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Abstract. This literature review explores the current understanding of the influence of social 

media and networking platforms on human resource management practices. An examination 

of existing research indicates an increasing utilization of social media in activities such as 

recruitment, employer branding, and employee engagement. Advantages encompass 

broadening talent outreach, cost and time efficiencies, and the creation of personalized 

branding. Nevertheless, challenges persist in maintaining uniformity, effectively utilizing data, 

and assessing return on investment. Recommended strategies include active listening, 

fostering brand advocacy, optimizing automation, and monitoring pertinent metrics. Despite 

the growing interest in research in this field, there is a shortage of robust empirical 

investigations. Future studies should construct comprehensive theoretical frameworks and 

delve into cultural subtleties pertaining to social media-driven human resource management. 

Keywords: Social media, Customer Service Management, Benefits, Challenge and 

Strategies 
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1. Introduction 

In recent years, the landscape of Human Resource Management (HRM) has undergone a transformative 

shift propelled by the pervasive influence of social media (Baccarella et al., 2018; Hysa et al., 2015; 

Vardarlier & Ozsahin, 2021; Watkins, 2021). The integration of social media platforms into Human 

Resource (HR) practices has become a defining feature of contemporary organizational dynamics. This 

shift is driven by the recognition of social media's potential to revolutionize key HR functions, including 

recruitment, employee engagement, and organizational communication (Corral de Zubielqui et al., 2019; 

El Ouirdi et al., 2016; Holland et al., 2016; Muduli et al., 2021).  

There are so many benefits and conveniences that companies get with social media channels in 

managing their customers such as customer service management, quickly and efficiently social media 

is able to solve problems and complaints from customers in a matter of minutes, The number of 

complaints both as a communication tool and as a place to provide opportunities for companies to turn 

dissatisfied customers into satisfied and loyal customers has long been proven by many researchers 

(Badenes-Rocha et al., 2019; Frasquet et al., 2021; Gunarathne et al., 2018).  70% of employers use 

social networking sites to research job candidates, and 57% of them have found content that caused 

them not to hire candidates. The survey was conducted online by The Harris Poll and included a 

representative sample of more than 1,000 hiring managers and human resource professionals across 

industries and company sizes in the private sector (Career Builder, 2018). 

Social media exerts a significant influence on contemporary human life, presenting both positive 

and potential drawbacks. It's crucial to delve into the role of social media channels in customer service 

management within this discourse. While acknowledging the positive impacts, it's equally essential to 

recognize that there are negative consequences that demand consideration. Striking a balance is 

imperative to prevent chaos and safeguard users from potential harm in the future (Frasquet et al., 2021; 

Gabbianelli & Pencarelli, 2020; Peeroo et al., 2017). 

Against the backdrop of this paradigm shift, organizations are grappling with a myriad of challenges 

and opportunities in harnessing the power of social media for effective HRM (Dhayalan & Maran, 2014; 

Kluemper et al., 2016; Mangold & Faulds, 2009). The escalating adoption of social media in HRM is 

underscored by compelling statistics that reflect a seismic change in organizational strategies (Babaie 

et al., 2022; Thornthwaite, 2016). According to recent industry reports, an overwhelming majority of 

organizations have embraced social media channels for talent acquisition, employee engagement 

initiatives, and communication strategies indicating a pervasive reliance on these digital channels to 

identify and attract top talent (Bagheri Rad et al., 2020; Brezoiu, 2014).  

However, this pervasive integration of social media into HRM is not without its challenges. As 

organizations navigate this digital terrain, concerns regarding data privacy, information overload, and 

the need for effective management strategies have emerged (Arjomandy, 2016; Grover et al., 2022; 

Hajli, 2015; Isenhour et al., 2019). Instances of privacy breaches and the potential for misinformation 

circulating through social channels pose significant hurdles for HR professionals aiming to strike a 

balance between the benefits and challenges associated with social media. As we explore the rich 

tapestry of social media integration in HRM, it becomes evident that success in this realm hinges on a 

nuanced understanding of both the potential benefits and the nuanced challenges that organizations must 

navigate in the digital age (Boitmane & Voroncuka, 2019; Novac & Ciochina, 2017; Tyagi & Tyagi, 

2012). 

This research seeks to delve into the intricate dynamics of the increasing use of social media in 

HRM. By exploring the statistics and examples that underscore this trend, we aim to provide a 

comprehensive understanding of the evolving role of social media in shaping contemporary human 

resource practices. Through an in-depth analysis of the benefits, challenges, and strategic approaches, 

this study contributes to the growing body of knowledge aimed at equipping HR professionals and 

scholars with insights essential for navigating the complexities of the digital HR landscape.  
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2. Literature Review 

The businesses sector began to recognize the potential of social media as a channel for customer service 

(Constantinides, 2014). Early adopters started experimenting with using social media platforms to 

address customer queries, complaints, and feedback (Lassila et al., 2023; Malthouse et al., 2013; Sahhar 

et al., 2021). This shift allowed companies to directly engage with their customers in real-time. As the 

popularity of social media grew, new platforms emerged, including Instagram, Snapchat, and YouTube 

(Linacre, 2017). These platforms provided businesses with additional channels to connect with their 

customers and offer support. Each platform offered unique features and capabilities, catering to different 

types of customer interactions (Hartline et al., 2008; Hruska & Maresova, 2020). 

Social media platforms responded to the growing demand for customer service functionality by 

introducing features such as direct messaging, chatbots, and customer support accounts. These features 

allowed businesses to manage customer inquiries more efficiently and improve response times. The 

widespread adoption of smartphones and mobile devices significantly impacted the way customers 

access social media platforms. Mobile apps and responsive designs made it easier for users to interact 

with businesses on social media, making customer service more accessible and convenient (Bányai, 

2016; Middleton et al., 2014; Sheth, 2018). 

The pervasive integration of social media into HRM has prompted scholars and practitioners alike 

to explore its multifaceted impact on organizational dynamics (Abdussamad et al., 2022; Alkhateeb & 

Abdalla, 2020; Micu & Geru, 2016). There are some factors that need to be considered to involve social 

media in HRM. 

The use of social media in recruitment has become a cornerstone of contemporary HRM practices. 

The efficiency gains achieved through social platforms. The ability to target specific demographics, 

engage with potential candidates, and showcase organizational culture has positioned social media as a 

powerful tool for talent acquisition (Hosain & Liu, 2020a). Beyond recruitment, social media's impact 

extends to employee engagement. The positive correlation between active social media engagement and 

employee satisfaction. Internal social networks facilitate communication, collaboration, and knowledge 

sharing, fostering a sense of community among employees (Ramson-Herzing, 2015).  

