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Abstract 
 
Organizational dissent and whistleblowing as a way to express it have been 
researched in the field of organizational communications for decades. Howev-
er, the development of social media has provided a new channel for dissent to 
become public: alternative Twitter accounts of an organization. 
 
An “alt-account” provides the public with information on what is happening 
within the organization. In this thesis the tweets of one of the most followed 
alt-accounts that of White House (Rogue POTUS Staff) are examined and ana-
lyzed to see the ways organizational dissent is expressed this way. 
 
It was discovered that when whistleblowing via an alt-account, neutral and 
tone free tweets are most common and seem to have the biggest effect on the 
followers of the account. However, in the case examined, a clear story was dis-
covered, where the tweets of the account got more and more tonally charged as 
time passed, and the accounts attempts to cause change within the organiza-
tion were ineffective.  
 
The topic provides excellent chances for further research using many different 
possible approaches. 
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Tiivistelmä – Abstract 
 
Tyytymättömyys organisaatiossa (organizational dissent) sekä pilliin puhalta-
minen (whistleblowing) ovat olleet paljon tutkittuja aiheita viestinnän tutki-
muksessa viime vuosikymmeninä. Teknologian kehitys on kuitenkin mahdol-
listanut uuden kanavan, jolla tätä tyytymättömyyttä voidaan ilmaista: organi-
saation vaihtoehtotilit Twitterissä. 
 
Vaihtoehtotili (alt-account) pyrkii tarjoamaan seuraajilleen välähdyksiä siitä, 
mitä organisaation sisällä tapahtuu. Tämä tutkielma keskittyy analysoimaan, 
kuinka tyytymättömyyttä organisaatioon ilmaistaan tätä kautta. Tutkimuksen 
kohteena on yksi seuratuimmista vaihtoehtotileistä: valkoisen talon henkilö-
kunnan alt-tili Rogue POTUS Staff. Tarkoitus on lisäksi selvittää, millaisia uh-
kia tilit muodostavat organisaatioille. 
 
Havaittiin, että kun pilliin puhaltamista tapahtuu vaihtoehtotilin kautta, on 
tviittien sisältö useimmiten tunnelataukseltaan neutraaleja. Nämä tviitit myös 
vaikuttavat vievän tilin viestin perille tehokkaimmin. Tässä case-tutkimuksessa 
kuitenkin havaittiin lisäksi selkeä muutos tviittien sisällöissä, jossa negatiivisia 
sävyjä sisältäneiden tviittien osuus kasvoi, kun tili ei saanut asiaansa ajettua 
riittävän tehokkaasti.  
 
Aihe mahdollistaa runsaasti erilaisia jatkotutkimusmahdollisuuksia erilaisia 
lähestymistapoja hyödyntäen. 
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Organizational dissent, whistleblowing, twitter, alt-account, rogue account 
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1 INTRODUCTION 

Organizational dissent is a way to express discomfort and other negative feel-
ings one has at the workplace. It has been determined as an emotion of feeling 
apart (Kassing 1997) and as an expression of disagreement within an organiza-
tion (Argyres & Mui 2007).  In order to understand and improve the general 
atmosphere at an organization, it is important to know the origins of dissent 
and the ways it can be seen. At this thesis organizational dissent is explored 
from a point of view very much a product of the 21st century: alt-accounts of 
organizations on social media.  
 
Alt-accounts (also known as rogue accounts) in social media channels is a new 
way to express an old phenomenon. The name “alt-account” is an abbreviated 
term for “alternative account” which in this context means an unofficial social 
media account of a person or an organization. Whistleblowing has been way to 
express organizational dissent all the time that organizations have existed. 
Leaking information, which is damaging for the organization is an effective 
way to cause damage to said organization and/or gain personal gain by doing 
so. The development of technology has made whistleblowing easier and more 
effective than ever before. 
 
This thesis examines how organizational dissent is expressed by whistleblow-
ing in the context of social media. Whistleblowing has been happening long 
before social media. It can be said to be happening any time an employee 
speaks out of unethical or immoral activities happening within one’s organiza-
tion (Berkowitz et al. 2011). Often this information has to be gained via the 

membership of the organization to be considered whistleblowing. (Davis 2012). 
The organization examined in this thesis is the White House, the headquarters 
of the President of the United States. 
 
The alt-account examined in this thesis is Rogue POTUS Staff which claims to 
be the alt-account of the White House employees, some of which claim to be 
working close to the very inner circle of the President of United States. The ac-
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count operates by informing the public via Twitter and their website about the 
ongoing things in the White House they think would damage the image of the 
organization. This modern form of whistleblowing and expressing organiza-
tional dissent. The account was regularly active on a relatively short period of 
time (January – July 2017), so a thorough analysis on tweets is possible to con-
duct.  
 
The goal of this thesis is to find out how does an alt-account express itself? 
This is achieved by thoroughly examining the tweets of a single alt-account 
(Rogue POTUS Staff). This is done by examining the tones and topics found 
from the tweets of the account. From this data the way organizational dissent is 
expressed will be researched. The possible change on the way the account 
tweets at the beginning and the end of its active period is also looked into and 
discovered.  
 

Alt-accounts are a new phenomenon not yet much researched. The way media 
and social media keeps developing, it is safe to assume that the amount of ac-
counts such as the ones mentioned in this chapter are not going to decline, on 
the contrary. Therefore, it is important to find out the ways the account com-
municates and the possible damage it can do from an organization’s point of 
view.  
 
The first part of this thesis examines the theoretical framework on which the 
research is conducted. The basic terms are introduced and explained. After this 
the case selected for this research (Rogue POTUS Staff on Twitter) is introduced, 
as well as the reasons for why it was selected are explained. Then the methods 
on which the tweets were analysed are explained. The results of the analysis are 
then presented and explained. Finally, conclusions are drawn, and subjects for 
further research as well as thoughts considering the topic of whistleblowing 
and dissent are presented. 
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2 DISSENT, WHISTLEBLOWING AND ORGANIZA-
TIONAL LEGITIMACY 

To understand alt-accounts on Twitter, it is necessary to examine some theoreti-
cal terms on which they operate on. Organizational dissent, whistleblowing 

and wrongdoing are examined and their importance to the topic explained. 
Alongside theory it is explored how media development (especially when it 
comes to social media) has made alt-accounts possible. After looking into these 

theoretical terms, it is also examined what kind of threats an alt-account can 
pose to the legitimacy of an organization. 

2.1 Organizational dissent: the need for alt-accounts  

The theoretical framework of the thesis starts with the examining of the driving 
force behind alt-accounts: organizational dissent. Examining this will make the 
reasons and motives behind alt-accounts come visible.  
 
Hirschman (1970) separates two main forms of customer and organizational 
dissatisfaction: the exit option, in which “customers stop buying the firms’s 
products or some members leave the organization” and the voice option, in 
which “the firm’s customers or the organization’s members express their dis-

satisfaction directly to management or to some other authority” (Hirschman 
1970, 4). According to Hirschman (1970), voice is defined as “any attempt at all 
to change, rather than to escape” … ”through appeal to a higher authority with 
the intention of forcing a change in management” (Hirschman 1970, 30).  
 
Organizational dissent can be said to be one of the main motivations behind the 
phenomenon known as alt-accounts, and a form of the voice option introduced 

by Hirschman (1970). It has been researched vastly and many definitions of its 
nature have been determined over the years. Next some of them are examined 
and seen how they fit to describe the nature of alt-accounts. 
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The core of organizational dissent is well defined by Kassing (2000, 388): it rep-
resents a form of resistance that employees enact within workplace. A common 
theme among most definitions of organizational dissent is resistance and ways 
to express it. Below are some definitions of organizational dissent. After pre-
senting them, similarities and differences between definitions are examined. 
 
 
Definition Point of view com-

pared to other defi-
nitions 

Defined by 

“The expression of dissent in 
an organization can be con-
ceptualized as a moral obli-
gation, a political right, an 
enlightened management 
practice, a minor inconven-
ience, or a punishable viola-
tion of loyalty” 

 

Multiple possible 
sources for dissent 

Sprague, J.A. & Ruud. 
G.L. 1988 

“In the organizational con-
text, dissent refers to feeling 
apart from one's organiza-
tion. Attention to the root of 
the word demonstrates that 
dissent does not necessarily 
imply conflict. Rather, dis-
sent can be limited to the 
experience of feeling apart; 
it can remain nonadversari-
al.” 

 

Feeling apart from 
one’s organization 

Kassing, J. 1997 

“particular form of employ-
ee voice that involves the 
expression of disagreement 
or contradictory opinions 
about organizational prac-
tices and policies” 

 

The expression of 
feeling apart and/or 
disagreements 

Kassing, J. 2002 

“when an organization 
member expresses disa-
greement with a viewpoint 
held by a superior or other 
influential members about 
the firm’s optimal strategy 

Focusing on profits, 
a more economic 
point of view 

Argyres, N. & Mui, V-L 
2007 
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for making profits” 

 

“That is to say that organiza-
tional dissent is employee 
feedback that questions cur-
rent organizational policy 
and/or practices” 

 

Employee feedback Gardner, J.T. 2011 

“Dissent can be expressed 
directly to supervisors (ar-
ticulated dissent), to co-
workers or other members 
of similar status in the or-
ganization (latent or lateral 
dissent), or to individuals 
outside the organization 
such as friends, family, or 
the media (displaced dis-
sent).” 
 

Different forms of 
organizational dis-
sent, and different 
places to express 
such dissent 

Zeng, C. 2018  

Table 1: Definitions of organizational dissent. 

 
 
 
When comparing the different definitions of organizational dissent, similarities 
and differences can be found. A common theme among definitions seems to be 
disagreement among employees and the company, which is expressed some-

how.  
 
