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Abstract. The use of social media platforms and other online tools in the human resource management 
area has become a common part of the HR manager work. Today, the main aim of every corporation 
is to have the right employees at the right time and in the right job positions. The main objective of this 
research paper was to identify whether the size of the selected healthcare service providers influences 
the existence of a profile on the vocational social network LinkedIn, the active use of the vocational 
social network LinkedIn for sharing a job vacancy and the active use of the vocational social network 
LinkedIn for promoting or building the employer brand. Three research hypotheses were defined. 
The collection of research data was carried out from October 2018 to January 2019. The conducted 
research has shown that the size of the selected healthcare service provider does not affect the active 
use of the vocational social network LinkedIn and sharing a job vacancy, promoting or building 
the employer brand. 
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Introduction 
The turbulent development of social media platforms over the past decade has also 
influenced the area of the human resources management in many ways, both positively and 
negatively. As a result, scientists and experts have tried to investigate the diverse ways 
in which social media platforms affect corporations. Social media platforms have a positive 
and/or negative impact not only on human resources management, but also 
on HR marketing, promotion and PR of the corporation, psychology, marketing, sociology, 
employer branding, management and many other scientific disciplines or corporate areas 
(Kluemper, Mitra & Wang, 2016). 

According to Gerard (2012), creating social media platforms can lead, besides other 
things, to a first job or to professional development, and technology can improve the 
success of individual and corporate efforts. 

Social media platforms are usually characterized as a system with a set of social 
participants and a set of social relationships that determine how these participants connect 
to each other (Wasserman & Faust, 1994). 
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According to Ruggieriet al. (2019), digital platforms provide the opportunity 
to connect people, corporations and resources to facilitate basic business-to-people 
interactions. 

Çıtlak, Dörterler & Doğru (2019) say that social media platforms such as LinkedIn, 
Facebook, Instagram, Google+, Twitter and others have become an integral and active part 
of people's lives. Thanks to social media platforms, people interact with each other via the 
Internet. They gain many benefits, such as creating their own groups, communicating 
on different areas of interest, and having the opportunity to establish many professional 
and professional contacts. 

According to Davidsson & Honig (2003), social media platforms and human capital 
indexes bring various kinds of opportunities to a business where one cannot compensate 
for another. 

In this context, Stokes et al. (2019) say that social media platforms are an emerging 
tool used by scientists; however, there is limited information on its implementation for the 
specific recruitment of new employees. 

Social media platforms can be defined as web-based services that allow individuals 
or corporations to (1) build a public or semi-public profile, (2) formulate a group of other 
users with whom they share a connection, and (3) view and browse their list 
of connections, photos, videos and so (Boyd & Ellison, 2007). 

Building upon the relevant literature and secondary information sources, the main 
aim of this research paper was to determine whether the size of the selected healthcare 
service providers influences (1) the existence of a profile on the vocational social network 
LinkedIn, (2) the active use of the vocational social network LinkedIn for sharing a job 
vacancy and (3) the active use of the vocational social network LinkedIn for promoting or 
building employer brand. The research paper follows a standard structure, i.e., defining the 
literature review; followed by clarifying the methodology, research aims and data. The next 
section provides a presentation of the results and a discussion. The last part contains the 
conclusion of the research paper at hand. 
 

Literature review 
LinkedIn – a vocational social network 
LinkedIn was established in the living room of co-founder Reid Hoffman in 2002 and was 
officially launched on May 5, 2003. LinkedIn is the largest network of professionals in the 
world, with more than 645 million members from 200 countries and regions 
around the world. LinkedIn's vision is to create an economic opportunity for every member 
of the work contingent in the world by building the world's largest network in its economic 
graph form. LinkedIn's mission is to connect professionals around the world to be more 
productive and more successful in their careers (LinkedIn, 2019; retrieved from 
https://press.linkedin.com/about-linkedin). 