There are numerous advantages to integrating social media into Human Resource Management 

(Giordano et al., 2016; Hauptmann & Steger, 2013; Jeske & Shultz, 2022; Wolf et al., 2014). Key 

benefits include heightened visibility, improved employer branding, and enhanced communication. 

These positive outcomes collectively contribute to establishing a favorable organizational image, 

attracting top-tier talent, and cultivating a vibrant work environment (Hosain, 2023a).  

The emergence of social media has reshaped how organizations approach communication strategies. 

The immediacy and accessibility offered by social platforms facilitate real-time communication, 

dismantling hierarchical barriers and fostering transparent exchanges between employees and 

management (Langer, 2014). Nevertheless, the incorporation of social media into Human Resource 

Management (HRM) comes with its share of challenges. Issues such as privacy concerns, information 

overload, and the risk of misinformation present significant hurdles. It is crucial to address these 

challenges effectively in order to fully leverage the potential of social media in HRM (Hosain, 2023a). 

The gathering and utilization of personal data from social media for HR purposes give rise to ethical 

considerations. Privacy concerns linked to social media in HRM underscore the necessity for ethical 

guidelines and robust data protection measures (John C Henry, 2020).  

The wealth of information on social media platforms can result in information overload. There is a 

need for effective filtering mechanisms to ensure that HR professionals can extract pertinent insights 

without being inundated by the sheer volume of data (Hosain, 2023a). Recognizing the challenges, HR 

professionals are actively exploring strategies to adeptly handle social media. These strategic 

approaches involve the formulation of explicit social media policies, the implementation of employee 

training programs, and the utilization of analytics to gauge the impact of social media initiatives (Baird 

& Parasnis, 2011). Successful integration necessitates aligning social media practices with 
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organizational HR policies. When social media is seamlessly integrated into existing HR frameworks, 

it ensures a harmonious and effective utilization of these platforms (Dessler, 2008).  

Positive employer brand is a pivotal result of adept social media utilization in HRM. The 

introduction of social media analytics has equipped HR professionals with valuable insights into 

employee sentiments, recruitment efficacy, and the overall health of the organization. The strategic use 

of analytics serves as a decision-making tool in HRM (Herzig et al., 2016; Njoni & Kibe, 2016; Sills, 

2014). Companies can utilize social platforms to establish and uphold a robust employer brand, 

consequently drawing in top talent and retaining skilled employees (Bondarouk & Olivas-Luján, 2013). 

Employee advocacy programs, facilitated through social media, are gaining prominence. Organizations 

can empower their employees to become brand ambassadors, thus amplifying the reach of recruitment 

campaigns and positively influencing public perception (Šontaitė-Petkevičienė & Vaščėgaitė, 2022).  

The immediate nature of social media requires proactive crisis management strategies. HR 

professionals can leverage social platforms to address crises swiftly, uphold transparency, and mitigate 

reputational damage (Saroj & Pal, 2020). The interactive nature of social media allows for real-time 

feedback from employees. It underscores the importance of nurturing an open feedback culture through 

social channels, facilitating continuous improvement in HR practices (Tirtoprodjo & Sfenrianto, 2023). 

Differences in social media use across generations have an impact on HRM strategies. Organizations 

can adapt their social media approaches to align with diverse generational preferences, ensuring 

inclusivity in HR practices (Bondarouk et al., 2014).  

Social media provides a dynamic platform for training and development initiatives. Integrating 

microlearning modules and skill development programs on social platforms enhances employee growth 

and adaptability (Bondarouk et al., 2014). The global nature of workforce dynamics emphasizes the 

importance of considering cross-cultural factors in utilizing social media for HRM. Organizations must 

navigate cultural nuances to ensure that their social media initiatives are both culturally sensitive and 

effective on a global scale (Bondarouk et al., 2014). Employee advocacy programs, facilitated through 

social media, are becoming increasingly prominent. Organizations have the opportunity to empower 

their employees to serve as brand ambassadors, thereby amplifying the reach of recruitment campaigns 

and fostering a positive impact on public perception (Lee & Kim, 2021).  

In conclusion, the literature on the impact of social media on HRM reveals a dynamic landscape 

marked by opportunities and challenges. This literature review seeks to provide a comprehensive 

understanding of the evolving relationship between social media and HRM, drawing on a range of 

studies, industry reports, and case analyses. The review is structured to cover various aspects of the 

topic, including recruitment, employee engagement, organizational communication, benefits, 

challenges, and strategic approaches. 

3. Method of Research 

This literature review is designed to comprehensively explore the current scholarly research landscape 

regarding the integration of social media into HRM. This research conducts a systematic and 

methodically structured process to discern, evaluate, and amalgamate extant scholarly research on a 

specific subject. The primary intent of this review is to furnish a comprehensive and impartial synthesis 

delineating the prevailing state of knowledge within the confines of a distinct academic domain. The 

primary objectives encompass examining existing studies to discern prevalent themes, trends, and 

patterns, as well as evaluating the methodologies employed. Through synthesizing these insights, the 

goal is to provide valuable guidance for HRM practitioners and influence the trajectory of future 

research initiatives.  

Over the past decade (2013-2023), the review will consider peer-reviewed articles, conference 

proceedings, and scholarly books, with a specific focus on English-language studies. The emphasis lies 

on research directly addressing the impact of social media on various HRM facets, including recruitment, 

employee engagement, organizational communication, benefits, challenges, and strategies.  
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To systematically gather relevant literature, a thorough search will be conducted using academic 

databases from Mendeley library. Utilizing keywords such as "social media," "Human Resource 

Management," "recruitment," "employee engagement," "organizational communication," "benefits," 

"challenges," and "strategies," along with Boolean operators (AND, OR), will refine the search to 

capture the interdisciplinary nature of the topic.  

The references obtained from the search will be meticulously organized and managed using 

Mendeley, a robust citation management tool. The data collection process will involve screening both 

abstracts and full-text articles, with a keen focus on their relevance to the specified research objectives. 

Stringent measures, including the removal of duplicate references, will be undertaken to ensure the 

uniqueness and integrity of the sourced materials. The screening process for articles will adhere to well-

defined inclusion and exclusion criteria. Initially, abstracts will undergo review, followed by a 

meticulous assessment of full-text articles to determine their suitability for inclusion in the literature 

review. A comprehensive record of excluded studies, along with reasons for exclusion, will be 

systematically maintained.  

