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How to Address Climate Flashpoints and Crises
Through Social Listening

A Reader’s Guide to This Resource

Climate flashpoints are the new normal: all types of colleges and universities are grappling with a
wide range of incidents on campus. Flashpoints are climate-related incidents or events that cause
disturbances in the community or media, including heightened levels of activism, media and public
scrutiny, and reputational damage.

Effective social media management practices are essential for colleges and universities to navigate
rapidly evolving flashpoints and crises. However, most institutions still struggle with limited and siloed
monitoring efforts.

EAB recommends institutions invest in proactive and continuous monitoring efforts, as described by
the concept of social listening. Social listening can improve an institution’s ability to identify emerging
risks, rightsize responses, and mitigate negative impacts on prospective and current students and the
campus community at-large. This resource introduces the concept of social listening and how to apply
it to climate flashpoints and crises.
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analysis, data sharing, and data-informed action.
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Use this tool to jumpstart your institution’s evaluation process for an enterprise-
level technology platform to support social listening. This Buyer Guide includes
two components: a vendor compendium and a ready-to-use vendor scorecard.
These tools can help your institution compare vendors based on cost and
preferred capabilities.
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Many institutions struggle to identify key actors and common topics of
conversation to evaluate in their social media strategy. Use these appendix
resources to inform the data gathering parameters of your social media strategy.

Source: EAB interviews and analysis.
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The Enduring Challenge of Social Media

10+ Years Since Twitter...Yet Institutions Still Struggle to Keep Pace

Despite years of investment, social media monitoring is an enduring challenge for colleges and

universities. Most campus efforts remain siloed across individual departments, monitoring efforts are
reactive (i.e., tuning into the conversation as it goes viral), and responses are too slow to keep pace
with the rapidly moving conversations happening on various platforms. Managing climate flashpoints

and crises underscores these challenges, as incidents rapidly ignite on social media and require

coordinated institutional responses.

Current Monitoring Efforts Are
Limited in Scope and Coordination...

[' —m| Communications Department

U—— Monitors media mentions and
trending news stories

o#®e Sstudent Affairs Division

([ ] . .
Monitors campus life accounts, student
events, and known student influencers

- Public Safety

8  Monitors incoming tweets and
department social media mentions

President’s Office

Monitors president’s social media
accounts, mentions, and trending
campus news

©2019 by EAB. All Rights Reserved. eab.com

...Leading to Reactive Responses

“We try to monitor risk as much as
possible but in the age of social media
things develop in an instant and we
can't keep up. We put fires out on
social media, rather than catch
things before they develop... You
wake up one morning and all is fine.
Then there’s a spark and you're in a
mess... I don’t want to be on the front
page of The Chronicle.”

President
Public University

Source: EAB interviews and analysis.
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Social Listening 101

Capturing Real-Time Intel to Inform Action on Climate Flashpoints and Crises

Progressive institutions recognize the need for continuous and centralized monitoring. Social listening
provides actionable information on critical topics through continuous and sophisticated social media
monitoring. Businesses and other organizations —and increasingly higher ed— recognize the potential

of social listening for a variety of strategic uses, including flashpoint and crisis management.

Social Listening: collecting and
analyzing social data to generate actionable

intel on specific topics or stories of interest

Key Elements

Monitor channels for your name,
brand, competitors, and stakeholders

v Analyze information for micro and
macro insights to drive action

Develop longitudinal understanding
V of issues and sentiment and how
they compare to past scenarios

V Typically requires investment in an
enterprise-level social listening platform

©2019 by EAB. All Rights Reserved. eab.com

How Companies (and Higher Ed)

Use Social Listening

<0> Crisis management

S
)

" 'é .0

Brand management

Influencer marketing

Proactive engagement with
customers

Audience research and
conversation analysis

Source: EAB interviews and analysis
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Defining the Difference

Key Characteristics Distinguish Social Listening and Social Media Monitoring

Social listening and social media monitoring share the same goal: keep a running pulse on campus
sentiment and prevent, mitigate, and/or respond to flashpoints or crises. Social listening uses more
sophisticated technology platforms, data analytics, and metrics to achieve this goal. Below is a fuller
comparison of social media monitoring and social listening.

