
 http://jmd.sagepub.com/
Journal of Marketing Education

 http://jmd.sagepub.com/content/33/2/193
The online version of this article can be found at:

 
DOI: 10.1177/0273475311410852

 2011 33: 193 originally published online 31 May 2011Journal of Marketing Education
Shannon B. Rinaldo, Suzanne Tapp and Debra A. Laverie

Learning by Tweeting: Using Twitter as a Pedagogical Tool
 
 

Published by:

 http://www.sagepublications.com

 can be found at:Journal of Marketing EducationAdditional services and information for 
 
 
 

 
 http://jmd.sagepub.com/cgi/alertsEmail Alerts: 

 

 http://jmd.sagepub.com/subscriptionsSubscriptions:  

 http://www.sagepub.com/journalsReprints.navReprints: 
 

 http://www.sagepub.com/journalsPermissions.navPermissions: 
 

 http://jmd.sagepub.com/content/33/2/193.refs.htmlCitations: 
 

 What is This?
 

- May 31, 2011 OnlineFirst Version of Record
 

- Jul 29, 2011Version of Record >> 

 at UNIV WASHINGTON LIBRARIES on May 16, 2014jmd.sagepub.comDownloaded from  at UNIV WASHINGTON LIBRARIES on May 16, 2014jmd.sagepub.comDownloaded from 

http://jmd.sagepub.com/
http://jmd.sagepub.com/content/33/2/193
http://www.sagepublications.com
http://jmd.sagepub.com/cgi/alerts
http://jmd.sagepub.com/subscriptions
http://www.sagepub.com/journalsReprints.nav
http://www.sagepub.com/journalsPermissions.nav
http://jmd.sagepub.com/content/33/2/193.refs.html
http://jmd.sagepub.com/content/33/2/193.full.pdf
http://jmd.sagepub.com/content/early/2011/02/28/0273475311410852.full.pdf
http://online.sagepub.com/site/sphelp/vorhelp.xhtml
http://jmd.sagepub.com/
http://jmd.sagepub.com/


Journal of  Marketing Education
33(2) 193 –203
© The Author(s) 2011
Reprints and permission:  
sagepub.com/journalsPermissions.nav
DOI: 10.1177/0273475311410852
http://jmed.sagepub.com

Business schools realize the importance of teaching students 
appropriate skills for the ever-changing business environment. 
An interesting challenge that marketing professors face is the 
adoption of innovative technology to teach about emerging 
marketing tactics. One way to accomplish this goal is to use 
social media in the classroom in a manner similar to how mar-
keters are using it in practice. Consider the marketing profes-
sional who tweeted to her former professor: “Thank u 4 ur 
knowledge on social media . . . also my colleagues seem to 
think I am an expert.” The woman had graduated 3 months 
prior and is employed by a leading consumer goods company. 
She states she still uses this technology introduced in her con-
sumer behavior course months earlier and her understanding 
of social media has been extremely beneficial in her new job. 
From this experience she is perceived as the company expert 
by her coworkers, thanks to her classroom experience and 
introduction to Twitter. By introducing Twitter in the class-
room, students can begin to develop a valuable skill (Dunlap & 
Lowenthal, 2009b). This experiential approach will give stu-
dents familiarity with social media, which makes sense as 
marketing professionals are using Twitter for everything 
from market research to attracting potential employees.

Despite a growing interest in social media in business 
and education (Dunlap & Lowenthal, 2009b), research on 
this emerging technology in teaching is in its infancy. Junco, 

Heibergert, and Loken (2011) published the first experimen-
tal evidence suggesting that Twitter use was responsible for 
enhancing student grade point averages and creating higher 
engagement for both students and faculty. Our study extends 
these findings by applying Kolb’s (1984) model of experien-
tial learning to demonstrate Twitter’s role in student involve-
ment, satisfaction, career preparation, and educational goals. 
Findings suggest that introducing Twitter as a mechanism for 
student engagement leads to higher involvement with the 
course material, greater involvement with the professor, and 
better organization of the course structure.

Twitter as a Marketing Tool
Twitter is an information network that connects consumers to 
information that they find interesting. Tweets are short bursts 
of information, up to 140 characters in length that tell stories 
or serve as headlines to grab attention. Each tweet is connected 
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Marketing professionals use Twitter extensively for communicating with and monitoring customers, for observing competitors, 
and for analyzing chatter concerning brands, products, and company image. Can professors use Twitter to engage students 
in conversation about a marketing course? The authors argue that Twitter has many benefits for marketing educators who 
are interested in engaging students in experiential learning. In a real-time environment for student learning, professors may 
use Twitter for direct communication with students to generate discussion and interest in the course topics and examples. 
Just as marketers use Twitter to generate interest, discussion, and brand image, educators can use Twitter to generate this 
interest in a course through social media. Furthermore, Twitter is a fast, easy method for making announcements, solving 
student issues, and performing course-related administrative duties. In three studies, both quantitative and qualitative data 
suggest that when students engage in Twitter use with the professor, students feel better prepared for future careers. In 
addition, students indicate that Twitter facilitates achieving traditional educational goals. The qualitative data offer insights 
into potential problems. Suggestions for educators interested in using Twitter are offered.
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to a details pane that provides additional information such as 
photos, media, and other media content. Consumers can tweet 
themselves or simply use Twitter to get the latest information. 
Users choose to “follow” others on the site, which makes 
posts from the author automatically visible to the “followers.” 
Posts can be sent to individuals and users can “retweet” or 
repost to another user’s microblog. Posts that are subject 
specific can be tagged (this is referred to as a “hashtag”), 
making it possible to later search the topic.

