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Abstract 

Academic literature on Facebook in the fields of management, 

economics and psychology is reviewed in this article, where 

we focus on users of this social network to understand why 

they signed up, how they form networks and how they engage, 

and how companies can exploit and benefit from Facebook. 

Although many interesting topics have been covered, the 

study clearly reveals that much of the work done so far has 

been limited to certain situations, it analyzes the strengths and 

weaknesses of the studies, and suggests avenues of research 

for the future. 

Keywords: Social-Networks, Social-Media, Internet, 

Digital-Marketing. 

Introduction 

One of the most important social trends of the past decade has 

been the launch and rise of the social network (SR) Facebook. 

Facebook reports serving over 2.9 billion monthly active 

members as of January 2022 (Statista 2022). Additionally, 

Facebook services are available in 70 languages, making it a 

global platform. Although the accuracy and reliability of these 

figures are subject to criticism (the number of frequently used 

accounts may differ from the actual number of people using 

the platform) and no neutral information is available, it must 

be agreed that the size of this RS is significant, and its growth 

rate over the past few years is impressive, thereby attracting 

the interest of researchers from a wide range of disciplines.  

For the purposes of this research, we have identified articles 

by searching for the term "Facebook" and other keywords 

such as "marketing", "recruitment", "behavior", 

"engagement", etc. A set of articles were collected, read and 

categorized. Articles in this review have either been published 

in peer-reviewed scientific journals or have been published in 

peer-reviewed conference proceedings. Facebook research 

and data are used as suggestions for further study or to offer 

data on the number of users. In addition to the key articles by 

Aimeur et al. (2010), Cross and Parker (2008) and Ernst 

(2010) on this subject 114 scientific articles were deemed 

useful for this literature review. 

Individuals can create a Facebook account at facebook.com. 

The new user selects a password and gains access to the 

account after providing certain personal information (name, 

date of birth, gender and email address). Facebook uses a 

fairly consistent user account layout, many features stay in the 

same area on the screen regardless of which account it is, 

making it easy to recognize and access needed information. 

This account has two main pages: home and profile. Users 

introduce themselves to the profile page, commonly referred 

to as "the wall". A small profile picture sits next to a large 

cover photo at the top of the page, below which is the user's 

name, some basic information, and a few buttons for friends, 

photos, and "j 'likes' are displayed. The section below where 

"status updates" occur. Friends can respond to this note by 

typing comments or liking it, and users can post whatever they 

want in their status (shown directly below the status). Users 

are alerted to status changes and other activities (joining 

groups or becoming a fan of something they enjoy) of their 

friends on the homepage, often referred to as a "news feed". 

As a result, it automatically and chronologically displays 

highlights of what buddies have been up to in the past few 

hours. 

After creating a profile, the new user can start searching for 

friends and sending friend invites. When the two people accept 

the invitation, Facebook connects them by giving them access 

to each other's profile pages and adds their actions to each 

other's News Feeds. As a result, Facebook serves as an online 

application for seeing and being seen (Stroud, 2008) or for 

“prosuming”: simultaneously producing and consuming (Le 

and Tarafdar, 2009; Ritter and Jurgenson, 2010). 
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1. Use of Facebook by individuals  

Although it is essential to analyze the basic functions of 

Facebook, it is much more important to consider how and by 

whom the network is actually used. We explain and discuss 

why people want (have) to join Facebook, what personality 

users have, how they develop a network of friends, how and 

why they reveal personal information and how they interact, 

in this part which focuses on the psychological literature on 

Facebook.  

1.1 Characteristics of Facebook users 

Gender, personality, socio-economic class, age and race have 

all been linked to variations in Facebook usage in the past. 

In terms of gender, Hargittai (2007) found that men were no 

more likely than women to use Facebook in a large study of 

1,060 college freshmen in the United States. Raacke and 

Bonds-Raacke validated this finding in a small survey of 116 

American college students (2008). Lewis et al. (2008) found 

that women were more likely than men to maintain and 

maintain a facebook profile, based on a sample of 1,710 US 

undergraduate students. In conclusion, these studies show that 

gender differences in Facebook behavior should be a focus of 

future research. But, so far, this is only a guess, since these 

studies are all student-centered and conducted in the United 

States and we did not find any studies conducted on verified 

samples. Before applying any of these research findings to 

other countries or demographic groups, we must proceed with 

caution.  

