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A B S T R A C T   

Social media have burst into people’s lives, transforming their personal and professional spheres. 
The sports industry has not been indifferent to these changes. Indeed, the management of these 
digital tools has become prized in workplace settings. Among all social media, LinkedIn has the 
strongest link to the professional world. Nevertheless, there is a gap in the literature so far 
regarding the incorporation of LinkedIn into sport management courses. Thus, this work aims to 
share the results of an educational innovation that uses LinkedIn as its main pedagogical element 
through blended-learning teaching method based on the learning by doing methodology. A total 
of 105 undergraduate sport management students from two Spanish universities participated in 
this study. A pre-test and a post-test were carried out to perform diverse statistical analyses to 
assess the educational experience’s impact. The results show significant outcomes in students’ 
professional profile development and interaction with the sport industry; class engagement and 
interaction between students and professors; and LinkedIn’s suitability to develop the content of 
the relevant course. These results highlight the educational potential of LinkedIn and encourage 
sports management faculty to incorporate LinkedIn into their classes as a pedagogical resource.   

1. Introduction 

We live in an era where the digital revolution and rapid technological advancements have led to much of our time spent in an online 
environment (Kolokytha et al., 2015), impacting and reshaping different sectors such as the economy, communication, education or 
politics. Among technological innovations, social media have emerged as socialisation platforms (Quan-Haase & Sloan, 2017), rev-
olutionising how humans interact and communicate, changing institutional structures and professional practices (van Dijck & Poell, 
2013). For instance, business executives, consultants and decision-makers seek to understand and make the best use of the wide range 
of social media available (Kaplan, 2015). Indeed, these digital tools are the cornerstone of everyday life (Selwyn & Stirling, 2016), both 
in the professional and private sphere. 
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‘Social media’ is an umbrella concept (López-Carril et al., 2019) that according to Kaplan and Haenlein (2010, p. 61) encompasses 
“a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allow the 
creation and exchange of user-generated content”. Despite its current rise and popularity, social media is not a recent phenomenon 
(López-Carril, Escamilla-Fajardo et al., 2020). Since the beginning of the century, social media have been appearing and disappearing 
(Stavros et al., 2014), making it possible to group them according to their main characteristics or uses. For instance, social networks (e. 
g., Facebook, Instagram, Pinterest, TikTok, Snapchat, LinkedIn) are best-known social media, possibly due to their highly interactive 
component. Nevertheless, given their heterogeneity, there is a wide diversity of social media types. Some of these include:  

● microblogging (e.g., Twitter);  
● social networks (e.g., Facebook, Instagram, TikTok, Pinterest, LinkedIn, Snapchat);  
● media sharing services (e.g., YouTube, Twitch, Spotify);  
● wikis (e.g., Wikipedia);  
● blogs (e.g., Blogger, WordPress);  
● chat and messaging (e.g., WhatsApp, Line, WeChat);  
● project management (e.g., Slack, Trello);  
● social news (e.g., Reddit, Digg);  
● virtual learning environment platforms (e.g., Moodle, Blackboard);  
● sport or fitness apps (e.g., Freeletics, Jefit, Sweat). 

Regardless of the type of social media and its characteristics, the reality is that the number of social media users continues to rise. 
According to Statista (2021a), in 2020 over 3.6 billion people were using social media worldwide, which is close to half of the world’s 
population. Furthermore, 4.41 billion social media users are expected to be reached by 2025. 

The sports industry is aware to the rise of social media, being reshaped in both production and consumption (Li et al., 2019; Yan 
et al., 2019), transforming the way consumers relate to businesses and brands (Chmait et al., 2020), and becoming vehicles that 
contribute to entrepreneurial success (Aichner, 2019). Nowadays, social media connect a wide variety of sports sector actors (e.g., 
athletes, coaches, fans, leagues, teams, sport federations, journalists) in an increasingly direct and effective way (Marr & DeWaele, 
2015; O’Boyle, 2014). Furthermore, social media is a powerful sport branding tool (e.g., Geurin-Eagleman & Clavio, 2015; Hambrick & 
Kang, 2015; Jason et al., 2020). 

On the other hand, the COVID-19 pandemic, which has imposed numerous restrictions on sporting activities (Ratten, 2020a), has 
strengthened social media’s role in the sports industry. Companies have been spurred to innovate to promote sport and preserve the 
consumer’s interest (Hayes, 2020). For instance, during periods of citizen lockdown, decreed in many countries, individuals viewed 
and practised physical exercise at home through social media such as Instagram, TikTok, Facebook or WhatsApp. Organisations or 
individuals have had to change how they connect with their customers (Ratten, 2020b). This has resulted in reinforcing the importance 
of social media as a feature of management. Given the rise of social media in the sports industry and the demands and challenges that 
COVID-19 has generated, the training of future sport managers requires new pedagogical approaches to meet such challenges. (Ratten 
& Jones, 2020a). For instance, providing education in areas such as entrepreneurship, digitalisation, and innovation can be hugely 
beneficial to students (e.g., Ratten, 2020a; Ratten & Jones, 2020b). These aspects can be developed through social media, in a context 
where online and blended teaching methodologies have taken the spotlight to provide continuity in education due to restrictions on 
face-to-face teaching (López-Carril, Añó et al., 2020). 

Expertise in using digital technologies for sport mangers is increasingly in demand (Barneva & Brimkov, 2019; Manning et al., 
2017). According to López-Carril, Anagnostopoulos et al. (2020), sport management faculty should educate students on how to 
develop the necessary digital skills to qualify them better to pursue their professional goals. Consequently, it is worth incorporating 
social media education from a professional perspective into sport management educational curricula to better prepare them for 
pursuing their professional goals. Nevertheless, the sport management education academic literature suggests a mismatch between 
student’s expectations and employer demands (Lebel et al., 2015). 

