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ABSTRACT
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Key  words:  social  media,  social  networking,  employer  image,  recruitment, 
 social recruitment, social recruitment channels. 


Social media is very current topic in today’s society and organisations. In the 
times  of  economic  challenges,  companies  are  looking  for  efficient  ways  to 
resource workforce. In addition, there is competition of competent workforce in 
employment markets. Employer image plays important role in recruitment as 
people seek to organisations they find interesting and have a reputation as a 
good employer. This study concerns the discussion on utilising social media in 
recruitment and employer image in a corporate enterprise. I will find solutions 
how to utilize social media in recruitment, in which channels and methods that 
can  be  done  and  what  these  actions  require  from  a  company  doing  social 



(5)recruitment. I bring up the discussion and challenges that relate to starting to 
 take social media into use in an organization overall and in recruitment. The 
 qualitative material has been gathered with interviews of eighteen persons and 
 the material available about the topic in the enterprise intranet. 


According to the study, social media is seen both as an opportunity to reach 
 large  amount  of  people  quickly  and  cost-efficiently,  but  then  again  it  brings 
 news aspects for controlling the employer image and communication towards 
 the audience. Taking social media into use as part of recruiters and managers 
 daily work requires both finding the right channels and attention to the internal 
 communication culture and resourcing. 


Social recruitment requires a strategy and a proper plan to be able to work in a 
company. There are several social media channels that enable to reach people, 
but they don’t do the social recruitment alone.  
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Hakusanat: sosiaalinen media, sociaalinen verkostoituminen, työnantajakuva, 
 rekrytointi, sosiaalinen rekrytointi, sosiaalisen rekrytoinnin kanavat. 


Sosiaalinen  media  on  erittäin  ajankohtainen  aihe  yhteiskunnassa  sekä 
 yritysmaailmassa.  Haastavien  talousolosuhteiden  vallitessa  yritykset  etsivät 
 tehokkaita tapoja rekrytoida työvoimaa. Lisäksi kilpailu osaavasta työvoimasta 
 on  kiristynyt.  Työnantajakuva  on  tärkeässä  osassa  rekrytointia.  Tutkielma 
 käsittelee  sosiaalisen  median  hyödyntämistä  rekrytoinnissa  sekä 
 työnantajakuvan luomisessa globaalissa suuryrityksessä. Työn tarkoituksena 
 on  löytää  vastauksia  siihen,  miten  sosiaalista  mediaa  voidaan  hyödyntää 
 rekrytoinnissa.  Tuon  esille  kanavia  ja  tapoja,  joilla  sosiaalista  rekrytointia 
 voidaan  tehdä.  Työssä  myös  tuodaan  esille  seikkoja,  joita  yrityksen  täytyy 
 huomioida pystyäkseen aloittamaan järjestelmällisen sosiaalisen rekrytoinnin. 


Työssä  tuodaan  esille  keskustelua  ja  haasteita,  jotka  liittyvät  sosiaalisen 
median  käyttöönottoon  organisaatioissa  ylipäätään  sekä 
rekrytointinäkökulmasta.  Kvalitatiivinen  aineisto  on  kerätty  haastattelemalla 



(7)kahdeksaatoista henkilöä sekä hyödyntämällä yrityksestä saatua materiaalia 
 aiheeseen liittyen.  


Tutkielman mukaan sosiaalinen media nähdään kahtalaisena ilmiönä yrityksen 
 kannalta. Yhtäältä se mahdollistaa tehokkaan rekrytoinnin niin peittävyytensä 
 kuin  kustannustehokkuutensa  suhteen.  Toisaalta  se  haastaa  yrityksen 
 yksisuuntaiset  viestintätavat  sekä  työnantajakuvan  tuottamisen.  Sosiaalisen 
 median  käyttöönotto  vaatii  rekrytoijilta  sekä  esimiehiltä  oikeiden  kanavien 
 löytämisen,  sisäisen  kommunikaatiokulttuurin  muokkaamisen  sosiaaliseen 
 mediaan sopivaksi sekä tarvittavat resurssit. 


Ennen  kaikkea  sosiaalinen  rekrytointi  vaatii  toimiakseen  strategian  ja 
suunnitelman. Sosiaalisen median kanavia on useita, joita voidaan hyödyntää 
rekrytoinnissa, mutta yksin ne eivät riitä. 
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INTRODUCTION 


Social media is a very current topic in today’s society. It touches individuals, 
 companies and institutions. It is a controversial concept (Leino, 2009, 252), but 
 can still be explained as building of services, platforms and networks in online 
 environment (Laine et al., 2012, 32). The interactivity in World Wide Web i.e. 


internet has become a big social, economic and psychological phenomenon 
 (Leino, 2009, 19).  The research of social media is young and new academic 
 material is released all the time. This thesis is about finding solutions in social 
 media  for  resourcing  and  employer  image  building  in  a  global  company  of 
 forestry industry. In addition, the work brings up challenges and requirements 
 that a company faces when planning social recruitment. 


Companies  and  enterprises  are  struggling  due  to  economic  challenges  and 
 decreasing  demand  in  certain  globally,  and  especially  in  areas  of  mature 
 markets, such as Europe. Business processes are expected to be streamlined 
 and  effective.  Companies  have  to  cut  costs  where-ever  they  able  to  do  so. 


Recruitment is a big cost for a company. Nevertheless, recruitment is also very 
 time consuming process.  


At  the  same  time  as  companies  struggle  with  cost  cutting  and  tight  market 
 situation  with  making  business  with  fewer  resources,  they  have  demand  for 
 more skillful talent to be able to respond to their business needs. Companies 
 need  to  find  new  ways  to  reach  talent  in  globalized  economy  fast  and  cost 
 efficiently.  Social media as method for recruitment may act as a solution for 
 these needs (Markkanen, 1999, 67). 


Companies have different strategies and purposes for being present in social 
 media  (Manifesto,  2011).  Some  of  them  have  decided  to  avoid  it  totally. 


Organisations may think it is better to be safe than sorry in social media. The 
communication in social media is different than in traditional media, which are 
commonly known as newspapers, brochures and advertisements (Weinberg & 



(11)Pehlivan,  2011,  277). This  challenges  and  sets  expectations for  companies. 


However, social media offers opportunities to differ and to approach people in 
 a  way  that  can  tell  more  about  it  as  a  company  and  its  people.  These  are 
 elements that attract people and motivate them look for a career there. Social 
 media  has  thus effects  on employer  image and  recruitment  intentions  (ibid., 
 276). 


. 


Both organisations and individuals are interested in social recruitment. Social 
 recruitment  enables  fast  communication  about  the  open  positions  and  the 
 interest of the applicant in applying that position. Elements  such networking, 
 discussion  and  two-way  communication  are  present  in  social  recruitment. 


These elements are somewhat new to companies that still recruit in traditional 
 way. (Laine et al., 2012)  There are fears in organisations what might happen 
 when the communication culture is open (Luukka, 2011, 56). 