Use the included Social Media Management Audit to assess the current state of your institution’s

social media strategy for climate flashpoints and crises.

-
Social Media Monitoring

Reactive and manual observation of issues
as they unfold

« Traditionally a manual function: team
member(s) check social media accounts
and raise potential areas of concern

» Drives micro-level responses to individual
incidents

« Information is siloed across departments
and depends on social-savvy staff

« Limited tech capabilities to produce
actionable data and insights

©2019 by EAB. All Rights Reserved. eab.com

Social Listening

Proactive and continuous monitoring of
social conversations about your institution

« Automated analytics track developing
issues, trending stories, and key
influencers

» Enables macro-level identification of
emerging trends and rapid response

- Data and insights are more easily
accessible and shared in real-time

« Requires investment in an enterprise-level
technology platform

Source: Liz Gross, “The Higher Ed
Social Listening Handbook,” Campus
Sonar; EAB interviews and analysis.
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How to Apply Social Listening to a Climate Flashpoint

Monitor Three Key Factors to Evaluate Risk and Rightsize Response

Social listening technology platforms provide access to advanced analytics and substantial data about
the social conversations involving your institution. When applying social listening to climate flashpoints
and crises, focus on three key factors: volume (the size of the conversation), voice (who is influencing
the conversation), and sentiment (the tone of the conversation). Social listening tech platforms often
capture these metrics with key datapoints, as illustrated by the sample dashboard below.

Volume

O Key Questions
* How often is the university
being mentioned?

* How many people are
talking about the issue?

* Which media outlets are
reporting on it most?

O Sample Metrics

« Number of online
mentions

« Growth rate of online
mentions

N
)
g 4

—

Voice

O Key Questions

* Who are the primary
influencers driving the
conversation?

« Is the conversation
growing or fading over
time?

« Which institutional
actors are involved?

O Sample Metrics

» Percentage of
conversation that
references the campus

» Top social influencers
to engage

Sentiment

O Key Questions

» Is the conversation
positive, neutral, or
negative?

* How is the media covering
the conversation?

e Are there factual
inaccuracies that need to
be corrected?

O Sample Metrics

* Most common words
and phrases

» Percentage of
conversation that is
positive or negative

Sample Social Listening Dashboard

Trends and Mentions

3K Total mentions

Top Hashtags

o #campuscrisis

o #protestmaple

Media Share

Twitter - 80%

2 1 Average mentions
per day
800 o #firesmith @ Facebook - 15%
600
400 Sentiment
200 o, o, o,
20% 50% @ e
0 Positive  Neutral Negative

R B R R R R P
NN NEF Y Y A

Source: Liz Gross, “The Higher Ed
Social Listening Handbook,” Campus
Sonar; EAB interviews and analysis.
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Keeping an Eye On Developing Incidents

Social Listening Metrics Inform Response Strategy and Next Steps

Social listening improves an institution’s ability to identify potential flashpoints and address them
before they ignite on social media by providing data about the trajectory and tone of the online
conversation. Social listening makes it easy for institutions to monitor key metrics that can be used to
identify emerging issues, size the volume of the online conversation, and rightsize the institution’s
response.

CAMPUS SONAr Case Study: Duke University’s Coffee Shop Incident

President issues
apology, says Duke
must do better

CSAO complains about
an “inappropriate” song
in campus coffee shop

| May 4 May 7 May 9 , May 11 May 12
. * * =C ?
Baristas who CSAQO releases Song artist Coffee shop chain
played song fired statement comments, cuts ties with Duke
- defending actions reigniting fervor over incident and
Social Media Mentions response
(Representative)

Key Crisis Metrics

VOLUME VOICE SENTIMENT

0 .
2033% Actions by the coffee shop Trending Hashtags
Increase in online mentions and rapper changed social « #firemoneta
in the 10 days following the conversation volume, . #firecoffey
incident, compared to trajectory, and sentiment _ -
previous 10-day period over the course of the crisis « #DismantleDukePlantation

Above is an illustration from Campus Sonar, a social listening agency for colleges and universities, of
how social listening tactics might have informed Duke University’s response to a flashpoint in spring
2018. Monitoring key metrics, such as volume, voice, and sentiment, allows institutions to identify
potential risks earlier and deliver a proportional response throughout a developing situation.

