
VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)   ISSN 2231-5756 

 A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

Indexed & Listed at:  
Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S.A., Cabell’s Directories of Publishing Opportunities, U.S.A., Google Scholar, 

Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)], 
Index Copernicus Publishers Panel, Poland with IC Value of 5.09 & number of libraries all around the world. 

Circulated all over the world & Google has verified that scholars of more than 4767 Cities  in 180 countries/territories  are visiting our journal on regular basis. 
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI – 135 003, Yamunanagar, Haryana, INDIA 

http://ijrcm.org.in/ 

 



VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

ii 

CONTENTS 
Sr. 
No. 

 

TITLE & NAME OF THE AUTHOR (S) 
Page 
No. 

1. FINANCIAL APPRAISAL OF VARIOUS FINANCIAL SERVICES OF COOPERATIVE CREDIT 

SOCIETIES/PATANSTHAS IN AHMEDNAGAR DISTRICT 

V. M. TIDAKE & DR. SANJAY V. PATANKAR 

1 

2. A REVIEW OF ETHICAL LEADERSHIP: GOING BEYOND THE CONVENTIONAL UNDERSTANDING 

SHAJI JOSEPH & DR. ASHA NAGENDRA 

8 

3. mHealth: THE CLINICIANS PERSPECTIVE IN INDIA 

S N SHUKLA & J. K. SHARMA 

12 

4. FINANCIAL INCLUSION AND ROLE OF PAYMENT AND SMALL FINANCIAL BANKS 

DR. GITA SANATH SHETTY 

18 

5. THE IMPACT OF SUPPLY CHAIN MANAGEMENT ON AUTOMOBILE SERVICE CENTERS (PASSENGER 

CARS) IN INDIA AND FUTURE IMPLICATIONS 

DR. ASHA NAGENDRA, VINOD GYPSA & VINCENT SUNNY 

25 

6. SOCIAL MEDIA FOR RECRUITMENT 

DR. SURUCHI PANDEY, GUNJAN AGARWAL & SWAPNIL CHARDE 

30 

7. EFFECT OF THE MAGGI FIASCO ON THE BRAND IMAGE OF NESTLE AND ITS IMPACT ON OVERALL 

PACKAGED FOOD CATEGORY 

PRANNAV SOOD, PRADEEP RAWAT, NAVNEET PRIYA & DR. KOMAL CHOPRA 

35 

8. IRREVOCABLE LETTERS OF CREDIT AND THE RESPONSIBILITY OF THE BANKS 

DR. OSAMA MUSTAFA MUDAWI & DR. ELFADIL TIMAN 

40 

9. GOVERNANCE, ETHICS AND SUSTAINABILITY: A REVISIT IN THE LIGHTS OF LESSON’S FROM 

KAUTILYA’S ‘ARTHASASTHRA’ 

DR. VINEETH KM & DR. GEETHA. M. 

