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Terms of Reference 

 

ABOUT SKITTLES 

Skittles is a brand of fruit flavoured chewy candy, produced by the Wm. Wrigley Jr. Company, which 

in turn is a division of Mars Inc. The sweets were first manufactured in the UK in 1974, and have 

since become the most popular brand among young people worldwide.  

200 million Skittles are produced every day for the brand’s Original, Tropical, Berries and Sour 

flavours. In 2012, the new “Riddles” line was launched in the United States, in which the colour of 

each candy does not match the flavour.  It will be marketed in the UK under the name “Confused?” 

stating in March 2013. According to Matt Austin, confectionery business unit director at Mars’ 

Wrigley division: “Research tells us consumers want more from their sweets - they want to be 

entertained and that’s exactly what we’re giving them” 1.  

This in itself explains the goal of the current Skittles campaign, which is to be entertaining. Focused 

on quirky and humorous content, its messages build on a rainbow theme, as has been the case 

during past years. After “Taste the rainbow”, “Believe the rainbow” and “Find the rainbow” 

consumers are now asked to “Experience the rainbow”. 

 

SKITTLES’ SOCIAL MEDIA GOALS 

As can be inferred through the content of the messages currently created by Skittles, its social 

media activity and the aesthetics of its current campaign, the brand intends to present itself as 

colourful, fun, carefree and unpredictable. As expressed by its current slogan, “Experience the 

Rainbow”, Skittles aims to provide a multisensory experience that goes beyond merely satisfying 

the consumer’s sense of taste.  

The goals of the campaign can be understood to be the following: 

 To raise awareness of the Skittles brand among its target audience. 

 To make the Skittles brand likeable by having it project “positive energy”. 

 To make Skittles desirable: they are more than candy, Skittles are an experience unto 

themselves. 

 To engage the target audience and have it take part in the “Skittles experience” by 

appealing to people’s imagination and creativity. 

 To pave the way for its new “Riddles” product as it is launched around the world. 

 To increase product sales. 

Further analysis will determine whether these goals are being achieved.  

                                                           
1
 Joseph, S. Mars is to relaunch its Skittles confectionary brand in the UK next year with a range redesign and 

a new variant as part of a multi-million marketing strategy to give the brand more prominence in the 
category. Marketing Week, 28 November 2012. Available at: 
http://www.marketingweek.co.uk/news/skittles-set-for-5m-january-revamp/4004958.article 
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TARGET AUDIENCE 

As is the case with many brands of candy, Skittles is a product aimed mainly at children, teenagers 

and young adults. However, an analysis of the messages and characters featured in the current 

campaign indicates that its primary audience is young adults between the ages of 16 and 25; and 

that the secondary audience includes an older demographic, as some of the main characters 

presented in the brand’s advertisements correspond to this demographic. The audiences can be 

characterized the following way: 

 THE PRIMARY AUDIENCE: Young adults in this age group tend to not have a lot of extra 

spending money and look for products which are inexpensive, fun and exciting. They are 

usually not interested in nutritional facts and are not concerned about eating healthily. 

They are familiar with social media and in particular with Facebook, Twitter and YouTube.  

 

 THE SECONDARY AUDIENCE: Mainly the family members and friends of the audience who 

eats and likes Skittles.  Parents in particular can remember eating the candy themselves 

when they were their children’s age and might have even been the ones who introduced 

them to Skittles. Candy is an inexpensive treat one can buy for a daughter/son/friend and 

can be given to them as a sign of affection. 

The lack of content on the Skittles website is justified by these insights about the primary audience, 

as young adults are avid social media users and generally have no particular interest in traditional 

website content such as a product’s attributes or nutritional information.  
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Social Media Activity 

 

Directly related to the brand’s focus on a younger demographic, Skittles has a strong online 

presence on popular social media sites.  

For the purpose of brevity, this report will centre on the official Skittles.com website and to the 

official social media sites it refers to, which are based in the United States. It should be noted that 

there are multiple “secondary” social media platforms which are specific to other countries (for 

example, Skittles Canada has its own YouTube channel) and languages which have not been 

included in this study.  

 

PLATFORMS 

Skittles has been quite active on social media since 2009, when the brand eliminated its traditional 

website content in favour of that of its social media sites. As Ryan Bowling, a spokesperson for Mars 

Inc. Stated: “When you hit the ‘product’ button on a typical Web site, it usually takes you to an 

information page. Now, instead of us telling it, the consumers are telling what the product is 

about”2.  

In accordance with the image of the Skittles brand, the official website is very colourful and invites 

the visitor to “Experience the Rainbow” by presenting a “road” which changes colour upon each 

visit to the site and which leads to the rainbow itself (Figure 1). It is practically devoid of content, 

save for links to Skittles’ social media sites and for the words “Yo, welcome to my blog” which do 

not lead to any such site. This would explain the fact that Skittles.com has a bounce rate of 88.7%, 

as indicated by Alexa.com, as users presumably do not spend much time on this page and only use 

it to access Skittles’ social media platforms. 