Information gleaned from the selected studies will be methodically extracted using a standardized 

data extraction form. This form will capture crucial data points, including author(s), publication year, 

research methods, key findings, limitations, and the theoretical frameworks employed. The synthesis of 

data will involve the systematic organization of extracted information to identify common themes, 

trends, and patterns. The analysis will center on comparing methodologies, results, and conclusions 

across studies, while also critically evaluating any discrepancies or gaps in existing research.  

Each selected study's quality will be assessed based on established criteria such as research design, 

sample size, theoretical foundation, and the credibility of sources. This evaluation will contribute to 

determining the overall reliability and validity of the literature review. To enhance understanding, a 

conceptual framework will be developed to synthesize key findings and illustrate the relationships 

between social media usage and various aspects of HRM. This framework will serve as a visual 

representation of the synthesized knowledge, providing a structured overview of the literature's insights.  

Finally, the literature review will be documented in a comprehensive report following academic 

writing standards. The report will include a synthesis of existing knowledge, discussion of key 

contributions, and implications for HRM practice and future research. 

The research questions are: 

1. How does the widespread integration of social media in HRM transform organizational dynamics, 

specifically in recruitment, employee engagement, and organizational communication?  

2. What are the tangible benefits and conveniences for companies managing customer relationships 

through social media, and how does it contribute to prompt problem-solving and heightened 

customer satisfaction?  

3. To what extent do employers use social networking sites to assess job candidates, and how does the 

content on social media impact hiring decisions?  

4. What role do social media channels play in customer service management, and how do organizations 

effectively balance positive impacts with potential drawbacks, considering both positive and 

negative consequences? 

4. Result and Discussion 

4.1. Factors to Consider in Adopting Social media Channels 

When adopting social media channels for customer service management, businesses need to consider 

several key factors to ensure successful implementation. These factors include platform suitability, 

integration with existing channels, resource allocation and staffing, training and skill development, 

privacy and security concerns, and metrics for measuring success. Each factor plays a crucial role in 

shaping the effectiveness and efficiency of social media customer service initiatives. This research finds 

six factors need to consider in adopting social media into HRM sector. 
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1. Platform Suitability 

When embarking on the integration of social media channels for customer service management, 

organizations are confronted with a multifaceted decision-making process contingent upon several key 

considerations. One such imperative is the assessment of platform suitability, recognizing the distinct 

features and capabilities inherent in various social media platforms. This evaluative process necessitates 

an alignment with the preferences and behaviors of the target audience, such alignment is pivotal for 

cultivating customer satisfaction through optimal platform selection based on functionalities and user 

experiences (Jeske & Shultz, 2022). 

2. Integration with Existing Channels 

In tandem, the critical facet of integration with existing channels emerges as a cornerstone in the 

seamless incorporation of social media platforms into an organization's extant customer service 

infrastructure. The consistency in messaging and branding across diverse channels accentuates the 

necessity of integrating social media within the broader customer service strategy. This strategic 

integration ensures a cohesive and unified customer experience across various touchpoints, regardless 

of the communication channel employed (Hosain, 2023b). 

3. Channel Selection 

Furthermore, the strategic selection of social media channels demands meticulous consideration of 

factors such as target audience demographics, user preferences, and specific functionalities offered by 

each platform. The significance of aligning platform choices with customer expectations and business 

objectives. This alignment positively influences customer satisfaction and enhances the overall 

customer experience, emphasizing the importance of selecting platforms that resonate with brand 

objectives and target audience needs (Hosain, 2023b; Hosain & Liu, 2020b). 

4. Training and Skill Development 

In addition to the channel-centric considerations, training and skill development constitute pivotal 

components of a successful foray into social media for customer service. The comprehensive training 

programs addressing social media etiquette, platform-specific features, effective communication 

techniques, and crisis management. Such investments empower customer service teams to proficiently 

handle inquiries, complaints, and feedback on social media platforms, thereby elevating the overall 

customer experience (Kluemper et al., 2016). 

5. Privacy and Security Concerns 

Addressing the burgeoning concerns surrounding privacy and security emerges as a critical 

dimension in the integration of social media for customer service management. The need for 

organizations to implement robust security measures, comply with privacy regulations, and establish 

clear policies regarding customer data protection. These measures are indispensable in building 

customer trust and mitigating potential risks associated with handling customer data on public platforms 

(Ruparel et al., 2020). 

6. Metrics and Measurement Frameworks 

Concluding the strategic considerations, the establishment of metrics and measurement frameworks 

is imperative to assess the efficacy and impact of social media customer service initiatives. Gupta and 

Singh (2019) advocate for the definition of specific goals and key performance indicators (KPIs) aligned 

with business objectives, encompassing response time, customer satisfaction ratings, engagement rates, 

and sentiment analysis. Regular tracking and analysis of these metrics empower organizations to gauge 

their performance, identify areas for improvement, and optimize their social media customer service 

strategies in an iterative fashion (Hosain, 2023b). 

4.2. Strategies for Effective Social media Customer Service 

In the ever-evolving landscape of customer service management, the adoption of social media channels 

has become pivotal for businesses aiming to engage effectively with their audience. To ensure the 

successful implementation of social media customer service initiatives, organizations must navigate a 
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multifaceted landscape. This involves careful consideration of several key factors that collectively shape 

the effectiveness and efficiency of their strategies. From evaluating platform suitability and channel 

selection to integrating with existing channels, providing comprehensive training, addressing privacy 

and security concerns, and defining metrics for success, each element plays a crucial role in crafting a 

seamless and impactful social media customer service approach. Let's delve into these essential 

considerations to understand how businesses can harness the power of social media to enhance their 

customer service endeavors. This research conducts four key points strategies (Abhirami, 2023). 

 

Table 1. The key points of the research 

Theme Key Points 

Reaching a Broader 

Audience 

Integration enhances engagement and loyalty. - Strategic approach outlines goals, 

tactics, and metrics. - Timely responses on social media lead to increased satisfaction 

and loyalty. 

Improved Response 

Times 

Integration meets evolving customer expectations. - Effective social media use is 

essential for customer service. - Limited page customization on social media. - Same-

day response expectations influence satisfaction and loyalty. 

