Using social media to recruit global supply chain managers
Purpose – The purpose of the research is to investigate if, and to what degree, social
media are used for the recruitment of global supply chain managers.
Design – This is a conceptual paper that discusses how organizations should engage
with social media platforms for effective recruitment of global supply chain
managers.
Findings – Findings are that organizations seeking to employ global supply chain
managers, particularly those engaged in B2B activities, lag other industry sectors in
adopting new ways of recruiting talent. Building on the findings, we present models
of how organizations should move to adopt web-based technologies and the steps
needed to engage fully in using social media to recruit global supply chain managers.
Research implications – Global supply chains (including logistics) lag other industry
sectors in adopting social media networks for recruitment, and risk missing out on
talent if the issues are not addressed. Serious consideration needs to be given,
particularly by B2B but also by B2C businesses, in order to attract suitable
employees. Employees’ and prospective employees’ expectations will increasingly
revolve around the use of social media.
Originality/value – The research is original in that it investigates an emerging,
contemporaneous issue that is of considerable importance in recruiting global supply
chain managers. The research provides value by highlighting that in recruiting global
supply chain managers, organizations have been slow to adopt new technologies, and
recommends actions to remedy this.
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Introduction
Previous research on staffing the global organization has focused on the different
capabilities and training that the global supply-chain manager of the future will need,
along with the impact of national culture at its interface with organizational culture
(e.g. Harvey and Richey, 2001). The growing importance of having the appropriate
human resource management (HRM) processes to select, train, and retain competent
global managers has also been addressed in recent research (e.g. Harvey et al., 2013).
In addressing the human resource dimensions of successful global supply chain
management, the growing importance of HRM in the management of supply chains is
presented as a combination of resource-based (e.g. internal), market-based (e.g.
external) and dynamic capabilities perspectives. In addition, selecting, training and
assessing the new ‘breed’ of global supply-chain managers is explored (Harvey et al.,
2013). A change in focus towards global supply chain managers, away from local
pools of talent, has implications for how global managers are recruited in order to
accommodate the cultures of emerging countries. Changes include the need for tacit
knowledge, local team building, leading in dynamic environments and extensive local
and social knowledge. The challenge is to fill global supply chain assignments in
emerging economies (Harvey et al., 2013, p. 17). The research presented in this

article extends the work of Harvey and Richey (2001) and Harvey et al., (2013) by
considering how global supply chain managers are recruited using social media as the
main means of recruitment.
With the increase in popularity of social media sites such as Facebook, Twitter and
Linkedin over the past five or six years there has been a move towards using these
platforms in many business sectors to manage and promote business in areas such as
brand awareness, and client and partner management. More recently, organizations
have extended their web presence to include employee or recruitment management.
The global supply chain sector is one that has been slow to adopt new approaches to
recruiting talent. In the global supply chain arena many B2C organizations have a
web presence but few have extended this beyond partner management to include
talent acquisition. In the case of B2B even fewer organizations than in B2C have
extended their web presence to embrace the client and partner markets. As using
social media for recruitment usually builds on platforms for client and partner
management, it follows that few B2B organizations use social media to attract talent.
In the study we investigate if, and to what degree, social media are used for
recruitment of global supply chain managers. The research is important as in it we
address an emerging area of importance for organizations, with a focus on global
supply chain managers. Chauhan et al., (2013 forthcoming) predict that human
resource departments will increase their use of social networks over time. Major
factors in the increase in the use of social networks are convenience and reduced costs
for organizations. To date there is little research that studies the impacts of using
social media for recruitment and selection at either the organizational or individual
level (Chauhan et el., 2013). In this study we also propose ways in which
organizations progress to using social media for recruitment (Alf, 2013), together with
a best-practice model of planning, implementing and maintaining a social media
platform for recruitment (Lumesse, 2011; Madia, 2011).
First we review the academic and practitioner literature relating to the use of social
media for recruitment. Second, we consider the impact of social media recruitment
practices on global supply chain managers. Third, we propose a model of how
organizations progress from a web presence to use of social media for recruitment.