Considering that it is worthwhile for educators to have some insight into how social media are being integrated into teaching 
practices, the main objective of this paper is to present the research findings and educational impact derived from the use of LinkedIn 
during the development of a sport management university course. LinkedIn, the primary social media linked to professional career 
development and business (López-Carril, Anagnostopoulos et al., 2020) was introduced to develop students’ professional skills and 
career development. Furthermore, as a novelty in social media education literature in sport management, the innovation presented 
through LinkedIn was introduced based on learning by doing methodology (see, Bruce & Bloch, 2012) where reflection is the central 
element of learning (Dewey, 1933). 

2. Literature review 

2.1. Reshaping education: social media in Higher Education 

For some time, the Internet has transformed how teachers and students relate (Scott & Stanway, 2015). This change in relationships 
between different educational actors has reshaped the teaching-learning process. Considering the expansion of social media among the 
current student generation (Adams et al., 2018; Osgerby & Rush, 2015), it is not surprising that they have reached the university 
context; even if they were not initially conceived for educational purposes (Manca, 2020). Indeed, the Higher Education sector is being 
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transformed by all the changes initiated by social media (Komljenovic, 2019). Educators and students acknowledge the importance of 
incorporating these tools to deliver and evaluate courses (Stathopoulou et al., 2019). 

The educational revolution that social media have produced calls for a redefinition of the teacher-student relationship given that 
the student generation regularly use digital devices and social media (Díaz-Baharona, 2020). For instance, social media allow faculty to 
transition from the rigid traditional face-to-face medium of teaching limited to space (classroom) and time (Monday to Friday 
timetable) restrictions. Furthermore, social media allow the notion of 24/7 that enables both students and lecturers to interact outside 
the formal learning time with more flexibility (Dzvapatsva et al., 2014). In the context of a pandemic, such advantages make social 
media a value-add tool when creating online or blended learning environments (López-Carril, Añó et al., 2020). 

According to the literature (e.g., Chawinga, 2017; Evans, 2014; Feito & Brown, 2018; Kolokytha et al., 2015; Lebel et al., 2015; 
Manning et al., 2017; Menkhoff et al., 2015; Stathopoulou et al., 2019) social media enable a wide range of positive educational 
outcomes such as: enhancement of collaborative and organisational skills, fostering student engagement, stimulating creativity, 
favouring deeper learning, bringing students together, fostering a sense of community, increasing participation and interaction, 
promoting employability, and improving academic results. On the other hand, motivated and passionate teachers can profit from social 
media opportunities to explore and create new practices creating innovative teaching methods (Vandeyar, 2020). Several teachers are 
exploring technology to enhance their teaching and promote active learning for students (Tess, 2013). Furthermore, social media can 
enable faculty monitor the students understanding of the content taught in class (Menkhoff et al., 2015) as well as give precise, 
personalised public or private feedback to each student. 

Despite the benefits that social media offer to both faculty and students, though there are numerous articles on this topic in the 
popular press, to date, studies that share empirical experiences about social media in the classroom are still limited (Tess, 2013). There 
is value in continuing to invest in practical research on the incorporation of social media in the Higher Education setting. Thus, faculty 
could better understand social media’s educational potential and possible practical applications. 

2.2. Social media in sport management education 

In a recent bibliometric study on social media in sport conducted by López-Carril, Escamilla-Fajardo, et al. (2020), the authors 
indicated that the field of study had passed the initial embryonic stage setting it in a phase of expansion. Nevertheless, the authors 
detected a research gap in social media in sport management’s educational field. Despite this gap, several studies have been published 
that gather social media educational experiences on this topic. On the one hand, Marr and DeWaele (2015) shared a proposal of specific 
rules and uses of Twitter within the sport management classroom relevant to sport management faculty members. Similarly, Feito and 
Brown (2018) shared an in-depth guide to teaching students how to create a Twitter account and provided management implications. 
Furthermore, their contribution provides faculty advice and tips to overcome hurdles related to social media introduction into college 
courses. Another related contribution was made by Sanderson and Browning (2015). The authors supported Twitter as a pedagogical 
tool and provided theoretical and practical advice to implement it in class successfully. Finally, Scott and Stanway (2015) introduced 
Twitter into the dynamics of a sport marketing course with two assessments and some weekly tasks. The results obtained demonstrated 
a positive increase in student engagement towards the course. Furthermore, studies reported positive educational outcomes in a 
diverse range of learning aspects such as student engagement, collaborative learning, discovery, creativity, sense of community, 
dissemination of information, instant feedback, participation and interaction. 

Some studies analyse the possible impact of more than one social media platform on the course dynamics in the context of sport 
management. O’Boyle (2014) examined the practical uses of Facebook and Twitter within the context of a Sport and Recreation 
Management degree in an Australian University. The author highlighted the high increase in the level of interaction between students 
and academic staff. For its part, Manning et al. (2017) pointed that via some social media like Socrative and Twitter; educators may be 
able to move from traditional passive learning methodologies towards new more participative educational experiences, stimulating 
student interest and critical-thinking. 

In addition to the above studies that are practical in nature, others incorporate social media into sport management education from 
different perspectives. For instance, Lebel et al. (2015) explored how sport management faculty use social media as a teaching and 
learning tool in the North American context. Although faculty highlighted the possible positive effects of social media in the educa-
tional context, most acknowledged that they introduced it in a limited way. The authors emphasised the potential disconnection 
between faculty digital pedagogies, student expectations, and the demands of the sports industry. From another angle, Pate and Bosley 
(2020), interviewed four professionals overseeing social media accounts for North American university sports departments to identify 
the digital and social media skills expected of sport management students. The results indicated that knowledge linked to content 
creation and planning, representing an organisation’s brand, and the main trends of social media among its diverse platforms, are 
valued in the professional field of sport management. 

