
t h e  o c e a n

c l e a n u p

F I N A L  P R O J E C T

A D P R  5 7 5 0 :  S O C I A L

M E D I A  A N A L Y T I C S

LINDSAY NANCE (LTN19511@UGA.EDU)
KATIE KENSKI (KJK40827@UGA.EDU)
LOLA JARENO(PCJ96438@UGA.EDU)

@theoceancleanup

https://theoceancleanup.comSEE > SUITE



T A B L E  O F  C O N T E N T S

3

4

5

6

7-8

9-12

13

14-16

17

18

19

20-22

23

24

25

 

Organization Overview

Data Overview

Business Problems & Our goals

Key Insights

Questions addressed

Owned Data

Owned Data Recommendations

Earned Data

Earned Data Recommendations

Cross Platform conversation data

competitor analysis

nodexl

Nodexl Key Findings

Nodexl Recommendations

actionable strategy & Next steps



O R G A N I Z A T I O N  O V E R V I E W

Mission Statement

At The Ocean Cleanup, we are on a
mission to rid the world's oceans of
plastic. We made this our mission

because we believe that the health of our
oceans is essential for all life on Earth to

prosper.



234 posts analyzed Owned
Data

Aug 22,
 2018

Sept 22,
 2019

D A T A  O V E R V I E W

@theoceancleanup
124.5k Followers

Earned
Data 9,708 posts analyzed 

Platforms
Analyzed

June 1,
 2019

Sept 23,
 2019

Owned Earned



E X E C U T I V E  S U M M A R Y

B U S I N E S S  P R O B L E M S

O U R  G O A L S

The Ocean Cleanup is not
the only organization

working on getting rid of
plastic in the world's

oceans. 

Not enough buzz around
the organization's goals to
clean the ocean, therefore,

donations are not being
received to full potential.

To analyze and understand
the conversation

surrounding The Ocean
Cleanup's Twitter and the
organization's other active

social media platforms.

Increase awareness of the
Ocean Cleanup by increasing
engagement of consumers.

Make The Ocean Cleanup
relevant to people that have

never heard of the
organization before and
develop them to be loyal

consumers.



KEY INSIGHTS

O W N E D  D A T A

E A R N E D  D A T A

C O M P E T I T I V E  A N A L Y S I S

Tweets containing media of The Ocean Cleanup’s
technology advances and pictures of trash in the

oceans and tweets about operation and technology
will increase engagement.

Using humor when appropriate and engaging with
political leaders, news sources and political

influencers will increase engagement.

Posting more frequently and participating in popular
hashtags will lead to more engagement.



QUESTIONS ADDRESSED:

O W N E D  D A T A

E A R N E D  D A T A

What content type generates the most engagement?
Does the use of a hyperlink affect engagement?

Does the use of hashtags affect engagement?
What type of media generates the most engagement?

Where are the majority of our followers located?
What is the age range and gender of our followers?

What day of the week/time of day is best to post?
What topics should we avoid discussing -- negative

feedback?
What topics initiate positive feedback?

What is the conversation like on each platform? 



QUESTIONS ADDRESSED:

C O M P E T I T I V E  A N A L Y S I S

N O D E X L

What types of topics are people talking about that relate
to our organization?

What types of tweets have the most engagement?
What groups of people should we engage more with on

social media?

What causes spikes in our competitor's engagements?
What platforms are most popular for our competitor?

What conversations is our competitor participating in that
we are not?

What is our competitor doing on social media that we are
not?



O W N E D  D A T A :

D E M O G R A P H I C S

Most of our audience was
male with only a 4% ratio

difference to women.

A large chunk of our audience
is in the US with the
Netherlands and the UK
following behind closely.

Over 80% of our total
audience is age 35 or older.



O W N E D  D A T A :

E N G A G E M E N T S

The most engagement the
audience showed were in the
categories "Operation" and

"updates about testing/launching
technology".

 
There was not much  engagement
with tweets providing feedback to

other people's questions. 
 

The audience is most interested in
listening about how the Ocean

Cleanup technology activity.

Posts that had no hyperlink
received more engagement from

the audience. 
 

Most of the hyperlinks
redirected the audience towards

the organization's webpage or
another social media page:

Youtube.



O W N E D  D A T A :

 E N G A G E M E N T S

The Ocean Cleanup received
more engagement with tweets

that included media than
tweets that included no

media.
 

 The media tweeted was
predominantly about the

technology used and the trash
in the ocean.

Tweets that included hashtags
received less engagement

from the audience than
tweets that did not use

hashtags.
 

Most of the posts that
included hashtags did not use
more than three in the same

tweet.



T H E  O C E A N  C L E A N U P ' S

T W I T T E R  C O N V E R S A T I O N S



O W N E D  D A T A :

 R E C O M M E N D A T I O N S

Post more frequently and be sure to include

media in the majority of posts if not all.

Be sure to post about operations and

technology updates and include media with

video/images of trash and technology. 