Some studies on Facebook are directly related to personality. 

For example, Ross et al. (2009) found that extraversion was 

positively related to Facebook use in a short study of 97 US 

undergraduate students, which is consistent with more general 

studies on the topic by Correa et al. (2010) and Wilson et al. 

(2010). Openness to new experiences has also been linked to 

the use of SRs, particularly among older people (Correa et al., 

2010). However, the use of SRs was inversely related to 

conscientiousness (Wilson et al., 2010) and emotional stability 

(Correa et al., 2010). In summary, our understanding of the 

personality of Facebook users is still limited. Since SRs differ 

in terms of content, target audiences, and usage, general 

research on other SRs is unlikely to be easily applied to 

Facebook. A more detailed investigation of the personality 

characteristics of Facebook users and non-users can thus 

facilitate our understanding. Future research should examine 

other demographic differences between users and nonusers, in 

addition to gender and personality. 

Regardless of the articles cited above, it is clear that more 

research on the relationship between personal qualities and 

Facebook usage is needed. Many studies are currently based 

on a wider range of SRs, limited homogeneous sample 

numbers, or are only conducted in the United States. This 

requires caution when extrapolating research results. We must 

also take into account the year of publication of the articles. 

This is a remark that appears in several other sections of this 

assessment. However, our aim is not to pretend that the 

conclusions reached in these articles are by definition old and 

should be ignored. Any remarks on the year of publication 

should be taken as an invitation to revisit these studies and see 

if any changes have occurred due to the rapid growth in 

Facebook subscriber numbers in recent years, frequent 

changes in features and platform settings, or experiences with 

the platform. This is especially true when considering personal 

traits, as early adopters may differ from the early or late 

majority. 

1.2 Motivations of Facebook users 

Sledgianowski and Kulviwat (2009) was one of the first 

researchers to examine why people wanted to join Facebook. 

Normative pressure, trust, usefulness and ease of use, 

perceived enjoyment and critical mass of the site were the 

main drivers of intentions to join, according to their 

convenience sample of 289 students from an American 

university. . The importance of the pressure will later be 

confirmed by the study. For example, Cheung and Lee (2010) 

examined a convenience sample of 389 college students and 

found that social identity (being aware of group membership 

and attaching emotional significance to it) and subjective 

norms were both important. Kwon and Wen's (2010) study of 

229 Korean participants showed a significant correlation 

between perceived usefulness and social identity, linking the 

two studies together. The pressure seems to persist even when 

users join the RS, as analysis by Skageby (2009) found that 

users are uncomfortable with pressure from colleagues and 

employers to accept friend requests. 

According to current research, Facebook has been right to 

focus on making it easier for new users to create friends 

(achieving critical mass), for example by providing the friend 

finder functionality, allowing newcomers to browse the list of 

friends from their phone book, and allowing users to suggest 

friends to the newcomer.  

It is not possible to examine changes in motivation to join due 

to the short period over which previous research was 

conducted. Since it is nearly impossible to assess experienced 

users' initial motivations for joining, future research should 

focus on current motivations for joining (preferably across 

multiple countries) and compare them to current research. 

Since the motivations of early adopters may differ from those 

of the majority, this could be an important contribution to our 

understanding. Also, as more and more people use social 

media, the pressure to respond to co-worker friend requests 

can be much greater today than it was a decade ago. It might 

also be important to examine the existing motivations of users 

to join across countries and demographic groups; European 

users may sign up for different reasons than African users, for 

example, and the urge to sign up may be stronger for children 

than for adults. This is particularly intriguing in light of the 

results of a large-scale study by Facebook (2012a) of 721 
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million Facebook users, which found that users' friends were 

most likely the same age and lived in the same household. 

country. This implies that heterogeneous groupings can occur. 

Finally, given the current level of RS brand awareness, a study 

focusing on why people don't join Facebook will benefit our 

knowledge. 

1.3 Behavior of Facebook users 

A. Creation of the “friends” network on Facebook. 

There is already a substantial body of research on how 

Facebook users get to know each other and interact with their 

friends. As a result, several research results have already been 

shared. However, we can still see areas where we can improve 

and expand our understanding. 

