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Aim of study 

• This study sought to uncover whether the use of 
social media can be used to foster student 
engagement in university classroom settings 
 
 

• This study analysed whether a micro-blogging 
service could enhance: 
▫ the co-creation of unit content,  
▫ enable real-world examples to be brought into the 

classroom, and  
▫ foster engagement with unit materials 



Social media 

• Social media are a collection of Internet 
websites, services, and practices that support 
collaboration, community building, 
participation, and sharing (Junco, Heibergert, & 
Loken, 2010). 

 

• Media usage has never been more “personalized, 
individualized, and made pleasurable to use” 
(Booth, 2010, p. 2)  



Social media 

• With the proliferation of social media usage, 
consumers are simultaneously producing and 
consuming media content (Mahan & McDaniel, 
2006) 
 

• Online gaming, Internet Mediated Communities 
(IMCs), and social networking websites (SNSs) 
have all contributed to Internet users being able 
to foster discussion and create meaning in ways 
which were not possible even five years ago 



Social media and university 

• The use of social media can enable the instructor 
to develop a community of co-creators of unit 
(course) content (Retelny, Birnholtz, & Hancock, 
2012) 
 
▫ Motivating students to be active in learning 
▫ Microblogging sites, such as Twitter, provide 

opportunities for new interactions in the 
classroom such as enabling backchannel 
discussions during class, delivering reminders and 
stimulating discussion 



Social media and university 

• The use of social media enables instructors to 
bring real-world examples into the unit (Lowe & 
Laffey, 2011) 

▫ Raise issues based on unit materials 

 

• Foster enhanced engagement with a university 
unit materials (Junco et al., 2010) 



Twitter 

• Since 2008, Twitter has become increasingly popular for 
many industries to use to communicate promotional 
offers, company news, and as a public relations tool 
(Hambrick, 2010; Lowe & Laffey, 2011).  
 

• Twitter is a micro blogging service where users can send 
messages, known as Tweets, of 140 characters or less.  
 

• Twitter enables users to follow other users or companies, 
which makes content from the author automatically 
visible to one’s followers. 
 



The study 

• Milennials are motivated by opportunities to 
customise experiences with: 

 

▫ Media 

▫ Consumer products 

▫ Learning 



Method 

• Two lectures were conducted online using the 
Twitter service and the hashtag #SPM2122 
 

• The rationale for these chats is twofold:  
▫ First, we sought to engage the students in social 

media and teach them to engage the wider 
community through their posts.  

 
▫ Second, we sought to have inclusive discussion on 

contemporary issues relating to sports marketing.  



Method 

• To test whether the use of Twitter led to 
enhanced engagement with unit materials and 
positive learning outcomes, students 
anonymously completed a questionnaire 

 

• Participants were a purposeful sample of 
students (N=49) enrolled in a third year sport 
marketing unit.  

 



Method 

• The majority were:  
▫ domestic students (75%),  
▫ full-time (94%),  
▫ female (59%).  

 
• Students completed two questionnaires (pre and 

post Twitter use (Weeks 3 and 13)) 
▫ A six-point Likert scale (1 = strongly disagree to 6 = 

strongly agree) was selected to encourage participants 
to make a choice, rather than accommodate indecision 
(Frazer & Lawley, 2000; Sekaran, 2003).  



Results 

• Paired samples t-test analysis was conducted to evaluate 
changes across the semester.  
 

• Statistically significant increase in means score for 11 of 
13 items 
 

• Largest increases: 
▫ I felt more included in the unit content because it had 

Twitter (mean increase of 1.06) 
▫ I was more engaged in this unit because it had Twitter 

(mean increase of 1.06)  
▫ I believe Twitter was relatively easy to use (mean increase 

of 1.00) 



Results 

• Two items significantly decreased: 

▫ Twitter has kept me connected with the lecturer 
in this unit (mean decrease = -.26) 

▫ Twitter has kept me connected with third parties 
(mean decrease -.10) 



Results 
Item Time 1 Time 2 Sig. 

M SD M SD 

1. Twitter will keep/has kept me connected with what’s happening in the sport industry 4.12 1.23 4.37 1.41 .000 

2. Twitter will keep/has kept me socially connected with peers in this class 4.10 1.29 4.20 1.40 .001 

3. Twitter will keep/has kept me connected with the lecturer in this unit 4.71 1.10 4.45 1.44 .005 

4. Twitter will keep/has kept me connected with third parties 3.98 1.18 3.82 1.45 .000 

5. Twitter will allow/has allowed me to apply sport marketing principles to real-world examples 3.98 1.16 4.18 1.18 .000 

6. I will feel/felt more included in the unit content because it has/had Twitter 3.19 1.30 4.25 1.44 .000 

7. I will feel/felt more engaged with this unit because it has/had Twitter 3.49 1.37 4.55 1.34 .001 

8. I believe Twitter will be/is relatively easy to use 4.16 1.30 5.16 1.09 .000 

9. I believe Tweeting will be/is an effective learning resource 3.78 1.34 4.35 1.35 .000 

10. I believe Tweeting will be/is an effective assessment item 3.59 1.46 4.24 1.57 .005 

11. I believe Tweeting aligns with the unit objectives 3.73 1.08 4.33 1.14 .001 

12. I believe I will/did enjoy using Twitter this semester 4.06 1.48 4.57 1.43 .000 

13. I believe I will/did enjoy this unit this semester 4.57 1.15 4.73 1.17 .000 



Discussion 

• Social media enabled students to co create unit 
content and foster discussion in unit materials 

 

 

 

• Social media supports collaborating on unit 
tasks (Junco et al., 2010) 



Discussion 

• Social media enabled real world examples and 
organisations to be included in the discussion 
(Lowe & Laffey, 2011) 



Implications 

• Instructor: 

▫ Needs to be a social media user 

▫ Resource rich 

▫ Condense unit materials 

 

• Students: 

▫ Sign up to relevant SNS 

▫ Have technical capabilities 



Future directions 

 

• A similar sport marketing unit with slightly 
varied assessment items as a control.  

 

 

• Replicate Twitter use in other units to compare 
and contrast results. 

 



Conclusion 

• Technology allows university staff to be more 
inventive in the way we teach  

 

• Given how adept Gen Ys and Millenials are with 
technology usage, this is one example to enhance 
student learning through technology. 

 

• “If you can’t beat ‘em, join ‘em” 
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