Kassing (1997) describes dissent as “feeling apart”, where conflict or actions are 
not necessary: the mere feeling of distance between an employee and organiza-
tion could be said to be a form of dissent. In a later definition, Kassing brings 
expression of disagreement and the voice of the employee into his definition 
(Kassing 2002). These two definitions by Kassing may seem contradictory, but 
rather than being such, they describe the different ways dissent can express it-
self within an organization. It could be said that the latter definition requires the 
“feeling apart” of the definition made in 1997. 
 
Argyres & Mui (2007) underline the hierarchy of the organization in their defi-
nition: according to them, dissent happens in the so called “employee level” of 
the organization and is directed towards the “supervisor level” and/or influen-
tial members of the organization. They also highlight the economical dimension 
of dissent, where the dissent comes from disagreements about the ideal way to 
make profit. Gardner (2011) also points out the role of the employee as the main 
source of dissent. When compared to the definition by Argyres & Mui (2007), in 
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Gardner’s definition dissent is expressed more towards common policies of the 
organization instead of individual members of an upper level.  
 
In their definition Sprague & Ruud (1988) include the element of “punishable 
violation of loyality”. This element is essential for this thesis and is very closely 
tied in with whistleblowing, which is discussed about later in the thesis. If or-
ganizational dissent is punishable by the organization, then some sort of ex-
pression of it has happened. Alt-accounts are one of these ways to express dis-
sent.  
 
Zeng (2018) defines this expression by dividing it into three subcategories de-
pending on whom this expression is presented to. The expression of dissent 
used by alt-accounts can be said to be displaced dissent, since its main point is 
to reach people who are not a part of the organization. Some lateral dissent with 
co-workers can still however happen. This is somewhat dependant on the na-

ture of the organization in which the alt-account operates.  
 
When looking at alt-accounts, many of the tropes of organizational dissent can 
be found. When focusing on the account researched in this thesis, Rogue 
POTUS Staff, the common theme of resistance is clearly visible. It could even be 
said to be the main motivation behind the actions of the account. The “feeling 
apart of one’s organization” as said by Kassing (1997) can be well used in this 
case, as the disappointment in the direction the White House has taken has been 
stated as a reason by Rogue POTUS Staff to explain their actions. Their dissent 
is also somewhat similar to the definition by Argyres & Mui (2007). The dissent 
is focused “on a superior or other influential member”, in this case this being 
the president of the United States.  
 
Dissent can also be expressed publicly. As research by Dozier & Miceli (1985) 
and others can tell, that this is not a new phenomenon. However, the direct way 
in which alt-accounts express their dissent via Twitter and other internet-based 
platforms is very much a 21st century phenomenon.  
 
Finally, let us summarize the most relevant common themes between different 
definitions of organizational dissent and how they are visible in the actions of 
alt-accounts: 
 
Alt-accounts can be said to “feel apart” from one’s organization, hence the 
existence of the account. They act as an employee voice expressing disagree-
ment towards the practices and policies of the organization. They can see it as 
a moral obligation, since the organization is in many cases a governmental 
organization. Their dissent is focused towards superiors with different view-
points and are expressed to media and the public. 

 
Next, let us examine the theoretical basis of this modern way of public dissent 
expression as well as the technological tools enabling it.  
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2.2 Media development and whistleblowing 

The very foundation of alt-accounts is the possibility to leak information con-
stantly and directly. The immediate effect Twitter can have when it comes to 
politics and political revolutions has been well researched, as the articles cited 
in this thesis tell. However, the way that a single account tries to accomplish the 
same while working from within the organization has not. Before looking at the 
case of one of these accounts, it is time to look at the main theory describing the 
actions of these accounts: whistleblowing.  
 
Whistleblowing (also known as “whistle blowing” or “whistle-blowing”) is a 
way to leak information to the public within an organization. It bears similari-
ties to organizational dissent in many ways. According to Evans (2008), it is a 
“particular form of dissent, with its own characteristics.” (Evans 2008, 268). It is 
said to be “the disclosure by an employee of his employer’s improper activities” 
(Malin 1983, 227). The term comes from England, where the police used to blow 
on a whistle when observing a crime. This was done both to signal other polices 
about the crime as well as to alert the public (Evans 2008, 268). Alerting the 
public has later become the meaning of the word in everyday language, and it is 
also the focus of the scientific definitions of the term. 
 
 
 
Definition Point of view com-

pared to other def-
initions 

Defined by 

“the disclosure by organiza-
tion members (former or 
current) of illegal, immoral, 
or illegitimate practices un-
der the control of their em-
ployers, to persons or or-
ganizations that may be 
able to effect action” 
 

Whistleblowing is 
happening to enti-
ties that can possi-
bly do something to 
affect the situation. 

Miceli, M.P. & Near, J.P. 
1985 

”Generally speaking, any 
time an employee com-
plains of illegal, unethical, 
or otherwise harmful or in-
appropriate conduct by an 
employer, he or she can be 
said to have engaged in 
whistleblowing activity.” 
 

A broad definition, 
where many types 
of communication 
can be seen as such 

Berkowitz, A. et al. 2011 
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“While whistleblowers typi-
cally have both internal and 
external reporting channels 
available to report organiza-
tional transgressions, re-
search suggests that nearly 
all whistleblowers initially 
attempt to report wrongdo-
ing via internal channels 
before utilizing (or in lieu 
of) external channels” 
 

The attempt to af-
fect the situation 
first via internal 
channels before go-
ing public 

Miceli, M.P. & Near, J.P. 
1992, 2002. Cited by Mes-
mer-Magnus, J.R. & 
Chockaligam, V. 2005. 

“A whistleblower is gener-
ally defined as an employee 
who discloses potentially 
damaging information 
about their employer to an 
authority figure, such as 
their boss, the media or a 
government official.” 
 

The role of “author-
ity figure” as the 
place where whis-
tleblowing is target-
ed 

Kranacher, M.J. 2006 

“Whistleblowing is an act of 
disloyalty which disrupts 
business and may damage 
the image of the company.” 
 

The damage to-
wards a company’s 
image 

Nayir, D.Z. & Herzig, C. 
2011. 

“Whistleblowing occurs 
when a member of a legiti-
mate organization (an em-
ployee, officer, or the like) 
goes outside (approved) 
channels to report serious 
wrongdoing already done 
or in prospect using confi-
dential information proper-
ly gained through that 
membership.” 
 

The membership of 
and organization as 
a crucial enabler for 
whistleblowing 

Davis, M. 2012 

Table 2: Definitions of whistleblowing 

 
Berkowitz et al. (2011) define whistleblowing activity as a complaint of any sort. 
Theirs is a broad definition that can be used to describe many forms of express-
ing dissent. Some other definitions are somewhat stricter in what they see as 
whistleblowing. Miceli & Near (1985), for example, require the receiving end of 
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whistleblowing to be someone or something that can do something to affect the 
situation. Not just anyone will do. 
 
In his definition of whistleblowing, Davis (2012) highlights the membership of a 
legitimate organization as an important element. He also points out the im-
portance of going out approved channels; something that alt-account very 
much do when expressing their dissent. The definition by Kranacher (2006) 
however, is contradictory to the actions done by alt-accounts: leaking damaging 
information about an employee to an authority figure such as a boss or a gov-
ernment official (Kranacher 2006) can be difficult, when the target of said in-
formation is both your boss and a government official. 
 
The theme of damaging the organization and its public image is common 
among definitions of whistleblowing. Kranacher (2006) talks about “damaging 
information”, and Navir & Herzig (2011) highlight how it “may damage the 

image of the company” (Navir & Herzig 2011, 201). This can also be said to be 
one of the main characteristics of alt-accounts on Twitter. The goal behind these 
accounts is often to cause major disrupts in the leadership of the organization in 
which the account operates. Tarnishing the public image of the organization by 
whistleblowing is a way to try to do this. 
 

The development of social media 

 
Social media has become one of the key elements in both the political and 
communications landscapes. It has made possible the presentation of alterna-
tive discourses to local and global audiences (Christensen 2009). The year 2008 
marks in some ways the year Twitter was starting to get considered as an effec-
tive and powerful way to reach people. A political activist James Buck made the 
headlines around the world in April 2008 by tweeting himself help while being 
in trouble in Egypt (Saarikoski 2013, 165). The main reason the year 2008 is 
brought up is however the United States presidential election of the same year. 
 
Senator Barack Obama was able to win the election despite starting from behind 
on the polls in both the democratic election against Hillary Clinton, and later 
the presidential election against John McCain. The 2008 presidential election is 
the first election, where Twitter was seen as one of the main reasons for the out-
come (Saarikoski 2013, 166). Obama and the Democratic Party were able to at-
tract young voters by being active on Twitter and making the online environ-
ment the main focus of their advertising campaign. (Saarikoski 2013, 167). 
Democratic governance could be improved by using new communication tech-
nologies, as it enables open and equal deliberation between citizens, representa-
tives and policy makers (Loader & Mercea 2012, 1). The 2008 election set a new 
standard on the way social media has since been used in politics.  
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All the things mentioned before that made Obama’s presidency possible were 
present in the election eight years later when Trump was elected; active use of 
Twitter by both the candidate and the party and being an underdog on the first 
polls. With all this in mind, it is safe to say, that Donald Trump would not be 
president without Twitter. Twitter is fundamentally connected to Donald 
Trump and his presidency, which is why it is not a surprise that Twitter is also 
the place where resistance and dissent against him becomes visible. 
 
“Traditional” mass media has long been seen as a limiter for issues that will be 
debated in the public, as well as a factor that narrows the available political al-
ternatives. (Redden 2012, 57). The way social media has developed over the 
years has changed this. Being able to leave mass media out of the equation and 
reach people effectively and directly has made phenomenon such as alt-
accounts possible. As said by Loader & Mercea (2012), “the citizens no longer 
have to be passive consumers of traditional party propaganda or mass media 

news, but is instead actually enabled to challenge discourses, share alternative 
perspectives and publish their own opinions.” (Loader & Mercea 2012, 3). 
 
