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E X E C U T I V E
S U M M A R Y
Best Friends Animal Society is a non-profit organization that
promotes adoption and rescue of animals. They are no kill and
support other shelters with these values. 

We used Brandwatch to analyze 292 tweets spanning from May 13,
2021 to August 31, 2021 in order to gain actionable insights to
provide tangible recommendations to BFAS so that they can have
more of a presence in this conversation, as well as reach a wider
audience. Not enough data could be pulled to analyze Instagram and
Facebook, but Twitter had plenty of conversations to analyze.

BFAS has 233.5k Twitter followers, but their engagement often
doesn't reflect their relatively high following. Twitter allows us to look
at the conversations happening about topics such as adoption,
rescue, animal abuse, etc, which helped us to determine how to
increase engagement for BFAS. They have hundreds of tweets with
less than 100 likes/retweets, and they don't always do a great job at
being included in the larger conversation about adoption on Twitter.
By analyzing BFAS's data, their competitor's data, and data referring
to the broader animal rescue conversation, we were able to come up
with clear, precise ways for BFAS to actively improve the way that they
use Twitter to increase engagement and therefore gain more
followers that are willing to adopt and give to the animal rescue
cause.
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R E C O M M E N D A T I O N S

We recommend that Best Friends Animal Society should focus their efforts on improving their News
posts, which have an opportunity to do much better than they are in comparison to engagement. On
pages 7 and 11, Figure 1 shows That posts with this theme have lower engagement than most
(22.48%), and Figure  5 shows that the URLs that link a news site also have lower engagement than
most (19.23%). In accordance with our previous recommendation, the integration of infographics into
the news posts would be a great way to draw people into whatever the attached news link will be
discussing by using cute graphics that visually line up with the message. In addition, the news posts
would likely find more success if there was less text in the actual tweet and just something simple
that catches their attention like a headline.

We recommend that Best Friends Animal Society integrate more infographics into their content to
increase engagement and awareness of their cause. Looking at their image content in Figure 2 on
page 8, the other category, although it only consists of 18 posts, has an extremely high average
percentage of retweets. This is most likely due to the fact that the majority of the posts include
pictures/videos of animals and volunteers, so when it is anything else, it really stands out. It would
benefit BFAS to create graphics or even add graphic elements to their pet photos to add a little pop
and catch people's attention. In addition, infographics would be a great way to get viewers to read
important information that they might otherwise miss if the text was just in the tweet itself.

We recommend that Best Friends Animal Society foster a clear identity to increase engagement
levels. Looking at Figure 3 on page 9, Most posts with a hashtag have increased engagement than
posts without. In addition, BFAS' slogan hashtag (#savethemall) reigns supreme as far as engagement,
coming in at an average of 61.42%. BFAS should try to include their slogan hashtag in the more of
their posts that would otherwise not have a hashtag. In addition, their goal hashtag #nokill2025 had
extremely low engagement (18.5%), but the count was also extremely low (12). these posts could
have low engagement due to something other than the hashtag, but the low count makes it difficult
to determine what actually caused the low engagement. For a goal-based hashtag to catch on, it has
to be posted often to gain a lot of traction, so BFAS should also use #nokill2025 more frequently.
Finally, BFAS' affiliated people mention type had both low count (9) and low engagement (18.11%). we
recommend They mention their affiliated accounts (@BFAS_Julie, @BFASPR, etc.) more often, because
it will help create a more clear company culture.

We recommend that Best Friends Animal Society partner with other animal rescue nonprofits to
increase engagement levels. BFAS has tweeted posts that mention other rescue nonprofits in the
past, and they should continue to do so but double the amount that they currently do. Looking at the
different types of mentions (excluding other and none) in Figure 4 on page 10, 'other' nonprofits has
the highest average engagement. However, the count totaled only 18 posts. If BFAS mentioned other
nonprofits more often, this would garner attention from all of the mentioned nonprofits followers.
BFAS could also specifically create posts that address the importance of animal rescue nonprofits
coming together instead of being in competition.
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R E C O M M E N D A T I O N S

We recommend that Best Friends Animal Society focus on posting content that pulls on the
heartstrings of their followers through both joyful and sad emotions combined. The majority of their
posts, as seen in Figure 9 on page 15, are joyful, however when removing those, sadness is the next
highest category (Figure 10 on page 15). In addition, looking at their more popular tweets and the
data of other similar organizations, posts that include sadness tend to gain more attention and we
think BFAS should post more to appeal to these emotions because they have high engagement.

