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Part I

Impact of Social Media on Recruitment: The Mediating Role of Employer Brand
Social Media
The content of social media is not only including some popular social websites but also have a group of internet applications based on Web 2.0 technology (Kaplan & Haenlei, 2010). Nowadays, more and more frequency of the use of social media. Social media, such as Facebook, Twitter and Orkut, have been integrated into people's lives as a way of sharing and exchanging information and ideas. With the help of social media tools, people can share any files, photos, videos (Rithika M, 2012). In addition, compared with traditional human resources, social networking sites have some advantages, such as free access, providing valuable insights for organizations to stimulate innovation, user participation in product development conception, suggestions and assessment (Jacobs, 2009; Heidemann; Singhal and Yerpude, 2018). Singhal and Yerpude (2018) pointed out that organizational innovation performance is positively related to social media activities, and has a positive and significant impact on the development of new products. But less than 50% of organizations use social media in new product development. As a manager, information technology can be used effectively, and emerging technology trends can be used to plan and manage companies as well as used as a propaganda tool for employees to spread positive word-of-mouth about their organizations. (Tanwar and Prasad, 2016)
Employer Brand
[bookmark: _Hlk8078485]The concept of employer brand was first proposed by Ambel & Barrow in1996, and later it was applied to human resource management from the original marketing principles. From the perspective of human resources, employer brand includes identifying unique employment experience, it is a specific organization for employees (Edwards, 2010). Employer brand defined as a series of actions taken by a company to establish the image of the preferred employer (Maruszczak, 2014). In the talent competition under the trend of globalization, the organizations in order to attract and retain talents, managers in the field of human resources begin to use employer brand as an important weapon and long-term strategy (Alnıaçık et al., 2014; Tanwar and Prasad, 2016; Sathya & Indradevi, 2014). Backhaus and Tikoo (2004) stated that employer brand building was generally divided into three processes. The first was to develop value propositions, including corporate culture, with the existing corporate employment image; the second was to use value propositions to attract potential employees; finally, it was to realize the brand commitment to the applicant and cultivate a loyal organizational team.
Braga & Reis (2016) through the analysis of the attractiveness of people and employers in different generations, the researcher collected data from 937 people in the baby boom, X generation and Y generation. The conclusion implied that the attributes of employer brand attractiveness of these three generations have specific characteristics. Generation Y is more aware of the differences and rankings of these attributes than other generations. This generation is more concerned about development opportunities and positive workplace. Employers' choices must meet their requirements and aspirations and be pragmatic and emotional (Braga and Reis, 2016; Mihalcea, 2017). Not only in different cultural backgrounds, but also in different dimensions of employer attractiveness. At the same time, gender, race, age, education and income also affected people's perception of organizational attractiveness and brand. (Alnıaçık et al., 2014; Braga and Reis, 2016). 
Recruitment 
“Recruitment includes all the activities managers engage in to develop a pool of qualified candidates for open positions” (Rynes, 1991). Moreover, Gomez-Mejia (2004) defined the process of recruitment as a set of specific attributes of job seekers that attract traits. The ultimate aim of the recruitment process is to obtain the quantity and quality of personnel to meet the human resource needs and needs of an organization in the most economical way (Delgadová, Gullerová and Ivanová, 2017). Recruitment and selection of talents are one of the earliest fields in applied psychology, which is the basic factor to ensure the competitiveness of organizations. Human resources can be regarded as the main source of providing a competitive edge. Many organizations are committed to identifying and applying the most effective recruitment tactics and methods to draw top talent. Talents represent a kind of resources, whose value is increasing every year, which directly affects the economic performance of enterprises. Different recruitment methods are needed in the process of recruitment (Wang, 2012; Alic, 2016; Derous and De Fruyt, 2016). Successful recruitment and retention of employees will greatly change the overall situation of the enterprise (Choudhury, 2012). Before start recruitment, it is necessary to analyze the recruitment positions, and the recruitment process is formulated according to the demand of the relevant personnel. Recruitment can also be done by global employment agencies, commercial recruitment organizations or professional consulting firms (Sinha and Thaly, 2013; Jiarakorn, Suchiva and Pasipol, 2015). 
