peaks. The surge 
in February 2018 has 5,553 Posts. 

The stand out story is from SABC News with a spotlight on an engineering 
student who made it through university by recycling plastic. Full video HERE

Recycling as a job creation means seems to be a recurring theme. 
There is an element of citizen activism here, which has opened up 
conversation around education. 
Recycling and the power of one person’s actions having a larger effect on 
the whole. As we can see that feel good stories are often retweeted, or liked. 
In the image to the left we can see the post had 148 likes and 94 people 
talking about it. 
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https://www.youtube.com/watch?v=foQTbCCxzkU&feature=youtu.be


DEEP DIVE INTO 
RECYCLING TOPICS.

Other topics from 14 October 2018 to present – look at companies and 
organisations as well as their part in recycling. Many posts indicate that 
companies should be held accountable. This is the case with stand out 
conversations like “HP Sustainable” and Coca-Cola CEO. We’ve highlighted 
conversation examples. Again we’re seeing recycling as a way to help 
communities as in the case of “HP Sustainable”. 

RECYCLING OLD 

Recycling or upcycling of 
products is the alpha topic. 
Here the HP Sustainable 
project stands out with 
recycling as a means for 
job creation – specifically 
recycling of cans. 

Waste is the alpha topic 
with descriptors around 
plastic waste cans. These 
conversations highlight 
waste as a major issue but 
also shared content around 
“answers” to the waste 
issues. 

WASTE
Plastic is a major 
topic, within this filter 
but throughout the 
monitor. Here the 
subtopic speaks to 
the fact that 
organisations and 
government making 
changes. 

PLASTIC

PLASTIC 
MANUFACTURING

These discussions look 
at the root of the plastic 
issue, which is the 
manufacturing process.
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SENTIMENT AROUND
RECYCLING.

Neutral emotion data has been excluded as this 
pertains more to news stories. In terms of 
emotions, there is more joy than negativity. This 
joy stems from the positive news stories being 
circulated: feel-good articles. These resonate 
with the authors within this monitor. Disgust and 
anger show a downward trend. 

Note that this is based on 
141,457 posts where emotion 
can be gauged. 



EMOTION
EXAMPLES.

ANGER

ANGER

DISGUST

DISGUST
SADNESS

SADNESS

FEAR

FEAR
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EMOTION
EXAMPLES. JOY JOY

SURPRISE

SURPRISE
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SENTIMENT AROUND
RECYCLING.

The sentiment shows more neutral posts – with higher negative than positive 
posts. Again this is where sentiment can be gauged.  

POSITIVE 
TOPICS

NEGATIVE 
TOPICS
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GEO
TRENDS.

RECYCLING 
CONVERSATION.
Based on 37,704 posts that have identifiable location – we can see that the 
majority of clusters happen around major cities. This is more indicative of 
population.



GEO
TRENDS.

RECYCLING 
CONVERSATION.
Interesting geolocated tweets and mentions…

We see the trend of recycling turning into a means and business. 
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CITY GEO
TRENDS.

RECYCLING 
CONVERSATION.

JOHANNESBURG CAPE TOWN PRETORIA
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CITY GEO
TRENDS.

RECYCLING 
CONVERSATION.

DURBAN PORT ELIZABETH
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INTERESTING 
CONVO TRENDS.

There is a mini-trend where recycling has become a business opportunity 
throughout the monitor. 
Here are some examples to illustrate this: 
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CONVERSATIONS.



VOLUMES ON SOCIAL.

The mention are low however there are significant peaks. The most notable 
in May 2016. The topic wheel shows the breakdown of those 28 posts that 
peaked for May.
May shows a peak for the hashtag #SB16CPT from the event for the 
Sustainable Brands Cape Town conference. 



CONTENT
SOURCES.

