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I. INTRODUCTION 

 

About NASA 

The National Aeronautics and Space Administration (NASA) was established in 1958 by US 

President Dwight D. Eisenhower. A distinctly civilian program, NASA is responsible for 

conducting research in the sphere of aeronautics, space exploration and scientific discovery, 

as well as the advancement of the United States’ space program and cooperation on 

international projects such as the International Space Station and the Hubble Telescope.  

Recently, NASA has been making headlines due to the successful landing of the 900 kg 

“Curiosity” rover on Mars, a growing cooperation with private space exploration companies, 

the discontinuation of the symbolic shuttle program and major cuts to its state-funded budget.  

Generally regarded as a pioneer of space exploration and a champion of innovation and 

science, NASA enjoys a good reputation in the eyes of people from all corners of the world.  

 

NASA Communication Goals 

As a taxpayer-funded government agency, NASA’s communication objectives are to inform 

the public of its activities, promote its organizational goals, and maintain a healthy reputation 

as an extension of the US government.  

NASA’s rich website contains a dedicated section for the media, where journalists have 

access to transcripts, documents, pictures, links, budget statements, an event calendar and 

press releases, with the more important ones also being conveniently uploaded in a section 

dubbed “Media Alerts”. 

In terms of Social Media goals, NASA appears to be keen on engaging with its audience, 

rather than simply informing it. Although not explicitly stated, this is apparent in the subject, 

content and tone of publications on the various platforms where NASA maintains an active 

presence. This is not surprising since the promotion of organizational goals is much more 

impactful when the target audience interacts directly with communication outputs, and 

because social media simply allows it.  

Other than that, it is safe to assume that, much like any other organization, NASA is 

interested in gaining maximum exposure by constantly increasing its audience in the form of 

new subscribers and followers, as well as providing interesting content that will satisfy the 

expectations of the existing user base.  

 

Target Audience 

Simply put, NASA’s primary target audience is comprised of people interested in science and 

space – students, enthusiasts and amateur star gazers, while secondary audiences include 

other friendly (ESA, Roscosmos) and rival (CNSA) space agencies, the federal government, 

private space enterprises and technology companies. 



The exact parameters of NASA’s target audience are hard to pinpoint due to its non-

commercial nature, but a more in-depth look identifies certain tendencies in the 

characteristics of the most popular groups visiting NASA’s social media sites. Facebook’s 

statistics are the most reliable in this regard – they indicate an international, predominantly 

male, young audience aged 18-24, currently engaged in higher education of technical nature.  

Curiously enough, Facebook indicates Tehran as the city where most visitors come from – 

an attestation to NASA’s incredible “soft power” around the world.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



II. SOCIAL MEDIA ACTIVITY 

 

Platforms 

NASA maintains a very strong social media presence. Platforms where NASA is featured 

include Twitter, Google+, Facebook, YouTube, UStream, Flickr, Foursquare and Slideshare. 

In addition, NASA has developed its own social networking tools that aim to engage with its 

audience on a very personal level: 

 NASA Social is an initiative that allows social media users to gain offline inside 

access to NASA missions, key people and facilities through their interaction with 

NASA on the web: “NASA Social program includes both special in-person events and 

social media credentials for individuals who share the news in a significant way.”1 

Offline NASA Social participants are chosen randomly from a pool of registered social 

media users to participate in conference-type events, while media credentials are 

issued to individuals who are active and original in the social media space, and are 

able to prove that to NASA – if picked, they are given the chance to participate side-

by-side with accredited journalists at NASA events.  

 NASA Chat2 is an opportunity for online users to ask NASA officials questions about 

contemporary topics via instant messages. These sessions are either chat-only or 

video-streamed.  

 NASA on challenge.gov hands prizes to individuals that solve NASA’s challenges 

posted on the website. Challenge.gov is a platform that encourages innovation 

through monetary incentive. For example, NASA poses a challenge to “demonstrate 

an autonomous sample return robot that can retrieve geological samples without 

human control” and whoever wins, receives $ 1.5 mil3. 

 NASA’s Spot the Station4 works as an email alert service that sends the subscriber 

an email whenever the International Space Station is about to pass over the house 

where the user lives.  

