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INTRODUCTION
Social media (SM) has rapidly infiltrated organisations across the 
world. SM has also had an influence on organisations’ corporate 
strategies. Andrews (cited by Nickols 2011) interprets corporate 
strategy as a company’s combination of decisions that are con-
stituted by “its objectives, purpose or goals … [and] the principal 
policies and plans for achieving those goals”. Over and above 
this, a corporate strategy indicates the company’s intended con-
tributions to its various stakeholders. 

The Internet, along with SM, offers inexpensive and sophis-
ticated instruments to companies for advertising, selling their 
products or services, promoting the ideas and values of their 
company, and communicating with customers all over the world 
in a manner that is easy, effective and direct (Schiffman et al 
2010). The conventional use of the Internet has progressively 
shifted from information dissemination, to commerce and the 
ability to create, modify, share and discuss Internet content. 
This shift has a significant ability to impact a firm's reputation, 
and even survival (Sivertsen et al 2013). However, Sivertsen et 
al (2013) add that, at an organisational level, there still exists a 
lack of confidence in using SM. Although SM has undoubtedly 
opened a myriad of opportunities for businesses, these inevitably 
come with challenges, and this holds especially true in the work-
place through corporate strategy (Jones et al 2007).

The impulsive and free-ranging charm of SM has been found 
to rest uneasily in a workplace setting. SM can be the cause 
of workplace issues, such as being perceived as a platform for 
self-promotion. A need therefore exists to effectively integrate 
SM into organisational structures (Bochenek & Blili 2013). 
Dailey (2009) argues that the impact of SM on business and 
culture is rooted in two main factors, namely influence and 
engagement. The impact of incorporating SM causes a sense of 
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uncertainty about shared identity in an organisation (Burdge 
& Vanclay 1996). This is especially true for those born between 
1965 and 1984, the so-called Generation X cohort (Harvard 
2010). Hauptmann and Steger (2012) explain that “different birth 
cohorts of employees adapt differently to the existence of new 
media in organisations, and as a result act differently towards 
social media”. Generation X is accustomed to conventional types 
of technology, such as e-mail usage. This cohort seems to have 
failed to take the leap with evolving technologies into the SM era, 
and are therefore less inclined to apply SM within their corporate 
strategy execution (Hauptmann & Steger 2012). It is therefore 
worrying that a barrier exists in accepting SM within organisa-
tions (Martin & Van Bavel 2013). 

This study aimed to determine the influence that social 
media has on the behaviour and attitude of Generation X em-
ployees towards corporate strategy. This objective was achieved 
by critically analysing the influence that social media has on a 
company’s corporate strategy by means of an empirical analysis, 
and proposing recommendations based on the results to success-
fully incorporate social media into an organisation’s corporate 
strategy.

METHODOLOGY
An exploratory research design was utilised for this study. The 
study comprised both primary and secondary sources, which 
were used to collect information on SM and corporate strategy, 
as seen from the perspective of Generation X employees. An 
empirical study formed the basis for collection from primary 
sources, while secondary sources comprised literature on SM, 
corporate strategy and Generation X. The research was quantita-
tive in nature, making use of self-administered questionnaires 
to measure Generation X perceptions of the intra-organisational 

use of SM and corporate strategy within two organisations in the 
logistics industry. Theory was combined and analysed with the 
data obtained from the questionnaires.

South African Generation X employees at various levels of 
seniority, working in the head offices of two global logistics pro-
viders in Gauteng, were sampled. A stratified sampling approach 
was followed in the data-collecting process. The respondents, 
ranging from upper management to general employees, work in 
various departments (finance, sales and marketing, operations 
and supply chain, human resources, and administration). 

RESULTS

Perceived usefulness of social media 
An overall mean of 4.44 was recorded for the perceived useful-
ness of SM, indicating that respondents viewed SM as useful for 
their particular organisation. According to respondents the most 
useful component of SM is that it enables their organisation to 
access important information, thereby improving job quality, 
productivity and effectiveness, while increasing profits and being 
handy in executing day-to-day activities. 

Perceived ease of use of social media 
The overall mean for ease of use was 4.59, showing a strong posi-
tive inclination towards the ease of using SM. Respondents indi-
cated that they can use SM in their organisations without expert 
help, thus indicating that it is not too complex for Generation X 
employees. Respondents considered it easy (a mean of 4.75) to 
become skilful at using SM – a positive perception which can 
benefit corporate strategy. However, respondents indicated that 
they would only develop favourable attitudes towards SM if SM 
tools were easy to use. It is important to keep in mind, therefore, 
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Figure 1: Perceived usefulness of social media 

Figure 2: Perceived ease of use of social media



76 September 2016 Civil Engineering

that acceptance of SM by Generation X employees is mainly 
reliant on its perceived ease of use and usefulness, even if the 
technology is in fact easy to use.

