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SOCIAL NETWORKS IN PERSONNEL MARKETING

Abstract. With modern options of social media it is essential to use all the options available for hiring purposes.
The companies evolve and hiring professionals becomes harder especially in current low unemployment in Europe,
or especially the Czech Republic. This thesis focuses on various options of social media and analyses them in order
to evaluate the knowledge about such options among workers on one hand and maximize possible utility for the
companies in order to find the best professionals on the other hand.

The goal is to specify the benefits of social media for human relations marketing and hiring. An important
outcome will thus be a set of recommendations to be used in an HR agency.

The analytical part is divided into two subparts where the first one focuses on semistructured interviews with
recruiting specialists and the second subpart discusses the results of a questionnaire distributed among job applicants.
The key result of the thesis is that an online strategy for hiring must be always finely defined and combined with
other hiring methods.

Keywords: Marketing, online, social media, hiring, human relations.

In this chapter I present the possibilities of using social networks in personal marketing. Here 1
describe the principles of using social networks leading to effective recruitment and building an employer
brand. I use professional literature (mainly from academic and scientific articles abroad), articles in HR
magazines and on HR blogs. I also use my own knowledge gained during training and courses related to
this issue.

Social networks are gaining more and more attention in recruitment and play an important role in the
recruitment strategy of organizations. Organizations realize that social networks are not only their
customers, but also their employees (including potential ones) and that communication needs to be
adapted.

Under the current economic conditions in the Czech Republic, when the unemployment rate fell to its
bottom (in April 2018 it was 3.2%), traditional means of recruiting and addressing employees fail. Today,
it is no longer possible to rely on just one candidate source, for example, until recently sufficiently
effective recruitment of employees through web job portals, but it is necessary to engage and learn to use
new resources, the most accessible of which are social networks.

Organizations that do not use social networks in recruitment are becoming less competitive. At the
same time, social networks are a user-friendly and inexpensive tool through which talent can be found
reliably. In addition, social networks offer organizations the opportunity to promote and strengthen their
employer brand in the long term. Recruitment specialists recommend that organizations include social
networks as one of the tools to reach and recruit into their recruitment strategy.

Among the most used social networks in recruitment are currently Facebook, LinkedIn and Twitter.
According to a US survey by Jobvite in 2015, 40% of recruits were actively using social networks to
recruit and 46% were planning to start using them in the coming year. 37% of recruits said social networks
were the most effective tool for employer branding for them (Jobvite, 2015).

Other statistics show that 48% of the 2,305 candidates surveyed in the Jobvite 2016 survey used
social networks, especially Facebook, to find their last job (Jobvite, 2016). On social networks, candidates
most often search for an organization's company profile to get information about its corporate culture. On
Facebook 83% of candidates are active, on Twitter 40% and 30% of active candidates can be found on
Linkedin. However, recruiters are only used by Facebook in 55% of cases, most recruits still occur
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primarily on Linkedin (up to 87%) (Talent Works, 2017). The statistics show a discrepancy between the
use of social networks by candidates and recruiters. For recruiters, the conclusion is that they should focus
more on Facebook in their recruitment strategy on social networks.

The above list of social networks in recruitment has not yet mentioned Instagram. It is mainly used by
the younger generation, 28% of candidates aged 18-29 (Jobvite, 2017) to look for information about an
organization in search of work. Instagram thus becomes the most used tool for them in creating awareness
of the organization's employer brand. Instagram should therefore include in their recruitment strategy
primarily organizations that target the millennium. Michal Hardyn sees Instagram's biggest advantage in
being able to visually communicate the employer brand. They can demonstrate what it is like fo work in a
particular company and with a specific team of people. This is extremely important for the millennium
(Hardyn in Head Hunter, 2017a).

Each social network is different and has its specifics regarding the published content and style of
communication (for more see the first chapter). However, for an organization's presence on social
networks, it is generally necessary to first create a company profile and connect with community-based
communities. You then need to decide what type of posts your organization will post on their profiles.

