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Abstract. This research aims to examine the influence of social media communi-
cation based on two kinds of communication, work-related and non-work-related,
on employee innovative work behavior. A quantitative research method was used
on 385 employees as samples to achieve the objective of this research. The data
were analyzed using Structural Equation Modelling with IBM SPSS Amos 22
software. This study showed that social media communication for work-related
communication directly affects employee innovativework behavior.Work engage-
ment can also mediate the effect of work-related communication on innovative
work behavior. However, communication for things other than work-related done
by employees has no direct or indirect effect on their innovative work behavior.
This research contributes to knowledge about the influence of social media usage
on communication by employee and employee innovative work behavior. This
research also has practical benefits for organizations in showing its support for the
employee to do innovation activities despite the challenge of working remotely
are endangering innovation.
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1 Introduction

Innovation plays a critical role in organizations as its role in contributing to organiza-
tion successes through sustaining business in the highly competitive market as well as
gaining competitive advantage. Therefore, an organization must provide and support
its employee to innovate. However, the development of innovation in Indonesia has
been showing poor performance in the last two years of the Global Innovation Index,
notably for a business sophistication index which measures how conducive a company
or organization is to supporting innovative activities within them.

Innovation is one of the main drivers of change and is not limited to producing new
products but is also considered as finding new ways to organize, create better work prac-
tices, and also think of better ways of doing things, including services [1]. Furthermore,
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innovation could also mean adopting new products, systems, processes, programs, ser-
vices, or business models for organizations. To sustain during intense competition and
achieve competitive advantage and organizational success, an organizationmust consider
innovation as the key to achieving them [2]. There is a lack of understanding between
creativity and innovation; the two of them are different, where the ideas that are formed
or produced in creativity are not implemented, while the implementation of these ideas
is called an innovation [3].

The greater the company’s efforts in creating a supportive environment for inno-
vation, the higher the level of motivation, commitment, and employee engagement that
leads to increased company performance [4]. Innovation also plays a vital role in helping
organizations adapt quickly to economic change and gain a competitive advantage [5].
Involvement of innovation within an individual scale is described as innovative work
behavior, a deliberate effort to create, introduce, and implement new ideas in work roles,
groups, or organizations, to be able to provide benefits to a person’s performance based
on his or role, group, or organization [6]. The relationship between innovative work
behavior and workload has been explained by the job demands and job resources (JD-
R) model through work engagement. When employees have a moderate level of job
demands, they will be more engaged with their work, making them more involved in
carrying out innovative activities [7].

Work engagement is also believed to be a driver for innovative work behavior [8] and
positively related to each other [9]. Work engagement is a positive feeling, achievement
of a work-related state of mind and can be identified by high levels of energy and
mental resilience at work, and a desire to exert effort in work, and shows persistence
when encountering difficulties (vigor), is fully involved in a task, and finds a sense of
self-importance, feels enthusiastic, inspired, proud, and challenged (dedication), and
is entirely concentrated, focused and too fixated on work so that time feels fleeting
(absorption) [10]. Work engagement is a popular concept used by many studies because
it can be used as an excellent predictor of essential effects on employee performance,
group performance, and organization.

One of the job resources, which is communication among employees, has been
impacted by the presence of technology and the internet, and it could create negative
effects like work interference and impact the level of work engagement of employees
[11]. To communicate effectively between employees, social media has been used and
developed to facilitate employees in doing so. Social media is a group of Internet-based
applications that build on the ideological and technological foundations of Web 2.0
that allow the creation and exchange of User Generated Content [12]. Social media
was initially created for personal use but its usage has been increasingly expanded to
professional [13] and its usage is to fulfilled organizational purposes and were designed
to be used exclusively to connect professionals in specific fields or provide a platform for
an employee to socialize and exchange ideas through discussion within an organization
or a company.

There are two types of social media platforms commonly used internally within
an organization, which refer to enterprise social media and general social media sites
adopted by organizations. First is enterprise social media or network, which is defined as
a platform created specifically for internal communication andwas created for the sake of
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increasing social interaction, such as for the needs of sharing work content, exchanging
information, and collaboration, and the second is general socialmediawhich is described
as a social networking site used by the general public and open to anyone to administer
[14].

Enterprise social networks affect employee job performance, specifically employee
job satisfaction and turnover intention [15]. Furthermore, communication in socialmedia
professionally can be divided into two kinds of communication which are work-related
communication and non-work-related communication. A direct and positive relation-
ship was found between employee communication on social media for work matters
and work engagement. In contrast, communication with social media by employees for
purposes other thanwork has an indirect and positive relationshipwithwork engagement
through social support and organizational identification [16]. Both social support and
organizational identification are identified as job resources that are believed can enhance
a sense of belonging between employees and an organization where they belong.

