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Executive Summary

We partnered with Dr. Josie Ahlquist to analyze the online presence of campus executives with the goal of improving
higher education’s understanding of digital leadership trends and providing recommendations for effective
executive digital presence.

This report analyzes six months of tweets from 196 higher education institution presidents and vice presidents to
understand how they use Twitter and what influences their online impact. Our findings can help your institution
create or improve executives’ online presence (specifically Twitter) to support campus strategy.

Q RESEARCH HIGHLIGHTS

No particular institution type, size, or executive role leads to greater online influence for higher ed executives.
However, the most influential presidents differed from the average president—they were younger,
more racially diverse, and more likely to be male. Historically Black College or University (HBCU) presidents
outperformed their peers in social media influence.

All of the executives in our top 10 influencer list manage their own Twitter accounts.
Executives are most active Monday through Friday, although they are online through the evening
(generally until about 9:00 p.m.), and tweet two or three times per day on average.

Presidents with longer tenure tweet more.

Executives from U.S. public institutions tweet about 40 percent more than those from U.S. private
institutions.

Influential executives tweet more often. During the study period, the 10 most influential executives
tweeted 22,868 percent more often than the 10 least influential based on the median tweets per author,
and 658 percent more than the overall group.

The most common topic is students.

Eight content themes surfaced in our data set, based on prior research and emerging themes. Executives
were most likely to tweet community-based, endorsements, and expressive content. Influential
executives were much more likely to tweet about political and social issues.

Executives tweet text and image posts most frequently, tweeting very few videos or links.
Text-only posts are most likely to elicit replies (i.e., start a conversation).
Image posts are most likely to be retweeted (increase visibility).
Low video sharing surprised us, and may highlight an area where executive social media under-performs

compared to institutional social media.

Executives' sentiment is 22 percent positive, 77 percent neutral, and one percent negative. Executives tend
to be more positive than general conversation about higher education institutions. Influential executives are
slightly less positive (i.e., more neutral) than the other execs in this study, indicating that positivity is not
necessarily related to the impact of an executive on Twitter.



SIX STEPS FOR SUCCESS ON TWITTER

Campus Sonar and Dr. Ahlquist identified six steps to starting an intentional executive presence on Twitter, or to
assist an executive with strategy development.

®©® ©®© ® ® ® ©

SET YOUR STRATEGY

Determine your goals for social media. Do you want visibility with your campus and your audience,
within the industry, or nationally? Your strategy will differ based on your goals.

INVEST IN SOCIAL SUPPORT

Think strategically about who should manage your account. In our data, self-managed accounts had
the highest impact and influence. It's still good practice to collaborate with your marketing or university
relations department even if managing your own accounts, as your online presence impacts their work
and your institution’s reputation.

PLAN OUT CONTENT THEMES

Find the right focus for your posts. If your goal is to start a conversation, focus on text-only posts.
Include eye-catching visuals if you want to reach a larger audience.

RECOGNIZE CONSISTENCY MATTERS

Tweet multiple times per day. Executives in our study tweeted two to three times per day on average
and influential executives tweeted much more. The more you tweet, the more you're building your
brand and staying top-of-mind with your audience.

DEVELOP AN INTENTIONAL BRAND

Think about your content. What type do you want to post? Executives focus on community, endorsements,
and expressive content, and political or social issues. But other types of strategic executive content
covered in this study (executive story, day-in-the-life, higher education industry) may resonate more with
your personal brand. Talk about what is meaningful to you.

REMAIN AUTHENTIC

Stay true to yourself. Don't worry about being positive all the time. Executives tend to be more positive
than the higher education sector in general. But being too much of a cheerleader may not seem
genuine. Posting about your family, vacations, and pets adds positivity to your feed without forcing it.
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Introduction

Whether you're on social or not, people form opinions of higher

education institutions and leaders based on what they see online. “Your president is on social
Journalists scour Twitter and cite it as a source, leaving your reputation in even if they’re not on social.”
the hands of the general public. Higher education leaders are 10 percent

more likely to use social media than corporate leaders according to - WALTER KIMBROUGH, PRESIDENT OF

research from “The Social Campus Report: 8 Opportunities for Higher Ed DILLARD UNIVERSITY

in 2018"."” And 63 percent of higher education executives believe a social
media presence is fundamental to an institution’s strategic planning and
fulfillment of its mission?. But research doesn't tell us what that Twitter
presence looks like.

Dillard University's Walter Kimbrough is one of a handful presidents already on social—he’s been tweeting as
@HipHopPrez since 2009—using social media as a platform to celebrate people’s accomplishments, build
relationships, and develop trust with reporters3. Other presidents like Michael Sorrell (@michaelsorrell), president
of Paul Quinn College, use it to increase their institution’s visibility nationally, generate funding, increase enrollment,
and engage current students®.

Through social listening data analysis and collaboration with Dr. Ahlquist, we wanted to dig deeper and explore
the digital presence of campus executives. Campus Sonar analyzed online conversation metrics related to online
behavior, influence, and engagement for campus executives, and answered the following questions.

« How do campus executives use Twitter?

* What makes an executive more impactful online?

Our findings can help your institution leverage executives’ online presence to support strategy and provide
recommendations for effective executive digital presence.

OUR PARTNERSHIP WITH DR. JOSIE AHLQUIST

Digital engagement, influence, and leadership are at the core of Dr. Josie Ahlquist's work. She will soon publish
Digital Leadership in Higher Education to share her campus executive research and strategic application. She's also
spoken with dozens of campus executives for her podcast, Josie & The Podcast, extensive campus and conference
speaking, and individual executive coaching through her The Connected Exec program.

Combining Dr. Ahlquist's knowledge with Campus Sonar's expertise of finding and analyzing online conversation to
provide strategic insights offers an authoritative source higher ed executives can use to shape their digital presence.
Dr. Ahlquist is the perfect partner for this research, and we're thankful for her insight and analysis.

' Hootsuite Media Inc. “The Social Campus Report: 8 Opportunities for Higher Ed in 2018."” Hootsuite. hootsuite.com/webinars/social-campus-report.

2 Donachie, Pat. “Higher Ed Leaders Are 10% More Likely to Use Social Media than Their Corporate Counterparts.” Education Dive. 3 Oct. 2017.
www.educationdive.com/news/higher-ed-leaders-are-10-more-likely-to-use-social-media-than-their-corpor/506325/.

3 "“CASE—College Presidents on Social Media: A 2018 Snapshot.” Council for Advancement and Support of Education. Apr. 2018.
www.case.org/Publications_and_Products/April_2018_BriefCASE/College_Presidents_on_Social_Media_A_2018_Snapshot_.htm.

4 Gasman, Marybeth. “The Changing Face of Historically Black Colleges and Universities.” University of Pennsylvania Graduate School of Education,
Center for Minority Servicing Institutions. www.gse.upenn.edu/pdf/cmsi/Changing Face_HBCUs.pdf.
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http://www.josieahlquist.com/speaker/
http://www.josieahlquist.com/speaker/
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https://www.case.org/trending/college-presidents-social-media-2018-snapshot
https://www.gse.upenn.edu/pdf/cmsi/Changing_Face_HBCUs.pdf

CONTRIBUTORS

This report was a group effort from many talented individuals.

Gail Martineau, Senior Manager for Digital and Executive Strategy at Ohio State, provided valuable insight during the
early stages of the analysis and through her collaboration with Dr. Liz Gross and Dr. Ahlquist at the 2018 American
Marketing Association Higher Education Symposium, where they previewed this research.

Lindsey Hinkel and Rochelle Kulas performed social media data analysis. Dr. Liz Gross was the research strategist
and Amber Sandall was the methodology consultant and research reviewer. Stephen App and Bri Krantz served as
reviewers, and Michelle Mulder edited and coordinated the production of the report. We're also incredibly thankful
to Mikaela Ehly for partnering with us on the report's design.

AUTHOR

Lindsey Hinkel is a marketing professional with a background in market research, communications, and data
analysis. She is a market researcher at heart and has used social listening for research in the higher education
industry since 2015. Her favorite things include live music, dogs, and Netflix. She has a (hopefully endearing) habit
of dropping “Arrested Development” and Mean Girls references into everyday conversations.

FEATURED CONTRIBUTOR

Dr. Ahlquist is a digital engagement and leadership consultant who wrote the book on connecting social media and
leadership in higher education. She believes in challenging how we think about social media for building community,
showing up online with authenticity, and embracing our roles as leaders in digital spaces. A speaker, author, and
coach, Dr. Ahlquist supports organizations, institutions, executives, and college students with digital leadership.

Supporting her content with her own grant-funded and award-winning research, Dr. Ahlquist maintains an active
research agenda and is currently engaged in numerous research projects with colleagues around the globe. She
holds an instructor position with Florida State University and her research has been published in a number of
journals and books including the Contested Issues in Student Affairs, Handbook for Student Affairs, Journal of Leadership
Studies, New Directions for Student Services, and New Directions for Student Leadership.

Dr. Ahlquist's consultation services include 1-1 coaching with senior executives, one- to two-day intensives working
with an entire team/organization, and ongoing short- and long-term consulting support.

As a content creator, Dr. Ahlquist was named to the “Top 50 Must-Read Higher Education Technology Blogs” by Ed
Tech Magazine in 2014, 2015, 2016, and 2017. You can find her blogging and podcasting at www.josieahlquist.com.

THE CONNECTED EXEC FACEBOOK GROUP

Dr. Ahlquist created an online community to support current and aspiring higher education executives who want to
engage, influence, and lead online, on campus, and in life. This group is for you if you:
+ Currently serve or aspire to serve as an executive in higher education.

+ Are interested in establishing or enhancing your online presence in order to genuinely engage with your campus
community and influence positive change in higher education.

+ Desire a community with and for university executives who are willing to support, celebrate, and mentor.

