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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.  

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 the 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. 

Two 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. 

 

2. Scope 
 

This minitrack 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. Hence, 

research of this minitrack lies at the intersection of 

multiple disciplines, namely Science & Technology, 

Organization Science, Marketing, and Behavioral 

Science. 

This minitrack 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: 

• Digital and social media affordances 

• Dark side of enterprise social media 

• Digital and social media marketing 

• Diversity, equity, and inclusion on 

enterprise social media platforms 

• 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 

• Ethical implications in the implantation and 

use of enterprise social media 

• Information security and privacy and 

enterprise social media 

• Methodologies for studying social media 

privacy 

• Methodologies for studying digital and 

social media in enterprise 

• Organizational strategies and practices 

associated with digital and social media use 

• Social media marketing strategies for B2B 

enterprises  

• 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 
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• The use of social media for employee 

advocacy, organizational fundraising, or 

donations 

• The use of social media for public 

perception management 

• Social media use and hybrid work post the 

COVID-19 pandemic 

 

3. Summary of Articles 
 

This mini-track presents three papers in HICCS-

58. We introduce them briefly below. 

Despite extensive research on narrative strategies 

in advertising and branding, there is limited 

knowledge about their specific impact on B2B social 

media engagement. Boeck, Saravani, Bahra, and 

Bourguignon [1] examine the impact of individual 

storytelling components and the overall narrative 

structure on B2B social media user engagement. 

Drawing upon narrative transportation theory and 

using natural language processing, the authors 

highlight that characters, sequences of events, and 

settings of storytelling significantly enhance user 

engagement. This research contributes to a deeper 

understanding of storytelling dynamics in B2B 

marketing and underscores the potential of narrative 

strategies to foster stronger online connections and 

interactions.  

Motivated by the increasing importance of online 

donations for non-profits and the need to understand 

how personalized virtual outreach by fundraisers can 

enhance campaign performance, Shen, Barkhi, and 

Razvan [2] investigate (1) the effect of having 

fundraisers in an online donation campaign on 

fundraising performance, and (2) whether ask 

avoidance tendencies exist online, affecting 

subsequent campaign performance when fundraisers 

are utilized. Analyzing data from Click&Pledge, the 

authors find that fundraisers significantly improve 

campaign performance through total donation 

amounts, unique donors, and donation frequency. 

However, contrary to offline tendencies, no 

significant ask avoidance behaviors were observed 

online. Instead, previous use of fundraisers positively 

influenced subsequent campaign performance. 

Lin, van Zoonen, Koehnlein, and Moser [3] 

examine how social media platforms enhance user 

engagement in organizational contexts through a 

systematic literature review approach. The review of 

thirteen nine papers reveals that technological 

features, such as mobile availability, usability, and 

specific platform features, significantly influence 

engagement. Individual characteristics like reduced 

technology anxiety and perceived benefits enhance 

engagement. Furthermore, organizational factors, 

such as management support and type of content, are 

crucial for engagement,  

The presentations of the three papers cover a wide 

range of topics, which enhance our understanding of 

the role, use, and implications of enterprise social 

media. 
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