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MepeBipka yupposoro
naHawadTy: Noraaau
MOKO/IHHA Z Ha CIPUNHATTA

npaLl,iBHMKaMM BUKOPUCTAHHA Mapin Hacimenmo KYHbFl*,
COLIa/IbHUX MEPEK Ha Cusbeis Kocma MIHTO%,
poboyomy micu Matyeno NNEPEVPA#

TBuwul iHcmumym ocsimu i Hayku - ISEC /licaboH,

CIAC - flocnioHuybkuli yeHmp mucmeumes ma KomyHikauit, [lopmyzanis
#Buwuli incmumym oceimu i Hayku - ISEC /licaboH, Mopmyaanis
#MosimexHiunuti iHcmumym Biana-dy-Kawmeny, lTopmyzanis

Merta po6oTu: B enoxy uudposoi TpaHcpopmaL,ii KoMMaHii Bce HacTille BUKOPUCTOBYHOTb COLia/bHi Meia A1A NOKpaLLLeHHA AnHaMiku Bi3Hecy.
Lle AoC/igKeHHA BMBYAE CMPUUHATTA MpPaLiBHUKIB MOKONIHHA Z WOAO iHTerpauii couiasbHux megia-niatdopm Ha poboyomy micui. Ta
NOBEAIHKOBMX HaMIpiB Ha MOBEAIHKY BUKOPUCTAHHS, @ TaKOX CMPUMHATOrO PU3MKY Ha GIHAHCOBUI PU3MK, PU3UK NPOAYKTMBHOCTI Ta PU3MK
ANA NPUBATHOCTI.

Auzaiik [ Metog | Nigxia pgocaigxenHa: KinbKicHUi NigXia, peanizoBaHuii W/ASXOM NPOBEAEHHA KOMIM/IEKCHOrO OH/IAMH-OMUTYBAHHA 33 y4acTHo
152 ¢paxisuib.

Pesy/bTaTn gocaigkeHHA: Pe3y/bTaTu MOKasyloTb, WO NPaLiBHUKM MOKO/IHHA Z BBaXalOTb KOHTAKT 3 FPOMA/CbKIiCTIO Halbi/bll 3HavyLLIO0
rnepeBaroro CouiaZsibHUX MepeK, 3a AKOK C/ligye NOTeHLian WBMUAKOT Ta ePeKTUBHOT KOMYHIKaLl 3i CnoXKMBa4amu, B TOM 4ac AK LUIMPOKMIA
AOCTYyN A0 iHPopmaLii Ma€e BiAHOCHO HeBe/nMKe 3HayeHHA. Cepey HeraTMBHMX acreKTiB Ha3WBalOTb MOCUNEHHA KOHKYPeHLUii B NeBHUX
ranysax, 6i/blly 3a71eXKHiCTb Bif, iHTEPHETY Ta HaA/IMLLOK peknamu. PecrnoHAEeHTM TaKoX BM3HAYM/AM OCHOBHI L/l KOMNaHii, nos'A3aHi 3
BMPOB3/KEHHAM COLia/IbHUX Megia, NiAKPeC/IMBLLM BaXX/MBICTb NOMy/AApu3auii KomnaHii Ta 6peHAy, pO3LMPeHHA K/AIEHTCbKOI 6asu,
CMPUAHHA 3POCTaHHIO Gi3HeCy Ta NOKpaLLeHHA po6oYMX BigHOCHH.

TeopeTu4Ha LHHICTb AOC/igKEHHA: /10 HeraTMBHMX acreKTiB MOMHa BigHeCTU MOCW/EeHHA KOHKYPeHLii B MeBHMX CEKTOpax, 3POCTaHHA
3a/1€XKHOCTI Big, iIHTEpHETY Ta HagMipHOT pekaamu.

MpaKTUYHA LiHHICTb AOC/iAKEHHA: PeCroHAEHTM TaKOX BM3HAYM/IM OCHOBHI LN KOMMaHiiA, NOB'A3aHi 3 BNPOBaAKEHHAM COLja/IbHUX Megia,
NiAKPeC/IMBLLUM BaX/IMBICTb MOMy/ApM3aLii KoMnaHii Ta ©OpeHay, PO3LUMPEHHA K/IEHTCbKOI 6a3u, CrpuUAHHA 3pOCTaHHIO bi3Hecy Ta
NMOKpaLL,eHHA TPYA0BUX BiHOCHH.

