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WWBP	  goal:	  Measure	  the	  world’s	  
well	  being	  using	  social	  media	  
u Subjec4ve	  well-‐being	  maAers	  

l  Happy	  people	  with	  be.er	  rela0onships	  live	  longer	  
l  We	  want	  be#er	  as	  well	  as	  happier	  lives	  

u The	  words	  people	  use	  reveal	  a	  lot	  about	  them	  
l  including	  personality	  and	  happiness	  
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First step: measure personality 
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Associated	  data	  make	  social	  
media	  valuable	  

u Social	  media	  word	  use	  (Facebook	  posts,	  
tweets)	  has	  associated	  data	  	  
l  Age,	  sex,	  	  
l  Loca0on,	  0me	  
l  Answers	  to	  ques0ons	  (personality	  …)	  
l  Link	  to	  M-‐turk	  provided	  labels	  

u The	  words	  people	  use	  on	  social	  media	  such	  as	  
Twi#er,	  Facebook	  and	  Google	  are	  a	  rich,	  if	  
imperfect,	  source	  of	  informa;on	  about	  their	  
personality	  and	  psychological	  state.	  
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Basic	  Sen4ment	  Analysis	  
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Do you like the product? 
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Psychologists	  also	  use	  word	  lists	  

u Correlate	  percentage	  of	  words	  from	  a	  list	  
l  usually	  posi0ve	  vs.	  nega0ve	  affect	  

u  	  with	  some	  outcome	  
l  Find	  (e.g.)	  that	  nuns	  	  using	  posi0ve	  affect	  words	  
live	  longer	  
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LIWC	  dic4onary	  sample	  	  
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  heartfelt 
  heaven* 
  heh* 
  helper* 
  helps 
  hilarious 
  hoho* 
  honest* 
  honour* 
  hoped 
  hopefully 
  hopes 

  terrific* 
  thank 
  thanked 
  thanks 
  toleran* 
  treasur* 
  treat 
  trueness 
  truer 
  truest 
  truly 
  trust* 
  values 
  valuing 

 
• accept 
• accepta*  
• accepts  
• advantag*  
• agreeing  
• …. 
• happy 
• … 
• merry 
• …. 

Pennebaker 
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Blogger	  Happiness	  
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Measuring the Happiness of Large-Scale Written 
Expression: Songs, Blogs, and Presidents 
Dodds and Danforth 2010 
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TwiAer	  Happiness	  
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Diurnal and Seasonal Mood Vary with Work, Sleep, and 
Daylength Across Diverse Cultures 
Golder* and Macy (2011) 

Positive 
Affect 

Negative 
Affect 

Hour of day 



Lyle H Ungar, University of Pennsylvania 

We	  want	  to	  

Go	  beyond	  posi4ve	  and	  
nega4ve	  affect	  

Get	  a	  picture	  of	  people’s	  
personali4es,	  rela4onships,	  
and	  concerns	  
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PERMA measures well-being 

u Posi0ve	  emo0on	  
u Engagement	  
u Rela0onships	  	  
u Meaning	  
u Achievement	  
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OCEAN measures personality 
u Openness	  
u Conscien0ousness	  
u Extroversion	  
u Agreeableness	  
u Neuro0cism	  
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Facebook	  Individual	  Data	  

u 100,000	  individuals	  who	  took	  Big	  Five	  
Personality	  test	  
l  And	  their	  Facebook	  posts	  
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Neuroticism by state: 
Rentfrow, Gosling, and Potter 

Kosinski, M. & 
Stillwell, D.J. (2011) 
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Gender	  
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Female	  
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Male	  
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Personality:	  Big	  5	  
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More	  Agreeableness	  
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Less	  Agreeableness	  
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More	  Conscien4ousness	  
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Less	  Conscien4ousness	  
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More	  Extraversion	  
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Less	  Extraversion	  (Introversion)	  
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Less	  Neuro4cism	  
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More	  Neuro4cism	  
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More	  Openness	  to	  Experience	  
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Less	  Openness	  to	  Experience	  
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Conclusions	  

u People’s	  words	  on	  Facebook	  reveal	  their	  
personality	  and	  concerns	  
l  Combining	  with	  online	  surveys	  adds	  huge	  power	  

u Word	  use	  correlates	  with	  Gallup	  polls	  and	  CDC	  
data	  
l  Twi.er:	  more	  data,	  be.er	  spa0al	  and	  temporal	  
resolu0on	  

u Open	  vocabulary	  allows	  hypothesis	  genera4on	  
l  Enhanced	  by	  ambiguity	  resolu0on,	  phrase	  detec0on,	  
topic	  analysis,	  and	  visualiza0on	  
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