LinkedIn is a significant and great tool to keep up to date with the latest job-related 
news, a way to learn about new hires joining a corporation or human resources on a new 
team (Brooks, 2019). 

The vocational social network, LinkedIn, has become an important and interesting 
tool for building the professional, social and personal know-how of each person, as well as 
his or her identity and reputation (Kietzmann et al., 2011). 
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In this context, Rapanta & Cantoni (2017) say that, unlike other social media 
platforms, such as Twitter, Instagram, Facebook, and others social media platforms that 
focus on the networking aspects of the network as such, “keep in contact”, LinkedIn is the 
most influential web-based tool for professional use. 

On the other hand, Kashi et al. (2016) state that in recent times, social media 
platforms such as LinkedIn, Facebook, and Twitter have become increasingly popular 
among organizations and HR managers, HR specialists and recruiters as a way to identify, 
attract, and recruit potential human resources. 

According to Banerji & Reimer (2019), unlike profiles on other social media 
platforms, LinkedIn's profile is like an online CV aimed at professionals who connect with 
other (HR) professionals to create an active and communicating group of human resources. 
The social media platform LinkedIn offers information about the educational and 
professional background of a user. 

Each LinkedIn profile has the following sections: (1) photograph, (2) headline 
or job position, (3) profile summary, (4) work experience of a person, (5) volunteer activity, 
(6) project activity, (7) language skills, (8) obtained certificates, (9) publications, (10) 
education, (11) discussion comments, papers and posts, (12) recommendations, (13) 
endorsed expertise and skills, (14) hobbies and vocational interests, (15) and awards 
or honors. The sections in the LinkedIn profile, the accuracy of the relevant volunteer 
experience and work experience and the type of photograph used contribute to the 
vocational identity of each LinkedIn user. The type, significance and number of 
endorsements, recommendations and connections along with the entire LinkedIn profile 
being complete, information about the LinkedIn user for the readers – the recruiters, HR 
specialists, HR managers and/or headhunters (Bangerter, Roulin & König, 2012). 

In this context, Papacharissi (2009); Trusov, Bucklin & Pauwels (2009) say that 
LinkedIn, as a social media platform, is used in different contexts and for various aims 
or intentions, for example (1) for promotion and PR of the corporation, (2) for HR 
campaigns, (3) for HR marketing, (4) for recruiters, HR specialists and/or headhunters who 
can looking for a suitable candidate for a job among a large number of potential employees, 
(5) for connecting and communicating with different professionals, not only in HR area, and 
sharing diverse information, creating different discussion forums, groups, and so on. 

According to Donath (2007); Ellison, Steinfield & Lampe (2007), it can be said 
that LinkedIn supports connection sharing, social capital generation and effective 
communication. 

In this context, Breeding (2009); Trusov, Bucklin & Pauwels (2009) say that 
LinkedIn provides possibilities to offer new content and new connections. 

The users of the vocational social network LinkedIn usually connect to their work 
network and use this platform to strengthen and maintain a contact list for people they 
know and trust in their work (Papacharissi, 2009). 

Most research or research projects and studies on social media platforms are 
Facebook-oriented, but there are very few studies on LinkedIn as a tool of the recruitment 
process. However, users of LinkedIn report the greatest information advantages, so 
business networks certainly deserve more research attention (Utz, 2016). 

According to Stokes et al. (2019), among the strengths and benefits of recruiting 
with LinkedIn include the cost-effectiveness, the speed of recruitment process and the 
effects of snowballing. 
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In this context, Vardarlier & Ozsahin (2021) say that the recruiters, HR specialists, 
HR managers often use social media tools for recruitment processes and prefer LinkedIn in 
all HR management processes, regardless of business size or area. 

Kwok & Muñiz (2021) also say that LinkedIn is the most preferred social media tool 
for recruitment processes, and social media tools play an ever-increasing role in promoting 
a job vacancy or a new job and in the recruiting and selection process. 

On the other hand, Silva et al. (2017) state that HR managers and recruiters only use 
the vocational social network LinkedIn as a complement to the recruitment process. 
 