Facebook indicates that individuals have between one and 

more than a thousand friends. According to Facebook, the 

average number of friends is 130. (Facebook, 2012b). 

Accordingly, it has been argued that online Facebook friends 

are not necessarily offline Facebook friends and that 

Facebook's use of the term “friend” has broadened the 

definition of the term (Wang and Wellman, 2010). However, 

we only have a rudimentary understanding of the situation. 

Lewis and West (2009) found that people with a large number 

of Facebook friends do not necessarily have the same number 

of close friends in real life, which supports the hypothesis 

formulated above. It should be noted that this conclusion is 

based on 16 interviews with students from a single UK 

university. Wang and Wellman's (2010) survey of 677 US 

households, which found both close and (more) distant friends 

to be online friends, lends credence to this claim. The 

downside of the study is that it doesn't focus exclusively on 

Facebook, but rather on having friends online in general. 

In addition to this research, Ellison et al. (2007) found that 

many users add old college or high school buddies with whom 

they no longer have contact. Users are willing to accept friend 

requests from people of the opposite sex they don't know, if 

they meet pre-established social criteria according to Wang et 

al. (2010), but interact more with friends with whom they have 

established a relationship offline, according to Pempek et al. 

(2009) and Subrahmanyam et al. (2008). However, the four 

previous studies all used small samples of students from a 

single US university. Reich et al. (2012) used a sample of 126 

American high school students to show that people primarily 

use social networking sites to communicate offline with 

people they know. It is difficult to extrapolate the results to 

other contexts because of this. Future research should expand 

on these findings by including demographic data about the 

consumers under study. Indeed, research on e-professionalism 

reveals that American psychologists, for example, are 

reluctant to add students or patients to their list of friends 

(Taylor et al., 2010), and may therefore behave differently 

when adding other users. 

In a small sample of 103 students, Orr et al. (2010) found that 

shy people had fewer Facebook friends, and Buffardi and 

Campbell's (2009) research of 156 US student profiles 

indicated that narcissists tended to maximize their number of 

Facebook friends. Future research should examine the validity 

of these findings in larger samples from more diverse and 

global populations. Although many studies in this area are 

relatively new, so the issue of timing is less of a concern, it 

would be interesting to compare the new research on 

friendship behavior to previous articles. Friendship behavior 

may have evolved due to the opportunity to experience the 

advantages and disadvantages of sharing information. 

Besides the reasons for (not) adding people to his network, it 

is also not clear what impression a user gives with a large 

number of Facebook friends. According to Tong et al. (2008) 

of 153 American college students, there is an inverted U-

shaped curvilinear relationship between a user's number of 

Facebook friends and others' opinions of that person's social 

attractiveness. Users with around 300 friends had the highest 

social attractiveness, while those with few or many Facebook 

friends had the lowest. However, a Dutch study of 124 Hyves 

users by Utz (2010), which found that having a large number 

of friends (and extroverts) makes a user more popular, 

suggests that further research is needed. Manago et al. (2012) 

reported that having a large number of Facebook friends was 

favorably related to life satisfaction and perceived social 

support in a sample of 88 American undergraduate students, 

Chou and Edge (2012) appear to offer a shade. They found 

that college students with more Facebook friends they didn't 

know offline were more likely to agree that others had better 

lives, based on their study of 425 US undergraduates. These 

results should be developed in future research. 

Whether Facebook is used as a supplement or replacement for 

face-to-face interaction is also controversial. Kujath's (2011) 

research on 183 American college students suggests that it 

could be a complement to some and a replacement for others, 

but further research (eg, integration of personality factors) is 

still needed. 

B. Sharing personal information on Facebook 

Facebook is often characterized as a platform for seeing and 

being seen (Pempek et al., 2009), expressing one's identity 

(Lee, 2012) and highlighting the details of one's life ( Yau and 

Schneider, 2009). According to two studies, at least some 

personal marketing seems to be involved. For starters, 

according to Zywica and Danowski's (2008) study of 614 

American undergraduate students, introverts who “are not 

popular in real life” and have “low self-esteem” strive to 

appear popular. on Facebook to compensate. Second, the 

previously cited research by Buffardi and Campbell (2008) 

reveals that self-marketing is sometimes involved, as 

“narcissists” have been observed to more frequently post 

photographs of themselves in different places or events as 

their profile picture. . Carpenter (2012) conducted a study on 
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a convenience sample of 292 American Facebook users (74% 

of whom were students) and found empirical support for the 

link between narcissism and self-promotional activities on 

Facebook. 

