
                                                                   Introduction 

 

 Social media is a big part of our everyday lives. Social media is used for many different 

things, such as sharing our personal life, for personal use, education use and advertisements 

from companies, etc. Celebrities take a big role in social media, Like Instagram, Facebook, 

Snapchat and Twitter. We all seem to be interested in many celebrities’ lives, always trying to 

stay updated as to what they post, compared to if any “regular/normal” would post something. 

On May 4 Chance The Rapper released a tweet that had a lot of controversy, going viral, over 

chicken nuggets. He had released a tweet aiming towards a popular fast food restaurant, 

Wendy’s. The artist tweeted “Positive Affirmation for today: I WILL have a good day, I Will 

succeed today, Wendy’s WILL bring back spicy nuggets at some point please please Lord let it 

be today.” As a surprise Wendy’s replied “Y’all keep asking, so here’s your chance. The people 

in charge say if you guys can get our tweet (this one right here) to 2 Million likes, they will bring 

SPICY CHICKEN NUGGETS BACK. Let’s freakin’ do this!”, Seems like Wendy’s challenged the 

artist in order to bring back their spicy nuggets. Wendy’s tweet met the goal and got over 2.2 

Million likes and 403.1k Retweets. This all seemed to become viral due to spicy nuggets being 

removed from their menu and bringing them back was a serious thing for Wendy’s. But the 

question is, what do you think about this? Companies tend to use celebrities to advertise their 

products and Wendy’s might’ve done this with Chance The Rapper, but why him? Chance has 

many followers in his platforms and for him to get what Wendy’s asked for seemed pretty easy. 

But in fact, many people were so amused from this, that Wendy’s being a huge company 

surprisingly replied to many people, and we’re not talking about celebrities who they replied but 

to normal ordinary people. Why so? Well seems like Wendy’s really wanted this to become 

something big in social media and for their company as well. What seems like is that the artist 

Chance and Wendy’s could’ve also made an agreement on doing all this, but we will never 

know.  



Methodology  

  As a group of researchers, we conducted this study to see how a company like Wendy’s, 

can instrumentally use media sharing to promote the urgency of their products. With the tweet 

that we used for our research, it allowed us to see how a tweet from a celebrity, Chance the 

Rapper, helped the velocity of promoting a product 

from Wendy’s. There were four researchers, which 

all were given a task within the tweet that was 

chosen. Within the thread of Wendy’s tweet 

replying to Chance the Rapper, each researcher had 

to find around twenty comments on the original 

Wendy’s reply. The original date of the tweet that 

Wendy’s sent out was on May 4, 2019. As a group, we came up with a three-day limit on how 

far out we can record. What each researcher was looking for was when the person was tweeting 

it and if it fit into a sub-category. The sub-categories were to see if the comment was positive, 

negative, irony positive, and irony negative. 

Collectively we came up with ninety-six 

comments, most being positive. While collecting 

the data, there were many patterns that each of the 

researchers have found. A pattern that was found 

was Wendy’s was replying to many comments 

within the first couple of days, most being the positive comments. Another pattern that was 

found was Wendy’s replies were always short, sarcastic, and always responded very quickly to 

supporters or non-supporters. A very important pattern that was found was; Wendy’s was 



replying to many people who did not have many followers, but with the reply time and funniness 

that Wendy’s had brought more publicity. 

 

Discussion  

Upon finding our research  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Literature Review. 

 

“How to track a tweet that goes viral”. Business Insider Simply Zesty. Web. Mar 26. 2013. 

Business insider released this article to help make sense of different functions on twitter. The 

key information in this article was the knowledge that directly tracing the tweet is more complex 

than the algorithms twitter currently has in place. Companies have created mappings and charts 

of the direction and velocity the tweet has taken.  

https://www.businessinsider.com/how-to-track-a-tweet-that-goes-viral-2013-3 

 

“How to tweet”. Twitter Help Center. Web.  

Using the help center from twitter's website gave the team the ability to navigate easily knowing 

properly how twitter was designed to be used. Within this section of the website we found 

technicalities for searching, sharing, and adding content to tweets. Definitions and explanations 

of functions can be found under the help section listed. 

https://help.twitter.com/en/using-twitter/how-to-tweet#source-labels 

 

“How to Go Viral”. Sprout Social. Web. 10 Sep. 2015.  

Dominiques post on sprout social outlines eight principle ways to get a tweet to go viral. He 

highlights from a marketing perspective, different aspects needed to gain and focus the 

audience’s attention on the rhetoric at hand. For the project this article is particularly useful as 

we are examining the rhetoric used by Wendy’s and other celebrities to promote the spicy 

chicken nuggets. 

https://sproutsocial.com/insights/how-to-go-viral/ 

 

 

“Most Popular Tweets”. Time. Web. April 11. 2017. 



Time released an article noting the most popular tweets of all time. Researching some of the 

greatest helped the group understand how critical the rhetoric is when aiming for a viral tweet. 

Another key we learned from this page is how quickly a single message can be spread through 

the vast corners of the internet on a variety of media sites.   

https://time.com/4263227/most-popular-tweets/ 

 

Wardle, Elizabeth. “writing about Writing.” A College Reader. Vol. 3. Pp 692-705.  

A critical source to cite for this project, in chapter four we learned about mapping a rhetorical 

ecology. Mapping was one of the biggest portions of the project as we have collected and 

categorized all the finds from our research. In the same chapter we learn to analyze the rhetoric 

being used and how to identify a purpose for the words being used rather its obvious or deeper 

meaning takes place.  

Simply Zesty 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Findings 

 



 

 


