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ABSTRACT

Web 2.0 electronic social networking technologies are providing organizations with new platforms for
communication. Because previous research has found that businesses are embracing these technologies, this study
was undertaken to examine whether institutions of higher learning have seen similar adoption rates. As a result,
this paper examines web pages of the AACSB accredited schools of business to determine the implementation and
usage of electronic social networking. Results indicate that although 39% of the AACSB accredited institutions are
utilizing electronic social networking, they are lagging behind business implementation in terms of percentage of
organizations and number of technologies used per organization. Furthermore, only 34% of schools utilize two or
more networking technologies. The primary products include Facebook, Twitter, YouTube, and LinkedIn. In terms
of institutional control, private institutions are more likely to utilize a given technology and use more technologies
per school than public institutions.
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INTRODUCTION

The Web 2.0 is commonly associated with applications and technologies that allow users to create, edit, and
distribute content [13]. This includes web-based communities, social networking sites, video-sharing sites, blogs,
wikis, and so on [30]. Web 2.0 skills have even been rated as one of the 11 hottest information technology skills for
2011 [18].

Web 2.0 usage and expenditures have been steadily rising. For example, an InformationWeek 500 survey found that
in 2009 82% of banking and financial service institutions are using wikis, blogs, and other social networking tools
for internal collaboration and knowledge sharing [17]. Gartner estimates that annual spending on enterprise social
software will increase to $1.06 billion in 2012, from the $280 million spent in 2007 [11].

Individuals and organizations have both jumped on the social networking bandwagon. The American Association
for Retired Persons (AARP), for example, estimates that there are 26.6 million Americans ages 50 and over who
network online [2]. A recent AARP survey found that 82% use Facebook, 16% use MySpace, 15% use LinkedIn,
9% use Twitter, and 9% use another site. Sixty-two percent of respondents use social networking sites to connect to
their children, 36% have links to grandchildren, and 73% have linked to other relatives. Half of the respondents first
learned about social media from a family member, most often one of their children.

In terms of businesses, a 2009 InformationWeek 500 study found that 42% of companies used wikis, blogs, or other
social networking tools to connect to customers, suppliers, and partners [19]. By 2010, social networking increased
to 72% of these firms. InformationWeek 500's number one company, mutual fund giant Vanguard Group, began
using social networking to help individuals who run company 401(k) plans interact with one another through
moderated online discussions. However, only 27% of the InformationWeek 500 companies encourage employees to
use consumer-oriented apps they find useful.

According to Gartner, by 2014, social networking services will replace electronic mail as the primary vehicle for
interpersonal communication by as many as 20 percent of business users [21]. Interestingly, however, the
Harrisburg University of Science and Technology blacked out social media for one week in September 2010 [16].
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The ban was not implemented as a punishment but as a way for individuals to think critically about the prevalence
of social media.

THE TECHNOLOGIES

In practice, electronic social networking takes the form of consumer-oriented products such as Facebook, Twitter,
YouTube, and LinkedIn. It is also evidenced in the blogosphere. In addition, businesses utilize a variety of other
social networking products. These include internal access-controlled applications such as Socialcast, Socialtext, and
Yammer [20,29]. IBM also utilizes a homegrown social networking tool named Beehive [11].

In 2010, Facebook, became the number one most visited site by those in the U.S. It had 8.93% of all U.S. visits
between January and November 2010. Google, which had been in the top spot in 2009, slipped to the humber two
position with 7.19% of all visits according to Hitwise, an Internet analytics firm [10]. Yahoo! Mail ranked third
with 3.52% of all visits, while the main Yahoo! site was fourth with 3.3% of all visits. YouTube was fifth with
2.65% of all site visits.

Twitter, launched in July 2006 and named by eWeek as one of the top 20 technologies that changed the decade, is
the dominant microblogging social network service [8]. In November 2010 alone, complete.com estimated that there
were more than 26 million unique and 174 million site visits [6]. A Pew Research study released in December 2010
further revealed that 8% of American adults who use the Internet also use Twitter [26].

LinkedIn, one of the premier professional social networks, has more than 90 million members in over 200 countries
[15]. A new member joins LinkedIn approximately every second and about half of its members are outside the U.S.
According to LinkedIn, executives from all Fortune 500 companies are LinkedIn members.

YouTube, founded in 2005, is the world's most popular online video community [28]. Each day, two billion videos
are viewed. During every minute, 24 hours of video is uploaded. The user base is broad in age range, 18-55, evenly
divided between males and females, and spanning all geographies. Fifty-one percent of users go to YouTube weekly
or more often, and 52 percent of 18-34 year-olds share videos often with friends and colleagues.