Join Today!


https://urldefense.proofpoint.com/v2/url?u=http-3A__www.josieahlquist.com_coaching_&d=DwMFaQ&c=1Bxv1FLhNT7kWd-TXJNAbxBgVXw_rHZTiwmA6CMJ1Y8&r=QPdWKFJD8csFFTFEo2s7E6_a2aZIcZlMypHTG_QUrNc&m=NmDIFMcTwhLmkxQvDcLe0p9x6CyFyl5Jy7hiaEwXWDs&s=B2SKouZIfx9qIVkX_r-CkEMVOFsTD13E0aO1tVpSHXI&e=
http://www.josieahlquist.com/speaker/consultant/
http://www.josieahlquist.com/speaker/consultant/
http://www.josieahlquist.com/
https://www.facebook.com/groups/connectedexec

OPPORTUNITIES FOR HIGHER ED
LEADERSHIP IN THE DIGITAL AGE

he changing pace of social media can be
I nearly impossible to keep up with for higher

education leaders. The platforms swiftly update
multiple times in one semester, and each freshman
class brings different platforms and uses for social
media. Articles say millennials or Gen Z are no longer
on Facebook, and that Snapchat is dead. Countless
people push you to be more active on social—create
an Instagram page, blog, or Twitter account. This
report seems to be just another reminder, and you
may have reservations.

You wonder—as the chancellor, provost, or vice
president—"do students, parents, faculty, or alumni
even want to connect with me on social media?!”

But you desire to truly connect with and help your
students. Every day you worry about how to keep
your students engaged with your campus through
graduation day and beyond.

Could social media tools fill the gap between your
campus leadership position and your ability to better
serve your community?

| get it; these platforms can be intimidating! Instagram
feeds look far too perfect, and you're confused

about whether you should have a personal Facebook
account or a branded page—and what the heck is

the difference? With limited time, you may not even
run your calendar let alone feel like you have the
bandwidth to post something weekly on social media.

ABOUT CAMPUS SONAR

This reportis a

macro methodology,
documenting how
critical it is to prioritize
your brand, reach,
and engagement on
digital communication
platforms. And you
don't have to figure it
out on your own.

Use this research, as well as the extensive resources
we've added at the end, to create a digital strategy that
works for you and your institution.

Cheering on your digital leadership journey,

%Q&\QR\\\@@\

Dr. Josie Ahlquist

Higher Education Digital Engagement & Leadership
Author, Consultant, and Executive Coach
www.josieahlquist.com
Twitter/Instagram/LinkedIn/Facebook @josieahlquist

Campus Sonar is a specialized social listening agency that empowers colleges and universities to find and analyze
conversations that matter, seize engagement opportunities, and develop data-informed strategies. We identify your
high-priority needs, and our skilled analysts build custom queries and analyze online conversation data to deliver

actionable insights and automated alerts.

We offer solutions from flexible, project-based services that fulfill short-term needs to ongoing subscription services
that provide lasting value. Whether you need a few tools to supplement your own social efforts, or a full-blown
program and analysis, our analysts provide expert strategy and guidance to fit your needs.

Learn more about our services; sign up for our Brain Waves newsletter.


https://www.campussonar.com/services
http://info.campussonar.com/subscribe
http://www.josieahlquist.com

Methodology

Campus Sonar Social Media Data Analysts identified a sample of higher education executives on Twitter using
convenience sampling and analyzed six months of tweets between July 1, 2018 and December 31, 2018. Gathering
a representative sample of all college and university leaders active on Twitter was not achievable for this early-stage
research, but our findings provide a starting point for understanding how executives portray themselves and their
institutions on Twitter.

A method of sampling where the sample taken is a group of people who
are easy to find. The sample is not randomized and may or may not be representational of the larger
group (population).

We identified a convenience sample using lists of campus presidents® and vice presidents® compiled by Dr. Ahlquist
and searching Twitter profiles using Brandwatch® Audiences. We looked for approximately 100 individuals at both
the president and vice president/provost levels who appeared to tweet regularly (e.g., at least once per week).

We included executives from a variety of institution types including four-year public, community college, private
nonprofit, and historically black colleges and universities. Vice presidents represented a variety of functional areas.
Our resulting sample was 196 active Twitter accounts (103 presidents and 93 vice presidents).

CHARACTERISTICS OF THE SAMPLE

GENDER CONTROL OF INSTITUTION "
(o] ()
0000000 a 00000 a T] EI'EI T]
lo Q coooooo|  (0/0]0(000(0(3[0 o
[oormoel  joplofojofp]  LLLIAY(L
MALE FEMALE PUBLIC PRIVATE INTERNATIONAL
(71%) (29%) (45%) (49%) (6%)
DEGREES OFFERED TENURE
2 YEAR 4 YEAR MASTER’S

DOCTORAL INTERNATIONAL <1 YEAR i4 YEARS 5-9 YEARS 10iYEARS
A ; 1 [ A 11 (10%) (56%) (24%) (10%)

° Ahlquist, Josie. “@Josieahlquist/Higher Ed Presidents on Twitter.” Twitter, Twitter. twitter.com/josieahlquist/lists/higher-ed-presidents.
& Ahlquist, Josie. “@Josieahlquist/Tweet the Veep on Twitter.” Twitter, Twitter. twitter.com/josieahlquist/lists/tweet-the-veep.



https://twitter.com/josieahlquist/lists/higher-ed-presidents
https://twitter.com/josieahlquist/lists/tweet-the-veep

Once we identified the sample, we collected our data by:

+ Writing a query in Brandwatch that captured all public tweets from identified authors’ accounts.

+ Determining the role and tenure of authors using LinkedIn and college press releases (roles were determined as
of October 2018).

+ Categorizing the sample by institution enrollment size, Carnegie classification (degree types offered), and
control of institutions (e.g., public, private nonprofit, or international).

Note: The sample is not representative across all categories; rather, the segmentation was performed to better
understand the types of schools represented in the report.

We captured 86,791 mentions from 196 authors during the reporting period. For a full list of authors in the sample,
refer to Appendix B.

IDENTIFYING INFLUENTIAL EXECUTIVES

To add context to our findings, we identified the top 10 most influential executives. Influencer analysis is interwoven
throughout the report to examine how impactful executives' online behavior differs from the behavior of the group
as a whole. We identified influential executives using an impact score.

Impact is a proprietary score developed by Brandwatch, and is determined by the
probability that an author’s posts will be seen, and how much their posts have already been viewed
or retweeted.

Influencers came from all tenures, enroliment sizes, institution types, and control of institutions. There were no
trends in influencer background when examining institution type or length of time in the job. When considering the
demographics of those who ascend to the role of president, our influencers differ from the norm.

Compared to the demographics of all presidents, the influential presidents in our report are:

* Younger. According to The American College President Study 20177, 58 percent of college presidents are over
60 years old. Of the six presidents on our list of top 10 influential executives, 67 percent are under 60.

* More racially diverse. Seventeen percent of college presidents are minorities, but 67 percent of the six
influential presidents on our list are minorities. Presidents of HBCUs occupy three of the 10 spots on our
influential executives list.

+ Likely to be male. Thirty percent of all college presidents are women, but nine out of 10 of our influential
executives are male.

We reached out to each influencer and confirmed that all 10 independently manage their personal Twitter accounts.
It's not uncommon for executives to delegate all or some of the management of their social media accounts to
campus communications staff, but our top influencers don't employ that strategy.

7 The American College President Study 2017, American Council on Education. www.acenet.edu/news-room/Pages/American-College-
President-Study.aspx.



https://www.acenet.edu/news-room/Pages/American-College-President-Study.aspx
https://www.acenet.edu/news-room/Pages/American-College-President-Study.aspx
https://www.acenet.edu/news-room/Pages/American-College-President-Study.aspx

TOP 10 INFLUENTIAL EXECUTIVES

G Walter M. Kimbrough @ Follow v
@HipHopPrez

Starting to think about my top 7 for 2018.
What do you think was the top Dillard
event/accomplishment this year?

23% Chance at commencement

9% GCAC basketbal dominance
28% Record Giving Tuesday

40% Katrina loan forgiveness

President, Dillard University

@HipHopPrez
IMPACT SCORE: 96

B
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President, Simmons College of Kentucky

@KWCosby
IMPACT SCORE: 96

cl SantaJ.Ono.

1 highly recommend UBC's new Dropbikes if
you are in a rush to get from one end of
Vancouver's 1,000 acre campus to the other.
@dropmobili

2019 UBC THUNDERBIRDS

President and Vice Chancellor,
University of British Columbia

@ubcprez
IMPACT SCORE: 96

ﬁ PresidentWelsh

Learning what it means to be a #Warrior!
Love this ceremony!
#ESU..#WhereWarriorsBelong #WarriorWalk!

President, East Stroudsburg University of Pennsylvania

@PresidentWelsh
IMPACT SCORE: 95

° John J. Rainone Follow v

This is why #comm_college is the best first-
option.
"Almost 60% of students who graduated from
public 2-year colleges in 2015-16 did so
WITHOUT taking out student loans” -
ccdaily.com/2018/10/keepin ... @acpsva'l
@OneRCPSchools @bvcpsbluepride
@BCPS_tweets @CHS_Cougars_
»athcountyrocks

President, Dabney S. Lancaster Community College

@dslccprez
IMPACT SCORE: 95

o Chris Del Conte &

Great time at UT Night at the Trail of Lights!