Research shows how social media platforms serve for valuable professional learning purposes (Goodyear et al., 2014). According to 
López-Carril et al. (2019), there should be a real and continuous connection between what is taught in the classroom and professional 
skills sought after by industry. Universities cannot be negligent to the dynamics of the shifts in the sports industry and culture trends 
(Sanderson & Browning, 2015). Furthermore, sport management educators should understand the desires of industry professionals to 
adapt their course content to prepare students to enter the profession with the demanded skills and abilities (Pate & Bosley, 2020). 
Universities seek to develop the employability of their graduates (Dinning, 2017), especially given how competitive the sport man-
agement labour market has become (Miragaia & Soares, 2017). Accordingly, mastering social media linked to the professional world 
and stakeholders, such as LinkedIn, can help future sport management professionals create professional networks and promote 
employability (López-Carril et al., 2019). 
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2.3. Connecting students to the professional world through LinkedIn and the learning by doing methodology 

LinkedIn is the most popular social media focused on professionalism and career development (López-Carril, Anagnostopoulos 
et al., 2020; Manca & Ranieri, 2016), used as a tool for personal or business purposes (Tess, 2013). Founded in 2002 by Reid Hoffman, 
Allen Blue, Konstantin Guericke, Eric Ly and Jean-Luc Vaillant, LinkedIn currently has 310 million active users (Omnicore, 2021). The 
platform self-reports more than 774 million users in more than 200 countries; over 50 million companies and 90,000 universities listed 
on LinkedIn; and over 20 million open jobs (LinkedIn, 2021). 

Concerning LinkedIn’s introduction to sport management education, the literature on incorporating LinkedIn into classrooms is 
scarce. Nevertheless, three papers have recently been published on this topic. Firstly, Brown and Pederson (2020) introduced LinkedIn 
into the dynamic of one group of sport marketing undergraduate course to investigate LinkedIn’s potential to enhance or hinder the 
classroom community. To test this, one class used LinkedIn during one semester and another did not. The group that did not use 
LinkedIn showed stronger level of classroom community, diverging from the literature on social media’s use for this purpose. Secondly, 
López-Carril, Anagnostopoulos et al., 2020 shared through a practice paper, a series of guidelines to encourage teachers to incorporate 
LinkedIn into sport management courses. Additionally, the authors emphasise the specific characteristics of LinkedIn that enhance 
entrepreneurship, innovation and the professional development of students. Thirdly, López-Carril, Añó et al. (2020) highlighted the 
possibilities of LinkedIn in generating a working environment for blended and online learning, where content can be developed, along 
with the professional profile of the students. The ease of combining LinkedIn with other social media such as YouTube and other 
educational material such as TED Talks was highlighted. 

Although the literature on social media in sport management generates positive educational impacts, so far such work does not 
explicitly connect these experiences with learning methodologies (e.g., project-based learning, problem-based learning, design 
thinking, gamification). One of the main contributions of this work is the connection between LinkedIn and the educational meth-
odology of learning by doing. 

Learning by doing is the process whereby people make sense of their experiences, especially those experiences in which they 
actively engage in making things and exploring the world. It is both a conceptual designation applied to a wide variety of 
learning situations (in fact, as some would argue, to all learning), and a pedagogical approach in which teachers seek to engage 
learners in more hands-on, creative modes of learning (Bruce & Bloch, 2012, p. 1821). 

Reflection is a central element of learning (Dewey, 1933), a skill that is reinforced through using LinkedIn. For instance, students 
must think about which professional brand they want to generate through LinkedIn and create content and design their LinkedIn 
profile accordingly. Faculty can also propose class debates in private class groups (López-Carril, Anagnostopoulos et al., 2020). 
Furthermore, students stimulate their capacity for reflection when creating their LinkedIn profile and a network of contacts according 
to their professional interests. This will enable them to explore and interact with the professional world present in LinkedIn through 
comments, private messages or LinkedIn post (see López-Carril, Anagnostopoulos et al., 2020). 

In short, LinkedIn is an e-learning environment that favours the proposal of action-oriented educational activities. According to 
Kakouris and Morselli (2020), learning by doing implies firstly active participation in a planned event (action) followed by subsequent 
analysis and reflection about what has been experienced. For Rasmussen and Sørheim (2006), this learner-centred and action-oriented 
approach incorporates group interaction and networking as core elements. As outlined in the previous paragraph, all of these aspects 
are present in LinkedIn. Furthermore, in line with the type of educational approach of Hägg and Kurczewska (2021), LinkedIn brings 
not linear but continuous learning proposals. Students need to reflect and plan the actions to be carried out in LinkedIn community (e. 
g., modify the profile, create a post, comment) before executing them. Subsequently, they should analyse and reflect on these impacts 
to consider future actions. In this sense, the two phases of Pepin’s learning model (2012, 2018), 1-planning and 2-implementing, are 
followed. The experiences of this dynamic and continuous process boost learning and generate knowledge. 

To evidence what is outlined in this theoretical background section, this paper presents a study that explores the educational impact 
of LinkedIn introduced to sport management classes following the learning by doing methodology. In doing so, the paper brings a novel 
approach to the literature on social media in sport management education, enhancing students’ professional profiles through LinkedIn. 
Furthermore, the students’ background concerning social media including social media usage patterns is investigated, as it can in-
fluence on the research results. Therefore, considering all of the above, the following research questions were raised: 

RQ1. What are the social media usage patterns of sport management students? 

RQ2. What are sport management students’ LinkedIn prior experiences and educational expectations in sport management 
education? 

RQ3. What are sport management students’ perceptions of the benefits LinkedIn can have when used in sport management classes? 

3. Methodology 

3.1. Context and participants 

The LinkedIn educational innovation was developed in three groups of undergraduate students in physical activity and sport 
sciences from two Spanish universities. A total of 105 students, 76 of them were men (72.4%) and 29 women (27.6%), participated in 
the research. Ninety-one students were enrolled in the ‘Management and Organisation of Sporting Bodies and Events’ course at the 
University of Valencia. Of these, 60 belonged to a class group at the Blasco Ibáñez campus and 31 at the Ontinyent campus. Finally, the 
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sample was completed by 14 students enrolled in the ‘Management Practices in Sports Institutions’ course at the University of Seville. 
The study was carried out in accordance with the Declaration of Helsinki (World Medical Association, 2013). Thus, all participants 
participated voluntarily guaranteeing their anonymity. Signed informed consent form from each participant was obtained so that the 
data obtained could be used for academic purposes. 

