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As sport management pedagogy has evolved, an effort has been made to incorporate 
popular and innovative social media technologies into classroom instruction. 
Academic research has suggested how the technology can be utilized to provide 
real-world skills for students and develop proficiencies in an area where many sport 
management graduates find employment. Notable among the recommendations 
about social media use by sport management scholars is a lack of research testing 
the efficacy of these tools in improving curricula. The current study relied on the 
recommendations of Sanderson and Browning (2015) to use the social media site 
Twitter to create online partnerships, testing both the results of the in-class project 
and the perceived benefits of such an arrangement through end-of-semester surveys 
with student participants. While the survey data show a true partnership may be 
difficult to realize—particularly during a single semester—the benefits of such an 
assignment were clearly articulated.
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Introduction
Students’ love of sport—along with growth and innovation of sport-connected 
careers—have helped sport management, marketing, and communications grow 
as academic disciplines (Atwater, Borup, Baker, & West, 2017; Costa, 2005; 
Manning, Keiper, & Jenny, 2017; Pitts, 2001). Like business education, training in 
sport-related academic fields requires understanding of relevant theory and applied, 
practical vocational training (Chalip, 2006). Many attempts to incorporate theory 
and practice into the sport-connected classrooms have been studied, including 
popular and indispensable social media platforms (Clapp, 2015; McKinney, 2015).
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With the spread of social media, and its impact on the sport business 
landscape (Mangold & Faulds, 2009; Williams & Chinn, 2010), instruction has 
been incorporated in sport communication curriculum. It has been utilized to 
understand this important societal phenomenon and provide students with skills 
they can use to seek employment (Billings, 2012; Goodyear, Casey, & Kirk, 
2014; Masteralexis, Barr, & Hums, 2011). In fact, Clapp (2017) suggests social 
media positions are a way to break into the highly competitive sport industry. 
Data produced by the Sports Innovation Institute at Indiana University-Purdue 
University Indianapolis showed that nearly 15% of the 8,100 positions available 
in the sport industry in North America in November 2019 were in marketing and 
communication fields, which included or consisted of social media responsibili-
ties (Sports Innovation Institute, 2019). 

The idea that students could, in effect, sell themselves through the personal 
branding social media is a concept that runs through sport, where fans (Wann, 
Royalty, & Roberts, 2000) and athletes (Smith & Sanderson, 2015) have used their 
public personas to gain attention and esteem. For sport communication educa-
tors, the challenge is to turn their students’ affinity for social media engagement 
and sport into teachable tools that enhance their opportunity in the job market 
(Jones, Brooks, & Mak, 2008). Given the popularity of Twitter and its correla-
tion with the sport industry, there has been consideration given to its role in the 
sport communication classroom as a tool (Anderson, Swenson, & Kinsella, 2014; 
Tyma & Pickering, 2015). Sanderson and Browning (2015) suggested that Twitter 
can be incorporated into the classroom, through the use of a course hashtag, for 
live-tweeting exercises and as a tool to analyze sport media conversations.

Another potential benefit that Sanderson and Browning (2015) ascribe to the 
use of Twitter in the classroom is the use of the site to develop partnerships that 
transcend physical barriers. The study notes students can assess an organization’s 
strengths and weaknesses, construct recommendations for how social media can 
be used, and analyze Twitter data to help with organizational learning. Testing 
that supposition is the purpose of this paper—a case study analysis of Twitter’s 
potential to create partnerships between sport communication classrooms.

The Case Study—Putting a Partnership Together
Sanderson and Browning (2015) offer guidance to educators about using 
Twitter in a multi-dimensional fashion to extend the reach of sport education. 
The ubiquity of Twitter and the intuitive suggestions they provide indicate that 
Twitter provides value to classrooms in any academic domain. 

This paper represents a case study analysis of the partnership-generation 
potential of Twitter between two classrooms. Two 2016 fall semester sport 
communication classes at different universities were given an open-ended 
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assignment—use the social media platform Twitter to form a connection with 
students they never met throughout the semester. Guided by the course instruc-
tors (the authors of this article), the students, located at universities hundreds 
of miles apart, participated in a goodwill exchange, known as #ODU2ODU. 
The hashtag, which included the acronym of both institutions (Old Dominion 
University and Ohio Dominican University) served as a content hub. Students 
in the Sport Media/Public Relations class at Old Dominion and the Sport Com-
munications class at Ohio Dominican used the assignment hashtag to find out 
about their sport management colleagues in another state. They were assigned 
quizzes, assessed on their engagement, and delivered a presentation about what 
they learned through the partnership.