1.1 The background of the study 


The  purpose of  this  thesis  is  to  increase  knowledge  on  how  to  utilize  social 
 media  in  resourcing  in  organisations.  Employer  image  as  a  reputation of  an 
 organisation  is  tightly  connected  to  the  likelihood  of  getting  applicants  and 
 talent into companies and is thus researched in this study. It is a way to spread 
 messages  about  the  organisation  as  an  employer.  Social  media  offers 
 possibilities for both recruitment and enhancing employer image. Social media 
 tools are channels offering a possibility to be present and in contact with people 
 in  a  ‘human  way’.  That  way  a  company  can  approach  people  in  a  less 


‘corporate view’ (Weinberg & Pehlivan, 2011, 276) 


There is interest and activities in organisations for using social media. However, 
recruitment in social media is an area that has not been fully recognized by 
companies or they lack a strategy for it. Often this is a resource related issue, 
as there would be need for employees or teams focusing only for social media 



(12)solutions as their daily work. Social media requires attention and continuous 
 presence and this is something companies find challenging (Laine et al., 2009, 
 39). Finding the right kind of talent can be hard, and in addition, the companies 
 use head hunters for filling certain positions, especially for key talents.  Social 
 media enabled recruitment tools could solve or at least help in head hunting 
 and passive recruitment by company’s recruiters. That would significantly cut 
 recruitment costs and increase the social media competence of the recruiters. 



1.2 The research problem and the research questions 


Human Resources function in a case company has used social media solutions 
 in resourcing with LinkedIn and Facebook, but it does not have a systematic 
 way to use social media  among recruiters and hiring managers. In addition, 
 services  for  social  recruitment  with  help  of  third  party  have  been  used.  A 
 company the thesis does not have a social media strategy, but it is present in 
 social  media  via  solutions  as  LinkedIn,  Twitter,  YouTube  and  Facebook. 


Company’s  businesses  and functions  use  social media  channels  in  different 
 ways. The company is interested in wider presence in social media, but does 
 not have systematic tools and plans for it. 


In this study I have main research question and sub questions. The purpose of 
 the sub questions is dig deeper into the main research question.  


 I will find an answer for 


-  How can a company utilize social media in its recruitment? 


In addition I will find solutions for 


- With which actions can it act as a player in social media in terms of attracting 
 potential employees? 


- Which social media channels can the company use as part of resourcing?  



(13)and 


- What  these actions require from companies’ employees such as recruiters 
 and managers in businesses? 


With  sub  question  1  I  will  provide  suggestions  for  the  company  and  its 
 businesses especially for building employer image in social media. Companies’ 


every  action  may  produce  content  in  social  media  and  all  the  content  also 
 produces employer image (Duncan & Moriarty, 1998, 6). The suggestions are 
 presented in chapter 5.1. 


Sub-question  2  will  help  in  suggesting  specific  tools  for  social  recruitment. 


Social  media  consists  of  services,  platforms  and  networks  in  online 
 environment  (Laine  et  al.,  2012,  32).  Thus  specific  channels  need  to  be 
 identified  for  recruitment  from  the  huge  social  media  service  mass.  The 
 suggestions of tools for certain segments and geographical areas are delivered 
 only  for  the  case  company  and  thus  lack  from  the  thesis.  Different  social 
 recruitment tools are presented in chapter 5.2. 


The  final  sub-question  will  identify  the  requirements  in  overall  level  for  the 
 company and for different businesses’ and functions’ employees to be able to 
 use  social  media  in  recruitment  and  building  employer  image.  Social  media 
 challenges  the  traditional  model  of  recruitment  and  thus  leverages 
 requirements  for  recruiting  persons  (Laine  et  al.,  2006,  1516).  This  sub 
 question is gone through in specific in chapter 5.4. 



1.3 The theoretical framework and the concepts of the study 


The theoretical framework supports the study thoroughly. It helps to shape the 
complex nature of social media and social recruitment. Moreover, the topics of 



(14)social recruitment, employer image, social media and recruitment process act 
 as main concepts supporting the work. The topics have shaped the analysis of 
 the data and structure the empirical part of this study. The separate topics have 
 enabled me to un-wrap the entity of documented and gathered research mass 
 into sensible, easy-to follow story. Choosing the certain topics ensures that the 
 researcher focuses on areas in the analysis that are necessary for the work. 


Social  recruitment means  recruitment  in  social  media.  There  are  different 
 channels and opportunities in social media for recruitment purposes. There is 
 interest  for  social  recruitment  in  organisations  (Sosiaalinen  media 
 rekrytoinnissa,  2011).  Social  recruitment  is  considered  to  lower  costs  of  the 
 recruitment  process  (Markkanen,  1999,  67).  It  provides  possibilities  to  find 
 talent in targeted segments in globalised employment markets. 


To succeed as an employer in social media, there is a requirement to be an 
 active player in different networks and to provide information to stakeholders. 


In addition, a company must be helpful, honest and open towards its networks’ 


members (Stone  (1994,  126).  Otherwise,  there  cannot  be  trust  created  in 
 different forums and networks.  


Social media offers opportunities, but it requires a purpose for being present 
 there.  Social media  may  enable  a  company  to  gain  positive  publicity  and to 
 communicate about their brand as an employer in addition to communicating 
 about their business.  


Recruitment is a strategic process and it is one element of management in the 
 company (Markkanen, 1999, 38). Organisations are dependent on workforce 
 and  recruitment  is  an  activity  to  solve  this  dependency  (Vaahtio,  2006,  80). 


Recruitment process is the actual procedure  where an organisation solves 
this  dependency  by  defining,  opening  and filling  a  position.  Different  kind  of 
selection  methods  and  assessments  are  chosen  in  the  selection  phase  for 



(15)candidates.  Those  candidates  are  chosen,  who  suit  for  the  position  and 
 organization the best (Ma & Allen, 2009, 336) 


Social media is used for this study to bring up the specific nature and channels 
 of social recruitment environment. The depiction of social media deepens the 
 understanding of the content and communication style in online environment. 


Social media is an evolving and controversial concept. In spite of that social 
 media  consists  of  basic  elements,  which  are  technology,  user  generated 
 content (UGC) and community where the content is shared (Leino, 2009, 251) 
 Laine et al. (2012, 25) write that social media can be considered as media with 
 networking and discussing with people, not just a publishing platform.  


Social media is different than traditional media. Where traditional media, such 
 as  printed  media  television,  radio,  and  even  web  sites  are  one-way  media, 
 social media redefines the traditional ways of communicating as well as power-
 relations. This means that users, whether they are individuals or organisations, 
 become  equal.  Kietzmann  et  al.  (2011,  242)  write  that  there  has  become  a 
 change in power relations what is comes to marketing and public relations in 
 companies.  With  social  media,  the  power  has  shifted  from  corporate 
 communications to individuals and communities.  


Employer  image  constitutes  of  attributes  that  people  assert  to  certain 
 organizations  (Lemmink  et  al.,  2002,  2).  The  perceptions  exist  for  persons 
 working  in  the  organization  and  people  outside  the  organization. 


Communications function of a company works as a relevant factor for delivering 
 the messages that form the employer image (ibid, 4). Social media offers ways 
 for  communicating  and  producing  employer  image.  The  organization  is 
 perceived more attractive if it communicates in helpful way and uses opinion-
 leaders as the human voice (Weinberg & Pehlivan, 2011, 278). 