3.2. Pedagogical procedure 

This research is based on a longitudinal quasi-experimental quantitative design. To this end, an educational innovation was 
designed based on the introduction of LinkedIn as one of the central elements in the development of sport management courses 
through the learning by doing methodology. The innovation was developed in the second semester of the 2019–2020 academic year, 
starting on February 3 and concluding May 24. As an indispensable part of the educational innovation, students from the three groups 
that participated in the innovation (Valencia, Ontinyent and Seville), had to create a LinkedIn account. To do this, a specific, step-by- 
step, face-to-face session was held, providing students with two weeks of familiarisation, so that they could explore the primary 
features of LinkedIn. 

The study was developed in the scope of blended learning. Face-to-face synchronous lectures were combined with asynchronous 
online learning through video tutorials where students were trained on the use and management possibilities of a LinkedIn account. 
The students also worked on specific content of the course in the private LinkedIn groups (Valencia, Ontinyent and Seville) and a 
further joint group that gathered together all the students and faculty involved in the innovation. Throughout the innovation, the 
students had to carry out an assessment inspired by the work of López-Carril, Anagnostopoulos et al. (2020). 

While some activities were carried out individually on each student’s personal LinkedIn profile or through student interaction with 
the LinkedIn community, others were carried out in private LinkedIn chat groups. In the later, faculty members raised a variety of 
topics for discussion related to sport management, encouraging students to debate. The learning by doing methodology was the axis 
that guided the activities conducted, with the students being at the centre of the teaching-learning process. Thus, reflection, explo-
ration and debate were features present in the activities to favour the learning process. For illustrative purposes, Table 1 shows five 
examples of activities to be carried out by students from their LinkedIn profile. 

Students were assessed according to what they used LinkedIn in diverse settings, such as personal profile development, partici-
pation in LinkedIn’s private class groups, and when creating a network of contacts of their professional interest. The lecturer in charge 
of coordinating the innovation monitored the students’ work regularly, interacting with them through private written and audio 
messages on LinkedIn. The completion of all assignments accounted for 40% of the final mark for the theoretical part of the course. 

3.3. Instrument and data analysis 

A 30-item questionnaire based on previous literature on social media in teaching was used. First, thirteen items (see Table 2) were 
adapted to the LinkedIn context from Scott and Stanway (2015). 

Table 1 
Illustrative examples of activities carried out by students in the LinkedIn educational innovation.   

Description 

Activity n.◦

1 
Elaborate the ‘about’ section of your LinkedIn profile. To do this, previously reflect on the following aspects: 1-What are your professional 
interests?, 2-What would you like to do in the future on a professional level?, and 3-What can you already offer to the LinkedIn community? When 
you have these aspects clear, include them in the text. Finally, remember to close it with a “call to action” so that you make it easy for profile visitors 
to connect with you. 

Activity n.◦

2 
Explore the LinkedIn community by searching for 10 personal profiles and 5 private groups closely related to your professional interests. Explain 
why you have chosen each of these. Subsequently, try to connect with these profiles. Also, try to get admission to the LinkedIn groups. 

Activity n.◦

3 
Once you have all the sections of your profile created, elaborate and publish a LinkedIn post open to the entire community, where you generate 
content that adds value to your personal brand. Try to tag contacts of interest in the publication and use hashtags that reflect relevant keywords to 
facilitate the dissemination and interaction of your publication. Subsequently, view the video tutorial in the ‘featured’ section of the profile so that 
you can incorporate your publication in that section and make it more visible. 

Activity n.◦

4 
Activity to be done in the LinkedIn group of the course: “Big Data is one of the recently emerging trends in society, having increasingly more 
relevance in different fields: health, business, politics, logistics and, of course, in sports. As previous material to the discussion questions, visualise 
the attached video where this concept is introduced. Afterwards, and to open the debate, you can answer the following questions: 1-What do you 
think about the current role of Big Data in the context of sport? 2-How do you think data can help sport managers? Furthermore, do some research 
and locate an entity in the world of sport (brand, club, federation, league, enterprise, etc.) that uses Big Data as a management tool. Then, explain to 
your colleagues the use they are making of Big Data, and give your opinion on the matter. Please note that your chosen entity cannot coincide with 
the one of another colleague. 

Activity n.◦

5 
Activity to perform in the LinkedIn group of the course: “One of the most used tools for the sport managers is the SWOT. A SWOT is a diagnostic tool 
from which to make strategic decisions. The SWOT is visually captured in a matrix with four fields (Weaknesses, Strengths, Threats and 
Opportunities). We provide you two documents to explore, where you can find more information about what a SWOT is and how to do it. Then, the 
activity consists of making a SWOT with the template provided on one of the following two options: 1-Make a SWOT about yourself and how you 
are to achieving your dream job, 2-Imagine that you are an entrepreneur and you are going to open a new business linked to the sports sector. Make 
a SWOT assessment of the current market situation related to that business. Once the SWOT is done, save the document in image format and share it 
in this post. Next, make an introduction where you indicate to the rest of your colleagues the chosen option, as well as 3–4 conclusions or decisions 
you would make, linked to the selected option and the SWOT you have made. Subsequently, choose the SWOT uploaded by a colleague, analyse it 
and provide him/her with feedback.  
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Second, seventeen items (see Table 3) wee adapted to the LinkedIn context from Adams et al. (2018). The above items were chosen 
because they enable the exploration of the student’s perceptions about the impact of the educational experience from a wide range of 
perspectives of the learning-teaching process. For instance, specific items related to LinkedIn’s professional educational scope were 
included (e.g., items 1, 4, 5, 23, 24, 25, 29). Finally, questions to obtain socio-demographic and social media usage patterns data were 
also included (e.g., “How many hours a day do you spend on social media”, “Where did you learn to use social media?”). 