The Assignment
Students were tasked with forging online relationships with students at the 
“other” ODU. Students were assigned to reach out to students at the other 
institution, finding out information about that university, its athletic programs, 
its sport management program, and other information students wished to share. 
Instructions for this first-time assignment were kept deliberately open, in part 
to ascertain how students would interpret their charge, as well as to discourage 
them from having to meet a specific quota of outreach attempts. Description of 
the assignment is in the appendix.

Learning Outcomes
Students shared thoughts on sporting events such as the Cleveland Indians’ 
playoff run (Ohio Dominican is located in nearby Columbus, Ohio) and the 
“Circle of Unity” gesture by Old Dominion football to counter negativity in 
society (Minium, 2016). After creating an online community through the 
partnership, the students made multimedia presentations to their classmates to 
demonstrate what they learned about the other institution. The assignment goal 
was a better understanding of the use of Twitter to bridge geographic and cultural 
differences, as well as a sense of camaraderie and goodwill with peers whom 
students had never met.

Measuring Effectiveness
The instructors relied on both formative and summative assessment for this 
assignment. While students formed contacts with students at the other ODU, 
the instructors occasionally guided the interactions, suggesting prompts through 
periodic assignments that helped students consider their engagement efforts. 
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An analysis of the engagements indicated that students used the class hashtag 
only sparingly at first but were prompted to participate by the pressure of course 
deadlines—notably the end-of-semester presentation. The assignment did 
encourage students to use the social media site to generate content connected to 
sport in many ways.

At the end of the semester, instructors sought feedback from the two classes 
to assess the effectiveness of the assignment and seek feedback from the class-
es about how to make the project more student-centered. Their words about 
struggling with what constituted “engagement” were instructive in helping the 
professors modify the assignment for future semesters.

Case Study Goals
Browning and Sanderson (2015) suggested three possible benefits from using 
Twitter to create partnerships as a sport communication classroom assignment: 
(1) Students become more actively engaged in media processes; (2) Twitter 
transcends geographic and other barriers; and (3) Twitter enhances participation 
and strengthens community. 

This case study sought to empirically test Sanderson and Browning’s (2015) 
benefits of these tools in the classroom. The analysis of the success of Twitter in 
creating a partnership between sport communication classrooms was conducted 
through two metrics: 1) analysis of the content posted to the class hashtag through 
Twitter; and 2) a questionnaire for students at the end of the semester, where they 
could provide feedback about the longitudinal assignment. The goal of the proj-
ect was to provide a hands-on learning opportunity for students using the vital 
Twitter platform in a professional manner, and to use the students’ own words to 
assess the benefits and drawbacks of such a goodwill exchange. In analysis of the 
student responses, the study provides both analysis of the social media platform’s 
strengths and weaknesses in creating pedagogical partnerships.

This study proposes two research questions; the first is divided into three 
parts:

RQ1—How effectively do participants in the two classes feel the assignment 
met the three suggested benefits of Twitter partnerships in the classroom?

RQ1a—better engaging participants in media processes; 
RQ1b—helping transcend barriers; and 
RQ1c—enhancing participation and strengthening community?

RQ2—How would participants suggest the assignment be modified to make 
it a more engaging learning experience for students?
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Review of Literature
Estimates show more than 98% of college students are active on at least one 
social media platform (Griffin, 2015). Surveys suggest picture-sharing site 
Instagram, videoblogging site Snapchat, and Facebook are the most commonly 
used platforms (Knight-McCord et al., 2016; “Social media use,” 2016). However, 
Twitter has a high appeal among sport fans (Burns, 2014), as through a live feed 
of comments, Twitter serves as a simultaneous shared experience with people all 
over the world (Harrington, Highfield, & Bruns, 2012). It has also been explored 
in depth by sport scholars interested in the nexus between the passion of sport 
and the instantaneity of the microblogging site (Li et al., 2019; O’Hallarn et al., 
2019; Yan, Pegoraro, & Watanabe, 2018).