There are numerous uses for Twitter as a marketing tool. 
Many marketing professionals use Twitter to inform consum-
ers about events such as new products or current sales, and 
others have gone further by using it to direct and influence 
current and potential customers (Berinato & Clark, 2010). For 
example, companies search regularly to monitor what is being 
tweeted regarding products, brands, and their companies. 
Customers with problems can be addressed directly, poten-
tially eliminating negative publicity from viral marketing. 
For example, when a disgruntled customer tweeted a com-
plaint about his cable television service while watching the 
NBA play-offs, he had an immediate response from the cable 
company and a technician at his home within 24 hours to 
address the problem (Johnson, 2008). Companies not only 
watch chatter about their own products, but they also monitor 
perceptions of their competition in an effort to gain market 
share. By taking advantage of competitors’ inability to 
converse with unhappy customers via social media, mar-
keters on Twitter present themselves as approachable and 
accessible, effectively wooing followers and directing them 
toward company websites, blogs, or physical store locations 
(Volpe, 2008).

Marketers also use Twitter to connect businesses to cus-
tomers in real time to quickly share information with people 
interested in their products and services, gather real-time 
market intelligence and feedback, and build relationships 
with customers, partners and influential people. From brand 
lift, to CRM, to direct sales, Twitter offers businesses a 
chance to reach an engaged audience (www.twitter.com). 
Twitter is used around the world on mobile devices and has 
built a sizable community. As of September 2010, Twitter has 
more than 175 million registered users, and there are 95 million 
tweets written per day. As Twitter has evolved so has the prac-
tice of marketers on Twitter. Marketers initially used Twitter 
for customer service and public relations and to create 
buzz. Today, “advertisers are using it as a default content-
syndication channel, pop culture icon and real-time content 
source. What’s more, Twitter’s open application programming 
interface (API) has let brands weave Twitter into campaigns, 
rather than have a standalone Twitter strategy” (Morrissey, 
2010, p. 6). As Twitter evolved from its original focus on 
broadcasting personal activity to a real-time source of 
consumer-to-consumer recommendations, it changed its 
prompt from “What are you doing?” to “What’s happening?” 

For brands, Twitter has become a key content-sharing option 
(Morrissey, 2010).

Twitter as a Pedagogical Tool
In an educational setting, Twitter is a microblogging tool 
that enhances social interaction in a course through out of 
the classroom interactions that can have strong instructional 
value (Dunlap & Lowenthal, 2009b). When Twitter use has 
been encouraged as part of a course, students become moti-
vated to engage with both professor and peers (Junco et al., 
2011). Twitter can be used to generate interaction in an 
online course or used to supplement a face-to-face course. In 
both environments, Twitter allows the instructor to develop 
a social presence among students and the faculty member. 
Social presence is the feeling that another person is there and 
real in a community of learners where people connect in a 
social and emotional way through the communication medium 
(Dunlap & Lowenthal, 2009a). Attention to the social aspect 
of the course is important, as learning takes place in a context 
where social interactions lead to higher cognitive processing 
(Vygotsky, 1978). Chickering and Gamson (1978) developed 
the seven principles of good practice after working with a 
group of esteemed educators and reviewing 50 years of edu-
cational literature, and they concluded that the first principle 
of best practices is encouraging contact between the students 
and faculty. Dunlap and Lowenthal (2009b) noted that social 
presence with cognitive and teaching presence is the key to 
successful teaching. So the question becomes how does a 
faculty member engage students in student-faculty contact 
(Dunlap & Lowenthal, 2009a)? We argue that this occurs 
through experiential learning when students are engaged with 
the phenomena being studied rather than simply thinking 
about the material. Kolb’s (1984) well-known model of expe-
riential learning is a powerful framework that can be used to 
buttress our consideration of Twitter as a teaching tool. In 
this line of thinking, learning involves interaction between 
the person and the environment. Kolb defines learning as 
the “process whereby knowledge is created through trans-
formative experience” (p. 38). The model of experiential 
learning has four elements: concrete experience, observa-
tion and reflections, the formation of abstract concepts, and 
testing (Kolb, 1984). The model is often depicted in the for-
mat in Figure 1.

Considering this model, learning takes place in a social con-
text where higher cognitive processing stems from social inter-
actions (Dunlap & Lowenthal, 2009a). Learning by doing fits 
well with Web 2.0 tools, especially social networking tools. 
Researchers differentiate between friendship-driven and 
interest-driven social networking tools. Twitter is interest based 
and lends itself well to experiential learning since it is less 
bounded as a community compared with Facebook (Dunlap & 
Lowenthal, 2009a). Other benefits of Twitter include the 
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ability to receive RSS feeds without logging in, interactive 
messaging, and the seamless exchange and applications avail-
able via Twitter (Dunlap & Lowenthal, 2009a). Only 5% of 
faculty currently use microblogging (Beja, 2009), and fewer 
use Twitter. Thus, we set out to show the usefulness of 
Twitter to engage students and faculty.

A primary goal of marketing education is to aid in the 
development of knowledge and career skills for students. 
There is, however, often a weak link between marketing 
courses and business practices (Granitz, 2001). Because 
Twitter use in higher education has been linked to both higher 
student engagement and higher grades, introduction of current 
marketing practices with technologies such as Twitter should 
also increase involvement in the classroom (Junco et al., 
2011). The result is a virtual environment where students are 
able to wrestle with marketing issues to stimulate learning 
(Gonzalez, Ingram, LaForge, & Leigh, 2004). Twitter can 
enhance deep learning since the focus of the experiential 
learning activity can shift from the teacher to the student 
(Gonzalez et al., 2004; Tanner & Roberts, 1996). In the same 
way that marketing professionals use Twitter to have dia-
logue with consumers, professors may use it for effectively 
increasing involvement for students, increasing communica-
tion between students and the professor, using time more 
efficiently, and making course material more engaging for stu-
dents. Twitter is currently being used to supplement instruction 
in various disciplines, including business, communications, 
public relations, project management, medicine, linguistics, 
information systems, and political science, among others 
(Dunlap & Lowenthal, 2009b). Students exposed to Twitter 
in their undergraduate education can experience the tech-
nology, reflect on it, generalize, and apply what they have 
learned. Furthermore, since Twitter is also a technology 
employed in various professional disciplines and in mar-
keting in particular, its use offers the unique opportunity to 
both enhance the classroom experience and familiarize stu-
dents with how social media technology is being applied by 
practitioners.