OpwuriHanbHicTb | LiHHICTL Aoc/igxeHHA: HOBUWIA MigXig A0 NOKOAIHHA Z LWOAO CNPUMHATTA NPaLiBHUKAMU BUKOPUCTAHHA COLLia/ibHUX MepeX Ha
poboyomy micui.

O6MmexeHHA Aoc/igKeHHA [ MaitbyTHi gocigkeHHsA: binblua BUGipKa 6ysa 6 penpeseHTaTuBHOW0 A/1A [opTyrail, Wo AiiCHO BaXk/MBO.

Tun cTaTTi: EMRipuuHmii

Katouosi c/108a: MOKOANIHHA Z, cOLjia/ibHi MepeXxi, CIpUMHATTA NpaL,iBHUKIB, poboye cepegosue, COVID-19.
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1. Introduction

n the midst of the Fourth Industrial Revolution,
characterized by digital transformation and societal
transition, innovative technologies within information

technology (IT) are reshaping the corporate landscape. The
impact of this transformation has been further intensified by the
unforeseen challenges posed by the Covid-19 pandemic,
influencing organizational competitiveness and compelling a
surge in digitization, technological investments, and the
widespread use of social networks (Guo et al., 2020).

The ubiquity of Information Technology (IT) is evident as
companies integrate information systems not only for internal
connectivity but also to engage with the external world,
competing through online platforms. The Covid-19 pandemic has
accelerated the trend, fostering a dynamic environment where
companies increasingly rely on online interactions, teleworking,
and digital platforms to maintain competitiveness.

Within this landscape, the rise of digital platforms is
extraordinary, creating jobs and transforming the business
landscape. The constant evolution of platforms, marked by
frequent updates and changes, reflects the adaptability required
in the digital era (Moreira, 2019). The survival of contemporary
companies is intrinsically linked to the internet and social media,
crucial for growth, market reach, and customer engagement.

This study delves into the perspectives of employees, particularly
those belonging to Generation Z, on the use of social networks in
the workplace. In the context of Portugal, where research on this
subject is both rare and recent, the study aims to bridge the gap
in understanding employee viewpoints, offering insights distinct
from the company-centric analyses prevalent in existing
literature. The distinct features of the analysed sample, shaped by
the widespread adoption of new technologies, set it apart from
samples in other studies, providing a unique lens on the role of
social media in Portuguese workplaces.

Utilizing a quantitative approach with a descriptive design, the
study employs a survey distributed on digital platforms, reflecting
the very technology under investigation. The sample comprises
Portuguese professionals, shedding light on the significance of
social networks in their work environments. The research
contributes to the evolving discourse on the role of social
networks in contemporary workplaces, providing valuable
insights for companies navigating the complexities of the digital
age, especially in the post-COVID-19 landscape.

2. Theoretical Background

technologies (ICT) is ushering in a transformative era for

both individuals and businesses, notably marked by the

influence of the Fourth Industrial Revolution. This paradigm
shift encompasses a spectrum of technologies, including the
Internet of Things (loT), Artificial Intelligence (Al), cyber-physical
environments, robotics, sensors, 3D printing, big data, augmented
reality, and cloud computing (Lu, 2017). The ongoing digital
transformation has become even more pronounced due to the
unforeseen challenges posed by the Covid-19 pandemic,
amplifying the imperative for organizations to adapt and stay
competitive (Guo et al., 2020).

3 he pervasive adoption of information and communication

In the context of this digital evolution, individuals, especially
those belonging to Generation Z, are emerging as key players in
the utilization of technology. Studies in Portugal have examined
digital media usage across various age groups, with a particular
focus on the elderly. Interestingly, older individuals, despite
potential disparities in educational qualifications, exhibit a
significant embrace of mobile devices, social media platforms,
selfies, applications, and videos, showcasing the ubiquitous
integration of technology across demographics (Azevedo, 2013).

OO

Within the corporate landscape, the responsibility for strategic
investments in information technologies transcends traditional
boundaries, involving not only IT managers but all levels of
management (Brown et al., 2005). To achieve success, companies
must leverage Information Systems (IS) for effective internal and
external communication. This entails creating interconnected
networks that link departments and employees internally,
encompassing areas like production, warehousing, marketing,
accounting, and administration. Externally, companies compete
through online shops and customer service on popular social
media platforms such as Facebook, Instagram, Twitter, and
websites (Pereira & Oliveira e Sd, 2016).

