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Abstract—This study explores motivating and hindering 

factors for internal social media usage in organizations using the 
Theory of Planned Behavior. Organizational communication 
quality was considered as a unique moderating factor between 
social norms and usage intention. This qualitative study consists 
of 16 individual interviewees from six different organizations. 
Findings revealed that motivating factors included 
improvements to: organizational processes, knowledge 
management, and communication. Hindering factors included a 
lack of information concerning the personal benefits. It would 
seem that the better the communication quality is, the more the 
perceived social norms of usage is supported and thereby the 
usage intention.  

Index Terms— Theory of Planned Behavior; internal social 
media; organizational communication quality; communication 
technologies 

I. INTRODUCTION 
Social media has become not only a useful, but an essential 

part of our everyday lives. In the Global Web Index’s Social 
report from 2018, they found that 98 percent of online 
consumers are social media users [11]. More and more, social 
media is being identified as a beneficial communication tool 
to connect with people, organize arrangements, and voice 
opinions [6]. As the benefits of social media become more 
and more realized in our private lives, more are beginning to 
see potential benefits in organizations’ internal 
communications and work processes [3]. Given this, this 
paper focuses on employees’ intention to use internal social 
media tools within organizations. 

Traditionally, internal business communication has 
consisted of mainly top down communication at the executive 
level through business newsletters, business television, 
emails, and annual company result meetings, which 
communicate essential business performance information, 
strategic goals and objectives, as well as current happenings 
within an organization [28, 41]. While these mediums convey 
important information for employees, it is not the only form 
of internal business communication that takes place. Middle 
management communication usually occurs through emails, 
team meetings, and individual meetings with direct reports. 
At this level, business communication becomes increasingly 
interactive where employees have the opportunity and feel 
that they can ask questions and provide input on topics at 
hand [27, 41]. Finally, subordinate level communication 
entails: emails, brainstorming and progress meetings, 
telephone and video conferences, lunch and grapevine gossip 
and is often used by employees [13, 17, 33, 41]. While these 
communication mediums are irreplaceable and a necessity for 
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organizations to operate and for employees to successfully 
complete their tasks, it is important to anticipate what new 
communication mediums the future will bring for internal 
business communication and for the internal stakeholders that 
use them. When considering the past with the adoption of 
email within organizations, it was perhaps difficult for some 
to imagine the success and acceptance that email would hold. 
The convenience and speed that email brought to business 
was revolutionary, and it has now become a standard form of 
communication in our society. It is plausible that the use of 
social media tools within the organization might bring the 
same effects and advantages that email once did for business 
communication. While previous research has primarily 
focused on people’s perceptions and usage of social media for 
external organizational communication [10, 26, 43] or on the 
potential advantages that internal social media can bring to 
organizations [24, 40, 44], this exploratory study seeks to 
identify potential motivating and hindering factors for 
internal social media usage from the employees’ perspective 
by looking at: the usage intention of internal social media, the 
perceived attitudes and social norms towards internal social 
media usage, the perceived internal social media usage 
ability, and the perceived organizational communication 
quality among key internal stakeholders. Therefore, first 
internal social media will be defined. Then factors 
determining internal social media usage intention will be 
addressed. Finally, what influence organizational 
communication quality could have will be discussed.  

A. Internal Social Media 
Social media has become a household term. It is 

everywhere we look, from the news media to advertising for 
consumers to ‘like’ something. Not just younger generations, 
but also older generations are now becoming major user 
groups [30]. Furthermore, social media communication is 
transforming how organizations communicate with 
customers: “Traditional one-way communication in 
marketing has been transformed into a multi-dimensional 
two-way peer-to-peer communication reality. This new 
marketing communication reality presents new challenges 
and opportunities for companies as purchase decisions are 
increasingly influenced by social media interactions.” [15, p. 
343]. This new interactive, two-way communication and how 
organizations deal with it is just one example of the 
challenges that organizations are facing in the new digital 
age. Furthermore, social media has certainly changed how 
society views the way and speed of communicating 
information [31, 38]. As a society, we expect to be able to 
easily connect with others and be immediately informed of 
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the latest happenings in real time. This desire to ‘connect with 
others’ and ‘always be informed’ has had such a strong 
impact on most people’s private lives, that it is reasonable to 
think that people would expect this speed of information 
exchange in their professional lives as well. 

