
DOI: 10.4018/IJCRMM.2019010101

International Journal of Customer Relationship Marketing and Management
Volume 10 • Issue 1 • January-March 2019


Copyright©2019,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



1

Social Media Strategies and Students’ 
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ABSTRACT

ThisarticleaimstoinvestigatetheimpactofsocialmediastrategiesonstudentsatisfactionatEgyptian
universities.Theresearchemployedfoursocialmediastrategies(thePredictivePractitioner,Creative
Experimenter,SocialMediaChampionandSocialMediaTransformer).A surveywasposted to
studentsFacebookgroupsindifferentuniversities.530studentsfromtheuniversitiesofAlexandria,
Tanta Damanhour, Kafrelsheikh, Damietta, and Suez responded to the survey. It was noted that
Facebookwasthemostcommonsocialmediaplatformused.ThePredictivePractitioner,Creative
Experimenter,andSocialMediaChampionstrategieswerenotclearlyimplemented,asopposedto
theSocialMediaTransformer.Itwasnotedthattherewasalackofsatisfactionofstudentswiththe
informationreliability,responsivenessandprivacyfacultiesunusuallypostedonFacebook.Ithas
beenfoundthatthefoursocialmediastrategiesaccountforpositivelyinfluencingstudentsatisfaction
atEgyptianuniversities.
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INTRodUCTIoN

Theconcept‘Web2.0’wasfirst introducedin2004to theO’ReillyMediaWeb2.0, leadingthe
evolutionofsocialmedia(Graham,2005;Kaplan&Haenlein,2010).Socialmediaplatformsutilize
aWeb2.0format,whichprovidestheuserswithadynamicsettingforpersonalinteractionwherever
theycaninteractwithsimilarlymindedpeople,asopposedtoaWeb1.0formatwherevertheuser
maybeapassiverecipient(Bennett&Glasgow,2009;Chandran,2016;Schroeder,2014).

Socialmediamaybeconsideredasastyleofelectronicoron-linecommunicationwhereashared
contentwillbemanipulatedorcreatedbytheusersthemselves(Donelle&Booth,2012;Hammet
al.,2013).Examplesofcommonsocialmediachannels/platformsincludeblogs,socialnetworking
sites(Facebook),microblogs(Twitter),wikisorcollaborativeinformationprojects(Wikipedia),and
contentcommunities(YouTube)(Risilingetal.,2017).

Through furtherunderstandingofwhomaybe engaged in theuseof socialmedia, a lot of
thoughtcanbegiventowhattypesofactivitiesaremosttypicalontheseplatforms.Tounderstandthe
enormityofthevolumeofinformationflowthattypifieseachdayinthedigitalrealm,thenumbers
arereportedin60increments.Thestatisticalreportshaveexplainedthese“everyminuteofevery
day”usageexamples:Twitterusersproducedaround347,000tweets;Facebookuserslikedaround
4.1millionposts;YouTubeusersuploaded400hrsofnewvideos;Instagramuserspostaround1.7
millionimagesandlikearound2.4millionposts;Dropboxusersuploadedaround830,000newfiles.
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Thisreflectsthattheirsharpfocusoninformationbeingexchangedthroughthesocialmediasites
(Novillo-Ortiz&Hernández-Pérez,2017).

Governments and international institutions consider social media as an important tool to
communicatewithothersandalsouseitforabetterresponseininternationalcrises(Comlekc&
Guney,2016).Inbusiness,socialmediaapplicationscreatenewopportunitiesfororganizationsto
collaborateinnewwayswiththeirbusinesspartner,customers,andsuppliersandtoimprovetheir
internaloperations(Culnanetal.,2010).Fororganizations,thesocialmediaprovideopportunitiesto
activelyengagewithconsumers&employeesandbuildrelationships(Abezaet.al.,2013;Williams
&Chinn,2010).Socialmediaallowsorganizationstosharecontent,facilitateinteractionandbuild
community with customers (Achen, 2016; Smith, 2013). Employees also communicate through
socialmediasitesandcontributetotheorganization’sreputationandimage.Theroleofinternal
communicationexpandsinthedirectionofgettingfeedbackfromwithintheorganization(Ng&Wang,
2013).Internally,socialmediacanalsocontributetothecommunitydevelopment,improvementof
communicationprocesses,promotionofvaluesandorganizationalculture,facilitationofinformation
flow,andstimulationofcreativity(Ng&Wang,2013).

