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Abstract 
Although job seeker social capital is considered a fundamental determinant of job-finding ability, it has 
yet to be discovered which activities contribute to its formation in the online social networking 
environment. Therefore, this study aims to reveal how job-seekers use online social networks, which job-
searching activities increase their social capital and consequently contribute to finding a job in the services 
sector. The analyzed data were collected through an online questionnaire completed by 431 respondents. 
The resulting regression model identified two significant factors, namely the use of an online social 
network to directly contact a potential employer (p-value = 0.0017) and membership in Facebook 
professional groups in the area in which the respondent was looking for a job (p-value < 0.0001). The 
results confirmed that job-seekers who conduct both identified activities would have a 1.94 times bigger 
chance of finding a job. On the other hand, if they would not perform either of the activities, the 
probability of not finding a job would be 6.69 times higher. This study has several implications for human 
resource management theory and practice. First, it identifies job-seekers activities to find a job on online 
social networks and specifies the activities which lead to getting a job. Second, it enriches the Uses and 
Gratification theory by revealing that job-seekers prioritize the saturation of social needs over cognitive 
needs when searching for jobs on online social networking sites. 
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1. Introduction 
 

Connections between people and organizations are exponentially increasing thanks to online 
social networks, which have enabled unimaginable interactive dynamics of relationships (de Mesa et al., 
2020). Although individuals recognize the importance of building their connections as a source of social 
capital, they often do not engage in such behaviors (Horvath & Zhang, 2022). However, studies within 
this perspective suggest that the greater a job-seekers’ social capital is, the better information they would 
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have, and more likely, it would lead to finding a job (Mowbray & Hall, 2021; Porter & Woo, 2015; Weiler 
et al., 2022). Regardless, we still need to know which job-seekers online social network activities promote 
their social capital accumulation and lead to job acquisition (Mowbray & Hall, 2021; Sender & Korzynski, 
2020). 

Activities typically used by job-seekers to find work include getting advice and referrals and 
seeking training opportunities (Wanberg et al., 2020), primarily through family and friends or by attending 
job fairs (Dillahunt et al., 2021; Godany & Mura, 2021). However, these activities are moving to online 
social networks today (Hedenus et al., 2021). Online social networks as the job-seekers platform 
(Hedenus et al., 2021) include technological features as follows (DeNardis & Hackl, 2015; Deng et al., 
2022). They mediate user-generated content, enable interactivity between users and their contact with the 
created content, and connect individuals with other users. The study is based on the Use and Gratification 
theory (Katz et al., 1973), which helps to explain the motivation for using a particular medium. 
Specifically, this paradigm focuses on why users access and use different types of media in order to satisfy 
their needs. If these needs are satisfied, the user will likely repeat this behavior (Yen et al., 2019). 

This study aims to reveal how job-seekers use online social networks, in which job-searching 
activities increase their social capital and consequently contribute to finding a job in the services sector. 
The study thus builds on the challenges associated with digitalization in the service sector, which requires 
new management practices and procedures (Rha & Lee, 2022; Cepel, 2021), including recruitment. 

The first part of the study discusses the links between social capital and job seekers' ability to find 
a job and ways of building social capital in online social networking environments. Then, in the 
methodological section, the study describes the chosen sample, the questionnaire design, and conducted 
analysis procedures in more detail. Subsequently, it continues with the discussion of the results. This part 
also explains the results' relevance for science and practice. Finally, the study concludes with further 
research recommendations and limitations. 
 
 

2. Literature review 
 

Social capital refers to the resources or assets embedded in an individual's or group's network of 
social relationships (Ali-Hassan et al., 2015; Belas et al., 2020). Thus, from an evolutionary perspective, it 
can be defined as any feature of a social relationship that confers reproductive benefits (Machalek & 
Martin, 2015) or "goodwill" possessed by individuals or groups. Its source lies in the structure and content 
of the actor's social relationships. Its effects arise from the information, influence, and solidarity made 
available to the actor (Adler & Kwon, 2002). Social capital also determines how and what kind of job 
(Lancee, 2012) with what probability of success (Horvath & Zhang, 2022) would job-seekers find. Thus, 
building social capital is considered one of the most effective job search strategies (Karaoglu et al., 2021).  

The building of a job-seekers social capital occurs through establishing and cultivating 
relationships that the job-seekers can subsequently use to gain employment (Villar et al., 2000). Usually, 
the job-seekers social network provides information about opportunities, application procedures, and 
industry or employer knowledge. Furthermore, it can signal to a potential employer that the job-seekers 
are looking for jobs (Olliff et al., 2022; Webb, 2015). Researchers also suggest that job-seekers may benefit 
from establishing both strong (i.e., friends and family members) and weak (i.e., acquaintances and 
referrals) ties (Wanberg et al., 2020). Furthermore, in particular, the diversity of ties is vital in this context 
(Olliff et al., 2022).  