Promotion as a tool of HR marketing and Employer brand 
Promotion as a tool of HR marketing can be perceived as a comprehensible presentation 
of the job offer and of the corporation on the labor market. This presentation of the job offer 
must be engaging to stimulate and attract the attention of potential employees. For effective 
job promotion, it is essential that the presentation has the necessary information for 
a potential candidate. This information should include (1) facts about the job position, 
(2) a short description of the work duties, activities and responsibilities required by the job 
position, (3) work experience, (4) language skills, (5) educational requirements, (6) skills, 
(7) qualifications of potential employee, (8) as well as personality requirements of the 
potential employee (Antošová, 2005). 

Nowadays, the labor market is a very competitive place and the employer brand 
allows individual corporations to differentiate themselves from other corporations on the 
market (Strenitzerová, 2016). In this context, Wroblowská (2019) says that the employer 
brand plays an important role for the successful existence of the corporation in the current 
global and competitive environment. 

The building a product, service or employer brand is a long-term activity and it also 
extends to the social media world (Bačík et al., 2018), 

According to Barrow & Mosley (2011), the employer brand forms the name, 
reputation and image of the corporation as an employer, and its value proposition 
for its human resources.  

In this regard, Ambler & Barrow (1996); Berthon, Ewing & Hah (2005) say that the 
employer brand offers functional, psychological and economic benefits that the corporation 
provides not only to its employees but also to its surroundings. 

Employer brand includes nominal, useful and symbolic attributes and variables 
of the work and of the corporation as perceived by existing staff (internal employer brand – 
internal marketing concept) and potential employees (external employer brand – external 
marketing concept). Nowadays, the employer brand is very significant and substantial for 
every corporation and it should not be underestimated or neglected (Franca & Pahor, 2012; 
Soulez & Guillot-Soulez, 2011; Srivastava & Bhatnagar, 2010). The motivated, qualified, 
satisfied and loyal human resources form the employer brand in today's highly competitive 
environment (Anyim Chukwudi, Olusoji & Aremu Nuha, 2018). 

Based on the relevant literature and secondary information sources, it can be said 
that the research assumptions are focused on finding out whether the vocational social 
network LinkedIn is used by healthcare service providers in the field of human resources 
management. However, it must be said that in the context of healthcare service providers, 
there is very limited  research on the issue of the vocational social network LinkedIn. 
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This fact is also confirmed, among other things, by Kashi et al. (2016), who claim that 
the dearth of the research, papers or studies in the field calls for more theory-driven and 
scholarly research to investigate key factors of a successful organizational-level adoption. 
 

Methodology 
Today's labor market is characterized by a lack of skilled human resources. Therefore, the 
corporate management must use not only offline tools but also online tools to inform, 
stimulate and seek to recruit employees to work in their corporation. 

This research paper thus focuses on the vocational social network, LinkedIn, 
as a promotion tool. The research study was conducted from the perspective of the selected 
healthcare service providers in the Czech Republic. 

The main aim of this research paper was to determine whether the size of the 
selected healthcare service providers influences (1) the existence of a profile on the 
vocational social network LinkedIn, (2) the active use of the vocational social network 
LinkedIn for sharing a job vacancy and (3) the active use of the vocational social network 
LinkedIn for promoting or building employer brand. 

Secondary and primary information sources were used for processing this research 
study. The theoretical framework was prepared using secondary information sources 
through scientific articles, scientific monographs and scientific journals from the Scopus 
database and the Web of Science database. These sources of information were mainly 
targeted by the vocational social network LinkedIn and also by social media platforms. 

In particular, the quantitative marketing research was implemented to obtain 
primary information sources. A structured questionnaire survey was used as a research 
technique. This questionnaire survey was printed as well as in electronic form. The ethical 
aspects of the research as well as the anonymity of the respondents were respected in the 
research survey. In this research paper, only certain research results are discovered and 
presented. 

