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Abstract: Social media platforms have become an essential tool for 

organizational communication, influencing both the pace and 

effectiveness of change management initiatives. This study examines 

the role of social media communication in shaping organizational 

change and enhancing employee engagement within contemporary 

organizations. Using a mixed-methods approach, quantitative data 

were collected through surveys targeting 250 employees across 

multiple industries, complemented by qualitative interviews with 20 

organizational leaders. The findings indicate that active, transparent, 

and strategic use of social media significantly facilitates 

communication during organizational change, increasing employees’ 

awareness, understanding, and acceptance of new policies and 

processes. Moreover, social media engagement fosters a sense of 

participation and ownership among employees, positively impacting 

their motivation, commitment, and overall engagement. The study 

highlights the importance of integrating social media communication 

strategies into change management frameworks to achieve 

organizational objectives effectively. Implications for management 

practices, leadership approaches, and digital communication policies 

are discussed. 

 

Introduction 

In the contemporary organizational landscape, social media has emerged as a powerful tool 

for communication, playing a pivotal role in shaping organizational change and influencing 

employee engagement (Kaplan & Haenlein, 2010). Organizations increasingly leverage 

platforms such as LinkedIn, Twitter, and internal social networks to disseminate information, 

foster collaboration, and maintain transparency during change processes (Leonardi et al., 2013). 

Effective communication is widely recognized as a critical factor in the success of change 

management initiatives, as it can reduce uncertainty, align employees with organizational goals, 

and enhance commitment (Kotter, 1996; Armenakis & Bedeian, 1999). 

Employee engagement, defined as the emotional and cognitive commitment of employees 

to their work and organization, has been consistently linked to organizational performance, 
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innovation, and resilience (Kahn, 1990; Saks, 2006). Traditional communication methods, while 

effective to a degree, often fall short in engaging employees during periods of rapid 

organizational change. Social media communication, characterized by immediacy, interactivity, 

and broad reach, offers new opportunities for enhancing engagement by creating spaces for 

dialogue, feedback, and peer-to-peer interaction (Treem & Leonardi, 2013). 

Despite the growing use of social media in corporate contexts, research on its strategic role 

in organizational change and employee engagement remains limited. While some studies have 

examined social media for knowledge sharing and collaborative work (Majchrzak et al., 2013), 

there is a gap in understanding how social media communication specifically impacts employees’ 

acceptance of change and their active participation in organizational initiatives. Addressing this 

gap is crucial for organizations seeking to implement digital communication strategies 

effectively, particularly in an era characterized by remote work, digital transformation, and 

continuous organizational adaptation (Baker et al., 2020). 

This study aims to investigate the role of social media communication in shaping 

organizational change and enhancing employee engagement. By combining quantitative surveys 

and qualitative interviews across diverse organizational settings, this research seeks to provide 

empirical evidence on the effectiveness of social media as a communication tool for managing 

change, fostering engagement, and supporting organizational objectives. 

 

Research Methods 

This study employs a qualitative research design using a case study approach to explore 

how social media communication influences organizational change and employee engagement. 

Qualitative methods allow for an in-depth understanding of participants’ experiences, 

perceptions, and interpretations of organizational communication strategies (Creswell, 2013). 

The study aims to provide rich, descriptive insights rather than statistical generalizations. 

Participants 

The study involved 20 participants, including employees and organizational leaders, 

purposively selected from three medium to large organizations across diverse sectors 

(technology, education, and services). Participants were chosen based on their active 

involvement in social media communication platforms within the organization and their 

experiences with organizational change initiatives. 

Data Collection 

Interviews 

http://creativecommons.org/licenses/by/4.0/


Journal of Communication, Management, and Social Studies 

https://ojs.pustakapublisher.com/index.php/jcmss 

Nomor ISSN: XXX-XXX 

creative commons Attribution 4.0 International License | 32 

 

 

1. Semi-structured interviews were conducted to allow participants to describe their 

experiences with social media as a communication tool. 

2. Interview questions focused on how social media facilitated information sharing, 

encouraged participation, and influenced perceptions of organizational change. 

3. Interviews lasted between 45–60 minutes and were audio-recorded with participants’ 

consent. 

 

Document Analysis 

 

1. Organizational documents such as internal social media posts, announcements, and digital 

newsletters were collected to triangulate interview data. 

2. These documents helped to contextualize participants’ narratives and provided evidence of 

communication strategies employed during change processes. 

Observation 

 

1. Researchers conducted non-participant observation of organizational social media 

interactions over a period of one month. 

2. Observations focused on engagement patterns, feedback mechanisms, and the overall tone 

of communication among employees. 

 

Data Analysis 

 

1. Data were analyzed using thematic analysis following Braun and Clarke’s (2006) six-step 

process: familiarization with data, generating initial codes, searching for themes, reviewing 

themes, defining and naming themes, and producing the final report. 

2. Themes focused on the perceived role of social media in: 

a. Facilitating awareness of organizational change 

b. Enhancing participation and collaboration 

c. Promoting employee engagement and motivation 

3. Triangulation of interviews, document analysis, and observations ensured the credibility 

and trustworthiness of the findings. 

 

Ethical Considerations 

 

1. Participation was voluntary, and informed consent was obtained from all participants. 
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2. Confidentiality and anonymity were strictly maintained, with pseudonyms used in 

reporting. 

3. The study adhered to ethical guidelines for research involving human subjects (American 

Psychological Association, 2017). 

