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While company leaders were still tentatively dipping their toes 

into social media, HR had already dived in headfirst and was 

swimming comfortably in those waters. In recent years, using 

social media for recruiting candidates has rapidly become 

standard HR practice in hiring. In fact, a 2013 study by the 

Society for Human Resource Management found that 77% of 

employers now use social networks to recruit—an increase 

from 56% in 2011 and 34% in 2008. Unfortunately, many 

companies’ use of social media is limited to recruitment, and 

according to a 2012 survey by SilkRoad 75% of HR leaders 

believe their companies are falling behind in leveraging social 

media to improve internal and external communication. 

Clearly, there’s plenty of room for HR to further exploit social 
media to meet the needs of employees. For example, some companies 
have started expanding its use in nontraditional applications, such 
as developing talent and cultivating better communication among 
employees.  Taking a look at how other companies are changing the 
playing field and exploiting social media to its maximum potential 
can reveal useful ideas that HR leaders can bring to their organiza-
tions—and maybe also inspire them to create their own innovations.

LET’S PLAY A GAME

Gamification is the latest trend popping up in companies and HR de-
partments. In short, it’s the practice of adding gamelike features (such 
as point scoring, rewards, and badges) to products, services, or prac-
tices that don’t usually involve games. Through the encouragement 
of participation in company loyalty programs, for example, gamifica-
tion can help organizations achieve real business goals. This trend is 
sweeping through the business world to the point that the technology 
research firm Gartner predicts that 70% of global businesses will be 
managing at least one “gamified” application or system by 2014.  

How can HR executives use gamification to their advantage? 
For starters, it can hugely influence talent acquisition, the cultiva-
tion of company culture, and the encouragement of efficient job 
performance.

Xerox, for example, has gamified its management training through 
an application called Stepping Up, which requires participants to 
learn and practice job skills in activities called quests. Because some 
quests are completed cooperatively and users’ progress is shared 

on the company’s private social network (powered by Yammer), 
this gamification fosters a high level of social interaction among 
employees.

At Target, gamification takes the form of an application that 
makes cashier work more enjoyable and gives employees more con-
trol over their performance through immediate feedback. Manage-
ment has determined optimum times for scanning items at checkout, 
and for each customer transaction the register screen immediately 
indicates whether the cashier meets those time goals. Target’s gami-
fication isn’t focused on turning everyday tasks into a game but is de-
signed to align employee behavior with company goals and objectives.  

BREAK THE ICE—VIRTUALLY 

Although intranets have been around for some time, their full 
potential to build internal communication remains largely untapped, 
especially in large companies. If there’s a captive audience at an orga-
nization (i.e., the employees), why not target them? Connecting with 
employees via an intranet is a great way to acquire referrals for open 
positions, introduce new training classes, and learn about colleagues 
in different offices. 

By posting slide decks and other company data to its social 
intranet, for example, the infrastructure software company TIBCO 
helps new employees assimilate into the company. TIBCO also 
encourages new hires to post messages introducing themselves and 
to learn more about their coworkers. In a similar vein, when I was 
working for one company, its intranet spread the word about an 
employee-organized triathlon team to benefit one of the company’s 
preferred charities—thus fostering communication, encouragement, 
and teamwork across different elements of the organization.

Instead of merely sending out updates and company information 
via e-mail (and hoping employees actually open and read them), or-
ganizations can also use social media tools to poll and solicit feedback 
from employees. Facebook can serve those functions (especially if 
an organization maintains a company page on that site), and blogs, 
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YouTube channels, and online forms allow employees to share their 
experiences about working at the company. Social media can also be 
used to communicate corporate updates to the public (Twitter and 
Facebook in particular come to mind here).

REDEFINE FACE-TO-FACE MEETINGS

The rise of globalization has made it more difficult to meet with 
colleagues in person. But plenty of technology makes “face to face” 
interactions not only possible but convenient, easy, and inexpensive.  
Applications such as Google Hangouts, Apple FaceTime, and Skype 
enable employees to see each other and work together—even when 
they’re sitting 3000 miles apart. They also accommodate people who 
have flexible schedules or work from home.  

These social platforms also facilitate cross-cultural mentoring 
opportunities by allowing employees from locations around the 
world to pair up yet still meet “face to face.”  And if an organization’s 
communication needs involve more than a conversation, applica-
tions such as WebEx and Zoom make it possible to train employees in 
remote offices or conduct video conferences. 

PROMOTE COLLABORATION

A number of social technology tools exist to promote collaboration 
among employees. Microsoft’s Yammer (used by 85% of Fortune 500 
companies), for example, is a private enterprise social network that 
promotes knowledge sharing and collaboration across teams within 
organizations. Chatter (from Salesforce), too, allows employees 
to comment on projects, provide updates, and communicate with 
colleagues. And collaboration tools aren’t limited to use within 
organizations: many allow the creation of external networks so non-
employees (such as suppliers and customers) can communicate with 
an organization.

LEVERAGE CONNECTIONS

The average American has roughly 600 relationships (both offline 
and online), and as we shift from a “knowledge” economy to a “social” 
economy, the value of who we know is surpassing the value of what 
we know. A number of new technologies have emerged to track—and 
leverage—social relationships, and the current star player on the 
corporate field is Klout. A person’s Klout score is a number between 
1 and 100 that represents his or her influence in social media avenues 
(with a high number indicating high influence). Depending on the 
qualifications sought for an open position, HR managers may treat 
influence as a key factor when comparing candidates, especially for 
sales or business development positions.  

EXPLORE THE POSSIBILITIES!

With so many social media options available today, it’s easy to see 
that in the world of human resources, “the times they are a-changin’.” 
Instead of prioritizing face-to-face interaction, companies are turning 
to communicating and working via social media channels. By tak-
ing advantage of all that social media has to offer, HR is leading the 
transformation of the workplace into an exciting, open, and virtual 
environment. 

Valerie Grubb of Val Grubb & Associates Ltd. (www.valgrubbandassociates.

com) is an innovative and visionary operations leader with an exceptional ability 

to zero in on the systems, processes, and personnel issues that can hamper a 

company’s growth. Grubb regularly consults for mid-range companies wishing to 

expand and larger companies seeking efficiencies in back-office operations. Her 

expertise and vibrant style are also in constant demand for corporate training 

classes and seminars. She can be reached at vgrubb@valgrubbandassociates.com.
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