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Abstract
Nowadays social networks are growing in terms of usage among other organizations. Today
organizations are creating and preserving social media in order to promote social networks’ status and
encourage customers, and enhance organizational interests, so that they can develop a sustainable
online communication. The pace of change in the competitive environment and the need for creating
agile organizations in timely response to these changes have made it necessary to use social networks
for transforming organizations to agile competitors. Organizations should apply this approach, on the
basis of their nature and goals, in such a way to achieve their goals as soon as possible. Only a few of the
conducted studies have considered current effects of social networks’ usage on organizational
performance. This study aims to identify the reasons for the use of social networks in organizations and
its role on improving organizational performance. The population are the staff of Bank Saderat Iran in
Tehran. We have used a questionnaire in order to collect data. The data have been analyzed and the
hypotheses have been examined, using both methods of descriptive statistics, and inferential statistics.
The results indicate a significant and positive relationship between the components of social networks
and organizational performance improvement. The results suggest that social networks have a profound
effect on improving the performance of organizations.
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Introduction
Social media are described by content which
generated by users, where based on the findings in
terms of influencing the attitudes and behaviors of
users have been diagnosed to be more effective
compared to communications of traditional
marketing (Tucker et al., 2008). Social Media have
been made on basis of Web 2.0 technologies and are
product of applications (apps) which are based on
Internet. Web 2.0 is a platform where software and
content are produced and developed resulted by
different factors in a common and continuous way
(Laroche et al., 2012).
*

Ordinary users have gained enough capacity to
creating web content, by widespread usage of Web
2.0 technologies such as blogs, wikis and SNS (Shi,
2013). Considering the results of Burton et al. study
(2012), Web 2.0 technologies are being used
effectively to have led to following three separate
and distinct impacts. These include:
• Changing the place of activity from desktop to
web site
• Changing location for any technology to
breakthrough
• Impact on organized performance
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Academic research due to investigating the various
reasons of Social Media employ and its subsequent
impact on organizations not seems to be perfect
(Schulz et al., 2012).
Make use of social networks in organizations has
shown rapid development, in a way that
organizations now build and maintain public pages
of social media to advance highlight networks,
improving
organizational
interest
and
communication with online people. Social media is
growing as an important strategic tool between
organizations and to understand its ability,
assessing the various purposes of usage and its
impact on organizational effectiveness is required.
As a result, the questions that arise here are: "Why
do organizations use social media?" and
"What is the impact of social media on
organizational performance?" So to answer these
questions, this study examines the organizational
use of social media and its subsequent impact on
organizational performance.
Literature Review
Social media are acting as a platform to simplify the
information exchange and user contribution in
order to create and/or distribute the content
(Steenkamp and Hyde-Clarke, 2014). These
operating systems have changed the nature of
Internet services in terms of emphasis on
consumption-oriented aspect to the interactive and
cooperative side, where resulted in providing new
opportunities
for
interaction
between
organizations and the public (Henderson and
Bowley, 2010). Apart from the old forms, social
media can involve both web-based and mobile
technologies (Mou et al., 2013).
Organizations have to regard the use of Social
Media, since of changing trends among consumers.
Mangold and Faulds (2009) claim that marketing
managers have to recognize the power and
sensitive nature of topics raised by consumers
using Social Media. Due to the benefits of social
media in directly connecting the business to the
final loop, i.e. the consumers, it has become the
center of attention of many industries.
From the perspective of time, this connection has
occurred as soon as possible and at a low cost
(Kaplan and Haenlein, 2010), that it is conceivable
by facilitation of various marketing fields such as
advertising, marketing intelligence, research on
emotions,
public
relations,
marketing
communications and the correlation between
product and customer management (Akar and
Topcu, 2011; Tanuri, 2010). The upper stage
efficiency of social media compared to other
traditional communication channels, forced
industry leaders to imply the requirement of