In contrast, a study by Back et al. (2010) on 236 American and 

German participants of Facebook suggests that the 

information shared by users is true and represents the true 

personality of its latter (not an idealization of self). The study 

found that strangers viewing the subject's Facebook page rated 

the user's attributes the same way the user rated themselves 

and their friends. This is supported by findings from Walther 

et al's (2009) study of 115 US undergraduate students, which 

found that users trust comments made by friends more than 

statements made by users. Users who attempt to portray 

themselves in too favorable a light will be thwarted by their 

friends, resulting in realistic Facebook accounts. The finding 

by Weisbuch et al. (2009) that users who share a lot of 

personal information on Facebook also do so in face-to-face 

interviews tends to support the second hypothesis, but the 

study was limited to 37 US undergraduate students. 

Alter and Oppenheimer (2009) found that an RS's font height 

and spacing were related to the level of information sharing, 

in a small-scale research of 67 US Facebook members. This 

font has the ability to increase or decrease sharing, but it is 

unclear if this translates to more or less accurate information 

posted on the Facebook page. Other studies on the level of 

sharing, such as Karl et al's (2010) survey of RS 

communication among 346 American students and 290 

German students, show the same trend. Nosko et al. (2010) 

examined 400 publicly accessible US Facebook pages and 

found that although information sharing was negatively 

related to age, the nature of information sharing was not 

sufficiently considered. Christofide et al. (2009) found that 

those who needed popularity shared more, and Moreno et al. 

(2011) found that users who referenced their mental states and 

received positive responses from their friends about it were 

more likely to re-share their situation and progress. 

Research by Grasmuck et al. (2009) on 83 Facebook profiles 

suggest that African-American, Latino, and Indian-descent 

students more frequently and intensely post cultural content 

than European-descent students, thus conveying a stronger 

sense of cultural group belonging. Future research may be able 

to refine the results taking into account the critique of Ross et 

al (2009) when looking at the level and content of information 

sharing, it is also good practice to look at demographic groups 

additional beyond just university students. Age and gender 

differences should also be considered. 

However, this analysis points to two other avenues for 

prospective research. For starters, it's worth noting the scant 

attention paid to user demographics and suggestions for who 

should or shouldn't be added as a friend. This can, however, 

be critical when trying to properly explain the information-

sharing behavior of Facebook users. 

 Peluchette and Karl (2010) found that users actively consider 

the image they present of themselves on Facebook, and that 

those who think they present a professional image are less 

likely to post inappropriate information than those who think 

an attractive image. Mattingly et al. (2010) provide further 

evidence of the connection between friends and information 

sharing, demonstrating that physicians and pharmacists face 

heightened expectations to act professionally, soon after 

graduation, which necessitates e- professionalism and can 

influence their behavior on SRs. However, new US pharmacy 

students still need training in e-professionalism, according to 

Cain et al. (2009). Taylor et al. (2010) found that 695 

American psychology students and psychologists generally 

agree on the need to deny student and patient friend requests 

to avoid information sharing. Ferdig et al. (2008), Guseh et al. 

(2009) and Hawn (2009) provide guidelines for clinicians, 

while Foulger et al. (2009) provide guidelines for educators. 

According to a study by West et al. (2009), what is private and 

what is public on Facebook is perceived as somewhat unclear 

and non-dichotomous by survey respondents, but only 16 US 

college students participated in the study. Future research 

should focus on expanding this line of inquiry to include other 

users from various professions and regions. 

Second, differences in attitudes towards privacy can influence 

the content and level of information sharing. So far, we have 

focused on voluntary information sharing of personal 

information on Facebook. However, the information may be 

shared with third parties without the user's consent. 

From the mid-2000s, privacy issues on social networking sites 

became a major research topic (Boyd and Ellison, 2007). 