Vice President and Athletics Director, University of Texas

@_delconte
IMPACT SCORE: 95



https://twitter.com/HipHopPrez/status/1074890252794372096
https://twitter.com/KWCosby/status/1025913429637378050
http://www.twitter.com/HipHopPrez
https://twitter.com/KWCosby
https://twitter.com/ubcprez/status/1042414010941890561
https://twitter.com/PresidentWelsh/status/1033175963264278528
https://twitter.com/ubcprez
https://twitter.com/PresidentWelsh
https://twitter.com/dslccprez/status/1064532219220369408
https://twitter.com/_delconte/status/1074490769434664960
https://twitter.com/dslccprez
https://twitter.com/_delconte

) Makola M. Abdullah ( Follow ~

A homecoming reflection. | love VSU.
@VSUTrojans is not a collection of buildings
and open spaces, #VSU is a collection of
people. People (faculty, staff, alums, students)
united in the upliftment of the University for
the students. Not the perfect family, but
family. #vsuhc2k18
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President, Virginia State University

@makolaabdullah
IMPACT SCORE: 90

£ oo

As we get ready to welcome our new
students to #UVM on Friday, | am taking the
@Chronicle challenge and posting a photo

from my freshman year. Packed up and ready
for move-in day at @TuftsUniversity in 1981,
the start of my aca
#freshmanyear201

Provost and Senior Vice President, University of Vermont

@UVMProvost
IMPACT SCORE: 85

@ Bob Driscoll

Rise and shine FRIARTOWN, time to get up
and get after it. Preparation for success starts
early so don't be late @PCAthletics.
Appreciate the journey.#gofriars
il

e |

Vice President and Athletics Director, Providence College

@PCBobDriscoll
IMPACT SCORE: 84

1 Bruce McPheron

What kind of fan goes to @OhioStateHoops
at @TheSchott in a suit and is NOT a coach?
Well, ummm.

oeeHr0®

Executive Vice President and Provost,
The Ohio State University

@medflygenes
IMPACT SCORE: 82
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https://twitter.com/UVMProvost/status/1032338457081925632
https://twitter.com/makolaabdullah
http://www.twitter.com/UVMProvost
https://twitter.com/PCBobDriscoll/status/1018795048400490498
https://twitter.com/medflygenes/status/1058146706456539136
http://www.twitter.com/medflygenes
http://www.twitter.com/PCBobDriscoll

Online Activity of Campus Executives

We examined executives’ Twitter activity to determine how often they post, when they post, and what they post,
and compared influencers to non-influencers. We also looked at post types (text only, links, videos, and images) to
determine which type received the most retweets and replies.

TWITTER ACTIVITY

Executives are most active Monday through Friday, 8:00 a.m. to 9:00 p.m. On average, executives tweet two or three
times per day. Executives tweet the most on Wednesdays and Fridays, and are least active on Sundays. Per Sprout
Social®, Friday is the best day to tweet to maximize engagement and reach.

The number of likes, comments, and/or retweets a tweet receives.

The number of people who potentially see a post. This is calculated by Brandwatch based on
the number of followers the author has, as well as the number of followers each retweeter has (if the
post was retweeted).

During the analysis period, the 10 most
r influential executives tweeted 22,868
percent more often than the 10 least
o influential based on the median tweets per
22,868 ° more often than the 10 least author, and 658 percent more than the
overall group.

The 10 most influential executives tweeted

influential based on the median tweets per author,

0/ . . . .
A 658 ° more than the overall group. Tweeting behavior was very s.|m|.Iar across
segment groups (tenure, institution

enrollment size, institution type, and control
of institution). Two differences stood out in
our analysis.

—0D Presidents with a longer tenure seem to tweet more, on average. This may be because
__ presidents with a longer tenure feel more comfortable tweeting or they're simply able to find a
d bit more time in the day to engage on Twitter.

(@] In the U.S., executives from public institutions tweet more than those from private
ﬁ institutions. During the analysis period, the median number of tweets for public institution
executives (340) was about 40 percent higher than the medium number of tweets for executives
at private institutions (245).

For a breakdown of tweeting behavior for each segment, see Appendix A.

8 York, Alex. “Best Times to Post on Social Media: 2018 Industry Research.” Sprout Social, Sprout Social. 11 June 2018. sproutsocial.com/insights/
best-times-to-post-on-social-media/#twitter.

10
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NUMBER OF AUTHORS
196

ALL EXECUTIVES

103 | 93

PRESIDENTS VICE PRESIDENTS

10

10 MOST INFLUENTIAL

NUMBER OF TWEETS (WHOLE GROUP)
86,250

ALL EXECUTIVES

47,311

PRESIDENTS

38,878
VICE PRESIDENTS

MEDIAN NUMBER OF TWEETS PER AUTHOR
288

ALL EXECUTIVES

272

PRESIDENTS

306
VICE PRESIDENTS
MINIMUM NUMBER OF TWEETS PER AUTHOR

2 | 2 | 2

ALL EXECUTIVES PRESIDENTS VICE PRESIDENTS

MAXIMUM NUMBER OF TWEETS PER AUTHOR
4,378

ALL EXECUTIVES

4,378

PRESIDENTS

1,832
VICE PRESIDENTS

MEDIAN NUMBER OF TWEETS PER DAY (INDIVIDUAL)
1.5 | 14 | 1.6

ALL EXECUTIVES PRESIDENTS VICE PRESIDENTS

MINIMUM NUMBER OF TWEETS PER DAY (INDIVIDUAL)
0.01 | |

ALL EXECUTIVES

0.01

PRESIDENTS

0.01
VICE PRESIDENTS

MAXIMUM NUMBER OF TWEETS PER DAY (INDIVIDUAL)
23 | 23 | 10

ALL EXECUTIVES PRESIDENTS VICE PRESIDENTS

DAY OF WEEK WITH MOST TWEETS
FRIDAY  WEDNESDAY

ALL EXECUTIVES PRESIDENTS

FRIDAY
VICE PRESIDENTS
DAY OF WEEK WITH FEWEST TWEETS

SUNDAY SUNDAY

ALL EXECUTIVES PRESIDENTS

SUNDAY
VICE PRESIDENTS

21,826

2,182.6

10 MOST INFLUENTIAL

1,559

10 MOST INFLUENTIAL

4,378

11.86

10 MOST INFLUENTIAL

8.47

32.75

10 MOST INFLUENTIAL

FRIDAY

10 MOST INFLUENTIAL

10

¢ 10 LEAST INFLUENTIAL

133

© 10 LEAST INFLUENTIAL

9.5

¢ 10 LEAST INFLUENTIAL

2

¢ 10 LEAST INFLUENTIAL

41

¢ 10 LEAST INFLUENTIAL

0.05

© 10 LEAST INFLUENTIAL

0.01

¢ 10 LEAST INFLUENTIAL

0.22

¢ 10 LEAST INFLUENTIAL

FRIDAY

10 LEAST INFLUENTIAL

SUNDAY

¢ 10 LEAST INFLUENTIAL



ANALYZING CONTENT THEMES AND TYPES

We investigated top topics and themes in executives' Twitter content, and reviewed the types of content posted
(e.g., links, images, videos, or text-only) by volume. Additionally, we measured engagement with executives' content
to determine which themes and types of content generate the most engagement.

TOP TOPICS IN EXECUTIVE SOCIAL MEDIA CONTENT

We generated a word cloud to illustrate which words and phrases are the most common in our data set of
executives' posts. A few key words stand out.
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No surprise here—campus executives talk about students a lot. Nine percent of posts include the word “students.”
Seven percent of posts said something was “great.” While this word cloud tells us the kinds of words executives use,
we don't really see how the words are used. So we went one step further.

THEMES IN EXECUTIVE SOCIAL MEDIA CONTENT

« Community: Recognition of staff, students, and faculty,

. . . including athletics, honors, and residence halls.
Using Dr. Ahlquist’s six content types &

(outlined in Trends & Tactics for Higher « Educational: Posts that inform students on resources

Ed Executives on Social Media®) and with
additional types from Digital Leadership in
Higher Education, we reviewed a 25 percent
sample of our data set (20,985 tweets) and
manually categorized mentions by theme
to understand the frequency of posts
related to each content theme. Note that a
single post could be categorized with more
than one theme, as the themes are not
mutually exclusive.

available to them.

Expressive: Encouragement, inspiration, and motivation
during times when your students and community may
need it the most.

Your Story: Background on why you went into higher
education and what you're passionate about.

Endorsements: Posts promoting the institution, local
community, or an initiative on campus.

Day in the Life: A peek behind the scenes to see what it's
really like to be an executive. This is “what it's really like to
be you"—as an executive, but also as a human being.

9 "6 Types of Meaningful Content,” Trends & Tactics for Higher Ed Executives on Social Media and the People Who Support Them. November 2018.
docs.google.com/presentation/d/1QGgdaYfupB6nkOMHNNCgChtTttlQ_TU5XxzaOYs9ofA/present?ueb=true&slide=id.g45a2ce7690_0_2.
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We also noticed a pattern emerge for two themes that didn't fit into Dr. Ahlquist's original six content types.

+ Political and Social Issues: Posts that participate in larger discussions beyond what affects the campus
community, including commentary on racism, sexism, global politics, etc.

+ Higher Education Industry: Posts connecting the author to other higher ed execs. While the majority of posts

connect with students, faculty, and alumni, we noticed a trend of executives connecting with each other and

commenting on issues and strategies that impact the broader higher education industry.

8 Likes

o

Desiree Rachel @drb1974

1:27 PM - 31 Dec 2018

29=HOD

2019! BS #Physics, minor in #Math... while raising 3 kids, taking
care of my #disabled husband who has had 20 #brainsurgeries,

(O FIGURE 1
* Vistasp Karbhari Example of a Community tweet.
'% @:/\staspKarbhari I e

Congratulations @drb1974 you’ve achieved a
great deal and I’'m very proud of you | look
forward to shaking you hand on stage soon
to personally congratulate you on graduating
from @utarlington

creating a #hydrocephalusawareness ribbon, and running

Grayson President
@GC_President

hydrocephalus support pages #followyourdreams ... @

Completing the Federal Financial Aid
Application (FAFSA) for the 2019-20

Os processing cycle? There’s an app for that!

o)

N\

ED launches its student aid app - Community College Daily

Eh The U.S. Education Department (ED) this week launched its first

mobile app to apply for federal student aid. The myStudentAid

app is available for iOS and Android devices and allows studen...

ccdaily.com

5:31 PM - 3 Oct 2018

2 Retweets 2 Likes Q Q

n 2 Q 2

Follow v

~N

FIGURE 2
Example of an Educational tweet.

