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Abstract: Social media is no longer a negligible phenomenon; tools like Facebook, LinkedIn or YouTube have taken the world in a 
storm. Social media has become a mainstream, modified personal relationships, allowed individuals to contribute to number of 
issues and generated new possibilities and challenges to facilitate collaboration. Organizations have urgent need of not only 
focusing on innovation of new products and services, but also paying specific attention to effective knowledge sharing, which is of 
vital importance for their success. The potential advantage of embracing and implementing social media is enormous. Although the 
interest in social media is increasing, on the one hand knowledge workers and managers are waiting to get involved in this 
collaborative world, because they may not feel motivated or may not be aware of the advantages of using these tools for work 
purposes. On the other hand, organizations do not tend to allow their employees to use social media technologies because they 
may be concerned about the risks and consequences of a potential misuse. Our exploratory survey investigates how internal or 
external social media technologies are being used for knowledge sharing during work or for professional development. The study 
was accomplished with the help of enterprises and institutions operating in Hungary from profit and non-profit sectors, applying 
quantitative research methods. In total 299 individuals participated by completing the online, web-based questionnaire. The results 
have shown that Hungarian organizations prefer not to allow the usage of external social media; but where the employees are 
supported to reach these tools, high proportion of the people utilize them. The paper provides recommendations to the 
organizations how to foster motivating employees for using social media technologies for work purposes in knowledge sharing. In 
the discussion, a short summary of our study, managerial implications and new research direction are presented. 
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1. Introduction  
Knowledge has always seen as one of the key strategic resources that can produce sustained long-term competitive 
advantage. Knowledge is the ability of people and organizations to understand and act effectively. Having knowledge 
supports to cope with daily routine works and it can also set up everyone to deal with new situations and utilize when 
needed. 
 
Organizations that need to thrive, compete, and operate in an ever evolving environment, cannot leave the 
development of knowledge within the organization to chance. The exchange of information and knowledge among 
employees is a vital part of knowledge management. Actually, the organizations are faced with the challenge how to 
get people to share their knowledge.  
 
For several decades, the world's best-known forecasters of social change have predicted the emergence of a new 
economy where brainpower and knowledge, not traditional sources of energy and machine power is the critical 
resource. However, this future is already here and the knowledge economy has arrived. This evolving era is 
characterized by rapid change and uncertainty, the increasing importance of knowledge and knowledge management 
and the popularity of new information technologies that have the potential to radically change the way organization 
do business.  
 
The single most significant technological development in the last 20 years has been the Internet. The Internet makes it 
possible for individuals to connect, collaborate and share knowledge, information, document, photo, video, etc. 
continuously with anyone in the world. Furthermore, people are able to make use of social media tools in order to 
increase range and richness of their networks, gather information and nowadays, increasingly organizations are 
finding ways of integrating social media into their business processes (Gaál et al, 2014). 
 
This paper is organized as follows. First, in the theoretical background knowledge management, knowledge sharing is 
defined followed by a discussion on social media technologies and research review from all over the world. The third 
section explains the research framework and the fourth section discusses the research results regarding the role of 
social media tools in knowledge sharing. Conclusion and direction for future work is in the final part of this paper. 
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2. Theoretical background 
This section starts with a general introduction into the theory of knowledge management, knowledge sharing and the 
next paragraph is about social media technologies. 

2.1 Knowledge management 

As we have noted above knowledge is becoming a strategically important resource and a very significant driver of 
organizational performance (Yesil and Dereli, 2013). Either located in the minds of the individuals (tacit knowledge) 
(Polányi, 1966), embedded in organizational routines and norms, codified in technological devices (explicit knowledge) 
(Nonaka and Takeuchi, 1995), knowledge enables the development of new competences (Choo, 1998). Successful 
companies are those that consistently create new knowledge, disseminate this knowledge throughout the 
organization, and embody it in technologies, products and services (Gottschalk, 2007; Gaál et al, 2009). Knowledge 
management describes the processes of acquiring, developing, sharing, exploiting and protecting organizational 
knowledge to improve organizations’ competitiveness. Negroponte (1995) conceived the concept of “knowledge” as 
the most recent input factor for business organizations and a key to their future competitiveness.  
 
A review of the research literature in Knowledge Management provides many definitions of knowledge and 
knowledge management distributed among numerous important journals, studies and books. Our research group 
adopted the definition of knowledge management utilized by KPMG (2003:4) namely: “knowledge management is a 
systematic and organised approach to improve the organisation’s ability to mobilise knowledge to enhance 
performance”. 
 
Many organizations and institutions have recognized the importance of knowledge and knowledge management to 
the future performance of both businesses and society. For example, the report Europe 2020 sets out a new vision of 
Europe's social market economy for the 21st century. One of the priorities it puts forward is the promotion of smart 
growth, which is, developing an economy based on knowledge and innovation. Such smart growth requires among 
others things the promoting of innovation and knowledge transfer, making full use of information and communication 
technologies and ensuring that innovative ideas can be turned into new products and services (European Commission, 
2010).  
 