 

Wrongdoing 

 
When looking at alt-accounts on Twitter, these definitions of whistleblowing 
are visible in one way or another. Alt-accounts are a way for employees to ex-
press their dissent and expose the wrongdoings if their organization, in this 
case the White House. By using confidential information properly gained 
through the membership of their organization (Davis 2012), they report on what 
they see on a daily basis. They see the current actions and the sudden change of 
course of their organization as immoral and unethical. A theoretical term for 
this is “wrongdoing”. 
 
Wrongdoing is defined by Miceli et al. (2013) as “illegal, immoral, or illegiti-
mate practices”, which “does not limit wrongdoing to illegal behavior” (Miceli 
et al. 2013, 4). By their definition, wrongdoing is the catalyst which causes whis-
tleblowers to act. This definition also works as a basis for organizational dissent; 
experiencing wrongdoing within an organization leads to dissent, which can 
lead to whistleblowing. As said by Nayir & Herzig, “From a management per-
spective, the adequate handling of organizational wrongdoings is of growing 
concern in oganizations globally because of their detrimental effects on financial 
well being.” (Nayir & Herzig 2011, 199). In other words, organizations would 
prefer to deal with situations where wrongdoing has happened, internally ra-
ther than in public. If this is unsuccessful, whistleblowing can occur.  
 
Whistleblowing can also happen internally. Miceli & Near (1992, 2002) state as 
cited by Mesmer-Magnus & Chockalingam (2005), that initially most whistle-
blowers try to act using the channels found within the organization. When ex-
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periencing wrongdoing, the first reaction is to fix the problem without going 
public. If causing effect this way is unsuccessful, the whistleblower may face 
some troubles and/or get punished from their actions (Mesmer-Magnus & 
Chockalingam 2005, 278).  
 
To summarize most relevant facts about whistleblowing and wrongdoing in 
relation to alt-accounts: 
 
Alt-accounts leak information that is damaging to the organizations they 
work on to the public, in most cases via Twitter. They leak information they 
have gained by their membership within the organization. Being a member 
of the organization has led them to experience wrongdoing, which makes 
them want to act as whistleblowers. Their visible whistleblowing is focused 
on external instead of internal channels. It is possible for internal whistle-
blowing to happen alongside alt-accounts, but it is not made public in a simi-
lar way. 

 
In the research section of the thesis it is explored how exactly this whistleblow-
ing happens, how is organizational dissent visible in it and what does this say 
about the organization itself. 
 

2.3 Alt-accounts as a threat to organizational legitimacy 

In the previous chapters, alt-accounts have been examined more from a point of 
view of the accounts themselves; where does their motivation come from and 
how do they express themselves. Now let us shortly examine the phenomenon 
from the point of view of organizations. As said before, media development has 
enabled a new way of immediate and effective whistleblowing. This also ena-
bles new kinds of threats to organizations and their legitimacies. Let us look at 
definitions of organizational legitimacy and see why alt-accounts can pose a 
real threat to it.  
 
Legitimacy can be defined as an assumption that the actions of an entity are 
desirable, proper or appropriate within a socially constructed system of norms 
(Suchman 1995, 574). As said by Etter et al. (2018, 61): “organizational legitima-
cy is generally defined as the social acceptance of organizations and their ac-
tions (Suchman 1995)”.  As said by Dowling & Pfeffer (1975, 122), organizations 
attempt to find balance between the social values associated with their activities 
and “the norms of acceptable behaviour in the larger social system of which 
they are a part” (Dowling & Pfeffer 1975, 122). When these to values are con-
gruent, it can be described as organizational legitimacy (Dowling & Pfeffer 1975, 
122).  
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Dacin et al. (2007, 176) discuss about the social dimension of organizational le-
gitimacy. Social legitimacy is especially important for companies and organiza-
tions where a socially responsible image is required for the organization to sur-
vive (Dacin et al. 2007, 176). While the organization focused on in this research, 
the White House, is one that does not require such image for survival, it is safe 
to assume that it will attempt to gain such image in every way possible.  
 
An alt-account can also encourage people to do negative engagement in social 
media. Lievonen & Luoma-aho (2015) defined negative engagement as “experi-
ence-based series of participative actions where negative issues concerning an 
organization or brand are publicly discussed” (Lievonen & Luoma-aho, 2015). 
Organizational legitimacy can especially be threatened challenged it, due to 
“the high levels of media and platform connectivity, and as critical messages 
remain more credible than positive ones” (Lievonen et al. 2018). 
 

When examining alt-accounts as a broader phenomenon and not just in the case 
of Rogue POTUS Staff, threats to organizational legitimacy can be found. A 
multinational corporation can lose its legitimacy if an alt-account constantly 
publishes information that is damaging towards the organization. If the account 
gains enough traction, the damage is real, whether the account actually operates 
from within the organization or not. Organizations rely heavily on their public 
image, and alt-accounts are an effective way to tarnish this image.  
 
Finally, to summarize facts about organizational legitimacy in relation to alt-
accounts: 
 
Alt-accounts pose a threat to the public image of the organization. Organiza-
tions often rely on a good, clean public image to act in an efficient way. It is 
not necessary for an alt-account to prove its own legitimacy to be a threat for 
the legitimacy of an organization. 
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To finally summarize the theoretical background of alt-accounts: 
 

 
 

Graph 1: Whistleblowing via alt-accounts 

 

This graph explains the theoretical framework of alt-accounts. It is important to 
understand how all these theories and practices are essential when understand-
ing why alt-accounts do what they do.  
 
Organizational dissent is the cause for action. Whistleblowing is the manner 
this dissent is expressed. The experience of wrongdoing is the driving force be-
hind whistleblowing and organizational dissent. Media development has made 
this expression possible in the 21st century via alt-accounts on social media 
channels such as Twitter. Organizational legitimacy is threatened by actions of 
alt-accounts. They inform the public about actions and policies of organizations 
which attempts to delegitimize the social status of an organization. 
 
Now that these have all been thoroughly examined and their basic principles 
explained, it is time to look at the case selected for this research. 
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3 CASE STUDY: ROGUE POTUS STAFF 

After examining the theoretical framework, it is time to take a look at the alt-
account which acts as a case for this thesis. Alt-accounts could be researched as 
a broader phenomenon, but for the purposes of this thesis, focusing on a single 
account offered the best basis for research. In this chapter the reasons for this 
are explained, as well as the basic information on what is known about the 
Twitter account “@RoguePOTUSStaff” and the motivations behind its actions.  

 

3.1 Rogue POTUS Staff: what is known 

On January 20th, 2017, Donald J. Trump was appointed as the 45th president of 
the United States. This has been seen as one of the biggest upsets in recent polit-
ical history, not just in the United States but the world. Up to the election day 
the consensus among experts was that Trump would not be elected, somewhat 
due to the continuous scandals he had been involved in during his campaign.  
Many of these scandals had originated from Twitter, where Trump has been 
active since joining it back in 2009. This has not changed after Trump’s election; 
the president still uses his personal account @realDonaldTrump multiple times 
during the day to comment on all kinds of issues, often making headlines in the 
process.  

 
Trump’s election was a shock to many employees of organizations run by the 
state. They were not happy with the values of the president-elect, nor his poli-
tics since his tenure started. To express their dissent, whistleblowers started to 
emerge within these organizations. Perhaps inspired by the president himself, 
the whistleblowing has happened mostly via Twitter. Since January 2017, many 
alt-accounts (or rogue accounts) of different state organizations have emerged. 
These organizations include for example NASA (@RogueNASA) and Depart-

ment of Justice (@alt_doj).  
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The main focus of this thesis is however one of the most followed alt-accounts, 
Rogue POTUS Staff (@RoguePOTUSStaff on Twitter). Gaining closer to a mil-
lion followers since forming in January 2017, Rogue POTUS Staff has provided 
the public glimpses of what is happening behind the scenes in the White House.  
During its existence, the account has tweeted more than 4300 times.  
 
The Twitter account known as @RoguePOTUSStaff (from now on: Rogue 
POTUS Staff) describes themselves in their Twitter handle description as fol-
lows:  
 

“The unofficial resistance team inside the White House. We pull back the curtain 
to expose the real workings inside this disastrous, frightening Administration.” 

(Twitter: @RoguePOTUSStaff, 2017) 
 
This short description describes well the main themes of the account: the fact 
that the resistance is unofficial, that it works from within the White House, and 
the way this resistance is seen by pulling back the curtain. On their website, 
potusstaff.com, they have a more in-depth description of their motives: 
 

“In solidarity with others who were courageous enough to create #altgov twitter 
accounts, pushing back against President Trump's attempt to silence dissent and 
inconvenient facts, we are committed to supporting the resistance by revealing the 
inner chaos and incompetence of President Trump's White House. We are White 
House staffers, working at various levels, operating in secrecy to reveal hidden 
truths of the Trump administration to the American people. 

We are the resistance of the White House. We are the voice in the dark 
that speaks in silence and hides in the foreground. We are the Rogue 
POTUS Staff.” (roguepotusstaff.com:  Home, 2017). 

In this statement the people behind the account make it clear that there have 
been previous alt-account resisting the current government before Rogue 
POTUS Staff. They also state that the people behind it work on various different 
levels within the White House staff, thus being able to provide a wide spectrum 
on events happening within the organization. 