Subsequently, the questionnaire was translated into Spanish and reviewed by a professional native English speaker fluent in 
Spanish. To ensure the design of the questionnaire and to identify and refine possible wording or interpretation problems, the 
questionnaire was piloted before the development of this innovation, with the students enrolled in the course ‘Management and 
Organisation of Sporting Bodies and Events’ of the University of Valencia during the academic course 2018–2019. Minor adjustments 
in wording and phrasing were made based on feedback. 

The questionnaire was administered to the student body at two points in time and completed online through LimeSurvey. Firstly, it 
was completed by the students before the commencement of the educational experience (pre-test). A post-test was carried out after the 
students submitted their assignment. Students completed the survey before receiving specific individualised codes in order to match 
the pre-test with the post-test later, always respecting their anonymity. A 6-point Likert scale where 1 meant ‘I strongly disagree’ and 6 
meant ‘I strongly agree’ was employed to rate the items. 

The statistical package SPSS 25.0 was used to analyse the quantitative data obtained. Analyses were carried out to determine the 
distribution of frequencies and percentages of both sociodemographic aspects (in this case gender and course study group) and aspects 
linked to patterns of social media use. Comparisons of means were carried out by paired samples T-test, since the purpose was to find 
out whether the LinkedIn intervention carried out could lead to significant differences in students’ perceptions. First, the analysis for 
related samples was carried out in all the items that formed the questionnaire. After that, the possible differences between men and 
women were studied. Finally, student’s perceptions were also analysed according to the different class groups. 

4. Results 

4.1. Social media usage patterns 

The results indicate that 93.3% of students use social media at least once a day, with 63.8% believing that they spend too many 
hours on it while 58.1% believe that they are somehow addicted. Concerning their opinion on social media use, 98.1% think people use 
social media too much. 98.1% stated that they access social media through a smartphone, while the second most used device is a laptop 
(71.4%), followed by a tablet (16.2%) and a desktop computer (8.6%). Regarding the context in which students learned to use social 
media, 94.3% of them learned to use it on their own, 43.8% through their friends, 9.5% through family, 11.4% at high school, 18.1% at 
university and 2.9% at work. 

In terms of the social media used outside the university environment (see Table 4), the highest percentages were found in WhatsApp 
(100%), YouTube (97.1%) and Instagram (94.3%). 

In contrast, looking at the social media that students use within the academic context (see Table 5), it can be observed that Moodle 
(72.4%), YouTube (60%) and WhatsApp (43.8%) are the most used social media for academic purposes. 

Regarding the reasons for social media use (see Table 6), 88.6% of the sample indicate that they use social media to have fun, 
followed contact with friends (84.9%) and read news (80%). Finally, students were asked about the perceived relevance of social 
media to them in their daily lives. In the pre-test, respondents scored an average of 7.29 (SD = 1.39); while, the post-test results showed 
a slight increase, with an average of 7.47 (SD = 1.39). 

4.2. Previous experiences of using LinkedIn and perceived level of usage competency 

Before the beginning of the educational experience, 76.92% of the students indicated that they did not have a LinkedIn account, 
while 20.19% had an account but were not active users, and 2.88% had an account and were active users. To evaluate the impact of the 

Table 2 
First part of the questionnaire: Items adapted from Scott and Stanway (2015).  

Items 

1 LinkedIn will keep/has kept me connected with what is happening in the sports industry 
2 LinkedIn will keep/has kept me socially connected with peers in this class 
3 LinkedIn will keep/has kept me connected with the lecturer in this course 
4 LinkedIn will keep/has kept me connected with third parties 
5 LinkedIn will allow/has allowed me to apply sport marketing principles to real-world examples 
6 I will feel/felt more included in the course content because it has/had LinkedIn 
7 I will feel/felt more engaged with this course because it has/had LinkedIn 
8 I believe that LinkedIn will be/is relatively easy to use 
9 I believe that LinkedIn will be/is an effective learning resource 
10 I believe that LinkedIn will be/is an effective assessment item 
11 I believe that LinkedIn aligns with the course objectives 
12 I believe I will/did enjoy using LinkedIn this semester 
13 I believe I will/did enjoy this course this semester  
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educational innovation on LinkedIn usage competence level perceived by students, they were asked in both the pre-test and the post- 
test to rate this perceived competence level between 1 and 10. In the pre-test students rated an average of 1.84 (SD = 1.48), a value 
close to the minimum value, whereas in the post-test, students scored an average of 7.11 (SD = 1.44) which was a large increase in 
comparison. 

4.3. Sport management students’ perceptions of the impact of the LinkedIn educational experience 

Concerning the results of the items adapted from Scott and Stanway (2015) and Adams et al. (2018), as outlined in Table 7, in all 
the items the means obtained in the post-test are higher than the pre-test means. This difference is significant (p < .001) in 28 of the 30 

Table 3 
Second part of the questionnaire: Items adapted from Adams et al. (2018).  

Items 

14 LinkedIn can be an interesting tool for instruction 
15 LinkedIn can be interesting to get insight into fellow students’ opinions 
16 LinkedIn can be interesting to get insight into teachers’ opinions 
17 LinkedIn can be interesting to learn how to formulate your own opinion 
18 LinkedIn can affect the productivity within learning and instruction 
19 LinkedIn can increase the flexibility within learning and instruction 
20 LinkedIn can favour the boundaries between students (i.e., group cohesion) 
21 LinkedIn can make me more connected with the teacher and teaching assistants 
22 LinkedIn can close the gap between formal and informal learning 
23 LinkedIn is a good tool to keep posted about sport topics 
24 LinkedIn gives you the opportunity to follow important people 
25 LinkedIn can be a good tool to become acquainted with relevant expertise in our field 
26 Using LinkedIn in education can fade the border between education and private life 
27 LinkedIn can be a good tool to learn how to filter information 
28 LinkedIn can be helpful to open your critical mind to sport-related topics 
29 LinkedIn can be helpful to broaden my professional network 
30 The added value of LinkedIn depends on how you personally deal with it  

Table 4 
Students’ use of social media non-academic purposes.  