The use of social media and similarly popular technology 
in the classroom can be beneficial and even enticing to our 
students; however, professors may be reluctant to incorporate 

emerging technologies because of their own inexperience. 
Individuals who adopt innovations, in this case technology, 
are more likely to try something new as its novelty decreases 
(Weinert, 2002). With the rising use of Twitter by companies 
(Berinato & Clark, 2010) and the increased use among our 
student population, Twitter has become more established and 
familiar to a broader audience, and this may, in turn, entice 
more faculty members to use this technology to communicate 
and share resources with their students. Some academics are 
using Twitter as a method for sharing information about their 
research, teaching, and service with other academics and stu-
dents more broadly.

Benefit and Adaptations for Use
The sheer number of industries using Twitter and the varia-
tions of strategies within and between companies will appeal 
differently to specific subject areas, making it crucial for pro-
fessors to understand the use of Twitter within the discipline. 
Although the applicability of Twitter to the various fields are 
numerous, classroom use for instruction requires professors to 
keep content relevant to students professionally, academically, 
and personally (Dunlap & Lowenthal, 2009b) by reflecting 
industry-specific use. For example, companies using Twitter in 
a business-to-business setting are advertising products, inter-
acting with suppliers and customers (Karpinski, 2009), and 
promoting trade events (Biba, 2008). Courses studying supply 
chain and logistical operations will find it useful to observe 
how companies are advertising excess materials downstream 
or calling for additional materials from upstream. Marketers 
of social programs are using Twitter as an alternative commu-
nication tool for viral marketing (Thackeray, Neiger, Hanson, 
& McKenzie, 2008), a popular topic in the areas of services, 
promotions, and ecommerce.

Many marketers use Twitter as a social media tool to gen-
erate interest in topic categories that will increase interest in 
the brand and enhance brand image (e.g., Coca-Cola used 
Twitter during the World Cup to allow consumers to pass 
around brand information). Can marketing educators use 
social media, such as Twitter, to generate interest in a course 
and perhaps enhance the image of the course? Considering 
the experiential model of learning, will Twitter help students 
apply experience, reflect, and generalize? To address these 
research questions, the first author set out to explore using 
Twitter in the course in order to (a) promote personal interac-
tions, (b) integrate consumer behavior topics from media and 
other outlets, (c) use social media in consumer behavior, 
and (d) use social media as an informational tool for course 
announcements.

With Twitter, “the value of the experience hinges on three 
things (1) who you are connected to and with; (2) how frequently 
you participate; and (3) how conscientious you are about 
contributing to the value of the community” (Dunlap & 
Lowenthal, 2009a, p. 5). To assess the value of this experiential 
learning tool, we will explore how using Twitter influences 

Experiencing

Applying

Experiencing

Reflecting

Figure 1. Kolb’s model of experiential learning (Kolb, 1984)
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students’ involvement, satisfaction, career preparation, and 
perception of effective use of class time as well as explore its 
overall benefits to their learning.

In summary, the use of Twitter in the classroom is multi-
faceted, for both the professor and the students. First, Twitter 
is an effective tool for demonstrating marketing practices 
and consumer behavior in action. Second, Twitter provides a 
channel for the professor to reach a broader audience in 
sharing pedagogy techniques, current research, and service 
activities. Third, Twitter serves as a way of reaching students 
quickly for making class announcements, of communicating 
directly with students, and of increasing involvement for the 
students.

Three studies investigate the use of Twitter over two con-
secutive semesters in a consumer behavior course. The profes-
sor set out four broad goals for the use of Twitter in the course: 
promote social interactions, have students apply the course 
material, experience discussion, and reflect on these experi-
ences and then generalize about the value of the experience. In 
Study 1 (S1), students’ pre- and postratings of Twitter’s affect 
on several dimensions of student learning were measured: per-
sonal involvement with the course and professor, student sat-
isfaction with the course, career preparation, and achievement 
of traditional educational goals. Based on the findings from 
S1, which found that benefits are driven by use, Study 2 (S2) 
investigates factors related to Twitter use by manipulating 
content of the tweets, incorporating an instructional lecture, 
and measuring individual differences in tendency to adopt 
innovative technology. In Study 3 (S3), an understanding of 
the students’ deeper reactions to Twitter use is investigated 
through analysis of focus group discussion. The next sections 
present the methods and results of the three studies.

Method
Over two consecutive semesters, students in an upper level 
consumer behavior course were required to set up an account 
on Twitter and then “follow” the professor. On the second 
day of class, the professor explained how Twitter would be 
used in the course and what to expect. During the first semes-
ter of use, the professor was also a new adopter of Twitter. 
Students were told to expect a learning curve and the Twitter 
process was referred to as an “experiment.” To test whether 
the Twitter experience and structured use would differentially 
affect outcomes, a quasi experiment was conducted over two 
consecutive semesters.

Study 1
Participants

S1 was conducted in the first semester of the experiment 
with 146 students who were enrolled in two similarly sized 
sections of the same course. The course is required for students 

majoring in marketing. There were 113 students who com-
pleted a paper and pencil survey at both the beginning and 
end of the semester (77% retention rate). The survey was 
administered once in the 1st week of the semester and again 
in the 13th week of a 15-week semester. Students were not 
aware that the class would include Twitter prior to register-
ing for the course use until after the survey was adminis-
tered. The sample consisted of 49 women and 64 men, ages 
ranged from 19 to 26 years (M = 21.48), the mode age 
equaled 21 years.

Surveys
A variety of self-report items were used to assess students’ 
reactions to the use of Twitter as a classroom tool and how 
students felt about Twitter’s role in career preparation, tradi-
tional education goals, and use of classroom time. All 
responses were based on 7-point scales (1 = strongly dis-
agree, 2 = disagree, 3 = somewhat disagree, 4 = neither 
agree or disagree, 5 = somewhat agree, 6 = agree, 7 = 
strongly agree).