Over a decade, online social networks have changed how we communicate and connect (de Mesa 
et al., 2020). Although online social networks have gained popularity primarily outside of the work 
context, they are also often used for work purposes (Zoonen et al., 2016; Mura et al. 2021) and hence for 
job searching (Alexander et al., 2019; To et al., 2022). The rapid expansion of online networks has 
increased job seekers' networking opportunities and thus improved their access to sources of social 
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capital (Ahmad et al., 2016; Ellison et al., 2007; Utz, 2015; Weiler et al., 2022). Meanwhile, the 
technological architecture of the platform is not important, as users can compensate for its shortcomings 
by using the available features in a somewhat atypical way (e.g., by posting about work on Facebook) and 
carefully selecting relevant contacts (Utz, 2015). Thus, the ability of job-seekers to communicate about 
jobs on online social networking sites creates a competitive advantage for the job seeker, especially in the 
service sector (Pekkala & van Zoonen, 2022). 

The benefits of online social networks in building the social capital of job-seekers are based on 
four essential characteristics, namely that: users have a unique user profile created by the user, network 
members, and the platform; they can access digital content through a variety of search mechanisms; they 
can create a list of other users with whom share a relational connection; and they can view and browse 
their connections and connections made by other users on the platform (Boyd & Ellison, 2007; Kane et 
al., 2014).  

Regarding the needs that lead job-seekers to use online social networks for a job search, in terms 
of Uses and Gratification theory, three main dimensions of use can be identified: social (to build new 
social relationships), hedonic (for fun, to pass the time, to relax, to escape, and to have fun), and cognitive 
use (to create content and to access content created by others) (Ali-Hassan et al., 2015). Thus, the building 
of the social capital of job-seekers in the online networking environment occurs through the saturation 
of social and cognitive needs. Social needs are satisfied by establishing relationships (with employers, 
individuals, or groups of individuals), for example, by simply sending a contact request (Weiler et al., 
2022), by communicating with each other via private messages (Mowbray & Hall, 2021), or by 
membership in open or closed community groups. As groups consist of members, volunteer moderators, 
and the platform's interaction management mechanisms (Malinen, 2021), job-seekers can expand their 
circle of people beyond their friends' list and diverse connections (Kim et al., 2021) through the 
membership (Karaoglu et al., 2021). Cognitive needs are met through the active creation of one's content, 
passive consumption of others' content, and reactions to that content (Likes, Shares, and Comments), 
with the ability to view personal profiles of network members falling into this category (Weiler et al., 
2022).  

Consequently, research on the use of online social networks during the job search process 
suggests that job-seekers may benefit from establishing both strong (i.e., friends and family members) 
and weak (i.e., acquaintances and referrals) ties (Wanberg et al., 2020). According to Utz (2015), the 
effects of strategic networking are stronger for Facebook and Twitter platforms. Both strong and weak 
ties show a positive relationship with informational benefits on the online network LinkedIn, while only 
strong ties are significant on Facebook (Utz, 2015). Similarly, Garg & Telang (2017) also argue that weak 
ties on online social networks have little impact on job offers, while strong ties lead to more job offers, 
interviews, and offers for job-seekers (Garg & Telang, 2017).  Sender and Korzynsky (2020) also 
confirmed that receiving updates about a colleague's career progress on professional online social 
networks increases an individual's propensity to engage in job searches (Sender & Korzynski, 2020). 

 

 

3. Methods 
 

The study aims to reveal how job-seekers use online social networks in their job search, which 
activities increase their social capital, and which activities contribute to finding a job in the services sector.  

Data source. The population consisted of Facebook users in the Czech and Slovak Republic who 
have been looking for a job in the service sector over the last year, as Facebook is increasingly seen as an 
informal tool for promoting the job-seekers image and for getting information about available jobs. 
According to To et al. (2022), more than half of the respondents for whom Facebook was the most 
popular platform for general use reported using it for active and passive job searches. By contacting an 
organization where they would like to get a job, being a member of relevant groups, or passively 
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consuming content that may be useful in their job search (To et al., 2022). Facebook is also the most 
widely used social network in the Czech Republic and Slovakia (Kajanova et al., 2017). 

A random sampling technique was used to select the respondents. Facebook's advertising 
algorithm determined the opportunity to participate in the research. A paid post asking people to fill out 
a questionnaire was targeted to people aged 18-65 in the Czech and Slovak Republics and was posted 
between May 3, 2022, and May 19, 2022. The paid post was shown to 30,680 people 49,591 times. The 
final sample consists of 431 respondents. The sample size for 95% confidence was determined to be 385 
respondents. More extensive data on the sample, year of birth, highest educational attainment, type of 
job, and location of the job sought are presented in Table 1. 