Facebook and Twitter are suitable for posting on organizational culture, job offers, news, tips and
recommendations for interviews. Contributions may be in text form, but Graphical design is recommended
to increase their attractiveness. Posts can be added manually or automatically when linked to a website.
Tools such as Buffer are used to plan for posting on Facebook and other social networks at certain times.

In November 2017, Facebook launched a new feature called Facebook jobs. For organizations with a
company profile on Facebook, this means they can post their job offerings using the "job offer" format,
which is a normal post. After opening the job offer, the job description is available to the applicant and, in
case of interest in the selection process, he / she can apply via a simple answer form. Facebook
automatically pre-fills the candidate information, which can be edited and sent. The candidate thus
responds to the job offer with just two clicks (Lovec Hlav, 2017b).

P environment and community LinkedIn is appropriate for a representative performance of the
organization. Photos and texts posted on LinkedIn should show what the organization stands out for and
what its strengths are. It is advisable to share posts in the form of expert articles, guides, quality photos
and videos, not only on your own company profile, but also in discussion groups. It is also appropriate to
inform your followers about the launch of new products and services or significant achievements and
awards.

On LinkedIn, the personal profile of a recruiter is crucial for HR marketing. Through a personal
profile, the recruiter directly addresses potential candidates for the vacancies and builds his personal
recruiter brand through engaging in expert discussions or writing articles.

Content on your corporate Instagram should consist of photos, videos, live streams and Instastories
capturing your corporate culture, snapshots of your workplace, events and events organized by the
organization, etc. Instagram is directly asking to be the window fo your business. You can show what is
going on with you, what it looks like, what people are working with you. It is best to collect visually
interesting snapshots (Hlavec Hlavec, 2017a). Instagram aim of the company is to introduce potential
candidates for Personnel 4 the organization as an environment with a friendly atmosphere in which to
work with.

It's a good idea to place recruiting videos that show the atmosphere in your organization on YouTube.
The video introduces management, personalities in the team, ethical principles of the organization, and the
working environment. Through video, jobseekers have the best opportunity to look behind the scenes of
an organization and see if they would like to work for the organization (Madia, 2011).

In this subchapter I present general principles for creating a strategy of using social networks in
personnel marketing. First of all, it should be emphasized that social networks are not a substitute for other
hiring techniques used so far, but are another tool in the organization's integrated hiring strategy.
Organizations that decide to use social networks in recruitment should consider their involvement as an
extension of an existing strategy. At the same time, the strategy of using social networks in recruitment
must always be in line with the business strategy and goals of the organization.

If an organization decides to use social networking in personal marketing, it should be clear from the
outsct:
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e what social networks will it use,

e what types of posts she will post on social networks and how often she will post them,

¢ whether it has enough resources (competent staff and time) to manage social networks.

When using social networks in personnel marketing, it is recommended to involve multiple networks
at the same time. However, the organization should give the greatest effort and attention to social
networks that are most likely to reach its target audience.

I have already discussed the appropriate types of contributions to individual social networks in the
previous subchapter. I will add here that posts posted on social networks should have a coherent style, a
unified Graphic design and a clear message. It is advisable that social media posts are in line with the
organization's image.

The key role in the quality of presentation on social networks is played by who manages the profiles
of the organization and how much time they spend on administration. Social networks are the place to
respond quickly, respond to news in a timely manner, communicate regularly and interact with jobseekers.
It is common practice in organizations that HR marketing on social networks is entrusted to an active HR
employee as one of the other work tasks. However, it seems more appropriate to set up these activities
under a separate working role.

The aim of social networking in recruitment is that the job seeker is so impressed with the employer
brand or job offer published on the social network that it continues to the organization's website where it
responds to the job offer by sending its CV. Social networks need to meet certain criteria in order to attract
such an interest in the organization.

Your organization's social network profile or page must be active, mapping the organization's
progress and functioning. An appropriate presentation can also illustrate the importance of organization in
the market. For published content, care should be taken that it is relevant and interesting, that it naturally,
authentic and faithfully captures the corporate culture. At the same time, the profile or page must contain
complete and updated information about the organization, including a click to the website.