The emergence of the knowledge economy and the recognition of knowledge as a key factor in the achievement of 
competitive advantage are making it critical to understand and develop effective approaches to knowledge 
management. 
Organizations around the world have focused on knowledge management and have already developed knowledge 
management programs in order to improve their performance with varying degrees of success. Clearly one important 
set of activities involves the defining knowledge and constructing the metrics to assess how effectively an organization 
is managing (sharing) its knowledge (intellectual capital). The development of this definition and the creation of 
metrics is clearly challenging but is a necessary first step towards improving knowledge management practices since it 
has been cogently argued that one cannot improve what one cannot somehow measure (Gaál et al, 2008).  
 
Although a standard global approach to knowledge management does not exist three general activities involved in 
knowledge management have been identified. These activities are integrated together into the overall knowledge 
management process. The three major activities are (Figure 1):  

1. Knowledge capture and/or creation,  
2. Knowledge sharing and dissemination,  
3. Knowledge acquisition and application (Dalkir, 2005).  
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Figure 1: Integrated knowledge management cycle (Dalkir, 2005:43) 

2.2 Knowledge sharing 

Sharing is a common activity for everyone, but knowledge sharing within an organization is a complex and 
complicated issue. Knowledge sharing is the process by which knowledge of individuals is converted into a form that 
can be understood and used by other individuals (Ipe, 2003). Knowledge sharing refers to the task to help others with 
knowledge, and to collaborate with others to solve problems, develop new ideas, or implement processes (Cummings, 
2004).  
 
There are four factors that influence knowledge sharing (Ipe, 2003): 

1. Nature of knowledge 

2. Tacit form: located in the individual’s mind (Polányi, 1966) 
3. Explicit form: embedded in organizational routines and norms, codified in technological devices (Nonaka and 

Takeuchi, 1995).  
4. Motivation  
5. Internal factors: perceived power (Gray, 2001) and reciprocity (Davenport and Prusak, 1998) 
6. External factors: relationship with the recipient and rewards for sharing (Hall, 2001) 
7. Opportunities 
8. Formal: training programs, team works, technology-based systems 
9. Informal: personal relationships and social networks 
10. Culture of the work environment 
11. Organizational culture determines values, beliefs, and work systems that could encourage knowledge sharing 

(Janz and Prasarnphanich, 2003) 
 
There are three generations of knowledge sharing (Bellefroid, 2012):  

1. First generation: the traditional way of knowledge sharing is the concept of codification (Hansen et al, 1999) 
and storage. This way can easily be supported by information technologies. 

2. Second generation: focuses on the social component, personalization (Hansen et al, 1999), and the way 
people co-operate and communicate. Formal and informal opportunities can be used like mentoring, 
coaching or face-to-face meetings. Codification is mostly used as a starting point, were new employees can 
find out what employees know and what knowledge is available. Personalization is used to see the application 
of the available knowledge.  

3. Third generation: social networks are the new ways to get in touch with experts and to search for knowledge 
outside the organization. Using social media tools enable less physical contact between employees. 
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Organizations have urgent need to pay specific attention to effective knowledge sharing, which is vital importance for 
their success and to achieve competitive advantage. Knowledge sharing can be materialized in written form through IT 
systems or via face-to-face communications. It is important for the next generation managers to provide opportunities 
for people to share their knowledge. Organizations have to stimulate a need to share knowledge among a group of 
people. When this need appears, physical or electronic spaces are likely to be used for knowledge sharing purposes 
(Huysman and Wit, 2004). About physical knowledge sharing several research has been done (Bock et al, 2005; 
Hansen et al, 2005, Quigley et al, 2007; Wang and Noe, 2010).  

2.3 Social media technologies 

Social media has a variety of broad definitions, such as "collaborative online applications and technologies which 
enable and encourage participation, conversation, openness, creation and socialization amongst a community of 
users” (Bowley, 2009:15), web-based tools and practices enabling participation and collaboration based on 
individuals’ activities (Storey et al, 2010). Surowiecki (2005) defined that social media is to make use of the “wisdom of 
the crowd”. Group of people are better at problem solving, fostering decision making than the individuals alone. New 
ways of inspiring and exploiting knowledge sharing are forcing organizations to expand their knowledge sharing 
technologies and practices (Mentzas et al, 2007).  
 
The term “Web 2.0” was generated by O’Reilly Media in 2004 (O’Reilly, 2005). It refers to technologies that allow 
individuals to interactively participate with information and with other individuals, and to build networks based on 
mutual personal or professional interest. Web 2.0 facilitates social networking therefore is also referred to as the 
social media. These technologies - blogs (like Blogger), video sharing (like YouTube), presentation sharing (like 
SlideShare), social networking service (like Facebook, LinkedIn), instant messaging service (like Skype) and groupware 
(like Google Docs) - foster a more socially connected platform (Anderson, 2007).  
 