Finally, we propose a best-practice model for conceptualizing, implementing and
maintaining a social media platform for recruitment.
Literature review
Harvey and Richey (2001) and Harvey et al., (2013) focus on the challenges of
selecting, training and appraising global supply chain managers, arguing that global
managers are difficult to identify and attract (Bartlett and Ghoshal, 2003; Harvey et
al., 2013). Managing global supply-chain businesses involves collaboration with
stakeholders on a worldwide rather than local basis. However, the traditional pool of
managers available for overseas assignments often does not contain an adequate
supply of persons capable of meeting an organizations’ needs for staffing in emerging
and transition markets (Bartlett and Ghoshal, 2003; Kiessling, Harvey and Garrison,
2004; Harvey et al., 2013). Therefore, there is a pressing need for alternative pools of
candidates to be developed in order to ensure an adequate supply of global supply
chain managers (Harvey and Richey 2001).
While selecting, training and appraising global managers are critically important
issues for organizations, what is axiomatic is how the global managers of the future
will be recruited. The traditional ways of recruitment (e.g. newspaper advertisements,
trade fairs, job boards) will no longer be sufficient, and new approaches will be

needed (Alf, 2013). It is predicted that persons born during the 1980s (Gen Y) will
make up about three quarters of the world's workforce by 2025 (Samuelson, 2012).
Following behind Gen Y, and still to enter the workforce, are persons born since 2000
(Gen Z). It will be an assumption of members of both Gen Y and Gen Z that
businesses will use social media as a means of addressing the client, partner and
employee markets (Alf, 2012).
Since social networking sites allowed organizations to create web profiles many
businesses have incorporated a social media web presence into their marketing and
management programs (Waters et al., 2009). Uptake in the use of social media by
business has been spurred by the realization that social media are a new and important
part of the promotion mix, where one person has the power to communicate with
many others about products and services (Mangold and Faulds, 2009; Patterson,
2012). In the not-for-profit sector organizations have mainly used social media for
public relations, while for-profit organizations have tended to use them for product
launches and brand management (Waters et al., 2009). A factor that has increased the
use of social media by business is the finding that users, particularly Gen Y, not only
use social media to share opinions but also appear to be affected by these opinions in
the ways they perceive brands, businesses and organizations (Rai, 2012). As a result
the adoption of social media in the for-profit business sector has grown substantially
over recent years, with companies increasingly using social media tools such as
Facebook and Twitter to interact with customers, manage brands and for employee
engagement (He et al., 2013). As a result, a large amount of business material is
readily available on social media sites. Increasing amounts of information in the
public domain pose challenges to organizations in monitoring and analyzing the
content of their own social media sites, and those of competitors (He et al., 2013).
Recent research suggests that the reasons for increasing trends in societal use of social
media include activities such as making new friends, socializing with old friends,
receiving information, and entertaining (He et al., 2013; Golbeck, 2013; Kaplan and
Haenlein, 2010). Consequently, many organizations are adopting social media in
order to impact business values (Culnan et al., 2010) by increasing customer numbers
and brand loyalty (Di Gangi et al., 2010), improving customer satisfaction, retaining
customers, and building organizational reputation (He et al., 2013; Golbeck, 2013;
Kietzmann et al., 2011; Weber, 2009). While many organizations recognize the need
for active use of social media, achieving this effectively, including understanding
what to do and how it should be measured, is often elusive (Hanna et al., 2011).
While social media provides a powerful platform for organizations, many executives
are unable or unwilling to develop strategies that engage effectively with it
(Kietzmann et al., 2011).
In research by Chauhan et al., (2013 forthcoming) it is predicted that human
resource departments will increase their use of social networks over time. Major
factors in the increase in use are convenience and reduced costs for organizations.
