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Abstract: This study investigates the impact of social media use on faculty job performance, exploring
the mediating roles of internal communication and teamwork. Drawing on the Uses and Gratifications
theory, we examine how faculty members utilize social media for three distinct purposes: social
interaction (social use), enjoyment (hedonic use), and information seeking (cognitive use). We analyze
how these three dimensions of social media use influence teachers’ performance, encompassing
both routine and innovative aspects. This analysis is based on data collected via an online survey
completed by 456 faculty members at public state colleges in northern India in 2024. Structural
Equation Modeling (SEM) was used to test the hypotheses. The findings reveal that social, hedonic,
and cognitive use of social media positively affects faculty innovative and routine job performance,
with teamwork and internal communication acting as partial mediators in this relationship. This
research offers valuable insights for faculty development professionals, educational administrators,
and policymakers.

Keywords: social media use (SMU); job performance (JP); internal communication (IC); teamwork
(TW) and sequential mediation model

1. Introduction

The extensive spread of internet technology is fundamentally changing how academics
interact, share information, and collaborate with colleagues and stakeholders [1]. Social
media (SM) is a driving force in education, providing new avenues for academics to
share their work and connect with a vast network of scholars and experts [2]. Similarly,
new technologies empower organizations with capabilities they previously lacked. Social
media, along with other technical advancements, has demonstrably improved organizations
by enabling a wide range of applications and functionalities, from enhanced demand
forecasting to the development of innovative marketing strategies and business models [3,4].
Unsurprisingly, SM has been described as a revolutionary force, transforming the ways
people connect, communicate, consume information, and create valuable content [5].

Social media refers to a collection of online resources that facilitate the creation and
exchange of user-generated content, building upon the foundations of Web 2.0, a concept
that emphasizes user-generated content and collaboration [6]. Currently, social media
empowers individuals to expand their social networks and maintain ongoing communica-
tion. Internal communication, on the other hand, refers to the communication channels
organizations utilize to manage relationships with and among employees [7]. Tools like
newsletters, intranets, and bulletin boards can streamline these interactions, fostering a
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more engaged workforce. Businesses leverage a variety of internal communication channels
to enhance teamwork, communication between staff and stakeholders, and ultimately, job
performance [8]. Social media’s unprecedented power lies in its ability to create teams and
improve teamwork across various departments within a company [9]. Social media also
facilitates communication, team collaboration, and project management processes [10,11].

Similarly, social media use has permeated academia [12]. Because social media is
becoming more and more ingrained in educators’ personal and professional lives, research
on how it affects work performance in the teaching profession is crucial [13–15]. These
online social platforms serve a multitude of functions for academics, encompassing core
academic tasks like research and teaching, as well as professional development, profile
building, information sharing, and social and professional networking [16,17].

The aim of the study is to investigate the impact of social media use on faculty job
performance, exploring the mediating roles of teamwork and internal communication. It
offers several key contributions that differentiate it from previous research in this area. First,
this study breaks new ground by identifying internal communication and teamwork as the
mediating processes through which social media use influences faculty performance. While
prior research has established a connection between social media and job performance [11,18],
it often fails to explain the “how” behind this relationship. This study fills this gap by
proposing a novel framework that reveals the crucial role of internal communication and
teamwork in facilitating the positive impact of social media on faculty job performance.

Second, this study delves deeper by exploring the contingent effects of different social
media usage dimensions (social, hedonic, cognitive) on job performance. Current research
often treats social media use as a monolithic concept, limiting our understanding of its
nuanced effects [10,19]. This study breaks away from this approach by examining how
the type of social media use (focusing on social interaction, entertainment, or information
gathering) influences the strength of the mediating effects (internal communication and
teamwork). This study concentrated on employees who use Facebook and LinkedIn since
these platforms offer three crucial components of usage: social, hedonic, and cognitive.
Facebook is often used for social and hedonistic purposes, providing users with enter-
tainment and personal connections, while LinkedIn is mostly utilized for cognitive and
professional aims, such as networking, learning, and career development.

This reveals a more intricate picture, where the effectiveness of social media in enhanc-
ing faculty performance depends on the specific way it is used.

Third, this study addresses a critical gap in the literature by focusing on faculty
performance, particularly examining its two key dimensions: innovative and routine tasks.
While prior research explores social media’s impact on general work performance (e.g., [20]),
faculty members face unique demands. This study delves deeper by investigating how
social media use influences both innovative tasks like research collaboration and knowledge
dissemination, as well as routine tasks like student engagement. By examining these distinct
performance dimensions, the study provides valuable insights for tailoring strategies and
policies. Given the increasing prevalence of social media usage in both personal and
professional contexts, it is critical to comprehend the effects these platforms have on
teachers’ efficiency, ability to manage their time, and job performance.

Fourth, by identifying internal communication and teamwork as mediating processes,
this study offers valuable insights for faculty development and institutional policies. It in-
forms strategies for promoting effective social media use within academic settings, fostering
collaboration, and communication, and ultimately, enhancing faculty performance.

Additionally, this study specifically focuses on teachers, a unique workgroup whose
job performance and effectiveness are distinct from other professions. The specificity of
teachers’ work is highlighted in this research, addressing the unique challenges and dynam-
ics they face. This focus is crucial as it ensures that the findings are relevant and accurately
reflect the academic context, which may not be directly applicable to other professions.

The paper is structured as follows. After the introduction, we present a research
background that outlines the research model. This model depicts the relationships between
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social media use, job performance, internal communication, and teamwork, drawing
upon established theoretical concepts. In light of these theories, we discuss the specific
hypotheses of the study. Next, we conduct data analysis to test the hypotheses. Finally,
the paper concludes by discussing the results and their corresponding theoretical and
practical implications.

2. Theoretical Background and Research Hypothesis
2.1. Theoretical Background

This research investigates the potential for social media to indirectly influence faculty
job performance through the mediating factors of internal communication and teamwork.
The model outlined in Figure 1 depicts this mediated relationship. This aligns with the
concept of a mediated model in social science research, where an independent variable
(social media use) can have an indirect effect on a dependent variable (job performance)
through the influence of mediating variables (internal communication and teamwork) [21].
We develop hypotheses based on existing research to understand the specific relationships
between these factors.
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Figure 1. Research model.

Use of Social Media and Job Performance

This research investigates the motivations behind faculty members’ engagement with
social media and its potential influence on job performance. Social media use (SMU) serves
as the independent variable, representing the faculty members’ engagement with social
media platforms. Job performance, on the other hand, is the dependent variable, reflecting
the effectiveness of faculty members in their roles. The Uses and Gratifications (U&G)
theory [22] provides a valuable framework for understanding the motivations behind
SMU. U&G theory posits that individuals actively choose media to fulfill specific needs,
categorized as social, hedonic, and cognitive [11,23]. Social media’s unique characteristics
make it a platform that can cater to all three need categories. Here is why we focus on these
three dimensions:

• Social Use: Faculty members can leverage social media to maintain and strengthen
relationships with colleagues [11].

• Hedonic Use: Social media can cater to hedonic needs by providing opportunities for
entertainment and relaxation [11,23].

• Cognitive Use: Social media platforms are valuable tools for knowledge acquisition
and information sharing [24,25].

Job performance refers to the effectiveness with which faculty members fulfill their
job duties and responsibilities. This research focuses on two key dimensions of JP.