However,  social  media  carries  risks  for  organisations  and  companies,  who 
have much to play with in media in many aspects. In recruitment point of view, 
employer image is a factor that is under risk in social media, where information 



(16)and  rumors  are  spread  quickly  and  for  wide  audience.  These  factors  force 
 companies to create social media strategies to be able to plan and act in an 
 organized way in unpredictable environment.  


Social  networking  relates  to  relationship  building  and  maintaining  between 
 people. These relationships can relate to strong ties, which means colleagues 
 and friends, and to weak ties which means irregular acquintancies (Benkler, 
 2006, 357). I bring out this concept, because it is an important factor in social 
 recruitment. In social media social networking in enabled in Social Networking 
 Sites (SNS’s). All in all, SNS’s provide possibilities for companies to increase 
 awareness in different levels. Firstly, they enable companies to be recognized 
 by other companies, customers and individuals. Secondly, companies can use 
 them for employee recruiting and building employer image.  


Finally, social networking sites are used by managers inside and within teams 
 to  coordinate  work,  increase  awareness  of  team  members  and  to  create 
 positive atmosphere in the workplace (Langheinrich & Karjoth, 2010, 51,53). 


There are  several factors affecting for companies  when they are  involved in 
 social media and social networking sites (SNSs). That is why companies may 
 not want to create strategies or allocate resources to involve in social media 
 (Kietzmann et al., 2011, 242). 


Social networking sites are  hostile for different  kind of attacks and misuses. 


They can advantage from user information for example by acting in a name of 
 a company with fake emails to gather (ibid., 54). Thus, there is a need to map 
 useful tools for minimizing security risks for companies and for regular users 
 and to deliver a message of trust to externals.  


Employee market segmentation. In global employment markets, companies 
need to segment their employees. This segmentation can be done for example 
geographically  or  by  position  groups.  This  thesis  does  not  cover  specific 



(17)positions and jobs, but finds solutions for recruiting for different geographical 
 segments. However, it is good to mention that often high-ranked positions as 
 executives are more often applied via different methods such as head-hunting 
 and word-of-mouth. Social media offers possibilities for those aspects too. Low-
 skill positions such as day laborers or blue-collars may not be filled effectively 
 online.  (Maurer  &  Liu,  2007,  306)  However,  social  media  may  work  as 
 additional channel for those recruitments as well. 



1.4 Methods for answering the research questions 


In this chapter I will go through the methodology of this thesis. In Company I 
 conducted interviews in communications and HR functions and in two business 
 groups.  For  the  interviews  I  included  persons  that  have  worked  with  social 
 media solutions and platforms in their daily work in managerial and specialist 
 level.  The  interviews  were  conducted  as  theme  interviews.  With  these 
 interviews  I  gathered  denominators  of  the  concept  and  discussion  of  social 
 media in the Company. That way I have been able to focus on relevant topics 
 in my theory part for this study. However, the analysis has been based on the 
 theoretical framework. 


First the top management of business groups and communications functions 
were interviewed. After that the interviews were extended to communications 
managers and specialists in the business groups and functions. These contacts 
were recommended for interview by the heads of communications and HR. In 
addition, to find solutions for my research problem the interviewees consisted 
of recruiters. For getting a view of social recruitment in international corporates 
elsewhere,  I  interviewed  a  global  marketing  talent  acquisition  manager  at 



(18)Nokia.  Additionally,  I  did  benchmarking  for  companies  in  same  size  and 
 background about their social recruitment. 


By  choosing  to  interview  a  wide  audience  of  the  company  in  business  and 
 geographical  point  of  view,  was  secured  to  get  a  throughout  view  of  social 
 media discussion, contradictions and challenges in the company. For unzipping 
 the data SWOT and theme analysis was chosen to depict the current situation 
 and  future  foresights  of  social  media  usage  in  the  basis  of  the  interviews 
 (Alasuutari, 2011, 40) (Dyson, 2002). The purpose behind this was also to find 
 answers to research question what does it require from businesses, functions, 
 and  recruiters  to  start  taking  social  media  into  use  as  part  of  daily  work.  In 
 addition the SWOT analysis helped to give suggestions for specific actions that 
 could  be  taken  in  social  media.  SWOT  analysis  has  been  critisised  for  its 
 outdated nature, so I wanted to complement it by taking into account resources 
 and competencies in the company (Dyson, 2002, 633)  


The written material used for this study consists of several scientific articles 
 and works around the research concepts. The material varies from new studies 
 around topics such as social media, social networking and social recruitment. 


Works around topics recruitment, recruitment process and organization theory 
 are rather old, but work as classics for the area. (such as Hatch, 1997). Also 
 material concerning recruitment process in the case company has been used. 


By  combining  the  existing  literature  and  the  data  from  the  interviewees, 
 gathering new knowledge around social recruitment is supported. 



1.5 Context of the study  



(19)The thesis is made for Human Resources function in a global forestry industry 
 company. Two of the company’s business groups along with communications 
 and HR function are studied for this thesis.  


The company does not  currently have a strategy for social recruitment. The 
 company needs specific solutions and approach for resourcing in social media. 


That is why there was a need in Human Resources for this kind of research to 
 offer  grounds  for  social  recruitment.  In  addition,  there  is  a  need  to  consider 
 social  media  possibilities  in  a  structured  way  in  Corporate  Communications. 


The business groups were studied for the thesis, because recruitment does not 
 restrict to HR function only; also managers in business groups are involved in 
 recruitment. Additionally, there are aspects that business groups can utilize for 
 enhancing  their  employer  image.  Finally,  there  are  requirements  for  social 
 media  skills  for  people  involved  in  recruitment  and  employer  image  related 
 communication. 


The case company for this study is a big forestry business enterprise working 
 worldwide. It consists of six business areas. When making the research, there 
 were  ten  businesses  and  these  businesses  are  divided  to  three  business 
 groups, of which two are studied in this thesis. The company has production 14 
 countries in Europe, North and South America and Asia, and has a worldwide 
 sales network. Several companies have fused with the group in history and in 
 near past. Currently the company employs approximately 21 000 persons. The 
 capacity of employees in HR function is more or less 400. Globally the company 
 employs twelve recruiters.  



1.6 The structure of the thesis 



(20)The structure of the thesis is very close to traditional. In the introduction the 
 background, purpose, context and methods are gone through. In chapter two I 
 will describe the theoretical framework for the study. Definitions of recruitment, 
 social media, social media for recruitment purposes and employer image are 
 the building blocks for the theoretical part.  


In chapter three I  will  go through the methods used to build the study.  I  will 
 describe  the  research  process  in  addition  for  gathering  and  processing  the 
 data. Also the validity of the thesis is handled in that part. Chapter four consists 
 of the empirical part. I will introduce the case company and its use of social 
 recruitment. In addition,  the  social  recruitment  cases  are  gone through. The 
 recruitment process and social media presence in the company are described. 


In the end of the empirical part I will gather and analyse the findings from the 
 interviews with SWOT framework.  


In  the  final  fifth  chapter  I  will  summarise  the  findings  of  the  study.  The  last 
 chapter consists of development suggestions and competence requirements 
 for the company. Also topics for further research are raised up. 