 
Table 1. Sample characteristics 

 

In which period were you born? N 
% of 
Total 

1946 - 1964 34 7.89% 

1965 - 1980 184 42.69% 

1981 - 1996 154 35.73% 

1997 or later 59 13.69% 

What is your highest level of education? N 
% of 
Total 

Elementary school 18 4.18% 

High school without a diploma 51 11.83% 

High school with a diploma 198 45.94% 

University (bachelor's or master's degree) 143 33.18% 

University (doctoral degree) 21 4.87% 

Job location N 
% of 
Total 

Managerial 74 17.17% 

Non-managerial 147 34.11% 

Without preference 16 3.71% 

I do not know 194 45.01% 

Location of the job N 
% of 
Total 

At home 280 64.97% 

Abroad 20 4.64% 

Without preference 14 3.25% 

I do not know 117 27.15% 

All 431 100.00% 
Source: own processing 

 
The structured questionnaire in Czech and Slovak languages consisted of two parts. The first part 

contained questions about the ways of using Facebook when looking for a job. The second part contained 
questions about the demographic data of the respondents. The total number of questions in the 
questionnaire was 13. The responses to the independent and dependent variables I(1-10) and D1 were 
designed as dichotomous (Yes/No). Responses to the demographic section were made by selecting from 
the designated responses. 

Independent variables - work-related communication and networking activities on online social 
networks. The variables assessed job seekers' use of online social networking sites for job search-related 
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communication. The following questions and statements operationalized the independent variables in 
the questionnaire: (I1) Have you used social networking sites in the past to directly contact a potential 
employer? (I2) I am a member of groups (closed, open) of professional communities (in the field in which 
I am looking for a job, e.g., marketers, managers...). (I3) I am a member of groups (closed, open) that 
post job offers. (I4) I comment on the postings of a potential employer. (I5) I respond to comments 
made by others in groups that post job openings. (I6) I respond to comments on a potential employer's 
profile. (I7) I post content in groups with job opening offers. (I8) I post information that I am looking 
for a new job. (I9) I post content that I expect to be of interest to a potential employer. (I10) I have 
established a friendship with the HR manager of a potential employer. The questions and statements 
used were derived from previously published papers (Gomez-Torres et al., 2019; Utz, 2015; Zoonen et 
al., 2016). Regarding the Uses and Gratification theory, social needs are met by items I1, I2, I3, and I10. 
Cognitive needs are fulfilled by items I4, I5, I6, I7, I8, and I9. 

Dependent variable - finding a job. The dependent variable was operationalized by asking (D1) 
whether the respondent had previously found a job in the service industry thanks to online social 
networks. Analogously, Karaoglu et al., for example, asked whether respondents had ever applied for 
a job online or responded to a job offer on online social networks (Karaoglu et al., 2021), or found a job 
through an online social network (Kajanova et al., 2017). 

Calculations. In the first step, descriptive statistics were used to understand better the results 
obtained. At the same time, the urgency index of respondents' social and cognitive needs was calculated 
as a percentage of the sum of positive statements to the total sum of respondents' statements. 

A binary logistic regression model was used to estimate how changes in predictor values are 
related to changes in the likelihood of the event occurring, whether a respondent found a service job due 
to social networking. Before model development, the following assumptions were tested. The dependent 
variable is dichotomous, there are no outliers in the data, and there are no high correlations between 
predictors.  

First, we attempted to create a model that included all predictors as effects. The model contained 
too much error in prediction due to a lack of model fit (p-value 0.0051). Only the intercept (p-value < 
0.0001) and the coefficients (I1, p-value < 0.0001) were significant in the selected model. Have you used 
online social networks to directly contact a potential employer? (I2, p-value = 0.0088) I am a member of 
groups of professional communities (in the field in which I am looking for a job. We then reduced the 
model by successively deleting the non-significant predictors. The resulting model is presented in the 
next section after the descriptive results. 

 
 

4. Results and Discussion 
 

Descriptive results. The vast majority of questions were answered negatively. Thus, this study 
generally found the same pattern as the work of Kajanova, H. et al. (2017), who investigated the current 
importance of online social networks in students' job searches. They found that most of the respondents 
(59.1%) had no experience finding a job through social networking (Kajanova et al., 2017). Thus, online 
social networks are still not the predominant way of looking for a job in the Czech and Slovak Republic 
service sectors. 

The only exception is membership in the groups that post job offers. In the context of looking 
for a job, this is the most realized activity for 62.41% of respondents. The following most commonly 
realized activities are direct contact with a potential employer (40.84%) and membership in "professional 
communities in the area in which respondents are looking for work (35.03%).  

