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ABSTRACT

This article aims to investigate the impact of social media strategies on student satisfaction at Egyptian 
universities. The research employed four social media strategies (the Predictive Practitioner, Creative 
Experimenter, Social Media Champion and Social Media Transformer). A survey was posted to stu-
dents Facebook groups in different universities. 530 students from the universities of Alexandria, Tanta 
Damanhour, Kafrelsheikh, Damietta, and Suez responded to the survey. It was noted that Facebook 
was the most common social media platform used. The Predictive Practitioner, Creative Experimenter, 
and Social Media Champion strategies were not clearly implemented, as opposed to the Social Media 
Transformer. It was noted that there was a lack of satisfaction of students with the information reliabil-
ity, responsiveness and privacy faculties unusually posted on Facebook. It has been found that the four 
social media strategies account for positively influencing student satisfaction at Egyptian universities.

INTRODUCTION

The concept ‘Web 2.0’ was first introduced in 2004 to the O’Reilly Media Web 2.0, leading the evolu-
tion of social media (Graham, 2005; Kaplan & Haenlein, 2010). Social media platforms utilize a Web 
2.0 format, which provides the users with a dynamic setting for personal interaction wherever they can 
interact with similarly minded people, as opposed to a Web 1.0 format wherever the user may be a pas-
sive recipient (Bennett & Glasgow, 2009; Chandran, 2016; Schroeder, 2014).

Social media may be considered as a style of electronic or on-line communication where a shared 
content will be manipulated or created by the users themselves (Donelle & Booth, 2012; Hamm et al., 
2013). Examples of common social media channels/platforms include blogs, social networking sites 
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(Facebook), microblogs (Twitter), wikis or collaborative information projects (Wikipedia), and content 
communities (YouTube) (Risiling et al., 2017).

Through further understanding of who may be engaged in the use of social media, a lot of thought 
can be given to what types of activities are most typical on these platforms. To understand the enormity 
of the volume of information flow that typifies each day in the digital realm, the numbers are reported in 
60 increments. The statistical reports have explained these “every minute of every day” usage examples: 
Twitter users produced around 347,000 tweets; Facebook users liked around 4.1 million posts; YouTube 
users uploaded 400 hrs of new videos; Instagram users post around 1.7 million images and like around 
2.4 million posts; Dropbox users uploaded around 830,000 new files. This reflects that their sharp focus 
on information being exchanged through the social media sites (Novillo-Ortiz & Hernández-Pérez, 2017).

Governments and international institutions consider social media as an important tool to communi-
cate with others and also use it for a better response in international crises (Comlekc & Guney, 2016). 
In business, social media applications create new opportunities for organizations to collaborate in new 
ways with their business partner, customers, and suppliers and to improve their internal operations 
(Culnan et al., 2010). For organizations, the social media provide opportunities to actively engage with 
consumers & employees and build relationships (Abeza et. al., 2013; Williams & Chinn, 2010). Social 
media allows organizations to share content, facilitate interaction and build community with customers 
(Achen, 2016; Smith, 2013). Employees also communicate through social media sites and contribute to 
the organization’s reputation and image. The role of internal communication expands in the direction 
of getting feedback from within the organization (Ng & Wang, 2013). Internally, social media can also 
contribute to the community development, improvement of communication processes, promotion of 
values and organizational culture, facilitation of information flow, and stimulation of creativity (Ng & 
Wang, 2013).

Social media is used by a wide variety of organizations ranging from very small businesses to Fortune 
500. However, the business value derived from social media continues to cause challenges for many 
organizations. McKinsey published in 2009 the results of a worldwide survey of nearly 1,700 executives 
to investigate their companies’ use of social media platforms. The results indicated that 64% use social 
media platforms internally, 56% to work with customers, and nearly 40% to communicate with suppliers 
or external partners. However, about one-third of users reported that their social media applications did 
not provide measurable benefits (Culnan et al., 2010). In a similar study of executives by Barnes and 
Mattson (2009), 52% reported they were using social media as an effective tool in their organization. 
When asked if their company used social media “to communicate with other companies like vendors, 
suppliers or partners,” they found that “social networking was the most widely used with 34% reporting 
they employed these tools” (Remidez & Jones, 2012).