The Impact of Social Media on Employer Brand 
With the widespread use of social media, social media offers great opportunities for employers to build strong employer brands. When employer branding is used to attract young talent, it is necessary to link branding with social networking (Sunita and Sharma, 2016; Piric, Masmontet and Martinovic, 2018). Moreover, some other researchers believe that network information technology can help to improve employers' brand value and enhance their attractiveness in the whole labor market (Collins & Kanar, 2013; Pingle & Sharma, 2013; Braga and Reis, 2016). Talent management has entered a new stage of development: human resources have evolved from traditional recruitment to a strategic function, recruiting young people with high potential, focusing on creating strong employer brand recruitment and developing digital skills through social networks. Using social networks such as LinkedIn, Facebook or YouTube is a very effective way of enhancing employer brands (Mihalcea, 2017). On the other hand, social networks represent recruitment opportunities and employer brand strategy. Hi-tech recruitment game also has marketing intentions. It may shape the image of enterprises, help builds public relations, and position enterprises in the local employment market (Derous and De Fruyt, 2016; Piric, Masmontet and Martinovic, 2018). Potential job seekers often check the company's latest developments on social media before they joining the company, and employer brand appearances in social media will promote organizations’ recruitment (Biswas and Suar, 2018). For generation Y, they are now the main labor force in the labor market, will be accounting for 35% of the global labor force by 2020. They are a special group, growing up with the internet (Mičík and Mičudová, 2018). This generation is interested in new technologies. And the Internet has already been one of the most fashionable sources of information for this generation of job-hunters. They often focus on the employer's brand and evaluate the company they are looking for through the Internet before applying for a job. Generation Y pays more attention to the working environment and promotion opportunities of employer brands and hopes that companies can provide opportunities for learning and personal growth (Eisner 2005). Eger et al. (2018) surveyed business students at a Czech university to find out the key factors in choosing potential employers in social media and recruitment websites, including their views on ideal employers. The research results showed that the characteristics of the ideal employer chosen by the young job seekers are similar, and have no significant influence with gender and employment status. The most representative of the ideal employer in college students' minds is reliable, professional, flexible and organized. Personal profiles presented on social media and recruitment websites are important to set up a good reputation. Meanwhile, Piric et.al (2018) claimed that social networks help protect employer brands, allowing employers to verify that their employees are devaluing the company online and to respond to online criticism as well. In addition, some researchers mentioned that enterprises' information release on social media, if the image of corporate social responsibility is taken into account, will be more conducive to improving the employer's brand and attractiveness, because candidates are expected to take pride in their association with a responsible organization. (Puncheva-michelotti, Hudson and Jin, 2018；Jone et al., 2014). By focusing on social responsibility, an activity that attracts media attention, employers can raise their profile in the media and set up a distinctive brand image in the minds of latent job seekers (Agrawal and Swaroop, 2013).
However, with so many social media users already online, contemporary social media is harder to control than traditional media channels (Kissel and Buttgen, 2015). If the company has any bad news, it will spread like fire on social media which are risks for companies. And the dissemination of information is not only limited to internal employees, but also includes all the people on the social media chain (Biswas and Suar, 2018). There is a dependency between the disseminate of organizational culture and the good reputation of the organization, which confirms career websites and social media sites can be used to draw and recruit gen Y. Companies that don't include long-term ambitions or information about career growth and development opportunities have trouble attracting young people, especially when it comes to Corporate Social Responsibility. Mičík and Mičudová (2018) concluded from Sunita and Sharma's (2016) research, it stated that most corporate recruiters are still in the initial stage of using the employer brand to recruit on social media. They do not make full use of the advantages of social media, but only use some tools. They are more focused on finding and identifying talent than building an employer's brand.
The Impact of Employer Brand on Recruitment 
In the recruitment process, employer brand is also a key determinant. A good employer brand can send a positive signal to applicants to attract and leave high-quality applicants to work for the company. It should include the financial, psychological and functional benefits of working for the company. Moreover, it is not uncommon for companies to use brands to promote products and services. The difference between consumer brands promoted by companies and employer brands lies in that consumer brands help cultivate loyal consumers and increase profits, while employer brands help cultivate loyal employees and increase productivity (Tanwar and Prasad, 2016). In order to attract more high-quality talents, organizations should adopt specific strategies to develop employer's brand (Alic, 2016). In an open talent economy, employer brands should focus on learning and developing leadership and reward systems while recruiting and retaining talent (Mihalcea, 2017; Biswas and Suar, 2018). Organizations with and focusing on employer brand strategy are more effective than those without or without employer brand strategy (Aldousari et al., 2017).