In order to adapt to this new phenomena, companies have 
started taking steps to implement internal social media tools 
which allow employees access to and exchange the latest 
information, as well as to connect with each other on a much 
broader basis than emails alone [2, 27, 28]. Depending on the 
extent of what information is needed and should be 
exchanged, organizations are implementing everything from 
wikis and blogs to complete social networks and project 
management platforms. For purposes of this study and based 
on the above literature, internal social media has been defined 
as any interactive tool or platform, within a secured network, 
behind an organization’s firewall used to exchange and 
provide information and/or connect with other employees. 
Now that it is clear what internal social media is, it is 
important to understand what factors might influence 
employees’ motivation and intention to use internal social 
media 

B. Individual Driving and Hindering Factors 
When organizations invest the time and money into 

implementing something new, they hope or expect that 
employees will use it. This is no different in regards to 
internal social media. If organizations implement these new 
technologies for employees, then it is wished that employees 
use them. This, however, is not always the case, which can 
result in wasted resources. Therefore, organizations must first 
understand not only what driving factors can possibly 
influence employees to use internal social media, but also 
what factors could possibly hinder employees in using these 
technologies. The Theory of Planned Behavior (TPB) [1], is 
a highly accepted theory used across various disciplines to 
observe such relationships and determine factors which can 
possibly support or hinder certain behaviors. The TPB is used 
as a foundation for the development of the theoretical model 
(Fig. 1) for this study to identify the driving and hindering 
factors regarding internal social media usage intention. The 
TPB attempts to predict behavior intentions, through three 
dimensions: attitude, social norms, and perceived behavioral 
control conditions [1]. 

Looking at the TPB in an organizational communication 
media context, an individual’s attitude, referred to as 
acceptance, toward using a technology or media tool can be 
considered one of the most important determining factors. If 
employees do not perceive technologies to be advantageous 
or useful, then employees are less likely to use those 
technologies [25]. In organizational communication and 
media usage, an individual’s assessment of the quality of the 
media in question is a huge motivational factor for media 
usage [36]. Although this factor can be considered key, it is 
not the only influencing factor for usage intention. 

Social norms can just as well have as great an impact and 
have two different aspects, injunctive and descriptive. 
Injunctive norms have the intrinsic goal of social approval 
which is how an individual perceives how others think he/she 
should behave [16]. An example would be that an employee 
feels that he/she should use internal social media because he 

believes his/her direct supervisor expects it of him. If the 
employee uses these technologies, he/she would be seeking 
social approval by fulfilling the perceived expectations of 
his/her supervisor. The other aspect that social norms take on 
is descriptive norms with the intrinsic goal of correct behavior 
which is how an individual perceives the behaviors of others 
[7, 8]. An example here would be that an employee sees 
his/her colleagues using internal social media, and therefore 
believes that this is what is usually done. The employee might 
decide to use these technologies in order to ‘fit in’ with 
colleagues or at least not be an outsider regardless of his/her 
opinion. These two types of social norms are important for 
deeper understanding of motivational or hindering factors for 
behavior intention of internal social media usage. Moreover, 
it is important to identify which groups within a community 
have the most influence on social norms. Regarding 
organizational communication, the groups: colleagues, direct 
supervisors, and management would appear to be the most 
important and researched groups [18, 19, 32, 39]. All three of 
these groups could potentially influence an individual’s 
opinion regarding internal social media usage and thus will 
be taken into consideration.  

The perceived behavior control dimension –  “perceived 
ease or difficulty to perform the behavior” [1, p.188] – is vital 
in determining an individual’s ability of performing a specific 
behavior. It is possible that even though an individual’s 
attitude and the perceived social norms support usage 
intention, due to uncontrollable external obstacles, the 
individual is not able to use the media in question. For 
example, in a previous study, it was found that in regards to 
Business-TV usage, irrespective of media acceptance and 
social pressures, if an employee was not given the 
opportunity or time to view the program itself, actual media 
usage could not be carried out [42].  