Innovative Job Performance. This dimension encompasses behaviors that go beyond
the official job description and involve creativity [26]. It includes generating and implement-
ing original ideas, tackling challenges with innovative solutions, and forming collaborations
to bring new ideas to fruition [27–29].
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Routine Job Performance. This refers to the consistent and dependable completion
of essential tasks, obligations, and responsibilities [26,30]. Examples include meeting
deadlines, delivering lectures effectively, and grading assignments accurately.

2.2. Direct Effect of Social Media Use on Job Performance (H1–H3)

The impact of social media use (SMU) on work performance has been a topic of
growing interest [31,32]. This research delves deeper by examining the specific effects of
SMU on two key dimensions of job performance: routine and innovative. Technology
is a major driver of rapid change in the business world [33]. Social media has become a
prominent tool for organizations, with some studies suggesting it can positively influence
job performance [34]. Shang et al. [35] highlight the use of social media platforms by
administrations for various functions and development purposes. Ali-Hassan et al. [11]
found that social media use enhances workers’ abilities to generate, share, and acquire
information, potentially leading to increased productivity. However, Liu et al. [36] and
Zahmat Doost and Zhang [37] suggest that while social media use in the office can improve
communication quality, it can also lead to job interruptions. Therefore, effectively utilizing
social media is crucial for organizations to improve job performance.

Social media platforms offer faculty members a unique set of tools for communication,
collaboration, and knowledge acquisition, which can be particularly beneficial for fostering
innovative job performance (IJP). Studies suggest that the social use of social media (SU)
can facilitate the exchange of ideas and expertise among colleagues [11]. For example,
faculty can leverage social media to connect with researchers in their field, participate in
online discussions on emerging topics, and share their own findings. This exposure to
diverse perspectives and the exchange of knowledge can stimulate creative thinking and
problem-solving, potentially leading to the generation of innovative ideas and solutions.
Additionally, SU can be used to build and maintain relationships with colleagues [11],
fostering a sense of community that can lead to increased collaboration on innovative
projects. Therefore, we propose the following hypothesis:

H1a. Social use of social media (SU) is positively associated with innovative job performance (IJP).

Studies suggest that social media can foster closer relationships and enhance com-
munication within educational settings [15]. This aligns with the concept of SU, which
encompasses activities like building connections, sharing information, and participating
in online discussions with colleagues. Faculty can leverage these capabilities to facilitate
communication and collaboration, potentially leading to streamlined completion of routine
tasks. For example, social media platforms can be used to share course materials, updates
on curriculum or departmental policies, and best practices for teaching. This can save time
faculty would otherwise spend searching for information or reinventing the wheel. Addi-
tionally, faculty can utilize social media to collaborate on projects, troubleshoot challenges,
and share resources, potentially leading to increased efficiency in completing routine tasks
like lesson planning and grading.

Research highlights the potential of social media as a tool for communication and
collaboration within organizations [9]. This directly connects to the potential benefits of
SU for faculty members. By efficiently sharing resources and information with colleagues
through social media platforms, faculty can save time searching for materials. For instance,
a faculty member might use social media to inquire about specific software or request rec-
ommendations for textbooks, receiving quick and relevant responses from colleagues. This
saved time can then be directed towards completing other routine job tasks more efficiently.

Studies also suggest that social media can contribute to a sense of community within
a department or institution [18]. This sense of community fostered by SU can lead to
increased morale, collaboration, and a more supportive work environment. When faculty
feel connected and supported by colleagues through online interaction, it can improve
motivation and potentially lead to increased efficiency in completing routine job duties.
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For example, social media can facilitate knowledge exchange and problem-solving among
faculty members. A faculty member encountering a challenge can leverage social media to
seek advice from colleagues with expertise in the specific area. This type of online support
can lead to quicker resolution of issues and improved efficiency in completing routine tasks.
Therefore, we hypothesize:

H1b. Social use of social media (SU) is positively associated with routine job performance (RJP).

The relationship between the hedonic use of social media (HU) and innovative job
performance (IJP) appears complex and multifaceted. Some research suggests the potential
benefits of social media platforms. They can help reduce stress and improve communication
among colleagues [36,37]. This improved communication could foster collaboration and
idea-sharing, potentially leading to more innovative outcomes. Additionally, social media
can connect individuals with diverse perspectives and information sources, which can be
valuable for creative problem-solving [11].

However, other studies highlight the potential drawbacks of HU. Social media’s
constant notifications and rapid updates can fragment attention and hinder the deep
concentration needed for innovative thinking [38]. This fragmented attention could hinder
the deep concentration needed for creative problem-solving and innovative thinking,
potentially reducing IJP. Social media can significantly reduce the time dedicated to “deep
work”—focused, uninterrupted effort required for innovation [39]. Mark et al. [40] found
that even brief social media interruptions could significantly hinder task resumption and
performance. This suggests HU could limit the time faculty have for deep work, potentially
affecting their ability to generate innovative ideas. Taking into account the mixed nature of
the existing literature, we hypothesize:

H2a. There is a relationship between hedonic use of social media (HU) and innovative job perfor-
mance (IJP).

The relationship between hedonic social media use (HU) and routine job performance
(RJP) appears multifaceted too. Research suggests that using technology for purely leisure
purposes can lead to inefficiencies and negatively affect job performance [41]. This aligns
with the concerns expressed by faculty members interviewed by Sobaih et al. [15] who
viewed social media use for leisure during work hours as a waste of time that could be
better spent on core job tasks. Studies suggest that engaging in hedonistic social media
activities during work hours can be distracting, leading to decreased focus and ultimately
impacting productivity on routine tasks [42]. The constant notifications and stimulation
from social media can make it harder for employees to stay concentrated on routine tasks,
leading to more task switching and potentially hindering performance. Studies have
shown a negative correlation between excessive social media use and job satisfaction [43].
Dissatisfaction with work might lead to increased reliance on social media for enjoyment,
creating a cycle that further hinders performance [43].

However, there are other studies pointing to potential benefits. Social media use can
foster connections, improve communication, and even reduce stress, which could lead to
positive effects on performance [6,44]. This mixed picture is further complicated by the
potential influence of individual differences, work context, and specific types of social
media use on the relationship between HU and RJP 08 [40]. Therefore, we hypothesize:

H2b. There is a relationship between hedonic use of social media (HU) and routine job perfor-
mance (RJP).

The concept of cognitive social media use (CU) emphasizes utilizing social media
platforms to create, share, and access information [45]. In the educational field, teachers
leverage this cognitive dimension by generating and disseminating educational content [46].
This aligns with the findings of [47] who discovered a positive impact on innovative teach-
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ing practices when lecturers used social media for sharing and posting content. This makes
sense, as sharing educational resources and collaborating online with colleagues through
CU can foster innovative approaches to teaching. Further supporting this notion, [48]
explore the potential of social networking sites (SNS) in academia. Their research highlights
how researchers can utilize SNS for various purposes, including sharing research findings
and collaborating with colleagues. These activities directly correspond with the core aspects
of CU—content creation and knowledge sharing. In essence, these studies demonstrate the
positive connection between CU and innovative practices within academic settings.

H3a. Cognitive use of social media (CU) is positively associated with innovative job perfor-
mance (IJP).

Studies like the one by Ali-Hassan et al. [11] highlight the positive and indirect effect of
social and cognitive technology use, including social media, on job performance. This effect
likely stems from social capital—the benefits gained from social connections. Social media
use, as highlighted in the [49] study, can help build social capital by creating information,
maintaining social networks, and fostering trust among colleagues. Features of social
media itself can contribute to better RJP. Jong et al. [42] suggest that aspects like easy access
and information-sharing tools significantly influence work efficiency. This efficiency can
translate to improved completion of routine tasks. The ability to share knowledge through
social media is particularly valuable for routine tasks. Studies by [48,50] on faculty members
demonstrate this. Sharing information, assigning tasks, and collaborating on projects
through social media can streamline routine job processes for various professions, therefore:

H3b. Cognitive use of social media (CU) is positively associated with routine job performance (RJP).