Conversely, the least performed activities on online social networking sites when looking for a job 
include posting posts that the respondent expects to be of interest to the potential employer (15.08%), 
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commenting on the potential employer's posts (13.23%), and establishing a "friendship" with the 
potential employer's human resources manager (7.66%). 

In the context of the Mowbray & Hall (2021) study, it is possible to identify an increase in the 
popularity of membership in groups that post job offers. Only 36.2% of job-seekers in the mentioned 
study were a member of such a group, and a relatively equal range of interest in direct contact with an 
employer (55.8% of respondents had never contacted an employer about a job) (Mowbray & Hall, 2021). 

The above results afterward correspond with the fact that only 32.25% of respondents have 
found a job in the past, thanks to online social networks. The complete descriptive results are presented 
in Table 2. 

Table 2. Descriptive results 
 

 Categories 

Yes No 

N 
% of 
Total 

N 
% of 
Total 

(I1) Have you used social networking sites in the past to 
directly contact a potential employer? 

176 40.84 255 59.16 

(I2) I am a member of groups (closed, open) of professional 
communities (in the field in which I am looking for a job (e.g., 
marketers, managers...). 

151 35.03 280 64.97 

(I3) I am a member of groups (closed, open) that post job 
offers. 

269 62.41 162 37.59 

(I4) I comment on the postings of a potential employer.  57 13.23 374 86.77 

(I5) I respond to comments made by others in groups that 
post job openings. 

118 27.38 313 72.62 

(I6) I respond to comments on a potential employer's profile. 70 16.24 361 83.76 

((I7) I post content in groups with job opening offers. 82 19.03 349 80.97 

(I8) I post information that I am looking for a new job. 83 19.26 348 80.74 

(I9) I post content that I expect to be of interest to a potential 
employer. 

65 15.08 366 84.92 

(I10) I have established a friendship with the HR manager of a 
potential employer. 

33 7.66 398 92.34 

(D1) Have you previously found a job in the service industry 
thanks to online social networks? 

139 32.25 292 67.75 

Source: own processing 

 
The results also confirm that job-seekers prioritize social needs saturation (social needs index = 

36.48%) over cognitive needs saturation (cognitive needs index = 18.37%) when searching for a job on 
online social networks. This is, in principle, confirmed by the resulting regression model below. 

Model. Based on the Uses and Gratification theory, this study examined the activities of job-
seekers on online social networks. The resulting model identified two activities that significantly lead to 
finding a job. The first factor (I1) that the respondent has previously used online social networking sites 
to contact a potential employer directly confirms the findings of Carmack & Heiss (2018). They 
confirmed that previous use of online social networking sites for searching for a job predicts subsequent 
intention to use online social networking sites to search for a job (Carmack & Heiss, 2018). The second 
activity was job-seekers membership in professional communities bringing together professionals in the 
field in which they were looking for a job (Table 3).  
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Table 3. The Binomial Regression Model 
 

Predictors 
Coefficient 

estimate 
Standard 

error Wald Prob>ChiSq 
Odds 
ratio 

Intercept -1.929029874 0.196232326  < 0.0001  
I1 1.858278267 0.232572167 63.84193114 < 0.0001 6.41268632 

I2 0.738280012 0.23504864 9.865673483 0.0017 2.09233363 

Diagnostics      
  (LR) Chi-square 89.0332434   < 0.0001  
  AUC 0.75956     

 
Source: own processing 

 
Based on the resulting model, it can be predicted that if a job seeker implements both identified 

activities, the probability of finding a job is 66% (i.e., i tis 1.94 times higher than not finding a job). On 
the other hand, if he/she does not perform either of the activities, the probability of not finding a job is 
87% (i.e., it is 6.69 times higher than finding a job) (Table 4). 
 

Table 4. The probability of finding a job 
 

I1 I2 
Probability  
(D1 = Yes) 

Probability  
(D1 = No) 

No No 13% 87% 

Yes No 48% 52% 

No Yes 23% 77% 

Yes Yes 66% 34% 
Source: own processing 

 
Paradoxically, respondents prefer membership in groups with job offers (I3) instead of a direct 

contact with a potential employer (I1) or membership in professional communities (I2), both significant 
factors. 

This study has several implications for the theory and practice of human resource management. 
First, it identifies job-seekers activities to find jobs in online social networking environments. Second, it 
identifies activities that lead to social capital accumulation. Third, it enriched the Uses and Gratification 
theory by finding that job-seekers prioritize the saturation of social needs over cognitive needs when 
searching for jobs on online social networking sites.  