Enhanced Brand 

Reputation 

Social media customer service drives satisfaction, loyalty, and advocacy. - Social 

media facilitates easy customer contact and interaction. - Strategic approach fosters 

communication and brand connection. - Timely responses contribute to brand 

recommendation and growth. 

Customer-Centric 

Approach 

Active listening on social media enhances products and services. - Taking action 

based on feedback provides a competitive advantage. 

 

Integrating social media into a customer service strategy allows companies to tap into the power of 

social media platforms to enhance customer engagement, build brand loyalty, and deliver exceptional 

customer service experiences. Social media integration in customer service strategy refers to the 

utilization of social media platforms as a means of communicating and interacting with customers, 

resolving their queries, and addressing their concerns. By integrating social media into their customer 

service strategy, companies can meet evolving customer expectations and provide exceptional support 

across various touchpoints. Effective social media customer service can lead to increased customer 

satisfaction, loyalty, and advocacy, ultimately driving sustainable growth for businesses. 

4.3. Practice and Recommendation 

In the dynamic landscape of contemporary customer service, the integration of social media platforms 

has become a paramount strategy for businesses aiming to connect with their audience in real-time. 

However, the effectiveness of social media customer service hinges on the meticulous implementation 

of best practices and strategic considerations. This academic discourse delves into a comprehensive set 

of guidelines and recommendations, offering businesses a roadmap to navigate the complexities of 

social media customer service successfully. From establishing clear guidelines and policies to building 

dedicated teams, continual monitoring, and balancing automation with the human touch, these practices 

are pivotal for organizations seeking not only to meet customer expectations but also to cultivate lasting 

relationships and brand loyalty. As we embark on this exploration, each facet underscores its unique 

significance in shaping the landscape of effective social media customer service, providing insights 

crucial for businesses striving to excel in the digital customer service domain. There are five 

recommendations for best practices in terms of adoption of social media in HRM. 

1. Establishing Clear Guidelines and Policies 

A cornerstone of effective social media customer service involves the establishment of clear 

guidelines and policies. These frameworks provide a foundation for consistent and impactful 

interactions, guiding customer service teams in matters such as tone, response time, and information 
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sharing. Clear guidelines also ensure compliance with company values, legal requirements, and privacy 

regulations, maintaining professionalism and brand reputation (Hosain, 2023b, 2023a). 

2. Building a Dedicated Social Media Customer Service Team 

The formation of a specialized social media customer service team is deemed essential for the 

effective management of customer interactions on social media platforms. This team, comprised of 

individuals with expertise in social media platforms, customer service skills, and a profound 

understanding of the organization's products or services, ensures prompt and efficient responses, 

consistent branding, and effective customer engagement (Ruparel et al., 2020). 

3. Continual Monitoring and Adaptation 

An indispensable aspect of successful social media customer service involves continual monitoring 

and adaptation. This necessitates a vigilant and responsive approach to customer feedback and changing 

trends. By identifying emerging issues and adapting strategies accordingly, organizations can stay ahead 

of the curve and maintain the effectiveness of their social media customer service initiatives (Jeske & 

Shultz, 2022; Ruparel et al., 2020). 

4. Encouraging Customer Feedback and Engagement 

Vital to effective social media customer service is the encouragement of customer feedback and 

engagement. Actively soliciting feedback, responding to inquiries, and engaging in conversations 

demonstrate a commitment to addressing customer needs. This proactive approach fosters a positive 

customer experience, contributing to increased customer satisfaction and loyalty (Nayak et al., 2020). 

5. Balancing Automation and the Human Touch 

Striking the right balance between automation and the human touch is identified as crucial in social 

media customer service. While automation enhances response times and streamlines processes, it should 

be complemented by human interaction to handle complex inquiries and convey genuine empathy. 

Leveraging automation for routine tasks and utilizing human agents for personalized interactions 

ensures efficient and empathetic social media customer service, ultimately enhancing customer 

satisfaction and loyalty (Gikopoulos, 2019). 

The realm of social media customer service demands a nuanced approach that incorporates a set of 

carefully considered best practices. As organizations navigate this dynamic landscape, the 

establishment of clear guidelines and policies emerges as a foundational pillar, ensuring consistency, 

professionalism, and alignment with regulatory standards. The creation of dedicated social media 

customer service teams stands as an indispensable strategy, fostering expertise, prompt responses, and 

enhanced customer satisfaction. Continual monitoring and adaptation further underscore the need for 

organizations to stay agile, responsive to evolving customer feedback, and adaptable to emerging trends. 

Encouraging customer feedback and engagement is not merely a practice but a vital philosophy, 

empowering customers and fortifying relationships. Finally, the delicate balance between automation 

and the human touch is imperative, as it allows for efficient processes while preserving the personalized 

and empathetic aspects of customer interactions. By weaving these five key elements into the fabric of 

their social media customer service strategies, businesses can not only meet but exceed customer 

expectations, establishing enduring relationships and fostering brand loyalty in the ever-evolving 

landscape of digital customer service. 

4.4. Future Trends and Opportunities 

In the ever-evolving landscape of customer service, the integration of social media presents a multitude 

of opportunities for organizations to redefine their approach and forge lasting connections with 

consumers. This exploration delves into six key opportunities that emerge from strategic best practices 

in social media customer service. From establishing clear guidelines and policies to building specialized 

teams, continual monitoring, encouraging engagement, finding the right balance between automation 

and human touch, and anticipating evolving needs, businesses are presented with a roadmap to not only 

meet current customer expectations but also to thrive in the future digital ecosystem. As we navigate 
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this discourse, each opportunity underscores its unique potential, offering organizations a blueprint to 

not just adapt but flourish in the dynamic realm of social media-driven customer service. Some future 

possible opportunities of integration of social media into HRM are follows (Hosain, 2023b; Hosain & 

Liu, 2020b; Ruparel et al., 2020). 

1. Trust and Values Alignment 

Clear guidelines and policies in social media customer service create an opportunity for 

organizations to establish themselves as trustworthy and values-driven entities. Ethical and compliant 

interactions become a cornerstone for building consumer trust, fostering a positive brand image for the 

future. 

2. Expertise and Personalization 

Building dedicated social media customer service teams presents an opportunity for organizations 

to cultivate expertise. This specialization enables the delivery of highly personalized and efficient 

responses, enhancing overall customer satisfaction and fostering lasting loyalty. 