It follows from the above that personnel marketing in social services cannot do without a
predetermined plan. It can be stated that if the organization does not have a thoughtful strategy, it is better
not to engage in personal marketing on social networks at all. Some organizations see only the benefits
social networks can bring - low cost of reaching and attracting job seekers, cheap job postings and easy
control over published content - and neglect the fact that building a quality employer brand on social
networks is long overdue a path that must have a really well planned strategy. Social networks are just one
part of a recruitment strategy and their potential should not be overestimated (Madia, 2011).

At the time of writing this thesis, the most discussed topic on social networks and human resources
was probably the new Data Protection Regulation, or so-called GDPR. GDPR applies to all companies,
institutions and individuals who collect, process or analyze personal data of individuals living in Europe.
In this subchapter I summarize what changes GDPR brings to recruitment and personal marketing on
social networks.

Recruiters and recruiters from recruitment agencies work with a large amount of personal data, both
personal data of employees and personal data of job seckers. So far, the handling of personal data has been
governed by the Personal Data Protection Act (Act No. 101/2000 Coll.) GDPR comes as a more modern
regulation that will have a uniform form for all EU countries. In practice, for recruiters and recruiters, this
means that they will have to handle people's personal data more responsibly and carefully. In many
organizations, this requires the implementation of secure systems (databases), the adaptation of internal
guidelines and procedures, the training of recruiters and recruits in the field, and cooperation with solid
subcontractors (Imc, 2018).

Recruiters from recruitment agencies process, for example, the following personal data of job seekers:

e First and last name,

e c-mail adress,

e Mailing address

¢ telephone number,

e residence,

e age,

e country

o preferred language
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e cducational attainment and courses completed,

e work experience,

e hobbies,

e orother CV information or information provided during communication.

Those personal data of job seekers use recruitment agencies for the account purpose of ensuring the
possibilities of job seekers in the labor market. By their nature, recruitment agencies share personal data of
job seckers with potential employers. Potential employers undertake to comply with data protection
requirements and cannot use jobseeker's personal data for other, eg marketing, purposes (Hynst, 2018).

Recruiters need approval for processing personal data from job seekers. Consent to the processing of
personal data is by definition a free, concrete, informed and unambiguous manifestation of the will by
which the data subject gives his or her consent fo the processing of his personal data (Article 4 (1) (11) of
the General Regulation). GDPR does not require written consent, its form can also be electronic or oral. In
all cases, however, consent must be given voluntarily (Nezmar, 2017).

On social networks, organizations need to pay attention in particular to what personal data they
require from job seckers in connection with GDPR, and that personal data that they search on social
networks for candidates cannot be accessed without the applicant's consent. The same principle applies to
sharing photos of employees from the office or team building events on social networks. PhotoGraphy is
also a personal data, so it is good to have permission from employees to publish photos for presentation
purposes, but this is in most cases already included in employment contracts (Ime, 2018).

Social networks tightened the conditions for the use of their users' personal data in connection with
GDPR. On LinkedInn, which is the most used social network in recruitment, recruits should contact users
with job offers directly only when users have explicitly stated on their profile that they are open to new
jobs, or when their behavior and network presentations. Recruiters should correctly avoid contacting a
user on Linkedin with anything other than a job market report (Némecek, 2018).

GDPR contains the right to be forgotten. For example, if a candidate has previously given his / her
consent to be included in the database of candidates and is now applying for deletion, he / she is entitled to
do so. GDPR also works with the right of access. The candidate is thus entitled to know what information
recruiter collects about him, including the outcome of the selection process (Head Hunter, 2017¢).

GDPR is accepted rather negatively by organizations. On the other hand, it will help organizations
improve their data management. GDPR starts to apply on May 25, 2018.

