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EXECUTIVE
SUMMARY

Currently, Feeding America is struggling with garnering social
media activity on all of its posts, receiving only a fraction of
what comparable organization get. Additionally, Feeding
America is lacking in diversification of its social media
platforms. Each of these issues mean that social media
algorithms are not promoting Feeding America as much as
they would like, resulting in their message not spreading as
far as it could. As such, a new social media strategy must be
developed to address these issues.

About Feeding America
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In order to gain the information
included within, the data tool,
Brandwatch was utilized. The only
platform from which any data was
gathered was Twitter due to a lack of
posts and social media activity on
other websites.

DATA
OVERVIEW

DATA TYPES

Research was conducted on
data from February 1, 2021 to
January 1, 2022. 596
Mentions were examined.
Aspects of Tweets, such as
hashtags, URLs and themes,
were explored.

Research was conducted on
data from February 1, 2021 to
January 1, 2022.
Approximately 65,780
Mentions were examined
and there were about 38,240
Unique Authors. Various
topics, such as Food Banks,
and themes, such as
"Individuals Asking for Help,"
were explored.

OWNED

TOPIC

ORGANIZATION

COMPETITION

Research was conducted on
data from February 1, 2021 to
January 1, 2022. 5,392
Mentions were examined
and there were 3,537 Unique
Authors. Themes, such as
NFTs and Hunger and Food
Insecurity, were analyzed.

Research was conducted on
data from February 1, 2021 to
January 1, 2022.
Approximately 27, 470
Mentions were examined and
there were about 19,120
Unique Authors. Competitors,
such as World Central Pantry,
Meals on Wheels, and No Kid
Hungry, were compared with
Feeding America.
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Feeding America seems to have a lack
of consistent social media. They are
very inactive on most of their accounts,
and are even lacking accounts on
many platforms. 

Business
Problems
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The posts that Feeding America does
share do not perform extremely well,
and do not receive the engagement a
Twitter account with almost 500k
Followers should be receiving. 

Feeding America is remaining stagnant
on Social Media with little to no
interaction on most of their posts, there
is a lack of positive sentiment. 

Their competitors are not performing
better than them across the board,
however some of their competitors are
leaps ahead of Feeding America due to
partnerships they have as well as what
they are tweeting about.



FEEDING AMERICA
RECOMMENDATIONS

This section includes brief overviews of
the 12 of the main recommendations for
Feeding America.
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At the moment, Feeding
America rarely includes any
hashtags within their tweets.
Despite this posts including
hashtags receive much more
retweets. As such, Feeding
America should continue to post
tweets but incorporate relevant
hashtags (e.g., #donate) within
these tweets as well.
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HASHTAGS
Increase usage of relevant hashtags in
social media posts.
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Currently, Feeding America's
tweets frequently lack URLs,
which typically receive lower
engagement than those with
URLs. As such, Feeding
America should focus on
including more relevant URLs
(e.g., links to their donation
page) in their posts.

URLS
Increase usage of relevant URLs in social
media posts.
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Tweets featuring images
were posted most
frequently, but resulted in
less retweets than posts
featuring videos. As such,
Feeding America should
increase its usage of videos
showcasing the organization
and how they have
changed people's lives.

VIDEO CONTENT
Increase inclusion of video content in
social media posts.
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Posts that include largely relevant
information (e.g., disaster
information) were utilized less often
than Feeding America-specific
information (e.g., volunteer
information), but received many
more retweets. As such, Feeding
America should tailor its content to
appeal to a broader audience while
continuing to spread its message.

THEMES
Increase usage of relevant themes that
appeal to the masses.
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Currently, TikTok is the most
popular social media application,
with noted continuous growth. As
such, this application could lend
itself to Feeding America as a
great way to advertise to a new,
younger audience. Following
trends and interacting with similar
users would increase donations
and brand awareness among this
new, potential audience.

TIKTOK
Create a TikTok account.

On Twitter, Feeding America can tweet
links to other social media platform
donation opportunities. Doing this, it will
increase brand donations and brand
awareness. With other social media
platforms instituting donation options it
would be a good wat to raise funds for
Feeding America. More money equals
mor food for people in need. It is a win-
win. Why not utilize all platforms?

LINKS
Increase usage of links in social
media posts.
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Through social media advertising, Feeding America can designate
a person to become the face of its brand. Other brands that have
successfully been able to use this strategy have had very positive
sentiments and user communication. For example, Jake from State
Farm and Flo from Progressive have been able to stand the test of
time and be a friendly face for both companies. As such, Feeding
America could use an actor or even a celebrity to start creating
brand awareness and increase brand donations for the company.
Some people that come to mind are Michelle Obama, Morgan
Freeman or Blake Lively. 

THE "FACE"
Create a "Face" of the brand in order to
be more recognizable

Female Tweeters were much more likely to
post positively about the topic, “Food Banks,”
while Male Tweeters were shown to be more
likely to negatively address politicians about
the lack of food banks. Female Tweeters
were shown to post much more positively
about food banks, encouraging others to
make donations. This will result in Feeding
America receiving more positive sentiment
and will spread Feeding America's message
and mission more easily. 

FEMALE FOLLOWERS
Increase usage of links in social
media posts.
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OWNED
DATA INSIGHTS

This data is based strictly off of Feeding
America's own Twitter account, and the
insights are based off of what we found in
that data
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ORGANIZATION
DATA INSIGHTS

Data about the organization and themes
that became present in this dataset
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649 Mentions, 236 Unique Authors
Volume: Time Frame:

INSIGHTS
NFT Statistics:

Male
72%

Female
28%

Gender

Neutral
91%

Positive
8%

Sentiment

February 1, 2021 - January 1 2022

Conversations mainly consisted of NFT artists
using donations to Feeding America to

promote their NFT collections to investors.
Males dominated the space with 72% of the

Tweets, while females made up 28%.
Positive conversations mainly consisted of
people excitedly participating and winning

NFT giveaways.
Neutral conversations mainly consisted of
artists and investors informing everyone

about projects and donations.
Negative conversations mainly consisted of
people criticizing NFT investors, not Feeding

America.
Trending Topics were "potato minted,"

"#NewNFTProfilePic," and "cute little potato"
mostly due to @potatopalsnft 's donations to

Feeding America.
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TOPIC
DATA INSIGHTS

This sections details our Topic data, and
the insights we found in our analysis of
that data
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