By using the TPB, it is possible to answer the following 
research question: 

 
RQ1: What possible motivating or hindering factors can 

influence employees’ intention to use internal social media 
technologies? 

 
Next, the role that organizational communication quality 

possibly plays in internal social media usage intention will be 
looked at.  

C. Organizational Communication Quality 
Another important influencing factor for influencing 

employees’ behavior is the reception of relevant and timely 
information that employees are satisfied with, referred to as  
an organization’s communication quality [5, 12, 21, 22, 29]. 
The quality of organizational communication during mergers 
and acquisitions is one example of the important role 
organizational communication quality plays in influencing 
employees’ behaviors. In such situations, organizations go 
through many change processes where employees are put 
under high amounts of stress, often due to poor 
communication quality [21]. The results of which can lead to 
low employee performance, employee anxiety, and the loss 
of talented employees [21, 34]. Timely and relevant 
information that employees are satisfied with can lessen or 
eliminate many of these negative effects [34, 37].  
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Furthermore, organizations’ communication quality can 
have an influence on social norms within the organizations. 
Social norm perceptions about behaviors are formed based on 
the exchanged information about those behaviors [20], thus it 
is possible that the organizational communication quality can 
have an influence on social norms regarding internal social 
media technologies, and thereby the usage intention of these 
technologies. For example, employees that receive relevant 
and timely information about how others within the 
organization support and use internal social media 
technologies are more likely to see the usage of internal social 
media technologies as being socially acceptable and what is 
considered to be normal behavior within the organization. 
Hence, an organization’s communication quality could be a 
potential moderating factor regarding social norms for 
internal social media usage intention (Fig. 1), making it 
possible to answer the following research question: 

 
RQ2: What impact does the perceived organizational 

communication quality have on perceived social norms 
regarding employees’ internal social media usage intention? 

  

 
Fig. 1. Theoretical model. 

II. METHOD 
A qualitative study was carried out to address the research 

questions. The aim was to provide deeper insight as to why 
employees use and how employees view the usage of internal 
social media technologies, as well as to give more 
understanding concerning employees’ perception of the 
organizational communication quality and its impact on 
social norms regarding internal social media usage intention.  

A. Sample 
Purposive sampling with a two-step process was used to 

recruit organizations [9]. First, organizations were eligible to 
participate in the study if they had implemented some form 
of internal social media technologies. Second, employees 
without a management function were eligible to partake in the 
study. It was not required that the participants actually use 
internal social media, just that they had access to them. From 
September 2016 to May 2019, 346 organizations in Germany, 
representing a variety of industries, were contacted to 
participate in this study; from the organizations willing to 
participate in the study, only six organizations met study 
requirements. This lack of organizations meeting study 
requirements shows that many organizations either have not 
yet implemented internal social media technologies or just in 
the planning phase of implementing such technologies. 
Moreover, the lack of organizations meeting study 
requirements supports the indication that early adopters are 
now beginning to implement these technologies.  

The organizations that participated varied in size from 300 
to more than 100,000 employees. The degree to which the 
organizations had implemented internal social media 
technologies and the degree to which employees used them 
varied from test stages to several years’ experience. The 
contact person from each organization determined which 
employees had access to internal social media and contacted 
employees directly to partake in the study. Participation was 
voluntary and not compensated, and participants were 
guaranteed anonymity. The number of participants per 
organization varied between two and four depending on 
availability. In total, 16 participants took part in the study, of 
which six were female and ten were male.  

B. Materials and Process 
The interviews were conducted either in person or via 

telephone. The interviews lasted between 20 and 45 minutes 
and were recorded. Questions were developed to include all 
dimensions of the TPB in regards to internal social media 
technologies: intentions to use internal social media; attitudes 
toward internal social media usage; perceived norms 
regarding internal social media usage among the groups: 
colleagues, direct superior, and management; and as the 
behavioral control, the perceived internal social media usage 
ability. Internal organizational communication quality and 
transparency was addressed using questions asking 
participants how the communication within the organization 
is perceived in regards to colleagues, direct supervisors, and 
management. As this study’s main focus and dependent 
variable is employees’ intention to use internal social media, 
it is important to note that while ‘WhatsApp’ was not 
considered an internal social media tool since it is not behind 
organizations’ firewalls; however, ‘WhatsApp’ usage 
repeatedly came up during interviews with all participants. 
Several participants referred to and described their WhatsApp 
usage as if it were an internal social media tool.  