The website roguepotusstaff.com was created shortly after the account became 
active. While the main channel on which Rogue POTUS Staff passes on infor-
mation is the Twitter account, the website became a place where Rogue POTUS 
Staff would occasionally post longer, more detailed stories. These stories would 
be shared via the Twitter account. While the focus of this thesis is the Twitter 
account, the website must also be considered in some cases, a prime example 
being when Rogue POTUS Staff describes the motives behind their actions on 
the “Who are We” -section of the site. 
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On the site the people behind the account state that most of them are “devout 
republicans”. The dissent isn’t directed against the party’s ideologies, and they 
“aren't working to support Democratic victories.” (potusstaff.com: Statement of 
Purpose). The target of dissent is the way the White House is being run by the 
current powers at will.  

Rogue POTUS Staff distance themselves from whistleblowers by stating that 
“We are not whistleblowers of illegal activity.” (potusstaff.com: Statement of 
Purpose). This may be done to distance themselves from previous, famous 
American whistleblowers. However, from an academic perspective, Rogue 
POTUS Staff can be said to be involved in whistleblowing activity. As explained 
earlier on this thesis, whistleblowing does not need an illegal dimension to be 
considered whistleblowing; the reporting of actions the whistleblower finds 
unethical is enough, and this is strongly the case of Rogue POTUS Staff. 

When describing the nature of the way Rogue POTUS Staff leaks information, 
the focus is on the long term. As said by them: “We don’t offer news, we offer 
context.” (potusstaff.com, 2017). A single chapter is devoted to describing not 
only the purpose of the account, but the entire “resistance” movement as a 
whole: 

“Resistance is not about hitting a grand slam, or a barrage of knockout punches. 
It's about wearing down the target. It's about small successes that add up over 
time. It's about being asymmetrical against an overpowering opponent. It's not 
about instant gratification, it's about realigning yourself to persist against all 
odds. It's not about painting profanities on the wall to express your disdain, it's 
about doing the work to swing the hammer against the wall, even if it will take a 

million swings.” (potusstaff.com: Statement of Purpose, 2017). 

However, without a clear warning sign prior to that, the account announced on 
27th of July 2017, how “We’ve lost to POTUS. This is why he’ll never be re-
moved from the office.” Attached to the tweet was a link to potusstaff.com, 
with further statements on the topic. In the statement they said that “if it was 

going to happen, it would have happened by now” (potusstaff.com, 2017). They 
expressed their concern on the influence which Russia supposedly has on the 
White House, as well as put some blame on the public for accepting defeat so 
easily:  

“The President has won in every way that matters. The country has accepted his 
treason, his incompetence, his corruption, his embarrassing circus, and his con-
temptible agenda.” (potusstaff.com, 2017). They end their statement by saying 
how their existence is no more useful especially when taking into account the 
dangers they face running an account such as this one (potusstaff.com, 2017). 

The main motivation behind giving up seems to be the feeling of powerlessness 
and the lack of results. The resistance movement, which the account is a part of, 
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has acted in a way that Rogue POTUS Staff is dissatisfied with. In the research 
section it is examined, if and how the accounts tweets leading to this an-
nouncement show this dissatisfaction and frustration. The account has, howev-
er, tweeted occasionally after the end of its active period. The tweets are not 
regular, and whistleblowing is no longer a driving force behind these tweets. 
They focus more on commenting on news and consistency of any kind is not 
present in the same way it was before the end of its active period, which ended 
on July 27th.  

 

To conclude what is known: 

Rogue POTUS Staff claims to be run by more than one White House employ-
ee. The people running the account claim to be republicans, and they claim 
that at least some of the people running the account work very near the inner 
circle of the president. Their ultimate goal is to impeach President Donald 
Trump, a similar goal to most other alt-accounts. The way to do this is let the 
public know about how the White House is run and reveal its absurdity, ra-
ther than leak illegal information. They have not proved their legitimacy and 
require trust from their followers. More about this on section 3.3 of the thesis. 
The account was active for about six months, until released a statement where 
they said that they have “given up”. They have since shown signs of life but 
have not tweeted on a regular basis since July of 2017. 

 

3.2 Why Rogue POTUS Staff  

 
To get the best possible picture of the way a rogue account expresses itself, this 
thesis focuses on a single account. Rogue POTUS Staff offers a good source for 
researching the phenomenon of alt-accounts while getting a unique perspective. 
Here are the reasons on why this account was selected. 

 
1. The large number of followers. While the number of followers on 

Twitter is not a guarantee of the legitimacy of the account, it gives the 
account relevance. In the case of Rogue POTUS Staff, the number of 
followers they have is over 800 000. They also interact with their fol-
lowers regularly. When it comes to rogue accounts, Rogue POTUS 
Staff is right at the top when it comes to the ones with most impact. 

2. Given the nature of the account, it gives a good case study to see the 
ways dissent is expressed, if there are any.  
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3. The organization in which the account operates (The White House) is 
under constant public scrutiny and interest. This generates interest 
for the account and increases communication with the account’s fol-
lowers, which in turn provides another good angle for analysing the 
tweets. 

4. The account claims to operate near the very inner circle of president 
Trump, which gives a unique take on the phenomenon of alt-
accounts. A clear majority of notable alt-accounts operate in facilities 
further away from the source of their dissent, in this case the presi-
dent of United States. 

5. The account was active for a limited time. This enables a good basis 
for analysis on researching if there was any difference on the way the 
account tweeted when it started and when it finished. 
 

 

These reasons and more are why Rogue POTUS Staff serves its purpose well in 
the context of the type of research this thesis focuses on. Rogue POTUS Staff is 
however by no means the only suitable accounts; for example, Rogue NASA is 
an active account with a large following. Other alt-accounts can provide an ex-
cellent basis for further research on this topic. More details on the methods used 
can be found in chapter 4, and topics of further research at the conclusions.  

3.3 Questions about legitimacy of the account 

When it comes to alt-accounts, the risk of a hoax is always possible. Rogue 
POTUS Staff is no example. They seem to acknowledge this, as in their state-
ment of purpose the following is said: 
  

“We want the American People to regain control of their government 
through civic engagement, careful contemplation, intellectual scrutiny, ac-
tivism, and ultimately voting action. This is why we encourage people to be 
skeptical about who we claim to be, but we vigorously attack absurd reason-

ing and attacks against the movement.” (potusstaff.com: Statement of 
Purpose, 2017).  

 

The question “are you for real” was a common topic in the Twitter exchanges 
between Rogue POTUS Staff and other users. Having thoroughly examined ¼ 
of the accounts tweets and scanning through the rest of them, it is safe to state 
that Rogue POTUS Staff has not been able to prove its authenticity. The main reason 
the account gives when asked for a solid proof is security. According to the ac-
count, the fear of being discovered is too big. The topic of legitimacy and the 
way Rogue POTUS Staff tweets about it is further examined in the research. 
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However, a certain secrecy is a common trope among all alt-accounts. The con-
cept of an alt-account requires a certain trust from the followers of an account. 
Some may also follow an alt-account from pure entertainment value without 
ever fully thinking the account is completely legit. Among the followers of 
Rogue POTUS Staff were many who expressed this in their replies for their 
tweets but remained as followers sometimes hoping and wanting to believe that 
the account is legit. One could even go as far as say, that in todays media cli-
mate a good story or narrative is often more important than being factual.  
 
When looking it from this angle, the effects an alt-account can have could be 
very impactful on the public image of an organization. This is why researching 
an account such as Rogue POTUS Staff is important, whether they are who they 
claim to be or not.  As previously in the thesis was explained, the threat to or-
ganizational legitimacy can still be just as severe. 
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4 ANALYZING TWEETS OF ROGUE POTUS STAFF 

As explained, the research deep dives in to the tweets of a notable alt-account, 
Rogue POTUS Staff. Based on the theory and what has been explored from the 
nature of alt-account, the research questions were determined.  
 
Here are the research questions for this thesis: 

 
1. What tones and can be found from the tweets of Rogue POTUS Staff? 

 
2. How/if is organizational dissent expressed in the tweets of Rogue 

POTUS Staff? 
 

3. Is there a difference in the way Rogue POTUS Staff tweets at the be-
ginning and end of its active period? 

4.1 Data 

For this research, 985 tweets by Rogue POTUS Staff. To answer research ques-
tions 1 and 2, a thorough exploration to the tweets of Rogue POTUSS Staff was 
required. However, the total amount of 4300+ tweets needed to be narrowed 
down to roughly a third of that. This was done to keep the data examined at a 
tolerable level, and to save time. To enable a thorough research and to find a 
good spectrum of the way Rogue POTUS Staff tweets, three separate time peri-
ods were selected for the research. Each of these were to contain around 330 
tweets to make a total amount of tweets close to a thousand. From each selected 
time period, all tweets by Rogue POTUS Staff during said time period have 
been analysed. 
 
Before selecting these three time periods, a vague examination was done for the 
entire tweet history of the accounts. After this was done, the final decision to 
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examine these three sample periods was made. The sample from the beginning 
of the account was important to include to see the way it communicated right 
after activating, and to see how the account handled criticism about its exist-
ence. Similarly, the sample tweets leading up to the end of the active period of 
the account were necessary to include to see what lead up to the account ending 
active tweeting. The sample from the middle period was roughly selected to 
include the time period between the beginning and end to see how the account 
has changed the way it tweets between the beginning and the end. 
 
Time periods and the number of tweets: 
 

1. Sample from the beginning: 
275h of January – 2nd of February 2017: 328 tweets. 
 

2. Sample from the middle  
1st of April – 25th of April: 329 tweets. 
 

3. Sample from the end 
6th of July – 27th of October: 328 tweets. 
 

This totals to 985 tweets. To make the data easier to compare, the cuts were 
made based on the number of tweets rather than periods of time. The account 
was the most active right after its creation, which is seen on the data. The last 
time period spans over a longer period of time than others: this is because after 
the account “gave up” (more on this later) on the 27th of July, they still tweeted 
every now and then, of which the latest tweet when starting this research was 
on the 27th of October 2017. This tweet was after a two-month hiatus. All but 
seven tweets on the third period are from July 2017. These sample periods will 
be known as “time periods” from now on. 
 