2 THE THEORETICAL BACKROUND OF THE STUDY 


A theoretical framework builds on the discussion and earlier research around 
 the  topics  and  concepts.  It  is  different  than  bringing  up  the  results  from  the 
 gathered data. However, the depiction of the data is the “salt” of the research. 


(Alasuutari, 2011, 261-262) The empirical part is described in chapter 4. 


The  theoretical  framework  of  the  thesis  focuses  on  three  areas:  social 
 recruitment including traditional recruitment, social media and employer image. 


This choice has been made because of two reasons. The three areas will build 
the  grounds  and  complement  each  other  to  provide  this  “umbrella”  to  make 
social recruitment as an understandable concept. The field of research of social 
recruitment in young and scarce, which means there is not sufficiently available 



(21)such scientific literature that alone would be comprehensive enough to provide 
 a  “theoretical  umbrella”  for  the  concept  of  social  recruitment.  Secondly,  this 
 thesis assumes that social recruitment is embedded with those three areas and 
 focusing only on one area alone would not provide adequate ground for explain 
 the new area of research. 


First of all, the concept of social recruitment is depicted. In addition for that part, 
 traditional recruitment and recruitment process in a corporate point of view are 
 explained. Traditional methods of recruitment need to be explained to be able 
 to  compare  the  differences  between  traditional  recruitment  and  social 
 recruitment. To still complement the concept of social recruitment, the concept 
 of  social  media  will  be  explained.  For  that  the  term  of  social  networking  is 
 included.  


The relationship of traditional media and social media are explained to bring 
 out  the  differences  in  communication  in  traditional  media  and  social  media. 


Finally,  the concept of  employer image is depicted as it is closely  related to 
 social  recruitment  and  companies  involved  in  social  media.  These  parts 
 together build the environment for social recruitment.  


2.1 Recruitment in Social Media 


In recent years recruitment activities such as job boards, career networks, and 
 discussions have been shifting to online environment. Already in the beginning 
 of 21st century was noted that recruitment processes are changing due to online 
 environment (Kinder, 2000, 361).  


Companies  acknowledge  that  recruitment  is  crucial  for  their  success. 


Companies also feel that talent is more and more difficult to find in employee 
markets (Manifesto). In addition they think that the situation will get worse in 
coming years. Companies seeking employees world-wide gain advantage from 



(22)social media as they are able access the global talent pool. Social recruitment 
 is  seen  to  be  cheaper  than  a  traditional  process  of  recruitment.  It  offers 
 possibilities to reduce recruitment costs and reach economies of scale. Jobs 
 and talents are becoming more international all the time. Taking account those 
 facts social recruitment is effective (Markkanen, 1999, 67). 


The  two-way  communication  is  a  relevant  factor  in  social  recruitment. 


Recruitment in social media or online can be defined as “online environment 
 that allows companies and potential job applicants to interact with each other” 


(Maurer & Liu, 2007, 306). Social recruiting enables interactivity between the 
 employer and the applicants. Interactivity means that these counterparts are 
 able to take actions on each other and exchange information (Maurer & Liu, 
 2007,  310).  This  interactivity  enables  two-way  communication  instead  of 


traditional  one-way  communication. 


Recruitment  in  social  media  is  based  on  recruiters’,  organisations’  and 
 indivuals’ networks, networking and social media channels (Laine et al., 2012, 
 30, 49). It can be called as “prolonged job interview” (Laine et al., 2012, 41).  


Online environment offers a simple way for job seekers to address questions 
 for employers. In addition,  job seekers find the timely and rapid answers for 
 their questions about positions important factor in social recruitment. (ibid, 311)  


There are factors that make social recruitment very beneficial for organisations. 


It is a fast media to spread information and messages. When the purposeful 
social recruitment channels are chosen, the communications in the moment of 
recruitment is fairly easy task to do. The crucial benefit for social recruitment is 
that there is a possibility to advantage from large social networks and still to 
target recruitment to certain talents and persons. When the organisation needs 
certain or passive talent, networks in social media can work as headhunters. In 
a way, the people in the networks will search and find the talents instead of 
costly and time-consuming traditional headhunting (Laine et al., 2006, 16-17)  



(23)To  sum  up,  Laine  et  al.  (2012,  132)  have  gathered  the  benefits  of  social 
 recruitment  for  organisations  as  the  ROI  of  social  media. The  ROI  of  social 
 media include: 


growth of brand value  visibility, accessibility 


references, recommendations  more and higher quality job applicants 
 lower cost of recruitment (LCR)  faster recruitment 


increased commitment to a company  declined turnover rate of workforce 
 Table 1. The ROI of social media (Laine et al., 2012) 


For  recruiters  social  media  offers  a  totally  new  audience  in  a  different 
 environment than in traditional recruitment. Social recruitment also brings new 
 ways of working for recruiters, because there are now actions and discussions 
 that need to be taken. Social media is not a channel for only to spead messages 
 one-way; there must be room for conversations. (Laineet al., 2006, 1516) This 
 strengthens the idea of social media as two-way channel.  


For potential employees the online environment offers possibilities for a visitor 
 to  find  information  conveniently  about  the  company  and  the  open  positions. 


Finally,  the  online  applying  makes  it  easier  to  apply  the  position  or  several 
 positions in a short time. (Puck et al, 2006, 183-184)  


As for any recruitment, also for social recruitment it is desirable for a company 
to  receive  applications  from  suitable  persons.  It  is  possible  to  receive  large 
volumes of applications when the job is open online. That means that due to a 
large amount of applications there would be need to have them from persons 
that are eligible to be selected for the position. That leads to the fact that the 
online recruitment tool should have qualities that offers information about the 
positions and work as pre-selective. There may exist tests, chats and games in 
the sites to work as prescreening and assessment of the applicants. (Puck et 
al, 2006, 183-184) However, it needs to be recognized that social recruitment 
often brings applicants with better quality compared to traditional recruitment.  



(24)Nowadays  recruitment  has  been  related  to  be  same  kind  of  process  as 
 marketing.  The  potential  candidates  are  seen  similarly  as  consumers.    In 
 addition,  the  people  can  ‘advertise  and  recruit  themselves’  in  online 
 environment  by  offering  information  about  their  career,  job  experience  and 
 skills.  However,  it  is  important  to  keep  in  mind  that  social  recruitment  is  not 
 merely marketing or a campaign, especially for companies. Also for individuals 
 it  is  good  to  keep  in  mind  a  positive  online  presence.   Advertising  in  social 
 media  channels  does  not  fill  the  features  of  social  recruitment  (Laine  et  al., 
 2012, 36, 63).  