The majority of mentions come from Twitter, with the secondary source 
being News.
The graph on the left shows the top 20 sites where a mention was found. 
There is an opportunity to be more vocal on social media and through PR as 
well as online editorial outreach – it would be good to seed content online 
and be active in interpersonal conversations. 
It may be interesting to try an interesting approach to use sensual media: 
more visual content via Instagram and voice through podcasting. It could 
work to introduce clients on the podcasting show and highlight the work 
being done. 

Site Total Posts
twitter.com 237
mybroadband.co.za 10
fastmoving.co.za 8
capetowngreenmap.co.za 3
drinkstuff-sa.co.za 3
engineeringnews.co.za 3
infrastructurene.ws 3
tumblr.com 3
baydu.co.za 2
bizcommunity.com 2
manhattanweek.com 2
mypr.co.za 2
news24.com 2
supermarket.co.za 2
tripadvisor.co.za 2
africaprint.com 1
bellanaija.com 1
benonicitytimes.co.za 1
brandsouthafrica.com 1



SENTIMENT FOR 
THE BRAND.

NEGATIVE 

POSITIVE 

The majority of the conversation remains joyful, with anger and sadness both 
showing 13.7%
The sentiment analysis of negative conversation talks about  how products 
can only be partially recycled. While positive conversation gives praise for 
water cartons and its positive move forward for sustainability. 
We will unpack this conversation further in the next slide. 
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POSTIVE & NEGATIVE 
CONVERSATIONS.

DEEP 
DIVE.
Conversation around innovation in packaging and how it’s driving 
sustainability. 

POSITIVE
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POSTIVE & NEGATIVE 
CONVERSATIONS.

DEEP 
DIVE.
Here we see conversations around the cost of recycling as well as how 
products aren’t fully recyclable. 

NEGATIVE 
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INFLUENCERS OF 
CONVERSATIONS. MOST INFLUENTIAL AUTHORS 

MOST PROLIFIC 
AUTHORS 



GEO
LOCATIONS.

113 users have an identifiable location.

Once again larger cities show a higher volume, this due to population 
numbers. There are standout cities like Welkom and Mmabatho. 

State/Region City/Urban Area Posts

Gauteng Johannesburg 45

Western Cape Cape Town 40

Gauteng Pretoria 10

KwaZulu-Natal Durban 7

Orange Free State Welkom 3

North West South Africa Mmabatho 2

North West South Africa Rustenburg 2

Orange Free State Bloemfontein 2

Limpopo Polokwane 1

North West South Africa Klerksdorp 1

Western Cape Paarl 1
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KEY TWITTER
INSIGHTS.

The top hashtag for #SB16CPT 

With owned official content being the most 
retweeted. 
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PRODUCT MENTIONS.

Mentions aren’t really focused on products in South Africa – this suggests 
that an education content campaign may be beneficial. What we did find was 
mention of liquid cartons, and the Milk for Change initiatives. Another sub 
topic for South Africa is Raising awareness. These posts are mainly “news” 
and PR articles. 



PRODUCT MENTIONS.

There were 23 mentions under the umbrella theme of sustainable packaging. 
Notable mentions included the Gable Top, the Renewable Packaging 
Campaign and how companies drive innovation in sustainability.  While 
consumers don’t specifically name a product they do mention packaging with 
words like sustainability or innovation.
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SINGLE-USE 
PLASTICS.



INTERNATIONAL  
TRENDS.

David Attenborough’s Blue Planet 2 first aired at the end of 2017 with the last 
episode focusing on the human blame for ocean plastics. As can be seen in 
the word cloud, this conversation is still ongoing in 2019 and has impacted 
thousands of people as well as rise in ocean plastics awareness.
The power of Crimson Hexagon is its ability to dive into unsolicited social 
media posts to offer insights into communities and the issues close to them –
while extracting true sentiment and effects. 
What we’re seeing is a similar trend in the growth of conversation for single-
use plastics within the South African landscape.

EFFECT
Accompanying 
article and social 
post picked up

CAUSE
Social aggregated 
conversation



VOLUME  
TRENDS.