Three research hypotheses (H1, H2 and H3) were formulated in the context of the 
theoretical framework and synthesis of information sources and facts. The hypotheses are 
determined as follows: 

The research hypothesis 1 (H1): There is a statistically significant relation between 
the existence of a profile on the vocational social network LinkedIn and the size of the 
selected healthcare service provider. 

The research hypothesis 2 (H2): There is a statistically significant relation between 
the active use of the vocational social network LinkedIn for sharing a job vacancy and the 
size of the selected healthcare service provider. 

The research hypothesis 3 (H3): There is a statistically significant relation between 
the active use of the vocational social network LinkedIn for promoting or building employer 
brand and the size of the selected healthcare service provider. 

In terms of the research sample of respondents, the selected healthcare service 
providers were addressed. These healthcare service providers were located only in the 
Czech Republic. This fact is based on previous research cooperation with these healthcare 
service providers in the Czech Republic. 

A pilot testing of a questionnaire survey was carried out before quantitative 
marketing research. The main objective of the pilot testing was to find out the correct 
understanding of the questions in the questionnaire survey. The pretesting was conducted 
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in the fourth quarter of 2018 on a sample of eight respondents. The collection of research 
data was carried out from October 2018 to January 2019. 

For the purposes of the questionnaire survey, the respondents were employees 
of the selected healthcare service providers in the Czech Republic. These respondents are 
responsible for human resources management area in their healthcare organization. Thus, 
it was about HR leaders, HR employees, HR managers or HR specialists. A total of fifty-eight 
correctly completed questionnaires were used to verify the three research hypotheses. 

The descriptive statistics tools (absolute frequencies and relative frequencies) were 
used to analyze the ascertained research data. Pearson's statistical method of the Chi-
square test was implemented to confirm or reject the proposed hypotheses (H1, H2 and 
H3). The Chi-square test is based on the dependence measurement. The Chi-square test 
identifies whether there is a relation between statistical characters. This means that 
the existence of certain A variables can determine the probability of existence of certain B 
values. The zero hypothesis is rejected if the p-value is lower than the selected significance 
level (usually 0.05, i.e. 5 %). This means that the difference between the abnormalities 
found in the sample and the expected abundances is too large to be the result of random 
selection, i.e., it is statistically significant.  

The statistic formula for the Chi-square test is: 𝑋2 = ∑𝑟
𝑖=1 ∑

(𝑂𝑖,𝑗−𝐸𝑖,𝑗)
2

𝐸𝑖,𝑗

𝐶
𝑗=1 , where 

(©statisticssolutions.com, 2021): X2 = Chi-square test of Independence; Oi,j = observed 
value of two nominal variables; Ei,j = expected value of two nominal variables. The degree 
of freedom is calculated by using the following formula: Df = (r – 1) · (c – 1), where: Df = 
degree of freedom; r = number of rows; c= number of columns. 

The research results were analyzed and subsequently processed through the 
Microsoft Excel 2013 software program and the IBM SPSS Statistics software, version 23. 
 

Results and Discussion 
In the context of the theoretical framework focusing on vocational social network LinkedIn 
and social media platforms, three research hypotheses (H1, H2 and H3) were formulated. 
The Pearson's Chi-square test, Microsoft Excel 2013 and IBM SPSS Statistics 23 were 
implemented to confirm or reject the proposed research hypotheses. 

A structure of the selected healthcare service providers by the number of the 
hospital wards is presented in table below (Table 1). 
 

Table 1. The structure of the selected healthcare service providers in the Czech Republic by the number 
of the hospital wards 

Number of hospital 
wards (beds) 

The absolute frequency 
(n) 

The relative frequency 
(%) 

0 – 99 20 34.48 
100 – 199 9 15.52 
200 – 299 4 6.90 
300 – 399 6 10.34 
400 – 499 2 3.45 
500 – 599 3 5.17 
600 – 699 4 6.90 
700 – 799 1 1.72 
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800 – 899 2 3.45 
900 – 999 3 5.17 

1000+ 4 6.90 

Total 58 100.00 

Source: Authors’ own research results 

 
The table (Tab. 1) introduces the structure of the selected healthcare service providers by 
the number of the hospital wards. 

