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Organization
Background



Executive
Summary

Data Overview: 

Statement of Business Problems:

KPIs: 
Share of Voice:

Sentiment:

Engagement: 

Owned Data:

Earned Data:  

Social Network Analysis: 

Limitations: 

Questions: 
What topics and themes best reach The Met's audience? 
What can be learned from both positive and negative conversations around The Met and
topics central to The Met? 
How can conversations around topics central to The Met help guide future posts and social
media campaigns? 

Tools:
Date Range:

Platforms:



Owned Data



Data Description

Time Period:
Total # Posts:

Platform, Sentiment & Gender:



Owned Data

Major themes in high-engaging posts: the data tell us that users engage
more with tweets that connect them
with The Met through learning and
shared celebration

Findings
Implications

Theme Analysis

URL Analysis

Major themes in high-engaging posts:

The Met does not have to use a
link in every tweet to get high
engagement. 

Findings
Implications



Mention Type
Analysis

The data shows us that The Met could
have success tagging artists and creators
and companies more often, but most of
the time they do not need to mention
someone for higher engagement.

Findings Implications

Owned Data

Hashtag Analysis
Findings

Implications
This data shows that The Met could focus
more on using holidays not only on the day,
but as they are up coming to post relevant
content and increase engagement 



Media Content
Analysis

The data shows us that The Met could be more successful if
there was an emphasis on the image content because that
seems to be working well with the engagement of their
audience. 

Findings Implications

Owned Data

Image Content Analysis

Findings
Implications

The data suggests that increasing the number tweets that
include images that give a feel of The Met's atmosphere will help

generate more successful engagement levels for the Met. 



Recommendations The Strategy The Why 

Show Your Met Pride  1
The Strategy:

The Why:

2 Keep It Simple
The Strategy: 

The Why:

3 Promote the Met Experience
The Strategy: 

The Why:



Earned Data
& Comparable
Organizations



Data Description

Time Period:
Total # Posts: Platform Breakdown:

Sentiment Breakdown: Gender Breakdown:

Earned Data



Twitter:

Tumblr & Blogs:

Reddit:

Instagram:

Platform Analysis

Demographics



Twitter:

Tumblr & Blogs:

Reddit:

Instagram:

Platform Analysis

Sentiment



Twitter:

Platform Analysis

Spike Analysis

Tumblr & Blogs:

Reddit:

Instagram:



Twitter:

Tumblr & Blogs:

Reddit:

Instagram:

Platform Analysis

Influential Users



Theme Analysis Theme 1ļ��68��4(2,2*�
Boolean Analyzed: Exhibition OR Opening”

Theme Analysis
347 Posts Discovered
Sentiment

Demographics

Conversation

Gender Analysis



Theme Analysis
Theme 2: ��0,&(��((0

Boolean Analyzed: “Alice Neel” OR “Alice
Neel Painting” OR “Alice Neel Exhibit”

Theme Analysis
1505 Posts Discovered
Sentiment: 

Demographics: 

Gender Analysis



Theme Analysis Theme 3: ��+(��(8�,2�� ��
Boolean Analyzed: ““New York” OR “New

York City” OR NYC

Theme Analysis
297 Posts Discovered
Sentiment: 

Demographics: 

Conversation: 

Gender Analysis



Recommendations The Strategy The Why 

1 The Met For Everyone
The Strategy:  

The Why:

2 Exhibits Are Back
The Strategy:  

The Why:

Home Is Where The Met Is3
The Strategy: 

The Why:



Earned Topic
Analysis  



Comparable
Organizations

Data Description  

Time Period:
Total # Posts:

Earned Topic 

Gender Breakdown:



Twitter: 

Tumblr & Blogs:

Reddit:

Instagram:

Platform Analysis

Sentiment

Total
Breakdown
of
Platforms



Twitter:

Platform Analysis

Spike Analysis

Tumblr & Blogs:

Reddit:

Instagram:

Twitter

Tumblr & Blogs

Reddit

Instagram



Theme Analysis

��68,78�
�90896(
�6"<,2*
�",28,2*

Themes:

Theme Analysis



Artist

Unique Items: Top shared URL

Conversation

Theme Analysis

Influential Users
Positive
conversation
example



Culture

Unique Items: Top shared URL

Conversation

Theme Analysis

Negative
conversation

example:



Drawing

Unique Items: Top shared URL

Conversation

Theme Analysis

Positive
conversation

example:



Painting

Unique Items: Top shared URL

Conversation

Theme Analysis

Influential Users



Artist

Gender-Based
Differences Across Themes

N = M =1.7 mil W =1.31 mil

Culture 

Painting 

Drawing: 



Recommendations The Strategy The Why 

1

2

3

Strategic Topic Placement 
The Strategy: 

The Why:

Pop Culture  
The Strategy:

The Why:

Notable Days in Art History
The Strategy:

The Why:



Earned
Competition 



Earned
Competition

Platform Breakdown:

Gender Breakdown:

Overview:

Sentiment Analysis

Negative sentiment tweet example:
Guggenheim

Share of Voice



Earned
Competition Spike Analysis

Top Shared URLS



Social Network
Analysis



Social Network
Analysis

Key Metrics: 

The Data: 

Degree Centrality:

In-degree Centrality: 

Out-degree Centrality: 

Betweenness Centrality:

Reciprocity: 
Density: 
Modularity: 
Total Edges: 

YouTube

Higher Edu

@sarkodie

@sonja_drimmer

Museums

@gettymuseum

Art
Collection

@palomarro



Social Network
Analysis

Network Analysis

Graph Density:

Modularity:

Total Edges:

The graph density has a value of 0.00013

The modularity value for the network is 0.792445

 11695 total edges

YouTube

Higher Edu

@sarkodie

@sonja_drimmer

Museums

@gettymuseum

Art
Collection

@palomarro



Social Network
Analysis

Cluster Analysis:
YouTube

Most Retweeted Links: Social Mediator:

In-degree centrality: 501

Betweenness centrality: 125250

Theme: 

YouTube

@sarkodie



Social Network
Analysis

Cluster Analysis:
Higher Education

Social Mediators:

In-degree centrality: 125
Betweenness centrality: 492152.929

Most Retweeted Links: 

Theme: 

Higher Edu

@sonja_drimmer



Cluster Analysis:
Art Museums

Social Network
Analysis

Most Retweeted Content: Social Mediators:

The Getty Museum
(@gettymuseum)
In-degree centrality: 104
Betweenness centrality: 6488

The Classical Compendium
(@theclassicalco)
In-degree centrality: 104
Betweenness centrality: 7416

Theme: 

Museums

@gettymuseum



Cluster Analysis:
Art Collection

Social Network
Analysis

Art
Collection

@palomarro

Social Mediators:Most Retweeted Links: 

In-degree centrality: 141
Betweenness centrality: 445119

Theme: 



Recommendations The Strategy The Why 

1

2

3

Intersect Multiple Art Forms
The Strategy: 

The Why:

Cater to Students
The Strategy:
The Why:

Get Posted on Niche Art Accounts
The Strategy:

The Why:

4 Tap In to NFTs
The Strategy:

The Why:



Appendix

Boolean Searches: 
Organization: 

Comparable Organizations:

Topic:   

NodeXL Boolean Search: 