Social media’s ability to “shrink the world” (Shirky, 2008, p. 14) is well 
documented. The Twitter innovation known as the hashtag creates a clickable 
link into a shared community of interest (Castillo, 2013). Hashtags allow users to 
access tweets about a particular topic or event. Hashtags’ role in the development 
of social identity (Smith & Smith, 2012), fanship (Blaszka, Burch, Frederick, 
Clavio, & Walsh, 2012; Gibbs, O’Reilly, & Brunette, 2014), advancement of sport 
organizations (Naraine & Parent, 2016), marketing (Pegoraro et al., 2014), and 
activism (Hull, 2014; O’Hallarn & Shapiro, 2014) has suggested these online 
interactions can aid organizations.

Social Media in the Classroom
There has been significant scholarship on incorporating social media to create an 
engaged, informed classroom in every academic discipline. Social media platforms 
are a way for students to share with classmates (Domizi, 2013; Prestridge, 2014), 
promote journeys of self-discovery to engage with online content (Manuel & 
Schunke, 2016), and to transition the informal learning that students receive from 
using the platforms into academic curricula (Chen & Bryer, 2012). 

Sport Management Instruction and Twitter
In sport management curricula, Twitter has emerged as a preferred platform. 
Two empirical studies have collected survey data from instructors (Lebel, 
Danylchuk, & Millar, 2015) and sport marketing students (Scott & Stanway, 
2015). The Lebel et al. (2015) study found enthusiasm for the platforms was also 
accompanied by trepidation on the part of many sport instructors, because use 
of the platforms represented a change to classroom management. Respondents 
in Scott and Stanway (2015) supported the concept of Twitter use in class but 
suggested further analysis of the platforms can improve their effectiveness as 
a teaching tool. More recently, Feito and Brown (2018) provided a roadmap for 
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adopting Twitter for in-class exercises in consuming news, analysis, and writing.
The present study took a different approach. Starting with the acceptance 

that social media’s societal penetration necessitates its inclusion in the sport com-
munication classroom, the case study analysis of this assignment sought to figure 
out what was working, and what was not, with Twitter. Providing students with 
a deliberately open-ended assignment—and then allowing them the opportunity 
to assess their learning experience—can offer insight from both instructors and 
learners about the value of Twitter-enabled partnerships. 

Method
Throughout the semester-long assignment, students were tasked with engaging 
on Twitter with students at the “other” ODU through interactivity, quizzes, and 
questions asked of the other institution. At the end of the semester, students 
delivered presentations, conveying what they learned about the other ODU. 
Following this, students were offered an opportunity to complete a qualitative 
survey about the class assignment. The survey was created to examine the 
benefit of Twitter hashtag partnerships to learning in the sport communication 
classroom, specifically the three benefits suggested by Sanderson and Browning 
(2015). The researchers sought to assess the benefits and drawbacks derived from 
participation in the mandatory class assignment. This study seeks to add to the 
body of literature refining effective sport and social media pedagogy practice. 

Data Collection and Procedure
One of the many benefits of hashtags is that use of the technological affordance 
in a tweet can be accessed in reverse-chronological order, unlike the majority of 
the Twitter feed, which has employed an algorithm to curate the user experience 
since 2015 (Oremus, 2015). That made data collection of tweets sent using the 
#ODU2ODU hashtag straightforward for users. Not all tweets sent about the 
assignment could be gathered by researchers, as there is no way to access a tweet a 
student may have deleted. Also, analysis of hashtag conversations suggests that in 
back-and-forth interchanges, the hashtag is frequently discarded as an unnecessary 
marker (Bruns, 2012), meaning those tweets would not show up in a search.

In addition, near the end of the semester, students were offered a survey 
through an anonymous online link, which took participants to a page in the 
online survey tool Qualtrics. There was no obligation for students to complete 
the nine-question survey. The survey, which received IRB approval, was created 
based on the literature about effective sport and social media pedagogy, partic-
ularly to test the assertions in Sanderson and Browning (2015) of the potential 
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for online partnership creation that traverses distance through Twitter. The ques-
tions, which underwent a quality check for validity by two qualitative research 
experts, are listed in Table 1. 

Table 1. Questionnaire Given to Participants in the #ODU2ODU Classroom Study

Question

1. What did you learn about the “other” ODU during this assignment?

2. What role did Twitter play in your online learning about the “other” ODU, and the “other” ODU sport 
management classroom?