The research hypothesis 1 (H1): There is a statistically significant relation between 
the existence of a profile on the vocational social network LinkedIn and the size of the 
selected healthcare service provider. 

H0: There is no correlation between the existence of a profile on the vocational social 
network LinkedIn and the size of the selected healthcare service provider. 

The data characterizing the research hypothesis 1 (H1) are presented in the table 
below (Table 2). 
 

Table 2. The verification of the research hypothesis H1 by means of the Pearson’s Chi-square test 
H1: There is a statistically significant relation between the existence of a profile on the vocational social 

network LinkedIn and the size of the selected healthcare service provider. 
The statistical method Chi-square df p-value 

Pearson’s Chi-square test 11.234 10 .340 
Source: Authors’ own research results 

 
The p-value of the Pearson Chi-square independence test is equal to 0.340, which 
represents the result of the verification of the research hypothesis H1. Unfortunately, 
this result is higher than the specified limit value of 0.05. On this basis, it can be said that 
the H0 hypothesis is not rejected on the significance level of 5%. Thus, there is no 
statistically significant relation between the existence of a profile on the vocational social 
network LinkedIn and the size of the selected healthcare service provider. The selected 
healthcare service providers have a profile on the vocational social network LinkedIn 
regardless of whether they are a small, a medium or even a large selected healthcare service 
provider. 

The research hypothesis 2 (H2): There is a statistically significant relation between 
the active use of the vocational social network LinkedIn for sharing a job vacancy and the 
size of the selected healthcare service provider. 

H0: There is no correlation between the active use of the vocational social network 
LinkedIn for sharing a job vacancy and the size of the selected healthcare service provider. 

The data characterizing the research hypothesis 2 (H2) are presented in the table 
below (Table 3). 
 

Table 3. The verification of the research hypothesis H2 by means of the Pearson’s Chi-square test 
H2: There is a statistically significant relation between the active use of the vocational social network 

LinkedIn for sharing a job vacancy and the size of the selected healthcare service provider. 
The statistical method Chi-square df p-value 

Pearson’s Chi-square test 7.752 10 .653 
Source: Authors’ own research results 
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When considering a dependence of the relation between the active use of the vocational 
social network LinkedIn for sharing a job vacancy and the size of the selected 
healthcare service provider, the p-value of the Pearson Chi-square independence test is 
higher than the defined level of significance (α = 0.05). The result of the verification of the 
research hypothesis H2 shows that the null hypothesis (H0) of independence was 
not therefore rejected on the significance level of 5 %. In this context, it can be said that 
there is no statistically significant relation between the active use of the vocational social 
network LinkedIn for sharing a job vacancy and the size of the selected healthcare service 
provider. 

The research hypothesis 3 (H3): There is a statistically significant relation between 
the active use of the vocational social network LinkedIn for promoting or building the 
employer brand and the size of the selected healthcare service provider. 

H0: There is no correlation between the active use of the vocational social network 
LinkedIn for promoting or building employer brand and the size of the selected healthcare 
service provider. 

The data characterizing the research hypothesis 3 (H3) are presented in table 
below (Table 4). 
 

Table 4. The verification of the research hypothesis H3 by means of the Pearson’s Chi-square test 
H3: There is a statistically significant relation between the active use of the vocational social network 

LinkedIn for promoting or building employer brand and the size of the selected healthcare service provider. 
The statistical method Chi-square df p-value 

Pearson’s Chi-square test 5.425 10 .861 
Source: Authors’ own research results 

 
As it is presented in the table (Table 4), the research finding regarding the verification 
of the research hypothesis H3 shows that the p-value of Pearson’s Chi-square test 
of independence is 0.861. This value is higher than the standard limit value of 0.05. 
Therefore, on the basis of this finding, the H0 hypothesis is not rejected on the significance 
level of 5 %. In this case, it can be deduced that there is no statistically significant relation 
between the active use of the vocational social network LinkedIn for promoting or building 
employer brand and the size of the selected healthcare service provider. 
 