There is a growing trend in some industries (e.g. hospitality) to use social networking
sites for recruitment (Madera, 2012). In a study of recruiting practices in hospitality,
Madera and Chang (2011) found that although the initial purpose for developing a
social network was for customer service and marketing, networks had further
developed for recruitment purposes. Madera (2012) found that some organizations
were also using social media for employee selection, a process that caused concerns
for a large proportion of users. There is clearly a difference in using social networking
for recruitment, which we consider in this paper, and using it for selection or
screening. Chauhan et al., (2013) argue that there is little research that studies the

impacts of using social media for recruitment and selection at either the
organizational or individual level. In response to a shortage of research in the area this
paper aims to address the use of social media for the recruitment of global supply
chain managers.
Using social media for recruitment
Caers and Castelyns (2011) argue that Facebook and LinkedIn are mainly used for
different purposes and in different contexts. Facebook allows friends to connect, to
share personal information, and to meet new people (Papacharissi, 2009). LinkedIn
allows professionals to connect, to market skills, to share knowledge and experiences,
and to plan future career steps (Trusov et al., 2009). Both platforms provide a suitable
means for updates on developments in other organizations and for making
professional appointments (Caers and Castelyns, 2011). Research suggests that
persons who use LinkedIn frequently may receive benefits in an active recruitment
setting (Caers and Castelyns, 2011). Frequent users appear to have discovered this,
while occasional users may not use accounts sufficiently frequently to experience or
create the benefit. Facebook seems to be less frequently used for active recruitment.
However, respondents agree that both LinkedIn and Facebook may not be suited for
internal recruitment with few respondents actually having used them so far in this
context (Caers and Castelyns, 2011).
There are almost one billion (Facebook, 2013) and 200 million (LinkedIn, 2013)
users in 2013. In a 2010 survey of social media use by corporate recruiters, 83 percent
of respondents indicated they currently use or are planning to use social media for
recruitment (Lumesse, 2011). Of the social media platforms available LinkedIn is the
network of choice for recruitment, with 86 percent of respondents citing this as the
preferred medium (Madia, 2011). LinkedIn is also the leading source for successful
appointments, though Facebook and Twitter have also emerged as viable recruitment
channels. Madia (2011) also reports that despite the global economic turndown the
number of dedicated recruitment sites has increased. For many recruiters, social
media have become part of a more cost-effective recruitment approach and a faster
way to get employment opportunities posted to meet timeframes that the recruiter
controls. Recruiters can send and resend job opportunities as often as deemed
necessary, while minimizing spend on more traditional, complementary ways of
recruitment (e.g. job boards).
Strategies for engagement
Despite the appeal and relative ease of use, using social media for recruitment
presents challenges for organizations. Human resource department staff who are not
well prepared for engaging candidates often find themselves swamped by
applications. Large numbers of applications demand well formulated processes and
well trained staff to deal with them. Failure to be well prepared allows well qualified
potential candidates to escape the net. Madia (2011) offers a set of ‘best practice’
points, which she recommends for recruiters new to using social media: 1) understand
that social media complements rather than replaces traditional means of recruitment;
2) ensure your corporate web site is up to date and able to handle additional volume;
3) ensure adequate resources; 4) provide timely responses appropriate to the medium;
5) formulate a social media policy; 6) from the policy prepare a plan with business
objectives; 7) select the social networks that are most closely aligned with your target
audience (LinkedIn will be the first network for most businesses); and 8) consider

producing a video and using You Tube for dissemination. This allows a business to
project a desired image and informs potential job seekers of company culture etc.
Madia (2011) also argues that despite widely varying levels of awareness, adoption,
and understanding among human resource recruiters, social media is a growing means
of recruiting due to traditional ways being less effective than they were. An on-line
presence is much cheaper than newspaper advertising or job fairs and even
organizations that prefer traditional ways of recruiting should be considering social
media. A good place for skeptical businesses to start is by looking at what the
competition is doing. Madia (2011, p. 23) argues, “…the key is to create a wellthought plan before engaging in the space, ensure that you are adequately resourced,
start small, and use knowledge gained to further fine tune and optimize your online
recruitment strategy.”
Doherty (2010) suggests that while early suspicions of social networking sites have
abated, organizations are now embracing social networking as a way to attract and
retain employees. This has led to many organizations now creating online presences
using the likes of LinkedIn, Twitter and Facebook, in order to engage with candidates
and give them the opportunity to interact with them on a more informal basis. Others
are creating career web sites to commence discussions with candidates and encourage
them to look at potential vacancies and then apply. There is little doubt that the use of
social media gives organizations an effective means of attracting today’s Generation
Y workforce (Doherty, 2010, p 11).