45 

10. A CONCEPTUAL STUDY ON DISTANCE EDUCATION: PROBLEMS AND SOLUTIONS 

ASHA RANI.K 

48 

11. WOMEN ENTREPRENEURSHIP IN INDIA 

A. SESHACHALAM 

53 

12. IMPACT OF FII FLOWS ON INDIAN MARKET VOLATILITY 

CH R S CH MURTHY 

56 

13. A STUDY ON OPTIMIZATION TECHNIQUES OF TRAVELLING SALESMAN PROBLEM USING GENETIC 

ALGORITHM 

DR. T. LOGESWARI 

62 

14. INDIAN IT SECTOR: AN OCEAN OF OPPORTUNITIES 

PARAMJEET KAUR 

67 

15. RURAL ENTREPRENEURSHIP: A STUDY OF DISTRICT ALMORA, UTTRAKHAND 

ABHA RANI 

73 

16. THE EFFECT OF ORGANIZATIONAL CLIMATE ON WORK LIFE BALANCE 

OZAN BUYUKYILMAZ & SERTAC ERCAN 

76 

17. A DESCRIPTIVE STUDY ON THE IMPACT OF EMPLOYEE MOTIVATION TOWARDS THEIR CAREER 

GROWTH AND DEVELOPMENT 

MEHALA DEVI.R & AARTHI.S.P 

81 

18. A STUDY ON PROBLEMS FACED BY THE CUSTOMERS WITH REFERENCE TO BANKING SERVICES IN 

PRIVATE SECTOR BANKS 

NANDINI.N 

83 

19. E-RECRUITMENT: CHALLENGES AND EFFECTIVENESS 

SWAGATIKA NANDA 

93 

20. A STUDY ON TRAITS AND ATTITUDES OF RURAL WOMEN ENTREPRENEURSHIP 

SR. MANIKYAM 

96 

 REQUEST FOR FEEDBACK & DISCLAIMER 101 



VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iii 

CHIEF PATRON 
PROF. K. K. AGGARWAL 

Chairman, Malaviya National Institute of Technology, Jaipur 
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India) 

Chancellor, K. R. Mangalam University, Gurgaon 

Chancellor, Lingaya’s University, Faridabad 

Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi 

Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar 

 

FOUNDER PATRON 
LATE SH. RAM BHAJAN AGGARWAL 

Former State Minister for Home & Tourism, Government of Haryana 

Former Vice-President, Dadri Education Society, Charkhi Dadri 

Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani 
 

FORMER CO-ORDINATOR 
DR. S. GARG 

Faculty, Shree Ram Institute of Business & Management, Urjani 
 

ADVISORS 
PROF. M. S. SENAM RAJU 

Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi 

PROF. M. N. SHARMA 
Chairman, M.B.A., Haryana College of Technology & Management, Kaithal 

PROF. S. L. MAHANDRU 
Principal (Retd.), Maharaja Agrasen College, Jagadhri 

 

EDITOR 
PROF. R. K. SHARMA 

Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi 
 

CO-EDITOR 
DR. BHAVET 

Faculty, Shree Ram Institute of Engineering & Technology, Urjani 
 

EDITORIAL ADVISORY BOARD 
DR. RAJESH MODI 

Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia 

PROF. SANJIV MITTAL 
University School of Management Studies, Guru Gobind Singh I. P. University, Delhi 

PROF. ANIL K. SAINI 
Chairperson (CRC), Guru Gobind Singh I. P. University, Delhi 

DR. SAMBHAVNA 
Faculty, I.I.T.M., Delhi 



VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

iv 

 

DR. MOHENDER KUMAR GUPTA 
Associate Professor, P. J. L. N. Government College, Faridabad 

DR. SHIVAKUMAR DEENE 
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga 

 

ASSOCIATE EDITORS 
PROF. NAWAB ALI KHAN 

Department of Commerce, Aligarh Muslim University, Aligarh, U.P. 

PROF. ABHAY BANSAL 
Head, Department of I.T., Amity School of Engineering & Technology, Amity University, Noida 

PROF. A. SURYANARAYANA 
Department of Business Management, Osmania University, Hyderabad 

PROF. V. SELVAM 
SSL, VIT University, Vellore 

DR. PARDEEP AHLAWAT 
Associate Professor, Institute of Management Studies & Research, Maharshi Dayanand University, Rohtak 

DR. S. TABASSUM SULTANA 
Associate Professor, Department of Business Management, Matrusri Institute of P.G. Studies, Hyderabad 

SURJEET SINGH 
Asst. Professor, Department of Computer Science, G. M. N. (P.G.) College, Ambala Cantt. 

 

FORMER TECHNICAL ADVISOR 
AMITA 

Faculty, Government M. S., Mohali 
 

FINANCIAL ADVISORS 
DICKIN GOYAL 

Advocate & Tax Adviser, Panchkula 

NEENA 
Investment Consultant, Chambaghat, Solan, Himachal Pradesh 

 

LEGAL ADVISORS 
JITENDER S. CHAHAL 

Advocate, Punjab & Haryana High Court, Chandigarh U.T. 