JLK. Boxenymnal, K.K. Boxenunn?, B. 9qaitexosa’, I'. Amantexosa’

'Kasax TexHOM0THS sKaHe OusHee yuusepcuteTi. Hyp-Cyrran;
ZA. Meip3axmeToB aThigarsl Kexmeray yrusepenteri, Kexmeray;
3M.X. Tapa3 memyiereTTik yausepcuteri, Jynaru, Tapas

MMEPCOHAJI MAPKETUHI THAEI'T OJIEYMETTIK XEJIIJIEP

AHHOTaMsI. OJNCYMETTIK MCIMAHBIH 3aMAaHAYH HYCKANAPBIHIA >KANTJayFa ApHAIFAH OapiblK OIIIHSIIAPIbI
maiinamany Kaker. KoMmanmsanap Jamblnn, MaMaHZapAbl sKangdy KHBIHIAN Kenedl, oacipece, Kaszipri Eypomanarsi
HeMmece UeXmsmarbl JKYMBICCHI3IBIK JCHICHl TOMEH OOMyBIH aram Kepceryre Ooxampl. Byn Te3mcre omeyMerTik
MCOHAHBIH OPTYPIl HYCKATApblHA HA3ap ayJapbliafbl skoHe, Olp IKAFBIHAH, JKYMBICIOBLIAD ApachlHOA MyHAAM
OTIUsUIAp Ty passl OimimMail Oaranay; eKiHIII KaFbIHAH, CH YKAKChI MAMaHIAPABI Ta0y YINIH KOMIAHWSUIAPABIH MYMKIH
00JIATHIH MAHAATBLTBIKTAPBIH APTTHIPY MAKCATHIHIA, ONAPABI TATIANHIBL

Makcar — oJeyMETTiK >KEIUICPIiH aJaMH KaThIHACTAP MAPKETHHII MEH JKaXJay YIOIH ApTHIKIIBIIBIKTAPHIH
aHBIKTAy. MaHBI3ABl HOTIKEC KAAPJAP SKOHIHACTI ATCHTTIKTC KOJAAHBLIATHIH YCHIHBICTAP JKUBIHTHIFBIMCH Oaiina-
HBICTBI OO TATIBL.

AHamuTHKATEIK OemiM cki Oemimre OemiHeai, OHAA OIpiHINICI >KamgamMamsl MAMAHJAPMCH >KapThUIAi
KYpBUIBIMIAFAH CyX0aTKa apHATFaH, ajl CKiHII 0eTiM/Ie )KYMBIC 13ACYIIiICp apachliHAA TAPATHLUFAH CAyaTHAMAHBIH
HOTIDKEJIEP] TAJKbUIAHAABL. JKYMBICTBIH HETI3T1 HOTIDKECI — >Kaiay¥a apHAIFaH OHJIAHH-CTPATETHS, ON dpAadbIM
HAKTHI AaHBIKTAJIBIIL, JKAJIIAY IBIH 0acKa oJiCTCPiMCH OIpIKTIpiIyl KEpeK.

ONCYMETTIK JKeIiepAc YHBIMHBIH Npo(ribacpiH 0acKapaThIH agaM KOHC ONAPABIH 0ACKApPyFa KAHINA YVaKbIT
JKYMCAHTHIHBI TIPC3CHTAIMA PETIHAC MCIYIN Pejial OWHAWABL OICYMETTIK Kemmep — Oynm Te3 skayam Oepy,
JKAHABIKTAPFa VaKBITBUIBL JKayam Ocpy, OTIHI OCpPYIIUICPMCH YHEMi KApBIM-KATBIHAC >Kacay >KOHC e3apa
opekerTecy. OmeyMeTTik skeminepacri HR-mapkeTnar xaapmap OemiMiHiH OCICCHII KBIBMCTKEPIHE OacKa sKYMBIC
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MIHACTTCPIHIH Oipi PETIHAC CCHIN TANCBIPBUIFAH KE3ACTI YHBIMIApAA Kem kezaeceni. Amaiina, Oy ic-opexerTepai
JKEKE XKYMBIC POITiHE OOITCH JKOH.