To effectively use social listening technology to inform future actions, institutions should identify and
monitor key actors and terms. See the Appendix for compendiums of key actors and terms.

Source: Lindsay Hinkel, Case Study:
Monitoring Conversations Around a Social
Media Crisis, Campus Sonar, Aug. 8,
2018; EAB interviews and analysis.
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Should Your Institution Invest?

Considerations for Enhancing Monitoring with Social Listening

Social listening technologies can provide easily accessible data and insights to drive future strategy
and action on campus. However, investing in an enterprise-level social listening technology platform
can represent a significant undertaking with respect to purchasing the platform, dedicating staff to
execute on social listening analytics and strategy, and integrating social data into decision-making on
campus. Institutions should carefully consider the below benefits and drawbacks of investment.

Weighing the Decision to Invest

Benefits Drawbacks

» Proactive approach increases likelihood » Platforms can be a costly upfront and
of early risk identification and mitigation ongoing investment

» Platforms provide easy access to real- » Few vendors specific to higher ed

time social data » Effective use of data to derive insights

» Automated, advanced analyses track requires skilled data analysts

key metrics and topics of interest . Could require dedicated and/or highly

» Highly customizable inquiries can yield skilled staff

actionable data and insights « Difficult to integrate platform and data

» Continuous monitoring allows for into existing processes and culture
longitudinal analysis

If your institution is ready to invest in a tech platform, use the included Social Listening Platform
Buyer Guide to jumpstart your institution’s vendor evaluation process. The Buyer Guide includes a
vendor compendium and scorecard that your campus can use to evaluate social listening capabilities
across various technology platforms.

Source: EAB interviews and analysis.
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Toolkit

» Tool 1: Social Media Management Self-Audit
» Tool 2: Social Listening Platform Buyer Guide
- Tool 2A: Vendor Compendium
- Tool 2B: Vendor Scorecard
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Tool 1

Soclal Media Management Self-Audit

Purpose of This Tool

Use this tool to reflect on how you currently use social media to identify and respond to climate flashpoints
and crises. This audit will be most useful for campus leaders and staff who are directly involved with your
institution’s current social media monitoring efforts. As a group, you can use the content and questions of this
audit to identify strengths and areas for improvement in your institution’s current social media management
strategy as it relates to climate flashpoints and crises.

How to Use This Tool

This self-audit assesses four areas of your institution’s social media management practices:

1.

2.

Data Gathering

Data Analysis

. Data Sharing

. Data-Informed Action

Each section includes two elements: a quick self assessment of current practice and reflection questions. Start
by completing the self assessment in each section. For each statement, rate your institution’s current practice
based on the following scale:

« 0 if the corresponding statement is “usually not true” (marked as never)

- 1 ifitis “sometimes true”

« 2 if it is "almost always true” (marked as always)

At the end of each section, total your scores and use the accompanying scoring guide to contextualize your
total score. Finally, use the included reflection questions to prompt further discussion about how to build on
existing strengths and make progress on areas of improvement.

Source: EAB interviews and analysis.
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Social Media Management Self-Audit, cont.

@— Data Gathering

Statement is true...

We gather numerical social media metrics, like number of posts that mention our
institution, on an ongoing basis so that we have a baseline to compare against when
a climate flashpoint or crisis occurs on campus.

We check sites beyond the news and our own social media accounts (e.g., YouTube,
Quora, Reddit) for conversations about a climate flashpoint or crisis.

We can assess how fast the conversation is growing online in terms of mentions and
posts, and what sites or platforms the conversation is primarily happening on.

We can identify the primary influencers of a social conversation: if an issue is being
talked about by campus stakeholders or by people unaffiliated with our campus.

We have staff dedicated to social media, either to manage monitoring technology

Total Score: -

and/or manually monitor social conversations about our campus.

Never Always
0 1 2

O O O

Interpret Your Score

0-3 pts: Develop a strategy to gather social media data to improve your preparedness
to identify and respond to climate flashpoints and crises. Social media can give
valuable insights into how students and stakeholders view your institution.

4-7 pts: Your institution’s data-gathering practices could be more comprehensive.
Consider additional investments in staff or technology to boost your ability to

gather social media data.