For  this  discussion  is  involved  a  concept  of  digital  footprint,  which  means 
 creating a profile and presence as a professional in social media or in electronic 
 environment (Manifesto). The attention needs to be deserved in social media 
 by  sharing  content,  creating  a  positive  image,  communicating  and  being 
 present. The essence of social recruitment is to be present for others, not for 
 the recruiters. (Laine et al., 2012, 39-40) 


It is unlikely that social media will totally replace traditional media in recruitment, 
 but it is likely to become one of the most important ways to recruit (Laine et al., 
 2012,  14).  However,  traditional  recruitment  and  social  recruitment  methods 
 may  complement  each  other.  In  addition,  social  media  affects  the  ways  the 
 different recruitment channels are used. In many cases the job advertisements 
 in  newspapers play a key role in recruitment (Manifesto). Local newspapers 
 may  play  a  significant  role  in  finding  talent  for  certain  area.  Nevertheless, 
 recruitment activities and job advertisements take place where the employers 
 and persons looking for jobs meet. (Markkanen, 1999, 65)  


Nevertheless it is crucial that the applying is made easy for the use (Puck et al, 
2006, 184). As for any job advertisement, it is important that clear and consist 
of relevant information. The advertisement has to be easy to read and follow 
(Markkanen,  1999,  53).  In  addition,  the  contents  in  chosen  social  media 



(25)channels need to be interesting and valuable (Laine et al., 2012, 132). There 
 are  technical  and  visual  elements  that  make  the  solution  for  a  job  seeker 
 convenient to use and attractive. In these terms “experiencing” the job can be 
 provided. Some solutions offer possibilities for online interviews.   (Maurer & 


Liu, 2007, 311-312) 


Cober  et  al.  (2004,  624)  write  that  job  seekers  get  a  different  experience  in 
 online recruitment channels than in traditional media. The differences of social 
 media and traditional media are described later in Table 2. The experience for 
 users includes images, videos, interactivity, sound and colour. The online world 
 as an aesthetic experience has been researched and received more attention. 


However, the vividness should be limited with decency to offer a possibility for 
 the user to focus on information about the job and not merely to stimuli in the 
 web sites (Maurer & Liu, 2007, 311-312).The online environment of a company 
 can  be  seen  as  a  façade,  such  as  buildings,  that  tells  what  the  company 
 represents. (ibid., 627).  



2.1.1 Social networking in social recruitment 


As raised up in the previous chapter, social recruitment is related to networks, 
 as it always creates community around the topic in question. The community 
 can vary by its nature as it can be permanent, temporary, official or unofficial 
 (Otala & Pöysti, 19).  


Weinberg & Pehlivan write that social media is about relationship building and 
maintaining (2011, 278). Luukka continues that social media is based on social 
networks (2011, 74). Social networking is an absolute prerequisite for social 
recruitment  to  exist  as  the  users  are  the  ones  that  create  and  produce  the 
content.  The  purpose  of  social  media  is  to  share  and  distribute  topics  and 
information. The networks in social media give the recruiter and the applicant 
open information about the people who are involved in the recruitment (Laine 
et al., 2012, 11). Social media makes the networks visible (ibid., 2012, 148). 



(26)These  networks  direct  our  behavior  and  have  effects  on  attitudes  (Erkkola, 
 2008,  41).  Leino  (2009,  26)  summarises  that  the  more  there  is  a  shift  in  a 
 society  to  online  networking,  the  closer  and  more  visible  becomes  the 
 consumer’s experience to other users. 


Taylor,  Kent  and  White  (2001)  and  Worley  (2007,  149)  suggest  that  online 
 communication  tools  are  needed  for  companies  to  build  relationships  to 
 stakeholders.  In  this  thesis’  point  of  view  the  stakeholders  are  meant  as 
 potential employees. Web-based technologies enhance dialogue which can be 
 assimilated  to  face-to-face  communication  with  people.  In  addition  it 
 encourages  people  for  communication.  Schultz  (2004)  adds  that 
 communication online can replace the traditional dialogue, provide forums for 
 interaction  and  bring  consumers  and  producers  together.  As  companies 
 continue  communicating  to  wider  range  of  stakeholders,  the  significance  of 
 online communication increases (Worley, 2007, 149). 


Social  networking  sites  offer  a  new  way  to  handle  relationships.  New 
 technologies  enable  people  to  communicate  in  situations  in  which  earlier  it 
 would  have been difficult to communicate socially (Benkler,  2006, 370). The 
 way  that  internet  and  virtual  environment  effect  on  relationships  is  rather 
 complex, but some findings have been made. Forming relationships requires 
 interaction and communication. To form social capital, there needs to exist trust 
 and  ties  between  the  counterparts.  Relationships  are  “based  on  trust, 
 commitment and shared values” (Kliatchko, 2008, 135). 


Duncan and Moriarty (1998, 2-3) continue, that relationships are built on the 
 grounds of communication. Companies are starting to realize that their most 
 valuable  stakeholders  are  the  customers.  The  more  emphasis  is  put  into 
 relationship building, the more cost-effective the activity will be.    


As  for  any  networks,  also  social  media  networks  need  to  be  explored  first, 
before they can be considered to be used for recruitment purposes. A recruiter 



(27)may utilize their own networks, but the actions within their own networks should 
 be actively driven by themselves and aligned with recruitment purposes. (Laine 
 et  al.,  2012,  22)  Social  networking  in  social  media  can  begin  with  simple 
 postings and actions, but the networking is persistent activity (ibid, 39). 


Internet  enables  people  to  strengthen  and  interact  more  with  persons  they 
 already are close with (strong ties) as there are new technologies supporting 
 the  communication.  Secondly,  online  environment  supports  communication 
 between  loose  acquaintances  (weak  ties)  and  building  virtual  communities. 


(Benkler, 2006, 357)  


Ma & Allen (2009, 338) and Stanko et al.  (2006)  talk about strong ties and 
 weak  ties  among  individuals.  Strong  ties  involve  high  level  of  trust  and 
 frequency  and  they  usually  among  friends  and  relatives.  Weak  ties  relate 
 relationships  that  are  infrequent  and  have  low  trust  and  intimacy  level. The 
 more there is interaction between the weak ties, the more there are possibilities 
 for them to grow to strong ties (Hazleton et al., 2007, 100). In the environment 
 of recruitment strong ties may appear in receiving and delivering information 
 about  open positions to friends and acquaintances,  and  in  recommending a 
 person to a potential employer. The importance of weak and strong ties varies 
 amongst  different  cultures.  Benkler  continues  that  internet  enables 
 communicating  between  counterparts,  who  are  distant  geographically  or 
 loosely connected (2006, 370).  


Social media plays part in employee communications, too. Social networking 
offers  ways  to  handle  crisis  communications  as  an  example.  Nokia  utilized 
social media and an internal network solution Socialcast when they published 
their new strategy lead by newly hired CEO Stephen Elop. That was a way to 
proof  that  the  company  is  using  transparent  communication.  Essential  for 
employee communications in  that  situation was that  information was shared 
inside organization. In addition discussion was open between the leaders and 



(28)employees.  The  audience  didn’t  have  to  trust  on  rumors  or  to  discussion 
 ongoing elsewhere in public media. (Isokangas & Kankkunen, 2011, 24) 



2.1.2 The usage of social recruitment in Finnish companies 


Surveys from Kiitos (2011) and Manifesto (2011) are used for this chapter to 
 provide information about social media usage in Finnish companies. In the end 
 of  this  chapter  I  will  describe  the  results  of  my  benchmarking  about  social 
 recruitment  for  companies  in  the  same  size  and  background  as  my  case 
 company.  