Research shows that social media has recently penetrated almost all types of organizations. Higher 
education institutions have not been left behind but have been adopters of this global phenomenon 
(Chugh, 2017). According to ProQuest’s dissertation and theses database, the use of social media in 
education represents only 5% of all research done on social media (Chris, 2014). Social media enables 
educational institutions to provide information about changes to policies, new research programme, job 
vacancies, events, institutional news and alumni engagement. To attract more students, social media 
provides a perfect platform to highlight research and teaching staff, new courses, and campus facilities 
(Chugh, 2017). Some colleges and universities also use social media as a tool for recruiting students.

One of the major challenges of higher education to develop social media as a platform for marketing 
is the lack of a clear model and the process for constructing and delivering the university’s marketing, 



 

 

16 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/social-media-strategies-and-students-

satisfaction-at-egyptian-universities/312989

Related Content

Privilege-Seeking Activities in Organizational Politics and Its Effect on More Productive

Employees
Gil S. Epsteinand Bruce C. Herniter (2012). International Journal of E-Politics (pp. 16-30).

www.irma-international.org/article/privilege-seeking-activities-organizational-politics/65550

Mapping of the Research Publications on Research Ethics: A Scientometrics Profile
S. Saravanan (2023). Information Literacy Skills and the Role of Social Media in Disseminating Scholarly

Information in the 21st Century (pp. 57-69).

www.irma-international.org/chapter/mapping-of-the-research-publications-on-research-ethics/325713

An Evidence-Based Approach to the Use of Social Media to Promote Political Literacy among

Youth in the Sultanate of Oman
Mohammed Nasser Al-Suqri, Salim Said AlKindiand Abdullah Khamis Al-Kindi (2017). International Journal

of E-Politics (pp. 30-39).

www.irma-international.org/article/an-evidence-based-approach-to-the-use-of-social-media-to-promote-political-literacy-

among-youth-in-the-sultanate-of-oman/180336

The Current State and Future Potential of Virtual Worlds
John M. Artz (2009). International Journal of Virtual Communities and Social Networking (pp. 14-22).

www.irma-international.org/article/current-state-future-potential-virtual/2950

Cluster Based Architecture and Algorithm to Improve the Design of Social Networks
Saurab Duttaand Payel Roy (2017). International Journal of Virtual Communities and Social Networking

(pp. 29-43).

www.irma-international.org/article/cluster-based-architecture-and-algorithm-to-improve-the-design-of-social-

networks/206577

http://www.igi-global.com/chapter/social-media-strategies-and-students-satisfaction-at-egyptian-universities/312989
http://www.igi-global.com/chapter/social-media-strategies-and-students-satisfaction-at-egyptian-universities/312989
http://www.irma-international.org/article/privilege-seeking-activities-organizational-politics/65550
http://www.irma-international.org/chapter/mapping-of-the-research-publications-on-research-ethics/325713
http://www.irma-international.org/article/an-evidence-based-approach-to-the-use-of-social-media-to-promote-political-literacy-among-youth-in-the-sultanate-of-oman/180336
http://www.irma-international.org/article/an-evidence-based-approach-to-the-use-of-social-media-to-promote-political-literacy-among-youth-in-the-sultanate-of-oman/180336
http://www.irma-international.org/article/current-state-future-potential-virtual/2950
http://www.irma-international.org/article/cluster-based-architecture-and-algorithm-to-improve-the-design-of-social-networks/206577
http://www.irma-international.org/article/cluster-based-architecture-and-algorithm-to-improve-the-design-of-social-networks/206577