companies to participate in Facebook, Twitter,
Myspace and others in order to progress in the
online space (Kaplan and Haenlein, 2010). A
growing tendency toward social media have
encouraged many researchers to carry out studies
in this field. Howbeit, many studies about the media
is done by individual perspective of view (Agarwal
and Mital, 2009; Coyle and Vaughn, 2008; DeKay,
2009; Gangadharbhatla, 2008; Pelling and White,
2009).
Studies about social media based on approval of
organizations is quite limited; some studies which
have been conducted on social media utilization by
organizations have been described as follows.
Curtis and colleagues (2010), using the Unified
Theory of Acceptance and Use of Technology
(UTAUT), have explained the above-mentioned
utilization of
social media by non-profit organizations. The
results showed that these online tools are becoming
a useful communicational method for public
relation practitioners in private sector (non-profit).
Also, it is more capable for institutions with
separate department of public relations to adopt
and use these technologies to achieve
organizational goals. In addition, public relations'
agents if find these tools valid and reliable, most
likely will use them.
Further, from standpoint of employees Kuo et al.
(2011) have investigated the utilization of social
communications technology (SCT) by an employee
to comply with the features of duties, through
application of the theory of media richness and
social theories.
Moreover, the impact of social relations in the
workplace on adjustment of personnel involvement
to Social Media, as well as the effect of this
involvement issue on task performance were
examined. The obtained results indicated that job
characteristics are linked to use of these media,
while social factors (i.e. social influence and
affiliation) determines the degree of relationship.
Besides that, the usage of social technologies has led
to positive job performance. Leftheriotis and
Giannakos (2014) stated that social networks could
lead to collaboration between employees and
analyzed the quality of key factors in facilitating the
growth and marketing success in the Cyberspace.
They have found that the long-distance presence,
streaming, virtual experience and education of
consumers are essential factors in the Cyberspace
and e-commerce market. They also have suggested
that global network specifically can be used to
connect to the costumers and thus participate to
training and getting input from clients may be
possible. The findings of the study of Harris and Rae
(2009) show that organizations are essentially get
benefits of social networks in order to achieve
various goals such as to obtain information about
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the market, clients and their competitors. Actually,
by means of social networks they identify future
market trends, target groups and their wants and
also needs of consumers, as well as following for
information about the competitors, their
movements, tactics, advertising gimmick and their
activities in Social networks.
Research methodology
Methods
In order to collect the required data, the following
is done:
• Major part of the information and literature
survey are obtained through a literature review,
collecting international resources and articles,
national books and publications and websites.
• According to collected information, general
model of research and questionnaire has been
provided.
• By referring to experts, corrections were applied
in the questionnaire.
• To collect the required data on considered
variables in the following study, a questionnaire
have been distributed among the chosen target
population samples and finally, the data has been
analyzed through information obtained by means
of descriptive and inferential statistics.
Knowing that the main aim of this study is to
determine the role of social networks on improving
organizational performance, thus based on
objective, the current study is of practical research
work. And because of using questionnaire to collect
information, the work is of survey research
category, based on used method.
In order to assess the reliability, Cronbach's alpha
test was used by performing SPSS software. 350

questionnaires were distributed among the
participants and by use of the data obtained from
the questionnaire and by assistance of statistical
software, the reliability factor was determined as
described in Table 1.
Table .1. Cronbach's alpha test results
Variable
Reasons for using
social networks
Organization
performance
Employee performance
Economic performance
Customer satisfaction

Cronbach's alpha
0.880
0.923
0.877
0.733
0.749

Given that Cronbach's alpha value is above 7.0, it
can be said that all variables encompass an
acceptable reliability.
Hypotheses
The hypothesis of this study are as follows such, use
of social networks in organizations has positive and
significant effect on organizational performance
improvement. Secondary hypotheses of research
include the below:
1. The use of social networks in organization has
positive and significant effect on improving
employee performance.
2. The use of social networks in organization has
positive and significant effect on improving
economic performance.
3. The use of social networks in organization has
positive and significant effect on improving
customer satisfaction.
The presented conceptual model of this study is
shown in Figure 1.