3. Agility and Proactive Adaptation 

Continual monitoring and adaptation provide an ongoing opportunity for businesses to stay attuned 

to customer preferences, emerging issues, and evolving trends. This agility positions organizations to 

proactively address challenges, refine strategies, and maintain relevance in the ever-changing digital 

landscape. 

4. Community Building and Co-Creation 

Encouraging customer feedback and engagement goes beyond a mere practice; it presents an 

opportunity for businesses to foster a sense of community and co-creation. This collaborative approach 

enables organizations to glean valuable insights, refine offerings, and strengthen customer relationships 

for sustained success. 

5. Efficiency Through Automation 

The delicate balance between automation and the human touch offers a future opportunity for 

organizations to embrace technological advancements. Leveraging automation for routine tasks allows 

businesses to streamline processes, improving efficiency and freeing up resources for more meaningful 

and personalized interactions. 

In conclusion, the future of customer service on social media is teeming with strategic opportunities 

that organizations can harness to redefine their engagement with consumers. The establishment of clear 

guidelines and policies positions businesses to build trust and align with values, fostering a positive 

brand image. Building specialized teams not only enhances expertise but also facilitates personalized 

interactions, laying the groundwork for sustained customer satisfaction and loyalty. Continual 

monitoring and adaptation provide the agility necessary for businesses to proactively address challenges, 

ensuring they remain attuned to evolving customer preferences. Encouraging customer feedback and 

engagement transcends mere practice, evolving into a platform for community building and co-creation, 

fortifying relationships and providing valuable insights. The delicate balance between automation and 

the human touch not only streamlines processes for efficiency but also opens avenues for more 

meaningful and personalized interactions. As businesses navigate the dynamic landscape of social 

media customer service, these opportunities, when strategically embraced, not only position 

organizations as leaders in the digital sphere but also ensure they are well-equipped to anticipate and 

meet the evolving needs of their customer base. 

4.5. Challenges of Social Media Adoption for HRM 

While incorporating social media into Human Resource Management (HRM) can bring numerous 

benefits, it also comes with its set of challenges. Understanding and addressing these challenges is 

crucial for a successful integration. Here are some common challenges and suggestions on how to 

navigate them (Hosain, 2023a; Poba-Nzaou et al., 2016; Ruparel et al., 2020): 
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Table 2. Several challenges may happen in the future 

Theme Key Points 

Privacy Concerns 

- Employee privacy concerns on social media.  

- Solutions: clear communication, privacy regulation compliance, transparent 

policies, and options for information visibility control. 

Maintaining 

Professionalism 

- Balancing social media's informality with HR professionalism.  

- Solutions: clear guidelines on tone and content, and training for a professional 

online presence. 

Information Overload 

- HR professionals facing information overload on social media. 

- Solutions: tools to filter and prioritize information, and use of social media 

analytics for efficient insights. 

Security Risks 

- Security risks on social media platforms and potential data breaches.  

- Solutions: robust security measures, employee education on secure practices, 

and use of secure platforms for sensitive HR communications. 

Time Management 

- Time-consuming HR tasks on social media.  

- Solutions: clear strategy and schedule development, use of automation tools 

for routine tasks, and allocation of dedicated resources when needed. 

Negative Feedback 

- Negative feedback impacting employer brand on social media.  

- Solutions: plan for handling negative feedback, prompt and professional 

responses, and focus on building a positive online reputation through proactive 

engagement. 

Legal and Compliance 

Issues 

- Navigating legal and compliance issues, including potential discrimination on 

social media.  

- Solutions: staying informed about laws, developing comprehensive social 

media policies, and providing regular training on compliance issues. 

Employee Resistance 

- Employee resistance to social media use in HR processes.  

- Solutions: clear communication of benefits, addressing concerns, and 

providing training on effective use. Encouragement of a culture of openness 

and collaboration. 

Technological 

Changes 

- Rapid changes in social media technologies requiring continuous adaptation.  

- Solutions: staying informed about advancements, regularly updating HR 

strategies, and ensuring HR professionals are proficient in using the latest 

tools. 

Integration with 

Existing Systems 

- Challenges in integrating social media tools with existing HR systems and 

processes.  

- Solutions: investment in tools with seamless integration, thorough testing 

before implementation, and addressing integration challenges. 

By acknowledging and proactively addressing these challenges, organizations can optimize the 

integration of social media into HRM, fostering a positive and effective digital work environment. 

Regular assessment and adaptation of strategies will be essential to stay ahead of evolving challenges 

in this dynamic landscape. 

5. Conclusion 

In conclusion, this literature review synthesizes the current understanding of the interplay between 

social media and human resource management. Recent research affirms that social platforms play a 

crucial role in recruitment, employer branding, and engagement. Nevertheless, fully harnessing the 

benefits of social media in HR practices necessitates overcoming challenges related to consistency, data 

utilization, and measuring impact. As research in this area expands, there is a need for empirical studies 

rooted in comprehensive theoretical frameworks to offer practical insights. Looking ahead, delving into 

cultural intricacies and outliers will be essential for advancing both knowledge and practices in the 
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realm of social technology-driven human resource management. 

References 

Abdussamad, Z., Tweneboah Agyei, I., Sipahi Döngül, E., Abdussamad, J., Raj, R., & Effendy, F. 
(2022). Impact of Internet of Things (IOT) on Human Resource Management: A review. Materials 
Today: Proceedings, 56. https://doi.org/10.1016/j.matpr.2021.11.247 

Abhirami. (2023, May 24). How Can Social Media Integration Help Provide Better Customer Service? 
C-Zentrix. 

Alkhateeb, M., & Abdalla, R. (2020). Innovations in Human Resource Management: Impact of Social 
Media Use on Employees’ Performance. Marketing and Management of Innovations, 2. 
https://doi.org/10.21272/mmi.2020.2-10 

Arjomandy, D. (2016). Social media integration in electronic human resource management: 
Development of a social eHRM framework. Canadian Journal of Administrative Sciences, 33(2). 
https://doi.org/10.1002/cjas.1380 

Babaie, M., Danaie, A., & Faezi Razi, F. (2022). Social Media and Human Resource Management 
Approach: The Transformation Model Design. International Journal of Digital Content Management 
(IJDCM) |, 3(5). 