 NASA Learning Technologies in the MMOG Second Life conduct research aimed at 

identifying the benefits of online worlds within the virtual world Second Life. The 

Learning Technologies team is also involved in developing another MMOG, called 

Astronaut: Moon, Mars and Beyond, “that will include science, technology, 

engineering and mathematics”.5 

In addition, NASA supports a large number of software applications, ranging from games to 

mobile apps that engage users in activities designed for learning, exploration, collaboration 

and research. Some examples are a mobile app that allows students and teachers to explore 

Martian maps, a game of spot-the-object that asks users to separate nebulae clouds from 

dark space, and a collection of 3D-rendered models, textures and images gathered by NASA 

over the years.  

                                                           
1
 NASA online (2013) http://www.nasa.gov/connect/social/index.html 

2
 NASA online (2013) http://www.nasa.gov/connect/chat/index.html 

3
 Challenge.gov online (2013) http://www.nasa.gov/connect/chat/index.html 

4
 NASA online (2013) http://spotthestation.nasa.gov/ 

5
 NASA online (2013) http://www.nasa.gov/offices/education/programs/national/ltp/research/index.html 



Furthermore, NASA’s website currently houses 62 different blogs, with half as many archived 

blogs, divided into 8 categories: 

 

 

 

 

In general, NASA’s social media presence should be considered very strong since the 

organization is not only making use of all the appropriate most popular sites, but is also 

innovating by introducing home-grown initiatives aimed at maximizing social interaction and 

transcending virtual borders by awarding the most active online users with tangible prizes.  

 

Frequency 

Having developed a functioning pool of social media platforms, NASA also does a good job 

at constantly providing content. On the most popular sites such as Twitter, Facebook, 

YouTube, and to some extend Google+, NASA employees post almost daily. In fact, there is 

rarely a day in which content is not published, while some days see up to few dozen posts, 

generating approval measured in the tens of thousands. The highest frequency of 

publications recorded by this particular survey was on the 1st of February, when NASA 

tweeted 24 times: 

 

 

Here, it is also worth mentioning that a pattern of posting does not appear to exist. The 

amount of posts is random and different every day.  
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III. METHODOLOGY 

 

Overview 

The purpose of this research is to showcase a sample of NASA’s social media activities 

captured within a timeframe of 3 weeks. While the previous sections of this report provided a 

general overview of activities, the empirical part of this paper will attempt to draw a more 

precise picture aimed at evaluating a set of criteria. The interpretation of the findings will rule 

out whether NASA is successful on social media.  

For the purposes of this study, 3 main platforms have been chosen for analysis – Twitter, 

Facebook and YouTube. They represent NASA’s largest user base and most vocal venue, 

and are generally considered as the three most popular social media sites in existence. This 

contributes to the credibility of the final ruling and ensures that the sample does not become 

confusing, as NASA’s presence on social media platforms is quite significant and 

encompassing all platforms would lead to a congestion of data. 

The sample is comprised of 3 weekly reports gathering data on a daily basis from the 3 

websites. 

Data metrics vary from platform to platform due to the particularities of each medium, but the 

logic behind the choice of each metric is to evaluate criteria which are applicable across all 

platforms such as Frequency, Reach and Engagement.  

Once the empirical data has been analysed, non-weekly desk research will also be provided, 

in order to give more substance and context to the findings.  

Finally, conclusions will be drawn and recommendations will be given as to how to improve 

upon the already functioning social media activities. 

 

Research Criteria 

  Facebook Twitter YouTube 

Growth Rate x x x 

Frequency x x x 

Reach  ? ? x 

Engagement x x x 

Content x x x 

Subject     x 

Resonation x x ? 

 

This grid illustrates the various criteria that will be analysed based on the data from the 

weekly reports. Some of the boxes are blank or filled with a question mark due to technical or 

conceptual limitations. An explanation of each factor follows below. 



 Growth Rate 

Growth rate is measured by looking at the amount of new likes, followers, or subscribers of 

NASA’s Facebook Page, Twitter Account and YouTube channel accordingly. This is a 

simple, and yet very telling way of evaluating overall popularity. 

 Frequency (of publications) 

This metric serves a comparative function. It aims to draw parallels between the frequency of 

content publication and other factors such as growth rate, engagement and resonation. For 

example, a comparison could be drawn between the weekly amount of posts and the weekly 

amount of likes on Facebook. 