2.3. Relationship between Social Media Use and Internal Communication (H4)

Several scholars have explored the concept of internal communication. Ali and An-
war [51] and Anwar and Abdullah [52] define it as the sharing of ideas, data, and knowledge
among multiple individuals with the goal of reaching a consensus. Within organizations,
effective communication is considered a crucial management practice [53]. It is seen as
a key way for employees at all levels to learn about their roles and responsibilities [54].
Abdullah and Rahman [53] further describe internal communication as the exchange of
meanings and interactions that occur within an organization.

The rise of social media offers a transformative approach to internal communication
(IC) within organizations. Traditionally, internal communication relied on top-down meth-
ods or limited channels for employee interaction. However, social media platforms hold
the potential to revolutionize how employees connect and engage with one another [55].
Employee communication fosters the social and emotional benefits crucial for organiza-
tional success [56]. Social media platforms can facilitate a more informal and interactive
communication style, fostering a sense of community and belonging. This can lead to
improved employee morale, engagement, and overall well-being. Social media can pro-
mote both horizontal communication (between colleagues) and vertical communication
(between leadership and employees) [57]. Features like groups, discussions, and employee
recognition programs can foster stronger relationships between coworkers, leading to better
collaboration and knowledge sharing.

Social media platforms can encourage a more transparent and open communication
environment. Employees can readily access information, participate in discussions, and
provide feedback through social media channels. This two-way communication can foster
trust and a sense of shared purpose within the organization. Therefore, we hypothesize:

H4a. Social use of social media (SU) is positively associated with internal communication (IC).

The influence of hedonistic social media use (focusing on enjoyment and entertain-
ment) on organizational communication has been a topic of debate, with research suggest-



Big Data Cogn. Comput. 2024, 8, 124 7 of 27

ing both positive and negative effects [44]. While concerns exist about reduced productivity
due to distractions, social media platforms can also be valuable tools for enhancing inter-
nal communication. They can facilitate information sharing, announcements, and team
collaboration, fostering a sense of community and employee engagement [58–60].

It is important to acknowledge that excessive use for personal enjoyment might
lead to information overload and hinder communication effectiveness [61,62]. However,
research by Sun and Chao [63] suggest that hedonic social media use can be a positive
force for internal communication when used strategically and balanced with work-related
communication practices. Consequently, we recommend the following hypothesis:

H4b. There is a relationship between hedonic use of social media (HU) and internal communica-
tion (IC).

Employers can leverage social media by promoting scouting behavior, which refers to
the voluntary search, exchange, and transmission of information related to organizational
interests [44]. Studies suggest that businesses use social media platforms to meet the
individual communication needs of employees, ensure a smooth flow of information, and
provide ongoing feedback on both personal and organizational matters [64]. However,
social media can also affect the information shared, privacy settings, and communication
styles among team members, potentially favoring certain groups over others [65]. Similarly,
social networking platforms are used by some instructors and students in higher education
for both personal and professional purposes [66]. Cognitive use of social media can
enhance internal communication when aligned with organizational goals and established
communication practices, therefore, we hypothesize:

H4c. Cognitive use of social media (CU) is positively associated with internal communication (IC).

2.4. Relationship between Social Media Use and Teamwork (H5)

The success of many endeavors hinges on the effectiveness of teamwork. Teams,
composed of individuals with complementary skillsets, synergistically work towards
achieving shared goals [67]. Collaboration often leads to superior outcomes compared to
individual efforts [67]. Furthermore, effective teamwork fosters a robust and flourishing
work environment [68]. The rise of social media (SM) presents a novel avenue for exploring
communication and collaboration within teams.

Research suggests that social media can be a valuable tool for enhancing teamwork.
Song et al. [69] highlight its role as a complementary resource that creates synergies to
improve both individual and team performance. The increasing use of social media by
businesses and individuals, for both professional and personal purposes [32], offers oppor-
tunities for improved collaboration. In particular, studies suggest that the combined use of
social media for work and social interaction can be beneficial. Song et al. [69] found that
social media-facilitated social interaction becomes a regular part of some employees’ jobs
and can even enhance and streamline work processes. Similarly, Lailiyah and Putra’s [70]
research on higher education students found positive perceptions of teamwork through
social media use. Based on the potential benefits of social media for fostering interaction
and collaboration, we propose the following hypothesis:

H5a. Social use of social media (SU) is positively associated with teamwork (TM).

The integration of leisure and work facilitated by social media features has been
linked to changes in teamwork patterns [71]. For example, Bodhi et al. [72] found that
restricting personal social media use in the office could lead to unintended consequences,
such as reduced employee contributions. This suggests that some level of social media
integration might be beneficial for teamwork. However, the impact of hedonistic use
(focusing on entertainment and leisure) on teamwork appears more complex. While
Dodokh [73] suggests that such use solely has negative impacts, like increased job burnout
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and turnover intention, other research points to potential benefits. For instance, social
media can facilitate informal interactions and build rapport among team members, which
could indirectly contribute to better teamwork [74]. Given this nuanced relationship, we
propose the following hypothesis:

H5b. There is a relation between hedonic use of social media (HU) and teamwork (TM).

Organizations increasingly leverage social media due to its potential for knowledge
creation and dissemination within and across teams [75]. This user-generated content can
be a valuable resource for teams. Research suggests that knowledge sharing in teams is
more effective when it is visible, persistent, and easily editable, characteristics facilitated
by social media platforms [76]. Furthermore, Kadar et al. [77] found that participation
in online groups through social media helps employees express their ideas and gain a
deeper understanding of their work. This collaborative knowledge-building can be a
significant asset for teamwork. Based on the potential for enhanced knowledge sharing
and collaboration, we propose the following hypothesis:

H5c. Cognitive use of social media (CU) is positively associated with teamwork (TM).

2.5. Mediating Effects (H6–H7)
2.5.1. Mediating Effect of Internal Communication

Internal communication (IC) is a well-established factor influencing employee perfor-
mance [78,79]. Experts like Meng and Berger [80] highlight its key functions: informing
employees about organizational goals, fostering a sense of purpose, facilitating collabo-
ration, and ultimately enhancing performance for all stakeholders. Research by Jacobs
et al. [81] further emphasizes the critical role of IC in maximizing worker performance, opti-
mizing network efficiency, and communicating strategic options, particularly during crises.

Qin and Men [82] highlight that effective internal communication (IC) fosters a range
of positive outcomes within an organization. It strengthens collaboration, facilitates the
transfer of processes and values, and ultimately empowers employees to achieve excep-
tional performance [83]. This link between IC and performance suggests that IC can be
considered a core internal capability that contributes to organizational success [84].

The question this study explores is whether IC acts as a mediator in the relationship
between social media use (SMU) and job performance. A mediator is a variable that explains
how one variable (SMU in this case) influences another (job performance). In this context,
we propose that social media can facilitate communication and collaboration, potentially
improving IC, which in turn, could lead to enhanced job performance. Based on the
potential mediating role of internal communication, we propose the following hypotheses:

H6a1. Internal communication (IC) mediates the relationship between social use of social media
(SU) and innovative job performance (IJP).

H6a2. Internal communication (IC) mediates the relationship between social use of social media
(SU) and routine job performance (RJP).