Hunter (2008), then Mansfield-Devine (2008) and Aimeur et 

al. (2010), listed all of Facebook's potential privacy issues and 

stated that users were at risk of being monitored (Ybarra and 

Mitchell, 2008), hacked (Greiner, 2009), and victims of online 

identity theft ( Lauren, 2009). Surendra and Peace (2009) 

stated that broadcast information about a group a user has 

joined can infringe the user's privacy, and Zorkadis and Karras 

(2009) identified the mobile transfer of personal information 

to Facebook as a security issue. 

The research on how users react to this has the same flaws as 

the previous research. Fogel and Nehmad (2009) found that 

women use privacy controls and restrict personal information 

more often than men in a small sample of 205 US college 

students. Note that the information was collected in May 2007 

and Facebook's usual privacy settings have been changed 

several times since then. Hoy and Milne (2011) found that 

while both men and women are concerned about third parties' 

use of personal information, women are significantly more 

concerned. There is also evidence that women are more 

proactive in terms of privacy protection than they were ten 

years ago. It should be noted, however, that this study used a 

snowball technique, with American college students asking 

their Facebook friends to participate. There is still a need for 

more investigation in various circumstances. 
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It is unclear to what extent users are aware of and deal with 

these security risks. Fuchs' (2010) study of 674 Austrian 

students found that public information and public debate could 

affect users' critical information behavior, but the study was 

not limited to Facebook. Debatin et al's (2009) study of 119 

US college students focused on Facebook and found that 

following privacy breaches, Facebook users adjusted their 

privacy settings, but not after heard of invasions of the privacy 

of others. Finally, when privacy settings appear to be changed, 

Hoadley et al. (2010) emphasize public outcry, citing 

perceived loss of control as the main reason. 

But, in addition to the impact of previous privacy breaches on 

information-sharing intentions, it's also important to consider 

their level of understanding of their own privacy settings. 

Again, the literature is unclear on the extent of this awareness. 

On the one hand, recent research of 102 UK students by Butler 

et al. (2011) found that given Facebook's ongoing changes to 

its privacy regulations, people who did not inquire about these 

changes were more likely to have different privacy policies 

than they did. imagined having. On the other hand, a 

somewhat older study by Boyd and Hargittai (2010) of 1115 

US college students found that only 10% of users inquired 

about their privacy settings in 2009. Unfortunately, the 

authors did not match reported privacy settings with actual 

privacy settings, and the study only involved a group of US 

college students. 

In conclusion, research on information sharing seems very 

scattered. Research combining the level of information 

sharing with the content of messages, as well as taking into 

account users' perceptions of friendship activities and their 

attitudes towards privacy violations, could greatly improve 

our understanding. Due to regular changes to Facebook's 

privacy settings, it's also worth reviewing past studies of 

privacy issues to ensure they're up-to-date. The essay by 

Stutzman et al. (2012) could be an excellent starting point. The 

article presents a basic model that suggests a link between 

privacy behavior (having a public profile, friends-only privacy 

settings, or privacy settings) and information sharing, as well 

as a link between privacy beliefs (risks such as cyberbullying 

and hacking and concerns about sharing private information 

publicly) and information sharing. Despite this paper 

addressing the concerns raised above, it is evident that 

causality cannot be determined because the model merely 

assesses baseline linkage and has not been rigorously 

controlled, and the model has low power. explanatory. 

Additionally, information sharing is only measured using a 

four-item scale, stated privacy settings have not been mapped 

to actual settings, and the ratio of true friends and total number 

of friends, although calculated and used for various purposes, 

is not sufficiently used to explain information sharing 

intentions and actions. 

 

 

C. Implications of sharing personal information on 

Facebook 

What people post on their Facebook accounts seems to matter 

in many ways. Musee et al. (2009) found that behavior on 

Facebook can trigger jealousy and create feelings of lack or 

recognition of needs from exposure to ostentatious content in 

a sample of 308 American and German college students. It 

was also found that this type of information encourages people 

to use Facebook more, creating a Facebook-related activity 

loop (Muise et al., 2009). This effect may be particularly 

noticeable in “extroverted” users (Wilson et al., 2010). 