We recommend that BFAS should also include more fundraising events, and include easy and/or
unique ways to participate in them. They have experienced spikes in engagement (Figure 7 on page
13) when they had calls for donations that include specific animals or causes with a backstory that
the money was going toward or tools that made it quick and easy to donate (such as QR codes).

BFAS should try to break out of their usual shell with posting. The data shows that their posts that are
out of the norm often do well. By this we mean posting about current events, emergency situations,
and fundraising opportunities rather than just their usual cute photos and videos. We recommend
they add 2-3 posts per month that address current events. Figure 7 on page 13 shows two
examples of major spikes in mentions. 

We recommend that BFAS continue to post content that tugs on followers' heartstrings and is upbeat
and fun, since 85% of the mentions pertaining to BFAS have positive sentiment and 96% of them
have joyful emotion (Figure 8 on page 14 & Figure 9 on page 15). Posting sentimental pet stories
and funny pictures and videos works well for them, as 58.41% (Figure 1 on page 7) of funny/meme
content was retweeted. Sentiment based on topic data is often neutral, while BFAS has
overwhelmingly positive sentiment which allows them to stand out from the crowd. 

We recommend that BFAS post more content pertaining to news and current events, since this would
draw the attention of two of their influential users, National Geographic and The Washington Post
(page 21). However, BFAS must make sure to still capture their followers, by including fun, engaging
pictures or language, as recommended previously based on our owned data, because the percentage
of retweets for news posts was relatively low at 22.48%.

We recommend that BFAS focus on reaching people in countries outside of their top three: United
States (29%), United Kingdom (12%), and Canada (2%). Looking at the topic data on page 19, the
discussion of pet rescue spans across multiple countries, India being the next closest target (.009%).
Expanding into other regions would increase exposure, potentially growing BFAS's follower base and
hopefully animal funds. 5



O W N E D  
D A T A   
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T H E M E  O F  P O S T  R E T W E E T  
F I G U R E  1

Theme of Post - Figure One
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I M A G E  T Y P E  R E T W E E T
F I G U R E  2

Image Content - Figure Two

8



H A S H T A G  T Y P E  E N G A G E M E N T
F I G U R E  3

Hashtag Type - Figure Three
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M E N T I O N  T Y P E  E N G A G E M E N T
F I G U R E  4

Mention Type - Figure Four
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U R L  T A R G E T  T Y P E  E N G A G E M E N T  
F I G U R E  5

URL Target Type - Figure Five
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E A R N E D  D A T A :
O R G A N I Z A T I O N   
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Female
66%

Male
34%

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

June 29, 2021 there
was a fundraiser
for dogs.
In an attempt to
raise money and
bring attention to
animal cruelty over
23,000 people
mentioned BFAS.  

On August 20, 2021  
BFAS partnered
with
@BabyDogeCoin. 
A QR code is
attached that
leads to a donation
site.
The spike on the
21st represents the
increased
engagement.  

Demographics - Figure Six

Total Twitter
Mentions: 86.67 k

Spike Analysis - Figure Seven
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Positive
85%

Neutral
14%

Negative
1%

Sentiment - Figure Eight

N A R R A T I V E  B Y  S E N T I M E N T

Negative Example Neutral Example
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T O P  I T E M S
Top Hashtags Top Shared Sites

Top Retweets

Influential Users

E M O T I O N

Emotion - Figure Ten

Emotion - Figure Nine

Joy
Example

Post
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T H E M E  A N A L Y S I S  

RESCUE
Total Mentions: 4367

Positive
98%

Neutral
2%

Female
61%

Male
39%

Sentiment
Figure Twelve 

Demographics
Figure Eleven

Female
68%

Male
32%

Positive
71%

Neutral
29%

Demographics
Figure Thirteen

Sentiment
Figure Fourteen

ADOPT
Total Mentions: 9,195
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T H E M E  A N A L Y S I S  

Female
69%

Male
31%

Demographics
Figure Fifteen 

Positive
65%

Neutral
35%

Sentiment
Figure Sixteen

Female
71%

Male
29%

Demographics
Figure Seventeen 

Positive
100%

Sentiment
Figure Eighteen

DONATION
Total Mentions: 8,516

LOVE
Total Mentions: 23.07 k
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E A R N E D  D A T A :
T O P I C   
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D A T A
D E S C R I P T I O N