C. Data Analysis 
Following transcription, the interview data were coded in 

multiple cycles and subsequently reorganized and recoded 
[14, 35]. In the first cycle, structural codes were developed in 
order to organize the data into categories along the line of the 
theoretical model for internal social media usage: usage 
intention, attitudes, perceived social norms; perceived 
behavior controls, and organizational communication quality. 
After which, second cycle coding using pattern coding was 
begun where subcategories emerged from the data and were 
developed to refine the categories. For example, whether the 
participant actually used internal social media technologies or 
not; positive and negative attitudes towards internal social 
media including the benefits and problems associated with 
these technologies; whether or not colleagues, direct 
supervisors and management supported and used internal 
social media technologies; facilitating resources available to 
support internal social media technology usage, such as 
infrastructure, trainings, and a transition phase during 
implementation; and the perceived level of organizational 
communication quality, such as receiving relevant and timely 
information from colleagues, direct supervisors, and 
management. After the data was recoded and reorganized, 
outcomes and findings were then summarized. 

Subjective Norm

Perceived Behavioral 
Control

Attitude

Internal Social 
Media Usage 

Intention

Organizational 
Communication 

Quality
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III. INTERVIEW FINDINGS 
In the following section, the results from the questions 

regarding usage and usage intention, TPB influencing factors, 
organizational communication quality, and a summary of the 
findings are presented. 

A. Usage and Usage Intention 
In looking at participants’ intention to use internal social 

media, 14 out of 16 participants said that they intended to use 
or to increase their usage of internal social media. It is 
important to note that although both of these participants said 
that they did not intend to use internal social media, they both 
gave examples of possible advantages of internal social 
media usage. 

B. TPB Influencing Factors 
TPB influencing factors – employee attitude, social norms, 

and perceived behavioral control factors – related to internal 
social media were assessed. Participants were asked 
questions regarding their individual opinion of internal social 
media to identify attitudes toward it. The majority of 
participants were very positive toward internal social media 
usage; however, there were some problems that were 
addressed. In exploring employees’ attitudes toward the 
advantages of internal social media, three separate themes 
emerged: connectivity, innovation, and knowledge 
management.  

Participants viewed that the usage of internal social media 
would bring about increased connectivity within their 
organization. They were very positive in being able to use 
internal social media tools to connect with colleagues and had 
hopes of connecting more with management. In regards to 
using internal social media tools to connect with colleagues, 
one participant made the comment:  

 
Something like an employee portal with different 
variations where I can get valuable information and 
also be able to chat with colleagues, for example 
asking “What are you eating for lunch today?” That 
would be good. (O5,P8) 
 

In addition to connectivity, the majority of participants 
viewed the usage of internal social media to bring about fast, 
innovative, and problem-solving communication. Some 
keywords participants used to describe the usage of internal 
social media were, “always at the latest information stand”, 
“current”, “innovation”, “exchanging ideas”, and “faster.” 
Several participants viewed the usage of internal social media 
to suggest new ideas to be helpful for management to make 
improvements within the organization. 

In addition to better connectivity and innovation, 
employees believed that the usage of internal social media 
would improve knowledge management. The majority of 
participants agreed that internal social media would enable all 
employees to gather, exchange, and have access to 
information without information becoming lost or outdated, 
as one participant described:  

 
Of course, [internal] social media is always up-to-
date, so you can easily remove things that are no 
longer valid, then they're gone. (O6,P15) 