Socialmediaisusedbyawidevarietyoforganizationsrangingfromverysmallbusinessesto
Fortune500.However,thebusinessvaluederivedfromsocialmediacontinuestocausechallenges
formanyorganizations.McKinseypublishedin2009theresultsofaworldwidesurveyofnearly
1,700executivestoinvestigatetheircompanies’useofsocialmediaplatforms.Theresultsindicated
that64%usesocialmediaplatforms internally,56%toworkwithcustomers,andnearly40%to
communicatewithsuppliersorexternalpartners.However,aboutone-thirdofusersreportedthat
theirsocialmediaapplicationsdidnotprovidemeasurablebenefits(Culnanetal.,2010).Inasimilar
studyofexecutivesbyBarnesandMattson(2009),52%reportedtheywereusingsocialmediaasan
effectivetoolintheirorganization.Whenaskediftheircompanyusedsocialmedia“tocommunicate
withothercompanieslikevendors,suppliersorpartners,”theyfoundthat“socialnetworkingwasthe
mostwidelyusedwith34%reportingtheyemployedthesetools”(Remidez&Jones,2012).

Researchshowsthatsocialmediahasrecentlypenetratedalmostalltypesoforganizations.Higher
educationinstitutionshavenotbeenleftbehindbuthavebeenadoptersofthisglobalphenomenon
(Chugh,2017).AccordingtoProQuest’sdissertationandthesesdatabase,theuseofsocialmediain
educationrepresentsonly5%ofallresearchdoneonsocialmedia(Chris,2014).Socialmediaenables
educationalinstitutionstoprovideinformationaboutchangestopolicies,newresearchprogramme,job
vacancies,events,institutionalnewsandalumniengagement.Toattractmorestudents,socialmedia
providesaperfectplatformtohighlightresearchandteachingstaff,newcourses,andcampusfacilities
(Chugh,2017).Somecollegesanduniversitiesalsousesocialmediaasatoolforrecruitingstudents.

One of the major challenges of higher education to develop social media as a platform for
marketingisthelackofaclearmodelandtheprocessforconstructinganddeliveringtheuniversity’s
marketing,especiallysinceuniversitiesrelysoheavilyonfacultygovernance(Chapleo,2007).Oneof
themostcommonquestionsbeingdiscussedamongthosemanagingsocialmediaforinstitutionsis:
whoatthefacultyisresponsibleforasocialmediastrategyinthefirstplace?Thislackofresponsibility
hascertainlyincreasedtheapprehensionofhighereducationstakeholdersaboutembracingsocial
mediaasaplatformformarketingtoreachapotentiallylargeandengagedaudience(Perutaetal.,
2013).Therefore,thechallengeforinstitutionsiswhethertheywillbeabletomaketheirstructures
harmonizedandflexibletointegratesocialmediaintotheircommunicationpolicy(Ng&Wang,2013).

Egypt,alongwithothercountries,haswitnessedamassivegrowthintheuseofsocialmedia
networks.Facebook,inparticular,playedavitalroleintheEgyptianrevolutionof2011(Gaber&
Wrights,2014).Statisticsshowthatthenumberofsocialmediausers,mainlyFacebook,hasreached
15million,withapenetrationofnearly16%ofthepopulation,ofwhichmorethan73%arebetween
theagesof15and29(DubaiSchoolofGovernment,2013).

InEgypt,internetusershaveincreasedtoabout54.6%ofthepopulationin2015,comparedto
35.6%in2012.Theuseofcomputertechnologyandthewidespreaddominanceoftheinternethas
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