3. What is your assessment of how effectively the “other” ODU uses Twitter to inform audiences about its athletic 
teams?

4. How effectively do you feel you engaged and connected with students at the “other” ODU during this 
assignment?

5. What did you learn, specifically, about being a sport management student at the “other” ODU?

6. What information did you feel like you still needed to learn about the “other” ODU following this assignment?

7. How do you feel these gaps in your knowledge about the “other” ODU are best addressed?

8. What was your favorite part of this assignment?

9. What would you change about the assignment if you could?

Data Analysis
#ODU2ODU Tweets
Various content analytic methodologies have been employed in sport-themed 
research of tweets, including random-sampling coding sorting tweets into thematic 
categories (Blaszka et al., 2012), use of software programs like Leximancer to 
conduct conceptual and relational analysis between tweets (Pegoraro, Burch, 
Frederick, & Vincent, 2014), and analysis of media framing of Twitter activity 
(Burch, Frederick, & Pegoraro, 2015). For analysis of the tweets sent by students 
during the #ODU2ODU class assignment, a manual holistic approach to content 
analysis was employed, coding the tweets as holistic variables manually (Matthes 
& Kohring, 2008). The reasons for this are two-fold: 1) The relatively modest 
number of tweets with the hashtag being analyzed allowed researchers the luxury 
of hand-coding; and 2), more pertinently, Twitter has become an increasingly 
multimedia-enabled platform. Students in the #ODU2ODU goodwill exchange 
generated a great deal of media-rich content, from polls, to video, to memes. 
Therefore, it made more sense to analyze the tweets as categories of media, 
rather than for their thematic content.
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Following manual analysis of the tweets, the two researchers independently 
coded for media frames present in the classroom commentary. Following inde-
pendent analysis, the researchers compared findings to reach a consensus list 
of media frames reflected in the Twitter activity, using the Burch et al. (2015) 
approach as a guide.

Questionnaire Responses
Following collection of the online questionnaires, a total of 28 participants 
combined provided data with an overall response rate of 63%. The responses 
were submitted anonymously and the instructor from the other ODU conducted 
the primary analysis (i.e., the instructor from Ohio Dominican reviewed 
responses from Old Dominion, and vice versa) in an effort to bracket out the 
researchers’ biases. Sport and social media research frequently relies on different 
content analysis methodologies under the umbrella of constant comparative 
methodology (Miles & Huberman, 1994), utilizing the emergence of themes 
(Pegoraro, 2010; Sanderson & Hambrick, 2012) or frames (Blaszka et al., 2012). 
The inherent identification of and attempts to bracket out bias helps insulate 
constant comparative methodology from the critiques that qualitative data 
analysis has been subject to previously (Patton, 2002).

For this study, a directed content analysis was conducted, a methodology 
utilized when there is prior understanding of phenomena that can be assessed 
through further study (Hsieh & Shannon, 2005). The goal of a directed approach 
is to extend a theoretical framework or theory—in this case, the value of online 
partnerships to Twitter’s use in the sport management classroom, namely ex-
ploring the suppositions in the Sanderson and Browning (2015) paper. Before 
analysis of the data was undertaken, that essay was reviewed. The analysis found 
three positive benefits of Twitter that can result in a Twitter partnership—(1) 
students can become more actively engaged in media processes; (2) Twitter helps 
transcend geographic and other barriers; and (3) Twitter can enhance participa-
tion and strengthen community. 

Each researcher analyzed responses for emergent themes from the classroom 
they did not teach, then the responses were member-checked by the other re-
searcher to confirm the findings. This is consistent with the constant comparative 
methodology utilized in qualitative data reduction (Hays & Singh, 2011; Strauss 
& Corbin, 1994). For the analysis, each researcher read the data several times to 
get a sense of the dominant content and themes in the questionnaire responses 
(Potter & Levine-Donnerstein, 1999). Researchers then looked for data relevant 
to the three proposed benefits, coding the answers positive and negative. 