Although the brand familiarity of the enterprise does not necessarily affect whether the candidate attracted to the company, the perception of the employer's brand image can be a crucial predictor of whether the interviewee is attracted to the organization. Investing in employer brands and applying brand principles to human resource management can be an important distinguish factor. Employer brand is a reputation asset. Organizations communicate effectively to the world through the media. When people think they are familiar with it and the employer brand is satisfactory, they can ensure that the organization stands out in the talent competition. Employer brand can make people understand the company's policies and value system, which is very important for new job seekers and experienced employees. These factors largely determine how much an employer is valued and whether the organization is worthy to stay. Prestige and status supply important information to potential employees and may be a key element in the competition for high-quality talent(Drury, 2016). Industry sponsorship can help potential applicants create positive signals (Johar and Pham, 1999) Research shows that the number of job applications received by the best employers is almost double that of other companies, so they can choose the best applicants from a larger pool and have more choices (Drury, 2016). Today, the media drives job seekers, and in this recruitment trend, people want to connect with the companies that appear most in the media. Explaining the importance of the employer's brand can better attract excellent applicants.
Donnelly (2014) also shows that organizations with strong brand identity are more popular than those with weak or negative brand identity when the two companies are doing the same media and marketing channels. Through qualitative research, Shazia Khalid and Shahnila Tariq (2015) investigated and analyzed the organizations that actively practice the employer brand and do not follow the employer brand for recruitment, and the results showed that the two companies have different perceptions of the employer brand. The employees of the practice employer brand company have a more positive effect on the perception of the employer brand. Perceived employer brand can increase referrals to a large number of candidates and competitive employees, increase organizational commitment, corporate performance and job satisfaction. The above results show that employee recruitment has a statistically significant positive impact on employee satisfaction, and the mediating effect of employer brand has been fully confirmed. Established employer brands affect employee satisfaction, which should be considered an important prerequisite for a contribution to recruitment process. Organizations should take into account the loyalty of existing employees to employers and their commitment to fulfilling assigned tasks, and then systematically strive to develop an active, unique and identifiable employer brand (Slavković, Pavlović and Simić, 2018).
Of course, some interviewees also think that the job description and specific employer brand value of most companies are rather vague and unclear, and the depth of employer brand information is not deep enough, which will lead to the uncertainty of job candidates. According to this analysis, different interviewees have different opinions. Some people think that the lack of employer information provides better opportunities for job seekers and they are able to search for more enterprise information. Another interviewee thinks that they don't want to get more information about the employer's brand, which makes them need to remember a lot of company information in the interview (Wilden, Gudergan and Lings, 2010).
The Impact of Social Media on Recruitment 
[bookmark: OLE_LINK1]Advances in technology have enabled human resources departments to improve the efficiency of recruitment and evaluation processes through multimedia tools and the use of online applicant tracking systems (Derous and De Fruyt, 2016). Today's younger generation is very dependent on computers, the Internet, social media and some new technology products. Young job seekers use social media as their main tool for job hunting (Delgadová, Gullerová and Ivanová, 2017). Through the use of social media, job sites, campus recruitment and other channels, enterprises can obtain effective resources at the lowest cost, which helps the growth of enterprises. In the past, most enterprises would automatically go to the recruitment company or the talent market to fill the vacancy, and use social media in employee recruitment, which is often called social recruitment (El Ouirdi et al., 2016). Now the convenience of social media sites like LinkedIn makes it easier for companies to find potential candidates (Simons and Deterding, 2014). LinkedIn and Facebook, as well as social media users on Twitter, have grown exponentially, and tools other than dating have been developed to identify, attract and recruit potential candidates to companies (Caers and Castelyns, 2011). Social networks make it easy to get organizational information. Job seekers can communicate with current employees, get the latest news about the company, and quickly get information about job opportunities (Cain, Scott and Smith, 2010). Willingness to use social media in hiring depends on their perception of potential job-related benefits. El Ouirdi et al. (2016) In his survey of eight recruitment projects, he found that an average of four used social media, with 75.9% Posting job advertisements, 70.5% looking for passive job applicants and 67.4% participating in employer brand promotion. Compared with women, male recruiters' job expectations and social influence are important factors in determining their willingness to use social media. In the analysis of social media use, the biggest impact was among men, young people and senior managers. Sivertzen et.al (2013) investigated the relationship between the use of social media and corporate reputation and job intention, and the results showed that the innovative value, psychological value, application value and the use of social media of employers were positively correlated with corporate reputation.