The power of social media extends beyond customer-company
interactions. It serves as a vital resource for companies to identify,
select, and verify the professional background of their employees,
highlighting the evolving role of technology in the recruitment
process (Melanthiou et al., 2015).

In the dynamic landscape of contemporary society, the
continuous emergence of digital platforms is reshaping the
business environment. Social media platforms play a crucial role in
fostering bonds and engagements among individuals,
transcending traditional constraints of geography and time. This
phenomenon is particularly pronounced among Generation Z
individuals, who actively participate in and contribute to virtual
communities that share information, ideas, and influences (Tiago
& Verissimo, 2014).

Participation in online communities enables individuals, including
Generation Z, to interact through various platforms, fostering
knowledge dissemination, encouraging innovation, and providing
opportunities for knowledge sharing between individuals and
companies (Fernandes & Belo, 2016; Ponte, 2000). As the internet
functions as a form of 'word of mouth' marketing, social
networks wield influence over customer decisions, presenting a
more reliable and credible communication channel compared to
traditional methods, especially for Generation Z individuals who
are accustomed to digital interactions (Tomse & Snoj, 2014; Goel et
al., 2019; Lukic¢-Nikoli¢ & Lazarevi¢, 2023).

Popular social networks such as Facebook, YouTube, Linkedin,
Twitter, and Myspace contribute virally to brand awareness and
customer loyalty. These platforms facilitate closer interactions
between customers and companies, offering Generation Z
individuals opportunities for engagement and feedback,
ultimately influencing product innovation (Tiago & Verissimo, 2014;
Luki¢-Nikoli¢ & Lazarevi¢, 2023).

In the realm of social networks, diverse forms of comments,
interactions, and mobile access offer dynamic channels for
engagement, influencing purchasing decisions, and stimulating
Generation Z's involvement with brands and companies (Reis,
2013). The evolving landscape of social media platforms continues
to redefine communication and engagement patterns,
emphasizing the need for companies and marketers to
strategically navigate these platforms to foster meaningful
relationships and encourage active participation from Generation
Z, the digital natives shaping the future of technology integration
in the workplace and beyond.

3. Research Questions

employees, particularly those from Generation Z, regarding

the utilization of social networks within the workplace. In

pursuit of this overarching goal, the study formulates the
following specific research questions:

: his study endeavors to unravel the nuanced perspectives of

Q1: To what extent has the working environment changed during
the COVID-19 pandemic lockdown?

Q2: Were workers aware of teleworking support technologies
before the COVID-19 pandemic?




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. 2024. Vol. 32(1)

Q3: What changes have companies experienced due to the
pandemic?

Q4: During the pandemic, which social networks have companies
increased their usage for marketing?

Q5: What are the benefits and drawbacks of using social media
for companies?

Q6: What are the goals that companies aim to fulfill by using
social media?

4. Data and Methods

he developed analysis aims to address the research
<'[>questions via a survey based on surveys by Couto (2015),

Ferreira (2020), and Lima (2021), alongside a literature review.

Besides examining the respondents' profiles, the survey
incorporates structured queries to address the identified issues.
The survey was assembled using Google Forms, and the survey
participants comprised Portuguese professionals engaged in
some form of occupational activity. Data was gathered solely via
an online survey that was published only on social media
platforms Facebook and LinkedIn within the timeframe of three
months, running from 1st January 2023 to 31st March 2023.

5. Analysis of Research Findings

s a result, there were 152 participants in the survey. In some

questions, the respondents showed their level of importance

concerning specific prepositions by employing the Likert

scale. The Likert scale ranges from one to five with five
indicating complete agreement, three suggesting neutralities, and
one considering total disagreement. The respondents, on
average, agree with those prepositions that have an average
value of over two and a half. In contrast, they disagree with those
that have an average value of less than two and a half.

Statistical data processing and hypothesis
performed using EViews 9,0.

testing were

A socio-demographic analysis was performed to understand the
characteristics of the sample better. This analysis revealed the
composition of the 152 respondents: 92 (60.5%) were female, and
60 (39.5%) were male. Out of the participants, 80 individuals
(52.6%) are unmarried, while 68 (44.8%) are either married or in a
civil partnership. It is also possible to understand that 76.3% of
the respondents, which amounts to 116 individuals, have received
higher education, whereas only 7.9% (12 individuals) possess basic
education.