Next, the researchers compiled suggestions for how the assignment could 
be modified to make it more impactful for students. This is consistent with the 
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iterative churn of pedagogy research, as new ideas are tested and then adopted, 
adapted, or discarded as new technology emerges (Chao, Parker, & Fontana, 
2011; McLoughlin & Lee, 2008). The intended result from the responses from 
the students was twofold—an assessment of the perceived benefits of a sport 
communication-themed Twitter partnership, and a roadmap for improving use of 
the social media tools in future classrooms, thus adding to the body of knowledge 
of Twitter in sport communication pedagogy. 

Of the n = 28 valid responses from the survey, 15 were from Old Dominion 
and 13 from Ohio Dominican. Mann and Stewart (2000) suggested a byproduct 
of online surveys is responses tend to be briefer. For this study, the Qualtrics plat-
form was manipulated so that the response to each question needed to be at least 
140 characters to be valid. The vast majority of responses were far longer than 
the 140-character minimum. Only one respondent (who was not counted among 
the 28) simply typed random characters into space for responses on Qualtrics. 

Results

Empirical Assessment of #ODU2ODU Tweets
The first observation that is readily apparent in reviewing the nearly 400 tweets 
sent with the #ODU2ODU hashtag is that some students participated far more 
actively than others in the exercise. One student from Ohio Dominican University 
sent 31 tweets during the course of the semester, whereas many students—judging 
by the gap between the number of unique Twitter handles and the rolls of the two 
classes—did not send a single tweet using the hashtag. The number of tweets is 
likely higher than illustrated in Twitter’s archiving function, because if a user’s 
account is set to private, their tweets do not show up in searches, and deleted 
tweets disappear from the website as well. There were also several invitations to 
continue conversations via Twitter’s “direct message” function, meaning there 
was almost certainly more engagement than universal hashtag use demonstrated.

Analysis demonstrated that media frames reflected in the hashtagged 
tweets could be broken into three broad categories of engagement. The first is 
salutations, informal greetings between the two class cohorts. Examples include 
“Excited to make some new connections with “the other odu” Ohio Dominican 
University this semester #ODU2ODU” and “Does Old Dominion University 
have any outside tenants using their facilities? Pro, semi-pro, high school, youth 
club sports, etc? #ODU2ODU.” This category of tweets included conversation 
starters and general inquiries about life on campus at the other ODU. Another 
media frame involved the invocation of direct solicitation of information from 
the other class, which included tweets sent in response to classroom assignments. 
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Examples of this included “I’ve given out so many random facts I’m starting to 
run out of new ones off the top of my head, but ask me questions if you got em 
#ODU2ODU” and “How’s your football team looking?? #ODU2ODU.” A subcat-
egory of solicitation utilized a technological affordance of the platform—Twitter 
polls. Following a poll about the anticipated USC-Alabama football game, more 
than a dozen Twitter polls about topical sports issues—usually the games on the 
field—were rolled out in short order.

The final category of tweets that emerged from the analysis is commentary by 
students on sport issues of the day, both on-field contests and political statements. 
Examples include “What do you think of the Cavs asking to move their game up 
to avoid conflict with the World Series tonight? Fair or unfair? #ODU2ODU” and 
“Obama Backs Up Kaepernick, what do we think? #ODU2ODU.” Many of these 
posts included links to other media, such as news stories or videos. A few relied 
on other media to amplify the content of the tweet, such as GIFs or memes. Given 
the proliferation of meme culture on social media platforms in the second half of 
the just-ended decade (Grant, 2019), there would likely be more of the remixed 
humor media reflected in the tweets from students in the two classrooms if this 
project was done in 2019, instead of 2016.

Assessing the Three Suggested Benefits to Twitter Partnerships 
In response to the three parts of the first research question, each of the three 
suggested benefits to forming Twitter partnerships was referenced abundantly 
in the responses of the students. Material from the survey items was found to be 
relevant in assessing whether the benefits of Sanderson and Browning’s (2015) 
online partnerships were met. 