OIEyMETTIK IPIKTEY JCTCHIMI3 — MKYMBIC 13ICHTIH aJaAMHBIH QIICYMETTIK >KEJiAC KAPHUsJIaHFAaH OpPEHIIHE HEMECe
SKYMBIC YCHIHBICHIHA KATTHI 9CEP CTKCHIT COHIINAMBIK, 01 YHBIMHBIH BEO-CAHTBIHA KIPYi >KaIFacTBIPAIbL, O ©31HIH
TYHIHIEMECIH JKIOEPY apKbLIBI >KYMBIC YCHIHBICHIHA jKayarm Ocepemi. ¥HbIMFA OCBIHAAN KbI3BIFYIIBUIBIKTBHI APTTHIPY
YIIiH 9ICYMETTIK JKeIiIep Oenrii Oip emmeMaepre COUKeC Kemyi Kepek.

ONCYMETTIK KBI3MCTTCPACTI KBI3MCTKCPICPIIH MAPKCTHHTI AaIbIH-aa »KOCHAPIaHOAH MKY3ere achIpbLIa
AIMANTHIHBIH aTal OTKCH X6H. Erep yHbIMIa OWIACTHIPBIFAH CTPATEerHs 00IMAaca, >KeKe QJICYyMETTIK MApKETHHITE
JKEKE MAPKCTHHITICH AHHAJBICTIAFAH KOH JCH alTyra O0naasl. OICYMETTIK KEIIep >Kanmay CTPaTeTHACHIHBIH Oip
OeJriri FaHa, COHABIKTAH OJIAPIBIH QJICYCTiH achipa Oaramayra 00 MaiIbL.

Tyiiin ce31ep: MapKETHHT, OHNIAH, SNICYMETTIK MEIHA, YKAIAAY, aTaMH KaThIHACTAp.
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"Kazaxckuii yausepcuTeT TexHonoruu u omusneca. Hyp-Cynran;
*Koxmerayckuii yausepcuter um. A. Meipzaxmerosa, Kokmeray:
X y y > V.
Tapasckuii rocyaapcreernsiit yausepenter um. M. X, Hymatu, Tapas

COLUAJIBHBIE CETU B MAPKETHUHI'E IEPCOHAJIA

AnHotauus. C COBPEMECHHBIMU OIIMSIMH COLHATBHBIX CETCH BAKHO HCIOJNB30BATh BCC OILIUH,
JOCTYIHBIC A Hesiell HatiMa. KoMmaHun pa3BHBarOTCS, U HACM CIICLIHANMICTOB CTAHOBUTCS BCE TPYIHEE,
0CcOOCHHO B YCTOBHAX HBIHCIIHETO HU3KOro ypoeHs Oespaboruusl B EBpone mim ocobenHo B Yemckoi
PecnyGiuke. 10T Te3uC GOKYCHUPYSTCS HA PA3IMIHBIX BAPUAHTAX COLMATBHBIX CETCH U AaHATU3UPYET HX,
4TOOBl OLICHUTH 3HAHMS O TAKUX BaPHAHTAX CPEI PAaOOTHHKOB, ¢ OJXHOU CTOPOHBI, © MAKCUMH3HPOBATbH
BO3MOXKHYO MTOJIC3HOCTH TSl KOMITAHUH, YTOOBI HAUTH TYyYIIHX MPOGECCHOHATIOB, ¢ APYTOH CTOPOHHL.

Lenp cocrour B TOM, YTOOB ONPEACTHTh NMPEUMYIIECCTBA COLMATIBHBIX CETCH I MAPKETHHra
YENOBECUCCKUX OTHOIICHHH U Haima. TakuM oOpa3oM, BasKHBIM Pe3yIbTaToM OyAeT Habop peKOMEHAALMH
JUTSL ICTIONTb30BAHUS B KAAPOBOM arcHTCTBC.

AHanMMTHYECKAs YacTh PA3JCIcCHA HA JBE YACTH, NEPBas U3 KOTOPHIX MOCBAIICHA MOMYCTPYKTYPUPO-
BaHHBIM CODCCENOBAHUAM CO CHCLUANNCTAMH TNO HabOpy MepcoHana, a BTOpas d4acTbh OOCYXKAACT
pe3yabTaThl BONMPOCHHKA, PACHpOCTPAHCHHOTO cpeau couckareneh. Kimrouesoil pesynerar Te3uca
3aKII0YACTCA B TOM, YTO OHJIAHH-CTpATErvs HalMa JO/KHA BCEIAA YCTKO ONMPEIACIATHCS U COUCTATHCS C
JPYTUMHU METOJaMU HalMa.