The predominant demographic in this study consists of individuals
from Generation Z. Generation Z refers to the demographic group
born approximately between the mid-1990s and the mid-2010s.
Members of Generation Z have grown up in an environment
saturated with digital technology, the internet, and social media
from an early age. As a result, they are often characterized by
their digital fluency, a preference for online communication,
advanced technological skills, and a global perspective influenced
by instant information and easy access to cultural diversity (Cunha
& Valente, 2019; Lukic-Nikoli¢ & Lazarevic, 2023).

This group falls under the mandatory education category and, as
such, does not meet a crucial criterion for the sample -
engagement in professional work.

The companies' activity fields, where the respondents work, are
Industry/Production, Trade/Transport/Distribution, Education,
Consultancy, Telecommunications/Informatics, Health,
Banking/Insurance, Public Administration, and Construction
amongst others, as we can see by observing Fig. 1.

According to Fig. 1, the technical area of the company (25.7%) is
the most representative group in the sample. The commercial,
financial, administrative and marketing areas have figures close to
1% - 12%.

OO

Adminsitrative EE————— 11,87

Commercial T—— 11,27

Direction mm——m 597

Financial ——— 11,27

Marketing/Advertising  ————

11,2%

Human Resources s 36%

Technical T 5,7%
Another I 14,4%
0,0% 5,0% 10,0% 15,0% 20,0% 25,0% 30,0%

Figure 1: Professional Area of the Respondent
Source: Research Data, 2023

The participants work in companies of varying sizes. Out of the
total respondents, 66 (43.4%) work in large companies (more
than 250 employees), whilst 31 (20.4%) work in micro-companies
(less than 10 employees). The remaining 28 and 27 (18.4% and
17.8% respectively) work in small companies (11 to 50 employees)
and medium-sized companies (51 to 250 employees).

The ongoing repercussions of the COVID-19 pandemic and the
subsequent lockdown have compelled numerous companies to
adapt swiftly, restructuring processes and teams to maintain
functionality. In this transformative period, remote technologies,
especially innovative platforms like Zoom and Teams, have
emerged as vital tools facilitating the restructuring efforts of
companies, enabling employees, including those from Generation
Z, to continue their work seamlessly (Brown et dl., 2005).

The significance of these technologies extends beyond mere
operational continuity; their absence could potentially lead to the
closure of many businesses. Such a scenario carries with it
negative implications not only for individual companies but also
for the broader economy and society. The potential outcomes
include a decrease in Gross Domestic Product (GDP), employment
rates, income levels, and overall consumption. Consequently,
such economic challenges could have a cascading effect on the
well-being of the population, underlining the critical role of
remote technologies in sustaining both individual enterprises and
the larger socioeconomic landscape.

Q1: To what extent has the working environment changed during
the COVID-19 pandemic lockdown?

Grasping the profound transformation in work dynamics due to
the COVID-19 pandemic is essential. Before the outbreak, only a
small fraction, 11.2 percent (17 respondents), reported that their
companies facilitated telecommuting. Yet, the pandemic served
as a catalyst for a dramatic shift in employment practices, with an
overwhelming 62.5 percent (97 respondents) adopting remote
work during this time. This period marked a significant evolution
in the working environment, primarily characterized by a
substantial pivot towards remote working, as demonstrated by
the same 62.5% of participants transitioning to work from home
arrangements.

Q2: Were workers aware of teleworking support technologies
before the COVID-19 pandemic?

The sample mention that before the COVID-19 pandemic, workers'
awareness of teleworking support technologies varied, with only
a minority being familiar with or having access to these tools
through their employers. With COVID-19 pandemic things
changed.

The limited awareness and familiarity with teleworking support
technologies before the COVID-19 pandemic can be attributed to
several factors. Primarily, teleworking wasn't as widespread or
necessary for many businesses, leading to a lack of emphasis on
such technologies in the workplace. Additionally, companies
might not have invested in or promoted the use of these
technologies due to the traditional emphasis on in-office work. As
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a result, employees had little reason to explore or become
proficient in these tools until the pandemic necessitated a shift to
remote work, highlighting the importance and utility of
teleworking support technologies (Tomse & Snoj, 2014; Goel et al.,
2019; Luki¢-Nikoli¢ & Lazarevi¢, 2023).

Q3: What changes have companies experienced due to the
pandemic?

