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Web case: social media and employee voice
Chapter 5 of the book considers the topic of employee voice, and the efforts made by employers to operate and manage voice arrangements in their organizations. There is a growing interest in how social media can be used as a means of facilitating employee voice. Some employers have utilized external social media channels for the purpose of encouraging employee voice. The cosmetics company L'Oreal, for example, promoted the #LorealCommunity hashtag in a campaign on Instagram as part of an effort to enable greater interconnectedness between existing and prospective staff, in a way that helped to enhance the company’s brand as an employer. According to L’Oreal’s digital employer branding manager, Alexander Onish, the campaign was used as ‘a way to get people to start showing they have groups of friends outside of work who are also colleagues’, and that people ‘can see what our culture is like and they know what to expect from working here’. For Onish, the social media campaign allowed the company to ‘connect with people who need to be convinced in a softer way about having a career at L’Oreal’. The key feature of social media as a voice channel, then, concerns the extent to which it can be used, not just as a means of imparting information to employees quickly, but also as way of enabling staff to have a say and feel a sense of belonging in their organizations.

Some organizations make use of enterprise-based social media networks as voice tools, using corporate Facebook accounts, for example, or a service such as Yammer. Virgin Trains found that Yammer operated as an important means of building engagement amongst its workforce, many of whom are mobile. Its Yammer network helped to facilitate dialogue between managers and employees, and also between employees themselves. In so doing, it served as a means of generating ideas for operational improvements and innovation. For Dromey (2016), such enterprise social networks have the potential to operate as a ‘very powerful’ employee voice tool. They can help to facilitate richer, multi-directional dialogue, in a way that can help to build a community ethos in the organization, generate innovative ideas, and ensure that senior managers are more visible and accessible.

However, there is not much evidence that organizations are using social media very effectively as a voice tool. There is a tendency to use enterprise social networks simply as arrangements for communicating information to staff, rather than as dialogic techniques for facilitating collaboration and employee involvement. Clearly, there are reservations in organizations about how far and in what ways managers can control the content and trajectory of information flows within social media channels. With their emphasis on interaction and disregard for conventional hierarchies, social media channels are difficult for managers to control. Trust is also an issue. Managers often believe that if encouraged to use enterprise social networks staff will become distracted from their work duties, with adverse consequences for performance levels. In general, the greater use of social media could potentially lead to much improved employee voice in organizations. For them to do so, however, requires that managers: reconcile themselves to greater openness and thus some diminution of their control; provide a supportive and encouraging environment; ensure that they are integrated appropriately with other voice tools; and operate an appropriate policy governing social media use. 
Questions
How can social media enhance employee voice in organisations? What are the obstacles to using social media as an employee voice tool and how can they be overcome?
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