YouTube Twitter LinkedIn Instagram Snapchat WhatsApp 

No Yes No Yes No Yes No Yes No Yes No Yes 
3 (2.9) 102 (97.1) 51 (48.6) 54 (51.4) 93 (88.6) 12 (11.4) 6 (5.7) 99 (94.3) 100 (95.2) 5 (4.8) 0 105 (100) 

Pinterest TikTok Vimeo Facebook Moodle Wikis 

No Yes No Yes No Yes No Yes No Yes No Yes 
88 (83.8) 17 (16.2) 104 (99) 1 (1) 103 (98.1) 2 (1.9) 63 (60) 42 (40) 55 (52.4) 50 (47.6) 100 (95.2) 5 (4.8)  

Table 5 
Students’ use of social media for academic purposes.  

YouTube Twitter LinkedIn Instagram Snapchat WhatsApp 

No Yes No Yes No Yes No Yes No Yes No Yes 
42 (40) 63 (60) 81 (77.1) 24 (22.9) 78 (74.3) 27 (25.7) 85 (81) 20 (19) 105 (100) 0 59 (56.2) 46 (43.8) 

Pinterest TikTok Vimeo Facebook Moodle Wikis 

No Yes No Yes No Yes No Yes No Yes No Yes 
103 (98.1) 2 (1.9) 105 (100) 0 105 (100) 0 97 (92.4) 8 (7.6) 29 (27.6) 76 (72.4) 93 (88.6) 12 (11.4)  

Table 6 
Motivations for using social media.  

Have fun Meeting people Contact with friends Contact with family 

No Yes No Yes No Yes No Yes 
12 (11.4) 93 (88.6) 71 (67.6) 34 (32.4) 11 (15.1) 94 (84.9) 37 (35.2) 68 (64.8) 

To work Read news Search for information University context 

No Yes No Yes No Yes No Yes 
59 (56.2) 46 (43.8) 21 (20) 84 (80) 24 (22.9) 81 (77.1) 32 (30.5) 73 (69.5)  
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items. The highest mean is obtained in the post-test measure of item 29 (M = 5.43; SD = 0.86), which states “LinkedIn can be useful to 
broaden my professional network” while the lowest mean appears in the pre-test measure of item 2 (M = 3.04; SD = 1.31), which 
states: “LinkedIn will keep me socially connected with peers in this class”. 

Thereafter, to determine whether there might be differences depending on the gender or the course group to which students 
belonged to, the overall means of both the pre-test and post-test measures were analysed. Firstly, the comparison according to gender is 

Table 7 
Comparison of pre-test and post-test means.  

Item Measure X  SD P 

1. LinkedIn will keep/has kept me connected with what is happening in the sports industry Pre 3.75 1.21 *** 
Post 4.38 1.26 

2. LinkedIn will keep/has kept me socially connected with peers in this class Pre 3.04 1.31 *** 
Post 4.99 1.18 

3. LinkedIn will keep/has kept me connected with the lecturer in this course Pre 3.69 1.22 *** 
Post 5.08 .98 

4. LinkedIn will keep/has kept me connected with third parties Pre 3.98 1.23  
Post 4.09 1.17 

5. LinkedIn will allow/has allowed me to apply sport marketing principles to real-world examples Pre 3.70 1.33  
Post 3.92 1.22 

6. I will feel/felt more included in the course content because it has/had LinkedIn Pre 3.42 1.25 *** 
Post 4.44 1.21 

7. I will feel/felt more engaged with this course because it has/had LinkedIn Pre 3.38 1.25 *** 
Post 4.78 1.30 

8. I believe that LinkedIn will be/is relatively easy to use Pre 3.93 1.29 *** 
Post 4.83 1.03 

9. I believe that LinkedIn will be/is an effective learning resource Pre 4.26 1.27 *** 
Post 5.15 1.04 

10. I believe that LinkedIn will be/is an effective assessment item Pre 3.69 1.22 *** 
Post 4.81 1.09 

11. I believe that LinkedIn aligns with the course objectives Pre 4.02 1.24 * 
Post 4.66 1.17 

12. I believe I will/did enjoy using LinkedIn this semester Pre 3.67 1.30 *** 
Post 4.69 1.28 

13. I believe I will/did enjoy this course this semester Pre 3.82 1.49 *** 
Post 4.33 1.40 

14. LinkedIn can be an interesting tool for instruction Pre 4.31 1.29 *** 
Post 4.89 1.10 

15. LinkedIn can be interesting to get insight into fellow students’ opinions Pre 4.12 1.19 *** 
Post 5.38 .91 

16. LinkedIn can be interesting to get insight into teachers’ opinions Pre 4.18 1.16 *** 
Post 5.25 .92 

17. LinkedIn can be interesting to learn how to formulate your own opinion Pre 4.01 1.28 *** 
Post 5.26 1.04 

18. LinkedIn can affect the productivity within learning and instruction Pre 4.15 1.20 *** 
Post 4.91 .92 

19. LinkedIn can increase the flexibility within learning and instruction Pre 4.21 1.24 *** 
Post 4.97 .99 

20. LinkedIn can favour the boundaries between students (i.e., group cohesion) Pre 3.94 1.24 *** 
Post 4.80 1.11 

21. LinkedIn can make me more connected with the teacher and teaching assistants Pre 4.02 1.21 *** 
Post 5.26 .79 

22. LinkedIn can close the gap between formal and informal learning Pre 3.94 1.13 *** 
Post 4.83 1.03 

23. LinkedIn is a good tool to keep posted about sport topics Pre 4.01 1.20 *** 
Post 4.87 1.01 

24. LinkedIn gives you the opportunity to follow important people Pre 4.25 1.27 *** 
Post 5.27 1.00 

25. LinkedIn can be a good tool to become acquainted with relevant expertise in our field Pre 4.19 1.23 *** 
Post 4.91 .99 