Students Can Become More Actively Engaged in Media Processes
Students largely affirmed this suggested benefit of the assignment, indicating 
that the assignment provided a unique way to communicate, become more active 
on Twitter, and learn information about the other university. “It put a whole new 
perspective on (social media) for me in the sense of my ability to communicate 
information over Twitter,” one Old Dominion student wrote. A student from 
Ohio Dominican added: “They are way more engaged in this than I thought they 
would be, which makes me more interested in interacting with them.” Some 
noted the challenge in creating community using only social media. “It was eye-
opening to see just how difficult it is to generate interest through a hashtag,” 
an Ohio Dominican student said. There were also complaints about a lack of 
engagement by their peers at the other institution. “One of the students (w)as 
active on Twitter… but other than that we had to do the research ourselves,” an 
Old Dominion student wrote.
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No Restriction Because of Geographic Barriers
The fact that this assignment could occur is a demonstration of the second benefit 
of Sanderson and Browning’s (2015) Twitter classroom partnership—shrinking 
geographic barriers. The students felt the ability to bridge the two campuses was 
a clear positive. “University websites tell you about the institution in general, but 
social media gives you a look on the students and how they really are,” an Ohio 
Dominican student wrote. 

Twitter Can Enhance Participation and Strengthen Community
This was a goodwill exchange with a classroom, not a partnership with a formal 
sport organization, but there was still an opportunity for students to create 
community through the hashtag. According to their responses, by and large, 
they did not. “I would always use #ODU2ODU and expect to gain some kind of 
responses to the tweets I put on it, but never did,” an Old Dominion student wrote. 
The lack of engagement was disappointing to students. “It seemed like it was just 
basic current events,” an Ohio Dominican student reported. Still, some students 
remarked that the requirement for engagement did cause some connections to be 
formed eventually. “The other kids took a while to warm up and engage with us, 
but when they did the project became that much easier,” wrote an Old Dominion 
student.

General Feedback About Improving the Assignment
The first-time assignment was not perfect. Material covering suggestions for 
future iterations of the assignment was gleaned from the last two questions of the 
survey—(a) What was your favorite part of this assignment?; and (b) What would 
you change about the assignment if you could?

Students affirmed that the project was rewarding, interesting, and made them 
think about social media in new ways. In addition, students offered specific ways 
a social media goodwill exchange can be modified to make it a better learning 
experience. These included a closed group where notifications would be distrib-
uted with each interaction (an Ohio Dominican student suggestion), as well as 
other extrinsic motivational devices to force students to invest in the assignment. 
Or more regular assessments: “Have a weekly grade instead of having one large 
grade would encourage participants to interact more with each other and help out 
in the long run,” an Old Dominion student wrote.

Discussion
This study sought to assess the utility of Twitter in generating a partnership 
between two classrooms hundreds of miles apart (Sanderson & Browning, 2015), 
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predicated on the belief that social media platforms are the media space where 
today’s college students are most active. Because both job-seeking graduates and 
prospective employers are using the tools for professional development (Torres, 
2019), equipping students with social media skills can help arm them for their 
career search. This exploratory study revealed the potential of an assignment 
such as a multi-class partnership, but also the limitations in such an exercise 
as a way for students to showcase their social media skills. Administering this 
assignment and analyzing its output and research findings reveals key lessons for 
sport and communication educators to be mindful of. They include:

1. Get a leg up: Students equipped with creative, connected social media skills can 
have an advantage in their career search. Since so many “first” jobs for graduates in 
communication and sport management are in the social media space, the modified 
adage “practice makes better” is applicable. 

2. Twitter helps shrink the world: Twitter itself as a platform is useful for a 
between-classes partnership because there is no restriction placed by physical or 
geographic boundaries. These two classes were hundreds of miles apart, but still 
maintained an active communication space. Thinking of this somewhat self-evident 
finding through a 2020 lens, this is a rare class assignment that could continue unim-
peded through the massive disruption of the COVID-19 pandemic. Indeed, students 
forced to social distance might be challenged to embrace such a virtual assignment 
with vigor, as the current burst of creativity and humanity on social media illustrates 
(Newton, 2020).

3. Build the brand: The researchers were surprised by the lack of initiative shown 
in using Twitter for this assignment. Because the principles of connection and 
partnership have been touted since the very beginning of social media’s spread 
(Shirky, 2008), instructors running an assignment such as this should illustrate the 
clear value of the assignment for students to showcase themselves. By building their 
professional brand—including possibly through other social media platforms such 
as Facebook, Instagram, and LinkedIn—students can enhance their visibility to 
prospective employers.

4. Show the way: The assignment was structured in an exploratory fashion so that 
students could tailor the interactions to their interests. However, end-of-semester 
surveys lamented the lack of direction for the assignment. To actively engage 
students in the media process, instructors should encourage mastery of the 
platforms through showcasing to the assignment participants examples of effective 
social media engagement. The entire assignment could also be organized around an 
appeal or cause, to provide extrinsic motivation to use Twitter to its full effect.

