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ABSTRACT 

The purpose of this paper is to highlight the need for implementing social networks in 
educational process in order to 
objectives of the study are threefold: firstly, to determine whether online social networking has 

online 

based on the previous research and were tested by empirical research on a sample of 278 
respondents. The hypotheses were validated by partial least square structural equation 
modelling (PLS-SEM). The research confirmed the positive relationship between the online 

h results pointed out that 

satisfaction. Implications for higher education institutions as well as limitations and 
suggestions for further research were determined. 
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1. INTRODUCTION 
Social networks have become an essential part of people's life and daily routines. They are 
becoming increasingly important for communication, collaboration and exchange of ideas in 
the everyday lives of the 21st century generations that possess an innate propensity for 
technology. The education of such generations should be shaped and developed in a direction 
that will meet their needs and motivate them to actively engage in the teaching process. Quality 
is an important factor in the development and progress of any economic activity and it is an 
indispensable part of any organization that strives to be competitive. In terms of the higher 
education context, previous studies provided evidence that the fundamental, internal goal of 
higher education institutions is to improve quality of service (Ali, Zhou, Hussain, Nair and 
Ragavan, 2016). In order to build quality relationships with stakeholders, especially students, 
and to achieve satisfaction and loyalty, universities need to invest resources in communication 
through social networks (Clarck, Fine and Scheuer (2017). Digital technologies, especially 
social networks, have become indispensable, both in the educational process and in the teaching 
skills improvement as well. Developing teachers' digital competencies has become one of the 
most important prerequisites for high-quality learning experience in higher education 
institutions. As social media networkers teachers have to learn about different forms of 
participation and ways of social network implementation in online learning environment, which 
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Your Classroom  1 AT01  KA203-034984). Widely used 
in the fields of communication, advertising and broadcasting, the application of social networks 
as a teaching method has rarely been accepted. Therefore, this project represents a valuable 
contribution to the technology based education system. Also, Imlawi, Gregg, and Karimi (2015) 
pointed out that examining the impact of social networks on students' engagement and 
educational outcomes has been poorly explored so far, despite the increasing use of social 
networks in a higher education setting. The foregoing reasons make a relevant argument for 
conducting the empirical research in this study. The main objectives of the empirical research 
are as follows: (1) to determine whether online social networking has an impact on online 
students' engagement; (2) to determine the relationship between online students' engagement 
and students' satisfaction and (3) to explore the relationship between students' satisfaction and 
students' loyalty. The paper is structured in five parts. Following the introductory part, the 
concepts used in the paper are defined and hypotheses based on previous research are 
developed. The third part explains the research methodology which is followed by the 
presentation and interpretation of the research results. In conclusion, a synthesis of the entire 
paper is given. 
 
2. THEORETICAL BACKGROUND AND HYPOTHESES DEVELOPMENT  
As a widely accepted tool for personal and business purposes, the idea that social networks can 
be an effective tool for educational purposes has recently gained attention (Tess, 2013). 
According to Boyd and Ellison (2007, p. 211) social network sites are defined as "web-based 
services that allow individuals to: (1) construct a public or semi-public profile within a bounded 
system, (2) articulate a list of other users with whom they share a connection, and (3) view and 
traverse their list of connections and those made by others within the system". In the context of 
higher education, social networks enable universities to foster high-quality relationships with 
their students (Clark, Fine and Scheuer, 2017). Namely, the three interrelated concepts should 
motivate the use of social networks in higher education (Tess, 2013, p. 62): "the apparently 
changing nature of the student who comes to the university highly connected, collective, and 