26. Using LinkedIn in education can fade the border between education and private life Pre 3.48 1.16 * 
Post 3.79 1.34 

27. LinkedIn can be a good tool to learn how to filter information Pre 4.10 1.18 *** 
Post 4.80 .93 

28. LinkedIn can be helpful to open your critical mind to sport-related topics Pre 3.96 1.20 *** 
Post 5.02 1.01 

29. LinkedIn can be helpful to broaden my professional network Pre 4.64 1.21 *** 
Post 5.43 .86 

30. The added value of LinkedIn depends on how you personally deal with it Pre 4.46 1.20 *** 
Post 5.40 .83 

Note: ***p < .001. 
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presented (see Table 8). The mean of the post-test measure is higher than in the pre-test measure, with significant differences in both 
men and women, with mean values of 4.80 (SD = 0.71) and 4.93 (SD = 0.69), respectively. 

Following the aforementioned analysis, the comparative means’ values were analysed; in this case, taking into account the three 
groups that participated in the study (see Table 9). Firstly, concerning the group from the University of Valencia (Ontinyent campus), it 
can be observed that the mean values increased from 4.14 (SD = 0.94) in the pre-test measure to 4.77 (SD = 0.59) in the post-test 
measure, with this difference being significant (p < .01). Secondly, the group from the University of Seville, experienced a greater 
increase from pre-test to post-test, being again significant (p < .001), where the mean values went from 4.60 (SD = 0.59) to 5.29 (SD =
0.44). Finally, concerning the results of the group from the University of Valencia (Blasco Ibáñez campus), there is also significant 
growth in the mean values after the intervention (p < .001), obtaining a final mean value of 4.77 (SD = 0.77) which improves upon the 
pre-test 3.69 (SD = 0.87). 

5. Discussion 

This section is structured according to the three research questions, concluding with an exposition of the limitations of the study 
and possible future lines of research. 

5.1. RQ1: What are the social media usage patterns of sport management students? 

It can be appreciated from the results show that most students use social media daily, reflecting the role these tools play in their day- 
to-day lives (Adams et al., 2018; López-Carril et al., 2019; Sanderson & Browning, 2015). On the other hand, the dark side of social 
media is also present in the findings, with over half of the participants feeling that they use social media too much and even have some 
addiction to it. These results are in line with what authors have stated (e.g., Baccarella et al., 2018; Bailin et al., 2014; Demetis, 2020), 
who recommend that social media be used responsibly because associated risk. Therefore, it is relevant to teach the students to use 
social media responsibly when introducing these tools into sport management classes. 

Despite the daily importance of social media for students, the results reflect that students at the university have been taught little 
about social media use. Furthermore, they do not use it so much for academic purposes. These results coincide with what several 
authors have already pointed out (e.g., Lebel et al., 2015; Manca & Ranieri, 2016; O’Boyle, 2014), concerning the low inclusion level of 
social media in university curricula. Given the current importance of social media in the sports industry (Filo et al., 2015; López-Carril 
et al., 2019), sport management faculty must rethink their educational methodologies to introduce more management tools -such as 
social media- which are fundamental for students’ employability. 

Regarding the student’s preference for technological devices, smartphones has been the most preferred device to use social media. 
This is in line with what was exposed by Tu and Hwang (2020), highlighting the growing role that mobile devices can play in edu-
cation. In this case, LinkedIn is adapted to support this, as students were able to perform LinkedIn activities from their mobile devices. 
Thus facilitating a more attractive educative approach for students. Students’ usage preferences outside the academic context were 
WhatsApp, YouTube, and Instagram. These preferences could serve as a clue to explore the inclusion of these social media in sport 
management classes, as students are already familiar and like its use. In contrast, students identify Moodle as the most used social 
media for academic purposes. Nevertheless, although all students used it in the course context, as it was the official communication 
channel between teachers and students, some did not recognise it as social media. The issue of what is or is not social media is not new, 
having been addressed in several studies (e.g., Kaplan & Haenlein, 2010; López-Carril et al., 2019). To avoid terminological confusions, 
further studies still need to establish the boundaries of what social media is or is not. 

5.2. RQ2: What are sport management students’ LinkedIn prior experiences and educational expectations in sport management education? 

Even though LinkedIn is the most recognised professional social media (Manca & Ranieri, 2016), most students did not have an 
account before starting the educational innovation, or were not active users. These values reflect the lack of knowledge about social 
media from a professional perspective since LinkedIn is the most prominent social media (López-Carril, Anagnostopoulos et al., 2020), 
and it was practically unused by students before the beginning of the innovation. Thus, these results may be appealing for LinkedIn 
managers, as in July 2021 only 19% of all LinkedIn users were under 25 years old (Statista, 2021b). Thus, students are a niche target 
population to increase LinkedIn’s number of active users. 

Although most of the students did not have an active LinkedIn profile, the pre-test showed an initial positive predisposition towards 
the educational potential of LinkedIn with averages above three points on all items. Therefore, these initial expectations may give 

Table 8 
Comparison of pre-test and post-test means according to gender.  

Gender Measure X  SD P 

Men Pre 3.92 .86 *** 
Post 4.80 .71 

Women Pre 4.00 1.05 *** 
Post 4.93 .69 

Note: ***p < .001. 
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teachers confidence when considering future uses of LinkedIn in the classroom. Indeed, as Tess (2013) points out, the introduction of 
digital technology in the classroom in itself engages students. 

5.3. RQ3: What are sport management students’ perceptions of the benefits LinkedIn can have when used in sport management classes? 