This research study provided three important and interesting findings. The first 
is that there is no statistically significant relation between the existence of a profile on the 
vocational social network LinkedIn and the size of the selected healthcare service provider. 
The second interesting finding is that there is no statistically significant relation 
between the active use of the vocational social network LinkedIn for sharing a job vacancy 
and the size of the selected healthcare service provider. Finally, the third finding is that 
there is no statistically significant relation between the active use of the vocational social 
network LinkedIn for promoting or building employer brand and the size of the selected 
healthcare service provider. It can therefore be stated that the selected healthcare service 
providers (1) have a profile on the vocational social network LinkedIn, (2) actively use 
the vocational social network LinkedIn for sharing a job vacancy and (3) actively use the 
vocational social network LinkedIn for promoting or building employer brand regardless of 
whether they are a small, a medium or even a large selected healthcare service provider. 
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It is worth mentioning that although the implementation of social media platforms in 
the human resource management area is becoming commonplace, there is little empirical 
research on this phenomenon (Melão & Reis, 2020). 

Research studies and projects have evolved along with the development of an online 
environment and computer-mediated communication (Rosen, Barnett & Kim, 2011). 

The research studies focused on social media platforms generally monitor their 
impact on gender (Hjorth & Kim, 2005), ethnicity, national identity and race (Fragoso, 
2006; Gajjala, 2007), and religion (Nyland & Near, 2007). 

Lenhart & Madden (2005) found that more than half of the teenagers using the 
Internet create blog content and share videos, stories and/or photos through social media 
platforms such as Facebook, Flickr and YouTube and other platforms. 

A research analysis by Banerji & Reimer (2019) found that several factors 
(promotion factors, human resources management factors, finance factors and other 
factors) in LinkedIn profiles had a positive impact on the amount of funds raised by startup 
corporations, which links social networking and business success. 

According to research studies by Caers & Catelyns (2011), HR specialists, recruiters 
and HR managers use LinkedIn to get more information about potential employees, with 70 
% of the HR specialists relying on LinkedIn to decide which potential employees should be 
interviewed. 

Looking at recruitment, it was found that LinkedIn was used for active recruitment 
purposes (for active search of potential employees). The addressed respondents are 
very diverse in their perception of how advantageous LinkedIn can be in this area. Almost 
as many respondents (44.3 %) claim that they use LinkedIn to find potential employees 
who fit the vacancies of the corporation than respondents who do not (47.3 %). 
This difference is mainly due to the intensity with which LinkedIn is used, marking 
a significant difference (0.000) between frequent and occasional users. This discovery 
suggests that LinkedIn may indeed have advantages in an active recruitment setting. 
However, the addressed respondents strongly agree that LinkedIn is not suitable for 
internal recruitment; in this context, only 5.9 % of the addressed respondents actually used 
it (Caers & Catelyns, 2011). 

According to Blank & Lutz (2017); Kluemper, Mitra & Wang (2016); Landers & 
Schmidt (2016), HR specialists or headhunters use LinkedIn to recruit (94.0 %), with 
85.0 % of them using it for selection purposes. LinkedIn is slightly more popular for higher-
income individuals. 

This fact is also presented by Brewer (2018). According to a research study by 
Brewer (2018), it was found that the vocational social network LinkedIn is the best 
platform among professional social media platforms for hiring individuals for vacant job 
roles. This fact was stated by 94.0 % of respondents. 
 

