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Experiential learning “provides students with opportunities to explore issues and requires them to take responsibility 
for their decisions and commensurate actions” (McDonald & Spence, 2016, p.141). It allows students to link new 
experiences to previous learning, and allows new knowledge to be developed and understood in a particular context 
or setting that can translate into the workplace (Williams and Parker, 2016). Such learning is a critical element in 
preparing students for careers in the sport business industry and represents a broad spectrum of informal and formal 
educational experiences initiated by students and professors that encourage students to learn by doing.  
 
The rise of social media offers unique opportunities to engage students in experiential marketing research (Harrolle 
and Wells, 2016). Social media “are platforms that enable users to interact digitally with fans, athletes, and brands in 
real time” (Corio, 2014, p. 348) and provides a low-cost, nearly instantaneous way to communicate with fans and 
consumers (Anderson, D. and Brison, 2013). Social media allows teams to give their fans an inside look at their 
favorite programs that would not otherwise be available and draw a personal connection that traditional media often 
lack (Bradley, 2015).  
 
The purpose of this proposal is to provide a pedagogical framework to implement an experiential learning approach 
to social media marketing research on an undergraduate level. Twelve students enrolled in a fall semester, 
undergraduate sport marketing class at one institution partnered with four separate minor league hockey teams 
representing the American Hockey League, the Southern Professional Hockey League, and the United States 
Hockey League. The course instructor contacted team representatives two months prior to the semester’s start. 
Students contacted front office representatives from their assigned team early in the semester to mutually agree 
upon research parameters. Students were responsible for recording and subsequently analyzing Twitter activity for 
their assigned team for a predetermined period of games. The data collection included the recording of likes, 
retweets, and comments for each tweet from face-off to the game’s conclusion.  
 
A second group of students representing a separate undergraduate sport management program collected similar data 
on two minor league baseball leagues from the Atlantic League and the International League. Students gathered data 
for a select number of games at the beginning and at the end of the season. This was to see if there was any collation 
between fans interest with the opening of the season and the teams winning percentage at the end of the season. 
The students analyzed both home and away games.  
 
Students representing both institution organized the data and reviewed in the context of the following categories: 
wins, location, goals or runs scored, sponsor activity, special promotions, GIFS, and other visuals. Students 
presented their findings, both in graphic form and in narrative, and offered recommendations directly to the 
ownership or management group. This had to be done remotely due to the distance between the college and the 
partners, affording students the opportunity to practice such presentations without the intended audience directly in 
front of them.  
 
Students completed an evaluation on their efforts and the assignment itself at semester’s end. Students reported 
liking how the assignment took them out of their comfort zone and provided them the opportunity to apply 
knowledge from the class and throughout the curriculum as well as incorporate knowledge derived from previous 
internships or other opportunities. They also appreciated a “real-world” partner for their experiential learning.  
 
The team also completed an evaluation on the student’s efforts. Team representatives applied a Liker to scale in 
evaluating the group in the following areas: communication between the students and organization throughout the 
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project, the accuracy and depth of their research, the value of the results and recommendations to our hockey or 
baseball franchise, the quality of their presentation, the quality of the information made available on the slides, and 
overall evaluation. 
 
Results determine if a certain sport had more twitter users than other sports. They may also determine whether the 
teams record and the game outcome (win/loss) had an effect on sponsorships tweets.  
 
Future attempts should expand the assignment to include more than game-time tweets. This will better mirror 
Harrolle’s efforts in using students to help teams determine a comprehensive fan engagement approach that 
incorporates sponsorships as part of an experiential learning opportunity. 
 