Another aspect of the Web 2.0 that has been enormously popular is that of blogging. Technorati, a blog search
engine, tracks more than 1.25 million blogs [27]. A 2010 survey found that two-thirds of bloggers are male and
65% are age 18-44. In addition, bloggers are more affluent and educated than the general population with 79%
having college degrees [25].

THE CHALLENGES OF SOCIAL NETWORKING

The rise of the Web 2.0 can create challenges. The organization, its employees, customers, and business partners
may be vulnerable to an attack as user-contributed content is a major source of malware and personal information
[22]. Another challenge with regard to social networking is the lack of hard return on investment metrics [7].

Security and privacy can also pose challenges. Security is generally defined as how well a site can thwart attacks
while privacy deals with how much data a social networking service collects and how it shares that data [5]. Privacy
is challenging because user privacy settings may be confusing and users have the ability to control what information
they place on a site. Privacy violations may also occur because of breaches on a social networking site or because of
errors at the social networking site. In 2010, for example, a bug in Facebook's messaging service sent electronic
mail to the wrong mail boxes [9].
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Finally, a Deloitte survey of over 400 companies found that the top three business objectives for social media were
to generate more word of mouth (38% of respondents), increase customer loyalty (34%), and increase product or
brand awareness (30%). However, the primary obstacles to making online communities work included getting
people to engage and participate (30% of respondents), attracting people to the community (24%), and getting
people to keep coming back (21%) [24].

PREVIOUS RESEARCH

Several studies have been conducted to examine the Web 2.0. Previous research has examined factors influencing
user adoption of Internet social networks [23], utilization of social network analysis [14], and social network
website usage by individualist and collectivist nations [3].

A 2010 study also found that the Fortune 200 firms are embracing these new technologies. Nearly three-quarter, or
71%, of these firms have implemented electronic social networking and 64.5% of firms have a Twitter account [4].
In addition, 44% of the Fortune 200 make use of at least two social networking technologies. Although participation
varies by industry sector, 79% of the companies utilizing Twitter use the technology for news distribution. Twitter
is used to a much lesser extent for marketing/promotions, customer service, and human resources.

A 2010 InformationWeek “Social Networking In The Enterprise Survey” found similar results. Eight-nine percent of
624 business technology company respondents stated their company uses at least one type of social networking [12].
However, only 10% considered their internal social networking initiatives a great success. The most used functions
of the enterprise social networking was the online directory with Facebook style profiles (22% report heavy use),
wikis (13%), company discussion boards (7%), and internal blogs (5%). The top challenges were user adoption
(35%), explaining the role of social networking (21%), the support time requirements (16%), and increasing
employee usage (15%). While 7% performed detailed tracking and analysis of user activity and participation levels,
63% were not tracking any activity. In terms of situations that the company has a formal process in place, 32% have
a policy with regard to posting of official company-related announcements and statements on social networking
sites, 26% with regard to inappropriate employee comments online, 21% relative to customer complaints posted on
e-commerce sites, 14% with regard to customer complaints posted on Facebook or MySpace, and 12% relative to
customer complaints posted via Twitter. However, 43% had no formal process in place.

Given the recent publicity with regard to social networking, this study was undertaken to better understand the state
of social networking at the Association to Advance Collegiate Schools of Business (AACSB) accredited schools of
business. Colleges, for example, could use social networks for student recruiting, fund raising, business networking,
security alerts, news distribution, curriculum planning, and so on.

This research, therefore, examines several questions. Do the AACSB accredited schools of business utilize
electronic social networking and if yes, which technologies are implemented? Is there a relationship between the
use of the various social networking technologies? Does institutional control affect implementation? Results are
important in helping institutions of higher learning to better understand social network technology implications and
to assist in identifying potential usage opportunities.

RESEARCH DESIGN
This study utilized the AACSB website [1] list of the AACSB accredited schools of business to obtain institution

names and identify each school’s website URL. Each institution’s website was then examined to determine Twitter,
Facebook, LinkedIn, YouTube, Flickr, and other web 2.0 technology utilization. Demographic data such as
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institutional control was obtained through the research office at AACSB International. Social networking utilization
was also examined to determine if there were correlations between the use of any two technologies.

