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Abstract: The research examines the impact of social media on recruitment practices at Careernet 

Technologies Pvt Ltd., one of India's top talent acquisition companies. With social media platforms such as 

LinkedIn and Facebook changing the way companies hire, the study assesses the contribution of social 

media to improving recruitment efficiency, employer branding, candidate engagement, and business 

outreach. Statistical techniques like ANOVA indicate strong positive effects, while cluster analysis and 

decision tree indicate dominant factors driving job application behavior—post frequency, transparency, 

and employer image. While social media increases engagement and reach, overdependence is problematic 

in terms of candidate quality evaluation. The study suggests a hybrid recruitment strategy, combining social 

and conventional methods, with dynamic branding and data-driven strategies. Overall, the research 

highlights the importance of ensuring a responsive, content-led social media presence to engage and attract 

talent successfully in the digital age. 
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I. INTRODUCTION 

In the present digital age, social media has transformed recruitment strategies by allowing companies to reach out to a 

larger talent pool and build employer reputation and candidate interactions. Social networking sites such as LinkedIn, 

Twitter, Facebook, and Instagram permit recruiters to search, evaluate, and interact with applicants in real time, 

bringing conventional hiring methods to more lively and interactive frameworks. This change is reflected in 

organizations like Careernet Technologies Pvt Ltd., a top talent acquisition company in India that efficiently uses social 

media to simplify recruitment, promote its brand, and connect with prospective candidates. While it has many 

advantages, social media hiring has challenges concerning data privacy, disinformation, and bias in hiring, which 

require the adoption of responsible usage policies. This research, carried out between February and March 2025, seeks 

to examine the influence of social media on recruitment strategies at Careernet, measure platform performance, test 

employer branding and interaction, and offer strategic optimization recommendations. Emphasizing recruitment 

strategies, brand image, interaction analysis, and competitor benchmarking, this research tackles increased digital 

reliance in recruitment, changing market patterns, cost-saving digital recruitment, and improving the candidate 

experience. Nevertheless, the research is prone to platform-based focus, time limitations, subjective opinion, and 

outside digital market influences. Notwithstanding these limitations, the results will provide useful input on how social 

media is transforming talent hunting and branding for organizations such as Careernet Technologies Pvt Ltd. 

 

II. REVIEW OF LITERATURE 

Various research has investigated the complex role of social media in recruitment of employees. A systematic review 

highlighted the strategic value of social media for talent attraction and optimizing recruitment effectiveness through 

online engagement platforms [1], [2], [8]. Social media branding and candidate loyalty were highlighted in educational 

and healthcare institutions as areas where branding played a significant role in user perceptions and interaction [3], [4]. 
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Social media's marketing effects on brand equity, especially in specialized sectors such as beauty clinics and e-tailing, 

proved its worth in crafting an attractive employer brand [5], [6]. 

The theory of employer branding was critically examined with an emphasis on future research directions, where it was 

pointed out that social media's role was imperative in influencing perceptions about the brand [7], [11], [15]. A number 

of studies investigated the impact of digital word-of-mouth and social media self-efficacy on candidate trust, job 

attractiveness, and application intentions [6], [10], [13]. The application of systematic literature review methodologies 

like PRISMA was also reported as a useful method to synthesize results across fields [9]. 

Corporate social responsibility, work-life balance, and recruitment communication were discovered to have an effect on 

employer appeal and job search behavior of prospective applicants [11], [12], [16]. Further, credibility and verifiability 

of recruitment messages were found to have effects on job seekers' intentions, especially when handling lesser-known 

employers [13]. The increasing shortage of talent around the world calls for firms to embrace new ways of talent 

acquisition, such as AI-based social media tools [14]. 

Furthermore, both internal and external employer image was studied across a 25-year bibliometric period, focusing on 

the need for uniform branding within online platforms [15], [17], [18]. Fluctuations in employer brand cues, particularly 

within multinational firms, had an impact on organizational appeal and candidate attitudes [19]. Last but not least, 

contextual studies of Indian labor markets pointed out the role of economic realities and ROI issues in determining the 

preferences of job seekers, offering a regionalized frame of reference for international recruitment practices [16]. 

 

III. ANALYSIS AND INTERPRETATION 

3.1  ANOVA 

3.1.1 H1: Social Media Impact on Recruitment Effectiveness 

Null Hypothesis (H0): Social media does not significantly impact recruitment effectiveness at Careernet Technologies. 

Alternative Hypothesis (H1): Social media positively impacts recruitment effectiveness at Careernet Technologies. 

Source Sum of Squares df F-value p-value (PR>F) 

Influence on Application 111.738030 4 16.158039 6.423441e-12 

Residual 484.072496 280   

 

Interpretation: Since the p-value (6.42e-12) is significantly lower than 0.05, we reject the null hypothesis. This 

suggests that social media has a positive and significant impact on recruitment effectiveness at Careernet Technologies. 

 

3.1.2 H2: Employer Brand Perception 

Null Hypothesis (H0): Social media does not significantly enhance the employer brand perception of Careernet 

Technologies. 

Alternative Hypothesis (H1): Social media enhances the employer brand perception of Careernet Technologies. 