H6b1. Internal communication (IC) mediates the relationship between hedonic use of social media
(HU) and innovative job performance (IJP).

H6b2. Internal communication (IC) mediates the relationship between hedonic use of social media
(HU) and routine job performance (RJP).

H6c1. Internal communication (IC) mediates the relationship between cognitive use of social media
(CU) and innovative job performance (IJP).
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H6c2. Internal communication (IC) mediates the relationship between cognitive use of social media
(CU) and routine job performance (RJP).

2.5.2. Mediating Effect of Teamwork

Effective teamwork is essential for workplace success. Collaboration within teams
fosters motivation, generates creative ideas, and leverages the strengths of diverse indi-
viduals to achieve common goals [85]. Teamwork success can be measured by achieving
predetermined objectives [86]. Research by McEwan et al. [87] further highlights a pos-
itive correlation between teamwork and individual employee performance. This study
examines whether teamwork acts as a mediator in the relationship between social media
use (SMU) and job performance. Social media can potentially facilitate communication
and collaboration within teams. If social media use enhances teamwork, this improved
teamwork could then lead to better job performance. Based on the potential mediating role
of teamwork, we propose the following hypotheses:

H7a1. Teamwork (TM) mediates the relationship between social use of social media (SU) and
innovative job performance (IJP).

H7a2. Teamwork (TM) mediates the relationship between social use of social media (SU) and
routine job performance (RJP).

H7b1. Teamwork (TM) mediates the relationship between hedonic use of social media (HU) and
innovative job performance (IJP).

H7b2. Teamwork (TM) mediates the relationship between hedonic use of social media (HU) and
routine job performance (RJP).

H7c1. Teamwork (TM) mediates the relationship between cognitive use of social media (CU) and
innovative job performance (IJP).

H7c2. Teamwork (TM) mediates the relationship between cognitive use of social media (CU) and
routine job performance (RJP).

2.6. Mediators and Job Performance (H8–H10)
2.6.1. Internal Communication and Job Performance

Internal communication is a cornerstone of successful job performance, influencing
how employees understand expectations, collaborate with colleagues, and ultimately con-
tribute to organizational goals [78]. Innovative job performance, on the other hand, reflects
an employee’s ability to develop and implement new ideas for products, services, processes,
or business models, ultimately leading to a competitive advantage for the organization [88].
Research suggests that internal communication can enhance a company’s innovative capa-
bilities by fostering collaboration and knowledge sharing among employees [89]. Effective
communication allows employees to share insights, learn from each other’s expertise, and
build upon existing knowledge, which can spark innovative ideas.

However, the impact of social media on this relationship is not entirely clear. While
some studies (e.g., Soares et al. [90]) suggest that social media may not directly influence
innovative behavior, others (e.g., Amalina and Pusparini, [91]) highlight a positive link
between social media use and internal communication. Taking these mixed findings into
account, we propose the following hypothesis:

H8a. Internal communication (IC) is positively associated with innovative job performance (IJP).

Effective internal communication fosters a supportive work environment and empow-
ers employees to perform their regular tasks efficiently, transparency and open communi-
cation channels can lead to higher employee satisfaction and better performance [82,92].
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Research also suggests that knowledge-sharing practices and clear communication con-
tribute positively to routine job performance [93,94]. Based on the link between effective
communication and routine job performance, we propose the following hypothesis:

H8b. Internal communication (IC) is positively associated with routine job performance (RJP).

2.6.2. Teamwork and Job Performance

Diversity in knowledge and skills within a team is a well-established predictor of creativ-
ity [95]. However, simply having a diverse team is not enough. To harness the full potential of
this diversity, teams need effective processes and collaboration skills. This is where teamwork
comes in. Strong teamwork fosters a positive team climate, characterized by trust, psychologi-
cal safety, and a shared focus on innovation [96,97]. In such an environment, team members
feel comfortable sharing ideas, taking risks, and building upon each other’s contributions,
which ultimately leads to greater innovation [98,99]. Building on the link between teamwork
and a positive climate for innovation, we propose the following hypothesis:

H9a. Teamwork (TW) is positively associated with innovative job performance (IJP).

Teamwork plays a significant role in enhancing routine job performance. Studies
suggest that collaboration fosters information sharing and knowledge transfer among team
members, allowing them to learn from each other and improve their efficiency on routine
tasks [98,100]. Furthermore, strong teamwork involves well-established processes like
communication, coordination, and cooperation [101]. These processes ensure tasks are
clearly defined, responsibilities are shared effectively, and team members can support each
other when needed, ultimately leading to smoother completion of routine tasks. Building
on the evidence of how teamwork facilitates knowledge sharing, communication, and
coordination, we propose the following hypothesis:

H9b. Teamwork (TW) is positively associated with routine job performance (RJP).

2.6.3. Internal Communication and Teamwork

Internal communication and teamwork are intertwined concepts that contribute sig-
nificantly to organizational success. Clear communication of goals and objectives is crucial
for ensuring team members are aligned with each other and the broader organizational
vision [102]. When employees understand the organization’s goals, it fosters a sense
of common purpose and motivates collaboration within teams [103]. Effective internal
communication, characterized by open and transparent channels, facilitates the flow of
information among team members [104]. This timely and relevant information allows
teams to coordinate efforts, solve problems collaboratively, and ultimately work together
more effectively. Research by Sari, Indrajaya, and Nurminingsih [105] further supports this
notion, highlighting the positive influence of internal communication on teamwork. Based
on the connection between clear communication and effective collaboration, we propose
the following hypothesis:

H10. Internal communication (IC) is positively associated with teamwork (TW).

Considering the literature review above, Figure 2 illustrates the conceptual model,
which shows the connections between the constructs and the proposed relationships.
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3. Research Methodology
3.1. Data Sampling and Collection

We collected data through a Google Form-based online survey distributed to teach-
ing faculties of selected universities in northern India, using convenience and snowball
sampling methods. We aimed to collect data from at least 450 participants, considering
a minimum sample size of 384 determined through a power analysis. The power anal-
ysis, conducted using G*Power, aimed to detect a medium effect size of 0.5 (Cohen’s d)
with a desired power of 0.8 and a significance level of 0.05. A total of 550 surveys were
distributed, resulting in a high response rate of 86% (478 completed surveys). However,
during data refinement, 22 responses were excluded due to missing or contradictory data.
Only surveys with complete responses for the final set of questions were included in the
final analysis (456).

To address potential biases, such as self-selection bias, we employed several procedu-
ral measures. First, participants were assured of the survey’s anonymity and encouraged
to provide honest responses, emphasizing that the information would only be used for re-
search purposes. Second, the cover page avoided mentioning any connections between the
study variables to psychologically isolate the respondents. Finally, to further reduce partici-
pants’ perception of connections, the survey asked about social media usage first, followed
by questions on teamwork (TW), internal communication (IC), and job performance.

A self-reported questionnaire was developed to measure the key constructs of the
study. The questionnaire employed a 5-point Likert scale ranging from 1 (Strongly Disagree)
to 5 (Strongly Agree) for all items. The data collection for this study was conducted during
Spring 2024.

To ensure the clarity and effectiveness of the questionnaire, we conducted a pilot study
with a small group of 12 teaching faculty members before the main data collection phase.
This pilot testing involved administering the survey to the pilot group and then analyzing
the responses. The pilot testing helped us identify any issues with the survey instrument,
such as unclear questions, ambiguous wording, or problematic flow. Based on the pilot
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study results, we refined the questionnaire by removing unclear questions or modifying the
wording for better clarity. This iterative process ensured that the final survey instrument
used for data collection was well-understood and easy for participants to complete.