 

 

 

 

 

 

 

 

                                                           
2
 Li, C. Skittles bravely lets social media take over the homepage, redefines branding. 4 March, 2009. Altimeter 

Group. Available at: http://www.altimetergroup.com/2009/03/skittles-bravely-lets-social-media-take-over-
the-homepage-redefines-branding.html. 

 
 

Image 1. Skittles.com website, which does not include content in itself and changes colour on each visit. 
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In accordance with the preferences of the brand’s target audience, Skittles focuses their efforts on 

the following:   

 

 FACEBOOK, TWITTER and GOOGLE+:  it posts humorous questions, comments and images 

in an attempt to engage the audience, thus generating discussion which is variable in tone 

and sentiment, as shown in the weekly analysis (Image 2).  

In addition, the Skittles Facebook page has: a link to older Skittles advertisements which are 

currently not featured on the official YouTube channel; a poll for which followers can click if 

they agree with the statement “Dinosaurs aren’t extinct. They’re just working as 

amusement park mascots”; and a reference to a contest in which the person who finds a 

golden candy in a pack of Skittles will win £50. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 YOUTUBE: Skittles has its own YouTube channel on which are posted four different videos, 

corresponding to different advertisements. They are all humorous, 32 seconds in length, 

and have had a significant number of views.  The content focuses on three teenagers, one 

of which has Skittles come out of his ears when he lies, while another has Skittles growing 

on her eyebrows and another has Skittles pox. The fourth video centres on a man who 

sweats Skittles. It must be noted that these advertisements do not include “the banned 

Skittles commercial”, which is available unofficially on YouTube, and which has been viewed 

over 12 million times, many more by far than any other Skittles advertisement. 

It should also be considered that the Skittles Canada page includes ten videos, which 

correspond to a different campaign than the one currently promoted by the official 

website. Interestingly, this channel has more of a following than the American Skittles page:  

 

 

Image 2. Skittles’ Twitter Page: “The Official Tweeter of Awesomeness” 
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o The Canadian channel has had 14.031.592 views, versus 8.902.913 on the American 

one. 

o The Canadian channel has 19.766 subscribers versus 4.438 on the American one. 

This is probably due to the fact that the Canadian channel is the first one listed on YouTube 

under “Skittles” and that it has a higher number of videos than the American channel does.  

The content itself might also resonate more with the audience than the one featured on 

the American page as it features very colourful, humorous content about mythical 

creatures and fairytales (Image 3).  

Nonetheless, while on the American page the most recent video was posted in September 

2012, the Canadian page has not introduced new content since March 2012. Specific 

YouTube statistics for the Canadian Skittles channel were not available for public access at 

the time of analysis.  

 

 

 

 

 

 

 

 

 

 

 

 

 BLOG: The Skittles brand does not own a corporate blog, nor does the manufacturer. 

Additional content available online, including that of several blogs, focuses on a new trend 

which involves infusing vodka with Skittles (i.e. http://mixthatdrink.com/skittles-vodka-

tutorial/ and http://www.drinksmixer.com/drinkp16q710.html).  

 

TIMELINE 

Online activity on the website and on social media sites was carried out daily over a three week 

period, between 17 January and 6 February 2013. Data is presented as per a weekly analysis. 

 

 

  

Image 3. Images from the American and Canadian videos, respectively. 

http://mixthatdrink.com/skittles-vodka-tutorial/
http://mixthatdrink.com/skittles-vodka-tutorial/
http://www.drinksmixer.com/drinkp16q710.html


8 
 

WHAT THE COMPETITION IS DOING 

Skittles are a unique product, but can be considered to compete with the following brands of 

candy: 

 NERDS: they do not have their own website, but use the Wonka one instead. This includes 

information about their products and promotions and a section where one can “play” and 

create digital art, all presented to the tune of magical background music and in a very 

colourful way. The website links to the Wonka Twitter, Facebook and Youtube pages.  

 

o Twitter: 12.440 followers. It is used mostly for customer help and feedback.  

o Facebook: 6.1 million fans. Wonka posts frequently, though not every day. The 

content is varied (questions for followers to answer, contests, photos, recipes and 

graphics) and is presented in several languages.  

o YouTube: 1.778.190 views, 826 subscribers. The Wonkanation channel features 

television commercials and videos of sponsored skateboarding competitions.  

 

 M&Ms: (Mars). The website’s content is extensive and varied, and requires entering the 

user’s date of birth in order to gain access. It includes recipes, products, newsletters, 

history, games, e-cards, videos, information about their NASCAR team and an online shop. 

It also links to social media sites, each of which is “sponsored” by a different colour M&M.  

 

o Twitter: 7.115 followers. The brand has had several accounts, each one sponsored 

by a different colour M&M. At present, Ms. Brown’s account is the one that is 

active, though “she” does not tweet on a daily basis. The tweets include 

promotional content, information regarding sporting events (most recently, the 

Super Bowl), photos and videos (advertisements).  

o Facebook: 4.1 million followers. Posts include photos, videos (advertisements, 

sponsored events) and recipes. The content posted focuses on where the M&M 

characters are and what they are doing. 

o Foursquare:  the page has been set up, but does not include content.  