Additionally, simply reading friends' status updates was found 

to help users with lower social communication skills while 

having no effect on users with above average social 

communication skills. (Burke et al., 2011). Burke et al. (2010) 

found that seeing individuals interacting was associated with 

feelings of loneliness. Both results underline the importance 

of distinguishing uses and users in Facebook studies, in 

addition to taking into account the heterogeneity of Facebook 

users (age, geography, number of friends, etc.). Joinson's 

(2008) early study, which used exploratory factor analysis to 

provide insight into the uses and gratifications of Facebook, 

as well as the more recent study by Stutzman et al., may serve 

as an appropriate starting point ( 2012). The latter is intriguing 

because it shows that individuals with a Facebook profile that 

is only visible to friends and a high ratio of actual Facebook 

friends to total Facebook friends have higher levels of 

perceived social capital. .  

However, research on the effects of Facebook use has not been 

limited to social capital. According to Zhang et al. (2010), the 

use of RS and interpersonal communication have a favorable 

impact on civic participation. Valenzuela et al. (2009) found 

that the use of Facebook groups can predict political activity 

in a study of 2603 American college students, Park et al. 

(2009) found similar results.  

1. Using Facebook in Organizations 

Although Facebook started out as a social networking site for 

individuals, businesses now have the ability to create fan 

pages for themselves or their products. Therefore, the RS 

could become an additional tool for communicating with 

stakeholders. 

2.1 Using Facebook to Recruit Customers 

A growing number of businesses believe that having their 

brand or business on Facebook could help them increase or 

maintain sales. Through the Facebook News Feed, individuals 

submitting company information in their status updates can 

allow the brand to be seen by thousands of potential buyers. 

Widgets (buttons allowing users to share items discovered on 

the Internet on their Facebook profile page by clicking on 

them) also seem to have a significant impact on this question. 

Funny videos, product references, and other content can 

simply be shared on someone's Facebook profile page. When 
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it comes to products, RSs are used to quickly disseminate 

information. An obvious downside is that it can also work 

negatively. Although there is no official research by 

Facebook, Jansen et al. (2009) discovered this type of 

electronic word of mouth (eWOM) on Twitter. Editors 

reviewed 150,000 tweets and found that 20% were about a 

company or brand. Almost half of these tweets made a positive 

comment, while the other half made negative statements. This 

does not mean, however, that consumers always trust the 

opinions of others on social media sites. They may 

nevertheless be critical, wondering if a company is trying to 

persuade them to buy its product. Still, it would be interesting 

to see how Facebook groups like “I bet I can find 1,000,000 

people who despise Heineken” have an impact (Casteleyn et 

al., 2009). More empirical studies on the effectiveness of 

eWOM, especially on Facebook, are therefore needed (Trusov 

et al., 2009). Fan et al. (2009) found that service quality 

variables have a varied effect on Korean and American online 

consumers accessing SRs in a cross-cultural study comparing 

Korean and American online consumers accessing SRs. 

Therefore, cultural influences must be taken into account. 

Users can also use Facebook to search for businesses, 

products, and services. Therefore, a Facebook profile can be 

useful for businesses. In this regard, Casteleyn et al. (2009) 

provide a framework for analyzing the nature and marketing 

opportunities of Facebook Groups, and Agnew and Sindhav 

(2009) examine Facebook's marketing opportunities from a 

business model perspective. Vorvoreanu (2009) used focus 

groups to study perceptions of businesses on Facebook among 

35 American college students. Although the study's sample 

size was limited and only American college students 

participated, the results imply that if users want to become 

Facebook fans of businesses and articles to express their 

identity, they are less interested in the organizations behind 

them, engaging with them alone a lot on Facebook. These 

ideas should be tested in larger and more diverse groups in 

future studies. 

Future research should focus on how users interpret 

organization marketing on Facebook, how their attention is 

captured and retained, and why users want to join groups or 

become fans of products and organizations, in addition to 

'eWOM. Despite their obvious importance, studies on this 

topic have so far been limited.  

2.2 Using Facebook to Recruit Employees 

The rise of millions of people posting personal information 

online in a standardized style has understandably sparked 

interest from the company to see if social media sites can help 

or even improve the recruitment and selection of candidates 

(Roberts and Roach, 2009). 