consumption, knowledge construction, and formal education; the de-emphasis of institutionally 
provided learning and emergence of "user-driven" education". According to Yu, Tian, Vogel 
and Chi-Wai Kwok (2010, p. 1496) in higher education institutions, "online social networking 
behavior is related to learning and academic success by creating systems of information, 
contacts and support". Social networks enable students to increase their engagement in 
educational process by creating and sharing contents, communicating with one another 
(Fagerstrøm, and Ghinea, 2013), following social network sites, getting informed on the last 
news and quick responses to their questions (Clark, Fine and Scheuer, 2017), gaining a sense 
of belonging to a particular community (Stageman 2011), etc. In that way, social networks 
become the tool that is used both, in collaborative learning or in a student - faculty interaction. 
Numerous definitions of customers' engagement can be found in recent literature. However, all 
authors agree that it is a multi-dimensional concept consisting of cognitive, emotional and 
behavioral dimensions. According to Islam and Rahman (2016, p. 2019) customers' 
engagement is defined as the "readiness of a customer to actively participate and interact with 
the focal object (e.g. brand/organization/community/website/ organizational activity), [which] 
varies in direction (positive/negative) and magnitude (high/low) depending upon the nature of 

a positive word-of-mouth are determinants of a behavior that the customer voluntarily and 
indifferently develops in the concept of customers' engagement (Encinas Orozco and Cavazos 
Arroyo, 2017
willingness, need, desire, and compulsion to participate and be successful in the learning 



process" (Gray and DiLoreto, 2016, p. 5). Students usually engage with teaching materials, their 
colleagues, and educators, so that the activities of students' engagement may include active 
learning, requiring guidance from educators, collaborating with fellow students, involvement 
in enriching the teaching process in general (Coates, 2005). Dixson (2015) identified four 
domains of students' engagement in online setting: skills, emotions, participation, and 
performance. Jaggars and Xu (2016) proved that in online courses the quality of interpersonal 
interaction has a positive and significant impact on students' grades. Moreover, Kuh (2009) 
found out that students' engagement has a positive impact on students' outcomes (increased 
knowledge and good grades). The impact of social networks on students' engagement was the 
subject of the research performed by Rutherford (2010). The results of his study showed that 
there is a positive relationship between usage of social networks and students' perception of 
their engagement with educational experience.  Hence, we propose that: Online social 
networking is positively related to online students' engagement (H1). Research on social 
networks in higher education institutions has also identified the relationship between online 
students' engagement and students' satisfaction. For example, Yu, Tian, Vogel and Chi-Wai 
Kwok (2010) investigated connections between the online social network engagement and 
satisfaction with university life. They found out that there is a positive relationship between 
these two constructs. Furthermore, Mostafa (2015) ascertained that when a student perceives 
his own engagement through social networks as an important part of the emotional value, it will 
affect his or her satisfaction. In addition, findings revealed that collaborative learning with and 
among students positively affects a student's perceived value and satisfaction. Therefore, the 
second hypothesis is set up: Online students' engagement is positively related to students' 
overall satisfaction (H2). Customers' satisfaction and loyalty have been widely explored by 
marketing scholars. The scholars found out that "satisfied customers are expected to engage in 
different forms of participation and citizenship behaviour" (Elsharnouby, 2015, p 247). The 
concept of customers' satisfaction has been applied in the context of higher education. 

bility of 

education. Students' satisfaction is being shaped continually by repeated experiences in campus 
general experience of the university 

(Duque, 2014). Empirical evidence from the high education literature suggests that satisfied 
students are more likely to engage in different types of co-creation behaviour (Elsharnouby, 
2015; Dollinger, Lodge and Coates, 2018; Mostafa 2015; Encinas Orozco and Cavazos Arroyo, 
2017). Gray and DiLoreto (2016) pointed out the significance of four factors related to students' 
satisfaction in online courses: interaction and communication between students and faculty, 
time required to complete assignments, active and engaged learning and collaboration among 
students. Among them, interactivity is regarded as one of its key predictors (Parahoo, Santally, 
Rajabalee and Harvey, 2016). Students' loyalty can be described "as psychological attachment 
that students have to their universities based on their feelings of identification and affiliation" 
(Grace and Kim 2008, p. 4). Various scholars have investigated the relationship between 
students' satisfaction and students' loyalty in an online higher education setting (Grace and Kim, 
2008; Manggarani, 2018; Ali, Zhou, Hussain, Nair and Ragavan, 2016; Giner and Rillo, 2016). 
Grace and Kim (2008) proved a postive relationship between students' satisfaction with 
university services, quality of college life and students' loyalty. Manggarani (2018) proved that 
there is a positive relationship between students' engagement, students' satisfaction and 
students' loyalty. Ali, Zhou, Hussain, Nair and Ragavan (2016) have found out, by examing 
higher education service quality, students' satisfaction, institutional image and students' loyalty, 
that all dimensions of higher education service quality influence students' satisfaction which in 
turn influences the institutional image and students' loyalty. Also, Giner and Rillo (2016) 