 
Although participants tended to view internal social media 

positively, there were still some concerns with its usage. In 
looking at employees’ attitudes toward the disadvantages of 
internal social media, four separate themes emerged: 
irrelevant and distracting information, lack of time to use 
these technologies, lack of privacy, and lack of information 
about the personal benefits of using these technologies. Some 
participants thought that perhaps they might receive too much 
irrelevant or distracting information which could lead to 
losing an overview of things. Others were concerned about 
the time needed to be able to learn something technically new 
and as well for preparing documents and texts in order to keep 
information more up-to-date in internal social media. One 
participant even gave an example of how he/she sometimes 
feels controlled while using internal social media:  

 
Disadvantages of it are that you are more controlled. 
For example, when I cannot answer Skype for 
Business since I am already on the phone, however, it 
shows that I am online. The person then calls again 
and asks why I didn’t answer since I am online. Then 
I have to explain myself, even though there is not 
really a reason for explanation. (O4,P5) 
 

An additional issue that participants addressed was that 
they felt like there was a lack of information about the 
personal benefits of using internal social media. One 
participant made the comment about the launch of internal 
social media at his/her organization: 

 
There were also internal promoting campaigns for the 
launch. But this did not lead to everyone using it. 
Many still ask six years later, ‘Why should I use it? 
How would this benefit me?’ (O3,P7) 
 

In summary, attitudes toward internal social media 
technologies were generally positive with employees and 
direct supervisors supporting the idea. Participants believed 
that in using internal social media the organization would see 
improvements to the speed of communication and the 
connectivity with not only other employees and direct 
supervisors, but also potentially with upper management. In 
addition, participants felt that improvements to 
organizational processes, project coordination, document 
access, and knowledge management would be seen. 
However, participants did address several problems 
involving the use of internal social media. Participants felt 
that they and their colleagues did not have enough time or 
information regarding how to best use these technologies. 
Additionally, participants felt that they would receive perhaps 
too much irrelevant information and that they would lose their 
privacy at work. Regardless of these problems, the majority 
of participants still viewed the advantages of using these 
technologies to outweigh the disadvantages. 

In identifying social norms concerning internal social 
media usage, participants were asked various questions which 
had them describe how they thought the three groups: 
employees, direct supervisors, and management viewed the 
usage of internal social media. The majority of participants 
tended to describe their colleagues’ opinions of internal social 
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media to be neutral to very positive. There were some 
concerns and comments made regarding the different 
generations within organizations.  

Additionally, participants felt that the image of internal 
social media was perceived negatively and not considered 
professional enough. Regardless of this, none of the 
participants thought that colleagues would be completely 
against using internal social media. A few participants made 
comments about how after colleagues began using internal 
social media and could see the benefits for themselves, the 
opinion and support of internal social media improved: 

 
So let's just say, there were people who were not sure 
if they needed it. But it was still open to use, and in 
hindsight it turned out to be beneficial to everyone. 
So everybody thought it was good. (O5,P9) 
 

When participants described their direct supervisors’ 
opinions of internal social media, they remained neutral to 
positive. Nevertheless, several participants described their 
direct supervisors as being more critical in observing 
potential costs and benefits of using internal social media. 
One participant described his/her boss as follows: 

 
He would look at what makes sense, and not just 
because it is fancy or wanted from colleagues. He 
would weigh it well, but is in general very open. 
(O4,P5) 
 

In contrast to colleagues and direct supervisors, the 
majority of participants described management’s viewpoint 
toward internal social media as being mainly unsupportive 
and that management finds that “too much unimportant 
information is communicated” (O2,P4). Participants however 
showed a wish for more support from upper management. 
One participant went as far as saying that they wished upper 
management would act more like role models. 

The answers regarding social norms clearly show that 
participants viewed themselves and other employees as being 
open and positive towards the usage of internal social media, 
especially after employees gained experience in using these 
technologies. However, employees are looking for upper 
management to show the same kind of support.  

Finally, the third dimension – behavioral control factors 
was looked at. Participants were asked questions regarding 
their ability to use internal social media which could 
influence their usage intention of these technologies, such as 
not having the necessary technical resources. All participants 
felt that they would be able to easily use internal social media 
and confirmed that their organization had held a transition 
period for using and learning the internal social media tools. 
Most interesting of the behavioral control questions were that 
participants felt confident in using the software tools 
independently. Nonetheless, when asked if they would like 
training courses for how to use internal social media, the 
majority of participants specifically stated that they would 
like to have courses to demonstrate how it could be used for 
their benefit, as one participant stated: “Definitely. Here it is 
possible to show everyone [how it can be used]” (O6,P15). 