 

 STARBURST: (Mars). The brand’s website includes the “Contradictionary”, based on 

contradictory thoughts sent to Starburst by their Twitter and Facebook followers (i.e. 

comments such as “Anarchy rules”), products, videos of their commercials and links to their 

social media sites: 

 

o Twitter:  their tweets promote the brand using text based messages. 

o Facebook: 11 million followers. Starburst does not publish content every day. The 

content posted includes text and photos; it is light-hearted and centres on 

questions which are posed to Facebook followers.  

o YouTube: 2.712.506 views, 2.340 followers. The videos featured include 

advertisements and “homemade” videos of people’s “Juicy contradictions”.  
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What Has Been Tracked and Measured 

 

DEFINITION OF TERMS 

 

 ENGAGEMENT: The term “engagement” refers to what the audience does in response to 

content which is posted on a website or social media platform. Therefore, it does not focus 

on the number of people in the target audience, but on what they do after being exposed 

to the content. The level of interaction between the creator of content and the audience is 

an indicator of whether messages are influencing the audience in a desired way.  

Engagement has been tracked by measuring Facebook likes, comments, and shares; 

Twitter likes, retweets and comments; Google+ +1s; and YouTube views. 

 

 SEGMENTATION: This term refers to the subgroups into which the target audience can be 

divided based on attributes such as demographics (age, gender, marital status, etc.), 

geographics (where people live) and psychographics (which refer to lifestyle and values, 

among others).  By dividing the audience into smaller, more homogeneous groups, it can be 

better understood and messages can be tailor made for each subgroup. These messages 

can therefore better satisfy the interests of each group and their sender can ensure that 

they reach each person within them through the appropriate channels. 

 

 CONTENT: The term “content” refers to anything and everything a corporation, person or 

brand creates (or curates) for its different platforms, such as its website, blog, social media 

sites and traditional media.  Content includes text, audio, photographs, videos and 

infographics, among others.  Social media have allowed companies to interact more closely 

with their audiences and to have better access to their feedback about the content they 

publish. Therefore, content creators can tailor it to better fit the specific needs of their 

audience. The current trend is to present content to the audience in the form of a story. 

 

 MESSAGE RESONATION: Not to be confused with “impressions”, which refer to how many 

times a message has been displayed; “resonation” refers to the number of times a message 

has been passed along without it being altered. For example, resonation can be measured 

in terms of retweets. 

 

 TONE AND SENTIMENT: Audiences’ responses to content can be measured as positive, 

negative or neutral. As defined by Social Mention.com, sentiment is “the ratio of mentions 

that are generally positive to those that are generally negative”. By analyzing feedback, it is 

possible to determine which content has or has not been well received by the audience. So 

that the appropriate adjustments can be made to ensure that the needs of the audience 

are being satisfied. Analyzing tone and sentiment can also be useful in the detection of 

arising problems and issues which might need to be addressed. 
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TOOLS 

The analysis was carried out daily over a three-week period during which the following tools were 

used:  

 MANUAL NOTATION on EXCEL OF: 

 

o Facebook followers, daily posts, content posted, number of shares, likes, comments 

and responses from Skittles.  

o Twitter followers, number of daily tweets, retweets, likes and comments.  

o Google+: +1s, reshares and comments. 

o YouTube: total number of videos viewed, number of subscribers, number of views 

per video, comments and likes.  

 

 ALEXA.COM 

 ICEROCKET.COM 

 KLOUT.COM 

 KRED.COM 

 SENTIMENT140.COM 

 SOCIALBAKERS 

 SOCIALMENTION 

 THINK CELL (for creating charts and graphs) 

 TWEETFEEL 

 TWEETSTATS.COM 

 TWEETRATR 

 TWEETREACH 

 TWITALYZER 

 YOUTUBE STATS 
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Results 

 

WEEK 1. 17 JANUARY 2013- 23 JANUARY 2013 

 

FACEBOOK 

During Week 1, Skittles posted one Facebook message per day totalling 7 messages, two of which 

included images:   

 The first, without an accompanying text, depicted a rainbow and the letter “FTW” (Image 

4). It achieved the highest number of likes that week (8.268), generated the second highest 

number of shares (229) and the highest number of comments among followers (145).  

 The second, was part of Skittles “Greatest Fan of the World” contest, for which fans have a 

photograph taken of them and Skittles. However, on this occasion the image only 

generated 2.723 likes, 58 shares and 99 comments.  

 The rest of posts only included text. The most popular of these was also the most successful 

overall that week (and of the entire period analyzed). The comment “Every time you like 

this, a turtle learns kung-fu” generated 53.689 likes, 806 shares and 597 comments.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Skittles rarely replied to the comments posted in response to these messages. When it did (a total 

of 4 times during the week), it did not reply directly to its followers, but made generic comments in 

reference to the subject of the post, possibly in an attempt to generate further conversation. For 

 

Image 4. Skittles FTW. 
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example, the text “Nanobots need to make themselves useful and fix me a sandwich” only 

generated 118 comments among followers, even though Skittles posted three additional comments 

with regard to the main post.  

User’s comments varied in sentiment: most expressed an appreciation for the brand, while others 

were negative or were unrelated to it and could therefore be considered neutral.  