As witnessed in the trend graphs internationally we’re seeing growth from the end of 2017 and steady peaks from 2018 onwards.



VOLUME  
TRENDS.

Plastic bags have the highest volume of conversation and has remained high 
since 2014. 
The table on the right is the colour key to company the trends. 

524,138 
Posts
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SINGLE-USE PLASTIC  
CONVERSATIONS.

Plastic conversation is large. These conversations focus on the effect of 
plastic on the oceans, the environment and how to overcome these issues. 
The wheel below shows main topics with sub topics in the out most wheel. 

INTERESTING POST
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SINGLE-USE PLASTIC  
CONVERSATIONS.

EXAMPLES:



More negative conversation around single-use plastics. With a focus on 
awareness on these plastics their effect on the environment. Positive 
sentiment offers praise for innovation in curbing the problem. 

SENTIMENT ON 
SINGLE-USE PLASTICS.



More posts with the emotion of disgust around single-use plastics followed by joy. We see more 
negative emotions here when talking about the effect of the plastics.

EMOTION ON 
SINGLE-USE PLASTICS.



FOR SINGLE-USE 
PLASTICS.

More posts with the emotion of disgust around single-use plastics followed 
by joy where people are talking about positive change. We see more 
negative emotions here.

GEO
LOCATIONS.

271,283 
Posts have identifiable location.



INFLUENCERS 
SINGLE-USE PLASTICS.

TOP INFLUENCERS 
MOST PROLIFIC 
AUTHORS

TOP MENTIONED 
TWITTER ACCOUNTSTOP HASHTAGS



BRANDS.



Brand mentions are high with major peaks for Coca-Cola in November of 
2018. The word cloud shows the majority of mentions for the company. 
These don’t mention specific companies necessarily unless associated with 
a brand.
The low amount of conversation for brands in South Africa offers an 
opportunity to educate consumers on key partnerships and what that means 
for the consumer. Definitely an opportunity for an aggressive content 
strategy – focused on education. Visual and auditory. 

BRAND MENTION
VOLUME.
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Brands that stand out are Coca-Cola and Woolworths.  The conversation for 
Woolworths are in connection with plastic bags while Coke bottles are being 
discussed with Coca-Cola. Coca-Cola have more positive posts based on 
their action against plastic and initiatives.  Ceres had no brand mentions and 
nor did First Choice. 

ALL BRAND 
MENTIONS.



DEEP 
DIVE.  
79 of 51,872 Posts (<1%)

BRAND SPECIFIC 
CONVERSATION.

WOOLWORTHS

Negative Posts
show that people are 
concerns around Woolworths 
and plastic bags 

3 Positive Posts
show that people are concerns around 
Woolworths and plastic bags 
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DEEP 
DIVE.  
23 out of 51,872 posts (<1%)

BRAND SPECIFIC 
CONVERSATION.

CLOVER DANONE There is a mix in the conversation for Clover 
Danone with some praise, also scientism. The 
post showing that Danone is one of the worlds 

top polluters have been found. 
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DEEP 
DIVE.  
Coca-Cola have the most 
mentions at 28,531 of 
51,872 Posts (55%)

BRAND SPECIFIC 
CONVERSATION.

COCA-COLA

The majority of these posts are positive.
However there are anomalies such as “fact 

Coca-Cola only sold 25 bottles”. These 
could not be removed as the word bottles is 
important for the research and the omission 

of this would omit a few pertinent posts.



DEEP 
DIVE.  
18 out of 51,872 posts (0%)

BRAND SPECIFIC 
CONVERSATION.

PARMALAT
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DEEP 
DIVE.  
12 out of 51,871 posts (0%)

BRAND SPECIFIC 
CONVERSATION.

SPAR
Again low volumes with more 

neutral sentiment. However there 
is praise for Spar and their stance 

on plastic. 



THE POWER OF 
S.M. ANALYSIS.



PURCHASE 
OR CHURN.