Technology offers potential for future applicants, including participation in the company's brand, image and identity, which will make contribute to effective long-term recruitment (Koch, Gerber and De Klerk, 2018). From the perspective of the impact of social media on the recruitment process in South Africa, it is proved that social media has become an indispensable recruitment tool, but it has limitations and cannot solve all the problems of recruitment. If used improperly, it may waste network resources. 
However, hiring on Twitter, Koch, Gerber and De Klerk (2018) through semi-structured interviews, the result showed that though living in the age of social media, there are still have some recruiters used traditional recruitment ways, such as when a candidate's information is infinite expansion, recruiters need to spend more time to identify, may hinder the effective use of these potential candidates. In addition, Lal and Aggarwal (2013) argued that social media is popular for its expediency, they didn’t deny its advantages, but it has its drawbacks. The Internet is full of fake profiles, spam and legal disputes. Recruiters face big challenges that require constant monitoring and evaluation and feedback. (Kroeze, 2015) also believes that employers can be sued for hiring negligence when they use social media to recruit. Information on social media sites can be searched publicly by anyone, and there are still many privacy issues that need to be further studied and discussed.
Gap
First of all, most of the literature on the impact of social media on recruitment is focused on college students or young job seekers. However, with the acceleration of population aging and the postponement of retirement age, the future recruitment market may have more than half of the labor force for the elderly. Social media is relatively unfamiliar to this group of target people. It can further explore the impact of social media on the elderly to expand the recruitment market in the future. Secondly, many works of literatures analyze how to through social media to attract job seekers from the employer's point of view, or what kinds of employer factors attract candidates to apply. Future research should also add some types of social media candidates who are more easily avoided and ignored by the recruitment companies, Finally, not many researchers consider social media policy reasons when do researches of recruiting on social media. 









































Part II
Analysis of the Article 
Title: The impact of social media on recruitment:  Are you LinkedIn? (2018）
Authors:  Tanja Koch；Charlene Gerber；Jeremias J. de Klerk
Philosophy
[bookmark: OLE_LINK2][bookmark: OLE_LINK3]Interpretivism
One of the basic principles of hermeneutic social sciences is that in order to fully describe social phenomena, researchers must master the participants' understanding of their behavior, their discovery of their own situation and the rules governing the composition of the institutions in which they participate. Social actors are "self-explanatory animals"(Taylor, 1985). Interpretivism usually adopts a qualitative analysis method. In the first stage of qualitative research, researchers use the scientific paradigm of positivism to explain effectively, reliably and objectively the observed anthropological phenomena. In the second stage of qualitative research, researchers try to use the same strict method as quantitative research to describe causality, focusing on the combination of open, semi-structured access and participant observation with data standardization and statistical analysis.
[bookmark: _Hlk8084522]Koch, Gerber and De Klerk (2018) believed that with the progress of technology, social media recruitment has become a widely adopted means of the company, and can get rid of traditional “spray and prayer” methods, reduce the loss of incorrect recruitment, attracting and keeping the best talents. The author's aim was to explore whether social media is widely used in South Africa's recruitment market. In addition, if it is widely used, recruiters will choose which of the three main social media, Twitter, Facebook and Leadership, as the best recruitment platform. This study is currently blank in South Africa. This paper discovered the possible influence of social media on recruitment in South Africa. In the author's opinion, in South Africa, how social media affects recruitment has not been well studied, so he conducted an exploratory study to collect data through semi-structured interviews with recruiters to understand the possible influence of social media on recruitment in South Africa. The results show that in South Africa, LinkedIn is much higher in South Africa than Twitter and Facebook. This result is consistent with Hunt (2010) research.
Ontology
[bookmark: _Hlk7788935]The position of interpretivist relative to ontology is that interpretivists believe that reality is pluralistic and relative. The knowledge acquired in this discipline is socially constructed, not determined and perceived objectively. The interpretivist avoids the rigid structural framework in positivist research, but adopts a more personalized and flexible research structure, which is easy to capture meaning in human interaction and understand what is regarded as reality. The results were produced, not discovered. The qualitative hypothesis holds that human behavior accomplishes cognition through human consciousness and emotional behavior, thus endowing behavioral meaning. People can pursue meaning through themselves or others. In other words, the subject is an open self-system, but a "being" towards the society, which constructs the world with "subject interactivity"(Prabash Edirisingha, 2012).  