At a practical level, the disparity between job-finding activities in the online networking 
environment and the popularity of activities among job-seekers points to the ineffectiveness of job-
seeking strategies among job-seekers. Since job-seekers are not motivated to create or respond to content, 
membership in professional communities is irrelevant. This is likely because they are not interested or 
able to present themselves as an expert in the field in which they are looking for a job. The preference 
for membership in general-oriented groups (with job offers) over professional communities is also related 
to the low value of cognitive needs. 

One of the conditions that determine the success of companies operating in the changing and 
volatile environment of the service industry is the quality of their human resources (Stefko et al., 2017). 
In this context, the results also contribute to understanding how online social networks can be used for 
recruitment activities, namely where to post job offers and how to communicate with job-seekers. 
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5. Conclusion 
   
  Online social networks allow job-seekers to form purpose-driven relationships (de Mesa et al., 
2020) and build social capital to find suitable jobs. This study aimed to uncover job-seekers activities and 
determine which led to finding a job. The service domain was deliberately chosen, as this is where the 
use of relationships or social capital for finding a job is so commonplace that their existence is already 
inevitable (Stefko et al., 2020). 
  The results showed that job-seekers are not motivated to create or respond to content on online 
social networks. Thus, they do not make much effort to build their reputation or brand in the professional 
community, which consequently, together with the disproportion between job-seeking activities in the 
online networking environment and the popularity of job-seeking activities, points to the ineffectiveness 
of job-seekers job-seeking strategies. At the same time, it is essential to note that once employers decide 
to use online social networks to recruit employees, they should also be using online social networks to 
respond to potential job-seekers requests. 
  In the future research, it is crucial to focus on the reasons for lower levels of cognitive need 
saturation in the context of the demographic characteristics of job-seekers. In addition, quantitatively-
focused research has a limited ability to explain or further understand certain relationships, so it may be 
more useful in the future to use a qualitative research methodology to find an evidence of hypothesized 
relationships. 
  Regarding the potential limitations of the research, a relatively large number of respondents did 
not know their answers to the questions about the type of position and location of the prospective 
employer. We assume these are passive job-seekers who are already employed but are still looking for a 
better opportunity for a change (Hosain & Liu, 2020). Such job seekers usually engage in online social 
networking activities at earlier stages of the job search process; they take time to decide or submit any 
job application and therefore show little preference. 
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(VEGA), project No 1/0357/21: Multiplier effects of human capital quality on economic performance 
and competitiveness of the Slovak economy. 
 
 

References 
 

1. Adler, P., & Kwon, S. W. (2002). Social Capital: Prospects for A New Concept. Academy of 
Management Review, 27, 17-40. https://doi.org/10.5465/AMR.2002.5922314  

2. Ahmad, S., Mustafa, M., & Ullah, A. (2016). Association of demographics, motives and intensity 
of using Social Networking Sites with the formation of bonding and bridging social capital in 
Pakistan. Computers in Human Behavior, 57, 107–114. https://doi.org/10.1016/j.chb.2015.12.027  

3. Alexander, E. C., Mader, D. R. D., & Mader, F. H. (2019). Using social media during the hiring 
process: A comparison between recruiters and job seekers. Journal of Global Scholars of Marketing 
Science, 29(1), 78-87. https://doi.org/10.1080/21639159.2018.1552530  

4. Ali-Hassan, H., Nevo, D., & Wade, M. (2015). Linking dimensions of social media use to job 
performance: The role of social capital. Journal of Strategic Information Systems, 24(2), 65-89, Article 
1462. https://doi.org/10.1016/j.jsis.2015.03.001  

5. Belas, J., Cepel, M., Gavurova, B., & Kmecova, I. (2020). Impact of Social Factors on Formation 
of Business Environment for SMEs. Economics & Sociology, 13(4), 267-280. 
https://doi.org/10.14254/2071-789x.2020/13-4/17  

https://doi.org/10.14254/2071-789x.2020/13-4/17


JOURNAL OF TOURISM AND SERVICES 
Issue 25, volume 13, ISSN 1804-5650 (Online) 

www.jots.cz  

275 

 

6. Boyd, D. M., & Ellison, N. B. (2007). Social Network Sites: Definition, History, and Scholarship. 
Journal of Computer-Mediated Communication, 13(1), 210-230. https://doi.org/10.1111/j.1083-
6101.2007.00393.x  

7. Carmack, H. J., & Heiss, S. N. (2018). Using the Theory of Planned Behavior to Predict College 
Students' Intent to Use LinkedIn for Job Searches and Professional Networking [Article]. 
Communication Studies, 69(2), 145-160. https://doi.org/10.1080/10510974.2018.1424003  

8. Cepel, M. (2021, Sep 16-17). Employee's Innovation Orientation From an Employer 
Attractiveness Perspective.Proceedings of the European Conference on Entrepreneurship and Innovation 
[Proceedings of the 16th european conference on innovation and entrepreneurship (ecie 2021), 
vol 1]. 16th European Conference on Innovation and Entrepreneurship (ECIE), Inst Univ 
Lisboa, ISCTE Business Sch, ELECTR NETWORK. 