Figure 1. model of this study
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Normality test on variables
Before getting into the test assumptions, it is
necessary to be informed of the normality status of
the data, thus according to whether they are normal
or not, testing to be used.
In this test, if the achieved significance level is
larger than error value of α=0.5 then H1
assumption is assumed to be confirmed, otherwise
H0 is so.
H0: The data is not normal (do not have been obtain
from the normal population) H1: The data is normal
(have been obtain from the normal population)

Table. 2. Kolmogorov-Smirnov test for research
variables
Variable
Reasons for using social networks
Organization performance
Employee performance
Economic performance
Customer satisfaction

Since the significance level of research variables is
larger than 0.50, then H1 assumption is to be
confirmed and it is concluded that the data collected
for variables are normal.

Figure 2. Structural equation of research conceptual model (standard estimation)

Figure 3. Structural equation of research conceptual model (significant coefficients)
Table 3. Indices of the conceptual model
Index
X2/df
NFI
NNFI
AGFI
CFI
GFI
RMSEA

Sig
0.059
0.102
0.114
0.087
0.108

Allowable limit
3 or less
0.9 and higher
0.9 and higher
0.9 and higher
0.9 and higher
0.9 and higher
Smaller than 0.08
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Obtained value
1.89
0.95
0.94
0.90
0.95
0.92
0.64

Table. 4. Path coefficients, t statistic and the coefficient of determination (Dependent variable: organizational
performance improvement)
Predictive variable

Path coefficient (β)

t-statistic

Use of social networks
** P <0.01, * p <0.05

0.89

17.75**

Basic hypotheses
The use of social networks has positive and
significant effect on organizational performance
improvement.
Considering the path coefficient of 0.89 and tstatistic of 17.75, it can be said that use of social
networks has significant positive impact on
organizational performance improvement at 99%
level of confidence, thus the main hypothesis is
statistically significant and confirmed.
Secondary hypotheses of research
1. The use of social networks has positive and
significant effect on improving employee
performance.
2. The use of social networks has positive and
significant effect on improving economic
performance.
3. The use of social networks has positive and
significant effect on improving customer
satisfaction.
Considering the path coefficient of 0.67 and tstatistic of 12.28, it can be said that use of social
networks has significant positive impact on
employee performance improvement at 99% level
of confidence, so the first secondary hypothesis of
research is statistically significant and confirmed.
Multiple coefficient of determination (𝑹𝑹𝟐𝟐) is
equal to 0.45. This factor is investigating the predict
ability of dependent variable by means of
independent variable. Accordingly, the variable of
social networking usage could predict 45 percent
improvement in employee performance.
Regarding the path coefficient of 0.71 and t-statistic
of 10.46, it is observed that use of social networks
has significant positive impact on economic
performance improvement at 99% level of
confidence, thus the next secondary hypothesis of
research is confirmed and statistically significant.

Coefficient of determination
(𝑹𝑹𝑹𝑹)
0.79.

Multiple coefficient of determination (𝑹𝑹𝟐𝟐) which
investigates the predict ability of dependent
variable by means of independent variable, is equal
to 0.51. That means the corresponding variable of
social networking usage could predict 51 percent
improvement in economic performance.
Observing the value of 0.86 for path coefficient and
13.13 for t-statistic indicates the significant positive
impact of social networks utilization on customer
satisfaction at confidence level of 99%, which
means the confirmation and significance of last
secondary hypothesis of research. Besides, by
means of independent variable, multiple coefficient
of determination (𝑹𝑹𝟐𝟐) equal to 0.74 is assessing
the ability of dependent variable to predict.
Hereupon, the variable related to social networking
usage is able to predict 74 percent in customer
satisfaction improvement.
Discussion
The current study being conducted in Bank Saderat
Iran, shows the positive effect of social networks
within an organization to improve the performance.
In general, it was observed that the ability of
mentioned bank to improve the organizational
performance is directly associated with employee
use of social networks. International researches
indicated that organizational social networks set up
has a significant impact on staff efficiency,
productivity and satisfaction of occupational
position. According to the results of following work,
when the bank employees get benefit of social
networks, not only they do gain new knowledge and
individual skills, but also their performance
(individual performance of employees) can be
improved in the organization. Consequently, they
provide high level of service quality due to
increment of organizational performance, which
itself leads to customer satisfaction.