Another research question considered was a comparison between the tweets of 
Rogue POTUS Staff and the official White House Twitter account: what kind of 
interaction there is between the official and alt-account, does the alt-account 

react to the official account or vice versa etc. However, hardly any interaction 
was discovered between the two accounts, so this research question was dis-
carded. 
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4.2 Method 

The tweets were collected on three separate tables for three selected time peri-
ods. Later the three tables were combined to make a single table containing in-
formation on all the tweets. This way it is possible go compare information be-
tween single time periods versus overall. The table used was as such: 

 
Date Tweet by 

Rogue 
POTUS Staff 

In response 
to 

Tone Related to 

The date of the 
tweet(s) 

The focus of the 
analysis. 

The original 
tweet and its 
writer, if the 
Rogue POTUS 
Staff tweet was 
a response 

The tone of the 
tweet of Rogue 
POTUS Staff 

The topic on 
which the 
Rogue POTUS 
Staff tweet fo-
cuses on 

Table 3: the basis of analysis 

 
The main tools of the analysis are the columns tone and related to. Below is ex-
plained the principle on which these tools were used. The actual results shall 

come later in the thesis. 
 
Tone in this research is the way the tweet speaks. By examining the tone of the 
tweets, it is possible to find similarities between the ways the account com-
municates about different events. Previous research about emotional analysis 
has been done and has been used as a basis for creating the analysis method 
used in this thesis. Plutchik (2000) created the wheel of emotions, which is 
among the most used tools in emotional analysis. Plutchik divided emotions 
into eight main emotions: fear, surprise, sadness, disgust, anger, anticipation, 
joy and acceptance (Plutchik 2000, 64).  
 
The wheel of emptions created by Plutchik has been used in various researches 
as well as developed into further tools. Jussila et al. (2018, 260) created an anal-
ysis method specifically to find emotions from tweets. In their method, four 
dimensions of primal emotions were determined: tension, joy, calm and un-
pleasantness. Each of these four main categories were divided to make a total of 
eight subcategories. Then each of these eight categories were defined on how 
much each of them contains the three basic dimensions of emotions: pleasure, 
activation level and control.  
 
These tools of emotive analysis were, however, not ideal in the context of this 
research. Many of the tweets by Rogue POTUS Staff appeared to lack strong 
emotions making the wheels presented before lacking. Rather than emotions, 
tones were selected as the variable in which the tweets would be categorized. 
Tones can be said to be in many ways similar to emotions. However, a tone 
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does not necessarily have an emotion built in itself. For example, “emotionless” 
could be a tone.   
  
Here are all the different tones found from the data explained, with an example 
tweet from Rogue POTUS Staff to provide context. After the tones are explained, 
a rough division between different types of tones is created. 
 
 

Tone (from most to least 
common) 

Explanation An example tweet by 
Rogue POTUS Staff 

Descriptive Neutral tone, describes 
the way events hap-
pened as neutrally as 
possible. 

POTUS causing alarm by 
saying arrest of Russian 
spies will offer pretext to 
drop sanctions, after they 
are "saddled" with DNC 
email hacks. 
 

Aggressive A clear expression of 
aggression expressed 
towards someone or 
something, often used in 
a reply to another tweet. 
 

First you click. Then you 
read. The result is that you 
avoid looking foolish. 

Defensive A way to respond to ac-
cusations or questions 
the account wants to 
avoid answering. Often 

includes an attempt to 
direct the conversation 
to another topic. 
 

Not going to answer this. 
Open your field of vision. 
See the big picture. The 
answer has been right in 
front of you all along. 

Speculative Often very similar to 
“descriptive” but in-

cludes an element of un-
certainty and specula-
tion. 
 

Wouldn't be possible until 
2020. If POTUS survives 
that long, expect Ivanka to 
claim DC residency and 
become running mate. 

Pessimistic Hopelessness or bleak 
visions regarding the 
future are visible. All 
efforts seem in vain. 
 

Shame that a willing Peo-
ple is merely a dream. 

Sarcastic / cynical Two similar tones com-
bined, since separation is 
often difficult. Contra-

So, we purchased massive 
bot followers just to collect 
their IP info from link 
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diction between what 
was said and what was 
meant, and the use of 
dark humour are often 
present. In this research 
used as “sarcastic” from 
now on for clarity. 
 

clicks? #KettleLogic 

Amused An expression of 
amusement. However, 
comes often with dark 
overtones since the con-
text is usually bleak. 
 

Ha! Great catch. Guess you 
could say he went skulking 
off sulking. 

Accusing Like “aggressive” but 
includes concrete claims 
of a person’s intentions 
or actions. 

You're such a god damned 
phony. “If it's true” (we 
know it is) that DTJ met 
with Natalia V, then 
POTUS should be im-
peached. Now! 
 

Encouraging Encourages people to 
act. 

Everyone please follow all 
#altgovt accounts. If all 
can beat 22.3M followers 
on POTUS personal acct, 
will send strong message. 
#triggered 
 

Questioning A direct question for 
someone. Does not nec-
essarily expect an an-
swer. 

Known intel official. Not 
known to you, but known 
to everyone else. What's 
that say about your compe-
tence? 
 

Optimistic Opposing to “pessimis-
tic”. Has hope for the 
future. 

Let him go. When he re-
turns, tens of millions sur-
rounding 1600 PA Ave 
NW, civilly disobeying, 
blocking his re-entry to 
White House. 
 

Table 4: tones found from tweets 

 
In total, 11 different tones were found from the data. In the chart below they are 
categorized in three main tonal categories, using the emotive divisions by 
Plutchik (2000) and Jussila et al. (2018) as a basis. 
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Positive tones Neutral tones Negative tones 

Amused, encouraging, 
optimistic 

Defensive, descriptive, 
speculative, questioning 

Accusing, aggressive, 
pessimistic, sarcastic 
 

Table 5: tones found from tweets divided by positive, neutral and negative. Based on 
Plutchik (2000) and Jussila et al. (2018). 

 
Tones are often times not clear and can be found mixed within a single tweet. In 
these cases, the most dominant and obvious tone was selected. This was done 
for multiple reasons, clarity being the most important one. If same tweet would 
be divided into multiple tone categories, would examining data become more 
complicated, and would not serve the purpose of this thesis as well. Tones are 
also subjective: what might seem as a neutral tweet to most, could be found for 
example passive aggressive by some. This is a subjective research, but to make 
the results as valid as possible, the most obvious and clearly visible tones were 
selected. Lastly, the final reason for excluding mixed tones is that after examin-
ing all tweets, they were seldom to be found. Using the division presented 
above, the tone for all tweets was found without major setbacks, and the re-
search could go on as planned.  
 
On which the tweet is related to describes the basic topic on which the tweet is 
about. A few tweets however had more than one category that they could have 
been categorized in. For these cases, they have been placed to the category that 
has a stronger presence in the tweet. To make the results easier to manage, a 
tweet can have only a single category. As there were only some dozens of these 
tweets, a good categorization for this research was easy to construct. Below are 
introduced the main categories found from the tweets. 
 
 
Topic / tweet related to 
(from most to least com-
mon) 

Explanation An example tweet by 
Rogue POTUS Staff 

White house events 

 
The most common topic 
on tweets by Rogue 
POTUS Staff is describ-
ing events happening on 
the White House. Focus-
es on organizational 
conduct and practices 
the account finds im-
moral (Berkowitz et al. 
2011). 
 

“The Pence and Priebus 
gathered their allies to 
strategize containing 
POTUS re: North Korea. 
Fear he'll provoke Kim into 
preemptive strike.” 

The account and its re- A lot of meta-discussion “We see ourselves more as 
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liability 

 
about the nature and 
reliability of the account 
was had. Most of this 
was dialogue between 
other Twitter users. 
 

commentary than leakers. 
Repeating known facts 
provides little use to any-
one.” 

Resistance Tweets about the re-
sistance, whose main 
attempt is to impeach 
the president. Dialogue 
with other alt-accounts, 
encouraging people to 
resist and stating the 
goal of the account. 
 

“You have friends in the 
White House. Just remem-
ber that.” 

Media Discussion about the 
reliability and actions of 
traditional media, as 
well as other Twitter 
users. A broad category. 

“However, this drama-
centric approach is not 
unique to CNN. It is the 
predominant mode for all 
modern "news," TV and 
print alike.” 

 
Other/unknown For some of the tweets 

the context remained 
unclear, since the tweet 
in which Rogue POTUS 
Staff was responding to 
was unavailable or had 
been deleted by the orig-
inal poster.  
 

“No.” 

Table 6: Main categories of the analysed tweets 

 

4.3 Results 

Now that the research data and the methods researching it are introduced, let 
us look at the results discovered using this method. The goal was to discover 
the tones Rogue POTUS Staff uses in its tweets, as well as the topics these 
tweets are about, and possible similarities between the two. The main goal is to 
find out how organizational dissent becomes visible when an alt-account tweets. 
 
The results will be presented using tables with total numbers, as well as with 
pie charts and tables showing percentages. At first let us take a look at the two 
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tables in which the total raw data can be seen. The first table will show the 
number of tones on all three time period, as well as a total number. The latter 
table will focus on the topics using a similar format. 