5. Did it work?: Assessing how closely students reflect Sanderson and Browning’s 
(2015) three suggested benefits of online partnerships is straightforward—stu-
dents became engaged in media practices (to a point); they certainly transcended 
physical barriers; and they didn’t, in this case, go very far in creating a community. 
But how does one assess individual participation in such an exercise? Since volume 
does not equal value in social media practice, the assessment should not simply 
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involve a tally of posts. Rather, assessment through online exercises, quizzes, and 
other activities where students can showcase engagement is a more worthwhile 
way to assess student learning.

6. A methodology to try: A model such as this could work in parallel classes—or 
even between multiple classes—in any discipline, from communication, to 
business, to nursing. In order to produce the most beneficial learning exercise, 
students need to be encouraged to move beyond their comfort zone with the 
platform, attempting to forge online connection through more creative expression.

Conclusion
Pedagogy’s iterative nature demands that innovations be tested in the classroom 
and altered as necessary. If this assignment was conducted again, even by the 
same two classes, led by the same instructors, it would be changed demonstrably 
because of the information gleaned from the students’ end-of-semester 
survey responses. Those same responses, however, indicate the promise for 
this assignment to demonstrate the value of social media tools for gathering 
information and creating community.

The researchers believe this assignment could be modified to any two (or 
more) sport communication classrooms, turning the attention of students beyond 
the physical environs of the class. In addition, it is clear that this assignment can 
be modified for use between any two classrooms—even at different academic 
levels—or between a classroom and a professional entity. The simple “pen pal” 
effect of making a connection with someone from far outside of a student’s so-
cial circle had value. The revelations that students found interesting about their 
counterparts hundreds of miles away reflect both a narrow existing worldview, 
but also a desire to broaden it.
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Appendix
Class assignment description given to Old Dominion University participants for 
the #ODU2ODU study. The Ohio Dominican assignment described the project 
in identical terms

Department of Human Movement Sciences 
SMGT 315 Sport Media & Public Relations 
Social Media Assignment
Objective: The goal of this assignment is to get students to consider social media 
as not merely as something to occupy time, but as a multi-pronged tool that can 
be used to promote, engage and debate.
Description: This assignment consists of two parts, both of which will be 
assessed throughout the semester. To participate in this assignment, students will 
use their Twitter feed throughout the semester as a media engagement tool. The 
members of this class comprise our online community, and this assignment is a 
semester-long, multidirectional engagement exercise.
Part 1: Internal engagement. The members of SMGT 315 will interact with the 
instructor, and with each other, throughout the semester via Twitter. What does 
that mean? It depends what you make of it. Engagement can come in the form of 
linking to articles of interest pertinent to the class. It can be striking up debates 
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about sporting themes with classmates and with the instructor. It can be garnering 
attention for your social media site through the creativity and topicality of your 
posts. This assignment starts right now, and will continue until December. 
Part 2: We are excited this semester to have struck a relationship with the 
“other” ODU. A sport media class at Ohio Dominican University will be our 
online partners for the semester. This class is now the biggest fans of the Ohio 
Dominican University Panthers outside of Ohio. For the semester, you will use 
your Twitter feed to find out about the other ODU, and form online relationships 
with the students in the sport media class at that university.
What to do: Are you confused? That’s totally fine. Start with the Ohio Dominican 
Athletics website: http://www.ohiodominicanpanthers.com/landing/index. Reach 
out to your new ODU friends through the shared hashtag for this exercise, 
#ODU2ODU. Then become fans and friends of the Panthers this semester. There 
will be a class of students in Ohio who will be rooting for the Monarchs this fall 
as well.
ODU2ODU presentation: On Tuesday, Nov. 15 in groups of four, class members 
will present, in multimedia form, how they have engaged with their friends at 
Ohio Dominican, and what they have learned about our new sister university. The 
presentations will be less than 10 minutes, and students are encouraged to make 
use of technology to demonstrate their interactivity throughout the semester.
Assessment: Each portion of this assignment will be worth 30 points, for a total 
of 60, or about one-sixth of your final grade.

http://www.ohiodominicanpanthers.com/landing/index