During this first week, the number of Facebook followers increased by almost 35.000 people, 

reaching 24.124.891 fans. 

 

TWITTER 

The average number of tweets during Week 1 was 3 per day. Tweets consisted of: 

 Humorous questions such as “Should camels have to pay extra for massages? Discuss.”  

 Humorous statements such as “It’s going to take years for the janitors on Jupiter to clean 

that Great Red Spot”.  

 Thanking followers for retweets and for their positive comments: “Thanks, @JordanEllyse! 

You are sweeter than a baby kangaroo with a bouquet of space-tulips!”.  

During Week 1, Skittles achieved and average of 38 retweets, 17 favourites and 2 responses for 

each tweet.  

At the end of this period, the number of followers on Twitter had increased by 1.337 people, 

reaching a total of 58.554 fans. 

 

GOOGLE+ 

Throughout Week 1, Skittles remained relatively inactive on Google+. Only one post was created, 

on January 23rd, stating “Ours is not to reason why. Ours is to eat Skittles and go sledding if it snows 

later”. The comment was +1’d by 12 users and generated 3 comments. 

The number of Google+ followers increased from 1.245 to 1.280 during the course of this first 

week.  

 

YOUTUBE 

The number of views of the official Skittles YouTube channel rose by almost 65.000 during Week 1, 

reaching a total of 8.570.814 views. Three of the four videos featured were posted on YouTube in 

March, 2012. The fourth video was posted in September 2012, which explains the difference in the 

number of views at the end of Week 1 between this advertisement (184.792 views) and the rest 

(which share an average of 779.500 views). 

Heading the page was a video titled “Liar, liar”, which was viewed 28.380 times during this first 

week.  The order in which the videos appeared on the YouTube channel might have influenced the 
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number of times each one was viewed, as the second advertisement on the list obtained the 

second best results (11.851 views) and the third achieved the following best results (10.386 views). 

The high number of views obtained by the fourth video could be attributed to its relative novelty 

with respect to the others.  

Combined, the videos generated 6 positive comments, 5 neutral comments and 2 negative 

comments. The number of Skittles’ YouTube subscribers was increased by 37 people during this 

week.  

 

WEEK 2. 24 JANUARY 2013- 30 JANUARY 2013 

FACEBOOK 

During Week 2, the average was one Facebook message per day, except for January 30th when no 

messages were posted. Of these, three were images (on alternating days, January 24th, 26th and 

28th) and two consisted of text.  

 The images depicted: 

 

o A pack of Skittles accompanied by a humorous text (Image 5): “Every time you eat 

Skittles your spirit animal turns into a space-barracuda”. This proved to be the most 

likeable Facebook post of the week, with almost 11.680 likes, 340 shares and 165 

comments.  

 

o Eating Skittles with chopsticks: the second most liked post, with 7.791 likes, 208 

shares and 187 comments. 

 

o A photograph related to the “Skittles Greatest Fan of the World contest”, which 

was the least popular post of the week, with 1.142 likes, 2 shares and 27 

comments. 

 

 

 

 

 

 

 

 

 

 

 

  

Image 5. Example of Facebook post including an image. 
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 Regarding the posts which only included text: 

 

o “I’m trapped between some Skittles and some other Skittles. Don’t send help” was 

the second most liked post overall, with 8.818 likes, 266 shares and 152 comments.  

o “Put eggs in skillet. Add Skittles to taste. Voila! An om-nom-nomelette” generated 

4.163 likes, 176 shares and 290 comments.  

Throughout this week, Skittles added an average of 3 comments in response to those of followers 

with regard to each post.  Once again, these messages were not a direct reply to their followers, 

but consisted of generic comments in reference to the subject of the post, seemingly in an attempt 

to generate further conversation when needed.  

As before, user’s comments were variable in tone and sentiment: many were favourable, others 

were negative and others were unrelated to Skittles, thus considered neutral.  

During this period, the number of Facebook followers increased by an additional 78.430 people.  

 

TWITTER 

Week 2 saw an average of 3 posts per day. Once again, Tweets consisted of: 

 Humorous questions such as “What should the rainbow's theme song be?”  

 Humorous statements such as “Manta rays: surprisingly huggable”.  

 Thanking followers for retweets: “.@FlyingJai, your RTs fly through the air like Skittles, 

fierce and delicious”.  

Skittles increased its average number of retweets to 57, its number of favourites to 21 and number 

of responses for each tweet to 3.   

During Week 2, the number of followers on Twitter increased by 985 people (350 less than in Week 

1), reaching a total of 59.691 fans. 

 

GOOGLE+ 

Skittles posted two messages on Google+ this week (on January 27th and 30th), both of which were 

based solely on text content.  “Beavers are excellent at making pancakes, omelettes and anything 

that requires a spatula” received 2 +1s, while “A Skittles compass will always point you towards 

True Awesome” received none.   They jointly generated 3 comments and two reshares. 

The number of followers rose by 45 people during Week 2, 10 more than in the previous week. 

 

YOUTUBE 

During Week 2 the advertisements featured on the Skittles YouTube channel remained unchanged 

with respect to content and order.   