CHANDER BHUSHAN SHARMA 
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri 

 

SUPERINTENDENT 
SURENDER KUMAR POONIA 

 

 

 



VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

v 

CALL FOR MANUSCRIPTS 
We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of Computer 

Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking; Economics; Tourism 

Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science; Corporate Governance; 

Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting Theory & Practice; Auditing; 

Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic Development; Economic History; Financial 

Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial Organization; International Economics & Trade; 

International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation; Demography: Development Planning; Development Studies; 

Applied Economics; Development Economics; Business Economics; Monetary Policy; Public Policy Economics; Real Estate; Regional Economics; Political 

Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax Accounting; Advertising & Promotion Management; Management 

Information Systems (MIS); Business Law; Public Responsibility & Ethics; Communication; Direct Marketing; E-Commerce; Global Business; Health Care 

Administration; Labour Relations & Human Resource Management; Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; 

Office Administration/Management; Operations Research/Statistics; Organizational Behavior & Theory; Organizational Development; Production/Oper-

ations; International Relations; Human Rights & Duties; Public Administration; Population Studies; Purchasing/Materials Management; Retailing; 

Sales/Selling; Services; Small Business Entrepreneurship; Strategic Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation 

Distribution; Algorithms; Artificial Intelligence; Compilers & Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer 

Graphics; Computer Organization & Architecture; Database Structures & Systems; Discrete Structures; Internet; Management Information Systems; Mod-

eling & Simulation; Neural Systems/Neural Networks; Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Pro-

gramming Languages; Robotics; Symbolic & Formal Logic; Web Design and emerging paradigms in allied subjects. 

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format 

after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online 

submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).  

GUIDELINES FOR SUBMISSION OF MANUSCRIPT 
 

1. COVERING LETTER FOR SUBMISSION: 

DATED: _____________ 

 

THE EDITOR 

IJRCM 

 

Subject: SUBMISSION OF MANUSCRIPT IN THE AREA OF                                                   . 

(e.g. Finance/Mkt./HRM/General Mgt./Engineering/Economics/Computer/IT/ Education/Psychology/Law/Math/other, please 

specify) 

 

DEAR SIR/MADAM 

Please find my submission of manuscript entitled ‘___________________________________________’ for possible publication in one 

of your journals. 

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language 

fully or partly, nor is it under review for publication elsewhere. 

I affirm that all the co-authors of this manuscript have seen the submitted version of the manuscript and have agreed to their inclusion 

of names as co-authors. 

Also, if my/our manuscript is accepted, I agree to comply with the formalities as given on the website of the journal. The Journal has 

discretion to publish our contribution in any of its journals. 

 

NAME OF CORRESPONDING AUTHOR     : 

Designation       : 

Institution/College/University with full address & Pin Code   : 

Residential address with Pin Code     : 

Mobile Number (s) with country ISD code    : 

Is WhatsApp or Viber active on your above noted Mobile Number (Yes/No) : 

Landline Number (s) with country ISD code    : 

E-mail Address       : 

Alternate E-mail Address      : 

Nationality        : 



VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vi 

NOTES: 

a) The whole manuscript has to be in ONE MS WORD FILE only, which will start from the covering letter, inside the manuscript. pdf. 

version is liable to be rejected without any consideration. 

b) The sender is required to mention the following in the SUBJECT COLUMN of the mail:  

New Manuscript for Review in the area of (e.g. Finance/Marketing/HRM/General Mgt./Engineering/Economics/Computer/IT/ 

Education/Psychology/Law/Math/other, please specify) 

c) There is no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. 

to the manuscript. 

d) The total size of the file containing the manuscript is expected to be below 1000 KB. 

e) Abstract alone will not be considered for review and the author is required to submit the complete manuscript in the first 

instance. 

f) The journal gives acknowledgement w.r.t. the receipt of every email within twenty four hours and in case of non-receipt of 

acknowledgment from the journal, w.r.t. the submission of manuscript, within two days of submission, the corresponding author 

is required to demand for the same by sending a separate mail to the journal. 

g) The author (s) name or details should not appear anywhere on the body of the manuscript, except the covering letter and the 

cover page of the manuscript, in the manner as mentioned in the guidelines. 

 

2. MANUSCRIPT TITLE: The title of the paper should be bold typed, centered and fully capitalised. 

3. AUTHOR NAME (S) & AFFILIATIONS: Author (s) name, designation, affiliation (s), address, mobile/landline number (s), and email/alter-

nate email address should be given underneath the title. 