It has also been found that usage of social media in organizations for both work pur-
poses and social purposes can improve the team and employee performance [17] as well
as enhance psychological meaningfulness, safety, and availability among employees.
Based on this result, ESM usage makes employees feel more confident and satisfied,
which leads to the enhancement of their work meaningfulness as well as promoting
psychological safety at work by encouraging harmony and supporting the work envi-
ronment. Based on the results and findings from previous research, this study aims to
examine employee innovative work behavior and other aspects such aswork engagement
and social media communication.

2 Methods

A quantitative research method has been applied in this study which usually measures
consumer behavior, knowledge, opinions, or attitudes [18]. Based on its purposes, this
type of study is descriptive research and has been conducted to describe a phenomenon
or characteristic related to the subject population, while based on the time dimension,
this research is a cross-sectional study that was conducted once and represented a portrait
of one point in time. In this study, the type of sampling used is non-random/probability
sampling with unrestricted selection elements, which was included in the convenience
category (Fig. 1).

The research hypotheses are formulated as follows:

H1: Work-related communication positively and significantly influences work engage-
ment
H2: Non-work-related communication positively and significantly influences work
engagement
H3: Work engagement positively and significantly influences innovative work behavior
H4: The influence ofwork-related communication and non-work-related communication
on innovative work behavior are mediated by work engagement
H4a: The influence of work-related communication on innovative work behavior is
mediated by work engagement
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Fig. 1. Conceptual research model

H4b: The influence of non-work-related communication on innovative work behavior is
mediated by work engagement

The sample selected in this study was full-time employees from various industries
with at least a one-year employment period of working in the current company and
supervisors aswell as colleagues in Indonesia. 443 respondents filled out the online ques-
tionnaire, but only 385 respondents’ answers were analyzed using structural equation
modeling Amos 22 from March to May 2022.

The measurement of four variables was administered and distributed by online ques-
tionnaire using Google Forms. This questionnaire consists of 28 items for each represent
variable measured. The 9 items for innovative work behavior [6], 17 items to measure
work engagement [19], and 2 items for social media communications (1 item for work-
related and 1 item for non-work-related communication) [16]. All items respond from 1
to 7 using the Likert scale, where 1 represents strong disagreement from the respondent
to the statement in the questionnaire and 7 represents strong agreement.

3 Result and Discussion

3.1 Demographic Analysis

The demographic profile analysis from this research has shown that based on gender,
female respondents dominated in this research (239;62,1 percent). As for age, most of
the respondents are between 20 and 29 years old (217; 56,4 percent). We also asked
for educational background; most respondents completed their bachelor’s degree (261;
67,8 percent). In terms of working setups, most of the respondents have been working
hybrid for the past two years (261; 67,8 percent). Most of the respondents work in
services industries with a percentage of 24,9 percent (96 respondents) (Table 1). As for
the social media demography, WhatsApp was the most popular among the respondents
to communicate work-related with others (329; 85,5 percent).

3.2 Measurement

This research conducted structural equation modelling using Amos 22 to analyze the
measurements and structural model. This study examined several measurements, such
as convergent validity, discriminant validity, and composite reliability tests of the mea-
surement model. The model with a standardized loading factor (SLF) and an average
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Table 1. Demographics of respond

Information Frequency (%)

Gender

Male 146 37,9

Female 239 62,1

Age

20 to 29 years old 217 56,4

30 to 39 years old 92 23,9

40 to 49 years old 54 14

>49 years old 22 5,7

Education

High school/Vocational 15 3,9

Diploma 37 9,6

Bachelor 261 67,8

Master Degree 72 18,7

Industries

Services Company 96 24,9

Wholesale and Retail Trade; Repair and
Car Maintenance

50 13

Financial and Insurance Services 49 12,7

Manufactures 40 10,4

Communication and Information 34 8,8

Government Administration, Defense, and
Social Security

34 8,8

Working method

Work from home 50 13

Work from office 74 19,2

Hybrid 261 67,8

Social Media

WhatsApp 329 85,5

Microsoft Teams 21 5,5

Slack 12 3,1

Telegram 9 2,3

Skype 6 1,6

Others 8 2
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variance extracted (AVE) greater than or equal to 0.5 [20] is considered good. In this
study, for the statistical results, the measurement range of SLF is between 0.534 and
0.899, which has been proven that all items are valid.