Table. 5. path coefficient, t statistic and the coefficient of determination (Predictor variables: the use of social
networks)
Dependent variable

Path coefficient (β)

t-statistic

Employee Performance
Economic performance
Customer satisfaction
** P <0.01 * p <0.05

0.67
0.71
0.86

** 12.28
** 10.46
** 13.13

Coefficient of determination
(𝑹𝑹𝟐𝟐)
0.45
0.51
0.74
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In fact, social media enable individuals to
accumulate, share and store the knowledge;
besides, to combine the obtained vision from
different sources due to make a person creating a
new cognition and joining social media to
contribute in the common knowledge creation
processes by sharing experiences, different critical
theories and various findings. According to the
abovementioned concepts, people manage their
personal goals in social media, in terms of
knowledge management processes (for example;
storage, retrieval and information linkage to each
other), in order to allocate the cognitive resources
to faster implement of knowledge management
activities.
From an analytical perspective, social media enable
people to have an active role in the knowledge
construction by means of participation, discussion,
interaction and collaboration with others and
makes them to provide the possibility of knowledge
perception, feedback receive and cognition
creation. Actually, by empowering the knowledge
process with regard to environmental and social
aspects, social media develop the learning and
understanding in people. Since these media impact
the knowledge processes of individuals by
constructing a middle level, which is the level of
relations between people in social media. In
general, social networks by operational changes of
knowledge from technology-based approach which
focuses on information processing and technologyoriented aspects to peoplecentered approach which
insists on knowledge management aspects by
cooperation and dialog causes the deformation of
science management (Sigala, 2015).
Moreover, these networks are being used in
different organizations for diverse aims such as
advertising,
branding,
information
search,
communication with customers and many other
purposes. However, social networks effect some
organizational activities more than others, of which
we can mention management services of customer
relations, improvement in information access,
reduce the cost of marketing and arrangement of
client relations (Parveen et al., 2015).
A new level has been considered while studying the
role of social media, which the added one is an
intermediate level
(about the relations between people in social
media) and is related to employee creativity, apart
from the micro level (inter-personal factors) and
macro level (organizational and environmental
factors). The above reviewed results imply the
existence of a social media's middle-level, which it
indicates that relations among employees in social
media with their colleagues beyond the
organizational boundaries and connection of
individuals is associated with creativity. Also
important correlation is found between the number