Overall, participants did not perceive there to be any 
difficulties in using internal social media. That being said, 

participants still felt that more information about the use and 
benefits of internal social media should be made available 
through training courses. 

C. Organizational  Communication Quality 
Organizational communication quality was considered to 

moderate social norms in regards to internal social media 
usage intention. Participants were asked questions on their 
perception of the communication quality with their 
colleagues, direct supervisors, and management. In regards to 
participants’ perception of the communication quality with 
their colleagues and direct supervisors, employees mainly 
viewed communication quality to be high:  

 
We have group leaders and team leaders that always 
have their door open. That means that when there is 
something you can just walk over and see if they have 
time to quickly speak with you. (O1,P1) 
 

In contrast, many participants viewed the communication 
quality with management to be poor. Several participants 
made reference to a lack of information being communicated 
from management and/or expressed a sense of confusion with 
the information that is communicated:  

 
I wish that things would be discussed at a company 
level. It is often so that things are only discussed and 
communicated within small circles. I find that to be a 
shame. (O2,P4)  

 
Since the information that is received is incomplete, 
we try to understand it by means of the grapevine and 
ask colleagues, ‘Say, how did you understand that?’ 
(O5,P8) 
 

Participants perceived their colleagues and direct 
supervisors as having high communication quality; however, 
management was seen as having low communication quality. 

 

IV. DISCUSSION 
In the following, the findings in regards to the research 

questions will be addressed, followed by theoretical and 
practical implications, and finally study limitations and 
recommendations for future research. 

The main purpose of the study was to gather information 
rich data to give in-depth insights as to why employees use 
and how employees view the usage of internal social media 
technologies. In answering the first research question: “Why 
do employees intend to use internal social media 
technologies?”, the study’s findings offer interesting insight 
especially in regards to potential barriers for internal social 
media usage. The main reason for participants’ acceptance 
and support of internal social media technologies was that 
they felt that in using these technologies it would allow them 
to become more efficient in their jobs, specifically 
concerning: improvements to organizational processes; 
project coordination; document access; knowledge 
management; and faster and better communication. In 
addition to these individual motivating factors, employees see 
internal social media as something positive and felt that their 
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colleagues and direct supervisor would be supportive of or at 
least not against using internal social media. Finally in 
regards to behavioral control factors, participants felt that 
they would have the technological resources and that there 
would be minimal problems in independently using internal 
social media technologies.  

On the other hand, this study has been able to identify some 
potential barriers which might hinder employees from using 
internal social media technologies. First of all, participants 
felt that there was a lack of information about the personal 
benefits of using internal social media technologies and that 
they did not have the appropriate time to not only use but 
learn to use these technologies. In addition to this, 
participants also stated that they and their colleagues find 
internal social media to often have a negative image. These 
technologies are compared to other general social media 
platforms which are considered to be distracting and full of 
irrelevant information. It was also felt that older generations 
were not as accepting as younger generations and that 
management is unsupportive regarding the usage of these 
technologies. Finally, there was a strong wish for trainings 
that would show what specific benefits using internal social 
media would bring to everyday work. 