Personal involvement and satisfaction were measured 
with 2 items (α = .901) taken from Li, Greenberg, and 
Nicholls (2007): “Twitter aids in producing a high level of 
involvement in the course” and “Twitter aided in achieving 
overall satisfaction with the course.” A 2-item measure of 
career preparation was used (Li et al., 2007; α = .869). These 
items consisted of student perceptions of how Twitter con-
tributed to career skills and real-world experience. Twitter’s 
contribution to traditional educational goals were measured 
with four items (α = .954) to assess if Twitter helped in 
understanding course material, learning the material, achiev-
ing competency in consumer behavior, and achieving high 
educational value. Two items measured whether Twitter 
helped make good use of class time and whether there was a 
good benefit to time ratio (α = .909). A 10-item measure was 
taken from Ueltschy (2001), measuring students’ overall 
reactions to and attitude about the use of Twitter in the course 
(α = .915). These items asked students to rate if Twitter is fun 
to use, whether Twitter helped them feel more comfortable in 
class, and whether skills were developed due to Twitter use. 
Twelve items were developed to assess students’ past experi-
ence with Twitter (1 item), use in other courses (1 item), 
individual use of Twitter in the current course (1 item), and 
overall assessment of the benefits to using Twitter in the 
course (8 items). These items are listed in Table 1. In S1, data 
were not collected on type of cellular phones used by the 
students.

Results
During Semester 1, the professor tweeted 244 times. Content 
analysis of tweets and examples of each category are pre-
sented in Table 2. The majority of tweets (48%) were personal 
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in nature (n = 118), many of which were direct messages to 
students or other Twitter users. Thirty percent of professor 
tweets were announcements related to class business (n = 
73), most were hashtagged by inserting #cb3352 into the 
post, indicating that the announcement was for the course. 
46 (19%) professor tweets were related to consumer behav-
ior course content and 7 were specific to social media mar-
keting. When matched with the stated goals for the social 
media, the tweets in S1 were not evenly distributed among 
the categories.

Students were relatively inexperienced with Twitter before 
the course. Two students indicated that they had taken other 
courses that used Twitter and only 17 agreed or strongly agreed 
with the statement “I had lots of experience with Twitter before 
this course.”

Scale items were summed for an overall composite score, 
which was used to compare survey responses at Time 1 and 
Time 2. For this comparison, paired-sample t tests were used. 
Students’ perceptions of Twitter’s overall benefit increased 
throughout the semester (t = 3.749, p < .0001, M

Time1
 = 29.21, 

M
Time2

 = 31.27), as did perceptions that Twitter had positive 
time/benefit (t = 2.183, p < .05, M

Time1
 = 7.02, M

Time2
 = 7.54). 

Likewise, student perceptions of Twitter’s role in enhancing 
educational goals also increased over the period (t = 3.412, 
p < .001, M

Time1
 = 12.19, M

Time2
 = 13.41). Students’ overall 

reactions to Twitter also increased but the difference was only 
marginally significant (t = 1.769, p = .08, M

Time1
 = 34.38, 

M
Time2

 = 35.81). Paired-sample t tests of data collected from 
the 17 students who indicated “lots of use” revealed similar 
findings to the other students. Perceptions of Twitter’s overall 
benefit increased (t = 2.6, p = .01, M

Time1
 = 36.88, M

Time2
 = 

39.88). Perceptions of Twitter’s role in enhancing educational 
goals increased significantly (t = 2.61, p < .01, M

Time1
 = 15.29, 

M
Time2

 = 17.53) as did the perceived time/benefit ratio (t = 1.82, 
p < .05, M

Time1
 = 8.94, M

Time2
 = 9.94).

A one-way analysis of variance (ANOVA) was used to exam-
ine differences between high versus low users of Twitter dur-
ing the course using a median split on the question “I have 
not found any use for Twitter either in or outside of class.” 
A new variable was calculated where all values equal to the 

Table 1. Items Constructed for This Study

Construct Items α

Past experience with Twitter “I had lots of experience with Twitter before this course.”  
Use in other courses “I have taken other courses that used Twitter in the past.”  
Individual use “I have not found any use for Twitter either in or outside of class.”  
Benefits for the course “I’d like to see Twitter used in more classes.” .954
 “Using Twitter outside of class helps me look forward to lecture.”  
 “Twitter is much more useful for the course than I thought it would be.”  
 “Using Twitter for announcements has made it easier to keep up with the class.”  
 “Using Twitter to discuss consumer behavior examples has made me interested in the topic.”  
 “There has been at least one time that I have seen something on” Twitter from the instructor or 

other students caused me to think more in depth about consumer behavior.”
 

 “Using Twitter has made me feel more comfortable engaging in discussions during class time.”  
 “Using Twitter for this course makes the class seem smaller.”  

Table 2. Content of Professor’s Tweets During Each Semester

Category n (Subcategory n)  

Tweet Content Category Semester 1 Semester 2 Example of Tweet

Related to course content  46  55 “Future ads to focus on increased involvement for consumers: 
<link to story>”

Specific to social media   7  51 “RT @HBSmktg: P&G opens office in Silicon Valley, makes big 
push into social media: <link to story> <date/time>”

Class announcements and course  
 business (hashtagged with #cb3352)

 73 (53) 55 (43) “11AM class: complaint assignment sheet on blackboard 
#cb3352”

Personal  
 Direct messages students/others 118 (67) 60 (34) “@Lin they still sell Dockers? So out of the loop!”
 General personal 118 (51) 60 (26) “Don’t understand why my DVR isn’t recording my shows. Just 

stops in the middle of recording. Can’t live this way.”
Total 244 221  
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median were dropped. All values greater than 4.0 were 
dummy coded as “High” (n = 54), and all values less than 
4.0 were dummy coded as “Low” (n = 44). This new variable 
served as the independent variable in a series of one-way 
ANOVAs.