8-10 pts: Your institution effectively gathers key data metrics regularly. Consider which
datapoints your team finds the most useful and develop longitudinal analyses
based on these points for richer future analyses and insights.

Reflection Questions

1

Are we consistently gathering quantitative and qualitative data from social media? Do we currently invest in
a social listening tech platform? How might more advanced tech solutions support or enhance what we are

already doing?

How would we fund investment in an enterprise-level tech platform to more efficiently collect and analyze
data? What department would oversee the social listening tech platform? Who else would have access?

Do we have staff with the expertise to analyze social data and distill actionable insights? If no, how might
we provide upskilling opportunities for current staff or hire new staff with relevant expertise?

©2019 by EAB. All Rights Reserved. eab.com 11
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Social Media Management Self-Audit, cont.

@— Data Analysis

Statement is true... Never Always
0 1 2

We regularly produce reports that include both quantitative and qualitative metrics

from social media. These reports provide data we can use to improve flashpoint O O O

management and response.

We know the normal volume of conversation about our institution, and we can I:l I:l I:l

identify when and why spikes in the conversation occur.

We can tell if new people are contributing to the social conversation or if the D D D

conversation is being sustained by the same group of people.

We adjust our communication strategy based on how people have responded to our
statements on similar issues in the past and how people are responding to an actively O O O
changing issue on social media.

We analyze social data to identify improvements and make changes to institutional 0 O O

Total Score: -

policies and processes related to climate flashpoints and crises.

Interpret Your Score

0-3 pts:

Your institution should conduct more analysis of social data to improve your
social media monitoring efforts and response strategies. Start by identifying
key terms and key actors who influence the social conversation on campus.

4-7 pts:

Look for ways to empower staff to produce and analyze quantitative social
data. Tech tools, including free ones like advanced searches on Twitter, can
ease this process. Consider upskilling opportunities for key staff.

8-10 pts:

Analyzing data is a strength for your campus. Incorporating data into decision-
making, creating protocols for data sharing, and finding ways to make data
collection and analysis more efficient can round out your strategy.

Reflection Questions

1 What social data and metrics do we use most often to inform flashpoint decision-making processes and
response strategies? What other datapoints and metrics would be most valuable? Why?

2 How do we define the “baseline” of social conversation about our institution? What are the primary metrics
we monitor to track potential spikes, particularly spikes related to climate flashpoints or crises?

3 What insights have we gained from past climate flashpoints or crises? How do we integrate social data into
our institution’s decision-making processes?

©2019 by EAB. All Rights Reserved. eab.com

Source: EAB interviews and analysis.
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Social Media Management Self-Audit, cont.

@— Data Sharing

Statement is true... Never Always
0 1 2

When a climate flashpoint or crisis occurs, social media activity is coordinated and/or 0 0O O
managed by a centralized team to ensure shared information is consistent.

Social data and metrics like conversation volume, sentiment, and key influencers, are |:| |:| |:|
regularly shared with and used by a variety of campus leaders.

When one of our units learns about potential risks, flashpoints, or crises on social |:| |:| D
media, they know where and how to elevate that information on campus.

Staff feel comfortable sharing data, even when data might reflect poorly on the |:| |:| D
institution or specific units (e.g., comments made at a campus-sponsored event).

As a climate flashpoint or crisis is unfolding, we share data with affected departments D D D

Total Score: -

and staff to inform ongoing strategy and next steps

Interpret Your Score

0-3 pts: Your institution’s response to climate flashpoints and crises would benefit from
a more coordinated strategy around data sharing. Develop or refine
communication processes to expedite information sharing.

4-7 pts: Your institution elevates and shares some social data. Consider additional
opportunities to share social data, especially as it relates to climate flashpoints
and crises. Establish policies and mechanisms that encourage data sharing.

8-10 pts: Data sharing is likely embedded in your institutional culture. Consider how you
might share additional insights with campus leaders and staff or how to
formalize existing practices to ensure long-term sustainability.

Reflection Questions

1 How could we better coordinate campus communications and social media activity as climate flashpoints
and crises unfold? What have we learned from our past experiences in coordinating social activity?

2 How and when do we share key metrics before, during, and after climate flashpoints and crises across
departments? Could we make it easier for key leaders and staff to access real-time updates?