9. de Mesa, J. C., Gomez-Jacinto, L., Pelaez, A. L., & Erro-Garces, A. (2020). Social Networking 

Sites and Youth Transition: The Use of Facebook and Personal Well-Being of Social Work 

Young Graduates [Article]. Frontiers in Psychology, 11, 9, Article 230. 

https://doi.org/10.3389/fpsyg.2020.00230  

10. DeNardis, L., & Hackl, A. (2015). Internet governance by social media platforms. 

Telecommunications Policy, 39. https://doi.org/10.1016/j.telpol.2015.04.003  

11. Deng, Y., Cherian, J., Kumari, K., Samad, S., Abbas, J., Sial, M. S., ... & Oláh, J. (2022). Impact 
of sleep deprivation on job performance of working mothers: mediating effect of workplace 
deviance. International Journal of Environmental Research and Public Health, 19(7), 3799, 1-17.p. 
https://doi.org/10.3390/ijerph19073799 

12. Dillahunt, T. R., Israni, A., Lu, A. J., Cai, M. Z., Hsiao, J. C. Y., & Assoc Comp, M. (2021, May 
08-13). Examining the Use of Online Platforms for Employment: A Survey of US Job Seekers. 
[Chi '21: Proceedings of the 2021 chi conference on human factors in computing systems]. CHI 
Conference on Human Factors in Computing Systems, Electr Network. 

13. Ellison, N., Steinfield, C., & Lampe, C. (2007). The Benefits of Facebook “Friends:” Social 
Capital and College Students’ Use of Online Social Network Sites. J. Computer-Mediated 
Communication, 12, 1143-1168. https://doi.org/10.1111/j.1083-6101.2007.00367.x  

14. Garg, R., & Telang, R. (2017). To Be or Not to Be Linked: Online Social Networks and Job 
Search by Unemployed Workforce. Management Science, 64. 
https://doi.org/10.1287/mnsc.2017.2784  

15. Godany, Z., & Mura, L. (2021). Success from the perspective of female entrepreneurs. 
Entrepreneurship and Sustainability Issues, 9(2), 521-534. http://doi.org/10.9770/jesi.2021.9.2(34) 

16. Gomez-Torres, M. J., Santero, J. R., & Flores, J. G. (2019). Job-search strategies of individuals at 
risk of poverty and social exclusion in Spain [Article]. Plos One, 14(1), 13, Article e0210605. 
https://doi.org/10.1371/journal.pone.0210605  

17. Hedenus, A., Backman, C., & Hakansson, P. (2021). Whom do you know? Recruiters' motives 
for assessing jobseekers' online networks [Article]. International Journal of Human Resource 
Management, 32(8), 1754-1777. https://doi.org/10.1080/09585192.2019.1579245  

18. Horvath, G., & Zhang, R. (2022). The impact of social networking on labor market participation 
[Article]. Bulletin of Economic Research, 74(1), 278-290. https://doi.org/10.1111/boer.12297  

19. Hosain, M. S., & Liu, P. (2020). LinkedIn for Searching Better Job Opportunity: Passive 
Jobseekers' Perceived Experience [Article]. Qualitative Report, 25(10), 3719-3732, Article 13. <Go 
to ISI>://WOS:000606750200013  

20. Kajanova, H., Sedlacek, M., & Soosova, V. (2017). Attitudes Of Young People To Job Searching 
Through Social Media: Case Of Slovakia [Article]. Economics & Sociology, 10(1), 152-168. 
https://doi.org/10.14254/2071-789x.2017/10-1/11  



JOURNAL OF TOURISM AND SERVICES 
Issue 25, volume 13, ISSN 1804-5650 (Online) 

www.jots.cz  

276 

 

21. Kane, G. C., Alavi, M., Labianca, G. J., & Borgatti, S. (2014). What’s different about social media 
networks? A framework and research agenda. Mis Quarterly, 38(1), 274–304.  