 Reach 

This is perhaps one of the hardest metric to pinpoint with absolute accuracy. Since a unit of 

Reach is considered a click on a post, which does not guarantee any visible imprint on the 

web, it is impossible to quantify it for platforms such as Twitter and Facebook. Any other 

interaction with the post, such as a Like, Retweet, Share or Comment can be considered 

Reach, but it is almost unconditionally certain that more people would have clicked on a post 

than have interacted with it, which ultimately means that this metric cannot be manually 

measured. YouTube is an exception since it shows how many views a video has collected, 

which is a good indication of Reach. Nevertheless, this is a very important factor, and the 

findings that relate to it should be taken into consideration. 

 Engagement 

This metric is the easiest to quantify. Engagement is, simply put, interaction. It exemplifies 

the impact of the supplied content and is at the core of the social media revolution. Other 

criteria have their foundations in basic engagement (Resonation, Virility, etc.) and a high 

level of this criterion can lead to social statuses such as Opinion Former, Opinion Influencer 

and Industry Leader. All three platforms freely provide this type of data in the forms of: Likes, 

Comments and Shares for Facebook; Retweets, Favorites and Mentions on Twitter, 

Comments, Favorites and Likes on YouTube.  

 Content (type) 

This metric illustrates the variety of the content posted online. It can be anything between a 

link, a picture, a video or an announcement. Relevant comparisons are the amounts of 

interaction carried out with regards to the type of content and its subject. These correlations 

can indicate whether a certain type of content ends up being more popular and engaging 

than another.  

 Subject 

This metric examines the subject of the content. For the purposes of this research, only 

YouTube has been examined. Correlations between the subject and the popularity of a given 

video will be attempted.  

 

 



 Resonation 

This is an advanced version of Engagement and it looks specifically at Shares and Talking 

About on Facebook and Retweets and Mentions on Twitter. It aims to determine the extent to 

which content provided by NASA is shared around the web, which in turn, demonstrated the 

amount of echo it generates with the target audience. In addition, data on “talking about” and 

mentions displays a level of engagement that is very personal, since it is done between 

followers and their peers. This is a powerful factor that, in NASA’s case, is also indicative of 

the credibility of the organization’s content and the enthusiasm that it generates within its 

audience. A Like is easy to give, but a Share means that the individual stamps a piece of 

content to his or her personal social network narrative – the same goes for a Retweet.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



IV. FINDINGS & ANALYSIS 

 

Week 1: 17.01.2013 – 24.01.2013 

Week 1 of the study generated a total of 16,012 new Likes of NASA’s Facebook Page; 

34,864 new followers on Twitter and 4,518 new subscribers on YouTube. Divided into 

percentages, audience gains look like this: 

 

Growth was unevenly distributed across the week with no particular relation to engagement 

or publication frequency on any given day. 

The frequency of publication and the total amount of posts per platform corresponds to 

growth rates, with Twitter enjoying much more attention than Facebook: 28 posts on 

Facebook, 96 tweets on Twitter* and 17 videos uploaded on YouTube. 

 

*Twitter stats include Retweets by @NASA of other users’ tweets. 
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In terms of engagement, Facebook posts in Week 1 received a total of 55,949 Likes, 8,828 

Comments and 8,728 Shares. 49,953 people were talking about Facebook that week. The 

figure below illustrates gains on a daily basis in relation to the amount of posts. Once again, 

it is clear that the amount of posts does not relate to the level of engagement generated by 

the content.  

Here, it is also important to mention that the amount of shares is consistently larger than the 

amount of comments, in January 24th’s case even abnormally higher, more than half the 

amount of the most popular interaction: the Like. All of this leads us to believe that resonation 

is especially strong.  

 

In contrast to Twitter’s much larger audience, engagement on this platform was 

comparatively low; never being able to reach 3,000 retweets per day. This can be explained 

by the overall higher popularity of Facebook over Twitter.  

 

Here, it is also worth mentioning that there does not seem to be a consistency among 

engagement levels across platforms, although the type and subject of posts is identical. 
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YouTube’s reach in week 1 amounted to 82,115 views spread across 17 videos, generating 

368 comments, 129 favorites and 1,644 likes. In comparison, engagement levels on 

YouTube constitute a mere 2.94% of Likes and 4.15% of Comments on Facebook. 

YouTube’s overall audience and reach growth for this week is 2.34% and 1.17% accordingly.  

The type of content varied significantly this week. The predominant types were links on 

Facebook (12) and Twitter (28) and reports on YouTube (6). 

 

Week 2: 25.01.2013 – 01.02.2013 

Week 2’s Page Likes gains were only marginally higher than in Week 1: from 16,012 new 

Likes to 16,284 new Likes, or an increase of only 272 Page Likes compared to the same 

period last week. This constitutes a growth rate of 1.67%.  