Furthermore, the AVE value is a range of 0.473–0.612, and we analyzed the instru-
ment reliability, which was assessed from the value of composite reliability (CR) with
a range of 0.754–0.886. According to Hair et al. (2019), the instrument with good reli-
ability has a value of 0.6 or above. However, a construct can still be considered reliable
even though it has a VE value of less than 0.5 as long as the CR value is more than 0.6
[21]. Thus, it can be concluded that all items are reliable.

This study has examined the goodness of fit to assess the proposed model. For the
Goodness of Fit Index (GOFI), values have been in the marginal fit index with a point
of 0.912. The Root Mean Square Error of Approximation (RMSEA) indicates a close
fit with 0.048, and for Comparative Fit Index (CFI) shows a good fit index with a point
of 0.961.

3.3 Hypotheses Testing

The statistical result from this study has shown a significant result in work-related com-
munication (t-values = 4,124) and work engagement in innovative work behavior (t-
values = 10,616). Thus, make H1 and H3 were accepted. However, there was no signifi-
cant effect shown from non-work-related communication on work engagement (t-values
= 1,274); therefore, H2 was rejected (Table 2).

The last hypothesis analyzed work engagement as the mediating role in the rela-
tionship between work-related communication, non-work-related communication, and
employee innovative work behavior. A partial mediation was found between work-
related communication and innovative work behavior. However, since there is no signifi-
cation result between non-work-related social media communication and work engage-
ment as well as innovative work behavior, there was no mediation effect. Thus, making
H4 partially supported whereas H4a was supported and H4b was rejected (Table 3).

Table 2. Hypotheses testing

Hypothesis Path t-value SLF Result

H1 Work-related communications
→ Work Engagement

4,124 0,160 Accepted

H2 Non-work-related
communications → Work
Engagement

1,274 0,041 Rejected

H3 Work Engagement →
Innovative Work Behavior

10,616 0,526 Accepted
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Table 3. Mediation result

Path Direct Effect Indirect Effect Total Effect Result

Work-related
communications → Work
Engagement → Innovative
Work Behavior

0,010 0,147 0,158 Partial mediation

Non-work-related
communications → Work
Engagement → Innovative
Work Behavior

0,077 0,045 0,122 Non-mediation

4 Conclusions

After doing an analysis based on theories supported and results of this study, the
researchers could conclude as follow: 1. This study analysed the influence of social
media communication on work-related and non-work-related and work engagement,
and the effect between them leads further to employee innovative work behaviour. The
results showed that the work engagement role mediates the influence of work-related
communication on innovative work behaviour. In contrast, both the direct and indirect
effect of non-work-related communication on employee innovative work behaviour has
not been found in this study.

Communication practices and information accessibility can be improved when orga-
nizations prioritize the usage of social media by employees to communicate about work
that has been done and play a vital role in the construction of their engagement to work
[22, 23]. Therefore, the more communication about work being done by employees,
the higher the chances for employees to show engagement in their work. On the other
hand, communication that is not related to work on social media strengthens the neg-
ative relationship between employee pressure that hinders employee self-development
and employee creativity. This indicates that there is a negative side that affects social
media usage for non-work matters [24].

2. Organizational performance is primarily affected and determined by employee
performance. Therefore, the organization’s role is to support and create an environment
for employees to show the performance expected by the organization. The result indicates
that the higher level of engagement to work in employees, the more they are willing to
innovate, which has been proven to affect organizational performance.

However, despite the significant results in this study, several limitations have been
acknowledged. Our study was conducted online, so researchers could not have a direct
observation of the respondent. The respondent came from various industries. The poten-
tial for bias to occur due to the tendency of data in certain groups that have different job
characteristics can be considered conduct.

Organizations should pay more attention to social media communication practices
and provide opportunities for employees to focus on their work by maintaining their
motivation to finish the task or solving the problems they are facing in the middle by
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generating ideas or implementing those ideas so they can produce an effective way to
accomplish their goals.

References

1. Palmer, I., Dunford, R. & Buchanan, D. A. Managing Organizational Change : A Multiple
Perspectives Approach, 3rd Edition. (Mc Graw Hill, 2017).

2. Afsar, B., Al-Ghazali, B. M., Cheema, S. & Javed, F. Cultural intelligence and innovative
work behavior: the role of work engagement and interpersonal trust. Eur. J. Innov. Manag.
24, 1082–1109 (2020).

3. VanKnippenberg, D. Team Innovation.Annu. Rev. Organ. Psychol. Organ. Behav. 4, 211–233
(2017).

4. Shanker, R., Bhanugopan, R., van der Heijden, B. I. J. M. & Farrell, M. Organizational
climate for innovation and organizational performance: The mediating effect of innovative
work behavior. J. Vocat. Behav. 100, 67–77 (2017).