RESULTS
A review of the 600 AACSB accredited schools of business found that institutions utilize a variety of social
networking technologies (Table 1). The most commonly used technologies include Facebook (37.8% of schools),
Twitter (30.3% of schools), YouTube (21.3% of schools), and LinkedIn (20.2% of schools). The least utilized
technologies include Flickr (9.2% of schools) and blogs (5.5% of schools).

Table 1. Overall Social Network Usage

Facebook Twitter YouTube LinkedIn Flickr Blog Other
Schools That Utilize 37.8% 30.3% 21.3% 20.2% 9.2% 5.5% 6.5%
Schools That Do Not 62.2% 69.7% 78.7% 79.8% 90.8% 94.5% 93.5%
Utilize
Total 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0%

Table 2 details the “other” (least common) social networking technologies utilized by schools of business. These
were implemented by 6.5% of schools and include Alumni Network, Daily Motion, Delicious, Foursquare,
Friendfeed, iTV, iTunes, MySpace, Okurt, Slideshare, Smugsmug, Viadeo, and Vimeo. The most common
programs include iTunes (12 schools) and Vimeo (8 schools).

Table 2. Breakdown of Other Social Networking Technologies

Program Number
of
Schools

Alumni Network
Daily Motion
Delicious
Foursquare
Friendfeed

iTv

iTunes 1
MySpace
Okurt
Slideshare
Smugsmug
Viadeo
Vimeo
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Relative to social networking technology utilization, 5% of schools employ only one technology (Table 3). Six




Issues in Information Systems

Volume X11, No. 2, pp. 1-8, 2011
percent use two technologies, 11% use three technologies, 9% use four technologies, 5% use five technologies, 2%
use six technologies, and 1% use seven technologies. Overall, 39% of the AACSB accredited schools of business
use at least one form of electronic social networking.

Table 3. Usage of Multiple Social Networking Technologies

Type Percentage Number

of
Schools
Only 1 Technology 5% 32
Uses 2 Technologies 6% 36
Uses 3 Technologies 11% 66
Uses 4 Technologies 9% 56
Uses 5 Technologies 5% 32
Uses 6 Technologies 2% 13
Uses 7 Technologies 1% 3
Total 39% 238

Social networking utilization was next examined to determine if there were correlations between the use of any two
technologies. Table 4 illustrates that there are correlations significant at the .01 level (2-tailed test) for all six
technologies. In other words, for example, the use of Facebook was significantly positively correlated with the use
of Twitter.

Table 4. Social Networking Pearson Correlations

Technology Facebook Twitter YouTube LinkedIn Flickr Blog

Facebook 1 .816** .642** .601** A407** 279**
Twitter .816** 1 B74** 563** A31%* .254**
YouTube .642%* 674** 1 468** 413** 249%*
LinkedIn .602** 563** A468** 1 .315** .298**
Flickr A407** A431%* A413** .315** 1 .202**
Blog 279** .254** 249%* .298** .202** 1

** Correlation significant at the .001 level (2-tailed)

Table 5 provides a breakdown of social network usage by institutional control. In terms of the 406 public
institutions, 36.7% use Facebook, 28.1% use Twitter, 17.7% use YouTube, 18.7% use LinkedIn, 7.9% use Flickr,
5.7% use a blog, and 5.9% use another social networking product. In terms of the 194 private institutions, 40.2% use
Facebook, 35.1% use Twitter, 28.9% use YouTube, 23.2% use LinkedIn, 11.9% use Flickr, 5.2% use a blog, and
7.7% use another social networking product. When comparing public versus private institutions, a greater
percentage of the private institutions have implemented every technology, other than blogs. Specifically, Facebook
is used by 9.6% more of the private schools. Moreover, the differences include Twitter by 24.8% more, YouTube
by 62.8% more, LinkedIn by 23.9% more, Flickr by 50.4%, and other by 30.8% more of the private institutions. In
contrast, blogs are used by 9% more of the public institutions. There were no significant differences between public
versus private with the exception of YouTube implementation. There was a difference between public and private
YouTube usage at the .05 significance level.
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Table 5. Social Network Usage by Institutional Control

Facebook Twitter | YouTube LinkedIn Flickr Blog Other
Public 36.7% 28.1% 17.7% 18.7% 7.9% 5.7% 5.9%
Private 40.2% 35.1% 28.9% 23.2% 11.9% 5.2% 7.7%
% Difference 9.6% 24.8% 62.8% 23.9% 50.4% -9.0% 30.8%
Chi-Square Difference 407 .082 .002** 201 115 .798

** Significant at the .05 level (2-tailed)

Overall, 38% of the public and 43% of the private controlled institutions use at least one form of electronic social
networking (Table 6). In terms of public institutions, 6% of schools employ only one technology, 7% use two
technologies, 11% use three technologies, 7% use four technologies, 5% use five technologies, 2% use six
technologies, and 1% use seven technologies. In terms of private institutions, 4% of schools employ only one
technology, 5% use two technologies, 11% use three technologies, 14% use four technologies, 6% use five
technologies, 3% use six technologies, and 0% use seven technologies. When comparing private versus public, 23%
of private institutions implemented four or more products while only 15% of public institutions did so.