15 
 

The number of subscribers rose by 24 people. Once again, the most viewed video was “Liar, liar” 

(23.843 views), followed by “Treadmill” (18.330 views).  

In total, content on the Skittles YouTube channel was viewed 117.006 times during Week 2. 

Combined, the videos generated 5 positive comments, 4 neutral comments and 2 negative 

comments. 

 

WEEK 3. 31 JANUARY 2013- 6 FEBRUARY 2013 

 

FACEBOOK 

This week Skittles posted an average of one message per day, except for the February 5th and 6th 

when new content was not added. Two of the posts contained images (on January 31st and 

February 4th) and three consisted of text.  

 The images depicted: 

 

o A series of photographs of a Skittles covered “ghost chair” (Image 6). This was the 

most popular post of the week, with 11.884 likes, 604 shares and 230 comments. 

o A photograph corresponding to the “Skittles Greatest Fan of the World contest” 

(Image 7), which once again was the least popular post of the week, with 3.061 

likes, 40 shares and 35 comments. However, Week 3’s picture generated more likes 

than on previous occasions. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Image 6. Skittles covered “Ghost Chair” 
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 Examples of the posts based solely on text are: 

 

o “Volcanoes should try writing poetry to channel their energy in a more positive 

way”, which was the second most liked post overall, with 9.356 likes, 345 shares 

and 132 comments.  

o “Beavers are excellent at making pancakes, omelettes and anything that needs a 

spatula”, a message already posted on Google+ during Week 2, which generated 

6.279 likes, 212 shares and 162 comments.  

 

During this week, Skittles made 3 comments regarding these last two posts. Once again, these 

messages were not a direct reply to those from their followers, but consisted of generic comments 

in reference to the subject of the post, the object of which was to generate further conversation 

among its followers.  

As in previous weeks, user’s comments were varied in tone and sentiment: many expressed their 

approval of Skittles and its sense of humour, others expressed dislike of the brand and others were 

unrelated to the topic.  

During Week 3, the number of Facebook followers increased by an additional 66.894 people.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Image 7. Skittles Greatest Fan in the World winner during Week 3. 
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TWITTER 

As in past weeks, the average number of daily tweets was 3. Also as seen, tweets revolved around 

the following: 

 Humorous questions such as “Your Skittles are all the way across the room. Do you a) send 

a robot bird or b) move them with the power of your mind”.  

 Humorous statements such as “Saturn has the best bling in the Universe, don’t you think?”.  

 Appreciation for retweets and for positive comments: “@ashleyxbeadles, your kind words 

made me smile wider that a blue whale stretching for yoga”.  

 Exceptionally, two of this week’s tweets focused on the Super Bowl: “Footballs like to prank 

soccer balls by putting signs on their back that say don't kick me”. 

During Week 3, Skittles averaged 28 retweets, 12 favourites and 2 responses per tweet.  

Week 3 saw a rise in the number of Twitter followers by 867 people (118 less than in Week 2 and 

470 less than in Week 1), reaching a total of 60.633 fans. 

 

GOOGLE+ 

Week 3 saw limited activity on Google+, with only one comment posted on the site. “Every time 

you +1 this, a turtle learns kung-fu” is an adaptation of a message posted on Facebook during Week 

1. It achieved 25 +1’s, was reshared 3 times and received 1 comment.  

The number of Google+ followers rose from, 1.330 to 1.350 at the end of Week 3.  

YOUTUBE 

The content on the official Skittles YouTube Channel remained unchanged until February 5th, when 

“Treadmill” became the main content featured on the page, taking the place of the video “Liar, liar” 

which had headed the site until said date.  

During Week 3, the number of YouTube views increased by 130.884 in total. “Liar, liar” remained 

the most watched advertisement (25.480 views) followed by “Treadmill” (22.972 views).  54 more 

people subscribed to the channel.  

Jointly, the featured videos generated 6 positive comments, 6 negative comments and 13 neutral 

comments.  
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Narrative 

 

ENGAGEMENT 

As can be inferred from the weekly analysis, above all Skittles uses Facebook and Twitter to 

communicate with its followers. During the three weeks which were subject to study, the brand 

posted an average of one message and three comments on Facebook and three tweets on Twitter, 

daily. In both cases, content was based mainly on humorous questions and statements, usually 

relying more on text than on visual or audiovisual elements.  

In this regard, two of the three most liked Facebook posts during this period did not include any 

visual elements. A common element to both was that they used the “Every time you...” formula: 

“Every time you like this, a turtle learns Kung-Fu” and “Every time you eat Skittles, your spirit 

animal turns into a space barracuda”. Further analysis would show whether this is merely a 

coincidence or whether this is one of Skittles’ most commonly successful engagement techniques. 

So as to stimulate conversation among its fans, Skittles posts an average of three comments in 

reference to each Facebook post. Nevertheless, the content of these messages does not address 

that of the followers. Instead, Skittles builds on the statement or question addressed in the post in 

an attempt to generate discussion. Further engagement is being achieved through the Skittles 

“Greatest Fan in the World” campaign. Once a week, a banner sized picture of a Skittles fan posing 

with his or her Skittles is posted and presented as the “greatest fan of the week”. Although these 

posts are seemingly the least liked and commented about, they do generate conversation and likes 

among fans, they stimulate their creativity and are a good example of user generated content.  