22. Karaoglu, G., Hargittai, E., & Nguyen, M. H. (2021). Inequality in online job searching in the age 
of social media [Article; Early Access]. Information Communication & Society, 19. 
https://doi.org/10.1080/1369118x.2021.1897150  

23. Katz, E., Haas, H., & Gurevitch, M. (1973). On the Use of the Mass Media for Important Things. 
American Sociological Review, 38(2), 164-181. https://doi.org/10.2307/2094393  

24. Kim, J. Y., Fusaroli, R., Park, H. W., & Bechmann, A. (2021). Systemic Gendering in Facebook 
Group Participation. Social Media + Society, 7(4), 20563051211064906. 
https://doi.org/10.1177/20563051211064906  

25. Lancee, B. (2012). Immigrant Performance in the Labour Market Bonding and Bridging Social Capital. 
Amsterdam University Press. http://www.jstor.org/stable/j.ctt45kd4j  

26. Machalek, R., & Martin, M. W. (2015). Sociobiology and Sociology: A New Synthesis. In J. D. 
Wright (Ed.), International Encyclopedia of the Social & Behavioral Sciences (Second Edition) (pp. 892-
898). Elsevier. https://doi.org/https://doi.org/10.1016/B978-0-08-097086-8.32010-4  

27. Malinen, S. (2021). Boundary Control as Gatekeeping in Facebook Groups. Media and 
Communication, 9. https://doi.org/10.17645/mac.v9i4.4238  

28. Mowbray, J. A., & Hall, H. (2021). Using social media during job search: The case of 16-24 year 
olds in Scotland [Article]. Journal of Information Science, 47(5), 535-550, Article 0165551520927657. 
https://doi.org/10.1177/0165551520927657  

29. Mura, L., Zsigmond, T., & Machová, R. (2021). The effects of emotional intelligence and ethics 
of SME employees on knowledge sharing in Central-European countries. Oeconomia Copernicana, 
12(4), 907–934. https://doi.org/10.24136/oc.2021.030 

30. Olliff, L., Baak, M., Baddeley, M., Lejukole, J. L., Munyonge, E., Saidi, I., & Treuren, G. J. M. 
(2022). "We will start building from that": Social capital, social networks and African migrants' 
job-seeking experiences in Australia [Article]. Australian Journal of Social Issues, 57(3), 725-742. 
https://doi.org/10.1002/ajs4.205  

31. Pekkala, K., & van Zoonen, W. (2022). Work-related social media use: The mediating role of 
social media communication self-efficacy [Article]. European Management Journal, 40(1), 67-76. 
https://doi.org/10.1016/j.emj.2021.03.004  

32. Porter, C. M., & Woo, S. E. (2015). Untangling the Networking Phenomenon: A Dynamic 
Psychological Perspective on How and Why People Network [Article]. Journal of Management, 
41(5), 1477-1500. https://doi.org/10.1177/0149206315582247  

33. Rha, J. S., & Lee, H.-H. (2022). Research trends in digital transformation in the service sector: a 
review based on network text analysis. Service Business, 16(1), 77-98. 
https://doi.org/10.1007/s11628-022-00481-0  

34. Sender, A., & Korzynski, P. (2020). How peers' updates on social media influence job search 
[Article]. Journal of Managerial Psychology, 35(1), 1-12. https://doi.org/10.1108/jmp-10-2018-0467  

35. Stefko, R., Bacik, R., Fedorko, R., Gavurova, B., Horvath, J., & Propper, M. (2017). Gender 
Differences In The Case Of Work Satisfaction And Motivation. Polish Journal of Management Studies, 
16(1), 215-225. https://doi.org/10.17512/pjms.2017.16.1.18  

36. Stefko, R., Fedorko, R., Bacik, R., Rigelsky, M., & Olearova, M. (2020). Effect of service quality 
assessment on perception of TOP hotels in terms of sentiment polarity in the Visegrad group 
countries. Oeconomia Copernicana, 11(4), 721-742. https://doi.org/10.24136/oc.2020.029  

37. To, A. T., Ho, T. T. H., & Tran, T. S. (2022). Perceiving Facebook As A Job Searching Tool And 
Maintaining A Career-Oriented Online Image [Article]. Polish Journal of Management Studies, 25(1), 
392-405. https://doi.org/10.17512/pjms.2022.25.1.24  



JOURNAL OF TOURISM AND SERVICES 
Issue 25, volume 13, ISSN 1804-5650 (Online) 

www.jots.cz  

277 

 

38. Utz, S. (2015). Is LinkedIn making you more successful? The informational benefits derived from 
public social media. New Media & Society, 18(11), 2685-2702. 
https://doi.org/10.1177/1461444815604143  

39. Villar, E., Juan, J., Corominas, E., & Capell, D. (2000). What kind of networking strategy advice 
should career counsellors offer university graduates searching for a job? British Journal of Guidance 
& Counselling, 28(3), 389-409. https://doi.org/10.1080/713652298  

40. Wanberg, C., Ali, A., & Csillag, B. (2020). Job Seeking: The Process and Experience of Looking 
for a Job. 7. https://doi.org/10.1146/annurev-orgpsych-012119-044939  