@ -
If you want to change your future, set the
right goals today. Do the hard work. Take
time to plan. And hold yourself to following
through & staying the course. Change
doesn’t happen by accident. It’s a daily
decision to keep moving forward until your
mission is accomplished.

4:09 AM - 31 Dec 2018

51 Retweets 490 Likes 0 e i . . ‘?, Q (¥ ] Q

QO 3 n 51 Q 490

Example of an Expressive tweet.
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https://twitter.com/VistaspKarbhari/status/1079851561256476672
https://twitter.com/GC_President/status/1047645301169971200
https://twitter.com/kentingle/status/1079711059840303104

@

\_

Jennielle Strother
@EMjennielle

Crom ) ~

| spent last week working w my team
discussing ways to be a better resource
for our Spanish-speaking prospective
families. This is just a glimpse into the
good work of #HSIs. The intentionality
of @concordiatx's hospitality is why |
love what | do. #EMchat
@BarnardBrennan

5:55 AM - 18 Nov 2018

7ies @ OPDPAD

O 1 0

Q7

FIGURE 5
Example of an Endorsement tweet.

v\ Adam Castro
@AdamCastroEdu

Cheering on the @sixers and @JoelEmbiid

this Christmas Day. We’ll see if he inherited
his fathers range soon enough. He’s got the
smile down already.

FIGURE 4
Example of a Your Story tweet.

John J. Rainone
Follow v
@dslccprez

Check out @DSLCC #FastForward programs
at dslcc.edu

FastForward VA @FastForwardVA
2019 is your year! Consider enrolling in a #FastForward training and get on the path
towards a new career. fastforwardva.org

5:33 AM - 27 Dec 2018 from Virginia, USA

© T Q

~N

Follow v

Example of a Day-in-the-Life tweet.

4:04 PM - 25 Dec 2018

3 Likes a O e

© 0
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https://twitter.com/EMjennielle/status/1064155048660357121
https://twitter.com/dslccprez/status/1078282626002227201
https://twitter.com/AdamCastroEdu/status/1077716791948992519

| think the great mistake we often make n
judging historical figures is what historians
call “presentism.” Presentism is judging the
actions of past figures by today’s standards.
Within the context of his day, Adams may
have been 1 of the most progressive POTUS
blacks ever had.

WakandaForever @motown1906
Replying to @KWCosby

| respect the opinion Rev. As mentioned in another tweet, Adams was a poor
President. He was on the right side morally but he had no risks involved. He was an
aristocrat, elected by corruption and his anti slavery views weren’t close to what
doomed him in 1828.

12:18 PM - 22 Dec 2018

3likes &

(SN n QO s

\

FIGURES ()
Example of a Higher Ed Industry tweet.

FIGURE 7
Example of a Political/Social Issue tweet.

Jeffrey Putman
@DrJeffreyP

Interesting to look at the issues of how
#accreditation and quality intersect between
#HigherEd and #HealthCare - very different
methods serving similar purposes.
#MSCHE18

2:59 PM - 28 Nov 2018 from Washington, DC

1 Like e

(SN n (VA

Follow v

~N

We further explored how influential executives use these themes compared to non-influencers.

THEMES: INFLUENCERS VS. NON-INFLUENCERS

B 298%
HIGHER ED INDUSTRY - 6.89%
POLITICAL/SOCIAL ISSUES - 4.49%
. 1.32%
DAY-IN-THE-LIFE
. 2%
ENDORSEMENT
§0%
YOUR STORY
|0.44%
EXPRESSIVE
I 12
El1.28%
EDUCATIONAL
§ 0.78%

COMMUNITY

14.41%

13.67%
14.29%

B Influencers
(n=5,399)

B Non-Influencers
(n=15,586)

50.36%
60.73%

Although the top 10 influencers follow a similar thematic pattern to the non-influencer executive
overall, there are some variations. Influencers post about social and political issues much more frequently

than non-influencers.

EXAMINING TWITTER INFLUENCE OF CAMPUS EXECUTIVES = 2019
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https://twitter.com/KWCosby/status/1076572744345702401
https://twitter.com/DrJeffreyP/status/1067916019639959559

MOST EFFECTIVE POST TYPES

We categorized the entire data set by post type: link, image, video, or text-only. To determine which type is most

effective at reaching the intended audience, we looked at the 100 tweets with the most retweets, and the 100
tweets with the most replies.

Executives tweet text-only posts (41,000 mentions) and images (35,887 mentions) most frequently.

POST

47%

TYPE: ALL MENTIONS

%

& LINK

10%

& IMAGE

4 2°/o

(

Kirk H Schulz
@ @WSU_Cougar_Pres e
Good luck to our PAC 12 brethren playing in
bowl games - we need some W’s!

5:05 AM - 31 Dec 2018

3Retveets B8lies PP L ODBDSCOD

Q 2 n 3 Q 68

O
FIGURE 9
Example of a text-only post.

Dale Whittaker @ m v

w‘ﬁ @DaleWhittaker .

Great way to start the morning! Enjoyed
some coffee and conversations with Knights
in the @ucfSU this morning. #ChargeOn

10:34 AM - 2 Jul 2018

srevests 167Lkes 8 B N @OP 08 S - O

Q 3 n s Q 167

FIGURE 10 O
Example of a post with image.
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https://twitter.com/WSU_Cougar_Pres/status/1079725332985458689
https://twitter.com/DaleWhittaker/status/1013838285859368960

When we take a deep-dive into the posts with the most online interaction, we see that images get the most retweets
and text-only posts get the most replies. The 100 most retweeted posts received between 131-4,047 retweets, and
the 100 posts with the most replies received between 17-750 replies.

POST TYPE: TOP 100 RETWEETS POST TYPE: TOP 100 REPLIES

& LINK

0% 5% 1% & LINK
1%

B2 IMAGE

3 1%

B IMAGE

57% 38% 67"

Dr. M. David Rudd 5 Example of an image post in the top 100 retweets.
@UofMemphisPres

How do you make a fabulous BB poster even
better?
R Kh
Put it on a bus. Q @uttoes or 7
So you can share it with a City #GoTigersGo
o g o m— A

~

Good Morning from Ruby!

mmmmmm

8:41 AM - 30 Oct 2018

185 Retweets 825Likes () e 9 e @@@ e @

Q 9 1 185 Q© 825

5:38 AM - 5 Sep 2018

262 Retweets 1,866 Likes @ ‘} ‘ 4.' @ . @ ﬁ\ “

Q 31 10 262 QO 19k

FIGURE 12 ()
Example of an image post in the top 100 retweets.
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https://twitter.com/UofMemphisPres/status/1057296405843361792
https://twitter.com/UHpres/status/1037318985237319683

Kirk H Schulz
@WSU_Cougar_Pres

& v

We are getting ready for @ WSUCougFB to

play in our 4th consecutive Bowl Game for

the first time in history & an opportunity for

an 11 Win season - let’s stay positive Cougs!
y ”#GoCougs

4:57 PM - 27 Nov 2018

29 Retweets 699 Likes

LeA3 OO

O 38 m 29 Q) 699

O

Example of a text-only post in the top 100 replies.

FIGURE 13
Example of a text-only post in the top 100 replies.

‘a Dale Whittaker &

Rils @DaleWhittaker

\/

It's great to have @ucf_football back today!
@marywhittak and | will be cheering on our
Knights against UCONN tonight! Where are
you watching?

5:58 AM - 30 Aug 2018

12 Retweets 353Lkes P QG DDHP G

Q 22 n 12 Q) 353

What this Means for Your Strategy

Skimmable content is more likely to earn high levels of engagement. If followers have to watch a video or click
through a link, the post is less likely to break into the top 100 for most replies or retweets.

O -
We moved the visitors section from the lower
bowl to give our students a contiguous
student section thus creating a fantastic
atmosphere for in DKR.. if a visiting team
elects to bring their band must sit in the
seats allotted for visitors.

SWCfootballNow @SWCfootballNow
Wow @TexasFootball, that is kind of unsporstman like... What up with that,
@_delconte? twitter.com/DWStraka49/sta...

6:58 PM - 22 Sep 2018

141 Retweets 1,425 Likes e Q . @ @ ’ Q‘: Q (= ]

O 106

\_

m 14 Q 14K

(O FIGURE 15

Example of a text-only post that is in the top
100 for both retweets and replies.
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https://twitter.com/WSU_Cougar_Pres/status/1067583175109443584
https://twitter.com/DaleWhittaker/status/1035149820284088320
https://twitter.com/_delconte/status/1043680931477946368

THE “SO WHAT"

If you want a lot of amplification, an eye-catching visual may help you get more retweets. And it certainly doesn't
hurt if you include pictures of your pets'. If you want to start a conversation, say something meaningful in 280
characters or less without any of the flashy add-ons.

WHAT ABOUT VIDEO?

According to a survey of 1,000 adults conducted by Usurv'', people are more likely to share, comment, and

like online videos. However, our data shows that video is no more effective than any other type of content in
generating retweets and replies—18 percent of all posts in this report were retweeted at least once, 15 percent of
all video posts were retweeted at least once, and two percent of posts in this report received two or more replies
compared to one percent of posted videos.

If anything, videos posted by executives on Twitter received slightly /ess engagement.

When looking at the top 100 retweets and replies—not a single video made it into one of the top 100 most
retweeted slots, and only one video generated enough replies to get into the top 100. If video is truly more effective
than other types of content, we would expect to see more videos in those top spots, even though there were fewer
videos shared than any other type of content.

This may indicate that video, often touted as an engaging content type, performs differently on a platform like
Twitter that is intended for shorter, scrolling interactions. Additional analysis of content performance on Facebook
or Instagram may have different results. It's also possible that the videos executives share are less interesting to
their audience than other videos on social media. Note: we do not have access to other indicators of engagement
with videos, such as the number of unique views on a post or the watch time of a video. However, we can
definitively say that tweets with videos from the executives in this sample did not generate retweets and replies like
images and text posts did.

We found that the top 10 influencers garnered more engagement via text posts while the non-influencer executives
received the most engagement when posting images.