As shown below (Image 8), there seems to be a correlation between the daily number of likes, 

shares and comments given in response to each post.   

 

 

 Image 8.  There is a correlation between the number of likes, shares and comments received by each post. The 

decrease on January 28
th

 corresponds to the least popular post of the three week period, a “Greatest Fan of the 

World” picture. Note: A representative sample was taken of collected data: chart represents results between 

January 21
st

 and February 4
th

. 
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Regarding Twitter, Skittles does not maintain active conversations with its followers but does thank 

some of them individually for their retweets. These responses contain humorous content (such as 

“@tweets_eve, that RT made me happier than that yeti who proved that dogs are real”), in 

response to which several fans expressed a desire to be thanked on Twitter in this manner. Each 

tweet generates an average of 40 retweets, 16 favourites and 2 responses.  In this regard, 

Twitalyzer defines Skittles as a Casual User: “individuals who drop in and out of Twitter on 

a whim, treating the network as a social channel when it suits their needs”. In other words, 

Skittles is only relatively active on Twitter even though it does generate content on a daily 

basis.  

As shown below (Image 9), there seems to be a clear correlation between the daily number of 

retweets and favourites and similarities between their curves and that of the number of responses.    

 

 

 

 

 

 

Skittles does not use Google+ to the same extent that it does other social media outlets. The brand 

posts an average of one text-based message per week on this platform, each one receiving an 

average of 14 +1s, 2 comments and 1 reshare.  

Image 9. There is a correlation between the number of retweets and favourites and similarities with the data 

obtained for responses. Note: A representative sample was taken of collected data: chart represents results 

between January 21
st

 and February 6
th

. 
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The brand’s content on YouTube has not been updated since September 2012, except for a change 

with respect to the advertisement headlining the channel on February 5th. This might explain why 

the number of comments for the videos only totals 16 during this three week period, and why the 

number of followers has not increased significantly during this time. In fact, only 134 people 

subscribed to the Skittles Channel during this period. Even so, the Skittles channel averages an 

average of 10.000 views each day (Image 10).  

 

 

 

 

 

 

 

SEGMENTATION 

As indicated in the analysis of the target audience, Skittles aims to engage with young adults 

between the ages of 16 and 25. Alexa.com shows that most visitors to the website are between 18 

and 24 years old, in accordance with YouTube statistics, which show most viewers to be men and 

women between the ages of 13 and 17 years old, followed by 25-34 year olds and 45-54 year olds. 

Regarding their geographic location, Socialbakers.com specifies that 49% of Skittles’ Facebook 

followers are situated in the United States, followed by 11% in the UK and 4.5% in Canada. This 

means that Skittles is reaching its intended audience: English-speaking young adults who live in the 

countries where Skittles are marketed. 

Image 10. Number of videos viewed each day on Skittles’ American YouTube channel. On February 5
th

, 

“Treadmill” became the headlining video, putting it ahead of the rest in number of views from this day 

forward. Note: A representative sample was taken of collected data: chart represents results between 

January 21
st

 and February 6
th

. 
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According to the 2012 Nielsen Social Media Report (page 4)3, 18-24 year olds are among the users 

that spend the most amount of time on social media sites, accessing them both through computers 

and mobile phones. Accordingly, a recent article written by the Pew Research Center4 shows that 

92% of 18-24 year olds use social media. In the Nielsen ranking, Facebook is the most popular social 

media site, while Twitter occupies the third place on the list and Google+ is 7th. Given these 

statistics, it can be concluded that Skittles has chosen to be actively present on the social media 

platforms most used by its target audience and which will offer the brand the best means of 

communications with young adults. 

In addition, Forrester Research5 (Image 11) shows that the majority of overall consumers are 

classified as “Joiners”, “Spectators”, “Critics” and “Conversationalists”. In other words, most people 

visit social networking sites, read or watch content and comment about it. Of “Conversationalists”, 

30% are under 30 years old, in accordance with Skittles’ target audience.  This means that a large 

part of the target audience is very active online, not only consuming content, but also creating it by 

taking part in conversations or expressing their approval or disapproval of messages posted on 

social platforms.  Therefore, Skittles has chosen to engage a target audience that is already 

predisposed to give feedback.     

 

 

 

                                                           
3
 2012 Nielsen Social Media Report. Available at: http://blog.nielsen.com/nielsenwire/social/2012/ 

4
 Pew Research Center, Pew Internet: Social Networking. 5 February, 2013. Available at: 

http://pewinternet.org/Commentary/2012/March/Pew-Internet-Social-Networking-full-detail.aspx 
5
 Elliott, N. Tap Into Social Media’s Unexpected Global Hotspots. 6 January, 2012. Forrester. 

Image11. Forrester Research Ladder, which classifies online audiences according to what they do online. 
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CONTENT 

Throughout the three weeks analyzed, Skittles based their online content on messages which could 

be considered unique, funny and quirky. Even the legal disclaimer which appears on the “About” 

section of the Skittles Facebook page is humorous: 

“Anything you or any other fans around the globe post on the wall is your own doing, and does not reflect the 

opinion of Skittles, the Rainbow, any ninja, anyone affiliated with the Wm. Wrigley Jr. Company, or most 

registered hedgehogs.  