4. ACKNOWLEDGMENTS: Acknowledgements can be given to reviewers, guides, funding institutions, etc., if any. 

5. ABSTRACT: Abstract should be in fully italicized text, ranging between 150 to 300 words. The abstract must be informative and explain the 

background, aims, methods, results & conclusion in a SINGLE PARA. Abbreviations must be mentioned in full. 

6. KEYWORDS: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order 

separated by commas and full stop at the end. All words of the keywords, including the first one should be in small letters, except special 

words e.g. name of the Countries, abbreviations.  

7. JEL CODE: Provide the appropriate Journal of Economic Literature Classification System code (s). JEL codes are available at www.aea-

web.org/econlit/jelCodes.php, however, mentioning JEL Code is not mandatory. 

8. MANUSCRIPT: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It should be free from 

any errors i.e. grammatical, spelling or punctuation. It must be thoroughly edited at your end. 

9. HEADINGS: All the headings must be bold-faced, aligned left and fully capitalised. Leave a blank line before each heading. 

10. SUB-HEADINGS: All the sub-headings must be bold-faced, aligned left and fully capitalised.  

11. MAIN TEXT:  

THE MAIN TEXT SHOULD FOLLOW THE FOLLOWING SEQUENCE: 

 INTRODUCTION 

 REVIEW OF LITERATURE 

 NEED/IMPORTANCE OF THE STUDY 

 STATEMENT OF THE PROBLEM 

 OBJECTIVES 

 HYPOTHESIS (ES) 

 RESEARCH METHODOLOGY 

 RESULTS & DISCUSSION 

 FINDINGS 

 RECOMMENDATIONS/SUGGESTIONS   

 CONCLUSIONS 

 LIMITATIONS 

 SCOPE FOR FURTHER RESEARCH 

 REFERENCES 

 APPENDIX/ANNEXURE 

The manuscript should preferably range from 2000 to 5000 WORDS. 

 



VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

vii 

 

12. FIGURES & TABLES: These should be simple, crystal CLEAR, centered, separately numbered & self explained, and titles must be above the 

table/figure. Sources of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from 

the main text.  

13. EQUATIONS/FORMULAE: These should be consecutively numbered in parenthesis, horizontally centered with equation/formulae number 

placed at the right. The equation editor provided with standard versions of Microsoft Word should be utilised. If any other equation editor 

is utilised, author must confirm that these equations may be viewed and edited in versions of Microsoft Office that does not have the editor. 

14. ACRONYMS: These should not be used in the abstract. The use of acronyms is elsewhere is acceptable. Acronyms should be defined on its 

first use in each section: Reserve Bank of India (RBI). Acronyms should be redefined on first use in subsequent sections. 

15. REFERENCES: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised refer-

ences in the preparation of manuscript and they are supposed to follow Harvard Style of Referencing. Also check to make sure that eve-

rything that you are including in the reference section is duly cited in the paper. The author (s) are supposed to follow the references as 

per the following: 

 

• All works cited in the text (including sources for tables and figures) should be listed alphabetically.  

• Use (ed.) for one editor, and (ed.s) for multiple editors.  

• When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending 

order. 

• Indicate (opening and closing) page numbers for articles in journals and for chapters in books.  

• The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, 

reports, working papers, unpublished material, etc. 

• For titles in a language other than English, provide an English translation in parenthesis. 

• Headers, footers, endnotes and footnotes should not be used in the document. However, you can mention short notes to elucidate some 

specific point, which may be placed in number orders after the references. 

 

PLEASE USE THE FOLLOWING FOR STYLE AND PUNCTUATION IN REFERENCES: 

BOOKS 

• Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.  

• Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.  

CONTRIBUTIONS TO BOOKS  

• Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by 

David Crowther & Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303. 

JOURNAL AND OTHER ARTICLES  

• Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal 

of Urban Economics, Vol. 21, No. 1, pp. 83-104. 

CONFERENCE PAPERS  

• Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, 

New Delhi, India, 19–23 

UNPUBLISHED DISSERTATIONS  

• Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra. 