MOST ENGAGEMENTS: MOST ENGAGEMENTS:

INFLUENCERS NON-INFLUENCERS

70 .- 70 .-

60 ;- 60 ;-

50:- 50

40 40

30:- 30:-

20 - 20 -

10 - 10 -

| %% —— 2 e P
= & 2] 2]
TEXT LINK VIDEO IMAGE TEXT LINK VIDEO IMAGE

. Retweets Replies

© Ahlquist, Dr. Josie. “Secret Sauce of Social Media for Executives.” Digital Leadership in Higher Education. 5 April 2018. www.josieahlquist.
com/2018/04/05/secretsauce/.

" Steers, Natalie. “Online Videos More Engaging than Text, Study Finds.” MyCustomer. 28 April 2013. www.mycustomer.com/marketing/
technology/online-videos-more-engaging-than-text-study-finds.

EXAMINING TWITTER INFLUENCE OF CAMPUS EXECUTIVES » 2019 19


https://www.mycustomer.com/marketing/technology/online-videos-more-engaging-than-text-study-finds
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SENTIMENT OF EXECUTIVE SOCIAL MEDIA CONTENT

Sentiment is the percentage of the conversation that is positive, negative, or neutral. It's automatically coded by
social listening tools (in this case, Brandwatch) using words included in the text of a tweet.

(O FIGURE 16

Anders Greenspan @aegreens - 23 Aug 2018 v o .
& @TerisaRiley A box in the MSUB (and perhaps other buildings) with a sign to Example OprS/tlve sentiment.

encourage donations might help you get more items for Javelina CARE. This
has worked in the past for other drives.

(SN T Q1
Dr. Terisa Riley 9
"J @TerisaRiley
Replying to @aegreenst \

Love it! Great Suggestion! Jon Boeckenstedt
Q @JonBoeckenstedt M

7:25 PM - 23 Aug 2018

e @ Going to a social event does not require one
to be social
© T (VA
K Jim Olick @JimOlick

Think | saw @JonBoeckenstedt at a social event..... must have been a mirage

8:24 PM - 29 Sep 2018

1Retweet 27Likes EEHB O B . ODD

O 1 m 1 Q 27

FIGURE 17 (O
Example of neutral sentiment.

(O FIGURE 18

. Example of negative sentiment.
Richard Hugh

e -

This is ridiculous. If you need more evidence

of the racial flaws of our justice system then

you are making the conscious decision to

ignore realities such as this.

The Hill @ @thehill
Tennessee Supreme Court rules Cyntoia Brown must serve 51
years in prison before she’s eligible for release hill.cm/Z2xc4Zq

8:17 PM - 8 Dec 2018

3 Retweets 7 Likes 'e‘a @ z 9'

Q s Q7

\_

Executives’' sentiment is 22 percent positive, 77 percent neutral, and one percent negative. In 2019 Online
Conversation Benchmarks for Higher Education'?, the Campus Sonar team found that sentiment for the overall
higher education industry is 14 percent positive, 84 percent neutral, and two percent negative. Executives tend to
be more positive than the general conversation about higher education institutions.

2 Sandall, Amber. “Online Conversation Benchmarks for Higher Ed.” 2079 Online Conversation Benchmarks for Higher Education: A Campus Sonar
Social Listening Study, Campus Sonar. 14 Feb. 2019. info.campussonar.com/benchmarks.
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http://info.campussonar.com/benchmarks?hsCtaTracking=cf7b2180-4c4a-4596-85b5-a295d7d2debf%7C011b59b5-5773-4721-b9e0-352c423bb343
http://info.campussonar.com/benchmarks?hsCtaTracking=cf7b2180-4c4a-4596-85b5-a295d7d2debf%7C011b59b5-5773-4721-b9e0-352c423bb343
http://info.campussonar.com/benchmarks
https://twitter.com/TerisaRiley/status/1032816130941960192
https://twitter.com/rhughes357/status/1071619839972794368
https://twitter.com/JonBoeckenstedt/status/1046239212440158209

SENTIMENT: ALL EXECUTIVES

Digging deeper, we found that the mentions from influencers

have a less positive (more neutral) sentiment composition.
We even looked at the influencers for each month compared

to the sentiment of the rest of the group, but our finding held

true, as the list of top 10 most influential authors changed

NEGATIVE
1% each month. This finding indicates that positivity of mentions
22% o is not necessarily related to the impact of a tweet. In other
77 ° words, a positive post from an influencer wouldn't

necessarily achieve a higher impact for the institution.

SENTIMENT: INFLUENCERS VS. NON-INFLUENCERS

1%
INFLUENCERS
; .
NON-INFLUENCERS
e 406080100
NEUTRAL POSITIVE (®) NEGATIVE

Conclusion

Our exploration into the digital presence of campus executives found that the most influential tweet frequently,
tweet mostly text posts, and tweet about students as well as community, political, and social issues that matter to
them. Authenticity—that is, posting things that are truly interesting and personal about themselves—is a universal
characteristic that makes an executive most influential online.

TAKE ACTION

Use the research in this report and the examples from executives included in our sample to develop a digital
strategy that works for you or your campus executive.

Develop goals for your digital presence.

Determine if you'll manage your own account or collaborate with your communications team.
Focus your posts using images, videos, and links as needed to support your content.

Tweet often to build your personal brand and stay at the forefront of your audience’s mind.
Consider the type of content you want to post, based on our eight content types.

S L T o

Be authentic—positive, negative, or neutral, your audience wants to see the real you.
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Appendix A: Data Segmented by Author
and/or Institutional Characteristics

As detailed on page 11, median tweets per day was very similar across segment groups (tenure, enrollment size,
etc.). We chose this metric to account for the fact that the sample isn't representative across segments, and to
mitigate the impact of more active individuals skewing the volume. The tables that follow detail tweeting behavior
by segment, and are provided for reference.

TENURE

METRIC

ALL EXECUTIVES

<1 YEAR

1-4 YEARS

# of Authors in the Sample 196 20
#of Tweets (Whole Group) """""" 86,144 8,644
Ml‘\'l‘iedlan # of Tweets per Author """"""" 288 374
N'I‘\'I‘hnlmum # of Tweets per Author """""" 2 2
N'I‘\'I‘IaX|mum # of Tweets per Author """""" 4,371 9.95
N'I‘\'I‘Tedlan Tweetsﬁper Day (Indryrdual) """""" 1.5 2.03
N'I‘\'I‘hnlmum Tweets per Day (|ﬁ'&.v.dué'i')"" 0.01 0.01
ml‘\'l‘laX|mum Tweets per Day (Indlwduanl)u 23.75 9.95

Day of Week with Most Tweets Friday Friday
Day of Week W|th Least Tweets """""" Sunday Sunday

# of Authors in the Sample 103 5
#of Tweets (Whole Group) """""""" 47,311 1,191
ml‘\ried|an # of Tweets per Author """"""" 272 53
ml‘\'l‘i‘mlmum # of Tweets per Author """""" 2 2
WI‘\'ITaX|mum # of Tweets per Author """""" 4,371 629
N'I‘\'I‘Iedlan Tweets per Day (InlelduaI) """""" 1.4 0.28
N'I‘\'I‘hnlmum Tweets per Day (Indlwduai)w 0.01 0.01
WI‘\'ITaX|mum Twee‘ts per Day (Ihleldual)n 23.75 3.41
.‘Day of Week W|th Most Tweets Wednesday Wednesday Friday
Day of Week with Least Tweets Sunday Sunday Sunday

# of Authors in the Sample 93 15 51

# of Tweets (Whole Group) """""""" 38,878 7,453 ' '1' 8469 """""""
Medlan # of Tweets per Author """""" 306 409 ' 245 """""""""
M|n|mum # of Tweets per Author """""" 2 41 ' 2 """"""""""
MaX|mum # of Tweets per Author """""" 1,832 1,832 ' 1560 """""""
Medlan Tweets per Day (InlelduaI) """""" 1.66 2.22 133 """"""""
M|n|mum Tweets per Day (Inlelduaﬂl)w 0.01 0.22 0.01

5-9 YEARS

ALL EXECUTIVES

PRESIDENTS

VICE PRESIDENTS

Tuesday Wednesday
Sunday Sunday
18 9
. 7738 ................. 5173 .........................
P 3 83 .............................
. 14 ..................... 9 7 ................................
. 693 vvvvvvvvvvvvvvvvv 1614 .........................
e 96 ................... 2 08 ............................
P 8 77 ............................

>10 YEARS




5-9 YEARS

. Friday

METRIC ALL EXECUTIVES : <1 YEAR : 1—4 YEARS
N'I‘\'I‘i‘ammum Tweets per Day (IH&lVlduuamlu)m 9.95 9.95 8 47

Day of Week W|th Most Tweets Friday Friday Friday

Day of Week W|th Least Tweets . Sunday : Sunday Sunday

: Sunday

?920 e

- >10 YEARS

INSTITUTION TYPE

METRIC

# of Authors in the Sample

 ASSOCIATES/
TWO-YEAR

19

8,369

346

40

# of Authors i in the Sample

Day of Week W|th Least Tweets

PRESIDENTS

# of Authors in the Sample

Day of Week with Least Tweets

VICE PRESIDENTS

5

1 895

1 88 B
0 21

1029 B
|:r|day
Sunday

14

1 85
0 21

1029
Fnday

Sunday -

BACCALAUREATE/ MASTER’S
FOUR-YEAR - UNIVERSITIES

# of Tweets (Whole Group)

1,842
e
e
o
1.88
1.02

45 50 71 1

18758 20,738 31,683 5877
S i o e
s s " e
— s s SE—
e e o L
F e — o e e
2375 12.78 9.89 1026
'fdéédéy “““““ Thursday Friday VVedhesday VVVVVV
‘sdhaéy AAAAAAA Suhdéy Sunday Sundéy AAAAAAAA
28 26 27 8

13931 10,183 11,209 5161
1845 230 287 4375
e o - o
FrrT e ™ B
e — o e S—
s e . e
2375 1278 7.79 1026
‘Wednesday ~ Tuesday/ Tuesday Wednesday

¢ Friday

VSQhaéy ....... Suhdey Sunday Sundéy VVVVVVVV
17 24 44 3

4,827 10,555 20,474 716
Ft e o T
S e " pre—
e o o T —
b — o - e
oo —— e o L ——

 DOCTORAL
 UNIVERSITIES

ALL EXECUTIVES

 INTERNATIONAL
 UNIVERSITIES
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METRIC

Maximum Tweets per Day (Individual) : 3.