Due to the pandemic, companies experienced a range of
significant changes, including a pivot to remote work for a
substantial portion of their workforce, as evidenced by 62.5% of
respondents working from home. This shift required businesses
to adopt or enhance teleworking support technologies and adjust
their operational strategies. Additionally, companies had to
restructure their commercial areas, moving towards online
promotion of services and products to accommodate social
distancing measures and the closure of physical spaces. There
was also a need to adapt sales techniques and customer
engagement practices to the new digital-first environment. These
changes not only affected day-to-day operations but also
prompted a reevaluation of long-term business models and
strategies in response to the altered landscape of consumer
behavior and market demands.

Fig. 2 illustrates some factors that respondents believe the
company have implemented or changed during the pandemic.
The most notable factors are the working methods used, with
80.1 percent of respondents identifying them, followed by the
technology used, identified by 45.4 percent of respondents.

The technology used NN 45,47
On the way of working [N 80,1%

On selling techniques

I 24,1%
In the products offered [ 20,6%

0,0% 20,0% 40,0% 60,0% 80,0% 100,0%

Figure 2: Factors for implementing or adapting for companies
during the pandemic

Source: Research Data, 2023

Q4: During the pandemic, which social networks have companies
increased their usage for marketing?

The truth is organisations have undergone changes during the
pandemic and have been forced to restructure their activities. The
pandemic has not only caused companies to restructure but also
affected consumers who have suffered from these changes and
have had to adapt to the new conditions. Due to the lockdown,
the ways in which consumers buy goods/services have been
constrained, which has consequently changed the ways in which
companies can sell them (Nogueira, 2022). Companies had to
restructure the commercial area, requiring a modification in sales
techniques. The pandemic-induced social isolation has compelled
companies to advertise their services or goods online to stay
viable. In the sample in study, 70.4% of the respondents (107)
reported that the company they work for has employed social
media as a means of business development. According to Fig. 3,
the social networks most frequently utilised by companies for
promoting their services/goods are Facebook (72.9%) followed by
LinkedIn (60%), whereas Twitter (2.8%) is the least used network.

Q5: What are the benefits and drawbacks of using social media for
companies? The analysis makes clear that businesses make use of
social networks. It is thus crucial to evaluate the viewpoint of
respondents/employees about the merits and demerits of these
digital platforms represented in Fig. 4 and Fig. 5.

O®

Twitter ™ 2,8%
Youtube mm— 11,29
Website I 47,7
Linkedin e 60,0%
Instagram I 42,1%
FacebooK I 72,97
0,0% 20,0% 40,0% 60,0% 80,0%

Figure 3: Shows the social networks that companies use to
advertise their goods and services

Source: Research Data, 2023

Wide opening hours I 19,6%

Growth of the company [ 31,8%

Low fixed costs 13,1%

Quick way to communicate
with the customer

I 58,9%
Interaction with the public

I 63,6%

Greater access to information

I 51,4%

Competitive pricing W 3,7%
Selling to more distant
geographic areas — 24,37
0,0%  20,0% 40,0% 60,0% 80,0%

Figure 4: Company benefits of using social networks
Source: Research Data, 2023

According to Fig. 4, the benefits of using social media during
COVID19 include:

1. A better and more intensive Interaction with the Public
(63.6%)

Social networks facilitated direct and dynamic interaction
between companies and their audience, allowing for immediate
feedback and engagement specifically during COVID19.

2. Effective Communication with Customers (58.9%)

Social media offered platforms for rapid and effective
communication, enabling companies to disseminate information,
respond to queries, and engage with customers efficiently.

3.Greater Access to Information (51.4%)

The platforms provided companies with extensive access to
market and customer data, trends, and insights, aiding in better
decision-making and strategy formulation.

Conversely, it is possible to analyse the drawbacks of using social
media for companies in Fig. 5.

1. Dependence on the Internet (40.2%)

Heavy reliance on online connectivity also posed challenges,
especially in scenarios of internet downtime or digital divide
issues.

2. High Competition in Certain Areas (40.2%)

The accessibility of social networks means increased competition
among businesses, making it harder to stand out.
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Emergence of unfair
competition

I 29,9%
]

Dependence on the internet 40,2%

Requires some knowledge

I 14,0%

Excess of information

I 24,3%

Excessive advertising

I 35,5%

Too much competition in some
segments

. 40,27

Constant updating of platforms NN 33,6%

0,0% 10,0% 20,0% 30,0% 40,0% 50,0%

Figure 5: Drawbacks of companies using social networks
Source: Research Data, 2023
3. Excessive Advertising (35.5%)

The saturation of advertisements on social networks
overwhelmed consumers, potentially diluting the impact of
marketing efforts.