Twitter showed an even weaker performance, marking a decline in gains of 6,705 followers, 

compared to Week 1. This amounts to a staggering decrease rate of 23.8%. 

In contrast, YouTube scored significant gains across the board, registering an increase of 

2.82% in subscriber base, 1.02% increase in overall views rate, an increase of 55.2% or over 

100,000 more views of content posted during that week, and much higher rates of 

engagement. 
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Week 2 marked a few benchmarks for Engagement and Resonation, with the latter being 

especially strong: 

 

 

Furthermore, while Content Comments in Week 2 were almost 3,000 less than in Week 1, 

Content Likes more than doubled from around 56 to approximately 125 thousand, accounting 

to a growth rate of 55.13%. Similarly, albeit not as intensively, Tweet favorites increased by 

more than 1,200 (from roughly 3,300 to 4,500) corresponding to a growth rate of 26.82%.  

Here, it is interesting to note that growth rates of views of content published in Week 1 vs. 

Week 2 on YouTube and Likes of content published in Week 1 vs. Week 2 on Facebook are 

virtually identical, sitting at 55.2% and 55.13% accordingly, which hints to a cross-platform 

correlation between Reach and Engagement. 

All of the above was achieved through the publication of 13 videos on YouTube, 34 posts on 

Facebook and 91 tweets on Twitter (30 of which were retweets of other NASA-related 

accounts). Content types differed this week, with Facebook showing a much weaker variety, 

while Twitter introducing new types of tweet types, namely statements and updates. 
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In summary, this week can be seen as the week of inconsistencies: – abnormally large 

increases in Facebook and YouTube Reach; big increases in Engagement on YouTube and 

Twitter, and large, albeit incoherent gains on Facebook – happening in the context of a 

marginally bigger user base that even marks a decrease in growth rates on Twitter. The only 

certainty to come out of this week is the unquestionable upsurge in Resonation over the two 

major social networks – Facebook and Twitter.  

 

Week 3: 02.02.2013 - 09.02.2013 

Week 3 was an overall weaker period of time compared to the strong indexes of Week 2. In 

terms of user base, all three platforms recorded decreases in growth rates compared to the 

previous period. In percentages, they were as follows: -1.48% for Facebook; -2.976% for 

Twitter; -5.3% for YouTube. In terms of raw numbers, Facebook gained 16,045 new Page 

Likes, Twitter gained 27,347 new followers and YouTube registered 5,321 new subscribers.  

Engagement across the three weeks was consistent apart from Facebook, and remained 

high throughout: 
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As illustrated the proportions of YouTube Likes, Comments and Favorites, as well as Twitter 

Mentions, Retweets and Favorites are coherent across the entire study, whereas Facebook 

engagement does not seem to follow a particular pattern, and Content Likes, Comments and 

Shares on that platform do not appear to be in identical proportions.  

As expected, the most numerous interactions per platform come from each of the sites’ most 

popular tools: the Facebook Like, The YouTube Like and the Twitter Retweet. What is of 

note, however, is that Facebook Shares are either identical or considerably more than 

Comments, which once again, leads us to the conclusion that Resonation is particularly high 

and NASA enjoys a sturdy reputation as a source of both trustworthy and newsworthy 

content.  

Another excellent performer is YouTube’s Reach. It remains particularly high throughout the 

study: 

 

Note that these are values relating solely to content published during each particular week. 

The aggregate number of Channel views is much higher – NASA’s videos have been 

watched nearly 1.5 million times in the period of 3 weeks. Here, it is worth noting that the 
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aggregate Reach of weekly content accounts for 27% of the total Channel Reach throughout 

the study period or in other words content posted during the 3 weeks accounted for roughly 

390 thousand views spread across 45 videos out of the total 1,445,184 views that NASA’s 

YouTube channel generated.  

Another interesting metric is Facebook’s “People Talking About This”. It peaked at more than 

90 thousand in Week 2 and remained high in Week 3. This can be considered as a pure 

representation of Resonation and has its roots in the subject of NASA’s content during the 

various sub-periods. This will be discussed later on in this paper.  