Results indicated significant mean differences on all depen-
dent variables. Students who said they used Twitter indicated 
that use aided a high level of involvement in the course (F = 
11.91, p < .001, M

High
 = 4.75, M

Low
 = 3.46), overall satisfaction 

with the course (F = 23.56, p < .0001, M
High

 = 4.66, M
Low

 = 
3.09), career preparation (F = 20.737, p < .0001, M

High
 = 8.39, 

M
Low

 = 5.78), and traditional educational goals (F = 21.64, 
p < .0001, M

High
 = 16.73, M

Low
 = 11.33). Likewise, users 

were more likely to say that Twitter led to good use of class 
time (F = 27.2, p < .0001, M

High
 = 9.52, M

Low
 = 6.26), to have 

more positive reactions overall (F = 24.29, p < .0001, M
High

 = 
44.30, M

Low
 = 30.37), and to see more benefits for the course 

(F = 33.927, p < .0001, M
High

 = 38.48, M
Low

 = 25.91).

Study 1 Discussion
S1 provides evidence that when students are inexperienced 
with a technology such as Twitter in the classroom, their per-
ceptions move in a positive direction over the course of the 
semester. Even though the professor was also inexperienced 
and used the technology primarily for announcements and 
personal comments to students, benefits to students were still 
indicated in the evaluations at the end of the semester. Not 
surprisingly, the perceived benefit was higher for students 
who reported higher use of the technology, supporting Kolb’s 
(1984) model of experiential learning, where knowledge is 
created through experience.

Over the course of the semester in which S1 data were 
collected, several lessons were learned. The professor gained 
knowledge and understanding of how to use Twitter’s fea-
tures as well as how marketing professionals are using this 
tool in their marketing portfolios. Second, the professor rec-
ognized that students may be more likely to use Twitter with 
additional instruction on Twitter’s features and considered 
the possibility that those more interested in emerging tech-
nologies may be more prone to adoption. Other interesting 
observations were made concerning the nature of the tech-
nology. Several times throughout the semester, after the pro-
fessor tweeted about current events pertaining to specific 
companies, those companies began following the professor’s 
tweets. Also, after students began following outside people 
or companies, the students began sharing the information 
gained from those tweets with the professor and the class. 
Thus, through experience and reflection, students could gener-
alize and apply their knowledge (Kolb, 1984). These surpris-
ing consequences became valuable instructional examples 
of how marketing professionals use social media to monitor 
customer reactions.

Study 2

S2 was conducted in the following semester, and students 
were again required to use Twitter. Based on experience from 
S1, three changes were made to the use of Twitter for S2. First, 
a short lecture on how to use Twitter was presented during the 
second class meeting, which included how to microblog, how 
to search for and follow others, how to use hashtags, and how 
to use and create lists within Twitter. This change was made in 
an effort to increase students’ use of the technology. Second, 
the content of the tweets shifted from primarily personal tweets 
and announcements to primarily consumer behavior– and 
social media–related content. An effort was made to focus 
more on course-related content, particularly social media use. 
As a result, a larger proportion of tweets contained informa-
tion about consumer behavior and social media use in mar-
keting (50%). Frequencies of tweet categories were modeled 
after the tweeting behavior of other marketing professionals 
and academics. Although no content analysis was conducted 
to determine Twitter behavior of those professionals, obser-
vation of Twitter behavior over time suggested that approxi-
mately 25% of tweets are personal opinions with the remainder 
focusing on professional topics. The third change involved the 
addition of a survey to measure innovativeness to determine 
whether students with a tendency to adopt new technology are 
more likely to endorse the use of Twitter and to find benefit 
for it in the classroom. This measure was added to determine 
if the relationship between reported use and perceived ben-
efit could be accounted for by the tendency to adopt new 
technology.

Participants
In Semester 2, 130 students were enrolled in two courses and 
asked to participate in a paper/pencil survey during class. The 
course is required for students majoring in marketing. Class 
sizes were not equivalent; approximately 30 students were 
enrolled in the smaller course, but course content was the 
same. A total of 87 students completed the survey at both 
the beginning and end of the semester (67% retention rate). 
The survey was administered twice, as in S1. The sample con-
sisted of 38 women and 49 men, ages ranged from 19 to 
31 years (M = 21.33), the mode age equaled 20 years.

Cellular Phone Use
At the end of Semester 2, students were asked to write down 
the type of cellular phone they use. 100 students were present 
and turned in the form. Results are presented in Table 3. 
Although some students listed phone brand and not model 
and therefore Internet capability could not be definitive, 75% 
(n = 76) of those reported were identifiable as having Internet 
capabilities with 41 students listing the Apple iphone.
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Surveys
The survey instrument used in S1 was used in S2 as well. 
This instrument measured personal involvement and satis-
faction (α = .886), perceived career preparation (α = .847), 
perceived traditional educational goals (α = .95), perceived 
use of class time and benefit to time ratio (α = .905), and 
students’ overall reactions to and attitudes about the use of 
Twitter in the course (α = .966). In addition to those surveys 
used in S1, domain-specific innovativeness was assessed 
with six items (α = .919). These items (see Table 1) reflect 
the tendency to learn and adopt new products or innovations 
(Bearden, Netemeyer, & Mobley, 1993) and were adapted 
from Goldsmith and Hofacker (1991).

Results
Throughout S2, the professor tweeted 221 times. Content 
analysis of the tweets between the first and the last day of 
class revealed that 55 were announcements, the majority of 
which were hashtagged as being related to the course. Fifty-
five were directly related to consumer behavior course con-
tent, and 51 regarded social media marketing use specifically. 
Sixty were personal tweets, including tweets directed at stu-
dents and other Twitter users. These results and examples of 
each type of tweet are given in Table 2. Although the profes-
sor tweeted fewer times in S2, the proportion of tweet con-
tent differed as intended.

As in the prior semesters, students were relatively inexpe-
rienced at using Twitter. One student indicated having used 
Twitter in another course. Seventeen agreed or strongly 
agreed that they had experience with Twitter before the 
course. A one-way ANOVA comparing students from S1 
with those from S2 indicated no significant differences in 
reported mean use of Twitter (F = .86, p = .355), indicating 
that the introductory lecture on how to use Twitter did not 
influence the tendency to use the technology.

