
 

Executive Summary: 

W&J’s CIS Twitter is well on its way to achieving its goals. Engagement related metrics are 

generally positive or comparable to peers. Its primary problem is lack of followers which will 

grow over time. Nevertheless, to augment and maintain its growth, W&J’s CIS Twitter should: 

 
● Create a new Twitter banner to increase its audience 

● Increase its use of imagery, hashtags, and links to increase its engagements 

● Tweet during peak impression times to increase its impressions and engagements 

● Create an interdepartmental Twitter network within W&J to increase its audience and 

support the college’s brand 

● Curate academic technological content from in and outside the college network to 

tweet/retweet to increase its audience 

 
 

 

Goals and Objectives: 

The main goals of Washington & Jefferson College’s CIS Twitter account are to: 

 
● Increase student, faculty, and alumni participation in CIS events by providing 

a platform of notification 

● Increase its amount of following constituencies 

● Increase student and community awareness  into the department, its 

programs, and the opportunities provided to students within the program 

● Support the prestigious, diverse, and comprehensive branding of the W&J  

● Collect additional data  to more efficiently serve its constituencies 

 

 

  



 

Objectives to achieve these goals include: 

 
● Creating a new Twitter banner which emphasizes community and openness to 

better fit the brand of the college and increase follower count 

● Tweeting during peak impression times  such as 8am, 12pm, and 3pm 

● Keeping content concise  yet informative 

● Using conditionals and questions  as attention grabbers at the start of content 

to grab impressionist attention 

● Creating an interdepartmental Twitter network within W&J  to increase 

current student awareness into the CIS department and bolster the colleges 

comprehensive and liberal arts brand 

● Increasing its use of imagery, hashtags, and links as these correlate with 

increased engagement. 

● The curation of more tweets  involving relevant research, lectures, and articles 

from both in and outside the college network to gain more community awareness 

and inform students. This falls in like with the principle ”Juncta Juvant: Together 

We Thrive”. 

 

Constituencies: 

Constituencies are individuals who are expected to view a given feeds content. Constituencies 

of W&J’s CIS Twitter are classified as follows: 

 
Primary constituencies of Washington & Jefferson College’s CIS Twitter include: 

● CIS Majors/Minors: students of W&J currently enrolled in the CIS department 

● Prospective Majors/Minors: students enrolled at W&J who are not currently CIS 

Majors/Minors 



 

● Prospective Students: individuals who are considering enrolling at W&J as 

college students in the future 

 
Secondary constituencies of Washington & Jefferson College’s CIS Twitter include: 

W&J Faculty: faculty at W&J who need or want to stay informed about the CIS 

department 

Alumni: former students of Washington & Jefferson College 

Relations of prospective or current students : friends, family, groups, or individuals 

who have influence on current or prospective students 

 
Edge case constituencies include: 

Academic peers : other universities or professors researching comparables 

 

Metrics: 

Important metrics for W&J’s CIS Twitter include branding, impressions, engagements, and 

audience. 

 
Branding 

Branding refers to the image or persona and feelings associated with a given product, entity or 

service. Branding is an important metric of the CIS Twitter due to its need to balance both the 

prestigious, diverse, and comprehensive narrative desired by the college with the more relaxed 

narrative desired by its primary constituencies. 

 
Comparable departmental Twitters tend to have branding in the form of logos and custom 

Twitter headers which emphasize the human side of technology. This is in stark contrast to the 

CIS Twitter which has a sterile banner and a picture of the Tech Center. This constrast can be 

seen from the examples provided below. 

 

 

 

 

 

 



 

W&J: 

 

 

Comparables: 

 

 



 

 

 

 

 

Impressions 

Impressions refer to the amount of views a tweet gets. Impressions are essential when 

attempting to identify peak days of content visibility and to approximate the exposure of each 

CIS tweet for cost/benefit analysis. 

 
It should be noted that the immense disparity between average impression rates for W&J’s CIS 

Twitter and spikes in the graph below correspond to days of required participation amongst 

student of CIS 271. Along these same lines, increased impression rates on Tuesdays and 

Thursdays are skewed due to CIS 271 meeting on those days and influencing participation. Yet, 

SproutSocial, a company providing social media management software says its aggregate 

metrics support the notion of increased engagement between Tuesday and Thursday from 

11pm to 5pm, so the increased impression rates provided by W&J’s CIS Twitter analytics, 

though dubious, could still be relevantly indicative of the best days to tweet for increased 

impressions and engagement. 

 



 

 
W&J Twitter Analytics 

 

 

Source: SproutSocial 
 

 

 

 



 

Engagements 

Engagements refer to the amount of interaction a given tweet receives. Engagements correlate 

with content of interest to our constituencies. Therefore, the W&J CIS Twitter can use 

engagement data to identify types of content and categorization which can help them achieve 

their goals of increased participation and sharing amongst constituents. 

 
Images 

W&J’s CIS Twitter’s metrics show a correlation between the use of images and 

increased engagement. This periods top tweet and the majority of its highly engaged 

tweets included an image. Furthermore, data from by Rival IQ, a social media analytics 

company, and my own research into comparable feeds indicate that images increase 

engagement. The data from by Rival IQ can be seen below. 

 

 
Source: Rival IQ 

 

 

 

 



 

Questions and Conditionals 

Our metrics show a correlation between content with conditionals or questions as 

attention grabbers and significantly higher engagement than content without. This can 

be seen in the image below. Increased engagement rates are underlined in red. 