ONLINE RESOURCES  

• Always indicate the date that the source was accessed, as online resources are frequently updated or removed.  

WEBSITES 

• Garg, Bhavet (2011): Towards a New Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp



VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

30 

SOCIAL MEDIA FOR RECRUITMENT 
 

DR. SURUCHI PANDEY 

PROFESSOR 

SYMBIOSIS INSTITUTE OF MANAGEMENT STUDIES 

SYMBIOSIS INTERNATIONAL UNIVERSITY 

PUNE 

 

GUNJAN AGARWAL 

STUDENT MANAGER 

SYMBIOSIS INSTITUTE OF MANAGEMENT STUDIES 

SYMBIOSIS INTERNATIONAL UNIVERSITY 

PUNE 

 

SWAPNIL CHARDE 

STUDENT MANAGER 

SYMBIOSIS INSTITUTE OF MANAGEMENT STUDIES 

SYMBIOSIS INTERNATIONAL UNIVERSITY 

PUNE 

 

ABSTRACT 
Recruitment processes are changing and they are changing fast because of technology. Social media has revolutionised the not only the complete process of 

information exchange but also various ways of engagement. Social media is playing a very important role in personal as well as professional lives of people. The 

paper is about conducting a survey to understand the recruitment practices in various recruiting agencies and suggesting better recruitment strategies which will 

help in sourcing good quality candidates. 60 recruiters were interviewed on the basis of a questionnaire which comprised of 14 questions. After analysing the survey, 

it was found that the use of social media is indeed a good option to traditional methods of recruitment. The response time is less when it comes to recruiting through 

social media websites. The amount of money that is spent on social media sites is next to nothing when compared to job portals. The recommendations contain a 

recruitment model which is based on the social networks Facebook, LinkedIn, Twitter, Bullhorn reach – multiple ways to adopt these social platforms, to target 

different demographics through these social media sites. The paper studies history and past practices in literature, Current practices and views in form of survey, 

and Future aspects are covered in form of recommendations. 

 

KEYWORDS 

social media, recruitment, response time, cost effective. 

 

INTRODUCTION 
verybody is aware of the fact that social media is the biggest advancement in the world of recruitment. The social media has made it possible to use 

technology for tasks such as attracting, finding and assessing candidates. Companies are using social media websites such as LinkedIn, Facebook and Twitter 

not only to identify talent but also to attract talent through targeted social media campaigns and to find the right candidate for their organization. Recruit-

ment through social media is considered to be more efficient and effective as well as low on cost.  

LinkedIn has played a vital role in the way recruiter communicates and attracts potential candidates. Earlier it was a game where candidates used to fight for 

attention of recruiter but the scenario has completely changed. Recruiters are chasing, engaging and socialising with the potential candidates through social media. 

Recruiters are actively building a social network. 

Now let’s have a look at the evolution of Social Recruitment. 

1995 � Internet Forums 

2002 � LinkedIn, A professional networking website 

2004 � Facebook, an online social networking website 

2006 � Twitter, social networking and micro blogging website 

2008 � Jobvite, social recruitment tool and micro blogging services 

2010 � Branchout, a Facebook application for networking, recruiting and finding jobs 

Social media helps in connecting with the candidates and has taken the interaction with candidates to a different level altogether. Social networking sites allow 

the recruiter to be on the same platform as of the candidate’s. More the number of connections in the network the more recruiter will grow. People will start 

trusting and once the candidate gets impressed, recruiter will gain ten more potential candidates. 

ADVANTAGES OF SOCIAL RECRUITMENT 

• The vacancies can be filled quickly 

• Social recruitment is low cost affair and provides good ROI. 

• It’s a great way of attracting fresh talent for entry level positions. 

• Employer branding 

• Open positions can be read and seen by a large number of potential candidates. 

DISADVANTAGES OF SOCIAL RECRUITMENT 

• Due to heavy traffic on these websites, job posts have a shorter life 

• Because of privacy settings it becomes difficult to communicate with the candidates. 

• Candidates may not be genuine. 

• LinkedIn has a limited number of Inmail messages. 