Data in the form of social media conversation is ubiquitous. A company’s ability to detect, extract and 
manage conversation puts them in a driver’s seat.  Social media is about perception, harnessing or changing 
perception helps brands build powerful communities, these communities buy products. Alternatively these 
communities, choose not to buy products. 
With the right research questions there is no reason that social media research can’t help every stage of the 
conversion funnel. From informing the content strategy, to diving down into geographic areas where there 
are recycling issues with specific products. Picking up major issues early helps to circumvent any disastrous 
issues – because what’s said on line can be found and tracked. 
We’ve done a quick exercise below and trained all social media conversation globally to look at indicators or 
intent to churn or intent to purchase. This is an extremely rough version, and requires more refining but we 
found the following: 
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CHURN 
ANALYSIS.

As mentioned in the earlier slide:  we very roughly trained the text analysis to 
understand where people  communicate an intent to buy or churn. We made 
a few assumptions: where there is negative coverage there will be an intent 
to churn, while positive comments mean an intent to purchase, specifically 
where a product is praised. 
Brand content was mostly omitted so was conversation noted as irrelevant to 
the categories of Churn or Purchase. 

Globally, specialised recycling requirement is a pain point, 
however we can see that from the 19th to the 16th this 
post from the Guardian Environment went viral with 1000+ 
people retweeting and commenting.  
This example is an opportunity for Tetcompanies to show 
“heart” by cleaning up the beach etc. An easy way to 
change perception.
The main point here is that, with active monitoring –
brands aren’t blindsided anymore but more in control. 
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CHURN 
LOCATIONS.

The highest volume of intent to churn from 2018 to 2019 came from 
Denmark, Germany and Italy and Paraguay. 
Social media insights analysis can give us insight into markets, based on 
honest opinion mined online.  



OPPORTUNITIES: 
PURCHASE.

Purchase shows a very different story, here we can see that certain 
companies cartons are a major selling point. The subtopic of Aloe, is as a 
direct result of a social media post. Overall, One company is seen as an 
industry leader when it comes to renewable packaging – even with the pain 
point of specialised recycling needs in some cases. 
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OPPORTUNITIES: 
PURCHASE.

Purchase shows a very different story, here we can see that certain 
companies cartons are a major selling point. The subtopic of Aloe, is as a 
direct result of a social media post. Overall, One company is seen as an 
industry leader when it comes to renewable packaging – even with the pain 
point of specialised recycling needs in some cases. 



CONTENT 
OPPORTUNITIES. 

The social media conversation has uncovered a few great content 
opportunities. 

Looking at the volume of upcycling and recycling and the inability to recycle 
some products. There is an opportunity to spear head an Art for Good 
movement. Perhaps the proceeds could go towards specialised recycling 
plants. 

Product collaborations, this works for brands too in a cobranded 
opportunity. Recycling is a lifestyle change, not just a once-off act. It’s an 
opportunity to spear-head this movement by sharing lifestyle content with 
soft sell opportunities.
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DATA & THE 
PURCHASE CYCLE. 

Social media analysis is an integral part of any campaign, it offer research 
insights, accountability and measurement. 
The research from unsolicited social posts should form a strong foundation 
for any digital campaign. Social media insight and data forms part of a larger 
Marketing Science programme and this includes online reputation 
management.

Channel Metrics 

Social profiles 
Customer service 
Branding

Followers, reach
Mentions 
Conversation research 
analysis 
Sentiment and perception

Social posts Participants
Engagement 
Content 

Social retargeting ads Sign ups
Followers 

ACQUISITION

ACTIVATION

ABSORPTION
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THANK
YOU!

DISCLAIMER.

Concepts and information contained within this DOCUMENT remain the property of NOMADICAL 
SWAG PTY LTD. 

This document/ proposal is not intended to be the final and complete expression of NOMADICAL 
intent regarding the services described in this document. 

Call Us 082 601 8549

Write Us info@nomadical.co.za

Check Up On Us www.nomadical.co.za
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https://www.nomadical.co.za/