 

W&J CIS Twitter Analytics 



 

 

Links 

Our metrics show a correlation between content with links and increased engagement. 

This correlation can be seen in the image below by comparing the red lined rates of 

engagement with the blue lined rate, and it also corresponds with the aforementioned 

data from Rival IQ. 

 



 

W&J CIS Twitter Analytics 

 

 

Hashtags 

Our metrics show a correlation between content with hashtags and higher engagement. 

This can be seen in the image below by comparing the red line rates of engagement with 

the blue lined rates.

 
W&J CIS Twitter Analytics 



 

 

Audience: the main audience of the CIS Twitter consists of college students, primarily those 

attending Washington & Jefferson. 

 

Followers 

Currently, W&J’s CIS Twitter only has approximately 40 followers. Yet, comparable 

colleges and universities’ departmental Twitter feeds I sampled, with the exception of 

Carnegie Mellon University, averaged approximately 2100 followers. Similar results can 

be found using just the comparables listed above in the branding section. 

 
College Students 

● Have requested shorter text content 

● Show interest in memes as can be seen below 

 
Source: W&J CIS Twitter Analytics 

  



 

Conclusions: 

Due to the fact that Washington & Jefferson College’s CIS Twitter or W&J’s CIS Twitter is still in 

its infancy, it does not have a very large dataset to work with in regards to social media metrics. 

This limits the reliability and amount of inferences that can be made. Nevertheless, when 

supported with comparative research, the inferences can be made to support assertions of what 

can help W&J’s CIS Twitter achieve its goals. 

 
W&J’s CIS Twitter’s primary problem is a lack of followers. Currently, it only has approximately 

40 followers. Comparable colleges and universities’ departmental Twitter feeds average 

approximately 2100 followers. More followers lead to more impressions which lead to increased 

participation and departmental awareness. Therefore, it should be W&J’s CIS Twitter’s primary 

focus to gain more followers. 

 
Theoretically, engagements can increase the amount of followers through the publicity provided 

by shares and retweets; however, the rates of such public engagements on Washington & 

Jefferson’s Twitter appear to be comparable to its peers. This can be seen by browsing 

comparable Twitter feeds and noticing its relatively similar amounts of public engagements after 

considering its disparity in audience. Furthermore, its engagement rate, 1.9%, is well above the 

industry standard of 0.062% (Rival IQ). Therefore, as a first step, attention should be focused on 

continued marketing on campus through word of mouth and networking/collaboration with other 

W&J department’s Twitter feeds to increase its follower count and support its interdisciplinary 

branding. Nevertheless, there are a few minor adjustments which can be made to the content of 

W&J’s CIS Twitter that can speed up follower acquisition. 

 
Metrics show that the use of images correlates with increased engagement. Furthermore, peers 

which attach images to most, if not all, of their posts tend to be those more actively followed 

amongst those sampled. Therefore, simply attaching relevant images to most tweets can help 

maintain and/or improve engagement. 

 
Most CIS Twitters sampled have snapshots of humans participating in technological or social 

scenarios to presumably steer initial decodings of their respective Twitters toward an open, 

inviting, and friendly direction to make their feeds more amiable to impressionists. Therefore, it 



 

is imperative that W&J’s CIS Twitter updates its header to create a context more inviting to 

potential followers. 

 
Despite user feedback desiring shorter tweets, Tesler’s law applies. That is, there is a certain 

amount of necessary complexity required to achieve a task or in this case convey essential 

information. Content wise, our Tweets are of comparable length to our peers which suggests 

relative optimization. That said, some of our most Twitter successful peers, Carnegie Mellon and 

IU SICE, provide more information about relevant research and current events with successful 

levels of engagement. Furthermore, they receive increased engagement with re-tweeted articles 

relevant to to the field of technology. W&J’s Twitter should similarly cast a wider net for its 

content to increase its engagement rates. In particular, to increase its shareability in order to 

achieve greater community awareness. This tweeting of this additional content can also help 

bolster its under-average tweet rate. 

 
W&J’s Twitter metrics show a relationship between the use of conditionals or questions and 

increased engagement. Therefore, Washington & Jefferson’s should continue using such 

attention grabbers to increase and/or maintain engagement. 

 
Memes are well enjoyed by the audience of the W&J CIS Twitter, but the connotation of memes 

does not fit the brand of W&J. Further research could be done into how to utilize memes in a 

way that fits W&J’s branding, but the benefits outweigh the costs relative to other opportunities 

at this point in time. 

 
Metrics suggest that Tuesdays and Thursdays would be the best days to post content. 

However, W&J’s CIS Twitter should continue to tween on a variety of days until more data is 

collected on its constituencies to confirm they are not edge cases. 

 
Lastly, W&J’s Twitter metrics show a relationship between the inclusion of links and hashtags 

and increased engagement. Therefore, the inclusion of these should added to all community 

based posts such as public events, research articles, and lectures. 

  



 

Sources: 

Feehan, Blar  “2018 Social Media Industry Benchmark Report.” Rival IQ , 28 Nov. 2018, 

www.rivaliq.com/blog/2018-social-media-industry-benchmark-report/. 

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 Feeds Referenced in This Document: 

@IUSICE  

@UPittIT 

@CIS_Washjeff 

@SCSatCMU 

@PennStateIT 

 

 

 

 

 
 