of used social media by individuals and their
creativity, where creative performance is positively
associated with the number and type of information
sources available for employees. Knowing that
creative employees are more likely to use multiple
social networks as well, in general, higher levels of
employee participation in activities of knowledge
management, being active and proper use of social
media are highly important cases, whatsoever
social media is not enough to enhance their
creativity and cognition. Further, importance of
social media's intermediate level is determined in
activating the employee's creativity. This utilization
is affecting people's cognition and can be
supportive in interactive and collaborative
processes of knowledge management of people
who are involved and active in intermediate level of
these media.
In general, a cooperative social networking can put
employees, economic partners and customers of an
organization
together
in
an
integrated
environment, whom are engaged in economic
activities. These networks can be used in the
organization's intranet, in sake of staff supporting
or even in extranet and Internet due to facilitate
marketing operations and strengthen the role of
final users. Assuming that members of the
mentioned networks are always aware of the latest
news of organization, then subscribing to them can
also be regarded as aspect of information and
controlling. As well as, social networks are ways of
making easy communication between the customer
and the company.
Conclusion
Notwithstanding, the social media have been
examined from the individual point of view by
many researchers, but study on organizational
aspect of these media has not developed as rapidly
(Lovejoy and Saxton, 2012). Thus, by means of
assessing the organizational usage of social media,
the following research provides the academic field
of social media. Additionally, distinct usage and
impact factors in connection with social media have
been noticed on the basis of obtained results, which
are open for further investigation by future
researchers. This work examines and explores the
qualifying aspect of social media utilization through
comprehensive discussions, which contributes to
brighter visions and cognition of social media
function in an organizational ground.
Talking about social media, some authors believe in
exploitation of social media by companies whereas
recent cases indicate considerable advantages. Lots
of developments in this process may be achieved
through effective network programs and interorganizational associations (Leader-Chivée and
Cowan, 2008). Even though, the aforesaid tools can
cause to regulate, reveal or legal issues as well as
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possessing the ability to waste time of users
(Moorcroft, 2008).
Nowadays, most people and organizations use
social media, it shows that using social media has
become a routine phenomenon and life pattern,
besides being a suitable functional analysis.
Moreover, it implies that interactive mode of social
media, where both the organization and its
stakeholders will participate in creation of content
and feedback, will follow main results for the
organization, while institutional investors had no
free connection among themselves previously. That
is why it is important to know what this interactive
feature of the system is.
In particular, to understand the following issue if
approaches of interactive environments in social
media could lead to an open system in relation
between the organization and the audience, then
researchers could get better understanding of
social media's role in the enterprise survival.
According to the tested final model among
employees of Bank Saderat Iran, it was observed
that use of social networks has a direct and positive
impact on employee performance. In the meantime,
the significant influence is found on customer
satisfaction. Therefore, it can be said that use of
social networks improves employee performance
and consequently provides better customer service
by staff which results in customer satisfaction.
Suggestions for future research
The following objects are suggested for future
studies:
• Measuring the using of social networks by
employees of human resources to determine the
effect of these factors on management of human
resource.
• Investigating the effect of social networks' usage
on performance of organization in the factories
and comparing with current results
• Assessing the influence of using social networks
on performance by mediating role of learning
culture in the organization
• Examining the impact of social media technology
on customer satisfaction and their loyalty
• Studying the relationship between use of social
media technology and management of connection
with customers from the client perspective and
comparing the obtained results with of current
research.
References
1) Alexander, R, Koch, M. 2008. Functions of Social
Networking Services, the 8th International
Conference on the Design of Cooperative Systems.
2) Anshari, M. , almunawar, M. 2012. Framework of
Social Customer Relationship Management in E-

Health / Services, Journal of e-Health Management
retrieved from http://www. ibimapublishing. com
3) Eleni Dermentzi, Savvas Papaginnidis, Carlos
Osrio Toro, Natalia Yannopoulou. 2016. Academic
engagement: Differences between intention to
adopt Social Networking Sites and other online
technologies, Computers in Human Behavior. 61:
321-332.
4) Erkan Akar, Birol Topcu. 2011. An Examination
of the Factors Influencing Consumers' Attitudes
Toward Social Media Marketing, Journal of Internet
Commerce 10(1): 35-67.
5) Farzana Parveen, Noor Ismawati Jaafar,
Sulaiman Ainin. 2016. Social media usage and
organizational performance: Reflections of
Malaysian social media managers, Telematics and
Informatics 32 (1): 67–78.
6) Golamhossen Mehralian, jamal A. nazari, Leila
Zarei, Hamid Reaz Rasekh. 2016. The effects of
corporate social responsibility on organizational
performance in the Iranian pharmaceutical
industry: The mediating role of TQM, Journal of
Cleaner Production 135: 689-698.
7) Henderson, A., Bowley, T. 2010. Authentic
dialogue? The role of ‘‘friendship’’ in a social media
recruitment campaign. Journal of Communication
Management 14(3): 237-257.
8) IBM, 2007. Achieving Tangible Business Benefits
with Social Computing.
Availablefrom:www.2dnet.co.uk/i/25/ads/whitep
apers/IBM/yellow_fewer_new/socialnetworking.p
df> (retrieved 13 February, 2011).
9) Koo, C., Wati, Y., Jung, J.J. 2011. Examination of
how social aspects moderate the relationship
between task characteristics and usage of social
communication
technologies
(SCTs)
in
organizations. International Journal of Information
Management 31(5): 445-459.
10) Laurel Jackson, Louis Young. 2016. When
business networks “kill” social networks: A case
study in Bangladesh. Industrial Marketing
Management 58: 148-161.
11) Leftheriotis, Ioannis. N. Giannakos, Michail.
(2014), using social media for work: Losing your
time or improving your work? Computers in Human
Behavior, 31, 134–142
12) Liu, X., Magjuka, R.J., Bonk, C.J., Seung-Jee, L.
2007. Does sense of community matter?An
examination of participants’ perceptions of building
learning communitiesin online courses. Q. Rev.
Distance Educ. 8 (1): 9– 24.
13) Li W., Cui Yi, Li C. 2008. Mediating effect of
information between entrepreneurial networks
and performance: Evidence from Chinese new
ventures; IEEE 4th International Conference on
Wireless Communications, Networking and Mobile
Computing.