3 How do we expect staff to elevate potential risks and emerging flashpoints or crises on campus? How do
we inform staff about these expectations?

Source: EAB interviews and analysis.

©2019 by EAB. All Rights Reserved. eab.com 13 eab.com



Social Media Management Self-Audit, cont.

%— Data-Informed Action

Statement is true...

Campus leaders regularly use social media insights to inform the institution’s
response to climate flashpoints and crises, including the content and frequency of
university communications and next steps on campus.

When a climate flashpoint or crisis is unfolding, we monitor, remove, correct, and/or
respond to misinformation that is spreading on social media.

When a climate flashpoint or crisis occurs, we frequently release statements through
our social media accounts to articulate the institution's perspective and/or
demonstrate that we are managing the issue.

When a climate flashpoint or crisis is unfolding, we use key metrics to adapt and
rightsize our strategy to respond to emerging concerns and new influencers.

We regularly use social data to identify improvements and make changes to
institutional policies and processes related to climate flashpoints and crises.

Total Score: -

Interpret Your Score

Never Always

0 1 2

O 0O O

0-3 pts: Identify opportunities to use social data to inform how your institution responds
to climate flashpoints and crises. Consider how staff might use data to inform
action and create processes that formalize data-driven decision-making.

4-7 pts: Further improve your institution’s response by using social media insights
before, during, and after a climate flashpoint or crisis. Integrate social insights
with other data about related issues to improve data-informed actions.

8-10 pts: Your institution effectively incorporates social media insights into its response.
Monitor how students and other stakeholders receive your institution’s actions.

Integrate these insights into future response efforts.

Reflection Questions

1

How might we reduce the negative impact of climate flashpoints or crises on our institution’s reputation

through our communications on social media?

What metrics do we most often use to inform our institution’s response to climate flashpoints and crises?

What data do we currently overlook that we could use in the future?

How might we use information about incidents at other institutions to help us respond to future climate
flashpoints and crises? What lessons can we glean from how they used-and continue to use-social media?

©2019 by EAB. All Rights Reserved. eab.com 14

Source: EAB interviews and analysis.

eab.com




Tool 2

Social Listening Platform Buyer Guide

Purpose of This Tool

Use this tool to jumpstart your institution’s evaluation process for investing in an enterprise-level technology
platform to support social listening. This Buyer Guide includes two components: a vendor compendium and a
vendor scorecard.

Vendor Compendium

This tool provides an overview of the most common social media management and social listening
technologies on the market. Each vendor profile includes an overview of the software’s capabilities,
information on cost, and select higher education clientele. Vendor profiles are sourced from publicly available
information online. You should directly follow up with the vendor to learn more. Please note that EAB does not
recommend or endorse specific vendors.

Vendor Scorecard

This ready-to-use tool can be used to evaluate vendors to determine which is best for your institution. This
scorecard can be adapted to meet your institution’s specific needs.

Source: EAB interviews and analysis.
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Vendor Compendium

% brandwatch

Profile:

Price:

Selected HEI Clients:

Website:

CAMPUS

sonar

Profile:

Price:

Selected HEI Clients:

Website:

W Hootsuite:

Profile:

Price:

Selected HEI Clients:

Website:

(jﬁ? Social Sentinel

Profile:

Price:

Selected HEI Clients:

Website:
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Brandwatch

A data-focused social media analytics platform that includes social listening and influencer
identification tools. Recently acquired Crimson Hexagon, another popular platform.
Starting at $1,000 per month for 10,000 mentions

None

https://www.brandwatch.com/

Campus Sonar

The only non-software provider on this list, Campus Sonar is a social listening firm for
higher education that can help develop your strategy and conduct listening for you.

Varies by service
Beloit College, Loyola Marymount University

https://www.campussonar.com/

Hootsuite

A social media management software provider with built-in analytics, designed to be a
one-stop shop for social media management; has limited social listening capabilities.

Starting at $29 per month per user
University of Miami, University of New Hampshire

https://hootsuite.com/

Social Sentinel

A social media threat alert service that aims to detect and warn about threats brewing on
social media before they occur in real life.