In order to answer the second research question, “What 
relationship does the organizational communication quality 
have with social norms regarding internal social media usage 
intention?”, participants’ perception of the communication 
quality with colleagues, direct supervisors and management 
were compared with the usage support and behavior of 
internal social media among those groups. Here, a certain 
trend was able to be identified. Participants perceived the 
organizational communication quality among colleagues and 
direct supervisors to be satisfactory and felt that social norm 
pressures from colleagues and direct supervisors to be mainly 
positive and supportive in regards to internal social media 
usage. Whereas, participants perceived the management 
communication quality to be unsatisfactory and as well felt 
that management gives the impression of being unsupportive 
in regards to internal social media usage. This would also 
appear to have a unique impact on the above mentioned 
barriers in that when employees are unsatisfied with the 
communication quality and employees feel that there is in 
general a lack of information being communicated, then it is 
plausible that employees feel that they are not receiving 
enough information about how these new technologies can 
benefit them personally. On the other hand, when employees 
feel that they are satisfied with the communication quality 
with colleagues and their direct supervisors, then it is likely 
that these benefits are openly discussed amongst themselves. 
Based on these findings and previous research showing that 
organizational communication quality can influence 
employees’ behaviors, this study gives first indications that it 
can influence media and technology usage. By not 
considering an organization’s communication quality, the 
motivating and hindering factors for usage intention of 
internal social media technologies could be underestimated. 
Hence, this study offers a unique extension to the TPB by 
including the perceived organizational communication 
quality and what effects it could have on internal social media 
usage. 

 

V. LIMITATIONS AND RECOMMENDATIONS 
This study is of course not without its limitations. The 

implementation of internal social media technologies in 
organizations is relatively new. Many organizations have just 
begun to consider using these technologies. Although many 
organizations were asked to participate, many were either in 
the planning phase of implementing or completely lacking 
internal social media technologies. Thus, it was difficult to 
find organizations that could participate in the study. 
Therefore, it was strived to have organizations with various 
sizes from various industries. By doing this, it was possible 
to reduce any bias that might occur which would give a more 
diverse and broader understanding of the study outcomes.  

After having qualitatively explored why employees use 
and how employees view the usage of internal social media 
technologies, it is recommended that future research should 
examine the usage intention of internal social media 
technologies in organizations at a quantitative level.  

As employees’ attitude toward internal social media and 
their perception of colleagues’ and direct supervisors’ usage 
support and usage behavior were positive, organizations 
should foster an environment that is supportive of internal 
social media. Support and usage of these technologies among 
management could be seen as a way to reduce disconnect and 
improve communication and relations between employees 
and management. As it seems that the level of organizational 
communication quality can influence the social norms 
regarding internal social media usage and thereby the usage 
intention of these technologies, organizations should promote 
the exchange of relevant and timely communication with and 
among all internal stakeholders. Moreover, organizations 
should offer training and information sessions to employees 
showing and explaining the uses and benefits of internal 
social media. Thus, organizations can possibly overcome 
some of the potential barriers that have been discussed. 
Through such training and information sessions, employees 
can gain a better understanding of how it could be helpful for 
them personally and as well to improve the negative image 
that is often confused with social media tools used by the 
public. These sessions would allow for organizations to 
explain the difference and promote the usage of these internal 
tools. 

Furthermore, as employees are showing a desire and need 
for such technologies at work, organizations must consider 
the ramifications that might result from these tools not being 
offered. If employees are not given such tools for their work 
processes, they will actively search for alternatives which are 
more than likely not within a secured network. While the 
majority of such converse through external tools, such as 
‘WhatsApp’, is more than likely harmless and employees 
usually have good intentions, it is possible that employees are 
sharing company sensitive information without truly 
realizing potential consequences. With this in mind, every 
organization will need to carefully consider if the usage of 
‘WhatsApp’ or similar tools could possibly be considered 
critical. If so, then they should consider implementing an 
alternative that is located behind their firewall, or else risk a 
potential data security breach. 
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VI. CONCLUSION 
The findings of this study indicate that most employees 

have a need for internal social media technologies within their 
organization. There are strong motivational factors which 
support employees’ usage of internal social media, and thus 
the benefits that internal social media brings to organizations. 
On the other hand, there are also hindering factors which 
discourage employees’ usage of these technologies that must 
be taken into consideration.  

If both motivating and hindering factors are not considered, 
then organizations risk not only the loss of the potential 
benefits of internal social media, but also wasted resources 
from implementing these technologies. Furthermore, if 
internal social media technologies are not offered by the 
organization, then employees will seek external alternatives 
to use for work related activities without potential security 
issues being considered. Thus, as social media continues to 
become an integral part of our private lives, organizations 
will need to adapt to meet the changing needs of employees 
to be able to use internal social media technologies in 
organizations. 
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