In other research Otter (2009) suggests that recruitment is an ideal starting point for
social media usage in HR because key metrics, such as time to hire and cost of hire,
can be measured and improvement can be substantiated (Otter, 2009). In addition, as
the workforce ages, businesses need to become more competitive in order to attract
and retain the new generation of young, enthusiastic workers. This is because they
make the organization’s brand stand out from the crowd by showing that it is staying
relevant and embracing change as technology and ways of communicating evolve
(Doherty, 2010).
Recruitment of global supply chain managers
While the use of social media is changing the ways in which businesses operate, it is
not as prominent in the area of global supply chains, and in particular recruitment of
global supply chain managers, as it should be (Alf, 2013). From an uptake of
technology perspective supply chain management is behind retail (Alf, 2013), IT,
engineering, sales and marketing in the use of social media (Lumesse, 2011).
Global supply chain organizations use social media to address issues in three main
areas: the client market, the partner market and the employee market. In the client
market the use of social media has a long-term future in providing interactions and
communications much in the way that the telephone or the facsimile did in the past. In
the partner market supply chain businesses are using social media to build
partnerships with suppliers, to listen to supplier’s concerns and to monitor
relationships. In the employee market future employees are very active in their use of
social media, and it is the expectation of Gens Y and Z that business will be
conducted via these means. In the future global supply chain organizations will need
to be active in the use of social media in order to win talent (Alf, 2013). In this
research we argue that the use of social media for recruitment of global supply chain
managers tends to occur only after a organization has developed a web presence as a
means of communicating its brand, then built on its brand to address the client
market, then developed further to address issues in their partner market, as shown in

diagram 1. It appears from recent research (e.g. Alf, 2013; Lumesse, 2011) that few
global supply chain organizations have progressed to the point where they can address
the employee market.
------------------------------------------------------------------------------------------------------Take in Diagram 1 about here
------------------------------------------------------------------------------------------------------For global organizations providing B2C services, where the Internet potentially
influences an estimated 80% of decisions, a social media presence is an imperative to
manage customers, reflecting the direct connections of this sector with the consumer
market (Alf, 2013). An example of the rapidly changing B2C market is call centers
that over a four-year period experienced an increase from a base of four to forty
percent of contact received via social media (Alf, 2013), leading to a reduction in the
number of centers. Examples of predominantly B2C companies that have embraced
the use of social media include: 1) Fedex with a substantial Facebook and Twitter
following - 135,000 Twitter followers, 60,000 employees – two thirds of whom are on
LinkedIn; 2) UPS with 90,000 on LinkedIn; and 3) DHL with 82,000 followers on
Facebook and 108,000 on LinkedIn (Alf, 2013).
For global organizations providing B2B services the need for a social media
presence is less of an imperative given the business environment in which they
operate. Nevertheless B2B organizations will need to engage fairly soon. There are
fewer examples of businesses engaging with social media in this sector but
Freightliner is one. Freightliner has an outstanding social media presence, with 47,000
Facebook followers, which it uses as a means of community building. Despite the
success of a handful of organizations, few have developed a web presence sufficiently
to use it as a platform for recruitment (Alf, 2013).
Global recruiter Lumesse (2011) suggests that social media has become an essential
recruitment tool for employers and employees alike. For organizations it offers a most
effective medium for employers to promote their brand to potential talent. Many
organizations also use social media to build internal communities for existing staff, to
spread news, share expertise and celebrate success. For potential employees social
media provides a unique opportunity to gather intelligence about prospective
employers by interacting with potential peers. In this way people who otherwise
might never meet until after an exhaustive interview process are instantly available
online. Social media also provide a way to reach out to people who may not be active
in the job market, but who might be tempted by the right opportunity (Lumesse,
2011).