3.2. Measurement

Most constructs’ measurement scales were modified versions of previously used
ones. Minor adjustments were made to the existing Janssen and Yperen [30] scales for
innovative and routine job performance to fit the self-reported setup of this research. It
is noteworthy that self-reporting of creative and/or standard job performance occurs
frequently [41,106,107], especially when confidentiality concerns prevent access to objective
performance measures. Researchers have not found the ideal metric for assessing an
individual’s performance, and self-reported data is no less accurate than other types of
data [41].

The social use of the SM scale was borrowed from Ali-Hassan et al. [11], and the
measurement scale for cognitive use was derived from social interaction ties found in Chiu
et al., [108]. The knowledge-sharing instrument developed by Van den Hooff and Huys-
man [109] and the purpose to share implied knowledge scale developed by [110] informed
the cognitive use component of SM. The hedonic use of SM items was inspired by Nevo
and Nevo’s [111] scale for using virtual environments and Agarwal and Karahanna’s [112]
scale for increased enjoyment of using the web. Measurement scales for measuring internal
communication were adopted from Lee, Park and Lee [113], and for measuring teamwork,
items were drawn from Jiang and Chen [61]. Table 1 presents the measurement items.

Table 1. Measurement items.

Construct Items Source

Social Use of Social
Media (SU)

Make new connections at work

[11]

Get to know coworkers who have similar interests to me

Learn about professional opportunities from colleagues on social media

Connect with colleagues from different departments on social media

Build relationships with mentors or potential collaborators on social media

Hedonic Use of Social
Media (HU)

Use social media to appreciate my pause at work

[111,112]
Take a break from my job by browsing social media for entertainment

Amuse myself on social media during my work breaks

Relax at my workstation by using social media for lighthearted interaction or browsing

Cognitive Use of Social
Media (CU)

Share documents, presentations, or other work-related content with colleagues on social media

[109,110]

Use social media to stay updated on information and resources shared by colleagues

Collaborate with colleagues on creating content for work-related projects using social media

Post questions or requests for information on social media to leverage colleagues’ expertise

Use social media to identify and learn from best practices shared by colleagues

Internal Communication (IC)

I use social media to communicate with my coworkers

[113]

Social media is an effective tool for communicating within our organization

Our organization’s social media policies support effective internal communication

Social media has improved my ability to collaborate with colleagues

Social media has increased my awareness of organizational events and news

Teamwork (TW)

Team members use social media to openly share information and knowledge with each other

[61]
Participants of the team use SM to keep each other informed about progress

Members of the team work together to coordinate tasks and resources through social media

Members of the team respect each other’s opinions and ideas on social media
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Table 1. Cont.

Construct Items Source

Innovative Job
Performance (IJP)

Generate new and original ideas for improving work processes or products

[30]

Champion creative ideas proposed by yourself or others

Seek out unconventional approaches to solve problems

Develop practical applications for creative ideas

Provide unique solutions to challenges faced at work

Routine Job
Performance (RJP)

I consistently finish the tasks outlined in my job description

I consistently fulfill all of my job’s formal performance standards

I prioritize completing tasks outlined in my job description

I am able to meet all deadlines associated with my work responsibilities

To address potential common method bias arising from the self-reported survey data,
we employed factor analysis using AMOS software. Specifically, Harman’s one-factor test
was conducted to assess the explained variance by a single common factor.

Confirmatory factor analysis (CFA) was performed using AMOS 24.0 to assess the
measurement model fit. This analysis evaluated the reliability and validity of the constructs
measured in our survey instrument. Various fit indices, including the Comparative Fit Index
(CFI), Tucker–Lewis Index (TLI), Root Mean Square Error of Approximation (RMSEA),
and Standardized Root Mean Square Residual (SRMR), were employed to assess the
overall model fit and the fit of the measurement model. Thresholds for acceptable fit were
established based on prior research [114].

Structural Equation Modeling (SEM) was then conducted using AMOS to test the
proposed model. SEM allowed for the evaluation of the hypothesized relationships between
the research variables. The analysis included assessing direct and indirect effects, mediation
analysis, and testing for partial and serial mediation.

4. Results
4.1. Sample Demographics

Table 2 shows that male participants (55.5%) outnumbered female respondents (44.5%).
This finding is fairly near to the sex distribution of Indian workers. Additionally, the
majority of respondents (45.6%) were between the ages of 31 and 40. The majority of
participants (50.7%) were assistant professors and worked as regular employees (67.5%).
The respondents’ demographic characteristics are presented in Table 2.

Table 2. Demographic profile.

Measure Item Frequency Percentage

Gender
Male 253 55.5

Female 203 44.5

Marital Status
Single 140 30.7

Married 316 69.3

Age

21–30 68 14.9
31–40 208 45.6
41–50 137 30.0

50 and above 43 9.4

Designation
Assistant Professor 231 50.7
Associate Professor 181 39.7

Professor 44 9.6

Experience
Less than 10 years

10–20 years
More than 20 years

242
176
38

53.07
38.5
8.3

N (456)
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4.2. Measurement Model Evaluation

Factor analysis was conducted to assess common method bias using Harman’s one-
factor test [115]. Only 12.825% of the total variance was explained by the first factor, well
below the acceptable threshold of 40% [116]. This result suggests that common method
bias was not a significant concern in our data.

While the chi-square test statistic (χ2) is often used in CFA, it can be sensitive to
sample size, particularly in large samples like ours (456 participants). In our analysis, the
chi-square value was 2.189 [117]. Therefore, we relied on alternative fit indices to provide
a more robust assessment of model fit. The analysis yielded satisfactory results across
all the alternative fit indices used. The Normed Fit Index (NFI) reached a value of 0.917,
exceeding the recommended threshold of 0.90 [118]. The Comparative Fit Index (CFI) and
the Tucker–Lewis Index (TLI) were both well above 0.90 (CFI = 0.953, TLI = 0.947) [118],
further supporting a good model fit. Finally, the Root Mean Square Error of Approximation
(RMSEA) fell below the recommended value of 0.08, with an actual value of 0.051 [118].
These results collectively suggest that the proposed model adequately represents the
relationships between the study variables in our data.

To assess the internal consistency and reliability of our measures, we examined both
alpha coefficients (α) and composite reliability (C.R.) values. As shown in Table 3, all
constructs achieved alpha coefficients and composite reliability estimates exceeding 0.7,
which satisfy the established benchmarks for acceptable reliability [119,120].

Table 3. Outcomes of the measurement model.

Variables Items Factor Loadings CR AVE CA

Social Use of
Social Media

SU1
SU2
SU3
SU4
SU5

0.827
0.778
0.773
0.726
0.692

0.902 0.649 0.897

Hedonic Use of
Social Media

HU1
HU2
HU3
HU4

0.826
0.816
0.807
0.726

0.910 0.717 0.908

Cognitive Use of
Social Media

CU1
CU2
CU3
CU4
CU5

0.894
0.880
0.864
0.863
0.809

0.953 0.804 0.948

Internal Communication

IC1
IC2
IC3
IC4
IC5

0.870
0.855
0.821
0.820
0.808

0.943 0.770 0.941

Teamwork

TW1
TW2
TW3
TW4

0.816
0.811
0.781
0.715

0.910 0.717 0.905

Innovative Job
Performance

IJP1
IJP2
IJP3
IJP4
IJP5

0.790
0.787
0.670
0.658
0.594

0.898 0.596 0.89

Routine Job Performance

RJP1
RJP2
RJP3
RJP4

0.786
0.780
0.772
0.728

0.842 0.572 0.838

Convergent validity refers to the extent to which a measure captures its intended
construct. We evaluated convergent validity using average variance extracted (AVE),
composite reliability (C.R.), factor loadings, and significance levels of factor loadings. [120]
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suggest that acceptable convergent validity is indicated by a C.R. greater than 0.7, an AVE
exceeding 0.5, statistically significant factor loadings (p < 0.01), and factor loadings with
an absolute value greater than 0.7. The results presented in Table 3 demonstrate that all
constructs meet these criteria for convergent validity.