Source Sum of Squares df F-value p-value (PR>F) 

Brand Awareness 101.183515 4 25.385364 5.875081e-18 

Residual 279.012977 280 NaN NaN 

 

Interpretation: The p-value (5.87e-18) is much lower than 0.05, leading us to reject the null hypothesis. This indicates 

that social media significantly enhances employer brand perception for Careernet Technologies. 

 

3.1.3 H3: Engagement and Interaction 

Null Hypothesis (H0): Increased engagement on social media does not improve candidate-employer interaction. 

Alternative Hypothesis (H1): Increased engagement on social media leads to better candidate-employer interaction. 

Source Sum of Squares df F-value p-value (PR>F) 

Influence on Job Consideration 144.963628 4 33.252946 1.145729e-22 

Residual 302.979834 278 NaN NaN 
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Interpretation: The p-value (1.14e-22) is far below 0.05, allowing us to reject the null hypothesis. This confirms that 

increased social media engagement significantly improves candidate-employer interaction. 

 

3.1.4 H4: Business Outreach 

Null Hypothesis (H0): Social media marketing does not significantly improve business outreach and client 

engagement. 

Alternative Hypothesis (H1): Social media marketing improves business outreach and client engagement. 

Source Sum of Squares df F-value p-value (PR>F) 

Best Platform for Promotions 311.208273 4 59.582603 2.358215e-36 

Residual 365.619797 280 NaN NaN 

Interpretation: Since the p-value (2.35e-36) is extremely low, we reject the null hypothesis. This suggests that social 

media marketing plays a crucial role in improving business outreach and client engagement. 

 

3.1.5 H5: Candidate Quality Assessment 

Null Hypothesis (H0): Social media recruitment does not significantly impact candidate quality assessment. 

Alternative Hypothesis (H1): Excessive reliance on social media for recruitment may lead to challenges in candidate 

quality assessment. 

Source Sum of Squares df F-value p-value (PR>F) 

Transparency Importance 103.262850 4 14.675533 6.762667e-11 

Residual 492.547676 280 NaN NaN 

Interpretation: With a p-value of 6.76e-11, we reject the null hypothesis. This indicates that excessive reliance on 

social media for recruitment does create challenges in candidate quality assessment. 

 

3.2 Decision Tree and Cluster Analysis for Social Media Recruitment Impact Analysis  

Interpretation: The decision tree analysis reveals that candidates’ decisions to apply for jobs via social media are 

influenced by a mix of factors including post frequency, employer perception, and recruitment effectiveness. When post 

frequency is low, elements like concern resolution and engagement with updates play a key role, while high post 

frequency shifts focus to employer perception and candidates’ work experience. Positive recruitment strategies, low 

negative feedback, and platform preference (e.g., LinkedIn, Facebook) also impact engagement. Recommendations and 

prior job search experiences further shape decisions, especially for those who actively use social media for job hunting. 

Overall, maintaining consistent posts, addressing concerns, and showcasing a strong employer brand enhance 

application rates through social platforms. 
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IV. FINDINGS, SUGGESTIONS AND CONCLUSION 

4.1 FINDINGS 

Social media is shown to have a significant impact on recruitment effectiveness, employer brand image, and candidate 

engagement, corroborated by significant ANOVA results. Job applicants are likely to apply when social media postings 

are regular, interactive, and transparent. Employer image, post frequency, and work experience are found to be critical 

factors driving job application, as identified through decision tree analysis. Cluster analysis also reveals that job 

applicants differ in social media activity depending on the style of engagement, employer reputation, and frequency of 

job searching. As platforms such as LinkedIn and Facebook enhance reach, overdependence on social media can distort 

an evaluation of candidate quality. Companies must thus proactively engage in managing their online image, respond to 

candidate issues, and complement social media recruitment with traditional techniques to attract and evaluate high-

quality candidates effectively. 

 

4.2 SUGGESTIONS 

Have a dynamic, interesting social media presence with regular, open job adverts. 

Develop a positive employer brand with good content and candidate engagement. 

Utilize data-informed insights and platform-specific practices to maximize hiring. 

Integrate social media with standard hiring practices to improve candidate quality evaluation. 

Regularly review and reformulate recruitment strategy to suit changing digital trends. 

 

4.3 CONCLUSION 

The research of the influence of social media in Careernet Technologies Pvt Ltd shows that social media is a significant 

contributor to recruitment in the new era by considerably impacting candidate decisions, employer branding, and 

interaction. Statistical techniques such as ANOVA reiterate its significant influence on the effectiveness of recruitment, 

business reach, and employer-candidate interaction. Factors such as post frequency, transparency, and employer 

reputation shape job seekers’ willingness to apply, while platforms like LinkedIn and Facebook enhance trust through 

interactive content and responsiveness. However, over-reliance on social media poses challenges in assessing candidate 

quality, necessitating a hybrid approach that combines digital strategies with traditional hiring methods. Decision tree 

and cluster analysis also uncover the role of employer attitude, candidate behavior, and participation patterns in 

determining recruitment results. Therefore, using social media strategically, coupled with data-driven insights and 

ongoing responsiveness to digital developments, is critical for improving recruitment effectiveness, employer image, 

and talent attraction. Future studies can emphasize industry-specific comparisons, remote work effects, AI-based hiring, 

cross-cultural behavior, and combining social media with conventional hiring to maximize recruitment strategies. 
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