Social media recruiting involves either a business advertising a vacancy and
receiving applications from network users or by means of ‘headhunting’ individuals
through their postings on media such as Facebook and Linkedin. From worldwide
research conducted in 2010 involving over 300 people in senior recruitment or
management roles Lumesse (2011) established that 60 percent of businesses surveyed
currently use social media for recruiting talent. Of the remaining 40 percent, two
thirds indicated that they would be investigating using social media for recruitment in
the near future. Lumesse (2011, p. 3) concludes, “…social media may be considered a
standard tool of talent acquisition for many organizations.” However, there are still
many employers who neither use nor plan to use social media for recruitment
purposes in the future. Global organizations are represented to a high degree in this
group of businesses. Research suggests that almost seven in ten companies cite a lack
of knowledge of social media, while the remainder suggest that company policies
banning or restricting access to social networking sites are to blame.

Social media platforms meet a number of employer needs. Lumesse’s (2011)
research identifies that three-quarters of social media users regard branding as a key
purpose, with talent acquisition a beneficiary of general marketing messages. Also,
more than three in five use social media to directly search for new hires. More than
half of respondents state that they use social media to keep in contact with people who
are not actively looking for employment but who might apply at a later date. More
than four in ten companies promote specific vacancies using social media. Social
media are predicted to attract greater investment in the future. Given that the survey
shows that many organizations don’t yet regard social media as one of their top three
recruitment channels, this reinforces its rising importance for those who do recognize
it. However, the relatively recent emergence of social media may slightly skew these
results. In companies, which have invested little in social media to date, even smallish
budget allocations might represent a significant increase. A greater tendency to rely
on in-house solutions may also explain why social media recruitment might attract
greater expenditure in future, alongside corporate career sites (Lumesse, 2011, p. 6).
As Harvey et al., (2013) point out the change in focus to global supply chain
managers, away from local pools of talent, has implications for how global managers
are recruited to accommodate the cultures of emerging countries, including the need
for tacit knowledge, local team building, leading in dynamic environments and
extensive local and social knowledge. The challenge is to fill global supply chain
assignments in emerging economies. In terms of global supply chain recruitment
social media has been a less widely used platform than in industries such as IT,
engineering, executive recruitment, sales and marketing (Lumesse, 2011). The nature
of the supply chain sector, with its large B2B component, may explain why
organizations have engaged with the use of social media to a lower degree than other
industries. While many global and domestic organizations recognize the value of a
web presence from the perspective of brand management, many have not taken
advantage of the benefits of client, partner and employee connections that social
media offer. Global supply chains will undoubtedly miss out on talent in the future
unless there is move towards using social media for more than just brand
management.
Achieving effective global supply chain recruitment using social media
Guided by the progression from developing a web presence for brand management to
using social media for global supply chain recruitment, the steps in planning,
implementing and maintaining a social media platform for recruitment are now
discussed, and are shown at Diagram 2 below. The first step is to develop a social
media recruitment strategy. Lumesse (2011) suggests that in developing a strategy,
organizations will need to consider how using social media integrates with existing
approaches to recruitment, retention and wider business objectives. It is essential for
------------------------------------------------------------------------------------------------------Take in Diagram 2 about here
------------------------------------------------------------------------------------------------------organizations to understand why they are using social media by asking questions like:
1) what does the employer brand look like; 2) how can we reflect the desired brand
using social media; 3) how do we want our social media activity to influence what
potential recruits think of us; 4) who do we want to meet through social media; and 5)
what are potential employees seeking? Global supply chain businesses wishing to
obtain the benefits of sourcing talent through the use of social media should consider
Lumesse’s (2011) 4Cs approach to social media use, which is: 1) communication – by

making regular contributions to the networks you join so that people get to know you;
2) collaboration – making your own contribution to discussion and ideas but also
being willing to listen and work in partnership with others; 3) conversation –
participating in the organization’s digital scene by interacting through the use of
conversations, blogs etcetera; and 4) community – finding people who share a
common interest on specific issues, such as your business’ products or services and
maintaining the company profile.
