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Abstract

The objectives of this research were to: 1) examine social media communication patterns of higher
education institutions, 2) assess the needs of social media communication in higher education institutions, and
3) develop social media communication strategies for higher education institutions. The research population
and samples consisted of two groups: 1) 100 participants including grade 12 students, university students,
faculty members, and university administrators, selected through accidental sampling, and 2) case studies of
seven domestic and five international higher education institutions, selected through purposive sampling with
specific inclusion criteria. The research instruments comprised: 1) a social media communication pattern analysis
form, 2) a current and desired state questionnaire, 3) an interview form, and 4) strategy evaluation forms
assessing feasibility, appropriateness, and strategy validation. Statistical analyses included frequency
distribution, percentage, mean, standard deviation, and needs assessment index calculation. The findings
revealed that: 1) social media communication patterns consisted of presentation formats utilizing short text
messages with hashtags (#) in all posts, communication frequency of 1-3 posts per day, content types including
identity creation and announcements, interesting content or news presentation, and interactive activity
promotion, with predominantly one-way communication characteristics; 2) the developed social media
communication strategy for higher education institutions comprised five key components: access channels,

presentation formats, commmunication frequency, content, and communication characteristics.
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Figure 2
Social Media Communication Strategies for Higher Education Institutions to Enhance Generation Z
Engagement: The 4C1P Model
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