The results, with significant increases from pre-test to post-test values in 28 of the 30 items, highlight the wide and rich educational 
benefits that the inclusion of LinkedIn in sport management classes can have through the learning by doing methodology. Focusing on 
specific aspects, such as those linked to students’ professional development and their contact with the sport industry, the post-test 
values of the items linked to this area (see items 1, 23, 24, 25, and 29) are high indicating the potential of LinkedIn for profes-
sional purposes. These results are in line with the statements of authors such as López-Carril, Anagnostopoulos et al. (2020) and Tess 
(2013) who highlight the potential of LinkedIn as a tool to develop the professional profile of students. Furthermore, we agree with 
Stathopoulou et al. (2019), considering that LinkedIn can stimulate students’ future employability. 

The LinkedIn educational experience conducted also reflects this tool’s potential as a social media that facilitates interaction both 
among students and between students and faculty (see post-test values of items 2, 3, 15, 16, 20 and 21), strengthening the relationship 
between all participants in the classroom environment. Thus, coinciding with the emphasis on social media’s value as an interactive 
tool in previous studies (e.g., O’Boyle, 2014; Sanderson & Browning, 2015; Scott & Stanway, 2015). In addition, as several studies on 
social media in the university field reflect (e.g., Adams et al., 2018; Marr & DeWaele, 2015; Scott & Stanway, 2015), LinkedIn has 
shown to be a social media that positively boost different elements of the teaching-learning process such as student engagement, 
learning productivity and learning flexibility (see post-test values of items 6, 7, 9, 10, 14, 18 and 19). 

Concerning two items where no significant differences were found (see pre-test and post-test values of items 4 and 5), it may be 
remarkable that there were no significant differences being aspects popularly associated with LinkedIn (Komljenovic, 2019). 
Nevertheless, throughout the conducted LinkedIn experience, the training and activities proposed and provided to the students did not 
go in-depth into the use of LinkedIn as a marketing tool, nor did the students have to interact with third parties. Therefore, considering 
that social media were not designed for teaching purposes (Manca & Ranieri, 2016), it is important what educational methodologies 
and focus each faculty member employs to maximise social media driven-learning potential. 

The potential of LinkedIn in the field of sport management is unique both for its own characteristics linked to the professional field, 
and its capacity to be adapted to the specific objectives in each course. Furthermore, the students indicated that LinkedIn is easy and 
enjoyable to use. Since the positive results indicate that LinkedIn can be a suitable educational resource for sport management lec-
turers. Furthermore, as Manning et al. (2017) pointed out, social media promote more participatory methodologies that awaken 
students’ interest by being protagonists in the teaching-learning process. In this sense, this study is the first to link the learning by doing 
methodology with LinkedIn in sport management education, obtaining positive results. LinkedIn, due to its characteristics, allows the 
creation of a controlled work environment through private groups, where the teacher can guide the student’s task through debates that 
stimulate reflection. Furthermore, students will find an environment open to their exploration, deciding on how to build their profile, 
what type of content to generate (i.e., LinkedIn’s post) or which contacts are relevant to create their professional network. 

5.4. Limitations and future research lines 

This study is not exempt from certain (de)limitations that should make the results be received with caution. However, acknowl-
edging them can be a starting point for future studies. Firstly, the educational experience conducted did not have a control group to 
compare the results, which would have ensured that the results obtained are due to the educational proposal made and not to other 
variables. Therefore, it is advisable to carry out similar experiences with a control group in the future. Secondly, the research sample 
was not large, although it is similar to other studies in the scope studied (e.g., Adams et al., 2018; Brown & Pederson, 2020; Scott & 
Stanway, 2015). Thus, further studies with larger samples and different cultural contexts would be advisable to make generalisations 
and comparisons. Thirdly, the research instrument was adapted from the questionnaires developed by Scott and Stanway (2015) and 
Adams et al. (2018) used to assess Twitter educational experiences. As LinkedIn has different features, it would be interesting to build 
and to validate a specific instrument to measure the educational impact of LinkedIn. Fourthly, a 6-point Likert scale was used in the 
instrument to maintain consistency with the work of and Scott and Stanway (2015) and Adams et al. (2018), both of whom used this 
type of scale. Since there is no neutral central value, bias in the responses may occur and should be considered. Finally, as the number 
of studies on the introduction of LinkedIn into the university setting, and particularly in the context of sport management is limited, the 

Table 9 
Comparison of pre-test and post-test means according to course group.  

Course group Measure X  SD P 

University of Valencia (Ontinyent campus) Pre 4.14 .94 ** 
Post 4.77 .59 

University of Seville Pre 4.60 .59 *** 
Post 5.29 .44 

University of Valencia (Blasco Ibáñez Campus) Pre 3.69 .87 *** 
Post 4.77 .77 

Note: **p < .01; ***p < .001. 
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discussion has been set up compared educational experiences that introduced other social media. Therefore, more educational ex-
periences with LinkedIn are needed to assess LinkedIn’s impact on sport management education more accurately. 

6. Conclusions 

This work is the first that examined sport management students’ perceptions of LinkedIn when used as an educational learning tool 
through the learning by doing methodology. The results show significant outcomes in areas such as the professional profile devel-
opment of students and interaction with the sport industry; increased class engagement and interaction between students and teachers; 
and a suitable tool to use in the teaching-learning process to develop the course content. 

The sports industry demands the mastery of digital skills from future professionals. Among these digital elements, social media 
stands out as a tool of which its use and role in the context of both sport and education has been enhanced by the effects of the COVID- 
19 pandemic. Sport management faculty cannot be indifferent to the sports industry’s needs and the student’s interest in social media. 
Therefore, it is essential to provide meaningful learning experiences to students using social media from a professional perspective. In 
this respect, LinkedIn enables the first contact between students and the professional world in a learning environment controlled by the 
teaching staff, who will guide the students’ training process. Furthermore, LinkedIn’s characteristics enable teachers to set tasks 
through the learning by doing methodology. Therefore, students can explore the sport professional field on their own. For all these 
reasons, it is suggested to the sport management faculty to introduce LinkedIn into the dynamics of their courses. 
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