A one-way ANOVA was used to examine differences 
between high versus low users of Twitter during the course 
using a median split on the question “I have not found any 
use for Twitter either in or outside of class.” As in S1, a new 
variable was calculated where all values equal to the median 
were dropped. All values greater than the median (4.0) were 
dummy coded as “High” (n = 35), and all values less than 4.0 
were dummy coded as “Low” (n = 30). This new variable 
served as the independent variable in a series of one-way 
ANOVAs.

Dependent variables consisting of multiple items were 
summed, and the composite scores were used in these analy-
ses. Results indicated significant mean differences on sev-
eral dependent variables, not all of which were shown in S1. 
Students who said they used Twitter indicated that use aided 
a high level of involvement in the course (F = 20.456, p < 
.0001, M

High
 = 4.29, M

Low
 = 2.5), overall satisfaction with the 

course (F = 22.291, p < .0001, M
High

 = 4.37, M
Low

 = 2.47), 
career preparation (F = 14.438, p < .0001, M

High
 = 7.83, M

Low
 = 

4.93), and traditional educational goals (F = 22.328, p < .0001, 
M

High
 = 15.52, M

Low
 = 8.87). Likewise, users were more likely 

to say that Twitter led to good use of class time (F = 24.537, 
p < .0001, M

High
 = 8.54, M

Low
 = 4.45), to have more positive 

reactions overall (F = 27.72, p < .0001, M
High

 = 42.89, M
Low

 = 
25.7), and to see more benefits for the course (F = 18.226, p < 
.0001, M

High
 = 34.86, M

Low
 = 23.2). Contrary to expectation, a 

general tendency to learn and adopt new technology (innova-
tiveness) was not statistically related to the tendency to use 
Twitter in this course (r = −.037, p = .738; F = .858, p = .358). 
Of the 17 students who reported having experience with Twitter 
before the course, 10 reported high use for the course.

Innovativeness was significantly related to involvement 
in the course and educational goals. A mean split on the inno-
vativeness variable allowed for a one-way ANOVA to exam-
ine differences between those scoring high versus low on 
innovativeness (tendency to adopt new technology). Those 
high on innovativeness indicated that Twitter contributed to 
a higher level of involvement in the course (F = 4.843, p < 
.05, M

High
 = 3.95, M

Low
 = 3.14) and aided with traditional 

educational goals (F = 3.963, p = .05, M
High

 = 13.42, M
Low

 = 
10.84). A general tendency to adopt new technology was not 
significantly related to overall satisfaction with the course or 
career preparation. Likewise, innovators were not signifi-
cantly more likely to say Twitter led to good use of class 

Table 3. Student Cellular Phones

Phone Name Given Frequency Internet Capabilities

Alltel LG (nonspecific)  1 No
Android  2 Yes
Banter  1 Yes
Blackberry 14 Yes
Blackjack 1 Yes
Iphone 41 Yes
Katana 1 Yes
Motorola (nonspecific) 4 Yes/Noa

Nokia (nonspecific) 1 Yes/Noa

Palm 5 Yes
Rumor 2 Yes
Samsung (nonspecific) 10 Yes/Noa

Sanyo (nonspecific) 1 Yes/Noa

Shine 2 Yes
Sliver 1 No
Solstice 4 Yes
Sony (nonspecific) 1 Yes/Noa

Vu 2 Yes
Did not know brand/model 3  
Did not report 3  
Total 100  

a. These brands make phones with or without Internet.
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time, to report more positive reactions, or to see more bene-
fits for the course in general.

Study 2 Discussion
Students’ perceptions of Twitter use at the end of the semester 
were not significantly different from those of the students in 
the prior semester, indicating that how the professor used the 
technology did not change the overall perceived benefit at the 
end of the semester. Rather, the experiential learning process 
was what was important. In an effort to gain additional insight 
into student perceptions and to help students reflect on their 
experiences with Twitter, a semistructured focus group with 
the students enrolled in the smaller section during Semester 
2 was conducted by one of the researchers who was not the 
professor for the course. All students present the day of the 
focus group were included and students were not told prior 
that the focus group would occur. Qualitative data from the 
focus group are summarized in S3.

Study 3
Participants

Qualitative data were collected from a subset of 22 students 
during a semistructured focus group. There were 15 men and 
7 women participants. The focus group was conducted after 
quantitative data had been collected and took place at the end 
of Semester 2.

Procedure
Students were asked to write down what they liked and/or 
disliked about using Twitter in class and what they would 
suggest to the professor regarding the use of Twitter in the 
classroom. The written component was followed by a group 
discussion. The moderator began by asking, “What did you 
think about using Twitter in the class? Did you like it, did you 
not like it?” During the course of the focus group, the mod-
erator did not steer student discussion or ask specifically 
about the constructs that were defined previously in S1 and 
S2. Statements were followed by prompts such as, “How 
come? I’m curious about that,” “OK, that’s fine. Are there 
other people who have the same thoughts or want to add to 
that?,” and “OK, that makes sense. Other thoughts?” The 
focus group ended with the moderator asking if anyone had 
anything to add and thanking the students for their feedback.

In total, 63 statements were extracted from student state-
ments. Two independent coders rated each statement as posi-
tive, neutral, or negative. Interrater reliability equaled 92%. 
Coders also rated content into six categories by whether a 
statement reflected Twitter’s role in personal involvement in 
the course, satisfaction with the course, career preparation, 
traditional educational goals, (in)efficient use of time, or an 

overall benefit. Overall benefit was reserved for nonspecific 
statements students made about the benefits of Twitter use. 
Most statements reflected more than one category, and inter-
rater reliability equaled 79%.

Results
A total of 35 student statements were positive, 16 were nega-
tive, and 12 were neutral. As previously stated, most statements 
reflected at least two coding categories; the results are presented 
in the subsequent section and summarized in Table 4.