Varies; based on size of population within monitored area

University of Virginia

https://socialsentinel.com/

Source: Marvin, Rob. "The Best Social Listening and Influencer
Identification Tools of 2018.” PC Mag,; EAB interviews and analysis.
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Vendor Compendium, cont.

4

sproutsocial
Profile:

Price:

Selected HEI Clients:

Website:

# synthesio

Profile:

Price:

Selected HEI Clients:

Website:

fa SYSOMOS

Profile:

Price:

Selected HEI Clients:

Website:

‘.
talkwalker #
Profile:

Price:

Selected HEI Clients:

Website:
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Sprout Social

Suite of social media analytics tools with some CRM and limited social listening capabilities.
From $99 to $249 per user per month

Marquette University, Oklahoma State University, Seneca College, Yale University

https://sproutsocial.com/

Synthesio

Social media management & listening platform designed for larger organizations; has
targeted social listening and influencer identification tools.

Starting at $1,200 per month. License includes unlimited users and data storage.
University of Georgia

https://www.synthesio.com/

Sysomos

Social media management tool designed to analyze social media conversations and
deliver analysis that informs decision-making with marketing campaigns.
Starting at $1,000 per user

Midwestern State University

https://sysomos.com/

Talkwalker

Social media analytics platform with above-average social influencer identification
capabilities and some social listening ability.

Starting at $700 per month
Gardner-Webb University

https://www.talkwalker.com/

Source: Marvin, Rob. "The Best Social Listening and Influencer
Identification Tools of 2018.” PC Mag,; EAB interviews and analysis.
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Vendor Scorecard

Name of Technology: Department:

Type of Technology: Cost to User:

Analytics | Assessment | Notes |

Includes automated analytic

AU capabilities that update regularly = — bt
Able to customize analyses and/or YES NO N/A
complete one-off data pulls

Customization
Integrates with the relevant internal YES NO N/A
systems and processes
No or few limits on the number of YES NO N/A
search terms

Search

Capabilities
Search includes wide range of social
media platforms and traditional news YES NO N/A
with other sites (e.g., Yelp)

Includes bar/line graphs, word YES NO N/A
clouds, etc.

Data

Visualization
Data dashboard provides quick YES NO N/A
access to key stats
Identifies potential and/or emerging YES NO N/A

influencers across platforms
Conversation
Analysis

Categorizes sentiment (e.g.,
positive, neutral, negative) and YES NO N/A
allows for manual corrections

Source: EAB interviews and analysis.
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Posting

Scheduling

Able to post to linked social media
accounts from within the platform

Able to schedule multiple posts ahead
of time and/or recurring posts

YES

YES

NO

NO

N/A

N/A

Licenses

Client Support

Pricing

Includes many or an unlimited number
of users per license

Able to share logins among staff,
if desired

Includes on-demand or customized
technology support

Vendor provides dedicated analyst who
completes requested reports

Pricing scaled based on institution size
and/or number of users

YES

YES

YES

YES

YES

NO

NO

NO

NO

NO

N/A

N/A

N/A

N/A

N/A

General Feedback

Overall
Impressions

Recommended
Uses

Other

©2019 by EAB. All Rights Reserved. eab.com 19
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Appendix

« Appendix A: Compendium of Social Media Actors
« Appendix B: Compendium of Key Terms to Monitor
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Appendix A

Compendium of Social Media Actors

How to Use This Tool

Use this compendium to identify social media accounts affiliated with university, student, and community actors in
your social listening efforts. Proactively monitor a broad swath of accounts to quickly identify emerging flashpoints

and key influencers.

Official University
Accounts

University Leadership

Well-Known
Faculty and Staff

Student Groups and
Sports Teams

Student Leaders

Local Government and
Political Officials

Local Community Entities

©2019 by EAB. All Rights Reserved. eab.com

Main institution social media handle
Office-specific accounts (e.g., admissions, president’s office)

Chancellor or president
Provost

Deans of colleges
Athletics director

Sports coaches
Popular or controversial professors
Professors nationally recognized in their field

Basketball team

Political groups (e.g., college republications and democrats)
Black student movement

Student newspaper

Student body president

Campus award winners

Campus activists

Student athletes

Fraternity and sorority life leaders

Well-known students or students with significant social followings

Fan and anonymous student accounts (e.g., student basketball fan account,
@studentsofmapleu)

Mayor

Governor

Local activists

Town councilmembers
Police chief

Local celebrity

Popular restaurants and companies
Student bars

Source: EAB interviews and analysis.
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Appendix B

Compendium of Key Terms to Monitor

How to Use This Tool

Monitor hashtags and keywords related to your institution and potential flashpoints and crises to size the scale of
the conversation, identify key influencers, and track issues over time. Use this compendium, including institution-
specific and incident-specific terms, as a starting point to identify the topics, keywords, and hashtags most salient to
your institution’s context and social media strategy.