Participate in popular hashtags as this will

allow for greater reach.



E A R N E D  D A T A :  T W I T T E R

Top Influencers

Most Buzzed 

About Tweets

S e n t i m e n t  

B r e a k d o w n

Positive: 12%

Negative: 54%

Neutral: 33%



S e n t i m e n t  

B r e a k d o w n

Positive: <1%

Negative: 85%

Neutral: 14%

E A R N E D  D A T A :  T U M B L R

Most Buzzed 

About Posts



E A R N E D  D A T A :  R E D D I T

S e n t i m e n t  

B r e a k d o w n

Positive: 12%

Negative: 60%

Neutral: 28%

Most Buzzed 

About Posts

The major of our
sentiments across

platforms was negative.
This is due to that fact

that the topic of pollution
and garbage in the ocean

is generally a negative
subject.



E A R N E D  D A T A :

 R E C O M M E N D A T I O N S

Restrict tweeting to 10am since that is the

busiest hour of the day that users are buzzing

about The Ocean Cleanup.

Post more attention-grabbing images for an

increase in likes and reblogs on Tumblr.

Create more informative posts on all social

media platforms to show users that The Ocean

Cleanup is making successful changes to our

oceans for an increase in buzz.



C R O S S  P L A T F O R M

C O N V E R S A T I O N  D A T A

The Ocean Cleanup Sentiment Topic Monitor Sentiment

Generally, the emotions generated from
our organization’s monitor were more

positive and neutral (26% Joy, 66%
Neutral).

Generally, the emotions generated from
our topic monitor were more negative

and neutral (62% Neutral, 23% Sadness,
7% Disgust). 

Twitter, Tumblr and Reddit were most
popular sources

Most engagement comes from viral
images @ajzfern is an influencer that
tweets about mostly political topics

 



Spike analysis for 4Ocean's Twitter shows high

volume in the mont of June in 2019.

Twitter 
71.7%

Tumbl
r

19.1%

Othe
r

5.1%
Forum

s
4.1%

Just like The Ocean Cleanup, most of the

company's conversation is on Twitter.

C o m p e t i t o r  A n a l y s i s

Founded in 2017, 4Ocean is a company established in Boca Raton,

Florida to sell bracelets made out of plastic and recycled materials to

fund the removal of trash from the oceans.

Topic wheel demonstrates the most

talked about word/ related topics to

4Ocean's witter.

4Ocean uses hashtags more

frequently and participates in

popular hashtags. They also include

media in all of their tweets.



N E T W O R K S  B Y  N O D E X L



N E T W O R K S  B Y  N O D E X L

K E Y  F I N D I N G S

Donald Trump tweeted
about cleaning up
hazardous waste and
preventing it from
entering the Pacific
Ocean. This generated a
lot of buzz because he
mentioned Nancy Pelosi.



The organization,
#breakfreefromplastic,
tweeted @CocaCola
bringing attention to
their massive
production of plastic.

N E T W O R K S  B Y  N O D E X L

K E Y  F I N D I N G S



N E T W O R K S  B Y  N O D E X L

K E Y  F I N D I N G S

We also looked at what
tweets received the
most engagement
surrounding our topics
in NodeXL. These three
tweets has some of the
highest engagement
and went viral on
several social
platforms.



N E T W O R K S  B Y  N O D E X L

R E C O M M E N D A T I O N S

Tweets engaging with political figures or

celebrities, tend to generate the most buzz.

Hence the tweet from Donald Trump and the

tweet where Danny Devito mentioned plastic

waste.

Tweets containing updates on the ocean

cleaning system and innovation generally

carry more engament. 

Tweets mentioning a large, well-know

organization, such as Coca-cola/tweets on

ways to reduce plastic production received

more enagagments.



A C T I O N A B L E  S T R A T E G Y  &

P R O P O S E D  N E X T  S T E P S

The Ocean Cleanup should begin using hashtags that pertain to popular and
relevant conversations across social platforms. Conservation, sustainability
and climate change are hot topics and the organization should begin
participating more in these conversations as it can boost reach and
engagement and our successful competitors are doing so already.

Across all platforms The Ocean Cleanup should focus on posting about
innovation and technology updates. The organization stands out from
competitors and has gained the interest of people because of its unique
innovation strategies to clean the ocean. Posting teaser posts leading up to
the announcement of updates could excite our audience and increase
engagement.

The Ocean Cleanup should begin engaging with political leaders and
influencers on social media. We noticed that some of the greatest spikes in
engagement came from the opinions of influencers going viral. Partnering
with influencers for a fundraiser or event of some sort could gain a lot of
attention.

The Ocean Cleanup should become more consistent with their posting. Our
competitors and other successful social media accounts have much more
frequent posting that The Ocean Cleanup. One of the main weaknesses is
that the organization is not consistent with posting but through posting
more by participating in popular hashtags, engaging with influencers and
posting more updates this could greatly increase the organizations
engagement.