Finally, Week 3 should be remembered as the week that saw the most variation in the 

content provided across all three platforms. Apart from the now familiar announcements, 

pictures, videos, statements and links, this week saw the introduction of apps, updates, 

reminders and shares on Facebook and Twitter, and Short Biography Films and Talk Shows 

on YouTube.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



V. NARRATIVE 

 

Reach 

As explained in the Methodology section of this paper, Reach is one of the hardest criteria to 

evaluate using manual research tools. On the other hand, much of the data collected over 

the course of this study relates to Reach, and although exact values can be attributed only to 

YouTube, the amount of Facebook Likes, Comments and Shares, along with Twitter 

Retweets and Favorites can all be considered Reach. In other words, all Engagement comes 

from Reach. Judging from these interactions, NASA’s Reach is very high. Estimates based 

on Engagement values indicate that Reach on Facebook and Twitter is at least 17%, which 

means that it could be as much as ¼ - a proportion worthy of admiration in today’s social 

media clutter. This estimate is also substantiated by precise calculations made during the 

study period of YouTube Reach, which indicated that immediate Reach is around 27%.  

Finally, although Reach is not as dependent on Content as is Engagement, this is still a very 

important metric, as illustrated by YouTube Reach in Weeks 2 and 3 where interesting and 

impactful content generated much more views and interactions.  

 

Engagement 

What this study has shown, is that Engagement is undoubtedly high. Over the course of the 

study, content published by NASA gathered more than 289 thousand Likes, nearly 19 

thousand Comments and 55 thousand Shares on Facebook, more than 34 thousand 

Retweets and 11 thousand Favorites on Twitter, as well as 6 thousand Likes, more than 

1,200 comments and 550 favorites on YouTube. Exact variations are clearly illustrated in the 

data-crunching section of this paper, as well as the weekly reports, but what truly brings 

credence to this statement is the juxtaposition of Engagement numbers over the number of 

posts and current users – as an example, the 289 thousand Facebook Likes were the result 

of the interaction of approximately 1.7 million users with 110 posts. This means that on 

average, 100 posts lead to an engagement level of 17% from the user base.  

Here, it is also important to note that Engagement on Twitter seems to be much more limited. 

Although @NASA on Twitter has more than double the user base of NASA on Facebook, 

engagement levels are much weaker. This could be attributed to the technical limitations of 

the site’s architecture that generally allows for less (publicly observable) interaction than 

Facebook.  

At this point, it is also worth mentioning that certain content types and subjects generate 

much more engagement than others. For instance, in Week 1, an article shared on Twitter by 

@NASA on the subject of new evidence about water on Mars generated 960 Retweets, and 

a tumblr picture showing a graph about climate change received 1,097 Retweets. The latter 

generated 7,129 Likes on Facebook and was the second most Liked post that week, after a 

picture of Saturn’s rings which received 8,360 Likes, 270 Comments and 1,755 Shares. What 

this means, is that although overall Engagement is persistently high, content posted by 

NASA also has potential for high virility depending on the type and subject of the post.  



Content 

Content is king. Any communication professional will agree with that, and NASA certainly 

knows how to create and communicate interesting content. Apart from the most “viral” posts 

on Facebook and Twitter from Week 1, described in the paragraph above, the period from 17 

January to 24 January, did not generate any ground-shaking videos on YouTube. The 

highest-rated clip that week was an update on the Mars Curiosity Rover that received a mere 

20,000 views.  

This pales in comparison to the impressive 80,500 from Week 2 generated by a short 

documentary presented through a NASA original series called ScienceCast about the close 

flyby of the asteroid 2012 – DA14. In terms of Facebook and Twitter popularity, content that 

stood out, included a post commemorating the Challenger tragedy on Twitter that was 

retweeted 2106 times, a beautiful picture of NASA’s TDRS-K spacecraft blasting for orbit in 

the background of a lighthouse (1957 Retweets) and a satellite image of Britain covered in 

snow which garnered 1343 Retweets.  

 

 

In Comparison, the most Liked and Shared picture on Facebook was Twitter’s second most 

popular: the TDRS-K rocket launch, while Twitter’s most retweeted post of the week’s 

equivalent on Facebook received only 801 Likes and 398 Shares (Remembering the 

Challenger). 

Week 3 was relatively calm on Twitter with virility peaking only at 721 retweets (of a satellite 

image of a storm over North America). In comparison, that same image was one of the least 

Most popular content on Facebook Week 2 



popular on Facebook, receiving only 1,293 Likes, 31 Comments and 743 Shares. The 

undisputed winner of Facebook was this mesmerizing picture of the Orion nebula: 

 

 

Week 3’s most popular video on YouTube was once again on the subject of the then-

approaching 30 meters wide 2012 DA14 asteroid. In particular, it was another short 

documentary, explaining the science behind the close flyby of the object, and it gathered 

more than 55 thousand views in the period of 7 days. 