Research Results 

Overview of Findings Analysis of interviews, organizational documents, and 

observations revealed three main themes: (1) Facilitating Awareness and Understanding of 

Organizational Change, (2) Promoting Participation and Collaboration, and (3) Enhancing 

Employee Engagement and Motivation. 

1. Facilitating Awareness and Understanding of Organizational Change Participants 

consistently reported that social media communication served as an effective channel for 

disseminating information during change initiatives. Employees highlighted that platforms such 

as internal forums, WhatsApp groups, and organizational Facebook pages provided timely 

updates on policy changes, project developments, and organizational restructuring. 

 

“Through the internal social media group, I was immediately informed about the 

new workflow system. It helped me understand why the change was necessary and 

how it would impact my tasks.” – Participant 7, Technology Sector 

 

2. Promoting Participation and Collaboration Social media platforms were found to encourage 

participation and collaborative engagement among employees. Participants reported that 

commenting, sharing ideas, and responding to posts created opportunities for dialogue, 

knowledge sharing, and problem-solving. This interactive communication fostered a sense of 

community and collective responsibility during change processes. 

 

“I feel more involved because I can ask questions directly on the platform and 

receive feedback from both colleagues and supervisors. It makes me feel that my 

input matters.” – Participant 12, Education Sector 

 

3. Enhancing Employee Engagement and Motivation Participants highlighted that social media 

communication contributed to higher levels of engagement, motivation, and emotional 

commitment. Regular updates, recognition posts, and interactive campaigns made employees 

feel valued and connected to the organizational mission. Engagement was not only cognitive 

but also emotional, fostering a sense of belonging and identification with organizational 
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objectives. 

 

 

“Seeing recognition posts for team achievements motivates me to contribute more 

actively. It makes me feel that my work is noticed and appreciated.” – Participant 

3, Services Sector 

 

Discussion 

Interpretation of Awareness and Understanding The findings indicate that social media 

reduces uncertainty and increases employees’ understanding of organizational objectives. This 

aligns with prior research suggesting that transparent communication is critical to successful 

change management (Kotter, 1996; Armenakis & Harris, 2009). The immediacy of social media 

enables rapid dissemination of information, ensuring that employees are aware of change 

processes in real time, which enhances their comprehension and alignment with organizational 

goals. 

Interpretation of Participation and Collaboration Thematic analysis revealed that 

participatory communication increases employees’ perception of agency and ownership over 

organizational initiatives. These findings support the notion that social media can function as 

an enabler of participatory organizational culture, consistent with Treem and Leonardi (2013), 

who emphasized the affordances of visibility, persistence, and association in digital 

communication platforms. 

Interpretation of Engagement and Motivation The study indicates that social media 

communication strengthens employee engagement by promoting transparency, recognition, and 

involvement, which are key predictors of motivation and organizational commitment (Kahn, 

1990; Saks, 2006). The findings further suggest that when social media is strategically 

integrated into organizational communication practices, it can reinforce engagement even 

during complex and challenging change initiatives. 

General Integration and Implications The results demonstrate that social media 

communication plays a multifaceted role in organizational change: it informs, involves, and 

motivates employees. The immediacy and interactivity of social media complement traditional 

communication channels, creating a dynamic environment where employees feel both informed 

and empowered. The triangulation of interviews, document analysis, and observations 

underscores that social media is not merely a tool for broadcasting information but also a 

platform for dialogue, collaboration, and engagement. 

These findings have practical implications for organizations seeking to implement digital 
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communication strategies. Leaders should integrate social media as a deliberate component of 

change management frameworks, ensuring that posts, discussions, and updates are structured 

to foster clarity, participation, and motivation. Additionally, organizations must establish 

policies and norms to guide communication, mitigate misinformation, and enhance engagement 

effectiveness. 

 

Conclusion 

This study demonstrates that social media communication is a powerful tool for shaping 

organizational change and enhancing employee engagement. Through qualitative analysis of 

employee and leader perspectives, it is evident that social media facilitates the rapid and 

transparent dissemination of information, helping employees understand the purpose, process, 

and impact of organizational changes. By providing timely updates and clear messages, social 

media reduces uncertainty and confusion, allowing employees to adapt more effectively to new 

workflows and policies. 

In addition to information sharing, social media encourages active participation and 

collaboration. Employees reported that commenting, sharing ideas, and interacting with 

colleagues and supervisors on digital platforms fostered a sense of involvement and ownership 

over organizational initiatives. This participatory communication not only strengthens team 

cohesion but also empowers employees to contribute meaningfully, making them feel valued 

and recognized. 

Moreover, the study found that social media communication significantly enhances 

employee engagement and motivation. Recognition posts, interactive discussions, and 

collaborative campaigns contribute to both cognitive and emotional engagement, increasing 

employees’ commitment to organizational goals. Engaged employees are more likely to 

support change initiatives, maintain productivity during transitions, and actively participate in 

organizational development. 

The findings suggest that organizations should strategically integrate social media into 

their change management processes. Leaders should ensure that content is clear, interactive, 

and relevant, while also establishing guidelines to maintain professionalism and accuracy. 

When implemented thoughtfully, social media becomes more than a communication tool—it 

becomes a platform for dialogue, collaboration, and employee empowerment, ultimately 

supporting successful organizational change. 

In conclusion, social media communication is a strategic enabler that bridges information, 

participation, and motivation. Organizations that leverage these digital tools effectively can 
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achieve smoother transitions during change, foster higher employee engagement, and build a 

more resilient and connected workforce. 
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