Baccarella, C. V., Wagner, T. F., Kietzmann, J. H., & McCarthy, I. P. (2018). Social media? It’s serious! 
Understanding the dark side of social media. European Management Journal, 36(4). 
https://doi.org/10.1016/j.emj.2018.07.002 

Badenes-Rocha, A., Ruiz-Mafé, C., & Bigné, E. (2019). Engaging customers through user-and 
company-generated content on CSR. Spanish Journal of Marketing - ESIC, 23(3). 
https://doi.org/10.1108/SJME-09-2018-0043 

Bagheri Rad, M., Valmohammadi, C., & Shayan, A. (2020). An Empirical Investigation of the Factors 
Affecting the Use of Social Networks in Human Resources Recruitment. International Journal of 
Public Administration, 43(6). https://doi.org/10.1080/01900692.2019.1636396 

Baird, C. H., & Parasnis, G. (2011). From social media to social customer relationship management. 
Strategy and Leadership, 39(5). https://doi.org/10.1108/10878571111161507 

Bányai, E. (2016). The integration of social media into corporate processes. Society and Economy, 38(2). 
https://doi.org/10.1556/204.2016.38.2.6 

Boitmane, I., & Voroncuka, I. (2019). THE ROLE AND TENDENCIES OF DEVELOPMENT OF 
THE SOCIAL MEDIA IN HUMAN RESOURCES MANAGEMENT. New Challenges of Economics 
& Business Development. 

Bondarouk, T., & Olivas-Luján, M. R. (2013). Social media and human resource management: It takes 
two to tango. In Advanced Series in Management (Vol. 12). https://doi.org/10.1108/S1877-
6361(2013)0000012004 

Bondarouk, T., Ruël, H., Axinia, E., & Arama, R. (2014). Social Media in Human Resources 
Management Article information : In Social Media in Human Resources Management. 

Brezoiu, G.-A. (2014). How Social Media Recruitment Influences Organizational Social Responsibility. 
Economia: Seria Management, 17(1). 

Career Builder. (2018). More Than Half of Employers Have Found Content on Social Media That 
Caused Them NOT to Hire a Candidate, According to Recent CareerBuilder Survey - Aug 9, 2018. 

https://doi.org/10.21272/mmi.2020.2-10
https://doi.org/10.1002/cjas.1380
https://doi.org/10.1016/j.emj.2018.07.002
https://doi.org/10.1108/SJME-09-2018-0043
https://doi.org/10.1080/01900692.2019.1636396
https://doi.org/10.1108/10878571111161507
https://doi.org/10.1556/204.2016.38.2.6
https://doi.org/10.1108/S1877-6361(2013)0000012004
https://doi.org/10.1108/S1877-6361(2013)0000012004


Wijayanto et al., Journal of System and Management Sciences, Vol. 14 (2024) No. 8, pp. 84-98 

95 

 

https://press.careerbuilder.com/2018-08-09-More-Than-Half-of-Employers-Have-Found-Content-on-
Social-Media-That-Caused-Them-NOT-to-Hire-a-Candidate-According-to-Recent-CareerBuilder-
Survey 

Constantinides, E. (2014). ScienceDirect ICSIM Foundations of Social Media Marketing. Procedia -
Social and Behavioral Sciences, 148. 

Corral de Zubielqui, G., Fryges, H., & Jones, J. (2019). Social media, open innovation & HRM: 
Implications for performance. Technological Forecasting and Social Change, 144. 
https://doi.org/10.1016/j.techfore.2017.07.014 

Dessler, G. (2008). Human Resource Management.11th Edition. New Jersey:Pearson Education. 

Dhayalan, V., & Maran, K. (2014). HUMAN RESOURCE MANAGEMENT AND SOCIAL MEDIA: 
A CONCEPTUAL RELATIONSHIP. International Journal of Logistics & Supply Chain Management 
Perspectives, 3(1). 

El Ouirdi, M., El Ouirdi, A., Segers, J., & Pais, I. (2016). Technology adoption in employee recruitment: 
The case of social media in Central and Eastern Europe. Computers in Human Behavior, 57. 
https://doi.org/10.1016/j.chb.2015.12.043 

Frasquet, M., Ieva, M., & Ziliani, C. (2021). Complaint behaviour in multichannel retailing: a cross-
stage approach. International Journal of Retail and Distribution Management, 49(12). 
https://doi.org/10.1108/IJRDM-03-2020-0089 

Gabbianelli, L., & Pencarelli, T. (2020). Exploring some marketing practices in management consulting 
firms: evidence from small service firms in Italy. TQM Journal. https://doi.org/10.1108/TQM-12-2019-
0308 

Gikopoulos, J. (2019). Alongside, not against: balancing man with machine in the HR function. 
Strategic HR Review, 18(2). https://doi.org/10.1108/shr-12-2018-0103 

Giordano, M. C., Manuti, A., & de Palma, P. D. (2016). Human capital reloaded: The use of social 
media in human resource management. In The Social Organization: Managing Human Capital Through 
Social Media. https://doi.org/10.1057/9781137585356.0006 

Grover, P., Kar, A. K., & Dwivedi, Y. (2022). The evolution of social media influence - A literature 
review and research agenda. International Journal of Information Management Data Insights, 2(2). 
https://doi.org/10.1016/j.jjimei.2022.100116 

Gunarathne, P., Rui, H., & Seidmann, A. (2018). When social media delivers customer service: 
Differential customer treatment in the airline industry. MIS Quarterly: Management Information 
Systems, 42(2). https://doi.org/10.25300/MISQ/2018/14290 

Hajli, N. (2015). Social commerce constructs and consumer’s intention to buy. International Journal 
of Information Management, 35(2). https://doi.org/10.1016/j.ijinfomgt.2014.12.005 

Hartline, J., Mirrokni, V. S., & Sundararajan, M. (2008). Optimal marketing strategies over social 
networks. Proceeding of the 17th International Conference on World Wide Web 2008, WWW’08. 
https://doi.org/10.1145/1367497.1367524 

Hauptmann, S., & Steger, T. (2013). “A Brave New (Digital) World”? Effects of in-House Social Media 
on HRM. German Journal of Human Resource Management: Zeitschrift Für Personalforschung, 27(1). 
https://doi.org/10.1177/239700221302700104 