With regards to YouTube videos, NASA seems to maintain a few different shows that revolve 

around genre – reports, short documentaries, short biographies, talk shows, Q&A sessions 

with astronauts aboard the International Space Station, conference recordings, and others. 

Some examples are ScinceCast – a series of short documentaries about science; This Week 

@NASA – a weekly report about NASA activities; ScienceUncut – a talk show that invites 

scientists and researchers; and NASA Open House – a report of the previously described 

NASA Social events. 

On Twitter, some of the more prominent hashtags that persisted throughout the entire study 

were: #ISS, askNASA, #NASASocial and #Climate365. Week 1 was marked by hype about 

NASA’s participation in the inaugural parade with the Twitter-wide hashtag #Inaug2013; 

Week 2 featured promotion about #Education, hype about the launch of the #TDRS rocket 

and a campaign to remember the Challenger tragedy on the 1st of February with the hashtag 

#NASARemembers; Week 3 featured the classic #ISS very prominently, while #Landsat (a 

satellite project by NASA) made a strong appearance towards the end of the study period.   

In summation, what is important to note, is that there does not seem to be a pattern that 

explains the popularity of certain content versus another, or the prominence of one type or 

subject of content on one platform and its relative unpopularity on another. That does not 

Most popular content on Facebook Week 3 



mean that NASA does a bad job at promoting its content. Rather, it is a case of platform 

specifics that simply create the conditions for one type or subject of content to gain popularity 

in a viral matter, or in most cases due to a loyal user base. 

In addition, promoted content such as hashtags, shows on YouTube, images taken from 

satellites and interaction with NASA officials and astronauts do not seem to enjoy explosive 

popularity, but rather serve to appeal to the existing persistent audience of the organization. 

By definition, whenever virility does happen, it is unexpected, and once again, can be traced 

down to an existing strong and loyal user base.  

 

Resonation 

As the empirical evidence suggests, Resonation with regards to NASA-provided content is 

especially strong. As established in the Findings section of this report, there are a few factors 

that confirm this notion. This study has looked at “People Talking About This” and Shares on 

Facebook, as well as Retweets and mentions on Twitter to reach this verdict.  

Over the course of the study, people talking about NASA on Facebook have reached a total 

of nearly 220 thousand, which puts it on par with the total amount of Content Likes. Although 

this metric is not as static or rigid as Page or Content Likes, but rather a more fluid 

benchmark akin to ongoing buzz, it represents a very clear tendency that not only confirms 

the overall popularity of the organization, but more importantly, its overarching social impact. 

This is further reinforced by the aggregate sum of Shares on Facebook (~55,000) and more 

significantly, the fact that the amount of Shares outweighs the amount of Comments in 2 out 

of 3 weeks and is identical in the first. What is more, the ratio of Shares versus Comments in 

the weeks that register a majority (Week 2 and 3), rises exponentially from week to week – 

that is to say, in Week 2, Shares were 3 times more than Comments, and in Week 3, they 

were 6 times more. This is a very clear indication of Resonation, and although it could be 

argued that conversation is left out in favor of emotionless Copy-Pasting, the fact that so 

many people share NASA content on their walls is a very strong hint to the credibility and 

interest that this content instills in its audience. That is an extremely important notion since, 

as mentioned in previous parts of this report, sharing content is at the core of the social 

media premise, and perhaps even outweighs public expression of opinion in terms of focus, 

as that mechanism was introduced years ago with online forums.  

Retweets and Mentions on Twitter are another two factors that this report has studied. Here, 

the picture is similar, although not as intense. Retweets outweigh Favorites about 3 times on 

average, and the weekly amount of mentions stays virtually the same throughout. The total 

amount of Retweets is around 34 thousand, which is much less than the aggregate sum of 

Shares on Facebook. Once again, the notion of disproportion between the amount of users 

on Facebook and Twitter and the amount of social interaction comes into question. The 

explanation here is the same – it is not a matter of less prominence, but rather technical 

limitation and user habits. Although the raw numbers are smaller, Twitter resonation should 

not be considered weaker.  