Intention and actual use of social media
Respondents highlighted various elements of SM that are the 
reason for its existence in the workplace. They strongly agreed 
that SM increases an organisation’s ability to compete, and that it 
provides useful information for strategic decisions. SM is also felt 
to improve communication within an organisation. Respondents 
further felt that SM should be used to attain corporate strategy. 
The overall mean of 4.16 indicates that respondents feel strongly 
about recommending SM as a tool to others, and will continue 
using it themselves.

Although these results indicate that the perceived useful-
ness of SM within the organisation is high, the majority of 
respondents use SM outside of the workplace, with only 40% of 
Generation X employees using SM in their daily functions. This 
finding could explain an organisation’s ineffectiveness in the im-

plementation of SM, and the lack of an established relationship 
between corporate strategy and SM. Findings further indicate 
that the sampled Generation X respondents clearly understand, 
and have used and benefited from SM in their personal lives, 
but do not carry this use over into the workplace, as it is not ex-
pected, or is not structured correctly. 

Corporate strategy and social media
Respondents in the two organisations perceived the information 
gained from SM differently. This could be attributed to differing 
internal SM strategies. Both organisations find the information 
provided by SM as beneficial in attaining corporate strategy. 
SM is perceived as a strong tool to analyse competitors, and is 
regarded as more trusted than traditional media.

Respondents indicated a good understanding of what their 
organisation’s corporate strategy entails. However, they have a 
much lower level of knowledge of their company’s SM strategy, 
which seems not to be incorporated into the organisation’s vision 
and mission statement. Figure 4 indicates that SM is perceived as 
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a differentiator in the industry, but there exists a failure to link 
SM to corporate strategy. As depicted in Figure 5, the respond-
ents in the sampled organisations strongly indicated their lack of 
integration and use of SM in their daily functions (mean of 2.7), 
thereby showing that these areas are treated as stand-alone sub-
jects. Respondents further indicated that an organisation could 
make use of SM more in its daily functions (mean of 4.56). 

The results further show that few of the Generation X 
respondents feel that activities related to the execution of cor-
porate strategy are yet to be integrated with the SM strategy. 
Results also indicate a lack of organisational policy towards the 
effective use of SM in the workplace. Respondents were further-
more not aware of SM contingency plans. There seems to exist 
a lack of interest or information within an organisation about 
the potential value of the implementation of SM to enhance 
corporate strategy. This points to a mismatch in the sampled 
organisations.

CONCLUSION
SM provides organisations with the opportunity to interact with 
its target market by means of two-way communication. This can 
reveal not only important consumer sentiment, but also valu-
able market information. Furthermore, through SM consumers 
have the ability to interact, review products and services, and 
provide recommendations to others. The effective management 
of SM gives organisations the ability to spread positive word of 
mouth, and thereby to manage brand perceptions. This study 
therefore aimed to determine the influence that SM has on 
the behaviour and attitude of Generation X towards corporate 
strategy. It should, however, be noted that, as the study utilised 
a multiple-case-study approach, the results cannot necessarily 
be generalised for the entire logistics industry, and are therefore 
context-bound.

Findings indicated a generally positive perception of SM, its 
ease of use and its usefulness. Respondents also indicated that 
their top management can implement SM as a strategic differen-
tiator. However, respondents indicated that SM should be better 
integrated into daily operations. Also, there seems to be a lack of 
awareness around SM within organisations, particularly with re-
gard to strategic integration. This finding is especially troubling, 
as the benefits of SM seem apparent to respondents. 

Executives and organisational managers in the logistics industry 
can therefore better integrate SM into their corporate strategy by 
providing employees with knowledge regarding SM and its potential 
benefits. As Generation X employees see value in SM and find it 
easy to use, executives may have an advantage when furthering the 
role SM plays in organisations. Managers in the logistics industry 
should view SM as an opportunity to gather information and draw 
conclusions and insights from SM interactions. 

Managers should also encourage and ensure that Generation 
X employees have access to SM for work purposes, as respond-
ents reported a higher usage of SM outside of the workplace. 
This could be attributed to organisations preventing access to 
SM during working hours, due to data confidentiality concerns, 
which could defeat the objective of furthering the internal 
adoption of SM. Managers could also provide SM training and 
institute an SM campaign to highlight its appropriate and effec-
tive use in the workplace. The same effort, if not more, needs to 
be channelled into the professional use of SM to empower the 
organisation.
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