In this article, after reviewing previous studies by scholars, the author argues that social media recruitment in South Africa is still a blank area. They then ask two questions: whether social media is widely used in the recruitment market in South Africa, and whether recruiters in South Africa use Twitter, Facebook and Neighborhood as much as in other regions. The author conducted a semi-structured interview with 12 staff members, who were divided into two groups according to their years of employment. The 13 questions were divided into four themes. Among them, the first, second and third themes are about the frequency of Twitter Facebook and Leadership, and the fourth is about the importance of social media in the recruitment market. In this way, the author finds out the development process and problems of recruitment in South Africa. 
Epistemology
In epistemology, hermeneutics holds that the purpose of the research is to clarify the meaningful order of the social world and to explore the mechanism of its occurrence and continuation. It is difficult for people to understand all the phenomena. We should understand the phenomena through the explanation. It emphasizes that the formation and development of knowledge have no obvious connection with the reasonableness of knowledge and are not influenced by pure rational reasoning. The formation of knowledge is based on the subject's conscious function in the daily life of the world, contacting with others or things constantly, and establishing the knowledge of communication, that is, the formation of knowledge is generated from the process of "consultation". Therefore, each subject should exchange opinions from each other's standpoint, explain the meaning of behavior subjectively, and finally reach common rules or knowledge in daily life.
In this article, the author's understanding of whether or not social media is employed in South Africa's recruitment market and what kind of social problems is used is based on semi-structured interviews. First of all, there has been no previous research on the employ of social media as a recruitment tool in South Africa, or even exploratory research on how to use social media in the field of recruitment. Secondly, in the course of the interview, the author came up with some problems that he did not realize before. For example, in South Africa, recruiters use the British leader more frequently than in other countries. When recruiting people of different ranks, they may be in the form of traditional advertisements or through new social media.
Axiology
Axiology refers to the ethical issues that need to be considered in the formulation of research plans. It considers philosophical methods of making valuable or correct decisions (Finnis 2011). Kivunja and Kuyini (2017) considered that “……it involves defining, evaluating and understanding the concepts of right and wrong behavior related to research. what values we should attribute to different aspects of our research, participants, data and audiences, and respect for the values of everyone who participates in or participates in research projects”.
In the whole study, the author selected four different recruitment agencies. Twelve recruits were picked by judgment sampling and divided into two groups. The first team consisted of six recruiters with over eight years of recruitment experience. Six recruits in the second team were selected with less than four years of recruitment experience. Participants were 25-38 years old from different regions, and they all experienced the prevalence and use of social media. The author also takes into account industry differences. Interviewee was contacted by telephone and invited to participate in the study, and the date, time and place of the interview were determined at their convenience. These were agreed by the participants. The interviews were conducted personally by the leading researchers in a face-to-face environment and recorded verbatim for thematic analysis. This can establish a good relationship with the participants, and can pay attention to the participants' non-verbal behavior.
Methodology
Inductive
Thomas (2006) argued that inductive analysis is a method of generating new concepts, themes or models from frequently occurring, dominant or important topics in the original data by reading and interpreting the original data in detail without the restriction of structured methods.
This article used the inductive method, the author raises 13 questions and presents key themes for thematic analysis of interview data, illustrating the impact of each major social media site (Twitter, Facebook and LinkedIn) used in the search for the right people. Because of the innovation of social media, the overall change in the recruitment process has also had a key theme. Through interviews with 12 recruiters, the author summarizes and identifies the themes and sub-themes. Theme 1: Twitter has little impact on recruitment; Theme 2: Facebook has little impact on recruitment; Theme 3: LinkedIn has an important impact on recruitment; Theme 4: Social media is an important part of recruitment.
Research Methods
In qualitative research, the interview is one of the most important data collection methods. In order to collect accurate interview data, researchers must have a knowledge of relevant fields, and when necessary, train professional knowledge in order to raise insightful questions. The interview design process should also be deliberated over and over again, carefully considering various decisions, such as how to select the interviewer, how many interviewers are needed, how to conduct the interview and how to analyze interview data. 