Total Mentions: 1.24 M 
Topic: Pet Rescue

Twitter
83%

Reddit
11%

Tumblr
5%

Platform Mention Volume - Figure Nineteen

S P I K E  A N A L Y S I S :  T W I T T E R  Total Twitter Mentions:  1.15k

Spike Analysis - Figure Twenty 19



Sentiment - Figure Twenty One 

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

Neutral
58%

Positive
33%

Negative
9%

Positive: 326,935

Negative: 88,741

Neutral: 586,270

G E N D E R  A N A L Y S I S  

Demographic - Figure Twenty Two

Female
68%

Male
32%

Total mentions: 520,629 

Positive
80.1%

Neutral 
18.8%

Negative
1.2%

Total mentions: 18,951
Female Sentiment - Figure

Twenty Three 

Positive
72.8%

Neutral 
26%

Negative
1.1%

Total mentions: 9,858
Male Sentiment - Figure Figure

Twenty Four

15,000
7,181
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T O P
I T E M S

Top Hashtags

Top Shared Sites

Top Retweets

Influential Users

C U S T O M
C L A S S I F I E R S
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T H E M E  A N A L Y S I S  
DONATE
Total Mentions: 135,557

Negative
41.5%

Neutral
34.1%

Positive
24.4%

Sentiment - Figure Twenty Six

RESCUE
Total Mentions: 576,894 

Neutral
48%

Positive
42%

Negative
10%

Neutral - 65,442
Positive - 57,088
Negative - 13,027

Neutral - 321,143
Positive - 229,686
Negative - 26,065

Sentiment - Figure Twenty Five
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T H E M E  A N A L Y S I S  
ADOPT
Total Mentions: 191,329

IRRELEVANT
Total Mentions: 258,801

Neutral
64%

Positive
30%

Negative
6%

Sentiment - Figure Twenty Seven

Neutral - 122,330
Positive - 57,572
Negative - 11,427

Neutral
63%

Positive
19%

Negative
18%

Sentiment - Figure Twenty Eight

Neutral - 161,998
Positive - 49,459
Negative - 47,344 23



E A R N E D  D A T A :
C O M P E T I T I O N   
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Lifeline Animal Project

S H A R E  O F
V O I C E
( V O L U M E )

The Humane Society
60.4%

ASPCA
25.9%

Hope For Paws
13.2%

Friends of Animals
0.4%
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Figure - Thirty 

Competition Volume - Figure Twenty Nine

Hope For Paws

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

Lifeline Animal Project

Hope For Paws

BFAS

The Humane
Society

ASPCA

Friends of Animals
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Competition Spike Analysis - Figure Thirty OnePositiveNegativeNeutral

Best Friends Animal Society

ASPCA Friends of Animals

The Humane Society
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S P I K E
A N A L Y S I S

Hope for Paws had
multiple spikes, but the
biggest was on July 16
with 946 mentions. 
@MiniDOGEToken made a
donation to Hope For
Paws for $100,000. 

The Humane
Society had a few
spikes, but the
largest on August
31. 
There were 8,911
mentions on a
tweet about the
U.S. leaving military
dogs behind in
Afghanistan and the
Humane Society not
helping.

@flurnt was doing a $6-
giveaway to someone
who retweeted the tweet
on May 13.
Husky announced on
livesteam that they were
donating 223,556k
Dogecoin ($100k USD) to
Hope for Paws.

@dodo tweeted a
video of a scared
dog who was
trying to bite
rescuers on
August 4. 
The dog
eventually falls
into the rescuers
arms. 

@Bella623 tweeted for
support for Alliston &
District Humane Society
by shopping via iGive on
August 13.
She included a link to
iGive.com which is to
donate to Alliston &
District Humane Society.

Hope for Paws - Figure Thirty Two

The Humane Society - Figure Thirty Three 
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S P I K E
A N A L Y S I S

ASPCA has several spikes, but the one on
July 3 is the largest with 1,170 mentions. 
The tweet addressed the problem of dogs
running away on the 4th of July due to
fireworks and included a link to a video
on how to keep your dogs calm.
Over 1000 people retweeted to raise
awareness There are several

tweets on July 1 of
ASPCA trying to raise
money for rescued
animals.
Tweets go along the
lines of "They can’t
rescue themselves.
Help neglected and
abused animals with
just 63¢ a day." 