ASSOCIATES/
TWO-YEAR

4.47

BACCALAUREATE/
FOUR-YEAR

MASTER’S
UNIVERSITIES

DOCTORAL
- UNIVERSITIES

INTERNATIONAL
. UNIVERSITIES

9.89

1.66

Day of Week with Most Tweets ;I;Qésday/ Friday Thuféday Friday Wedn”evsvday VVVVVV
..................................................................................................... FIIRY
Day of Week with Least Tweets . Sunday Sunday . Sunday Sunday Saturday
CONTROL OF INSTITUTION
METRIC PUBLIC PRIVATE NONPROFIT INTERNATIONAL

# of Authors in the Sample

Median # of Tweets per Author

88

Minimum # of Tweets per Author

340
30

Maximum # of Tweets per Author

0.16

Day of Week with Least Tweets

# of Authors in the Sample

Day of Week with Least Tweets

# of Authors in the Sample

Maximum # of Tweets per Author

Median Tweets per Day (Individual)

Minimum Tweets per Day (Individual)

44,162

1.84
Friday

ALL EXECUTIVES

11

Sunday Sunday
51 44 8
.WMHMWHHWMHHWHHmmuﬂwﬁdéﬁgg ....................... 16
bﬂiféﬁ ........................ s
Lo i
HA43%1 ........................ s
Hvbéé ......................... S
ubdbﬁ .......................... o
ijifs ........................ e
HFVVéahéédéy ................ wednesday
sQHaéy ”vEQﬁdéy ...................... Sunday
37 53 3
{éAé{H.WWH.WWH.WWH.W,“d;éds ........................ e
é4dmmuumw.mmmuﬂmw.mvﬁégé .......................... e
Y u.é ............................. 1o
miéidw.mmmuﬂmw.mmuunN”Léds ........................ o
,{éAWW.WWMHHmw.WWHH.uuiéé ......................... e
6ﬁémmummuﬂmwummuuvubbi .......................... e

306
1,888
| 0.42

‘ Wednesday

5,877

79

1.66

10.26
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METRIC PUBLIC PRIVATE NONPROFIT INTERNATIONAL

Maximum Tweets per Day (Individual) : 8 73 1 66
Day of Week with Most Tweets : Thursday - Wednesday

Day of Week with Least Tweets

Sunday Saturday

INSTITUTION SIZE

LARGE : MEDIUM SMALL

METRIC TWO YEAR FOUR YEAR FOUR YEAR FOUR YEAR INTERNATIONAL
# of Authors in the Sample 17 68 47 53 11

# of Tweets (Whole Group) 785 30073 20,081 21,535 5,877
edian & of Toreste ver Ao R P St o e
i ver A T g 5 , T
‘Maximum # of Tweets per Author 1,805 180 2,353 4,371 1,888
‘Median Tweets per Day (Individual) 196 178 1.38 1.09 166
N'I‘\'I‘Iinimum Tweets per Day (Individuabw 0 21 . 0.04 0.01 0.01 0 42
N'I‘\'I‘tammuttl Twee‘ts permDay (Itttjlwduarlﬁ)m 10 29 """""""""""""" 9 89 iiiiiiiiiiiiiiii 12.78 23.75 10 26

Day of Week W|th Most Tweets """""" Frlday """""""""""" Frlday vvvvvvvvvvvvv Friday Thursday Wed nesday
Day of Week W|th Least Tweets """""" S unday iiiiiiiiiiiii S unday iiiiiiiiiiii Sunday Sunday Sunday

# of Authors in the Sample 13 24 26 32 8

#0of Tweets (Whole Group) 6205 10154 10,622 14,869 5,161
H'I‘\'I‘i‘edlan # of TWeets per Autlter o 362 R 328 bbbbbbbbbbbbbbbbb 247.5 177.5 437 5
e ver e , , 79
N'I‘\'I‘tammum # ot"'yl"weets per Author """""" 1 895 iiiiiiiiiiiiiiiiiii 1> 434 iiiiiiiiiiiiii 2,353 4,371 » >1>,888
‘Median Tweets per Day (Individual)  1.96 178 134 0.96 237
ml‘\'l‘lmlmum Tweets per Day (Indmduabw 0 21 - 0.41 0.01 0.01 | 0.42
Maximum Tweets per Day (Individual) 10 29 - 7.79 12.78 23.75 10.26
Day of Week W|th MostTweets """""" Frlday DDDDDDDDDDDDDD Fr|day iiiiiiiiiiiii Tuesday Wednesday | Wed nesday
Day of Week W|th Least Tweets """""" S unday """"""""""" S unday vvvvvvvvvvvv Sunday Sunday , Sunday
VICE PRESIDENTS

# of Authors in the Sample 4 44 21 21 3
. o Tweets (Whole arowp) 1654 ...................... 1. 9919 ............. 0450 666 ET
"i‘\')i‘edmn yor T\);}éets ver Aumsr B 396 s e s i 238 :
P ofu"i"‘weets per Author ,,,,,,,,,,,, i g o 5 o
N'I‘\'I‘IaX|mum # of Tweets per Author 570 R 1820 vvvvvvvvvvvvvv 1,608 764 , 306
N'I‘\'l‘tedlan Tweetsmper Day (Indtytdual) """""" 2 15 WWWWWWWWWWWWWWWW 167 iiiiiiiiiiiiiiii 1.42 1.70 H1>.1 6
‘Minimum Tweets per Day (Individual) 1.58 004 0.07 0.01 1.06
‘Maximum Tweets per Day (Individual) 309 989 8.73 415 1.66

Day of Week with Most Tweets Frlday - Friday Friday Thursday Wednesday
Day of Week with Least Tweets : Su nday """""""""" Sunday iiiiiiiiiiii : Sunday : Sunday satu rday
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Appendix B: Twitter Handles
of the Sample

To easily follow the presidents and vice presidents in this report, follow Campus Sonar’s Twitter lists—presidents

and vice presidents.

TWITTER HANDLE INSTITUTION ROLE

'''''' delconte : The University of Texas at Austin - Vice President

Naeodentaluow Llniverslty of Georgia : : Vlce President
"AoamAtDenr‘sy,‘on benisorl University - I;reéident """"""""""
"At‘:lamCastroEdu Mercy College : Viee President

Agg ievP Texas A&M Unlver5|ty V|ce President
...... | | nbyerl Lafayette College Pre‘eident

Florida State University

Vice President

Tr|n|ty College

Vice President

Angelo State Unlver5|ty

Unlver5|ty College London (Internatlonal)

V|ce President

APSUPresWhlte Austin Peay State UnlverS|ty Presrdent

.‘A‘rtisRoslyn """ éeneditt College : ~ Ppresident
Nay\rsunleaf """ I_Horas Cyollege” Vice President
Nl:')ark0W|tz Valenaa College Viee President
Né'(‘fPresAndereon CUNY Brooklyn College Pre‘eident """"""""""
NélllMggillistJSmb Unlver5|ty of San Diego V|ce President
N'B'lacknGoIdVP University of lowa Vice President
bobbrinkmann Hofstra Unlver5|ty Vice President

WBNo‘bMongl 949 UnlverS|ty of North Texas at Dallas Pre‘éident """"""""""
mb'rentdunn Mlssourl State Unlver5|ty Viee President
NétlADColher Butler Un|ver5|ty | Viee President
mél)UPres """ Buena Vista Unlver5|ty Pre‘eident """""""""
CabreraAngel George Mason University President

mcuarolguillen DaV|dson College President

Top 10 Influential Executive

casonjeff Mlddlebury College Vice President

""""" r ntcol rn Prlnceton Unlver5|ty V|ce President
""" resypetty : George Washlngton UnlverS|ty Viee President

Neoachfern """ St Lawrence UnlverS|ty Vlce President
N"prplnPreS|oen Coppm State UnlverS|ty """""""" I;reéident """"""""""
'Ere|ghtonPre Crelghton University Pre‘sident

WCgUPrezHarortlond ('_“entralState "Univer‘sity Preeident """"""""""
....... D nHur Iowa State Urliversity V|ce President
Nlﬁakota Doman Philander Smith College (puring the reporting period) : Former Vice President

NbalPres Dalhousie University (International) President
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https://twitter.com/CampusSonar/lists/presidents
https://twitter.com/CampusSonar/lists/vice-presidents
http://www.twitter.com/_delconte
http://www.twitter.com/accidentalcio
http://www.twitter.com/AdamAtDenison
http://www.twitter.com/AdamCastroEdu
http://www.twitter.com/AggieVP
http://www.twitter.com/alisonbyerly
http://www.twitter.com/Allison_Crume
http://www.twitter.com/AngelBPerez
http://www.twitter.com/AngeloStatePres
http://www.twitter.com/AnthonySmithVP
http://www.twitter.com/APSUPresWhite
http://www.twitter.com/ArtisRoslyn
http://www.twitter.com/awsunleaf
http://www.twitter.com/barkowitz
http://www.twitter.com/BCPresAnderson
http://www.twitter.com/BillMcGillisUSD
http://www.twitter.com/BlacknGoldVP
http://www.twitter.com/bobbrinkmann
http://www.twitter.com/BobMong1949
http://www.twitter.com/brentdunn
http://www.twitter.com/BUADCollier
http://www.twitter.com/BVUPres
http://www.twitter.com/CabreraAngel
http://www.twitter.com/carolquillen
http://www.twitter.com/casonjeff
http://www.twitter.com/cbrentcolburn
http://www.twitter.com/cissypetty
http://www.twitter.com/coachfern
http://www.twitter.com/CoppinPresident
http://www.twitter.com/CreightonPres
http://www.twitter.com/CSUPrezHammond
http://www.twitter.com/CyDeanHurte
http://www.twitter.com/DakotaDoman
http://www.twitter.com/DalPres