It's surprising how few posts have addressed Facebook's 

involvement in the recruitment and selection process. All fans 

of the organization can be instantly notified of job 

opportunities by simply creating an organization-specific fan 

page and posting the openings on the profile. However, to our 

knowledge, there is little academic research on how 

organizations should seek to achieve critical mass, or what 

impressions these Facebook pages can give candidates. We 

are also left with theories about how users would behave if 

their employers asked them to post job vacancies on their 

profiles, as Deloitte did in a test case in Australia (Ernst, 

2010). Calvó-Armengol and Jackson (2004) found that US 

employees were beginning to use RS to convey information 

about job openings they were not interested in, but the specific 

use of Facebook has yet to be studied. It's also unclear how 

often Facebook is used by companies to aggressively recruit 

new employees. For now, rely on Cross and Parker's (2008) 

assertion that e-recruitment via social media sites has become 

popular with both job seekers and employers in the United 

States. Further investigation is required. 

Research on personnel selection is also scarce. Brown and 

Vaughn (2011) and Caers and Castelyns (2011) are two 

notable outliers (2011). From a theoretical point of view, 

Brown and Vaughn (2011) describe the use of RS to filter 

applications. They say incorporating information from social 

media sites could lead to an imbalance in the amount of 

information accessible about each candidate, putting 

interviewers in a position where they are already making 

preference decisions early in the recruitment process. . They 

also advise that an interviewer's selection decision can be 

influenced by a candidate's profile picture or photos of their 

friends. Caers and Castelyns (2011) conduct empirical 

research on this topic using Facebook as a case study. In a 

survey of 398 Belgian employees in charge of recruitment and 

personnel selection, 44% of decision-makers said they consult 

the Facebook profiles of candidates and believe that profile 

pictures provide reliable signals about their level of 

extroversion and maturity (Caers and Castelyns, 2011) . 

Future research should determine whether these associations 

exist and extend the findings to other countries, keeping in 

mind the previous point about whether or not Facebook 

profiles contain personal marketing goals. Kluemper and 

Rosen (2009) found that 63 raters were able to distinguish high 

performers from low performers after witnessing their SR and 

were consistent in their rates, indicating that reliable 

assessments may be possible. 

Conclusion and Avenues of Research 

This research work reveals that previous research on Facebook 

has covered a wide range of intriguing questions and that our 

understanding is growing rapidly. The review also 

demonstrates that our knowledge is still fragmented, with 

nuances that distinguish different situations, nations and 

missing demographic characteristics. Now is the time to take 

scientific research on Facebook to the next level by 

incorporating elements and control factors from previous 

studies into new, even better study designs, as well as 

expanding those designs to include new other nations and 
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demographic groups. This review has highlighted these 

differences and provided recommendations for future studies, 

both in terms of scope and research topics.  

The amount of articles based on American student samples, 

often with small numbers of respondents, is remarkable. With 

millions of users worldwide, Facebook search should be 

expanded to include many countries and settings, as well as 

the integration of study results. It is also clear how many 

convenience samples were used, typically of students in the 

same year at the same university, and how using random 

sampling designs to obtain respondents could improve the 

universality of the results of this study. the research. Apart 

from this, there are seven critical directions for further 

research. To begin with, it is essential to understand why non-

users continue to refuse to create accounts and why previous 

users have chosen to terminate their accounts. This could 

reveal some perspective on Facebook's (perceived) 

shortcomings, its image, and how SRs may evolve. Second, it 

is important to study how behavior on Facebook relates to 

personality, as well as how this complements offline 

communication between users and between users and non-

users. Third, surveys of how users deal with privacy on the 

network in its current form, how privacy concerns differ 

across demographics and nationalities, and the correlation 

between reported privacy settings and the actual parameters 

can help the literature.  

It is also important to examine how the use of Facebook for 

recruiting affects candidates' perception of the company in 

terms of employer branding, as well as how organizations can 

successfully recruit and engage with employees. short-term 

and long-term candidates. Research on employer branding and 

psychological contracts should be linked to this. Finally, 

future research should examine how customers interpret user- 

and organization-focused communication on institutional 

Facebook pages as unbiased data, how ads on SR can capture 

and maintain consumer attention, what impact Facebook 

pages containing negative remarks about an organization's 

products have on its sales, the effectiveness of eWOM, and 

how and to what extent users prefer to interact with 

organizations through Facebook. These findings could 

provide businesses with useful insights while protecting 

Facebook users from unwanted or poor business interactions. 
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