Social media is a source of influence, a great power in our industry. It’s a simple fact that recruiters who are using social media can do better. Through social 

recruitment recruiters are working towards a future that will show a clear emphasis on workflow and measurable results. Instead of long tiring interviews one can 

sit on social networking sites, build new and develop old professional relationships. 

E
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Vaishali Lal and Shruti Aggarwal in their research paper “Analysing the effect of social media on recruitment” discuss the rise of social media as a recruitment tool 

with the growing number of individuals using varied social networking platforms like LinkedIn, Facebook, etc. According to the paper, there have been reports that 

companies use the social networking sites for finding talented professionals and this has already dented the business of jobsites like monster.com. The social 

networking sites are gaining popularity as a source of recruitment as they offer better solutions as compared to the job sites. The main objective of their study is 

to test the popularity & effectiveness of the social media sites as well as finding out the liability & trustworthiness of these sites. 

Kilcar M in his research paper “The Impact of Social Media on Recruitment in Ireland” discusses about the changing recruitment landscape and this change is 

driven by technology. Organisations that adopt SM expect to achieve a range of benefits through its use, including employer branding, ability to reach passive 

candidates, referrals for vacancies, service feedback, cost reduction in advertising and the speed at which information can potentially travel at. SM is not a strategy 

in itself but rather a communication tool that helps the business in order to achieve business objectives. 

Walters R in his research paper “Using Social Media in the Recruitment Process” discusses about how the social media phenomenon has opened up new paths of 

engagement and revolutionised the exchange of information. The purpose of this paper is to assess how employers can make best use of social media as part of 

the recruitment process. It examines which platforms are best suited for posting job search information, which in turn help achieve recruitment goals.  

 

METHODOLOGY 
SELECTION OF TOPIC 

The topic selected for the present research is “Social Media for Recruitment”. 

SIZE OF SAMPLE 

The selected population for the survey were recruiters from various recruitment firms. The total size of the sample was 60 respondents. 

PILOT STUDY 

A test questionnaire was prepared, to test the feasibility of the research topic. This was administered to 10 recruiters. From the results obtained, certain modifi-

cations were made as per the requirement and the final questionnaire was prepared. 

HYPOTHESIS 

Based on the results of the pilot study the following hypothesis was formulated: 

Ho: The use of Social media as a recruitment tool is cost effective. 

H1: The use of Social media as a recruitment tool is not cost effective. 

Ho: The response time through Social Media is lesser than traditional methods of recruitment. 

H1: The response time through Social Media is more than traditional methods of recruitment. 

DATA COLLECTION 

Primary data was collected for the research by means of a questionnaire. 

ANALYSIS OF DATA 

The data collected has been analysed and presented in the form of tables and figures in Result Analysis. 

 

DATA ANALYSIS 
FIGURE 1: RECRUITERS RECRUITING THROUGH SOCIAL NETWORKING WEBSITES 

 
 

Discussion: Of the 60 respondents, 52% recruiters’ source candidates through social networking sites regularly, 33% recruiters use this tool very often, 5% said 

sometimes and rarely and 5% of them haven’t used it yet. 
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FIGURE 2: RECRUITING THROUGH SOCIAL NETWORKS COST EFFECTIVE 

 
 

Discussion: Of the 60 respondents, 50% expressed that it is extremely cost effective, 30% found it cost effective, 5% had a neutral view on this and 15% collectively 

said that it is costly to recruit through social networking sites.  

 

FIGURE 3: TACTICS USED FOR RECRUITING ON SOCIAL NETWORK 

 
 

Discussion: 85% of the respondents use social network to search for candidates, 85% us it to contact candidates, 83% respondents use it to keep tabs on potential 

candidates and 52 % use it to generate employee referrals. 
 

FIGURE 4: RESPONSE GOT THROUGH SOCIAL NETWORKING SITE 

 
 

Discussion: Of the 60 respondents, 35 found the response time was excellent, 10 found it good, 8 said its average, 5 said the response time is below average and 

1 didn’t get any response. 