KnroueByro poiap B KadecTBE NPE3CHTALMM B COLMAIBHBIX CETIX HIPACT TOT, KTO YIPABIACT
nmpodUIIMH OPTaHU3ALUH U CKOJBKO BPEMCHH OHH TPATAT HA agMHuHUCTpHpoBaHue. CoLMambHbIE CETH -
3TO MECTO I OBICTPOrO PEarHpoOBaHHS, CBOCBPCMCHHOIO PEarHpOBaHMS HA HOBOCTH, PETYISAPHOTO
OOIICHUS W B3aMMOJCHCTBUS C COUCKATEISIMU. B opraHuzanmsax pacnpocTpaHeHa npaktuka, koraa HR-
MapPKETHHT B COLIMATBHEIX CETAX AOBEPACTCS aKTUBHOMY COTPYIHHMKY OTAETA KaAPOB B KAYCCTBE OJHOU
u3 apyrux padbounx 3aga4d. Tem HE MEHEE, MPEACTABICTCS 00/Iee LEICCO00OPa3HBIM HACTPOUTh 3TH BUABI
JCSATEIBHOCTH O/ OTACABHON pabouCH POIbIO.

CoupaneHele ceTH NpU HaOOpe MEepCcoHANIa 3aKMOYACTCS B TOM, YTO HINYIIMHA padOTy HACTONBKO
BIeuaTineH OpeHaoM padoTojarens HIU NPEAIoXKECHHEM O pabore, omyOIMKOBAHHBIMH B COLMATBHOU
CeTH, YTO MPOJOJDKACT MEPEXOJUTh HA BEO-calT OpraHM3aLiH, TAC OH OTBCYACT HA MPCANIOKCHUE O
padore, otmpaBisas cBoc pedoMe. CoUHanbHBIC CETH JODKHBI COOTBETCTBOBATH ONMPCIACICHHBIM
KPHUTCPHSIM, YTOOBI MPHUBJICYb TAKOH HHTCPEC K OPraHU3ALHH.

CaenyeT OTMETUTh, YTO MApPKETHUHT MEPCOHANA B COLMUATIBHBIX CIY:KOaX HE MOXKET OOOWTHCH 0e3
3apaHee ONMPEIACJICHHOTO IuiaHa. MOKHO KOHCTAaTHPOBATh, YTO CCIH Y OPTaHM3alHH HET MPOAYMAHHOU
CTpaTeruy, Jy4lle BOOOINC HE 3aHHUMATHCS JHYHBIM MApPKETHHIOM B COLMATBHBEIX ceTsaX. ColuanbHbIC
CETH SIBJISIOTCS JTHIIbL YaCThIO CTPATCIHN HAlMA, U MX MOTCHIMAT HE CICAYCT MEPCOLICHUBATD.

KaroueBbie c10Ba: MApKETHHT, OHNANH, COLMABHBIC CCTH, HAMM, YEJIOBEUCCKHIE OTHOLICHHS.

Information about the authors:

Bokenchina 1..K. - Kazakh University of Technology and Business. Nur Sultan, docent, Doctor PhD, Information gathering,
generalization, article writing, bokenchina@mail.ru, https://orcid.org/0000-0003-0427-1417

Bokenchin Kazbek. K. - Kazakh University of Technology and Business. Nur Sultan, docent, Ph.D. in Economics,
Analytical work, bokenchina@mail.ru, https://orcid.org/0000-0003-0153-0321

—— 158 ——




ISSN 2224-5227 1. 2020

Alibekova Vilnara Senior Lecturer - Taraz State University named after M.Kh. Dulati, Taraz, docent, Doctor PhD, Research
work, information gathering, generalization, article writing, vilnara70@mail.ru, https://orcid.org/0000-0001-9577-476X

Amalbekova Gulmira - Information and Media Communication Center, docent, Candidate of Economic Sciences, Research,
bay-70(@mail.ru, baken t@mail.ru., https://orcid.org/0000-0001-9622-6263

REFERENCES

[1] ANDREWS, Dale, 2010. Digital Overdrive: Communications & Multimedia Technology. Burlington, Ontario: Digital
Overdrive. ISBN 978-1-897507-01-8.