Personal involvement in the course. Results from S1 and S2 
suggested students using Twitter felt it increased their sense 
of involvement with the class. Of 63 statements, 23 suggested 
Twitter’s effect on personal involvement in some way. Exam-
ples were as follows: “a great, easy way for [the professor] to 
get in touch with students outside of class and vice versa,” 
“we could communicate quicker . . . more efficient than 
email,” “I could ask questions easily,” and “[Twitter] allowed 
me to trade articles and thoughts with [the professor] in a 
much more informal way than e-mail would allow.” One stu-
dent went further, stating, “It’s a way to know that the class 
never really ends and the professor is always involved in the 
class.” These comments showed various levels of involve-
ment, where some students stated that they found Twitter 
useful for announcements and course information and others 
stated that Twitter allowed them to get to know the professor 
better, “[Twitter] gave us a look at who [the professor] is and 
what [the professor] values” and noted that “posts which 
helped friendly conversation the next day in class.” Other stu-
dents felt negatively: “I didn’t get any more involved because 
she posted stories and personal comments that didn’t pertain 
to class.”

Satisfaction with the course. Twenty-five comments reflected 
that Twitter affected student satisfaction with the course. 
“I was very excited when I heard Twitter was to be used,” 
“I was indifferent when I found out it would be used . . . now 
I would love to see it in other classes,” and “I wish all my 
classes used Twitter.” Others felt it added nothing. “I could 
have done the course with or without it” and “I see its poten-
tial value, although I’m not using it as much now.”

Traditional educational goals. Twenty comments reflected 
Twitter’s role in traditional educational goals in under-
standing course material, learning the material, and achiev-
ing competency in consumer behavior. Students stated that 
Twitter “showed me how to apply CB knowledge in the 
real world” and that it “made me more interested in con-
sumer behavior and social media.” Furthermore, use 
appears to have contributed to a depth of learning and rein-
forced Kolb’s (1984) theory of experiential learning as 
evident in comments about how Twitter use “definitely 
helped add depth to our classroom’s discussions” and 
“helps me to be more involved and have different views 
about the subject.”
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(In)efficient use of time. Twenty statements reflected use of 
time. Some students clearly felt the use of Twitter was a waste 
of time as indicated in comments such as: “[I] thought it would 
be interesting and something new. Now I think it’s inconve-
nient and a waste of time.” However, others found it to have a 
good cost/benefit ratio with comments such as, “I thought 
it would just add unnecessary work for me without much 
benefit . . . regardless of how marginal the benefit was, and it 
didn’t require much effort on either side.”

Career preparation. Twelve comments relate to how Twitter 
affects career goals and job searches. Students said they 
became “aware of some great groups and individuals worth 
following” and realized that social media “is huge in the world 
of marketing today.” Many students commented that they will 
rely on their social media experience for employment, and one 
said, “Knowledge of Twitter will help me in the future, spe-
cifically while job searching.” These comments demonstrate 
the value of experiential learning (Kolb, 1984).

Overall benefit. Fifty-eight statements reflected the student’s 
attitudes about the overall benefits of Twitter use. Some were 
suggestions regarding potential benefit: “I would suggest that 
when [the professor] retweets something and gives feedback, 
we talk about it in class or have an assignment or something” 
and “I think a few mandatory readings through the use of 
Twitter would help me learn more and engage more of the 
students.” Thus, more emphasis on the reflection component 
of Kolb’s (1984) model may be beneficial.

General Discussion
S1 and S2 summarize data collected over two semesters in 
which students were required to use the social media technol-
ogy Twitter in an upper level consumer behavior course. 
S3 summarizes qualitative data collected in a focus group with 
a subset of students from the second semester. S1 data were 
collected during the learning semester for both students and 
professor. Regardless of quantity or content of tweets, benefits 
of Twitter use were perceived by the students. Furthermore, 
the highest benefits were perceived by students who reported 
using the technology most. This is in line with Kolb’s (1984) 
model of experiential learning; students need to engage to 
reap the benefits of this learning model.

Once the professor learned how to use Twitter as a tool and 
learned how other academics and marketing professionals 
were using the technology, content of tweets shifted in S2. The 
professor also included an informational session for the pur-
pose of increasing use. Student perceptions of benefits did not 
change significantly from S1 to S2, regardless of tweet con-
tent. Perceived benefit, as in S1, was highest for those using 
the technology the most, but results from S2 showed that use 
did not relate to a greater tendency to use new technology. 
This indicates that users, even those who may not adopt 
the technology otherwise, benefited from the technology in the 
classroom. Use was not significantly different between the 
groups, indicating the need for more research on how to moti-
vate students to use the technology.

S3 contributed additional information concerning how stu-
dents perceived the use of Twitter in the class. Although opin-
ions differed among students, at least some students stated that 
they were happy to have been introduced to social media and 
had gained an appreciation for social media use in marketing. 
One student commented that having used Twitter would be 
beneficial while searching for employment. In future research, 
it will be interesting to survey a subset of these students to 
determine whether they used their knowledge of social media, 
specifically Twitter, to market themselves to potential employ-
ers and whether their experience contributed to job responsi-
bilities related to social media use.

Problems Encountered With Twitter
As one might expect, the quantitative and qualitative data both 
reveal clear distinctions between those students who used 
Twitter and those who did not, indicating that strategies to 
encourage use are necessary. Future research for discovering 
potential barriers to use and implementing strategies to cir-
cumvent those barriers is important for professors hoping to 
embrace this technology in the classroom. The qualitative 
data offered insight that suggests why students may not use 
Twitter when it is associated with a course.