The Rainbow wants you to make and experience awesomeness during your stay here, but please remember a 

few things: 

• No bad language and no rude gestures. Seriously though. 

• Be rad to each other.  

• Don’t post anything that isn’t yours to post. 

• Don’t let your evil self from a parallel universe use your login info and post as you.  

Any posts found to be in violation of any of the above will be taken down, probably by grumpy wrestlers.  

 

That should cover it. Enjoy the page!” 

 

All content is designed to engage and interest the audience and create conversation among 

followers. Messages do not focus on disseminating nutritional or promotional information about 

Skittles, but aim to show that this is a fun, happy brand which can infuse these same qualities in 

those who become a part of the Skittles community.  

As previously mentioned, the Skittles website lacks any kind of content except for links which lead 

the user to the brand’s social media sites. It can therefore be characterized as a social media hub 

more than as a traditional webpage. However, there are no direct links between Skittles’ social 

media platforms themselves. The only explicit connection appeared on February 5th, when Skittles 

tweeted a link to the new headlining video on its YouTube channel, “Treadmill” (Image 12).  

 

 

 

 

 

 

 

 

 

 

 

 

Image 12. Reference to YouTubue “Treadmill” video on Twitter (February 5
th

, 2013) 
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Of its social media outlets, Twitter and Google+ relied almost completely on text based messages, 

while Facebook posts included several colourful photos and cartoon style images (Image 13). These 

graphics were aesthetically consistent, showing the rainbow and Skittles over a sky coloured 

backdrop, and were similar to the look and feel of Skittles’ advertisements for traditional media. It 

must be noted that Skittles “recycled” some of its content and included posts on Facebook which 

had already appeared on Google+ and vice versa.  

 

 

 

 

 

 

 

 

 

In all its messages, Skittles addresses fans directly and writes in the first person, which allows the 

brand’s messages to be perceived as informal, human and approachable, thus encouraging 

interaction. However, user’s messages are limited to: 

 

 Responses to Facebook and Google+ posts and tweets.  

 Comments about the videos featured on YouTube. 

 Pictures sent to Skittles via Facebook for the weekly “Greatest Fan in the World” contest.  

 

Given the tastes of Skittles’ primary audience, who are mostly interested in content which is fun 

and exciting; given that they are particularly interested in social media content; and given that 76% 

of users access social media sites looking for information that gives them positive feelings (2012 

Nielsen Social Media Report (page 7), it can be concluded that Skittles is building content based on 

the needs and interests of its audience and that it is reaching them through the appropriate 

channels.  

 

RESONATION 

Accumulated data suggests that Skittles is an influential brand online.  Evidence of this is given by 

Klout.com, which measures overall online influence on a scale of 0 to 100 and gives Skittles a score 

  

Image 13. Skittles’ cartoon style images which appeared on Facebook within the period analyzed. 
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of 74.0. In addition, as indicated by Socialbakers.com, Skittles has a Peerindex score of 95 over 100, 

meaning that Skittles’ activity is frequent and relevant, that many people like or comment on it and 

that it has a large audience which is receptive to its actions.  Also with regard to influence, 

Kred.com gives Skittles 920 points over 1.000 and an outreach level of 5 over 12.  

On a more practical level, Skittles was retweeted 2.416 times during these three weeks. The 

average Reach indicated by TweetReach was 23.832 Twitter accounts, with an average of 11.4 

retweets per message. However, depending on the tweet, these numbers varied between 8.552 

accounts reached on January 28th and 55.774 accounts reached on February 4th.  

Social Mention indicates that during this time, the average message strength was 28% and the 

average reach was 77% (with a high of 98% on February 1st).  As Social Bakers shows, the number of 

people talking about Skittles saw an overall increase during the period between January 17th and 

February 6th (Image 14) with particular growth starting on January 20th, when the most popular 

message was posted on Facebook (“Every time you like this, a turtle learns kung-fu”) which on the 

day generated 53.689 likes, 806 shares and 597 comments. Further analysis has shown that the 

message continued to resonate and in following days, reaching 97.899 likes, 1.370 shares and 1.473 

comments. 

 

 

 

 

 

 

 

 

 

 

 

 

 

SENTIMENT 

Several sources have been monitored to help analyze the overall sentiment of followers’ responses 

to the messages posted by Skittles. Throughout the three weeks taken into consideration, 

Tweetfeel showed Skittles to have an average of 61% approval rating for its tweets. Similarly, 

Sentiment140 (Image 15) showed that, overall, 78% of the content posted received a positive 

response from the Twitter audience and Social Mention showed that general sentiment was 6:1. 

 

Image 14. Social Bakers shows an overall increase in the number of people talking about Skittles online. 
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YouTube Stats also shows that the advertisements featured on the page are well liked by viewers. 

In fact, they collectively accumulate 2.834 likes versus 382 dislikes as well as a higher number of 

positive comments than negative ones, as seen in the weekly analysis. 

