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ABSTRACT

The purpose of this project was to analyze publicly accessible Twitter data related to 
Western Kentucky University (WKU). This process involved the weekly use of SAS® Visual 
Analytics to scrape 140-character tweets relative to a given search term. Once pulled into 
SAS Visual Analytics, the sentiment and text-body of the tweets were analyzed using the text 
analysis features of SAS Visual Analytics, and the results were recorded. Because this project 
was conducted on a weekly basis, the average sentiment results provided an interesting 
time-series perspective into the positive and negative sentiments surrounding WKU in the 
digital world.

SENTIMENT ANALYSIS

• “…the field of study that analyzes people’s opinions, sentiments, evaluations, appraisals, 
attitudes, and emotions towards entities such as products, services, organizations, 
individuals, issues, events, topics, and their attributes.” (Liu, 2012)

METHODOLOGY

1. SAS® Visual Analytics  Data Explorer  Select New Data Source  Twitter:
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METHODOLOGY

THE BIG PICTURE

• What are people saying about Western Kentucky University on Twitter?



METHODOLOGY

2. Import Twitter Data  Input search term, number of Tweets, and name data set:
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3. Create ‘Document Collection’ from the body of Tweets:
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5. Properties  Text analytics: Advanced  Analyze document sentiment:
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4. Word cloud visualization:
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6. Select topic of interest  View Tweets and sentiment ratings:
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7. Explore topics and number of Tweets at different sentiment levels:

8. Record week number, date range, search term, and topics:
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8. Record number of Tweets per topic, the number of Tweets at each sentiment level, and the average percentage for each sentiment level:

9. Record the average sentiment across topics and import into a SAS data set:
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10. Visualize using PROC SGPLOT or upload to Visual Analytics and generate a new report:
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11. View common devices and number of retweets:



RESULTS AND OBSERVATIONS

• WKU appears to have a generally positive sentiment on Twitter

• Sports topics overwhelmingly make up the majority of WKU Twitter activity

• Notable positive spikes:

• associated with football and basketball (men's and women's) victories

• good weather patterns

• the start of a new semester

• Notable negative spikes:

• Fox News story about the WKU Student Government Association

• Football players and fraternity got into a fight/legal indictments

• Streak of bad weather and sports losses
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• Possible uses and implementations:

• Track public perception and coordinate public relations campaigns

• Optimize marketing based on weekly trends

• Promote athletics

• SAS® Visual Analytics is extremely easy to use and provides a great tool for basic 
social media analysis

IMPLEMENTATIONS AND CONCLUSION
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