Tweets on August 2
consist of Tweets saying
ASPCA don't actually
used donations towards
helping rescued
animals. 
CBS did an investigation
about this.

Tweets on August 31
consist of conversations
about left behind
animals in Afghanistan. 
People want ASPCA to
take note of the neglect.

While Best Friends Animal Society's emotion of mentions was mostly joy, The Humane Society recently
experienced spikes in sadness and disgust. Sadness and disgust take up over 50% of the emotion on
twitter. The Humane Society is a much bigger organization which leads to more criticism. Much of these
negative emotions came about when dogs were left behind in Afghanistan. People on Twitter were quick to
blame the Humane Society for not doing more. ASPCA also had a higher percentage of sadness than BFAS.
Joy also made up less than 50% of their total emotion.

E M O T I O N

Sadness
41%

Joy
39%

Disgust
13%

Anger
4%

Fear
3%

Joy
49%

Sadness
28%

Anger
7%

Fear
3%

Disgust
13%

Humane Society
Emotion 

Figure Thirty Five

ASPCA Emotion 
Figure 

Thirty Six

Hope for Paws - Figure Thirty Four
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S O C I A L
N E T W O R K
A N A L Y S I S  
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 Figure Thirty Seven
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M E N T O R
N O T E S

Assignment 2 Summary: 

Assignment 3 Summary:

Assignment 4 Summary:
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A P P E N D I X
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Theme of Post - Figure One

Image Content - Figure Two

Hashtag Type - Figure Three 32



Mention Type - Figure Four

URL Target Type - Figure Five

Female
66%

Male
34%

Demographics - Figure Six 33



Spike Analysis - Figure Seven

Positive
85%

Neutral
14%

Negative
1%

Sentiment - Figure Eight

Emotion - Figure Ten

Emotion - Figure Nine 34



Female
61%

Male
39%

Demographics
Figure Eleven

Positive
98%

Neutral
2%

Sentiment
Figure Twelve 

Positive
71%

Neutral
29%

Demographics
Figure Thirteen

Female
68%

Male
32%

Sentiment
Figure Fourteen
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Female
69%

Male
31%

Demographics
Figure Fifteen 

Positive
65%

Neutral
35%

Sentiment
Figure Sixteen

Female
71%

Male
29%

Demographics
Figure Seventeen 

Positive
100%

Sentiment
Figure Eighteen

Twitter
83%

Reddit
11%

Tumblr
5%

Platform Mention Volume Figure
Nineteen

36



Sentiment - Figure Twenty One 

Neutral
58%

Positive
33%

Negative
9%

Demographic - Figure Twenty Two

Female
68%

Male
32%

Positive
80.1%

Neutral 
18.8%

Negative
1.2%

Female Sentiment - Figure
Twenty Three 

Positive
72.8%

Neutral 
26%

Negative
1.1%

Male Sentiment - Figure Figure
Twenty Four

Spike Analysis - Figure Twenty
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Neutral
48%

Positive
42%

Negative
10%

Sentiment - Figure Twenty Five

Neutral
56%

Positive
40%

Negative
4%

Sentiment - Figure Twenty Six

Neutral
64%

Positive
30%

Negative
6%

Sentiment - Figure Twenty Seven

Neutral
63%

Positive
19%

Negative
18%

Sentiment - Figure Twenty Eight
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Competition Volume - Figure Twenty Nine
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The Humane Society
60.4%

ASPCA
25.9%

Hope For Paws
13.2%

Friends of Animals
0.4%

Competition Volume 
Figure - Thirty 
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Competition Spike Analysis - Figure Thirty One

Hope for Paws - Figure Thirty Two 39



The Humane Society - Figure Thirty Three 

Hope for Paws - Figure Thirty Four 40



Sadness
41%

Joy
39%

Disgust
13%

Anger
4%

Fear
3%

Joy
49%

Sadness
28%

Anger
7%

Fear
3%

Disgust
13%

Humane Society Emotion 
Figure Thirty Five

ASPCA Emotion 
Figure Thirty Six

 Figure Thirty Seven 41