Currently many students are not familiar with Twitter 
and may find the transition from other social media technol-
ogy difficult. This issue came up frequently throughout the 
class and in the focus group. A student in the focus group 

Table 4. Study 3 Coding Categories

Coding Category Number of Statements Coded for Category Positive Neutral Negative

Personal involvement 23 16  3  4
Satisfaction with the course 25 16  3  6
Career preparation 12 12  
Traditional goals 20 15  3  2
(In)efficient use of time 20  9  5  6
Overall benefit 58 35 11 12

 at UNIV WASHINGTON LIBRARIES on May 16, 2014jmd.sagepub.comDownloaded from 

http://jmd.sagepub.com/


202  Journal of  Marketing Education 33(2)

said, “I did not use Twitter, primarily because of the Twitter 
format . . . What are all the symbols?” Although the professor 
had an informational lecture on how to use Twitter, perhaps 
faculty members should revisit this topic throughout the 
semester as the students increase familiarity with the technol-
ogy as a way of troubleshooting problems they may be expe-
riencing with Twitter. Some of the difficulty and intimidation 
with using Twitter appears to be related to the transition from 
other types of social media. One student said, “Twitter is 
strange, Facebook is better”; and another student commented, 
“I have a Facebook, so why would I need a Twitter?”; and yet 
another stated, “I just don’t really understand it all that well 
and I feel as if it is the same thing as Facebook.” This issue 
may be alleviated by more efforts to bring the Twitter discus-
sion into the classroom and a class discussion of the differences 
between Facebook, Twitter, and other emerging technologies. 
Some students suggested that when the professor “retweets 
something and gives feedback, we talk about it in class or 
have an assignment.” The experiential learning experience 
could likely be enhanced by more emphasis on the reflection 
stage of Kolb’s (1984) model.

Access to Twitter may be a potential barrier to use. Most 
students accessed Twitter from their smart phones, making 
it easy to glance at posts, process relevant information, and 
disregard irrelevant information. Although students without 
smart phones can access Twitter online, a small number of 
students made statements such as: “If I had a phone with 
Internet, I probably would have liked using Twitter a lot 
more, but instead it was just inconvenient for me.” Professors 
using Twitter may consider surveying students in their 
courses on whether they use smart phones, as students who 
do not may view themselves as disadvantaged in the course 
using Twitter.

As with any teaching tool, some students will simply not 
embrace this technology. Outside of linking student grades to 
the use of Twitter, some students may be beyond the reach of 
simple persuasion for use. Students were honest about this 
fact saying, “It didn’t help me with this class at all. We were 
never tested over the stories she posted so I didn’t read them.” 
Perhaps testing over material would solve this problem, but 
this strategy could potentially cause additional complications 
and treating Twitter as online supplemental material is far 
easier for all involved rather than treating it as required mate-
rial. This is a problem in any experiential approach when stu-
dents do not make the effort to engage.

Limitations of Studies and Future Research
These studies are not without limitations. First, the professor’s 
proficiency developed over time and likely influenced the stu-
dents’ experience. Second, use of the item “I have not found any 
use for Twitter either in or outside of class” is not an ideal item 
for determining use since “use” is not defined in the question. 
Future research should ask more directly about frequency of 

use. Second, qualitative data in S3 were collected from only 
the smaller of the two classes using Twitter in Semester 2. 
Furthermore, only those who attended class that day partici-
pated in the focus group.

Future research in this area should address methods and 
strategies for increasing student use of Twitter. Students in this 
research were not required to post, they were only required to 
sign up and follow the professor. Requirements to post with 
large classes will be difficult to monitor, but studies with 
smaller classes may incorporate this requirement to determine 
if use alone leads to benefits to students. Furthermore, Twitter 
can be used for polling in the classroom and this use would be 
interesting to explore.

Last, both professor and students were surprised when 
brands, trade groups, and marketing professionals began fol-
lowing the professor’s course tweets after mention of their 
brand or product. Although outside the scope of this project 
and no data were collected, this suggests that future studies 
may experimentally manipulate tweets for prediction of which 
marketing professionals and social media practitioners will 
begin to follow. Furthemore, managerial focused studies may 
seek to understand Twitter content as a predictor of who mar-
keting professionals should follow.

Conclusion
Introducing Twitter or any social media tool to students has 
the potential to engage students with the emerging technol-
ogy, increase the interaction between professor and students 
and broaden access to information related to course material. 
This research suggests student resistance to using Twitter is a 
primary barrier to student adoption. Therefore, creative meth-
ods for convincing students of Twitter’s benefits early may 
help pique students’ curiosity. Furthermore, establishing for-
mal or informal rewards may also break the barrier to use. 
Inviting past students to testify of the use of social media 
in professional marketing positions may enhance student 
interest as well. Professors, like students, may be intimidated 
by emerging technology. Findings from comparing results 
across S1 and S2 demonstrate Twitter’s benefits regardless 
of the skill level of users, whether students or professors. 
This study demonstrated that users recognized the benefits 
for career goals.

As with the advancement of all online technologies, social 
media use carries potential risks to professors and students. 
If used irresponsibly by either party, confidentiality could be 
compromised. Furthermore, although many social media sites 
show posts only to those persons connected with the person 
posting, Twitter is a public forum in that anyone may follow 
a person’s tweets unless the user sets up restrictions on their 
account. Because confidentiality and safety issues have been 
publicized in the media, some students and professors may 
be hesitant to adopt social media in their professional lives. 
On the other hand, some users of social media report overuse 
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because of the ease presented by smart phones. In these cases, 
professors may be concerned that students will become dis-
tracted and preoccupied with social media use. Although these 
risks are legitimate, evidence of the positive effects of social 
media use in this and other studies (see Junco et al., 2011) 
suggest that when used well, social media has the potential 
to increase student engagement, involvement, satisfaction, and 
grades as well as to prepare them for employment in today’s 
social media-rich marketing world. Social media can be a 
good way to engage students in experiential learning.

The basic benefits of enhancing traditional educational 
goals, increasing involvement and communication, increas-
ing satisfaction with the course, and making better use of time 
are available through the use of Twitter in any course. Using 
Twitter in class serves to not only enhance course administra-
tion through announcements and direct communication with 
students but also to demonstrate marketing in practice. The 
quantitative and qualitative data presented here provide evi-
dence that Twitter can be a powerful and effective pedagogi-
cal tool in any classroom when students believe its use to be 
relevant to them and when students are properly motivated to 
use it. In sum, Twitter proved to be an effective way to engage 
students in experiential learning by applying course material 
in a social media setting. Students had the opportunity to have 
the concrete experience with the course material, to make 
observations and reflections, and to develop the ability to deal 
abstract concepts and to test with their tweets.
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