In Table 4, the correlation analysis of seven constructs was conducted. The data
suggest that the constructs are generally independent of one another because the square
root of each AVE is bigger than its construct relationships.

Table 4. Square roots of AVEs.

IJP SU CU HU INC TW RJP

IJP 0.772
SU 0.436 0.805
CU 0.296 0.513 0.897
HU 0.520 0.573 0.347 0.847
INC 0.535 0.407 0.293 0.485 0.877
TW 0.669 0.381 0.295 0.437 0.439 0.847
RJP 0.301 0.471 0.528 0.365 0.372 0.373 0.756

The heterotrait–monotrait ratio of correlations (HTMT) matrix table values all fell
below 0.85, thus supporting the discriminant validity of each construct. This result is
presented in Table 5.

Table 5. Heterotrait–Monotrait ratio (HTMT).

SU CU HU INC TW IJP RJP

SU

CU 0.531

HU 0.589 0.354

INC 0.412 0.303 0.497

TW 0.381 0.302 0.445 0.453

IJP 0.463 0.304 0.531 0.536 0.689

RJP 0.478 0.534 0.369 0.382 0.370 0.315

4.3. Validation of the Structural Model

Four statistical procedures were employed using CB-SEM with AMOS 24.0 to validate the
hypothesized relationships in the structural model: mediation analysis, assessment of specific
indirect effects, parallel mediation analysis to confirm individual mediator effects, and analysis
of serial mediation to explore potential cascading effects between mediators.

The first step examined whether the independent variables (social, hedonic, and cognitive
use of social media) exerted any direct effects on the dependent variable (innovative and routine
job performance). The path coefficients in the model represent the total effects of social use,
hedonic use, and cognitive use of social media on innovative and routine job performance,
respectively (estimates: 0.198, 0.231, 0.418, 0.131, 0.087, and 0.416). All total effects were
statistically significant (p < 0.05) except for the effects of social use (p > 0.05) and cognitive use
(p > 0.05) on innovative job performance. Therefore, the results support all hypotheses H1–H3,
but not H3a based on the total effects analysis.

In the second step, the hypothesized mediators (internal communication and teamwork)
were incorporated into the path model alongside the direct effects. The results revealed that
for the relationships between SU and IJP, HU and RJP, and CU and IJP, the introduction of
the mediators explained a significant portion of the initial relationships. This is because the
direct effects of the independent variables on the dependent variables became non-significant.
This suggests that internal communication and teamwork likely play a mediating role in these
specific relationships.
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However, for the relationships between SU and RJP, HU and IJP, and CU and RJP, the intro-
duction of the mediators did not fully explain the initial relationships. While the direct effects of
the independent variables were somewhat reduced, they remained statistically significant. This
suggests that internal communication and teamwork might partially explain these relationships,
but there might be other factors at play.

The analysis revealed that social use (estimate: 0.177), hedonic use (estimate: 0.384),
and cognitive use (estimate: 0.103) of social media directly influence internal communication,
which in turn, impacts innovative (estimate: 0.217) and routine job performance (estimate:
0.130). Similarly, social use (estimate: 0.118), hedonic use (estimate: 0.228), and cognitive use
(estimate: 0.100) of social media directly influence teamwork, which in turn, impacts innovative
(estimate: 0.478) and routine job performance (estimate: 0.136). Additionally, the analysis found
a significant direct effect of internal communication on teamwork (estimate: 0.264).

Most hypothesized relationships were statistically significant (p < 0.05), supporting hy-
potheses H4a through H5c (except H5a), H8a and H8b, and H9a through H10. The effect of
social use of social media on teamwork (H5a) was not statistically significant (p > 0.05). This
finding suggests no mediation for the relationship between social media use and teamwork
(H5a), while the remaining significant relationships with internal communication (INC) as a
mediator likely involve partial mediation (SU ---> INC ---> IJP, HU ---> INC ---> RJP, and CU
---> INC ---> IJP). The detailed results of the mediated effects analysis are presented in Table 6.

Figure 3 illustrates the strength and direction of the relationships between social media use
(SU, HU, and CU), internal communication (INC), teamwork (TW), and job performance (IJP
and RJP).
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Table 6. Results of Parallel Mediation model.

Path Standardized Path
Coefficients (β)

95% Confidence
Level (Lower Bound,

Upper Bound)
Sig. Level Hypothesis Supported?

Total Effects

SU ---> IJP 0.198 (0.056, 0.34) 0.008 H1a (total) Yes

SU ---> RJP 0.231 (0.096, 0.352) 0.002 H1b (total) Yes

HU ---> IJP 0.418 (0.293, 0.533) 0.001 H2a (total) Yes

HU ---> RJP 0.131 (0.029, 0.25) 0.014 H2b (total) Yes

CU ---> IJP 0.087 (−0.009, 0.182) 0.074 H3a (total) No

CU ---> RJP 0.416 (0.296, 0.538) 0.001 H3b (total) Yes

Direct Effects

SU ---> IJP 0.081 (0.034, 0.198) 0.191 H1a (direct) No

SU ---> RJP 0.186 (0.054, 0.307) 0.004 H1b (direct) Yes

HU ---> IJP 0.177 (0.054, 0.3) 0.006 H2a (direct) Yes

HU ---> RJP 0.037 (0.08, 0.17) 0.547 H2b (direct) No

CU ---> IJP 0.004 (0.087, 0.093) 0.934 H3a (direct) No

CU ---> RJP 0.385 (0.262, 0.509) 0.001 H3b (direct) Yes

SU ---> INC 0.177 (0.058, 0.294) 0.004 H4a Yes

HU ---> INC 0.384 (0.258, 0.497) 0.001 H4b Yes

CU ---> INC 0.103 (−0.016, 0.194) 0.02 H4c Yes

SU ---> TW 0.118 (0.003, 0.233) 0.057 H5a No

HU ---> TW 0.228 (0.088, 0.359) 0.002 H5b Yes

CU ---> TW 0.1 (0.012, 0.2) 0.03 H5c Yes

INC ---> IJP 0.217 (0.116, 0.328) 0.001 H8a Yes

INC ---> RJP 0.13 (0.024, 0.231) 0.016 H8b Yes

TW ---> IJP 0.478 (0.353, 0.592) 0.001 H9a Yes

TW ---> RJP 0.136 (0.022, 0.24) 0.025 H9b Yes

INC ---> TW 0.264 (0.14, 0.364) 0.002 H10 Yes

Indirect Effects

SU ---> INC ---> IJP 0.03 (0.012, 0.064) 0.002 H6a1 Yes (Full mediation)

SU ---> INC ---> RJP 0.023 (0.005, 0.055) 0.008 H6a2 Yes (Partial Mediation)

HU ---> INC ---> IJP 0.067 (0.03, 0.114) 0.001 H6b1 Yes (Partial Mediation)