Series1, 

Extremely 

Cost Effective, 

32, 53%

Series1, Cost 

Effective, 18, 

30%

Series1, Neutral, 8, 

13%

Series1, Costly, 1, 2% Series1, Extremely 

Costly, 1, 2%

Extremely Cost Effective

Cost Effective

Neutral

Costly

Extremely Costly

Series1, Search for 

candidates, 85%

Series1, Contact Candidates, 

85%

Series1, Keep tabs on 

potential candidates, 83%

Series1, Generate employee 

referrals, 52%

 Search for candidates

Contact Candidates

Keep tabs on potential candidates

Generate employee referrals

Series1, 

Excellent, 35, 

59%

Series1, 

Good, 10, 

17%

Series1, Average, 

8, 14%

Series1, Below 

Average, 5, 8%

Series1, 

Not at all, 

1, 2%

Excellent

Good

Average

Below Average

Not at all



VOLUME NO. 6 (2016), ISSUE NO. 04 (APRIL)  ISSN 2231-5756 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, IT & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

33 

FIGURE 5: ELEMENTS IMPROVED USING SOCIAL NETWORKING SITES 

 
 

Discussion: 32% respondents said that Quality of the candidates has increased, 28% of them are of the opinion that quantity of candidates has improved, 15% said 

that number of employee referrals have gone up and 25% respondents expressed that time to hire has improved. 

 

FIGURE 6: RESPONSE TIME OF JOB POSTING ON SOCIAL NETWORKING WEBSITE 

 
 

Discussion: Of the 60 respondents, 44% said that they got response from the candidate in few hours, 36% found the response time was in a day, 14% said that 

candidates responded after a week’s time and 6% of the total respondents said that they received responses after a fortnight. 

 

CONCLUSION 
The key objective of the research is to expand the knowledge about Social Media and Recruitment. In order to achieve this objective, a survey was conducted to 

give an answer to this question.  

In conclusion, the results show that the role of Social Networking Sites in recruitment becomes much more important and is an upcoming topic in recruitment 

firms. At this point in time, it is in the fledgling stage, but the outcomes indicate a trend to use Social Networking Sites for recruitment.  

Most of the firms make use of the business-oriented networking site LinkedIn. Furthermore, it becomes obvious that in order to find the right employees to fill 

their vacancies, recruiters profit from the networking scope of these sites.  

The networking scope of the site is the strongest predicting factor for effective recruitment, in particular for the target group orientation.  

Another interesting finding is that cost involved is less compared to traditional recruitment methods. Recruitment firms have recently started using Social Net-

working Sites for their recruitment and there is a need for more knowledge about it. This study is a contribution to the research about the role of Social Networking 

Sites in recruitment and is a first overview of this fast moving field. 

 

RECOMMENDATIONS 
Based on the research work done, a model was formulated for making recruitment through social media a more streamlined and efficient process. It helps the 

recruiters understand how to go about this new medium of recruitment and become much more effective recruiters. 

The flowchart below is the Strategic Framework for using Social Media in Recruitment. 
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FIGURE 7 

 
 

1. Determine Your Objectives: Determine and define your objectives for using social media for recruiting and align them to your business objectives 

2. Identify Your Audience: It is important to understand the audience one is trying to reach and the following questions help in identifying the target audience: 

• Where are they present on the web? 

• How do they use social media? 

• What is the supply and demand? 

3. Select a Social Media Platform: Select the right social media platforms that will meet your objectives and find the right audience 

4. Build your Team: Choose the people who are best suited and motivated to take responsibility for social media  

5. Training: Provide your team with all the training required to be effective and responsive 

6. Create Content to Post: You need to create content to post and share on your social networks in order to attract candidates. 

7. Measure Results: You need to ensure measurement is in place to assess success of objectives. It can be done through surveys or feedback from clients and 

candidates about the hiring process using social media as well as through HR metrics like source yield ratio. 

8. Evaluate: Every step of the process needs to be evaluated to ensure that it remains effective and efficient.  

From the above explained strategic framework, a 3 step model emerges which the recruiters can implement in their recruiting process. 

 

FIGURE 8 

 
Apart from the model proposed, there are few social media sites that can be used by the recruiters for increasing their reach and targeting more potential candi-

dates in a more time and cost efficient manner. 
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