TWITTER HANDLE INSTITUTION ROLE
m(.:tay|dsdockery """""" :I:rinity i‘nternationaI"University """"""""" I;resident """""""""""
DC Pres Durharn College (Internatienal) : Pre‘sident """""""""
DD Lawlor Ma rquette Unlver5|ty : H (e rgpomngpe,};;} """" Former Vice Presrduent """""""
.. dwgma‘ ndad Brookdale Community College Ww\‘rrce‘President
.‘DeanRameen University of California—Irvine Vice President
NDrazFranusco William Paterson University of New Jersey Vice President
Narnanderscherd Dniversity of "I"ennessee—r(noxviyile V|ce President
"DerdtPreS|dent Dordt éollege‘ : : ) Isresident """"""""""
m(‘j“rakepregden Drake Dniversity Pre‘sident """""""""
Hcﬁrt)ullard """""" D|IIard UnlverS|ty Vlce President
NDrHChnsHoward Robert Morrls Unlver5|ty - Isresident """"""""""
NDrIrmaBecerra Marymount UnlverS|ty : Pre‘sident """""
"Dyrl‘effreyP """ SUNY Downstate Medlcal Center """""""""" e President
Dr E r """ Normandale Communlty College """"""" Dresident """"""""""
NDrMCBZ Kentucky State University President
DrNancyCrimmin Becker College President

V|rg|n|a Polytechnlc Instltute and State Unlver5|ty

V|ce President

DrPollard MC Montgomery CoIIege PreS|dent

marrbowen Arkansas Tech UnlverS|ty Pre5|dent """""""""
NDrRobKeIIy """ Loyola Unlver5|ty Maryland Vlce President
DrSteveSutton University of California—Berkeley Vice President

"D"SchmidtRogers Loona Un|ver5|ty Chlcago Vice President
""""" dsIccprezW Dabney S. Lancaster Communlty College mlgresident
""" Ea mg‘ Ielnghlef'tm North Carollna Central University Pre5|dent
mlécICabeIIon Dristol tommuunity éollege H Vice President
N.IéciynardolPadrc)n Mlaml Dade College o Isresident """"""""""
mlé‘k‘UPrez """""" Eastern Kentucky UnlverS|ty """"""" I;resident """""""""""
""" el 'ienwohnso The College of Salnt Scholastlca : Vice President
"E‘IyeyOakIey """ Callfornla Communlty Colleges - h Isresident """"""""""
mlé‘lyl'ennielle """ Concordla University—Texas : Vlce President
Ne‘nichols679 Saint Anselm College Vice President
Ne‘richogue Colorado Chr|st|an Un|ver5|ty Vice President
Neri'nbiddlecornbe Slmon Fraser Unlver5|ty (Internatlonal)w """" v|cé” President
ml‘-"errum Prei """ Ferrum College ) Isresident """"""""""
ml‘-'“ls‘kPres FISk Unlver5|ty Pre‘sident """""""""
Ném‘l\/lacDonalyci‘ """" Lafayette College Vlce President
gary tay Texas State Umversnty Hwm\}rceﬁPresident """""""""""
GC PreS|dent Grayson College Pre‘sident """""
Wg"erneveith """ Patnck Henry College V|ce President
""""" rdonPr: Gordon College Pre5|dent
N'I;t'aIHigdon Ozarks Technical Community College System President

HarrietHopfMD

University of Utah

Vice President



http://www.twitter.com/davidsdockery
http://www.twitter.com/DC_Pres
https://twitter.com/DD_Lawlor
http://www.twitter.com/deandad
http://www.twitter.com/DeanRameen
http://www.twitter.com/DiazFrancisco
http://www.twitter.com/dmanderscheid
http://www.twitter.com/DordtPresident
http://www.twitter.com/drakepresident
http://www.twitter.com/drbullard
http://www.twitter.com/DrChrisHoward
https://twitter.com/DrIrmaBecerra
http://www.twitter.com/DrJeffreyP
http://www.twitter.com/DrJoyceEster
http://www.twitter.com/DrMCB2
http://www.twitter.com/DrNancyCrimmin
http://www.twitter.com/drpattyperillo
http://www.twitter.com/DrPollard_MC
http://www.twitter.com/drrbowen
http://www.twitter.com/DrRobKelly
http://www.twitter.com/DrSteveSutton
http://www.twitter.com/DSchmidtRogers
http://www.twitter.com/dslccprez
http://www.twitter.com/EagleInChief12
http://www.twitter.com/EdCabellon
http://www.twitter.com/EduardoJPadron
http://www.twitter.com/EKUPrez
http://www.twitter.com/ellenvjohnson
http://www.twitter.com/EloyOakley
http://www.twitter.com/EMjennielle
http://www.twitter.com/enichols679
http://www.twitter.com/erichogue
http://www.twitter.com/erinbiddlecombe
http://www.twitter.com/Ferrum_Prez
http://www.twitter.com/FiskPres
http://www.twitter.com/G_MacDonald
http://www.twitter.com/garytray
http://www.twitter.com/GC_President
http://www.twitter.com/geneveith
http://www.twitter.com/GordonPres
http://www.twitter.com/HalHigdon
http://www.twitter.com/HarrietHopfMD

TWITTER HANDLE INSTITUTION ROLE

HelenGraceRyan Bellarmine University Vice President
Ni;iermanFeIton Wiley College“ : : : : : : PreS|dent """""""""
""""" HipHopPrei Dillard Univer5|ty : : : : : Pre5|dent
hke ithwade Webber International Unlver5|ty """""""""""" ‘F;re‘sident """""""""""
Nn‘oldenWU Washington University in St. Louis Vice President
Ni;i'UPrezi7 Howard University President
Hits“DrMordecai """ St PhiIip’s Coiiege : : : : V|ce President
WamesEKHildreth Meharry Medical Coilege """""""""""" Isresident """"""""""
WCCCprez Johnson County Community CoIIege : : : Pre‘sident """""""""
m'|‘eu‘president """""" John CarroII Univer5|ty """"""""""""" Isre‘sident """"""""""""
WenkinsWVSUi """ West Virginia State Univer5|ty """"""""""" Isresident """"""""""
Nigmdbears : Baonr UniverS|ty : Viee President
"J"I';'i\u/leriwether66 * Nolonger aathe Rhode IsIand College : : (i)urmgthe repomngperi;ii """""""" m er Vice President """"""
WivI'L‘JTimMiIIer """" James Madison Univer5|ty : Vice President
N"|oelperezdp Whittier College Vice President

onBoeckenstedt DePauI UnlverS|ty Vice President
WosephICastr """"" California State UniverS|ty—Fresno """""""""" Igre‘sident """"""""""
Wii(uzuardiaUCDO Univer5|ty of Cincmnati : : : Viee President
Wi(uaraKoIomitz Regis CoIIege : : : : : : Viee President
WKarenMScoIf'oro Castleton State CoIIege """"""""""""" ‘F;resident """"""""""
kathywoughter Alfred University Vice President
Ni;entingle Southeastern University President
WKNSubbaswamy ‘ """ U niver5|ty of Massachusetts—Amherst """""""" Igresident """"""""""
""""" KWCstyW Simmons College : mlsresident
N'I;aurieLPatton : Middlebury CoIIege : : Pre‘sident """""
N'I:aurieM (0] ner Salnt XaV|er Univer5|ty """""""""""" Isresident """"""""""
LC President """"" Lethbridge College (International) """"""""""" I;resident """""""""""
LDCC Chancellor Loumana DeIta Community College : : : Pre‘sident """""""""
N'I;i'\‘/iUSnyder """"" Loona Marymount Univer5|ty """"""""" i‘;'resident """"""""""
Ni:QvaeryHart """"" Amarillo College ‘F;re‘sident """""""""""
N'I‘\'/‘iacLeodIS University of New Brunswick (International) Vice President
"""" makolaabdullah Virglnia State UniverS|ty President

mari0s Purdue Univer5|ty—Ma|n Campus Vice President

Ni\'/‘iarcella R_ I;i‘aﬂll * Nolongeratie Mount Honoke CoIIege : : mevitePresident """"""""""
Hi‘\'/‘iarcWais New York University : : : : : Viee President
mark C eIIiott """" Harvard University : : : Hmm\}ite‘President """""""""""
NiviarkMorvant """""" :iarleton State University HwNviteiDresident """""""""""
MC PreS|dent : McPherson College : : : Pre‘sident """""
""""" medflygene C)hio State University : : : : Vice President and Provost
‘melissarichards SweetBriar Colege ~ VicePresident
miviesaVeep Colorado Mesa University Vice President
MicheleMMasucci Temple University Vice President



http://www.twitter.com/HelenGraceRyan
http://www.twitter.com/HermanFelton
http://www.twitter.com/HipHopPrez
http://www.twitter.com/hkeithwade
http://www.twitter.com/holdenWU
http://www.twitter.com/HUPrez17
http://www.twitter.com/ItsDrMordecai
http://www.twitter.com/JamesEKHildreth
http://www.twitter.com/JCCCprez
http://www.twitter.com/jcupresident
http://www.twitter.com/JenkinsWVSU11
http://www.twitter.com/jgdbears
http://www.twitter.com/JMUTimMiller
http://www.twitter.com/joelperezdp
http://www.twitter.com/JonBoeckenstedt
http://www.twitter.com/JosephICastro
http://www.twitter.com/JRGuardiaUCDOS
http://www.twitter.com/KaraKolomitz
http://www.twitter.com/KarenMScolforo
http://www.twitter.com/kathywoughter
http://www.twitter.com/kentingle
http://www.twitter.com/KSubbaswamy
http://www.twitter.com/KWCosby
http://www.twitter.com/LaurieLPatton
http://www.twitter.com/LaurieMJoyner
http://www.twitter.com/LC_President
http://www.twitter.com/LDCC_Chancellor
http://www.twitter.com/LMUSnyder
http://www.twitter.com/LoweryHart
http://www.twitter.com/MacLeodJS
http://www.twitter.com/makolaabdullah
http://www.twitter.com/mar10s
http://www.twitter.com/MarcWais
http://www.twitter.com/mark_c_elliott
http://www.twitter.com/MarkMorvant
http://www.twitter.com/MC_President
http://www.twitter.com/medflygenes
http://www.twitter.com/melissarichards
http://www.twitter.com/MesaVeep
http://www.twitter.com/MicheleMMasucci