Table 6. Usage of Multiple Social Networking Technologies by Institutional Control

Type Public Private % Difference

Only 1 Technology 6% 4% -41%
Uses 2 Technologies 7% 5% -30%
Uses 3 Technologies 11% 11% 5%
Uses 4 Technologies 7% 14% 95%
Uses 5 Technologies 5% 6% 26%
Uses 6 Technologies 2% 3% 79%
Uses 7 Technologies 1% 0% -100%
Overall 38% 43% 12%

CONCLUSIONS AND FUTURE RESEARCH

Results indicate that electronic social networking has been implemented at 39% of the AACSB accredited schools of
business. Facebook is the most common technology, utilized by 37.8% of institutions. Twitter, the most common
microblogging tool, is used by 30.3% of schools, followed by YouTube (21.3% of schools), and LinkedIn (20.2% of
schools). The least utilized technologies include Flickr (9.2% of schools) and blogs (5.5% of schools). Although
5% use only one technology, 28% of firms use three or more technologies. Pearson statistics suggest a high degree
(.01 significance level) of correlation between the implementation of each of the technologies.

Findings also demonstrate that implementation varies by institutional control. Facebook, for example, is used at
36.7% of public institutions versus 40.2% of private institutions. Twitter is used at 28.1% of public institutions
versus 35.1% of private institutions. A greater percentage of private institutions utilized each technology with the
exception of blogs. The largest discrepancy of usage is with regard to YouTube and Flickr, where 62.8% and
50.4%, respectively, more private schools utilize the products.
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In terms of multiple technologies, usage also varies by institution control. Thirty-two percent of public institutions
utilized two or more technologies. On the other hand, 39% of private institutions utilized two or more technologies.
Moreover, 15% of public institutions utilized four or more technologies while nearly one quarter, or 23%, of private
institutions did the same.

There are several important implications from the study. One finding is that although a considerable number (39%)
of AACSB accredited institutions apparently find value in electronic social networking, implementation lags far
behind the 71% usage of the largest corporations. Moreover, 44% of the Fortune 200 employ at least two social
networking technologies compared to 34% of the AACSB institutions.

A second implication is that institutional control may be a determinant with regard to electronic social networking
implementation. Private institutions are more likely to utilize a given product and use more products per school than
public institutions. It could be hypothesized that given the higher tuition for private institutions and the greater
challenge in meeting enrollment and endowment goals, it would be more important for private schools to
implement, monitor, and comprehend the benefits of electronic social networking. Social networking and a sense of
community are benefits historically associated with private institutions. These new electronic technologies have
simply provided a new infrastructure and new conduits for this communication.

A third implication is that most, nearly two-thirds of, AACSB accredited schools of business are either skeptical
regarding electronic social networking and/or have not yet found a reason to implement. It is possible that these
institutions may believe that these technologies are a bandwidth drain, potential source for security or privacy
intrusion, extraordinary expense to support, or simply not beneficial. This furthermore suggests that there may be a
tremendous competitive opportunity if an institution moves into social networking. It appears that there are early
adopters but the mass market has yet to get involved.

A final implication is that blogs and photo sharing (such as Flickr) are not important to the AACSB institutions.
Efforts appear to be concentrated in the most common consumer products such as Facebook, Twitter, YouTube, and
LinkedIn.

The limitations of this study are primarily a function of each firm’s website and the nature of the research
methodology. If a organization utilizes Twitter, for example, but does not have the logo displayed on the web page
that is linked from the AACSB web site, then it was not counted. As a result, the social networking participation
may be higher than the 39% found in this study. The second weakness is that due to the nature of the research
methodology, the research does not measure communication volume, user volume, or technology effectiveness.
Future research needs to examine usage by institutional size and to explore if electronic social networking is a fad or
will become a more important facet of communication for institutions of higher learning. The study does, however,
begin to clarify that extent of electronic social networking in higher education.
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