Herzig, J., Feigenblat, G., Shmueli-Scheuer, M., Konopnicki, D., & Rafaeli, A. (2016). Predicting 
customer satisfaction in customer support conversations in social media using affective features. UMAP 

https://press.careerbuilder.com/2018-08-09-More-Than-Half-of-Employers-Have-Found-Content-on-Social-Media-That-Caused-Them-NOT-to-Hire-a-Candidate-According-to-Recent-CareerBuilder-Survey
https://press.careerbuilder.com/2018-08-09-More-Than-Half-of-Employers-Have-Found-Content-on-Social-Media-That-Caused-Them-NOT-to-Hire-a-Candidate-According-to-Recent-CareerBuilder-Survey
https://press.careerbuilder.com/2018-08-09-More-Than-Half-of-Employers-Have-Found-Content-on-Social-Media-That-Caused-Them-NOT-to-Hire-a-Candidate-According-to-Recent-CareerBuilder-Survey
https://doi.org/10.1016/j.techfore.2017.07.014
https://doi.org/10.1016/j.chb.2015.12.043
https://doi.org/10.1108/IJRDM-03-2020-0089
https://doi.org/10.1108/TQM-12-2019-0308
https://doi.org/10.1108/TQM-12-2019-0308
https://doi.org/10.1108/shr-12-2018-0103
https://doi.org/10.1057/9781137585356.0006
https://doi.org/10.1016/j.jjimei.2022.100116
https://doi.org/10.25300/MISQ/2018/14290
https://doi.org/10.1016/j.ijinfomgt.2014.12.005
https://doi.org/10.1145/1367497.1367524
https://doi.org/10.1177/239700221302700104


Wijayanto et al., Journal of System and Management Sciences, Vol. 14 (2024) No. 8, pp. 84-98 

96 

 

2016 - Proceedings of the 2016 Conference on User Modeling Adaptation and Personalization. 
https://doi.org/10.1145/2930238.2930285 

Holland, P., Cooper, B. K., & Hecker, R. (2016). Use of social media at work: a new form of employee 
voice? International Journal of Human Resource Management, 27(21). 
https://doi.org/10.1080/09585192.2016.1227867 

Hosain, M. S. (2023a). Integration of social media into HRM practices: a bibliometric overview. In 
PSU Research Review (Vol. 7, Issue 1). https://doi.org/10.1108/PRR-12-2020-0039 

Hosain, M. S. (2023b). Integration of social media into HRM practices: a bibliometric overview. In 
PSU Research Review (Vol. 7, Issue 1). https://doi.org/10.1108/PRR-12-2020-0039 

Hosain, M. S., & Liu, P. (2020a). The Role of Social Media on Talent Search and Acquisition: Evidence 
from Contemporary Literature. Journal of Intercultural Management, 12(1). 
https://doi.org/10.2478/joim-2020-0034 

Hosain, M. S., & Liu, P. (2020b). The Role of Social Media on Talent Search and Acquisition: Evidence 
from Contemporary Literature. Journal of Intercultural Management, 12(1). 
https://doi.org/10.2478/joim-2020-0034 

Hruska, J., & Maresova, P. (2020). Use of social media platforms among adults in the United States—
Behavior on social media. Societies, 10(1). https://doi.org/10.3390/soc10010027 

Hysa, B., Mularczyk, A., & Zdonek, I. (2015). Social media--the challenges and the future direction of 
the recruitment process in HRM area. Studia Ekonomiczne, 234. 

Isenhour, L. C., Johnson, A. F., Murphy, S., Roberto, K., Schmidt, G. B., Zhang, L., Arnold, J. D., 
Fisher, P., Johnson, A. F., Keeping, L. M., Lievens, F., Lukaszewski, K., O’Connor, K. W., Roberto, 
K., & Van Iddekinge, C. (2019). The Use and Collection of Social Media Information and Its Impact 
on Human Resource Management. Academy of Management Proceedings, 2019(1). 
https://doi.org/10.5465/ambpp.2019.13422symposium 

Jeske, D., & Shultz, K. S. (2022). Human Resource Management and the Rise of Social Media. In The 
Emerald Handbook of Work, Workplaces and Disruptive Issues in HRM. https://doi.org/10.1108/978-
1-80071-779-420221048 

John C Henry. (2020). Management Ethics: How Social Media Affects Employees’ Privacy and 
Organizational Climate? (K. Sharon, Ed.). Northcentral University. 

Kluemper, D. H., Mitra, A., & Wang, S. (2016). Social media use in HRM. In Research in Personnel 
and Human Resources Management (Vol. 34). https://doi.org/10.1108/S0742-730120160000034011 

Langer, E. (2014). What’s Trending? Social Media and its Effects on Organizational Communication. 
In Journal of Undergraduate Research XVII. 

Lassila, E., Heikka, E.-L., & Nätti, S. (2023). Supporting value co-creation through interaction during 
the pre-purchase customer journey: empirical evidence from B2B HR services. Journal of Business & 
Industrial Marketing, 38(13). https://doi.org/10.1108/jbim-12-2021-0552 

Lee, Y., & Kim, K. H. (2021). Enhancing employee advocacy on social media: the value of internal 
relationship management approach. Corporate Communications, 26(2). https://doi.org/10.1108/CCIJ-
05-2020-0088 

Linacre, S. (2017). Facebook, Twitter and the future of HR. In Human Resource Management 
International Digest (Vol. 25, Issue 1). https://doi.org/10.1108/HRMID-10-2016-0147 

 

https://doi.org/10.1145/2930238.2930285
https://doi.org/10.1080/09585192.2016.1227867
https://doi.org/10.1108/PRR-12-2020-0039
https://doi.org/10.1108/PRR-12-2020-0039
https://doi.org/10.2478/joim-2020-0034
https://doi.org/10.2478/joim-2020-0034
https://doi.org/10.3390/soc10010027
https://doi.org/10.5465/ambpp.2019.13422symposium
https://doi.org/10.1108/978-1-80071-779-420221048
https://doi.org/10.1108/978-1-80071-779-420221048
https://doi.org/10.1108/S0742-730120160000034011
https://doi.org/10.1108/jbim-12-2021-0552
https://doi.org/10.1108/CCIJ-05-2020-0088
https://doi.org/10.1108/CCIJ-05-2020-0088
https://doi.org/10.1108/HRMID-10-2016-0147


Wijayanto et al., Journal of System and Management Sciences, Vol. 14 (2024) No. 8, pp. 84-98 

97 

 

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing customer 
relationships in the social media era: Introducing the social CRM house. Journal of Interactive 
Marketing, 27(4). https://doi.org/10.1016/j.intmar.2013.09.008 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the promotion mix. 
Business Horizons, 52(4). https://doi.org/10.1016/j.bushor.2009.03.002 

Micu, A., & Geru, M. (2016). Social Media Impact on Human Resources Management Strategies. 
Ovidius University Annals, Economic Sciences Series, XVI(2). 

