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OBESITY IS RESPONSIBLE FOR 4.7 MILLION PREMATURE DEATHS EACH YEAR



Obesity is responsible for 4.7 million premature deaths each year









If marketing has one goal, it’s to reach consumers at the moments that most 
influence their decisions.





THAT WAS BEFORE COVID19











Who they are?

What they 

know?
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Influencers have above average ability to informally influence 

the attitudes and behaviours of others in a desired way. 

Who they are 

connected to? 















Swedish watch-maker Daniel 

Wellington focussed on micro-

influencers on Instagram with pets 

Skincare retailer Glossier worked 

with Cecilia Gorgon, a student at 

the University of Michigan with 

8,500 Instagram followers.



Consumers do not equate social media 

influencers with marketing.

They see them as cool, interesting, 

inspirational, relatable etc.





107,000,000





Health information on social media (SMH) is not subject to the same 

degree of filtering and quality control by professional gatekeepers. It is 

prone to being out of date, incomplete, and inaccurate. 

Interference with sound 
nutrition education and 
public health

Malnutrition

Delay or failure to seek
or continue legitimate 
medical treatmentInfluencers may present opinion as facts

Influencers present advice contrary to nutritional guidelines 

Influencers may use manipulative or deceptive marketing techniques 

Influencers are inadequately qualified
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What we wanted to know…

Who are the most influential users in the 

healthy diet discourse on Twitter?

What are the most prevalent topics and sub-

topics in the healthy diet discourse over a 

sustained period?

How effective is deep learning for identifying 

high quality and low quality nutrition and diet 

information (sources) and content (tweets)?
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Why Twitter?
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Large Monthly Active User Base

Open Social Network 

Mostly Text-based

Short Messaging

Hashtags

Data Availability

Widely Used by Health 

Professionals

Widely Used For Health 

Information Discovery



The data is historic raw data from Twitter from January 2018 

until April 2019)



Who are the most influential users in the healthy diet discourse 

on Twitter?

• The most active users are 

not verified.

• The most active users 

make use of advanced 

software for 

communication.

• A significant proportion 

are bots and/or spam.

While more visible 

accounts are verified, 

they are not active and 

nutrition and diet are the 

not their primary topic.



What are the most prevalent topics and sub-topics in the healthy 

diet discourse over a sustained period?

When we take spam and low quality accounts out of the mix, preliminary results suggest the overall 

discourse is more similar to verified accounts. 



Popular diets are not as prominent as we imagined but are 

promoted by low quality accounts.

Analysis of co-occurring popular diets revolve heavily around two clusters Low Carb/Carb Free and 

Vegan/Vegetarian themes



Katz (1957) posited that the strategic social location of a focal 

person contributes to influence.

The healthy diet discourse on 

Twitter has 114,190 nodes (users) 

and 77,725 edges (replies).

Network diameter is 31.

It is highly sparse.



Chae (2015) suggested that the degree of connectness of a 

given node in a Twitter network an be an indicator of influence.

SC1 is the largest and is a more 

general and distributed community

SC2 is structured around one key 
influencer – the South Beach Diet

SC3 is more disperse and is centred 
on vegan diet and lifestyle



What about the traditional media and public health communicators?

SC4 is media centred SC5 is centred on public health 
organisations and qualified individuals



Deep Learning v. Machine Learning v. Artificial Intelligence



Deep learning in a nutshell



How effective is deep learning for identifying high quality and low 
quality nutrition and diet information (sources) and content (tweets)?

The deep learning models were 

trained manually classified data from 

three coders who had studied 

nutrition. 

LSTM, a form of recurrent neural 

network, was used to deal with the 

high dimensionality in the data.



96% | 79%





While DL performed well against the training set, it didn’t 

classify well known accounts as reliable
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To achieve prominence, health, nutrition and dietetic 

professionals need to more active and visible.

ACTIVITY + VISIBILITY

Health, nutrition and dietetic content does needs to be 

interesting, fun, and relatable but also credible and targeted.

INTERESTING + RELATABLE + CREDIBLE

To compete for share of voice, and ideally trend, and requires 

coordination and use of more sophisticated techniques 

COORDINATED + SOPHISTICATED

The public is much more influenced by the global discourse than 

the local one. It requires a global and local response.

GLOBAL + LOCAL

Counteracting bad actors, misinformation and deceptive 

behaviour requires intervention by platforms and policymakers

PLATFORM + POLICY

Some key high level takeaways



Mark Zuckerberg

I just believe strongly that Facebook shouldn't be 
the arbiter of truth of everything that people say 

online. In general, private companies probably 
shouldn't be, especially these platform 

companies, shouldn't be in the position of doing 
that.

CEO, Facebook
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