Though the data obtained through the use of different social media tools is variable, all sources 

coincide in determining the overall positive sentiment of the audience with regard to Skittles.  

  

 

Image 15. The chart shows that 78% of online sentiment towards Skittles is positive. 
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Conclusions and Recommendations 

 

Skittles abandoned the use of a traditional website in 2009 and since then has dedicated its entire 

online attention to its social media sites, turning Skittles.com into more of a social media fan hub 

than a traditional brand webpage.   

Its unique content and approach to social media has lead Skittles to have over 24 million fans on 

Facebook and an increasing number of followers on Twitter and YouTube (Images 17-22, in  

Appendix 1) as well. As shown throughout this report, Skittles’ messages are resonating with its 

target audience and are generally well received by them.  

Nonetheless, by taking into account what Skittles’ competitors are doing, there are a series of 

recommendations that could be made in an attempt to improve Skittles’ online performance.  In a 

time when content curation has become a necessity for most brands, Skittles might increase its 

reach if it were to further engage its audience. As a creative brand, it could stimulate the 

imagination of its already receptive audience more than it already does by allowing them to take 

part in more online activities (i.e. polls, video contests, recipes, etc. as is the case with Nerds and 

M&M’s), rather than limiting their participation of the brand to comments, likes and retweets.  

User generated content could be added to that of the brand, thus increasing its resonation online 

and its number of fans. Also, given that blogs occupy the second and fourth places on the 2012 

Nielsen Social Media Report of popular platforms among young people, it might also be interesting 

to create a Skittles blog, which could build on the on its Facebook and Twitter messages, generating 

further resonation and following. In fact, Skittles is already a presence on independent blogs, and 

data shows that in this regard it already competes on an even level with its competitors, as 

messages from other social media platforms (such as the most popular Facebook message, 

previously mentioned) resonate in the blogosphere, as well (Image 16).  

 

 

 

 

 

 

 

 

 

 

 
 

Image 16. Icerocket shows that Skittles is present on independent blogs, performing well against competitors. 
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Closer attention could also be paid to already existing social media platforms and their content. The 

advisability of recycling messages from one social media platform and using them on another (as is 

currently the case with Google+ and Facebook) is questionable, especially when considering that 

Skittles is attempting to prove its creativity. Google+ has a very limited number of followers and low 

engagement, perhaps as a result of the lack of posts on this site. If Skittles wants to use it 

effectively, it should consider improving its activity in this regard.  

In reference to Twitter and Facebook, and taking into account that Skittles is a very visual brand, it 

might be interesting to explore the possibility of including more multimedia content in its posts. By 

enriching its tweets they could be more interesting and attractive to the target audience, therefore 

possibly increasing the number of retweets. Also, engaging directly with its followers on its social 

media platforms might increase Skittles’ online resonation and influence. 

So as to improve its presence on YouTube, Skittles might consider including the videos posted on its 

Canadian channel on its official one.  As previously noted, the website currently links to the 

American YouTube channel, which has fewer views and followers than its Canadian counterpart. By 

“speaking with one voice” Skittles could offer more varied content to its audience and enrich its 

official channel. Considering that during these three weeks its total number of views was increased 

by almost 352.000 without having included new content, the possibilities offered by doing so 

should not to be ignored.  

Should Skittles continue its current policy and not include content on its website, it is clear that its 

bounce rate cannot easily be improved. However traffic among the social media platforms and the 

time that people spend on them could be increased by linking them together as well, creating direct 

accesses between Facebook, Twitter and YouTube. If Google+ were added to that list, its number of 

followers there might also improve.  

That said, as a result of its social media engagement tactics, Skittles has successfully created an 

aura around the brand that depicts it as creative, fun and carefree, effectively portraying it as the 

embodiment of the rainbow. It continues to increase its social following every day and clearly has a 

devoted fan base in its target audience. Whether Skittles increases its social media activity or not, 

theirs is already a story of success.  
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APPENDIX 1 

 

FACEBOOK FOLLOWERS6 

 

 

 

 

 

                                                           
6  Note: Charts are based on a representative sample of collected data: results between January 21

st
 and February 6

th
. 

 

Image 17. Evolution of the number of Facebook followers, which is increasing steadily. 
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Image 18. The increase in the number of Facebook followers during the period analyzed shows that 

annual growth could be estimated at 18%. 
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TWITTER FOLLOWERS 

 

 

 

 

 

 

 

Image 19. Evolution of the number of Twitter followers, which is increasing at a rapid pace. 

Image 20. The increase in the number of Twitter followers during the period analyzed shows that annual 

growth could be estimated at 114%, well above the prediction for Facebook.  
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YOUTUBE FOLLOWERS 

 

 

 

 

 

 

Image 21. Evolution of the number of YouTube followers, which is very small compared to other platforms. 

Image 22. The increase in the number of YouTube followers during the period analyzed shows that 

annual growth could be estimated at 49%, above that of Facebook, but well below Twitter.  
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APPENDIX 2 

FACEBOOK GROSS DATA 

 

 

 

TWITTER GROSS DATA 

 

 

 

YOUTUBE GROSS DATA 

 

 

Note: Symbol “--“ means data not available or reliable 


