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Abstract 
Using social media and qualitative software techniques, this research proposes to identify 
key job, career, and life success scripts from UW-Eau Claire Marketing alumni. The data 
has been gathered through a series of surveys sent out to Dr. Tomkovick’s Facebook and 
LinkedIn network, and also through the use of a Qualtrics survey sent to specific members 
of Facebook and LinkedIn added to the network after the initial survey was sent out.  
 
From this analysis we expected to find common themes as identified in our hypotheses that 
can enhance the marketing curriculum and enable the university to tailor their classes 
around the advice provided by the alumni. 
 
The ultimate outcomes we hope to achieve are: giving key insights to current Marketing 
undergraduates about the job market, job industry and what to expect after graduation. This 
study will benefit UWEC students, because the sources will be highly credible and the 
scripts will be relevant for these challenging economic times we live in. 
 

Hypotheses 
• Respondents will write more on the first question, less on the second question, and 

the least on the third question. 
• Female respondents will display a higher percentage of holistic, nurturing words (i.e. 

marriage, family, children, etc.). 
• Male respondents will be more career oriented with their responses (i.e. achievement, 

success, persistence, etc.). 
• LinkedIn respondents will write more concerning the questions about getting a job and 

maintaining a career than about life satisfaction. 

Methodology 
The surveys were conducted using personal requests through Dr. Chuck Tomkovick’s 
Facebook, LinkedIn and also through Qualtrics. A personal message from Dr. Tomkovick 
was attached to each request asking for respondents to help improve the marketing 
curriculum at UW-Eau Claire. 
 
The social media sites Facebook and LinkedIn were chosen as mediums for the survey for 
their popularity among college students and recent graduates. Qualtrics was used to reach 
those individuals who were added to Dr. Tomkovick’s connections on the two social media 
sites after the initial survey was sent out. These individuals were contacted through email to 
elicit a response from them via a Qualtrics survey asking the same three questions as the 
original surveys asked. They were also sent a personal message requesting them to aid in 
the development of the Marketing curriculum at UW-Eau Claire. 
 
Once the responses were gathered, the research software NVivo9 was used to enable the 
extraction of quantitative data from the qualitative responses received. Microsoft Excel was 
also used to establish word counts and averages for responses and for a breakdown of 
respondents’ gender and social media affiliation. 

  Surveys Distributed Surveys Competed Response Rate 
LinkedIn 191 40 21% 

Facebook 208 30 14% 
Qualtrics 60 41 68% 

Total 459 111 24% 

Findings 
In  total 459 surveys were distributed, and the  final responses gathered totaled to 111. This 
ended up being a 24% response rate overall from LinkedIn, Facebook, and Qualtrics. The 
greatest response rate was from the Qualtrics surveys.  See Table 1 for the full breakdown 
of distribution and responses by social media type. 
A complete breakdown of gender, age, and social media used can be found in Table 2. 

Conclusion 
From the findings above, the conclusions can be made that respondents write more on the first questions, less on the second, and the least on the third. It can 
also be stated that LinkedIn respondents were more concerned with job achievement. However, because Facebook and Qualtrics respondents also wrote the 
largest percentage regarding this topic, it would prove valuable to investigate this hypothesis further. The only significant difference between genders was that 
females were more likely to write about having a passion for life or work, or to have an interest in a hobby or job. 
 
For the future, surveys are being conducted using this data to determine if social media is a viable tool for connecting UW-Eau Claire students to alumni. The 
goal is to provide a more comprehensive curriculum to better prepare Marketing undergrads for life after college. 

Table 1: Number of Surveys Distributed 

Figure 3: Number of times Persistence, Determination, 
and Mentor were mentioned 
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Figure 1: Number of times Hobbies, Family, 
and Balance were mentioned 

Hobbies and Interests (17) 

Family (24) 

Balance (33) 

Hobbies and Interests (13) 

Family (13) 
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Balance (33) 

Figure 6: LinkedIn Responses for Each Question 

Job (44%) 

Career (30%) 
Life (24%) 

Figure 5: Facebook Responses for Each Question 

Job (43%) Career (36%) 

Life (24%) 

Figure 4: Qualtrics Responses for Each Question  

Job (38%) Career (31%) 
Life (29%) 

Figure 2: Number of times Happiness and 
Passion were mentioned 

Happiness and Optimism (22) 

Passion, Interest, Like (14) 

Passion, Interest, Like (5) 

Happiness and Optimism (15) 
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Within the responses to the life achievement question, three main ideas were searched 
for: hobbies and outside interests, family and friends, and work-life balance. The original 
hypothesis was that females would have more to say regarding family and friends and 
balance in regards to life achievement. What Figure 1 shows is that, taking into account 
the larger number of male respondents, females wrote more often about balance and 
hobbies, but males were actually writing more about family and friends.  

In regards to the all responses for job, career, and life achievement, the prediction was made that 
males would be more likely to write about achievement, success, and competitive ways to 
achieve. Figure 3 displays the coding occurrences for persistence and determination as well as 
mentoring. The discovery made, given that male respondents outnumber females, is that males 
commented on showing persistence and determination only slightly more than females. It 
appears that persistence and determination and an overall individuality and competitive spirit is 
valued by both genders. In contrast, the mention of mentors in regards to achievement showed 
up slightly more with females. What can be gathered from this is that males tend to be slightly 
more independent and competitive and females are more likely to value mentors, but the 
differences are so slight that given a larger sample size, they may disappear. 

With regards to all three questions life, job, and career were searched to find happiness, 
optimism, passion, interest, and like. Figure 2 shows that we had about the same amount of 
males and females mentioning happiness or optimism with more females mentioning 
passion, interest, and like. Our prediction was that more people that liked their job and had 
a passion for what they were doing would be happier, and this ended up being proven true.  

Males 67 Education   

Females 44 1-3 years 43 

Linked In 40 4-6 years 23 

Facebook 30 7-10 years 24 

Qualtrics 41 >10 years 21 

Table 2: Total Gender, Years Since Graduation, 
and Social Media Results 

Focusing on Figures 4, 5, and 6, each survey medium resulted in higher word 
counts for job achievement. As hypothesized, LinkedIn showed the greatest 
response percentage, 44 percent, dedicated to the job achievement question. 
Facebook was close behind with 43 percent dedicated to this question. 
Facebook respondents wrote the most about career achievement, while 
Qualtrics respondents were found to write the most regarding life achievement. 
 
What is most surprising are the similarities between the Facebook and LinkedIn 
response totals. They were extremely close to each other even though the 
expectation was that Facebook would focus more on the life achievement 
question. Qualtrics respondents were found to write more equally regarding 
each question versus Facebook and LinkedIn. 
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