-creation with the university leads to a higher level of 



students' satisfaction and to students' loyalty to the educational institution. Accordingly, the 
third hypothesis is proposed: Students' overall satisfaction is positively related to students' 
loyalty (H3). 
 
3. METHODS  
The empirical research was carried out on a sample of undergraduate students supported by a 
survey method. The questionnaire was completed in an online form and a link was sent to 
students asking them to fill in the survey. Data were collected from 30 May until 10 July 2019. 
The questionnaire was based on previous research and contained four constructs.  Online social 
networking was measured by using 5 items taken and adapted from Yu, Tian, Vogel and Chi-
Wai Kwok (2010). Two new items were added ("I use social networks to communicate with 
other students at this faculty" and "I regularly use social networks to communicate with my 
fellow students to fulfill teaching responsibilities").   was 
measured using twelve items taken from a study by Krause and Coates (2008). 
satisfaction construct was operationalised with four items taken over from Elsharnouby (2015).  

 was measured by four items taken over from Encinas 
Orozco and Cavazos Arroyo (2017).  All items were measured on a five-point Likert-type scale, 

questions related to demographics. In the following section, the research results are presented. 
Data processing and statistical analysis was performed by using univariate and multivariate 
statistical methods. For this purpose the IBM SPSS 25 program was applied. The hypotheses 
were tested by using the partial least squares structural equation modelling (PLS-SEM).  
 
4. FINDINGS  
A total of 278 students completed the survey, out of which 73% were female and 27% male 
students. The age of majority of the students (93.5%) was between 20 and 25 years. 40.3% of 
students were full-time students and 59.7% were part-time students. An evaluation of the 
measurement model was performed prior to hypothesis testing. Initially, all items were included 
in the measurement model. However, due to small values of item loadings, all the items not 
meeting the cutoff value of 0.708 (Hair, Black, Babin and Anderson, 2014, p. 103) were 
excluded from the model. The ultimate results of the PLS-SEM analysis of the measurement 
model are shown in Table 1. 
 
 
 
 
 
 
 
 
 
Table following on the next page 
 
 
 
 
 
 
 
 



Table 1: PLS results for the measurement model (Research results) 
VARIABLE CONSTRUCT / ITEM   CR AVE 

ONLINE SOCIAL NETWORKING (OSN) 
sm1 Social networks are a part of my everyday activity. 0.733 0.870 0.692 
sm2 I use social networks to communicate with other students at this 

faculty. 0.898 
sm3 I regularly use social networks to communicate with my fellow 

students to fulfill teaching responsibilities. 0.855 
ONLINE STUDENT ENGAGEMENT (OSE) 
ose1  Online discussion with other students is very useful.. 0.792 0.873 0.633 
ose2 Online tutoring (electronic access to tutoring support, e.g.  

Moodle) is very useful. 0.759 
ose3 Online resources (e.g. course notes and materials on the web) are 

very useful for me. 0.826 
ose4 Learning at my own pace using online resources is useful. 0.804 
STUDENT OVERALL SATISFACTION (SAT) 
sat1 Overall, I am very satisfied with the services provided by my 

faculty. 0.871 
0.945 0.812 

sat2 My faculty has met my expectations. 0.915 
sat3 My faculty has helped me to fulfill my aspirations. 0.908 
sat4 My faculty has met my needs.  0.909 
STUDENT LOYALTY (LOY) 
loy1 I speak positively about this faculty to other people. 0.911 0.924 0.802 
loy2 I recommend this faculty to anyone who asks me for advice. 0.945 
loy3 I encourage friends and family to study at this faculty. 0.826  
* All factor loadings were significant at p < .001, CR stands for composite reliability; AVE 

