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1. Introduction

Digital and social media (DSM) have transformed
the workplace in organizations. During the past two
decades, electronic communication has changed
organizational forms, enabled electronic document
management, and preserved organizational storage.
Combined with the growth of digital and social
media technologies, organizations have been
impacted in new ways. Social media includes blogs,
wikis, social networking sites, and microblogging
that provide new affordances to its users. While
some prior studies have provided evidence to show
the positive impacts of enterprise social media on
employees, work processes, and performance, other
studies have uncovered negative effects of DSM use
on employee productivity and behaviors. For an
organization to amplify the returns or benefits and
mitigate the drawbacks of their DSM use, researchers
and practitioners must deepen their understanding of
the implications of DSM use for organizational
purposes.

The global outbreak of the coronavirus (COVID-
19) pandemic at the beginning of 2020 has increased
enterprise social media (ESM) use at home offices
when companies sent employees to work from home.
Now, three years after the pandemic, some
employees have gradually returned to offices while
others continue virtual work or adopt a hybrid work
arrangement. The increasing use of ESM in home
office environments or hybrid work arrangements has
called for further research on the effects of ESM use
on employee well-being, work-life balance, social
media fatigue, and work performance post the
COVID-19 pandemic. Moreover, Al technologies
have been increasingly applied to manage and
analyze DSM usage patterns, improve employee
engagement, and optimize organizational processes.
However, little is known about their impact on
workplaces and organizational strategies.
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2. Scope

This mini-track focuses on organizations’ internal
and external use of digital and social media to
facilitate work processes (e.g., communication,
collaboration, and socialization) inclusive of both
business (for-profit) and non-profit organizations and
to engage various organizational stakeholders. Al
plays a significant role in these processes, from
automating content moderation and enhancing
collaboration through intelligent virtual assistants to
enabling personalized communication and support for
hybrid work models. Hence, research of this mini-
track lies at the intersection of multiple disciplines,
namely Science & Technology, Organization
Science, Marketing, and Behavioral Science.

This mini-track welcomes theoretical and
empirical ~ studies  addressing  organizational,
managerial, technical, and behavioral perspectives on
digital and social media by enterprises and their
employees. Potential issues and topics include, but
are not limited to:

*  Al-powered enterprise social media analytics

»  Digital and social media affordances

»  Dark side of enterprise social media

* Digital and social media marketing

»  Digital and social media use & employee work-
life balance

»  Digital and social media use & social capital

*  Enterprise social media use and employee well-
being

* Enterprise  social media and  digital
transformation in organizations

* Alin digital transformation via DSM

e Ethical Al in enterprise social media

¢ Information security and enterprise social media

e Methodologies for studying digital and social
media in enterprise

e Organizational strategies and  practices
associated with digital and social media use

*  Social media marketing strategies for enterprises
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* New theories to describe and explain the
phenomenon of enterprise social media use

* Roles and responsibilities of IS departments in
the use of and support for digital and social
media

*  The use of social media for employee advocacy,
organizational fundraising, or donations

* The use of social media for public perception
management

e Social media use and hybrid work post the
COVID-19 pandemic

*  The role of Al-generated social media content in
organizational and marketing strategies

3. Summary of Articles

This minitrack features an engaging research
study that examines how online platforms can
enhance website design to address usability
challenges at the initial search point. Wachowicz and
Nikodemska-Wotowik [1] investigate the
phenomenon of “Initial Search Point Tunneling”
through a detailed qualitative analysis combining
video recordings and eye-tracking data collected
during a university website usability test. The study
identifies several design elements that affect users’
efficiency in locating  information. Key
recommendations include using complete yet simple
webpage addresses, providing clear and concise
content descriptions, and ensuring that menu labels
are short but descriptive. Notably, the study also
reveals that built-in search engines may sometimes
hinder, rather than enhance, search effectiveness. The
findings offer valuable insights for improving user
experience (UX), customer experience (CX), and
consumer behavior research beyond academic
contexts.
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