These surveys depict how Finnish companies use social media in recruitment 
 and building employer image. The survey of Finnish Human Resource Service 
 company Kiitos was conducted in 2010 and received almost 500 answers, most 
 (28  per  cent)  from  small  companies.  The  answerers  were  mostly  from  HR 
 functions (68 per cent of the answerers). 68 per cent of answerers belonged to 
 the fields of industry, communications, training, wholesale and retail industry. 


The answerers were companies in different sectors that recruit mostly (30 per 
 cent of the answerers) over 10 000 persons.   Other research I used for this 
 purpose  was  conducted  by  communications  company  Manifesto.  Manifesto 
 and talent measurement company SHL conducted their survey in May 2011. 


According to the results, the role of social media in recruiting has been merely 
 supportive in companies.  


According  to  a  survey  by  Kiitos,  companies’  most  used  way  to  utilise  social 
recruitment is their own web sites. The purpose serves both the recruitment 
process  and  producing  employer  image.  Also  the  research  by  Manifesto 
approves this. Puck et al. write that the companies’ web pages are seen most 
important in appealing talent to companies (2006, 183). All in all, the research 
on  recruiting  online  has  been focusing  on  companies’  web  sites  rather  than 



(29)social media related recruitment tools (Cober et al. (2004), Williamson et al. 


(2003)).  


Second popular way to recruit was by word-of mouth by companies’ employees 
 and newspapers. Word-of-mouth and people’s own networks were in places 
 four and six in a ten stage model built by Manifesto. In that research the second 
 most common way to recruit was by online job boards.  Social media was used 
 as recruitment channel in 45 per cent of recruitments, which was the third least 
 used method. 


According  to  a  publication  of  consulting  company  Hill+Knollton  and 
 communications  and  social  networking  analysis  company  Verkostoanatomia 
 (2012, 21), companies have used Facebook for reporting, building brand and 
 taking  care  of  customer  relationships,  but  not  purely  on  recruitment.  The 
 responsible  persons for  maintenance  of  the  pages  have been  employees  in 
 marketing and communications departments. The maintenance took 4,1 hours 
 per week as an average. 


In addition, I executed benchmarking for companies that are similar to the case 
 company of the thesis. By similarity I mean the features, what it comes to their 
 background, field of  industry,  size and country of origin. I explored the most 
 common  social  media  sites  as  Facebook,  LinkedIn  and  Twitter,  where  the 
 companies most likely are present. The activities ranged from sites in Facebook 
 only for company’s employees to LinkedIn company pages with large amount 
 of career related information, videos, links to employees’ Linked sites among 
 others. 


What  was  interesting,  the  companies  which  can  be  considered  as  the  main 
competitors for  the  case  company,  had  very  likely  benchmarked  their  social 
media activities, because they were very similar as far the range and tone of 
voice were considered. Other option is that the sales persons in social media 



(30)companies sell and recommend certain kind of activities for the similar kind of 
 target organisations. 



2.1.3  Recruitment 


HR  departments  in  companies  are  much  occupied  with  tasks  related  to 
 recruitment.  Recruitment  is  time  consuming,  and  in  some  organisations  the 
 majority of working time might relate to finding new employees and recruitment 
 process organizing. (Kivelä, 2006, 58) 


The competition of human resources is high. Along with unemployment, there 
 is a lack of professionals in several industries, such as IT and new forms of 
 technologies  (Järvinen,  1996,  9).  That  is  why  it  would  be  essential  for 
 companies to have something that makes them differ from other employers. It 
 means  that  their  employer  image  needs  to  be  attractive.  The  concept  of 
 employer  image  is  depicted  in  detail  in  chapter  2.2.  In  addition,  companies 
 need to able to reach their target groups in right arenas in employment market.  


Recruitment  is  an  activity  that  makes  an  organization  to  be  related  to  its 
environment. The process can be seen as an interaction between organization 
and  the  other  member.  Different  interaction  elements  form  an  inter-
organisational  network.  That  network  is  “a  complex  web  of  relationships  in 
which  a  group  of  organisations  is  embedded”.  (Hatch,  1997,  65)  Figure  1 
displays organisations’ network and dependency of different  actors, such as 
competitors,  supplies  and  different  stakeholders  that  can  be  for  example 
potential  employees  and  consumers.  In  addition,  recruitment  as  a  function 
plays an important role attracting talent to an organization through its strong 
communication  role  (Ma  & Allen,  2009,  334). These  findings  strengthen  the 
theory that social recruitment is much about networking. 



(31)Figure 1. The network of different actors in organisation’s environment. (Hatch, 
 1997, 67) 


Furthermore,  an  organization  is  dependent  on  different  elements  in  the 
 environment.  The  resource  dependency  theory  (Pfeffer  and  Salancik  1978) 
 suggests  that  the  organization  needs  resources  as  raw  material,  labor  and 
 capital to be able to exist. That makes the organization vulnerable. However, 
 the organization can produce counter-dependence which means making the 
 environmental element dependent on the organization. Recruitment is the way 
 to solve the dependency of labor. (Vaahtio, 2006, 78-80)  


Järvinen (1996, 10) adds that organisations seek for new talent to supplement 
 the existing competence and personnel. The company can decide what kind of 
 talent it and its businesses need and what kind of qualities the persons need 
 to have.  
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(32)A  successful  company  sees  human  resources  as  an  enabler  of  business 
 targets. By matching people to right positions and developing the personnel, 
 the company can reach its strategic goals (ibid, 63). In addition, recruitment is 
 a  possibility  for  change  and  for  re-thinking  values,  way  of  working  and 
 organisation’s future (Vaahtio, 2006, 30). To continue with, the company needs 
 constant balancing with its personnel related to the needs of businesses. The 
 environment  and  market  situation  also  affect  for  the  quality  and  amount  of 
 needed  personnel  (Järvinen,  1996,  57).  The  competence  of  the  personnel 
 needs to exceed the level of competence that is needed today (ibid, 69)   


A successful recruitment is a result of well-planned human resource analysis. 


The planning needs to be flexible and to take account the requirements for the 
 amount  and  quality.  The  sufficiency,  consistency  and  availability  of  needed 
 resources are more important than the sources to reach the personnel. (ibid, 
 80)  The  existing  resources  of  a  company  need  to  be  identified.  Internal 
 recruitment and creating a learning organization are coming more important for 
 organisations (ibid, 84) 


The efficiency of the recruitment can be traced to performance of the persons 
 in the organization. Employees are the ones that form the organization, and 
 organization  is  built  according  to  the  strategy  of  the  company. The  selected 
 person needs to have professional competence and personal qualities that fit 
 in  the  position.  The  qualities  of  the  position  define  the  methods  of  the 
 recruitment. Motivated, innovative and development-minded personnel is a key 
 for  the  efficiency  and  productivity  of  a  company.  To  reach  its  goals, 
 organisations  develop  their  personnel  and  recruit  employees  internally  and 
 externally. (Järvinen, 1996, 8) 


Recruitment  requires  careful  planning,  processes  and  competencies. 