TWITTER HANDLE INSTITUTION ROLE
”Mrl;eChrlstan; """" SU NY at Albany V|ce President
NMlllennralPrezl Edward Waters College Presrdent """
"MorehousePrez Morehouse College """"""" I;reéident """
MU DaveLawlor o onger active. Marquette University (During the r;pvn'ngperl;;l """" Former Vice Pre;ldent
mz W Stony Brook University Vice President
Nnathanafinn North GreenV|Ile Un|verS|ty Vice President
Nn‘o‘btspres """ New Orleans Baptlst Theologlcal Semlnary """"""" Igre‘aident """"
NOVA Prez Northern Virginia Community College l;reeident """
Nn‘;cpatterson” Nevada State‘CoIIege : : : Pre‘sident """
.6SUPrezDral;e """ OhIO State Unlver5|ty """""""" Isreeident """""

Commun|ty College of Aurora

Vice President

San Jose State UnlverS|ty

Vice President

PCBobDriscoll Prowdence College ice President

Pre eminent MW Cuyahoga Commumty College Dlstnct V|ce President
Nl;resBreaux Bowie State University President
president_BCC CUNY Bronx Community College President

""" re5|dentE|grnrny Llniverslty of 'l'exas at San Antonlo mlsreéident
N'F"re5|dentFuchs Unlver5|ty of FIorrda : : Pre‘sident """""""""
... p mre5|dent|az Northwest M|ssour| State UnlverS|ty Pre‘sident
Nl;residentMearns Ball State Unlver5|ty ......... Igre‘eident """""""""""

PresidentWelsh East Stroudsburg University of Pennsylvania President

N'I;resKnapp Washington &Jefferson College President
Nl;resLovell """ Marquette Unlver5|ty : - h Igreeident """"""""""
Pr W rn """ Western Unlver5|ty Presrdent (Internatlonal) """"""" l;re;ident """"""""""
N'I;rezBIackhurst Mlnnesota State UnlverS|ty Moorhead Pre‘sident """""
Nl‘i"rezGores """ Southwest Mlnnesota State Unlver5|ty """""""" Isreeident """"""""""
Nl‘—‘;rezHamen """""" Mount Mercy UnlverS|ty - I;reaident """""""""""
N'I;releordan Adelphr Unlver5|ty Pre‘sident """""""""
Nraycrossman """ Adler Unlver5|ty - l‘;'reéident """"""""""
r """" rtsgl5 Bradley UnlverS|ty ......... ‘F;reeident """""""""""
NlionnieDGreen University of Nebraska—Lincoln President
Nr.owbranon University of Washington—Seattle Campus Vice President

Roosevelt Unrversnty

Unlver5|ty of Callforma Berkeley

President

Vice President

Cornell Unlver5|ty

Vice President

Vice President

sbmalley Columbla College— th|cago
Cecotteline Cal|fornla College of the Arts
NStottZeman Alverno College H H
Héb‘MesaPrez """ San D|ego Mesa College
S_em Northern Illinois Un|verSIty

Vice President

Vice President

SE_State VPSAEM

San Francisco State University

Vice President

SherryMallory

University of California—San Diego

Vice President



http://www.twitter.com/MikeChristakis
http://www.twitter.com/MillennialPrez1
http://www.twitter.com/MorehousePrez
http://www.twitter.com/mzyw
http://www.twitter.com/nathanafinn
http://www.twitter.com/nobtspres
http://www.twitter.com/NOVA_Prez
http://www.twitter.com/nscpatterson
http://www.twitter.com/OSUPrezDrake
http://www.twitter.com/PauletteDalpes
http://www.twitter.com/PaulLanning
http://www.twitter.com/PCBobDriscoll
http://www.twitter.com/Preeminent_MW
http://www.twitter.com/PresBreaux
http://www.twitter.com/president_BCC
http://www.twitter.com/PresidentEighmy
http://www.twitter.com/PresidentFuchs
http://www.twitter.com/presidentjazz
http://www.twitter.com/PresidentMearns
http://www.twitter.com/PresidentWelsh
http://www.twitter.com/PresKnapp
http://www.twitter.com/PresLovell
http://www.twitter.com/PresWesternU
http://www.twitter.com/PrezBlackhurst
http://www.twitter.com/PrezGores
http://www.twitter.com/PrezHamen
http://www.twitter.com/PrezRiordan
http://www.twitter.com/raycrossman
http://www.twitter.com/robertsg15
http://www.twitter.com/RonnieDGreen
http://www.twitter.com/rovybranon
http://www.twitter.com/RUPrezAli
http://www.twitter.com/ruralglenda
http://www.twitter.com/RyanTLombardi
http://www.twitter.com/sbmalley
http://www.twitter.com/scottcline
http://www.twitter.com/ScottZeman
http://www.twitter.com/SDMesaPrez
http://www.twitter.com/SeanTFrazier
http://www.twitter.com/SF_State_VPSAEM
http://www.twitter.com/SherryMallory

TWITTER HANDLE INSTITUTION ROLE

sk|IItd """ University of bayton V|ce President
NSI;UPreS|dent Salnt Loms UnlverS|ty PreS|dent """""
Nsrnwcpre Salnt Mary of the- Woods CoIIege Pre5|dent """""""""
s_o_onera_d UnlverS|ty of OkIahoma Norman Campus Viee President
spetrusch Presbyterian College Vice President

TerisaRiley Texas A&M—Kingsville Vice President

"T‘hy‘omChesney érookhaven Cy‘ollege‘ President """""""""
"T‘irncloyd Drury Unlver5|ty : Pre‘sident """""""""
"T‘kaIeGober UnlverS|ty of Central Arkansas Viee President
TU Pre5|dent“1“9 Tr|n|ty Unlver5|ty Pre‘sident """""""""
NTUHtts Tulane University of Lou|5|ana Pre‘sident """""""""

SUNY Buffalo State V|ce President
NTWUpres Texas Woman S Unlver5|ty Pre5|dent """""""""
""""" ubcprez Unlversrcy of Brltlsh Cqumbla (Internatlonal) Pre‘sident
UCFWhittaker nofonger active. - University of Central Florida (During the reporting period) ¢ Former President
Uhpres UnlverS|ty of Houston President
""" ntgvcsa UnlverS|ty of North Carollna at Greensboro Vlee President
"""" N Opre5|dent| Unlver5|ty of New Orleans PreS|dent
MLJ'NTPrez University of North Texas Pre5|dent '''''''
.UofMemphlsPre University of Nlemphis : Pre‘sident """"""""
UsaskPresOffice University of Saskatchewan (International) President
USDpres University of San Diego President
""""" UVMProvost University of \H/ermont vréé President
'Va“'rllanggurt,&‘ University of Arizona Viee President
VCSA ASUN | Arkansas State University—NeWport Vice President
VlstaspKarbhar UnlverS|ty of Texas at Arllngton Pre‘sident """""""""
VP BlEanes Cahfornla State UnlverS|ty—FuIIerton V|ce President
'VI'-“’Estabrook Northeastern Unlver5|ty Viee President
NVESAMeyer Mlssourl Western State Unlver5|ty Viee President
VTS andsman‘“ Vlrglnla Tech Pre‘sident """"""""
vuupresident Virginia Union University President
WEURue Wake Forest Unlver5|ty Vice President
NWhoIsHLM North Carollna A&T State Unlver5|ty President """""""""
NWTTISlmpkln : Metropolltan State Unlver5|ty of Denver V|ce President
.‘W‘PeaceUPrez William Peace University PreS|dent """""""
WSU Cougarml"res Washington State Universiyty Pre‘sident """"""""""
YorkUPresident York University (International) """""" ;N'Isresident """"""""""
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http://www.twitter.com/skilltd
http://www.twitter.com/SLUPresident
http://www.twitter.com/smwcprez
http://www.twitter.com/soonerad
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http://www.twitter.com/TerisaRiley
http://www.twitter.com/ThomChesney
http://www.twitter.com/TimCloyd
http://www.twitter.com/TKaleGober
http://www.twitter.com/TU_President19
http://www.twitter.com/TUFitts
http://www.twitter.com/twgordo
http://www.twitter.com/TWUpres
http://www.twitter.com/ubcprez
http://www.twitter.com/Uhpres
http://www.twitter.com/uncgvcsa
http://www.twitter.com/UNOpresidentJN
http://www.twitter.com/UNTPrez
http://www.twitter.com/UofMemphisPres
http://www.twitter.com/UsaskPresOffice
http://www.twitter.com/USDpres
http://www.twitter.com/UVMProvost
http://www.twitter.com/VaillancourtA
http://www.twitter.com/VCSA_ASUN
http://www.twitter.com/VistaspKarbhari
http://www.twitter.com/VP_BJEanes
http://www.twitter.com/VPEstabrook
http://www.twitter.com/VPSAMeyer
http://www.twitter.com/VTSandsman
http://www.twitter.com/vuupresident
http://www.twitter.com/WFURue
http://www.twitter.com/WhoIsHLM
http://www.twitter.com/willsimpkins
http://www.twitter.com/WPeaceUPrez
http://www.twitter.com/WSU_Cougar_Pres
http://www.twitter.com/YorkUPresident
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