stands for average variance extracted 
 
It is evident that that all item loadings of the reflective constructs exceed the recommended 
value of 0.708 (Hair, Black, Babin and Anderson, 2014, p. 103). All four constructs have high 
level of internal consistency reliability (from 0.870 to 0.945). The values extracted of the 
average variances (AVE) reflect the overall amount of variance in the indicators accounted for 
the latent construct. All values exceed the threshold value of 0.50 (Hair, Black, Babin and 
Anderson, 2014), demonstrating convergent validity. The discriminant validity was judged by 
using the Fornell-Larcker criterion (Table 2).  
 

Table 2: Discriminant validity (Research results) 
CONSTRUCTS OSN OSE SAT LOY 
Online social networking (OSN) 0.832    

 0.343 0.796   
 0.100 0.280 0.901  

 0.136 0.263 0.803 0.896 
 
The results shown in table 2 confirm the discriminant validity of the measurement model, since 
the square roots of AVE values for all constructs are above the construct's highest correlation 
with other latent variables in the model. The results of testing the research model (hypotheses 
1  3) using PLS path modeling are presented in Table 3.  
 

Table 3: Path coefficients, t-values and significance (Research results) 
Path Path coefficients t- values p-values Hypothesis 
OSN  OSE 0.343 3.951 0.000 H1: supported 
OSE  SAT 0.280 4.536 0.000 H2: supported 
SAT  LOY 0.803 27.766 0.000 H3: supported 

 



The results of the analysis show that all three relationships are statistically significant, which 
confirms all hypotheses. The R2 value obtained for 

2 

can be considered moderate. 
 
5. CONCLUSION 
In the conducted research a positive and statistically significant relationship between online 
social networking and online students' engagement was found out. It is in accordance with the 
findings of Rutherford (2010) which indicate a positive correlation between the frequency of 
students' use of social networks and the interaction with their peers and educators, i.e. their 
engagement. Also, a positive relationship between the online students' engagement and overall 
students' satisfaction was confirmed. This is in line with the findings of Yu, Tian, Vogel and 
Chi-Wai Kwok (2010) and Mostafa (2015). They found out that the online students' 
engagement leads to students' satisfaction with university life and overall students' satisfaction. 
The results also point out that students' satisfaction is related to students' loyalty which has also 
been proved in the previous research (Manggarani, 2018; Ali, Zhou, Hussain, Nair and 
Ragavan, 2016). Accordingly, this research contributes to a better understanding of using social 
networks in higher education institutions. The research also contributes to a better 
understanding of students' satisfaction and students' loyalty to the educational institution. The 
type and size of the sample represents a significant limitation to this research, so that the future 
research can be conducted on a representative sample of students from higher education 
institutions. Other measurement scales can also be applied. Based on the results obtained from 
this research, it is possible to make some recommendations to higher education institutions. As 
Gray and DiLoreto (2016) have noted, active and collaborative learning can be realized by 
assessing the level of students' engagement, which will contribute to a more effective planning 
of the teaching process (e.g. lessons, activities, time required to complete assignments, etc.). In 
order to achieve a higher quality of teaching, it is necessary to adapt teaching methods to 
different individual needs and preferences that will enable active students' engagement in 
educational process. Therefore, educators should be informed about the ways of online 
communication, making use of social networks in teaching. The foregoing can be realized with 

Your Classroom  Teaching Skills 2 1 AT01  KA203-034984). The module 
focuses on innovative experiential learning provided by social networks as an instrument of 
teaching. At the same time, the module elaborates and presents in fact two different types of 
social networks, concentrating on the one hand on those with collaborative functions and on the 
other on those with a user generated content. The aforementioned proves that higher education 
institutions can increase the quality of their educational programs by implementing social 
networks in learning environment, which will lead to increased students' satisfaction and 
loyalty. 
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