[2] ANTOSOVA, Maria, 2005. Marketing mix in human resources. In: Modem Management [Website]. Available from:
https://modernirizeni.thned.cz/c117191720-marketing-mix-v-personalistice

[3] Article 4 (1) (11) of the General Regulation. EU General Data Protection Regulation, 2018. In: Privazy Plan [Website].
Available from: http://www.privacy-regulation.eu/en/4.htm

[4] Abisheva G.O., Ismailova D.T., Taukenova L.Zh., Mazhikeeva S.S., Ismailova N.T. Reports of the national academy of
sciences of the Republic of Kazakhstan. Volume 6, Number 328 (2019), 66-72. ISSN 2224-5227
https://doi.org/10.32014/2019.2518-1483.161 ISSN 2518-1483 ISSN 2224-5227 [14] KOUBEK, Josef, 2015. Human Resources
Management: Fundamentals of modem human resources management. 5th edition. Prague: Management Press. ISBN 978-80-
7261-288-8.

[5] BEDNAR, Vojtéch, Jan DRAHONOVSKY, Petr HLUSICKA and Helena TESITELOVA, 2013. Social relations in
organization and their management. Prague: Grada Publishing. ISBN 978-80-247-4211-3.

[6] BRYNJOLFSSON, Eric and AndrewMcAFEE, 2015. The Second Age of Machines: Work, Progress and Prosperity in a
High Technology Era. Brmo: Jan Melvil Publishing. ISBN 978-8087270-83-7.

[7] DE PELSMACKER, Patrick, Maggie GEUNES and Joeri Van den BERGH, 2003. Marketing Communication. Prague:
Grada Publishing. ISBN 80-247-0254-1.

[8] FORTUNE, 2017. Linkedln members Claims Half and Billion Users [Website]. Available from:
http://fortune.com/2017/04/24/linkedin-users/

[9] FORTUNELORDS, 2017. 36 Mind Blowing YouTube Facts, Figures and Statistics - 2016 [Website]. Available from:
https://fortunelords.com/youtube-statistics/

[10] Abisheva G.O., Ismailova D.T., Taukenova L.Zh., Mazhikeeva S.S., Ismailova N.T. Coaching as a tool for enterprise
development. (2019). Academic freedom attractive challenge of modern university. Proceedings of the National Academy of
Sciences of the Republic of Kazakhstan. Volume 6 (53) NOVEMBER — DECEMBER 2019, 24-28 ISSN 2224-526X (Print).
http://agricultural kz/index.php/en/arhiv(Online).

[11] FREY, Petr, 2011. Marketing Communication: New Trends 3.0. 3rd Edition Prague: Management Press. ISBN 978-80-
7261-237-6.

[12] GIDDENS, Anthony, 2003. Consequences of Modemity. Praha: Sociological Publishing House (SLON). ISBN 80-
86429-15-6.

[13] HANLON,  Anmarie, 2015. The 4Cs  marketing  model [Website].  Available  from:
https://www.smartinsights.com/marketingplanning/marketing-models/4en-marketing-model/

[14] HORVATHOVA, Petra, Jii BLAHA and Andrea COPIKOVA, 2016. Human Resources Management: New Trends.
Prague: Management Press. ISBN 978-80-7261-430-1.

[15] HYNST, Jan, 2018. Declaration of the company on personal data protection and providing information about personal
data. In: WorkStart [Website]. Available from: https://www.bohemiaWorkStart.cz/

[16] INSTAGRAM CZ, 2015. How was Instagram created? From zero to Facebook [Website]. Available from:
http://www.instagram.cz/jak-vzniklinstagram-od-nuly-az-k-facebook/362

[17] JANOUCH, Viktor, 2014. Internet marketing. 2nd Edition Brno: Computer Press. ISBN 978-80-251-4311-7.

— 159 =——