Conclusion 
This research paper deals with the vocational social network LinkedIn and social media 
platforms. Nowadays, the area of marketing and its connection to the field of human 
resources management are gaining in importance and necessity. The 21st century 
corporations not only use classic and standard offline recruitment tools, but also gradually 
use online tools. A major objective is to have the right employees at the right time and in the 
right job positions. Therefore, it is necessary to prepare an attractive job offer to draw the 
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attention and arouse interest of potential employees. This attractive job offer must describe 
the job vacancy as the best job position. That is why corporations use online environment 
such as social media platforms to create and share recruitment videos, various photos, 
posts, discussion forums, and so on. 

In this context Gavurová et al. (2018) say that today's man uses social media 
platforms to communicate about various events, experiences and activities from personal 
and professional life. Therefore, it is important that corporate management does not 
underestimate the importance and strength of social media platforms. 

This research contribution dealt with issues related to the vocational social network 
LinkedIn at the selected healthcare service providers in the Czech Republic. The major goal 
of the research contribution was to determine whether the size of the selected healthcare 
service providers influences (1) the existence of a profile on the vocational social network 
LinkedIn, (2) the active use of the vocational social network LinkedIn for sharing a job 
vacancy and (3) the active use of the vocational social network LinkedIn for promoting 
or building employer brand. 

The research paper has a typical structure for research work. The first section, 
Introduction, contains the literature review. This literature review focuses on the 
vocational social network LinkedIn, social media platforms and employer brand. This 
section of the research study was processed with the help of research papers presented 
mainly in the Web of Science database and Scopus database. The second section, Material 
and Methodology, characterizes the methodology, data collection process and defines three 
research hypotheses. A structured questionnaire survey was used as research technique. 
Certain results of the research are presented in this research study. In total, the 
questionnaire was obtained from fifty-eight respondents. The selected healthcare service 
providers in the Czech Republic were involved in the research paper. The third part, Results 
and Discussion, presents information related to the basic research discoveries and confirms 
or rejects the defined research hypotheses. The Pearson’s statistical method of the Chi-
square test was implemented to verify the defined hypotheses. This research contribution 
provides three significant findings. The first discovery is finding that there is no statistically 
significant relation between the existence of a profile on the vocational social network 
LinkedIn and the size of the selected healthcare service provider. The selected healthcare 
service providers have a profile on the vocational social network LinkedIn regardless of 
whether they are a small, a medium or even a large selected healthcare service provider. 
The second discovery is that there is no statistically significant relation between the active 
use of the vocational social network LinkedIn for sharing a job vacancy and the size of the 
selected healthcare service provider. The third discovery is that there is no statistically 
significant relation between the active use of the vocational social network LinkedIn for 
promoting or building employer brand and the size of the selected healthcare service 
provider. 

However, there are also research limitations in the research paper. The first research 
limitation is the employees’ selection principle of the particular healthcare service 
providers for the purpose of the study. In this case, there were only selected groups 
of employees among the respondents, namely HR managers. In other words, the study did 
not include all employees of the selected healthcare service providers. The second research 
limitation is the scope of the research sample. The presented research sample was not 
extensive in particular. This could limit the generalization of the research results. The third 
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research limitation is the demographic scope of the research – the research study was 
conducted only in the Czech Republic. The fourth research limitation is the fact that the only 
method used within the scope of the research was the own questionnaire survey, which 
could have limited the possibilities of comparing the results with the already conducted 
research. The fifth and the last research limitation is again the absence of the already 
implemented studies, research, arguments, and other relevant secondary sources, which 
would allow further discussion or deeper analysis of other important facts or variables 
related to social media platforms and the vocational social network LinkedIn. 

The originality, value, and contribution to the managerial practice of this research 
paper lie in the discovery of the fact that the size of the selected healthcare service provider 
does not affect the active use of the vocational social network LinkedIn and sharing a job 
vacancy, promoting or building employer brand. This discovery can help, among other 
things, with the use of the vocational social network LinkedIn in the context of human 
resource management, especially in the field of the job vacancy or new job promotion, 
recruitment and selection process. 

Nevertheless, this study is among the first to investigate the impact of social media 
platforms on human resources management in the Czech Republic. 
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