J . H u m . I n s . 2 0 2 0 ; 4 ( 4 ) : 1 7 7 - 1 8 4 |183

14) Mangold, W.G., Faulds, D.J., 2009. Social media:
the new hybrid element of the promotion mix. Bus.
Horiz. 52(4): 357–365.
15) Mou, Y., Atkin, D., Fu, H., Lin, C.A., Lau, T.Y. 2013.
The influence of online forum and SNS use on online
political discussion in China: assessing ‘Spirals of
Trust. Telematics and Informatics. 30(4): 359–369.
16) Pierre R. Berthon, Leyland F. Pitt, Kirk Plangger,
Daniel Shopiro. 2012. Marketing meets Web 2.0,
social media, and creative consumers: Implications
for international marketing strategy. Business
Horizons. 55(3): 261-271.
17) Rodrigo Guesalaga. 2016. The use or social
media insales: Individual and organizational
antecedents, and the role of customer engagement
in social media, Industrial Marketing Management
54: 71-79.
18) Shane S., Stuart T. 2002. Organizational
endowments and the performance of university
start-ups, Management Science 48(1).
19) Shi, S. 2013. The use of Web 2.0 style
technologies among Chinese civil society
organizations. Telematics Inform. 30(4): 346–358.
20) Shuai, J.-J., Wu, W.-W. 2011. Evaluating the
influence of E-marketing on hotel performance by
DEA and grey entropy. Expert Syst. Appl. 387: 87638769.
21) Sigala, M., Kalotina, C.H. 2015. Knowledge
management, social media and employee creativity.

International Journal of Hospitality Management,
45: 44-58.
22) Solver-Linett C, Stoner, M. 2011. Succeeding
with social media: Lessons from the first survey of
social media in advancement. Solver Linett Issue
Paper Series.
23) Steen Kamp, M., Hyde-Clarke, N. 2014. The use
of Facebook for political commentary in South
Africa. Telematics Inform. 31(1): 91–97.
24) Tanuri, I. 2010. A Literature Review: Role of
Social Media in Contemporary Marketing. Available
from: <http://www.slideshare
25) .net/groovygenie/role-ofsocial-media-incontemporary-marketing>.
26) Suaini Sura, Gongchang Ahn, Ook Lee. 2016.
Factors influencing intention to donate via social
network site(SNS): From Asian’s perspective,
Telematics and Informatics, 34:164–176.
27) Teresa Blanco, Alvaro Mrco, Roberto Casas.
2016. Online social
28) networks as a tool to support people with
special needs, Computer Communications 73: 315331.
29) Usluel, Y.K., Kokoc M.C., Irah H., Mazman S. G.
2015. English Version of Social Networks Adoption
Scale: A Validation Study, Telematics and
Informatics 33(2): 484–492.

184 | J . H u m . I n s . 2 0 2 0 ; 4 ( 4 ) : 1 7 7 - 1 8 4