HU ---> INC ---> RJP 0.05 (0.011, 0.1) 0.01 H6b2 Yes (Full mediation)

CU ---> INC ---> IJP 0.015 (0.003, 0.033) 0.014 H6c1 Yes (Full mediation)

CU ---> INC ---> RJP 0.011 (0.002, 0.03) 0.014 H6c2 Yes (Partial Mediation)

SU ---> TW ---> IJP 0.045 (0.002, 0.096) 0.043 H7a1 Yes (Partial Mediation)

SU ---> TW ---> RJP 0.016 (0.001. 0.046) 0.032 H7a2 Yes (Partial Mediation)

HU ---> TW ---> IJP 0.088 (0.032, 0.166) 0.001 H7b1 Yes (Partial Mediation)

HU ---> TW ---> RJP 0.031 (0.006, 0.075) 0.014 H7b2 Yes (Partial Mediation)

CU ---> TW ---> IJP 0.032 (0.004, 0.067) 0.029 H7c1 Yes (Partial Mediation)

CU ---> TW ---> RJP 0.011 (0.002, 0.035) 0.022 H7c2 Yes (Partial Mediation)

To examine the specific indirect effects of both mediators, a parallel mediation anal-
ysis was employed [121]. The results revealed significant indirect effects of social media
use (social, hedonic, and cognitive) on innovative job performance through internal com-
munication (b = 0.03, p = 0.002; b = 0.067, p = 0.001; b = 0.015, p = 0.014, respectively).
Similarly, significant indirect effects were found for social media use on innovative job
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performance through teamwork (b = 0.045, p = 0.043; b = 0.088, p = 0.001; b = 0.032, p = 0.029,
respectively).

Furthermore, the analysis revealed significant indirect effects of social media use on
routine job performance, again mediated by internal communication (b = 0.023, p = 0.008;
b = 0.05, p = 0.01; b = 0.011, p = 0.014, respectively). Social media use also had a significant
indirect impact on routine job performance through teamwork (b = 0.016, p = 0.032; b = 0.031,
p = 0.014; b = 0.011, p = 0.022, respectively). These findings suggest the presence of partial
mediation in most relationships [122].

The significant direct effect of internal communication on teamwork (H10) prompted
a follow-up hypothesis regarding a potential serial mediation process. This additional
hypothesis was not initially considered because the focus was primarily on the direct
influence of social media use on job performance, with internal communication seen as a
single mediator. However, the unexpected finding of a strong relationship between internal
communication and teamwork warranted further exploration of a multi-step mediation
model. Serial mediation was examined to investigate the potential influence of internal
communication on teamwork, following the alternative theory that emotions precede
thoughts [123]. The results revealed significant effects for serial mediation, with detailed
outcomes presented in Table 7.

Table 7. Result of serial mediation.

Path Standardized Path
Coefficients (β)

95% Confidence Level
(Lower Bound, Upper Bound) Sig. Level Result

SU ---> INC ---> TW ---> IJP 0.018 (0.006, 0.037) 0.002 Significant

SU ---> INC ---> TW ---> RJP 0.006 (0.001, 0.017) 0.01 Significant

HU ---> INC ---> TW ---> IJP 0.039 (0.019, 0.066) 0.001 Significant

HU ---> INC ---> TW ---> RJP 0.014 (0.003, 0.033) 0.014 Significant

CU ---> INC ---> TW ---> IJP 0.009 (0.002, 0.019) 0.014 Significant

CU ---> INC ---> TW ---> RJP 0.003 (0, 0.008) 0.018 Significant

5. Discussion

The study’s findings offer a comprehensive understanding of how different dimen-
sions of social media use influence job performance through the mediating roles of internal
communication and teamwork.

Social Use (SU): The study found that social use of social media positively impacts
routine job performance (RJP) both directly and indirectly through internal communication
(INC) and teamwork (TW). Additionally, social use positively impacts innovative job per-
formance (IJP) indirectly through INC and TW, although the direct effect is not significant.
This finding highlights the importance of social interactions facilitated by social media in
enhancing routine tasks. It suggests that social media can be a valuable tool for maintaining
communication and collaboration, which are crucial for routine job performance. These
results align with previous research indicating the positive effects of SU on workplace
communication and collaboration [11,18].

Hedonic Use (HU): Hedonic use of social media, which involves using social media
for pleasure and entertainment, was found to positively impact innovative job performance
(IJP) both directly and indirectly through INC and TW. It also positively impacts routine job
performance (RJP) indirectly through INC and TW, but the direct effect is not significant.
This finding is particularly noteworthy because it contrasts with much of the existing
literature, which often reports a negative relationship between hedonic use of social media
and routine job performance. For instance, Ali-Hassan et al. [11] discuss how hedonic use
generally has a negative impact on routine performance but can contribute positively to
social ties and innovative performance. Similarly, Jong et al. [42] highlight the complex
effects of social media use on work efficiency, noting that different types of use can have
varying impacts. Kock and Moqbel [124] also suggest that positive emotions related to
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social media use can enhance job satisfaction and performance. Our study suggests that
hedonic use can indeed have a beneficial effect, highlighting the complexity of social
media’s impact on work performance.

Cognitive Use (CU): The findings of this study highlight the significant role of cognitive
use of social media in enhancing job performance. Specifically, cognitive engagement with
social media positively impacts routine job performance (RJP) both directly and indirectly
through improved internal communication (INC) and teamwork (TW). This aligns with
previous research indicating that social media use can foster better communication and
collaboration among employees, thereby enhancing their routine job performance [11,125].
Moreover, while cognitive use of social media positively influences innovative job perfor-
mance (IJP) indirectly through INC and TW, the direct effect is not significant. This suggests
that the benefits of cognitive engagement with social media on innovation are primarily
mediated by enhanced communication and teamwork. These results are consistent with
studies showing that social media can facilitate knowledge transfer and the formation
of social capital, which are crucial for innovative performance [125]. Overall, the study
extends the understanding of how cognitive engagement with social media can be lever-
aged to improve job performance. By using social media for information and knowledge
sharing, employees can enhance their communication and teamwork, leading to better
routine and innovative job performance. These insights are valuable for organizations
aiming to optimize their social media strategies to boost employee performance.

The findings of this study underscore the significant mediating roles of Internal
Communication (INC) and Teamwork (TW) in the relationship between social media use
(SU, HU, and CU) and job performance (IJP and RJP). Both INC and TW are crucial in
translating social media use into improved job performance. This aligns with the theory of
parallel mediation, highlighting that effective communication and collaboration are key
mechanisms through which social media use can enhance job performance [11,42].

The contrast comparison analysis revealed a stronger mediating effect of internal
communication, particularly for the relationship between hedonic use (HU) and job per-
formance. This finding extends existing knowledge by providing a more nuanced under-
standing of how social media use influences job performance. It suggests that internal
communication is a critical factor in leveraging the benefits of hedonic social media use for
job performance [126,127].

The study provides detailed insights into the pathways through which social media
use influences job performance. Social use (SU) positively impacts both innovative job
performance (IJP) and routine job performance (RJP) through improved internal commu-
nication and teamwork. Similarly, hedonic use (HU) enhances job performance through
these mediators, with internal communication playing a particularly strong role. Cognitive
use (CU) also positively influences job performance through the same pathways.

While the initial conceptual model focused on parallel mediation, the study also
explored serial mediation. This analysis examined whether social media use influences
job performance through a sequential process, where internal communication first affects
teamwork, and then teamwork affects job performance. Interestingly, the results provided
evidence supporting this unexpected serial mediation effect. This finding suggests that
both internal communication and teamwork can play a role in influencing job performance
but through different mediating pathways. This supports existing theories that emphasize
the role of communication and collaboration in improving job performance through social
media use [128,129].