Recruitment process in gone through in detail in the next chapter. If recruitment 
is made in haste and hurry, the likelihood for failed recruitment increases. If a 
recruiter is not skillful enough, the employer image may be quickly harmed. A 



(33)successful  recruitment  spreads  information  about  the  company  with  its 
 products and services, allures new customers and creates positive employer 
 image  –  along  with  getting  a  wonderful  person  for  the  convenient  position 
 (Vaahtio, 2006, 12-13) 


In  2000’s  the  most  popular  recruitment  methods  have  been  contacting 
 candidates directly, advertising in newspapers or by recruiting via employment 
 agencies. Internet has become more and more popular recruitment channel. In 
 addition  consulting firms,  human  resource  leasing,  student  associations  and 
 universities are also relevant recruitment channels. (Vaahtio, 2005, 39) Direct 
 contacts have been most efficient ways to recruit (ibid, 44). Social media as 
 recruitment channel is raising its head as it might offer good possibilities for 
 recruitment (Sosiaalinen media rekrytoinnissa, 2011). 


One way to recruit talent for companies is head hunting. When networks and 
 references  are  not  sufficient,  recruitment  needs  to  be  externalized  (Kivelä, 
 2006, 61). That is executed by a recruitment consultant (Cook, 1993, 15). It 
 means that recruitment process is different from the traditional,  because the 
 company doesn’t communicate about the position in public. Head hunting is 
 often used for filling  positions  in  managerial  or executive  level  and  in  cases 
 when it is hard to find certain kind of talent. The persons ‘hunted’ are usually at 
 that time working in a good position somewhere else. The motivation of those 
 persons to move jobs is rarely known beforehand. (Markkanen, 1999, 74-75) 
 Head hunting belongs to category for recruiting passive potential employees. 



2.1.4 Recruitment process 


Recruitment is a two-way process: the employer gets the talent and person for 
the certain position, and the employee gets a job and incentives to succeed in 
the position and to develop his or her skills further in the company Markkanen, 
1999, 17). The term ‘person organization fit’ relates to this process as it affects 



(34)for the decisions both the employer and the candidate take whether to hire or 
 apply. The  person  organization  fit  remains  also  after  the  actual  recruitment. 


(Laine et al., 2012, 88) 


There is usually seen to be three phases in the recruitment process. The three 
 phases are analyzing the position, communicating about the open vacancy and 
 choosing  the  employee  for  the  position.  To  dig  in  to  the  beginning,  the 
 recruitment  process  begins  with  recognizing  the  strategic  need  in  an 
 organization for the talent. An organization needs to have a certain goal to fill 
 which can be done by sourcing the right kind of person to help filling that goal. 


There must be definitions for the qualities of the certain position that will make 
 clear what makes the performance of the job successful. (Markkanen, 1999, 
 17)  


After  defining  the  position  and  the  needed  talent,  there  is  a  decision  of  the 
 methods and scope how to communicate about the open position. Interviews, 
 assessments  and  other  recruitment  procedures  are  executed  for  the 
 candidates. Finally the one that is most qualified and best for the position is 
 chosen. (Vaahtio, 2005, 31) The goal of the recruitment and the job description 
 follow along the whole process of the recruitment. These factors have to be 
 kept in mind in each step of the recruitment to make the process successful. 


(Markkanen, 1999, 21). 


In the candidate point of view, he or she finds out all available information about 
 the  company  there  is  available  in  different  channels  and  media  during  the 
 recruitment process (Laine et al., 2012, 87).  


The process of head hunting is somewhat different than the one of traditional 
recruitment. It can be divided into two phases. First the potential persons are 
prospected  and  their  backgrounds  are  checked.  In  the  second  phase  the 
persons  are  contacted  and  there  is  an  interview  and  evaluation  of  the 



(35)candidates. The process is handled in discreet and confidential manner. (ibid, 
 75) 



2.1.5. Social Media 


Social  media  can  be  seen  as  fragmented  and  controversial  concept.  It  is 
 somewhat confusing for people and there can be argumentation whether social 
 media is media at all (Leino, 2009, 252).  


To simplify, social media consists of services, platforms and networks in online 
 environment (Laine et al., 2012, 32). Social media sites vary in their content 
 and purpose (Kietzmann, 2011, 242). The content can include text, pictures, 
 videos, music and blogs. The purposes vary from private life to hobbies and 
 professional  interaction.  Some  instances  may  use  social  media  for  crisis 
 information sharing (Westerman, 2012, 199). The idea is to involve other users 
 by connecting to each other on the site (Pfeil et al., 2008, 643). Sites can be 
 targeted to big audiences or to professional purposes.  


Kaplan and Haenlein (2010, 61) define the term of social media as “a group of 
 Internet-based applications that are built on the ideological and technological 
 foundations  of  Web  2.0,  and  that  allow  the  creation  and  exchange  of  User 
 Generated  Content  (UGC).”  Along  with  the  term  UGC  goes  consumer-
 generated media (CGM) and Web 2.0. ((Berthon et al., 2012, 263), (Kaplan & 


Haenlein, 2010, 61)). Web 2.0 refers to platforms in World Wide Web, where 
users  can  not  only  publish  but  regenerate  and  modify  the  content  in 
participatory  and  collaborative  ways  (Kaplan  &  Haenlein,  2010,  61).  These 
platforms include blogs, wikis and collaborative projects.  



(36)Kietzmann et al. (2011, 241) continue that the purpose of social media is to 


“employ  mobile  and  web-based  technologies  to  create  highly  interactive 
 platforms  via  which  individuals  and  communities  share,  co-  create,  discuss, 
 and modify user-generated content.” Finally, “social media channels are user-
 friendly,  inexpensive,  scalable  internet-  and  mobile  based  technologies” 


(Fischer & Reuber, 2011, 2). 


All  in  all,  Web  2.0  offers  the  infrastructure  that  enables  user  of  consumer 
 generated content  creation, distribution and interaction (Berthon et al, 2012, 
 262). UGC consists of all methods people can utilize social media. According 
 to the definition, the content must be publicly available and created by users. 


(Kaplan & Haenlein, 2010, 61) Leino (2009, 252) continues that social media 
 is a platform for sharing. The role of the user is active publisher and not just a 
 consumer of information (Pfeil et al, 2008, 644). The users create, share and 
 consume  blogs,  tweets,  discussions  and  entries  to  social  networking  sites 
 (Kietzmann, 2011, 242).  


Where users are able to create and share content, they can also discuss about 
 the content and use it in a collaborative way. In that sense users can re-create 
 the  content  for  it  to  be  better,  and  to  create  a  shared  understanding  of  it. 


(Westerman et. al, 2011, 200)  


To sum up, there are three factors that are common for social media.  Firstly, it 
 consists of content generated by user. Secondly, there is a community which 
 consumes this content. Finally, there is technology, which provides the platform 
 for content creation, communication and sharing. (Leino, 2009, 251) 


Berthon et al. (2012, 262) sum up these three factors by entwining the concepts 
of social media, Web 2.0 and creative consumers. Social media is the content 
that is shared. Consumers are the ones that create the content and Web 2.0 is 
the enabler of creation and distribution of the content (social media). Figure 1 
depicts this relationship. 



(37)Figure 1 describes the effects of social media. First of all, it shifts the activities 
 from desktop to the Web. Secondly, the power shifts from the company to the 
 collective.  Finally,  the  value  production  shifts  from  the  company  to  the 
 consumer. (Berthon et al, 2012, 262) We are talking about a “new interactive 
 paradigm”,  where  consumers  are  “both  creators  and  receiver  of 
 content...leaving out the exclusivity of content creation from media firms and 
 marketers”  (Kliatchko,  1998,  148).  Naturally  this  brings  challenges  to 
 companies.  