 

 



Sentiment 

Sentiment throughout the study has been predominantly neutral. This can be explained by 

the rather important role that NASA holds in society. A socially-accountable, publicly-funded 

organization such as NASA is bound to attract criticism no matter how good its 

communication is.  

Below are a few screen captures that illustrate this notion: 

 

 

 

As indicated by Twitter metrics tools Twitrratr, TweetFeel and SocialMention, Sentiment 

towards NASA is mainly neutral, with a clear tendency towards positive. 



Positivity levels range depending on the tools used, with two of the three sites claiming an 

8% positivity and SocialMention giving a 62:0 ratio which translates to about 22% positivity 

as opposed to neutrality.  

Here, it is perhaps important to note that although important, the extent of the sentiment’s 

impact on NASA is not clear since the organization is neither commercial, nor present on the 

Stock Exchange. Feelings towards NASA remain a subjective matter of opinion, rather than a 

factor in sales and share price. 

 

Influence 

The last factor that this study will look at is Influence. An entirely automated process, 

discovering what influence a given organization has in the social media domain, has been 

the fascination of a few technology companies in recent years. Influence relates to the overall 

social impact that an organization or topic has on its audience. It is an important factor in 

determining how successful an entity ultimately is. Much like Resonation, Influence can be 

traced back to Engagement, and although it is a much more advanced metric, the goal 

remains the same – to gain prominence and influence within the target audience. The 

difference, perhaps, is that Influence aims to turn an organization into an Opinion Former or 

Industry Leader – the ultimate source of content on the social networks.  

Two websites will be discussed for the purposes of evaluating this factor: Klout and 

WeFollow. Here is their analysis of NASA’s influence: 

 

 

As clearly illustrated, NASA has already reached the maximum score on both platforms. A 

score of 99 and 100 respectively means that NASA’s influence is undisputable. The 

organization has already achieved a status of Opinion Former and that could probably be 

attested by most ordinary citizens around the globe when asked about space exploration and 



science. It only comes to show that real-life sentiment can be transferred to the online 

domain if enough effort is put into wide-reaching and engaging content provision.  

Finally, it is worth noting that NASA’s influence is not only over its immediate audience, but 

also over the Internet at large, as attested by both this high score, and the various other 

criteria analyzed in this report. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



VI. CONCLUSIONS & RECOMMENDATIONS 

 

Conclusions 

The findings of this report speak for themselves. NASA is a clear “industry leader” in the 

sphere of space exploration and science. It manages to communicate its organizational goals 

extremely well and communicate and engage with its audience on a very advanced level, not 

only through traditional social media venues, but also through home-grown initiatives.  

Growth rates, albeit sometimes inconsistent, are very high throughout the study period; 

frequency of publication is high but not overwhelming; engagement is robust throughout the 

three examined platforms while resonation is particularly strong; content is very rich and 

appealing both in type and subject; sentiment levels are not unexpected in their predominant 

neutrality and the slight lean towards positivity is certainly welcome; influence is especially 

strong as attested by specialized software and the fact that the most popular city on NASA’s 

Facebook Page is Tehran, Iran – a clear evidence of “soft power”. 

Recommendations 

At the conclusion of this report, there is not much that NASA can do to improve what it has 

already achieved, since on most criteria, the organization has actually reached the 

maximum. The only “weak” points in NASA’s performance have been its growth rates, 

relatively weaker Twitter engagement, and perhaps the predominant neutrality and relatively 

smaller amount of comments on Facebook.  

As a result, possible recommendations could be for NASA to: 

 Attempt to encourage dialogue on Facebook either directly on that platform, through 

other home-grown methods, or in an integrated manner, i.e. on social media and 

through own initiatives;  

 Attempt to stimulate wider engagement on Twitter through actively encouraging its 

user base to participate, communicate and act upon @NASA activity on the platform; 

 Maintain the consistent and frequent publication of engaging content on all platforms 

in order to stimulate wider public interest and thus boost growth rates; 

 Include a “feel-good factor” in publications on social networks, initiate direct dialogue 

and maintain social offline programs as much as possible in order to increase overall 

likeability and boost positivity in audience sentiment as a result. 

Finally, and above all else, NASA should simply continue to promote its own organizational 

goals and strive to advance the progress of science and technology because it has been this 

struggle that has brought NASA to global prominence over the decades, and it will certainly 

continue to be the foremost reason for its enviable success. 

 

 

*NOTE: All weekly raw data, as well as additional tables and figures are available in a 

digital attachment to this report. 
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