 
 

Tone 25.1.-2.2.2017 1.4.-25.4.2017 6.7.-29.10.2017 Overall 

Descriptive 205 170 149 524 

Defensive 43 43 23 109 

Aggressive 24 29 58 96 

Speculative 8 32 4 44 

Accusing - 6 22 43 

Pessimistic 11 9 19 39 

Sarcastic 3 13 21 37 

Amused 13 10 7 30 

Encouraging 12 7 7 26 

Questioning - 9 13 22 

Optimistic 9 1 5 15 

Total: 328 329 328 985 
Table 7: Tones from the data (numbers) 
 

 
 

 
Topic 25.1.-2.2.2017 1.4.-25.4.2017 6.7.-29.10.2017 Overall 

White house 
events 

184 192 137 513 

The account and 
its reliability 

95 62 74 231 

The resistance 41 37 71 149 

Media - 15 44 59 

Other/unknown 8 23 2 33 

Total: 328 329 328 985 

Table 8: Topics from the data (numbers) 

 
 
The results of the research are presented in the form of graphs and explanations. 
The first results are focusing on the data from all three time periods. After ex-
amining this, all three periods are examined separately and compared with 

each other to see, if the way the account communicates has changed. The per-
centages are rounded up for the nearest total for clarity. The total results for 
“topics” and “tones” are presented in graphs and breakdown of more detailed 
results are explained. This is done for clarity. These pie charts explaining the 
further results can be found as attachments. 
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Here are the pie charts for topics and tones discovered in all 985 tweets. The 
percentages can also be found in a table form from tables 9 and 10 (pages 37-38); 
the charts are presented for visual aid.  
 

 
Graph 2: the division of topics among all 985 tweets examined 
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Graph 3: the division of topics among all 985 examined 

 
Immediately it is visible that most tweets are about White House events, and 
that most tweets are descriptive in their tone. The account and its legitimacy is 
the second most common topic, while tweets about the resistance come in third. 
The tones are divided in a more equal way: aggressive and defensive tweet 
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make for about 10% each, while the remaining eight tones make for 4% or less 
each.  
 
When breaking down what tones can be found in which topics, the results are as 
follows: 

- White house events: a vast majority (78%) of tweets are descriptive 
- The account: Three major tones are found. 36% of tweets are defensive, 

26% descriptive and 23% aggressive. 
- Resistance: a relatively even division between tones. 
- Media: 59% descriptive, other tones with small percentages 
- Other/unknown: as the topic suggests, no majority among any tones. 

 
Are the two most common categories linked, a.k.a. are the largest portions in 
both charts the same tweets? Next look at how the tones were divided between 
the five topics. 

 
“White House events” was the most common topic, and the initial data would 
seem to support the statement that most tweets the account tweets out are de-
scriptive and about White House events. The topic “media” also has a 59% ma-
jority of descriptive tweets, but the grand total of tweets about media is a lot 
smaller. When tweeting about “the account and its reliability”, defensive tone is 
the most common, used in 35% of the times. The other tones and categories are 
relatively equally divided.  
 
Now let us look at each tone and see the percentages on what topics they ap-
peared on. This way it is possible to confirm the most obvious similar appear-
ances between tones and topics, if there are any. Pie charts of these divisions 
can be found at the attachments of the thesis. 
 

 
- Descriptive: From descriptive tweets, the vast majority focuses on White 

House events. Here we have a clearly visible connection: descriptive 
tweets form 78% the tweets from the topic White House events. It can be 
said, that when passing on information about the events in the White 
House, Rogue POTUS Staff keeps a neutral and descriptive tone. 

 
- Defensive: On defensive tweets, a similar majority can be found. Rogue 

POTUS Staff gets defensive most often when the discussion is about the 
account itself and its legitimacy. The tone “defensive” forms 35% of all 

discussion about the account. The remaining 26% are relatively equally 
split among the remaining four topics. 

 
- Aggressive: Similar to the defensive tone, aggression is most commonly 

seen when Rogue POTUS Staff tweets about the account itself. From all 
the account related tweets, 24% have an aggressive tone. The resistance is 
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the second most common topic among aggressive tweets with 18%, and 
White House events is a close third with 15%.  

 
- Accusing tweets are most common among tweets about the resistance 

(35%) and White House events (33%).  From all tweets, 4% are accusing.  
 

- Speculative tones are in most cases (91%) used when tweeting about 
White House events. The vast majority of tweets about White House 
events are descriptive, but speculative tweets is the second largest group 
in that category, making for 8% of all White House events related tweets. 
From all tweets, 4% are speculative. 

 
- Pessimistic: Rogue POTUS Staff is most often (54%) pessimistic when 

tweeting about the resistance. White House events also gets its share of 
pessimistic tweets with 33%. From all tweets, 4% are pessimistic. 

 
- Amused tweets are relatively equally split with “the account” getting the 

largest portion with 44%. Amused tweets make for a 3% portion of all 
the tweets. 

 
- Encouraging: All but one encouraging tweets are related to the resistance.  

 
- Questioning: Rogue POTUS Staff uses questioning tweets the most when 

tweeting about White House events and the account itself, both making 
39% of the total. 

 
- Sarcastic: sarcasm is used in a close to identical way as questioning, with 

the pie chart and the percentages being very similar. 
 

- Optimistic: Optimism is used in almost every case when tweeting about 
the resistance. The account and White House events get a few optimistic 
tweets as well. “The resistance” is the most common topic in optimistic, 
pessimistic and encouraging tweets. The topic requires further examin-
ing when looking at tweets from different time periods. 

 
 

To conclude the information gathered from examining all 987 tweets: 
 

At a very large margin, the most common type of tweet that Rogue POTUS Staff 
has is a tweet describing events at the White House with a neutral tone. This 
makes for more than a half of all the tweets examined. This whistleblowing, as 
it reveals immoral practices found from within the organization (Miceli & Near 
1985) and is reported via an outside channel (Davis 2012). 
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 When the discussion moves to the account, its legitimacy and its purposes, the 
tones become aggressive and defensive. Rogue POTUS Staff seems to try to 
move the discussion to another topic by either raising their guard or becoming 
aggressive towards whomever attacks or accuses the account. The resistance is 
the ultimate motive and reason for Rogue POTUS Staff’s existence. However, 
the tones within this category are strongly divided with optimistic, pessimistic 
and encouraging tweets being the three most common tones. These three tones 
are almost exclusively used when tweeting about the resistance. When tweeting 
about the media, descriptive tones form the majority, but some tweets can get 
emotionally charged.  

 
Next let’s examine the time periods and see if any ongoing similarities between 
tones and/or topics can be found. This section will focus on research question 3.  
At first, let us look at the percentages of topics and tones from all three time 
periods, similarly to the tables at the start of the research section. From both 

tables numbers that vary notably from the average value are highlighted.  
 

 

Tone 25.1.-2.2.2017 1.4.-25.4.2017 6.7.-29.10.2017 Overall 

Descriptive 63% 51% 45% 53% 

Defensive 13% 13% 7% 11% 

Aggressive 7% 9% 18% 10% 

Speculative 2% 10% 1% 4% 

Accusing 0% 2% 7% 4% 

Pessimistic 3% 3% 6% 4% 

Sarcastic 1% 4% 6% 4% 

Amused 4% 3% 2% 3% 

Encouraging 4% 2% 2% 3% 

Questioning 0% 3% 4% 2% 

Optimistic 3% 0% 2% 2% 
Total: 100% 100% 100% 100% 
Table 9: The way tones are divided among all three time periods 
 

At the first period, descriptive tweets form almost 2/3 of the tweets. In the last 
period, the number has decreased to less than a half. At the same time the num-
ber of aggressive tweets has risen: in the beginning, 7% of the tweets were ag-
gressive in their tone whereas in the end the number has more than doubled to 
19%. As the tone got more aggressive, the defensive tones dropped from 13% to 
7%. Now let us examine do the changes in topics change similarly to the chang-
es in tones.  
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Topic 25.1.-2.2.2017 1.4.-25.4.2017 6.7.-29.10.2017 Overall 

White house 
events 

56% 58% 41% 51% 

The account and 
its reliability 

29% 19% 20% 23% 

The resistance 13% 11% 26% 14% 

Media 0% 5% 12% 6% 

Other/unknown 2% 7% 1% 6% 
Total: 100% 100% 100% 100% 
Table 10: The division of topics among tweets 
 

In the last time period, the tweets describing White House events have dropped 
10% below the total average. Meanwhile tweets about the resistance and media 
rise to nearly double their total averages.  
 
These numbers would suggest, that as the account continued, it started to get 

more and more emotional in its tweets. Descriptive tweets telling the followers 
flashes from behind the curtain decreased. Meanwhile aggressive tweets and 
tweets related to the resistance both increase closer to the end of the active peri-
od of the account. Is there a connection between these two? That can be found 
out by examining how aggressive tweets are divided among topics in the three 

periods and comparing that to the tones used when tweeting about the re-
sistance in those same periods.  
 
Topic  25.1.-2.2.2017 1.4.-25.4.2017 6.7.-29.10.2017 Overall 

The resistance 4% 21% 21% 18% 

The account and 

its reliability 

88% 41% 34% 50% 

White House 
events 

4% 7% 31% 15% 

Other/unknown 4% 31% - 9% 

Media - - 14% 8% 
Table 11: how aggressive tweets are divided in different time periods 

 
The table tells us that while the number of aggressive tweets increased in the 
last time period, they did not lean heavily towards tweeting about the re-
sistance. The number of aggressive tweets about the resistance doubled, but 
more notable is the growth of aggressive tweets about White House events, 

which grew to 31% of all aggressive tweets. Also notable is decrease of aggres-
sive tweets about the account, from 88% to 34%. This would indicate that the 
frustration and anger found in tweets moved from debating about the account’s 
legitimacy to legitimacy and White House events equally. 
 
To see was there any other changes among emotive tweets about the resistance 
during time, the tonal division among those tweets must be examined. 