Figure 1. Web 2.0, social media and creative consumers. (Berthon et al, 2012, 262)    


Next the biggest social media channels are presented. The channels represent 
different  purposes.  Certain  channels  are  designed  especially  for  social 
networking and some for sharing content such as videos, presentations and 
microblogs.  Some  of  the  channels  are  designed  for  networking  with 
professional profiles. All of these may work as part of recruitment, from seeking 
actively for candidates among user groups, to producing employer image by 
telling  information  about  the  company  with  different  methods,  such  as 
advertising, competitions, and general information production. 



(38)To  simplify  the  social  media  channels  Kietzmann  et  al.  (2011,  248)  have 
illustrated  social  media  channels  with  a  honeycomb  model.  There’s  a 
description of  three of  the social media sites that  were  also relevant for this 
work. The sites are Facebook, LinkedIn, and YouTube. The honeycomb model 
consists of seven building blocks: identity, conversations, sharing, presence, 
relationships,  reputation  and  groups.  They  depict  the  different  purposes  of 
social  media  functionalities.  There  are  differences  in  blocks  for  Facebook, 
LinkedIn and YouTube. The darker color implicates a stronger emphasis of that 
functionality. 



(39)Figure 2 . Honeycomb models of YouTube, Facebook and LinkedIn. (Kietzmann et al., 2011, 
 248) 


From the honeycomb model can be seen that YouTube is especially designed 
 for sharing and keeping up conversations, groups and reputation. Facebook 
 puts  efforts  in  relationships,  with  conversations,  presence,  identity  and 
 reputation. LinkedIn instead focuses on identity building by being unique with 
 one’s  career  history  and  capabilities  along  building  reputation  and 
 relationships. 



2.1.6 Traditional media vs. social media 


What is comes to differences between traditional media and social media, there 
 are several factors that make them unlike from each other. Traditional media 
 such as newspapers does not require interaction between a company and a 
 human in a same way such as in social media. Social media enables two-way 
 interaction between people in a different way than in printed or mass media. 


Interaction is the key for establishing relationships between people. (Hazleton 
et al., 2007, 99)  In social media the messages spread from several persons to 



(40)several persons (many to many). Traditional broadcast media from one source 
 to an audience (one to many) consisting of several persons has now changed 
 to dialogue. (Berthon et al., 2012, 263)  


Table  1.  displays  the  main  elements  of  differences  in  traditional  media  and 
 social media. Traditional media consists of television, radio, print, billboard and 
 other relevant media. The marketing spend in traditional media has been cash 
 and  been  viewed  as  a  cost.  The  message  in  traditional  media  has  been 
 delivered directly from the marketer and in their own voice. Traditional media 
 objectives  have  been  in  increasing  awareness  and  knowledge,  and  to 
 encourage on purchase. (Weinberg & Pehlivan, 2011, 277-278) 


Social media channels include social networks, blogs, micro blogs and online 
 communities. What makes social media different than traditional media is that 
 it can be viewed as an investment in building and maintaining relationships. In 
 addition  it  supports  transparency,  trustworthiness,  conversation  and  sharing 
 (ibid) The cost of social media cannot be measured with traditional methods. 


Rather the effectiveness is more reasonable to measure whether the goals set 
 up have been filled (Isokangas & Kankkunen, 2011, 28). 


Table 2. Traditional and Social media elements. (Weinberg & Pehlivan, 2011, 277) 


As a relationship-based environment, the emphasis of social networking is on 
building social currency and authenticity. The delivery of massage is in a voice 
of a source and in an authentic manner. The target in social media is to have 
conversations,  and  to  share  and  collaborate  with  stakeholders.  It  enables 



(41)generating  a  positive  word-of-mouth  which  can  be  seen  as  consumer 
 evangelism. (ibid.) 


The popularity of social media can be measured with different factors that are 
 typical for online environment. These measures include the amount of visitors 
 and visits on sites. Also the time spent on a site and the number of views are 
 ways to measure social media success. Another ways to measure the success 
 are  related  to  two-way  communication  such  as  amount  and  quality  of 
 comments, length of a thread, the amount of likers and how often same users 
 visit the site. (Cision, 63) 


For the companies social media offers a way to communicate in a “human” way, 
 rather than a “corporate” way. In social media the voice doesn’t derive from the 
 marketer of a company but is rather a customer’s voice (Weinberg & Pehlivan, 
 2011,  278). There  are  people,  instead  of  institutions,  who  add  value  for  the 
 content and spread it to their social networks (Berthon et al., 2012, 263) 


Social  media  is  different  than  traditional  media  concerning  power  relations. 


Traditionally,  the  companies’  media  relations  have  been  led  by  corporate 
 communications or marketers. It has been the company to decide what to tell 
 about their business and organization to media. In social media the discussion 
 about companies has shifted to individuals and communities. (Kietzmann et al, 
 2011, 242; Berthon et al. 2012, 262) The users have freedom to choose the 
 nature of content and channels where to publish in social media (Erkkola, 2008, 
 28). 


Due to the nature of social media, knowledge and information sharing can be 
seen to support democratization (Berthon et al., 2012, 263). The speed and the 
uncontrollable  nature  of  social  media  challenge  companies  that  are  used  to 
communicate  via  traditional  media  channels  (Erkkola,  2008,  29).  The  new 
communication  culture  may  lead  to  successes  and  disasters  (Berthon  et  al, 



(42)2012,  264). However,  the element of discussion can turn to  be benefit for a 
 company. This will be explained further in the part of employer image. 


Company executives have recognized the power of social media, but they are 
 reluctant to allocate resources or define strategies for it. This is often due to 
 fact that companies lack a deep understanding of what social media really is 
 and what the company’s role is there. (Kietzmann et al, 2011, 242) After all, the 
 company can get information about discussions where it is involved in social 
 media  by  participating.  One  solution  for  participating  can  be  adding  an 
 interactive  elements  on  company’s  web  sites,  for  example  blogs  (Erkkola, 
 2008, 29).  


2.2 Employer image 


It  is  quite  indisputable  fact  that  communications  in  online  environment  is 
 becoming  more  and  more  important  for  individuals,  institutions  and 
 organisations. Organizations use World Wide Web for purposes in producing 
 their  organizational  image.  It  is  a  way  to  message  about  company’s  values, 
 social  responsibility  and  financial  results.  These  are  ways  to  communicate 
 about  a  company  to  public  and  to  recruit  talent  (Worley,  2007,  148).  All 
 practices that a company does, communicates about their image (Duncan & 


Moriarty,  1998,  6). Practically,  the  corporate  image  is  equal  to the employer 
 image (Laine et al., 2012, 85). 


Laine  et  al.  (2012,  66-67)  write  that  the  employer  image  constitutes  of  the 
mixture of the image that company wishes to utilize in their communications 
and fits for  their  current  state,  and of  the  actual  truth of the  situation  that  is 
present in the company. To continue with, the employer image can be divided 
into external and internal employer image.  
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