Our findings align with those of Ali-Hassan et al. [11] and Jong et al. [42], who also
identified internal communication and teamwork as key mediators in the relationship
between social media use and job performance. These studies highlight the importance
of effective communication and collaboration in leveraging social media for improved
job outcomes. Furthermore, the stronger mediating effect of internal communication,
particularly for hedonic use, is consistent with the findings of Moqbel et al. [126] and Fusi
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and Feeney [127], who emphasize that internal communication is crucial for translating the
benefits of hedonic social media use into enhanced job performance.

Additionally, the unexpected serial mediation effect observed in our study, where
internal communication influences teamwork, which in turn affects job performance, sup-
ports the theories proposed by [128,129]. These theories suggest that communication and
collaboration are sequential processes that collectively enhance job performance through
social media use.

6. Theoretical and Practical Implication

In this study, we explored whether and to what degree social media (SM) use in-
fluences routine and creative job performance. Our findings suggest that the context in
which social media is used significantly influences job performance outcomes unique to
the workplace. Specifically, using social media for knowledge exchange, entertainment, or
socializing has different effects on work performance. We found that internal communica-
tion and teamwork are the mechanisms through which these changes occur. This discovery
establishes a new practical connection between SM, internal communication, teamwork,
and job performance.

Our results indicate that friendships among coworkers in a multi-person online rela-
tionship promote the development of strong bonds, which in turn open up opportunities for
coworkers to communicate through comments. This can enhance teamwork and effective
communication, leading to fewer misunderstandings. This finding is particularly relevant
in today’s increasingly digital work environments, where effective communication and
collaboration are essential. Kamboj et al. [23] support this by highlighting the role of social
media in fostering strong interpersonal relationships and reducing misunderstandings.

Additionally, our study contributes to the ongoing debate among management regard-
ing the use of SM at work. While social media may negatively impact some jobs, such
as routine ones, it can positively affect more innovative and creative roles. Our findings
suggest that social media technologies when used appropriately, can improve employees’
job performance. Ali-Hassan et al. [11] also found that social media use can enhance job
performance, particularly in creative tasks. Employees must understand how social media
contributes to internal communication and teamwork within their work environment cul-
ture, resulting in better job performance. This is supported by [130], who emphasizes the
importance of understanding the cultural context in which social media is used.

In the context of universities, social media’s advantages may include the ability to
plan meetings, make appointments, exchange research papers, and share information
about work activities with coworkers. University administration should clearly understand
the kinds of work performance that are beneficial to them and plan their SM utilization
according to their institutional culture. Çetinkaya and Sütçü [131] highlight the need for
institutions to align social media use with their specific cultural and operational needs. By
integrating concepts from the uses and gratification theory [22], our research provides a
theoretical framework for understanding how people use SM at the workplace according
to their institutional culture, as it differs from one institution to another.

Finally, we recommend legalizing the use of SM during work hours to plan work-
related events and blur the distinction between business and social activities. These
activities promote the teamwork and efficient internal communication needed to achieve
high levels of job performance on SM platforms. Managers can benefit from teaching
staff how to use social media to maximize their professional potential. Ghorbanzadeh
et al. [18] support this by demonstrating the benefits of social media training for enhancing
professional capabilities.

7. Limitation and Future Research Direction

This study differs from others in that it is primarily concerned with assessing the work
performance of teachers. Teaching is distinct from other professions it is not exclusively
concerned with output or productivity measurements since it entails not only presenting
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knowledge but also managing classroom dynamics, evaluating student achievement, and
promoting social and emotional growth. Because of this, the research’s findings and
conclusions are specific to the teaching profession and might not apply to other professions
whose performance standards and work circumstances are very different. The study’s
limitations should be taken into account when evaluating the findings.

Additionally, the findings may be limited to the specific cultural and institutional
context of northern India. Cultural norms, institutional policies, and regional educational
practices can significantly influence how social media is used and its impact on job perfor-
mance. Therefore, the generalizability of the results to other regions or types of institutions
may be limited.

A longer-term study is required to fully comprehend the effects of social media on
teachers’ job performance, even though this one offers insightful information in this area.
The relationship between social media use and job performance at work may alter over
time, and studies conducted over a short period can miss these dynamic shifts. Researchers
could see patterns, trends, and possible behavioral changes over time with a longitudinal
approach, leading to a more thorough understanding of how social media affects teachers’
performance over the course of their careers. Such studies could provide more reliable
results and guide future policy.

To provide a more thorough explanation of the phenomena, future research should
examine how social media use affects job performance using a variety of theoretical frame-
works. Applying additional theories, such as the Job Demands–Resources (JD-R) Model,
Media Richness Theory (MRT), or the Technology Acceptance Model (TAM), could provide
fresh perspectives even though this study may have concentrated on particular models.
These theories may shed light on the ways in which social media affects engagement, stress,
motivation, and teamwork. Researchers can reveal more intricate links and complexities by
utilizing a variety of theoretical viewpoints, which will enhance their ability to analyze the
effects of social media on job performance.

8. Conclusions

The findings of this study illuminate the multifaceted impact of social media use
on job performance, mediated by internal communication and teamwork. This research
underscores the potential benefits of social media in enhancing both routine and innovative
job performance through improved communication and collaboration among employees.

Organizations that restrict or ban social media use may inadvertently forgo these
advantages, missing out on opportunities to foster better teamwork, knowledge sharing,
and problem-solving capabilities. By understanding the nuanced effects of different types
of social media use—social, hedonic, and cognitive—managers can develop informed
policies that leverage these tools to enhance employee performance while mitigating
potential downsides.

This study contributes to the broader discourse on the role of social media in the
workplace, offering valuable insights for organizations aiming to optimize their social
media strategies. By embracing the positive aspects of social media use, educational
institutes can create a more connected, innovative, and productive workforce, ultimately
driving better organizational outcomes. University administrators must understand how
social media contributes to internal communication and teamwork within their work
environment culture, which results in better job performance. University administration
should clearly understand the kinds of work performance that are beneficial to them and
plan their SM utilization according to their institutional culture.

While this study provides valuable insights into the impact of social media use on
faculty job performance, several limitations should be acknowledged. Firstly, the study was
conducted among faculty members at public state colleges in northern India. Consequently,
the findings may not be generalizable to faculty in other regions or countries with different
cultural, educational, and technological contexts. Secondly, the data were collected through
an online survey, which relies on self-reported measures. This method may introduce biases
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such as social desirability bias, where respondents might overreport positive behaviors
or underreport negative ones. Thirdly, the study employs a cross-sectional design, which
captures data at a single point in time. This limits the ability to infer causality between
social media use and job performance.

To build on the findings of this study, future research could explore several areas.
Conducting longitudinal studies would help establish causal relationships between social
media use and job performance, providing a clearer picture of how these dynamics evolve
over time. Expanding the research to include faculty from different regions, countries, and
types of educational institutions would enhance the generalizability of the findings. Addi-
tionally, examining other professional groups could provide insights into how social media
use impacts job performance across various occupations and industries. Investigating other
dimensions of social media use, such as professional networking, marketing, and advocacy,
could offer a more comprehensive understanding of how these platforms influence job
performance. Exploring the role of organizational culture, leadership styles, and individual
differences in technology proficiency could also provide a more nuanced view of the factors
that mediate the relationship between social media use and job performance.
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