The analysis also indicates that, while companies aim to use social
media to enhance brand awareness, facilitate marketing efforts,
and boost revenue, they are less focused on using these
platforms for expanding their customer base, fostering
commercial relationships, and broadening operational areas.
Moreover, the pandemic has significantly influenced how
companies and consumers interact with social media, with many
respondents discovering new platforms and acknowledging the
necessity of a social media presence for business establishment
and growth. This shift underscores the evolving landscape of
business strategies, where technology and social networks play
pivotal roles in ensuring business continuity and success.

Q6: What are the goals that companies aim to fulfill by using social
media?

The goals that companies aimed to fulfill by using social media,
are very easy to understand:

e Enhancing Brand Awareness

Social media platforms are utilized by companies to increase
visibility and recognition of their brand among a wider audience.

o Facilitating Marketing Efforts

Companies leverage social networks to streamline their marketing
strategies, using these platforms to target and reach potential
customers more effectively.

e Boosting Revenue

Through targeted advertising and increased engagement on
social media, companies seek to drive sales and enhance their
financial performance.

However, the analysis also indicates that companies were less
interested in using social media for:

e Expanding Customer Base

Although an implicit goal, actively increasing the number of
customers via social media is not as prioritized.

e Fostering Commercial Relationships

Building and maintaining business-to-business relationships
through social media is not a primary focus for many companies.

o Broadening Operational Areas

Expanding the geographical or operational reach of the business
through social media is considered less of a priority compared to
other objectives.

OO

These goals reflect a strategic focus on using social media primarily
for brand-related objectives and direct financial gains, with less
empbhasis on relationship building and geographic expansion.

Broaden the geographical area of
activity

I >

Increase the volume of business

I 4,1
I 26

Increase the number of clients

Promote the brand

Develop commercial
relationships
Facilitating the promotion of the
company

Figure 6: The goals that companies aim to achieve by social
networks

Source: Research Data, 2023

6. Discussion of Research Findings

COVID-19 pandemic has reshaped the workplace, particularly

through the lens of Generation Z employees' experiences

with social networks. The responses to the research
questions highlight the significant transformations in work
environments, technological preparedness, corporate changes,
marketing strategies, and the objectives behind using social
media for business purposes. The transition to remote work is
one of the most notable changes, with a dramatic increase from
1.2% to 62.5% of respondents working from home. This shift
underscores a significant evolution towards remote working
arrangements, spurred by the pandemic. Prior to the pandemic,
there was a notable gap in employees' awareness and access to
teleworking technologies. The pandemic has catalyzed a shift
towards these technologies, highlighting their critical role in
maintaining operational continuity. Companies have undergone
extensive restructuring to adapt to the new reality. The pivot to
remote work necessitated the adoption of teleworking
technologies and adjustments in operational strategies.
Moreover, the need to move towards online promotion and adapt
sales techniques reflects a broader shift towards digital-first
environments. The use of social networks for marketing has
increased, with Facebook and LinkedIn being prominently used.
This shift is in response to changes in consumer behavior and the
need for companies to maintain visibility and engagement during
lockdowns. The benefits of using social media include enhanced
public interaction, effective communication with customers, and
greater access to information. However, challenges such as
internet dependence, increased competition, and advertising
saturation have also been identified. These findings underscore
the balancing act companies must perform in leveraging social
media effectively. Companies aim to enhance brand awareness,
facilitate marketing efforts, and boost revenue through social
media. However, less emphasis is placed on expanding customer
bases, fostering commercial relationships, and broadening
operational areas. This strategic focus suggests a prioritization of
direct financial gains and brand visibility over other potential
benefits of social media engagement.

<1>he research findings provide an in-depth look into how the

7. Conclusion

operational aspects of companies but also reshaped their
strategic priorities and approaches to using technology and
social media. The insights from Generation Z employees
reveal a landscape where adaptability, technological readiness,
and strategic use of social networks are pivotal. These changes
reflect broader shifts in workplace dynamics, consumer behavior,

@n conclusion, the pandemic has not only transformed the
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and the role of digital platforms in business strategies. As
companies navigate the post-pandemic world, the lessons learned
during this period will likely continue to influence their
approaches to technology, work arrangements, and digital
marketing strategies. For future research, it would be beneficial
to replicate the study during a different time frame to verify the
consistency of the results. Additionally, it would be intriguing to
broaden the study's scope by incorporating a larger sample and
promoting the research across multiple countries.
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