5. Bos-Nehles, A., Renkema, M. & Janssen, M. HRM and innovative work behaviour: a
systematic literature review. Pers. Rev. 46, 1228–1253 (2017).

6. Janssen,O. Job demands, perceptions of effort-reward fairness and innovativework behaviour.
J. Occup. Organ. Psychol. 73, 287–302 (2000).

7. Montani, F., Vandenberghe, C., Khedhaouria, A. & Courcy, F. Examining the inverted U-
shaped relationship between workload and innovative work behavior: The role of work
engagement and mindfulness. Hum. Relations 73, 59–93 (2020).

8. van Zyl, L. E., vanOort, A., Rispens, S.&Olckers, C.Work engagement and task performance
within a global Dutch ICT-consulting firm: The mediating role of innovative work behaviors.
Curr. Psychol. 40, 4012–4023 (2021).

9. Nazir, O. & Islam, J. U. Influence of CSR-specific activities onwork engagement and employ-
ees’ innovative work behaviour: an empirical investigation. Curr. Issues Tour. 23, 3054–3072
(2019).

10. Meijerink, J., Bos-Nehles, A. & de Leede, J. How employees’ pro-activity translates high-
commitment HRM systems into work engagement: the mediating role of job crafting. Int. J.
Hum. Resour. Manag. 31, 2893–2918 (2018).

11. Orhan, M. A., Castellano, S., Khelladi, I., Marinelli, L. & Monge, F. Technology distraction
at work. Impacts on self-regulation and work engagement. J. Bus. Res. 126, 341–349 (2021).

12. Kaplan, A. M. & Haenlein, M. Users of the world, unite! The challenges and opportunities
of Social Media. Bus. Horiz. 53, 59–68 (2010).

13. Fusi, F. & Zhang, F. Social Media Communication in the Workplace: Evidence From Public
Employees’ Networks. Rev. Public Pers. Adm. 40, 245–271 (2018).

14. Men, L. R., O’Neil, J. & Ewing, M. Examining the effects of internal social media usage on
employee engagement. Public Relat. Rev. 46, 101880 (2020).

15. Zhang, X.,Ma, L., Xu, B.&Xu, F. How socialmedia usage affects employees’ job satisfaction
and turnover intention: An empirical study in China. Inf. Manag. 56, (2019).

16. Oksa, R., Kaakinen, M., Savela, N., Ellonen, N. & Oksanen, A. Professional social media
usage: Work engagement perspective. New Media Soc. 23, 2303–2326 (2021).

17. Song, Q., Wang, Y., Chen, Y., Benitez, J. & Hu, J. Impact of the usage of social media in the
workplace on team and employee performance. Inf. Manag. 56, (2019).

18. COOPER, D. BUSINESS RESEARCH METHODS. (MCGRAW-HILL US HIGHER ED,
2013).

19. Schaufeli, W. B., Bakker, A. B. & Salanova, M. TheMeasurement ofWork EngagementWith
a Short Questionnaire. Educ. Psychol. Meas. 66, 701–716 (2016).



1526 H. Amalina and E. S. Pusparini

20. Hair, J. F., Babin, B. J., Anderson, R. E. & Black, W. C. Multivariate Data Analysis, 8th
edition. (Cengage India, 2018).

21. Fornell, C. & Larcker, D. F. Evaluating Structural Equation Models with Unobservable
Variables and Measurement Error. J. Mark. Res. 18, 39 (1981).

22. van Zoonen, W., Verhoeven, J. W. M. & Vliegenthart, R. Understanding the consequences of
public social media use for work. Eur. Manag. J. 35, 595–605 (2017).

23. van Zoonen, W. & Banghart, S. Talking Engagement Into Being: A Three-Wave Panel Study
Linking Boundary Management Preferences, Work Communication on Social Media, and
Employee Engagement. J. Comput. Commun. 23, 278–293 (2018).

24. Ding, G., Liu, H., Huang, Q. & Gu, J. Enterprise social networking usage as a moderator
of the relationship between work stressors and employee creativity: A multilevel study. Inf.
Manag. 56, 103165 (2019).

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative
Commons license, unless indicated otherwise in a credit line to the material. If material is not
included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from
the copyright holder.

http://creativecommons.org/licenses/by-nc/4.0/

	Influence of Social Media Communication on Employee Innovative Work Behavior: Mediating Role of Work Engagement
	1 Introduction
	2 Methods
	3 Result and Discussion
	3.1 Demographic Analysis
	3.2 Measurement
	3.3 Hypotheses Testing

	4 Conclusions
	References