Institution-Specific

T

Institution Name and
Nicknames

University Mascot and
Brand

University Buildings and
Events

Related to Local
Community

Campus Actors

©2019 by EAB. All Rights Reserved. eab.com

Consider Boolean search operators (*”, AND, OR, NOT)
Exclude universities and secondary schools with similar names
Examples: “Maple University,” “Maple U,” “MU,” Not “Maple Technical College”

Common institution-wide phrases

Mascot name

Official sports songs/chants or alma mater

Official university hashtags

Examples: #gomaple, #leafpride, #gooddaytobealeaf, #leafbornandbred

Common study areas and important venues (e.g., athletic facilities)
University-sponsored event hashtags or keywords

Annual events and one-off events

Examples: #undergradlibrary, #maplestadium, #maplehomecoming

Local town or neighborhood name

Popular restaurants, companies, and activities

Community actors

Town idioms or unofficial slogans

Examples: #mapleville, #biergartenmapleville, #mayorpine

University officials

Popular or controversial professors

Student leaders and organizations

Student activists

Popular student groups

Examples: #chancelloroak, #maplebsm, (SBP AND maple)

Source: EAB interviews and analysis.
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Appendix B

Compendium of Key Terms to Monitor, cont.

Incident-Specific

Selected Terms

Free Speech .

Sexual and Relationship .
Violence .

Race-based Issues .

LGBTQIA and Gender .
Issues o

Other Political Issues .

Types of Incident .

©2019 by EAB. All Rights Reserved. eab.com

Free speech, freedom of speech

Political correctness, politically correct, PC, counter culture
Constitution, founding fathers, democracy

First amendment, censorship, #freepress

Tip: When a campus speaker is announced, search social media for relevant
hashtags and keywords to monitor.

Title IX

Sexual assault, sexual violence, sexual harassment, sexism
Rape, rapist, #Endrapeoncampus

Catcalling, #catcallingsucks

#MeToo, #timesup

#whyididntreport, #whyistayed

#womensmarch

#believewomen, #believesurvivors

Racism, racist, bigot, bigotry, black face
Nationalism, white nationalism

Immigration, illegal immigration, DACA, # DREAMer
Islamaphobia, xenophobia

#blacklivesmatter, #black, #livingwhileblack
#fightracism, #stopracism, #stophate, hate speech
Indigenous, #indigenousrights, #indigenouspeoples, #firstnations, #nativepride,
#dearnonnatives

Gay rights, LGBT rights, #equalrights

#lgbt, #lgbtqg

#pride, #gaypride

Transgender, #trans, transrights

#loveislove

Equal pay

Gaslight, gaslighting

#equality, #humanrights

Abortion, prochoice, prolife, antichoice, proabortion, Roe V. Wade
#resist, #theresistance

#refusefascism, #antifa

#MAGA, #makeamericagreatagain

Graffiti, vandalism, vandals

Assault, harassment, attack, crime, incident
Protest, march, demonstration, rally

Bill, law, amendment, prop

Speaker, speech, flier, flyer, brochure, poster
Party, costumes, #culturenotcostume

Police brutality, police activity, police violence

Source: EAB interviews and analysis.
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How EAB Can Help

Research and Resources to Guide Your Next Steps

To equip institutions with the information they need to better prepare for and manage climate
flashpoints, EAB offers several white papers, tools, on-demand webinars, and more. Members can
access, download, and order hardcopies of these and related resources at eab.com.