41. Wanberg, C. R., Ali, A. A., & Csillag, B. (2020). Job Seeking: The Process and Experience of 
Looking for a Job. In F. Morgeson (Ed.), Annual Review of Organizational Psychology and Organizational 
Behavior, Vol 7 (Vol. 7, pp. 315-337). Annual Reviews. https://doi.org/10.1146/annurev-
orgpsych-012119-044939  

42. Webb, S. (2015). ‘It's who you know not what’: migrants' encounters with regimes of skills as 
misrecognition. Studies in Continuing Education, 37, 1-19. 
https://doi.org/10.1080/0158037X.2015.1007938  

43. Weiler, M., Stolz, S., Lanz, A., Schlereth, C., & Hinz, O. (2022). Social Capital Accumulation 
Through Social Media Networks: Evidence From A Randomized Field Experiment And 
Individual-Level Panel Data [Article]. Mis Quarterly, 46(2), 771-812. 
https://doi.org/10.25300/misq/2022/16451  

44. Yen, W. C., Lin, H. H., Wang, Y. S., Shih, Y. W., & Cheng, K. H. (2019). Factors affecting users’ 
continuance intention of mobile social network service [Article]. Service Industries Journal, 39(13-
14), 983-1003. https://doi.org/10.1080/02642069.2018.1454435  

45. Zoonen, W., Verhoeven, J., & Vliegenthart, R. (2016). How employees use Twitter to talk about 
work: A typology of work-related tweets. Computers in Human Behavior, 55, 329-339. 
https://doi.org/10.1016/j.chb.2015.09.021  

 

 
Brief description of Author/Authors: 
 
doc. PhDr. Zoltán Rózsa, PhD. 
ORCID ID: https://orcid.org/0000-0002-5748-5702 
Affiliation: Alexander Dubcek University of Trencin, Faculty of Social and Economic Relations, Slovakia.  
Email: zoltan.rozsa@tnuni.sk 
Zoltan Rozsa is an associate professor of management. His research activities focus on SMEs, human 
resource management, and social media. His articles have been published in various international 
journals, such as Engineering Economics, Journal of Business Economics and Management, Marketing 
and Management of Innovations, and others. 
 
JUDr. Vladimír Minčič, PhD. 
ORCID ID: https://orcid.org/0000-0003-1404-3039 
Affiliation: Comenius University Bratislava, Faculty of Law, Department of Labour Law and Social 
Security Law, Slovakia.  
Email: mincic1@uniba.sk 
Vladimir Minčič is a teacher of several subjects in the field of labor law, a member of the research teams 
of several VEGA grant schemes, the author of a number of scientific and professional articles published 
in scientific journals in Slovakia and abroad, monographs, and university textbooks. 
 
doc. RNDr. Vladimír Krajčík, PhD. 
ORCID ID: https://orcid.org/0000-0003-2234-3939 

https://orcid.org/0000-0002-5748-5702
mailto:zoltan.rozsa@tnuni.sk
https://orcid.org/0000-0003-1404-3039
mailto:mincic1@uniba.sk
https://orcid.org/0000-0003-2234-3939


JOURNAL OF TOURISM AND SERVICES 
Issue 25, volume 13, ISSN 1804-5650 (Online) 

www.jots.cz  

278 

 

Affiliation: Pan-European University, Prague, Czech Republic. 
Email: vladimir.krajcik@peuni.cz 
Vladimír Krajčík is an associace professor at Pan-European University, Prague. He has an MS in 
mathematical science from Palackeho University in Olomouc and an MS in information science from 
Palackeho University in Olomouc. In addition, he has a Ph.D. degree in Informational Management from 
VŠB – Technical  University Ostrava, Faculty of Economics. He was awarded the title of Associate 
Professor in System Engineering at the University of Hradec Králové, Faculty of Informatics. He has 
done many academic studies, including management, IT management, service quality, human resources, 
leadership, and education. Since 2022, he has been working as the Rector of Pan-European University. 
He has many articles, conference papers, and book chapters published in international journals, 
proceedings, and books. 
 
Ing. Hana Vránová  
ORCID ID: https://orcid.org/0000-0001-8254-1422 
Affiliation: Mendel University in Brno, Faculty of Business and Economics, Czech Republic.  
Email: hana.vranova@mendelu.cz 
Hana Vránová is the Deputy Head of the Research Centre at the Faculty of Business and Economics. 
She received her Master's degree in microelectronics from the Faculty of Electrical Engineering and 
Communication at the Brno University of Technology. Since 2007 she has focused on project 
management of international (Horizon) and national research projects. Her experience includes both 
non-academic and academic fields. In 2018, she was certified as a Project Manager by International 
Project Management Association (IPMA) Level D in 2018. 

mailto:vladimir.krajcik@peuni.cz
https://orcid.org/0000-0001-8254-1422
mailto:hana.vranova@mendelu.cz