39 
 
 
 

Tone 25.1.-2.2.2017 1.4.-25.4.2017 6.7.-29.10.2017 Overall 
aggressive 3% 16% 17% 13% 

descriptive 34% 14% 10% 18% 

encouraging 27% 19% 10% 17% 

optimistic 17% 3% 7% 9% 

pessimistic 10% 8% 20% 14% 

defensive 7% 11% 1% 5% 

sarcastic 2% 3% 6% 4% 

accusing - 5% 21% 11% 

amused - 13% - 3% 

questioning - 8% 8% 6% 
Table 12: tones used when tweets are related to the resistance 
 

The data found here supports the data from the previous table: aggressive 
tweets about the resistance get more and more common as time progresses, but 
their percentage among all tweets related to the resistance stays relatively simi-
lar in the last two periods. However, tweets containing other negative emotions 
make a more drastic growth when coming to the last time period: pessimistic 
tweets   start to gain a larger portion with 20%, whereas positive tones such as 
encouragement drops.  
 
Just prior to the account’s announcement of giving up, their enthusiasm to-
wards the resistance seemed to have decreased, while aggressiveness and 
pessimism increased. 
 

Tweets related to White House events make for a 51% total for all tweets exam-
ined. From table 11 it was visible how the percentage of aggressive tones grew 
in those tweets when the active period of the account was coming to an end. 
Finally, let us examine were there any other notable differences in tones in 
tweets related to White House events. 
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Tone 25.1.-2.2.2017 1.4.-25.4.2017 6.7.-29.10.2017 Overall 
descriptive 87% 71% 66% 78% 

speculative 4% 15% 3% 8% 

pessimistic 3% 3% 2% 2% 

amused 2% >1% 1% 1% 

defensive 2% 3% - 2% 

sarcastic  <1% 4% 3% 3% 

optimistic <1% - - <1% 

encouraging <1% - - <1% 

aggressive <1% 1% 12% 1% 
accusing - - 10% 3% 

questioning - - 3% 2% 
 Table 13: tones used when tweets are related to White House events 
 

Examining this table supports the previously mentioned result. The number of 
descriptive tweets about White House events dropped drastically from 87% to 
66%, whereas aggressive and accusing tweets increased their portion massively. 
Notable is also the decline of the number of tweets about White House events: 
the total from each three time periods is 184 in the first, 192 in the second and 
only 137 in the third. By the end of the active period of the account its focus had 

moved from describing White House events in a neutral tone more towards 
frustrated and aggressive tweets about other topics. 
 

 
TO SUMMARIZE THE RESULTS: 
 

Rogue POTUS Staff acts in most cases by tweeting neutrally toned and informa-
tive tweets describing events happening in the White House. When the discus-
sion moves to the account itself and its legitimacy, the account uses defensive 
and aggressive tones in an attempt to divert the discussion elsewhere or to be-
little the one doubting. Aggressive tones were used at first almost exclusively 
when discussing about the account and its legitimacy. As time passed aggres-
sive tweets started to focus also on resistance and white house events. This in-
dicates that the frustration of the people behind the account shifted towards the 
lack of change within the organization.  
 
As time went on, the account got less descriptive and more emotional on its 
tweets. This frustration eventually led to the account stopping its active tweet-

ing. The account states this on its tweet on July 27th, where they link their 
statement on giving up published in potusstaff.com. In their statement, they say: 
“the past couple weeks were a final stand. Reinforcements never came. And 
now it's too late to do anything more.” (potusstaff.com, 2017). A clear shift in 
tones and in the way the account communicates was discovered during the du-
ration of the active period of the account. This is an extreme expression of or-
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ganizational dissent; the account fundamentally disagrees on the organization’s 
practices and policies (Kassing 2002) and questions them (Gardner 2011).  

 
To provide further context, pie charts containing more detailed numbers from 
all tweet topics and tones can be found from the attachments. For clarity’s sake 
they are not found in the main part of the thesis. A further analysis could be 
made using one of several statistical analysis programs. However, for this thesis 
it was not necessary as the analysis from the results was possible to do without 
one. This kind of analysis could be the basis for a further research, but the re-
sults found using the method in this thesis provide information which serves 
this thesis well. 
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5 CONCLUSIONS 

The results of the research were both surprising and unsurprising at the same 
time. Knowing the nature of Twitter, it was expected for the nature of the 
Tweets by an alt-account to be varied in tones. Memes, informal interaction 
with followers and profanity are themes perhaps more common in Twitter than 
other, more formal platforms of interaction. Even knowing this, the somewhat 
radical shift in the tone of Rogue POTUS Staff came as a surprise. During the 
final time period analysed, the account went on several long rants about the 
atmosphere within the organization, as well as arguing with its followers on the 
discussion fields of the tweets. As the frustration set in, the results were more 
drastic than assumed.  

 
The research shows that Rogue POTUS Staff attempts to shift the opinion of its 
followers by using a descriptive and neutral tone while describing the events 
happening in the organization, which in their case is the White House. As this 
was not as effective and did not lead to direct results in the leadership of their 
organization frustrated and aggressive tweets became more common and the 
account started to directly attack its followers more and more. Due to the nature 
of this account, it is impossible to say whether this is because of the staff of the 
White House actually thinks this way, or in the case that the people (or a single 
person) running the account simply got bored or thought that the account had 
already served its purpose by causing discussion among people and/or distress 
within the White House.  
 
Looking at the results from the point of view of the theoretical framework set in 
chapter 2, both organizational dissent and whistleblowing were found from the 
tweets of Rogue POTUS Staff. Expression of disagreement on policies (Kassing 
2002) was constantly present throughout all the tweets, as well as “disagree-
ment with a viewpoint held by a superior” (Argyres & Mui 2007). From the 
tweets examined and the statement of purpose on potusstaff.com, it is also safe 
to assume that the account acted on a moral obligation (Sprague & Ruud 1988). 

These are all themes found from definitions of organizational dissent. Whistle-
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blowing was also as visible: the account constantly disclosed “potentially dam-
aging information about their employer” (Kranacher 2006) based on what they 
found immoral (Miceli & Near 1985).  
 
One possible explanation on the shift towards more aggressive tones closer to 
the end of the accounts active period could simply be that the account is run by 
a different person than in the beginning. The account has clearly stated from the 
start, that it is run by multiple people. Therefore, there is a possibility, that one 
of the people behind the account “went rogue” and started to tweet on a tone 
not accepted by other Rogue POTUS Staff tweeters. However, considering that 
none of the tweets or statements on potusstaff.com have not since been deleted, 
suggests otherwise. When an account is as secretive on people running it, spec-
ulation is unavoidable when discussing about the people behind the tweets.  
 
When examining alt-accounts as a broader phenomenon, it is interesting to see 

if and how these accounts will operate in the future. Will the accounts start to 
fade away after the Trump presidency, whether it be in 2020 or 2024? The 2016 
presidential election was the starting point of many of the most followed alt-
accounts, shall they continue their actions after the White House has a new 
head in chief? How will the further evolution of social media affect the way alt-
accounts operate, shall Twitter remain the leading platform? When technology 
is evolving in such a fast pace as it is, one can only guess. 
 
When looking at the research questions and the results, this research was fairly 
successful. However, the large number of descriptive tweets about White 
House events was such a broad category, that it perhaps could have been di-
vided into further subcategories for more detailed results. “White House 
events” can be about anything anyone does in the White House: a division per-
haps between the president, the staff of the presidents, the ministers and the 
president’s family and inner circle could have given interesting results. Like-
wise, a division between various subjects discussed on “White House events” 
could provide interesting results, if they are defined for example subtopics, i.e. 
foreign politics, US politics, the election and its aftermath etc. This could be re-
searched further in the future. 
 
The topic provides multiple other opportunities for further research as well. 
What are the common tropes on which an alt-account operates? Another com-
parative research could be a side by side comparison of an alt-account and the 
official account of an organization: do they interact with each other and how do 
they do so? This was considered for this thesis but was rejected since similari-
ties were practically non-existent with Rogue POTUS Staff and the White House 
official account. 
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The reception of tweets by an alt-account is another possible further research. 
What kind of tweets by an alt-account get the best reception? Reception in this 
case can be likes, retweets or discussion. Is there a pattern among these tweets, 
or is it all by random? What kind of impact do these tweets have on the discus-
sion about the organization? When focusing on a single account, an analysis on 
the language and terminology used by an alt-account is also possible, as well as 
a thorough narrative analysis on tweets by a single alt-account. This could be 
especially potential, when looking at the results of this thesis.  
 
Finally, the many ways of modern whistleblowing is an excellent and constant-
ly developing topic of research. In 2018 whistleblowing from within the White 
House has gained major attention from the public, especially after the releases 
of notable books by Bob Woodward (Fear: Trump in the White House, 2018) 
and Michael Wolff (Fire and Fury: Inside the Trump White House, 2018). 
 

During the making of this thesis White House whistleblowing has become more 
and more known. The previously mentioned books by Woodward and Wolff 
have made the headlines after their releases, as well as gained the attention of 
president Trump himself. Trump has vocally stated that the facts in these books 
are untrue, going as far as calling Wolff “a total loser who made up stories in 
order to sell this really boring and untruthful book” on Twitter (Trump 2018). 
When acknowledging Woodward, the president is also frank: “The Woodward 
book is a scam. I don’t talk the way I am quoted. If I did I would not have been 
elected President. These quotes were made up.” (Trump 2018). While the presi-
dent clearly is aware of the ongoing public discussion about whistleblowing 
from within the White House, he disregards it as fiction.  
 
Whether Trump, the whistleblowers or both are correct, the discussion about 
the Trump administration shall most likely keep going until the end of Trump’s 
tenure as president, and long after. Alongside this whistleblowing and organi-
zational dissent will most likely be excellent topics for researchers in the field of 
organizational communications, as well as researchers in general. Twitter and 
other social media platforms show no signs of slowing down as communica-
tions channels. Alongside this, new technological innovations are being devel-
oped in the field of communications. Right now, Twitter reigns as perhaps the 
best, most direct channel to widely spread information by whistleblowing. At 
the pace technology is advancing it is impossible to say if this will be the case in 
the future. However, it is safe to assume that whistleblowing as a way to ex-
press dissent shall remain as a topical subject for research in the future. 
 