Selected Resources from EAB

Improving Institutional Preparation and Response

Executive Briefing: Addressing Campus Climate Flashpoints

| d Risk Management Tactics for Climate Flashpoints (Forthcoming, 2019)

Prep Pack: Case Study Compendium and Resources (Forthcoming, 2019)

Managing Free Speech Issues

Free Speech Policy Audit and Compendium

How to Educate and Engage Today’s Student Activists

Strategies for Responding to Bias-Related Incidents

Building Stakeholder Awareness on Campus

Cabinet Briefing: Navigating the New Wave of Student Activism

Student Unrest: What Advancement Leaders Need to Know

Strategic Communication to Mitigate the Enrollment Impact of Campus Climate Crises
(Forthcoming, 2019)
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About EAB

EAB is a best practices firm that uses a combination of research, technology,
and data-enabled services to improve the performance of more than 1,200
educational organizations. EAB forges and finds the best new ideas and proven
practices from its network of thousands of leaders, then customizes and
hardwires them into every level of member organizations, creating enduring
value. For more information, visit eab.com.
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LEGAL CAVEAT

EAB Global, Inc. ("EAB”) has made efforts to
verify the accuracy of the information it provides
to members. This report relies on data obtained
from many sources, however, and EAB cannot
guarantee the accuracy of the information
provided or any analysis based thereon. In
addition, neither EAB nor any of its affiliates
(each, an “EAB Organization”) is in the business
of giving legal, accounting, or other professional
advice, and its reports should not be construed as
professional advice. In particular, members
should not rely on any legal commentary in this
report as a basis for action, or assume that any
tactics described herein would be permitted by
applicable law or appropriate for a given
member’s situation. Members are advised to
consult with appropriate professionals concerning
legal, tax, or accounting issues, before
implementing any of these tactics. No EAB
Organization or any of its respective officers,
directors, employees, or agents shall be liable for
any claims, liabilities, or expenses relating to (a)
any errors or omissions in this report, whether
caused by any EAB organization, or any of their
respective employees or agents, or sources or
other third parties, (b) any recommendation by
any EAB Organization, or (c) failure of member
and its employees and agents to abide by the
terms set forth herein.

EAB is a registered trademark of EAB Global, Inc.
in the United States and other countries. Members
are not permitted to use these trademarks, or any
other trademark, product name, service name,
trade name, and logo of any EAB Organization
without prior written consent of EAB. Other
trademarks, product names, service names, trade
names, and logos used within these pages are the
property of their respective holders. Use of other
company trademarks, product names, service
names, trade names, and logos or images of the
same does not necessarily constitute (a) an
endorsement by such company of an EAB
Organization and its products and services, or (b)
an endorsement of the company or its products or
services by an EAB Organization. No EAB
Organization is affiliated with any such company.

IMPORTANT: Please read the following.

EAB has prepared this report for the exclusive
use of its members. Each member acknowledges
and agrees that this report and the information
contained herein (collectively, the “Report”) are
confidential and proprietary to EAB. By accepting
delivery of this Report, each member agrees to
abide by the terms as stated herein, including
the following:

1. Allright, title, and interest in and to this
Report is owned by an EAB Organization.
Except as stated herein, no right, license,
permission, or interest of any kind in this
Report is intended to be given, transferred to,
or acquired by a member. Each member is
authorized to use this Report only to the
extent expressly authorized herein.

2. Each member shall not sell, license, republish,
distribute, or post online or otherwise this
Report, in part or in whole. Each member shall
not disseminate or permit the use of, and shall
take reasonable precautions to prevent such
dissemination or use of, this Report by (a) any
of its employees and agents (except as stated
below), or (b) any third party.

3. Each member may make this Report available
solely to those of its employees and agents
who (a) are registered for the workshop or
membership program of which this Report is a
part, (b) require access to this Report in order
to learn from the information described herein,
and (c) agree not to disclose this Report to
other employees or agents or any third party.
Each member shall use, and shall ensure that
its employees and agents use, this Report for
its internal use only. Each member may make
a limited number of copies, solely as adequate
for use by its employees and agents in
accordance with the terms herein.

4. Each member shall not remove from this
Report any confidential markings, copyright
notices, and/or other similar indicia herein.

5. Each member is responsible for any breach of
its obligations as stated herein by any of its
employees or agents.

6. If a member is unwilling to abide by any of the
foregoing obligations, then such member shall
promptly return this Report and all copies
thereof to EAB.
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