Discussion
Previous research has shown the importance of selecting and training global supply
chain managers (Harvey and Richey 2001; Harvey et al., 2013). This paper extends
research on global selection and training by considering how global supply chain
managers are recruited using social media as the main means of recruitment. The
importance of employing appropriate people in global assignments is well-known, yet
literature shows that in the critical area of recruitment global supply chain businesses
risk missing out on key management staff due to a failure to engage with emerging
recruitment approaches based on social media (Alf, 2013). The research (Alf, 2013)
suggests that businesses move from a web presence as a brand management tool,
through client and partner management to recruitment. The issue in global supply
chains appears to be that while many organizations have established a web presence
many in the B2B sector have not progressed past the brand management stage of web
usage. In the case of B2C organizations more may have developed client management
systems, and in some cases partner management systems, but few have engaged with
social media recruitment. The dangers for organizations not using social media for the
recruitment of global supply chain managers include the likelihood that they will miss
out on key talent, which will compound the challenges of managing in global and
emerging markets discussed in previous research (e.g. Bartlett and Ghoshal, 2003;
Kiessling, Harvey and Garrison, 2004; Harvey et al., 2013). Talent that may have
been employed as global supply chain managers will likely be employed elsewhere.
Global organizations must realize that in order to be competitive in the market they
need to employ key talent, which in turn makes building a viable web presence
necessary. In most cases the progression from brand management to social media
recruiting will follow the steps advocated by Alf (2013) as set out in diagram 1. It is
unlikely that a global organization will embrace social media recruiting without first
developing a web presence that promotes and manages brand, clients and partners.
Having got to the stage where consideration is being given to using social media for
recruitment, we suggest ways in which the planning, implementation, and ongoing
monitoring and maintenance could be achieved, as set out in diagram 2.
The challenge is to recruit appropriate global supply chain managers in order to
minimize the environmental difficulties facing organizations in complex and
emerging markets. It is well documented (e.g. (Bartlett and Ghoshal, 2003; Kiessling,
Harvey and Garrison, 2004; Harvey et al., 2013) that global businesses depend on
sourcing and retaining key staff to a much greater degree than those at a national
level. Unless global organizations recruit the most appropriate supply chain managers
they run the risk of failing to achieve optimum performance. Recruiting the most
appropriate staff will increasingly depend on using social media as a recruitment tool.
Implications for management and further research
Implications for management include recognizing the challenges involved in staffing
global supply chains, as set out in Harvey et al., (2013, p. 17). Having recognized the

need to generate a pool of suitable applicants, organizations will need to quickly
adopt social media as the recruitment tool of choice, given that it is the preferred
means of communication for what will soon be the majority of workers (Alf, 2013;
Doherty, 2010; Samuelson, 2012). Failure to embrace the use of social media for
recruitment has the potential to negatively affect organizational performance through
sub-optimal appointments.
Opportunities for further research include: 1) testing the best-practice model with
empirical research; 2) research in other industries to ascertain how social media are
used for staffing, and whether these approaches are effective; and 3) extending the
research of Chauhan et al., (2013 forthcoming) to establish the attitudes of global
supply chain managers to the use of social media for recruitment.
Conclusion
The present study addresses an under researched area involving recruitment of global
supply chain managers, in the context of success or failure of global businesses.
Global organizations, particularly those engaged in B2B business, have been slow to
adopt new and emerging approaches to talent acquisition based on the use of social
media. As a consequence organizations face the prospect of missing out on talent in
their search for effective global supply chain managers. While B2C businesses have
adopted a more proactive approach to the use of web-based technologies few have
taken the additional step to embrace social media recruiting.
The research presents the steps that a global organization follows in moving to
adopt a social media recruitment platform, through a theoretical model, based on
recent research by Alf (2013). The research also presents a best-practice model of
conceptualizing, implementing and maintaining a social media recruitment platform
based on recent academic (Madia, 2011) and global practitioner research (Lumesse,
2011).
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Diagram 1: Global logistics organization’s web presence evolving from brand
management to social media recruitment

Adapted from Alf (2013)
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Diagram 2: A best-practice model for conceptualizing, developing and maintaining a
global logistics social media recruitment platform
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