Corporate communication theories about whistleblowing could improve and 
expand themselves to better include these modern dimensions of it. Whistle-
blowing happens more and more outside the traditional media channels, and 
this increase looks to be continuing in the future. Organizations should be pre-
pared for situations where whistleblowing happens in the form of an alt-
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account or via another similar direct channel. Crisis communication could also 
focus on phenomenon such as modern whistleblowing more, since it can be a 
direct, effective and dangerous for the reputation of the organization. It is im-
portant for both the theoretical and practical dimensions of corporate commu-
nication to keep their definitions of whistleblowing up to date to stay relevant. 
 



46 
 

BIBLIOGRAPHY  

 
ALT DOJ. @ALT_DOJ. Twitter. https://twitter.com/alt_doj  
Argyres, M. & Mui V-L. (2007). Rules of engagement, credibility and the politi-

cal economy of organizational dissent. Strategic Organization, vol. 5 iss. 2, 
p. 107-154 

Berkowitz. A et al. (2011). Whistleblowing. Employee Relations Law Journal, 

vol. 36 iss. 4, p. 15-32 

Christensen, C. (2009). Iran: Networked dissent? Le Monde Dipliomatique. 

Dacin, M.T., Oliver, C. & Roy, J-P. (2007). The legitimacy of strategic alliances: 
an institutional perspective. Strategic Management Journal, Vol. 28 Iss. 2, p. 
169-187 

Davis, M. 2012. Encyclopedia of Applied Ethics (Second Edition), p. 351-358 

Dowling, J. & Pfeffer, J. (1975). Organizational Legitimacy: Social Values and 
Organizational Behavior. Sociological Perspectives, vol. 18 Iss. 1, p. 122-
136 

Etter, M., Colleoni, E., Illia, L., Meggiorin, K., & D’Eugenio, A. (2018). Measur-
ing Organizational Legitimacy in Social Media: Assessing Citizens’ 
Judgements With Sentiment Analysis. Business & Society, Vol. 57 Iss. 1, p. 
60-97 

Evans, A. J. (2008). Dealing with dissent: whistleblowing, egalitarianism, and 
the republic of the firm. Innovation: The European Journal of Social Sci-
ence Research, vol. 21 iss. 3, p. 267-279 

Gardner J.T. (2012). Making Waves at Work: Perceived Effectiveness and Ap-
propriateness of Organizational Dissent Messages. Management Commu-
nication Quarterly, vol. 26 iss. 2, p. 224-240 

Jussila, J., Boedker, M., Helander, N. & Vuori, V. (2018). Tunnetilojen tunnista-
minen Twitteristä. In Isotalus, P., Jussila, J., Matikainen, J. (ed.) Twitter 
viestintänä: Ilmiöt ja verkostot. Vastapaino, Tampere 

Gherghina, S. et al. (2013). Contemporary Populism: A Controversial Concept 
and Its Diverse Forms. Cambridge Scholars Publishing. 

https://twitter.com/alt_doj


47 
 
Hirschman, A.O. (1970). Exit, Voice and Loyalty: Responses to decline in firms, 

organizations and states. Harvard University Press Cambridge, Massa-
chusetts and London, England 

Kassing, J. (1997). Articulating, antagonizing and displacing: A model of em-
ployee dissent. Communication studies vol. 48 Iss. 8, p. 311-322. 

Kassing, J. (2000). Exploring the relationship between workplace freedom of 
speech, organizational identification, and employee dissent. Communica-
tion Research Reports, vol. 17 iss. 4, 387-396 

Kassing, J. (2002). Speaking up: Identifying Employees’ Upward Dissent Strate-
gies. Management Communication Quarterly, vol. 16 Iss. 8, p. 187-209 

Kranacher, M.J. (2006). Whistleblowing: the devil is in the details. The CPA 
Journal, July 2006, p. 80 

Lievonen, M., & Luoma-aho, V. (2015). Ethical hateholders and negative en-
gagement: A challenge for organizational communication. In A. Catellani, 
A. Zerfass, & R. Tench (Eds.), Communication Ethics in a Connected 
World. Brussels: P.I.E. Peter Lang. 

Lievonen, M., Luoma-aho, V. & Bowden J. (2018). Negative Engagement. In K. 
A. Johnston & M. Taylor (Eds.), Handbook of Communication Enga-
gement. Wiley-Blackwell. 

Loader, D.B. & Mercea, D. (2012). Networking democracy? Social media inno-
vations in participatory politics. In Social Media and Democracy: Innova-
tions in participatory politics. Routledge, London and New York. 

Moffitt, B. (2016). The global rise of populism: performance, political style and 
representation. Standford University Press. 

Malin, M. H. (1983). Protecting the Whistleblower from Retaliatory Discharge. 
16 U. Mich. J.L. Reform 727, p. 227-318 

Mesmer-Magnus J.R. & Chockalingam, V. (2005). Whistleblowing in Organiza-
tions: An Examination of Correlates of Whistleblowing Intentions, Actions 
and Retaliation. Journal of Business Ethics, iss. 62 pp. 277-297 

Miceli, M.P. & Near, J.P. (1985). Organizational dissidence: the case of 
whistleblowing. Journal of business ethics, vol. 4 p. 1-16 

Miceli, M.P. & Near, J.P. (1992). Blowing the Whistle: The Organizational and 
Legal Implications for Companies and Employeer. Lexington, New York. 

Miceli, M.P. & Near, J.P (2002). What Makes Whistle-Blowers Effective? Three 
Field Studies. Human Relations, Vol. 55. Iss. 4, pp. 773-794 

Miceli, M.P., Near, J.P. & Dworkin, T.P. (2013). Whistle-Blowing in Organiza-
tions. Psychology Press. 

Mudde, C. & Rovira Kaltwasser, C. (2012). Populism and (liberal) democracy: a 
framework for analysis. In Mudde, C. & Rovira Kaltwasser, C. 2012. Popu-
lism in Europe and the Americas – Threat or Corrective for Democracy? 
Cambridge University Press 

Nayir, D.Z. & Herzig, C. (2011). Value Orientations as Determinants of Prefer-
ence for External and Anonymous Whistleblowing. Journal of Business 
Ethics, vol. 108 iss. 2, pp. 197-213 



48 
 
Plutchik, R. (2000). Emotions in the Practice of Psychotherapy: Clinical Implica-

tions of Affect Theories. American Psychological Association, Washington, 
DC 

Redden, J. (2012). Poverty in the news: A framing analysis of coverage in Cana-
da and the United Kingdom. In Loader, B. D. & Mercea, D. Social Media 
and Democracy: Innovations in participatory politics. Routledge 

Rogue NASA. @RogueNASA. Twitter. https://twitter.com/roguenasa  

Rogue POTUS Staff. @RoguePOTUSStaff. Twitter. 
https://twitter.com/RoguePOTUSStaff  

Rogue POTUS Staff. Statement of Purpose. (n.d.). Retrieved from 
http://potusstaff.com/statement.html  

Rogue POTUS Staff. We’ve Lost to Presiden Trump. (n.d.). Retrieved from 
http://potusstaff.com/why-we-lost-to-president-trump.html 

Saarikoski, P. (2013). 2008 – Kaiken kansan Facebookista Obaman twiitteihin. In 
Suominen, J. et al. 2013. Sosiaalisen median lyhyt historia, Gaudeamus 
Helsinki University Press 

Salminen, A. & Heiskanen, L. (2013). Whistleblowing: Pilliin puhaltaminen ja 
organisaatioiden kehittäminen: Katsaus tutkimuskirjallisuuteen. Universi-
ty of Vaasa. 

Sprague, J.A. & Ruud, G.L. (1988). Boat-rocking in the High Technology Culture. 

American Behavioral Scientist, Iss. 32, p. 169-193 

Suchman, M. (1995). Managing Legitimacy: Strategic and Institutional Ap-
proaches. Academy of Management Review, Vol. 20 Iss. 3, p 571–610 

Trump, D. J. @realDonaldTrump. Twitter. 
https://twitter.com/realDonaldTrump  

Cheng, Z. (2018). Exploring Organizational Dissent in a Global Setting. Univer-
sity of Jyväskylä. 

 

 

 

 

https://twitter.com/roguenasa
https://twitter.com/RoguePOTUSStaff
https://twitter.com/realDonaldTrump


49 
 

ATTACHMENTS 

 
 

Attachment 1: the division of tones when tweeting about “White House events” (total of 
513 tweets) 
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Attachment 2: the division of tones when tweeting about “the account and its reliabil-

ity” (total of 231 tweets) 
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Attachment 3: the division of tones when tweeting about “the resistance” (total of 149 

tweets) 
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59 %

14 %

7 %

5 %

5 %

3 %
3 %2 %2 %

Tweets related to "media"

descriptive aggressive amused

defensive sarcastic questioning

accusing pessimistic speculative
 

Attachment 4: the division of tones when tweeting about “media” (total of 59 tweets) 
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Attachment 5: the division of tones when tweeting about “other/unknown” (total of 33 

tweets) 
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Attachment 6: the division of descriptive tweets (total of 524) 

 

 
Attachment 7: the division of defensive tweets (total of 109) 
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Attachment 8: the division of aggressive tweets (total of 96) 

 
 
 



56 
 

  
Attachment 9: the division accusing of tweets (total of 43) 
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Attachment 10: the division of speculative tweets (total of 44) 
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Attachment 11: the division of pessimistic tweets (total of 39) 
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Attachment 12: the division of amused tweets (total of 30) 

 

 
Attachment 13: the division of encouraging tweets (total of 26) 
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Attachment 14: the division of questioning tweets (total of 22) 
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Attachment 15: the division of sarcastic tweets (total of 37) 
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Attachment 16: the division of optimistic tweets (total of 15) 

 