Middleton, C., Scheepers, R., & Tuunainen, V. K. (2014). When mobile is the norm: Researching 
mobile information systems and mobility as post-adoption phenomena. In European Journal of 
Information Systems (Vol. 23, Issue 5). https://doi.org/10.1057/ejis.2014.21 

Muduli, A., Trivedi, J., & Pingle, S. (2021). Social media recruitment and culture: an empirical study. 
International Journal of Indian Culture and Business Management, 22(3). 
https://doi.org/10.1504/ijicbm.2021.114085 

Nayak, B. C., Nayak, G. K., & Jena, D. (2020). Social recognition and employee engagement: The 
effect of social media in organizations. International Journal of Engineering Business Management, 12. 
https://doi.org/10.1177/1847979020975109 

Njoni, B. M., & Kibe, A. (2016). Social Media Analytics for Human Resource Management using 
Association Rule. International Journal of Advanced Research in Computer Science and Software 
Engineering, 6(10). 

Novac, C., & Ciochina, R. S. (2017). the Impact of the Digital Era on Human Resources Management. 
Social Media As Recruiting Environment for Potential Candidates. Strategica: Shift! Major Challenges 
of Today’S Economy, 2014. 

Peeroo, S., Samy, M., & Jones, B. (2017). Facebook: a blessing or a curse for grocery stores? 
International Journal of Retail and Distribution Management, 45(12). https://doi.org/10.1108/IJRDM-
12-2016-0234 

Poba-Nzaou, P., Lemieux, N., Beaupré, D., & Uwizeyemungu, S. (2016). Critical challenges associated 
with the adoption of social media: A Delphi of a panel of Canadian human resources managers. Journal 
of Business Research, 69(10), 4011–4019. https://doi.org/10.1016/j.jbusres.2016.06.006 

Ramson-Herzing, C. (2015). THE USE OF SOCIAL MEDIA WITHIN ORGANIZATIONS TO THE USE 
OF SOCIAL MEDIA WITHIN ORGANIZATIONS TO FOSTER CONNECTIONS, COLLABORATION, 
AND KNOWLEDGE FOSTER CONNECTIONS, COLLABORATION, AND KNOWLEDGE SHARING 
AMONG GEOGRAPHICALLY DISPERSED TEAMS SHARING AMONG GEOGRAPHICALLY 
DISPERSED TEAMS. https://via.library.depaul.edu/cmnt/26 

Ruparel, N., Dhir, A., Tandon, A., Kaur, P., & Islam, J. U. (2020). The influence of online professional 
social media in human resource management: A systematic literature review. Technology in Society, 
63. https://doi.org/10.1016/j.techsoc.2020.101335 

Sahhar, Y., Loohuis, R., & Henseler, J. (2021). Towards a circumplex typology of customer service 
experience management practices: a dyadic perspective. Journal of Service Theory and Practice, 31(3). 
https://doi.org/10.1108/JSTP-06-2020-0118 

Saroj, A., & Pal, S. (2020). Use of social media in crisis management: A survey. In International 
Journal of Disaster Risk Reduction (Vol. 48). https://doi.org/10.1016/j.ijdrr.2020.101584 

Sheth, J. N. (2018). How social media will impact marketing media. In Social Media Marketing: 
Emerging Concepts and Applications. https://doi.org/10.1007/978-981-10-5323-8_1 

https://doi.org/10.1016/j.intmar.2013.09.008
https://doi.org/10.1016/j.bushor.2009.03.002
https://doi.org/10.1057/ejis.2014.21
https://doi.org/10.1504/ijicbm.2021.114085
https://doi.org/10.1177/1847979020975109
https://doi.org/10.1108/IJRDM-12-2016-0234
https://doi.org/10.1108/IJRDM-12-2016-0234
https://doi.org/10.1016/j.jbusres.2016.06.006
https://via.library.depaul.edu/cmnt/26
https://doi.org/10.1016/j.techsoc.2020.101335
https://doi.org/10.1108/JSTP-06-2020-0118
https://doi.org/10.1016/j.ijdrr.2020.101584
https://doi.org/10.1007/978-981-10-5323-8_1


Wijayanto et al., Journal of System and Management Sciences, Vol. 14 (2024) No. 8, pp. 84-98 

98 

 

Sills, M. (2014). E-recruitment : A comparison with traditional recruitment and the influences of social 
media. A Qualitative and Quantitative Review, September. 

Šontaitė-Petkevičienė, M., & Vaščėgaitė, A. (2022). Employees as Brand Ambassadors: A Case Study 
Exploring the Impact of Employees’ Communication on Consumer Behavior. Management of 
Organizations: Systematic Research, 87(1), 135–154. https://doi.org/10.2478/mosr-2022-0008 

Thornthwaite, L. (2016). Chilling times: social media policies, labour law and employment relations. 
Asia Pacific Journal of Human Resources, 54(3). https://doi.org/10.1111/1744-7941.12074 

Tirtoprodjo, F., & Sfenrianto, S. (2023). The Influence of Profile, Connection, and Interaction Factors 
in the Success of Getting a Job Using Linkedin Social Media. Indonesian Interdisciplinary Journal of 
Sharia Economics (IIJSE), 6(3). https://doi.org/10.31538/iijse.v6i3.3386 

Tyagi, A., & Tyagi, R. (2012). Social media: Opportunities and challenges for Human Resource 
management. International Journal of Knowledge-Based Organizations (IJKBO), 2(2). 

Vardarlier, P., & Ozsahin, M. (2021). Digital Transformation of Human Resource Management: Social 
Media’s Performance Effect. International Journal of Innovation and Technology Management, 18(3). 
https://doi.org/10.1142/S021987702150005X 

Watkins, N. (2021). Social Media, Employee Engagement, and Human Resource Management. Journal 
of Education Human Resources, 39(1). https://doi.org/10.3138/jehr-2020-0002 

Wolf, M., Sims, J., & Yang, H. (2014). The Role Of Social Media In Human Resource Management. 
UK Academy for Information Systems Conference Proceedings 2014. 

 

https://doi.org/10.2478/mosr-2022-0008
https://doi.org/10.1111/1744-7941.12074
https://doi.org/10.31538/iijse.v6i3.3386
https://doi.org/10.1142/S021987702150005X
https://doi.org/10.3138/jehr-2020-0002