This paper adopts semi-structured interviews. There are three ways of the interview, the first is a structural interview. Structured interview refers to the interviewer asking the interviewer a series of pre-set questions, allowing only a limited range of answers (Qu and Dumay, 2011). The second is an unstructured interview. Unstructured interview originated from an open ethnographic interview (Hannabuss, 1996). The third is the semi-structured interview, which overcomes the shortcomings of the structured interview and unstructured interview and absorbs their advantages. In depth, it is more flexible than structured interviews and less borderless than unstructured interviews. The interview is time-consuming and laborious, and it is hard to make a quantitative analysis.
In the interview of 12 interviewees, the author used the interview schedule and identified 13 specific questions through the literature. According to the characteristics of the semi-structured interview, it has certain procedures and flexibility, such as repeating some of them in the interview. 
Reliability and Validity
Reliability
Ployhart and Hakel (1998) in the paper talked about meta-analysis, which includes the analysis of the reliability among the evaluators, the stability of the evaluation and the internal consistency. He also believed that the stability of the evaluation should not only include the reliability among the evaluators of the same interviewee, but also between the evaluators of different independent interviews with the same interviewee. Conway et al. (1995) believed that the factors influencing the reliability of interviews are (1) the design of interviews. In the analysis of interview research design, people believe that the reliability obtained from the interview group is higher than that obtained from individual interviews. (2) The structure of the interview. One is the interaction between problem criteria and research design (i.e., group interviews and individual interviews). The second is the interaction between the standardization of reaction score and the method of score synthesis. The intrinsic reliability of qualitative research is mainly determined by the consistency of the research. The consistency of such research is usually expressed by the consistency rate (or harmony rate).
The author strictly abides by the rules of interviews. According to the requirements of previous scholars' research on interviews (Marshall and Rossman, 2006; Virgina and Victoria, 2006). The interview questions used by the author are identified through literature research by summarizing important aspects related to research purposes and trends related to social media recruitment practices in other parts of the world. During the interview, try to understand the situation from the interviewee's point of view as much as possible. After collecting the answers, the author coded the interviewees and enumerated their answers without adding his own intention. These steps ensure the reliability of this article.
Validity
The quality of qualitative analysis can be improved by a validity test. In this way, the researchers can determine the degree to which the research results are consistent with the purpose. Particularly in qualitative methods-based research, for their own research design and ideas, researchers are vulnerable to thinking limitations, leading to ineffectiveness or bias. It has special significance. The most important factor affecting the validity of the interview is the structural factor. In order to solve the above problems in interviews, we must first define and classify the structure of interviews. Hunter and Hunter (1984) considered the structure as the degree to which the interviewer handles the interview freely. The structure of the interview is essentially continuous and multi-dimensional. If operationally speaking, the two dimensions of structuralizing are directly related to the interviewer's discretion; (1) standardization of interview questions; (2) standardization of response scores.
The author identified 13 topics and sub-themes from the interviews, which are consistent with the author's purpose in writing this article. Theme 1, 2, and 3 revolve around the importance of three different social media in interviews. The theme is the importance of social media in interviews. The author introduces these four themes in detail and incorporates some verbatim comments from the participants in the discussion. Question setting ensures the validity of the answers.
Ethics
Ahmed (2008) quoted Simons (1995) as saying that ethics is to "find codes of conduct that enable us to operate defensively in a political environment where educational research is necessary".
The author strictly abides by the requirement. After approval by the Research Ethics Committee, he obtained the informed permission from the organization that invited recruiters to participate in the research. And at the same time the author got informed consent from all participants. Authors also ensured that their replies would be treated as anonymous and confidential and that their names would not be leaked.
At the end of the article, the authors claim that they have not been able to influence their economic or personal relationships in writing this article.
Limitation
In the end, Koch, Gerber and De Klerk (2018) mentioned the limitations of the article :
First of all, the study only investigated the situation in South Africa, so it could not be applied to other environments. In addition, the sample size of interviewed recruits is relatively small, only recruits from recruitment agencies were interviewed; therefore, the outcome of the survey could not be applied to a wider range of recruits except for this particular person.
Secondly, according to the data collected through interviews, the author understands why recruiters chose certain social media in the recruitment process. Therefore, it does not concentrate on the explicit operation and influence of recruitment through kinds of social media means, and not focus on recruitment expectations or experience.
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