Vuori (2011) characterises social media by considering the extent to which they support communication, 
collaboration, connecting, completing and combining (5C) (Jalonen, 2014): 

1. Communication: social media provides new tools to share, store and publish contents, discuss and express 
opinions and influence: 

2. Blogs (e.g. Blogger) and microblogs (e.g. Twitter), 
3. Video sharing (e.g. YouTube),  
4. Presentation sharing (e.g. SlideShare),  
5. Instant messaging service (e.g. Skype). 
6. Collaboration: social media enables collective content creation and edition without location and time 

constraints: 
7. Wikis (e.g. Wikipedia)  
8. Groupware/shared workspaces (e.g. GoogleDocs). 
9. Connecting: social media offers new ways of networking with other people, socialising oneself into the 

community: 
10. Social networking services (e.g. Facebook, LinkedIn).  
11. Completing: social media tools are used to complete content by describing, adding or filtering information, 

tagging contents, and showing a connection between contents:  
12. Visual bookmarking tool (e.g. Pinterest),  
13. News aggregator (e.g. Digg).  
14. Combining:  social media tools are developed for mixing and matching contents. Combination of pre-existing 

web services that allow a certain user within a platform to use another application, in a specific window, 
without the need to get out of the initial website (Bonson and Flores, 2011). 

15. Mash-ups (e.g. Google Maps). 
 
Six characteristics have been identified that provide value to social media (Postman, 2009): 

1. Authenticity: possibility to let the real voices of real people come through.  

2. Transparency: ability for shareholders to see the financial performance; through blogs, communities and 
others information can also be made visible to the public. 
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3. Immediacy: ability of companies, members of the public to communicate, and to engage in online 
conversations.  

4. Participation: possibility for anyone to participate in corporate conversation, on the company’s blog, 
independent forums, personal blogs, etc. online. 

5. Connectedness: ability to connect and share in thousands of places.  
6. Accountability: ability to detect users (leave a trail of IP addresses and other clues). 

 
Figure 2: Social media – features, content, means, people and purpose (Jalonen, 2014:1372) 
In other research user-friendliness, interactiveness, openness and uncontrollability, velocity, and real-timeness have 
been mentioned to be the main characteristics of social media (Kaplan and Haenlain, 2010; Denyer et al, 2011; 
Kietzmann et al, 2011; Fournier and Avery, 2011). 

2.4 Research on knowledge sharing and social media tools 

Several research has been conducted about using social media and Web 2.0 in the workplace for sharing knowledge. 
Paroutis and Saleh (2009) investigated the key determinants of knowledge sharing and collaboration using Web 2.0 
technologies by exploring the reasons for and barriers to employees’ active participation in its various platforms 
within a large multinational firm. Their study identifies the key determinants of knowledge sharing and collaboration 
using Web 2.0 technologies by exploring the reasons for and barriers to employees’ active participation in its various 
platforms within a large multinational firm. Using insights from both users and non-users of Web 2.0, the following 
four key determinants were identified: history, outcome expectations, perceived organizational support and trust. 
 
Dumbrell and Steele (2014) presented an informal knowledge management framework based on the system 
capabilities present in social media technologies as well as the requirements of older adult users. The system 
capabilities distinctive to social media technologies are: public peer-to-peer sharing, content evaluation amongst 
peers, and the “push” nature of these systems. 
 
Behringer and Sassenberg (2015) studied the relation between importance of knowledge exchange, deficits in 
knowledge exchange, perceived usefulness of social media for knowledge exchange, as well as social media 
experience on the one hand and the intention to use knowledge exchange technology on the other hand. The results 
showed that the interplay between the importance and deficits concerning knowledge exchange, perceived 
usefulness of social media for knowledge exchange, and experience in social media use jointly affected the intention 
to apply social media for knowledge exchange after their implementation.  
 
Another study (Sigalaa and Chalkiti, 2015) investigates the relation between social media use and employee creativity 
by adopting a knowledge management approach in order to consider the influence of social networks and interactions 

www.ejkm.com 189                 ISSN 1479-4411 

http://www.ejeg.com/


Electronic Journal of Knowledge Management Volume 13 Issue 3 2015 

on individuals’ creativity. Their findings highlight the need to shift focus from identifying and managing creative 
individuals (micro level) and/or organisational contexts (macro level) to creating and managing creative social 
networks (meso level). The use of social media for externalising, disseminating and discussing information with others 
within various social networks as well as for combining and generating shared (new) knowledge can further trigger, 
enrich and expand the employees’ individual cognitive abilities and provide them with stimuli for generating and (co)-
creating more and newer ideas/knowledge. 

3. Research framework 
The methodology undertaken in this study was an exploratory research examining the peculiarities of knowledge 
sharing activities among Hungarian organizations. The authors at the University of Pannonia, Veszprém were involved 
in the development and implementation of the “Organizational knowledge sharing in Hungary 2013/2014” 
questionnaire survey (KPMG Academy, 2014), which was executed with the collaboration of the KPMG Academy, 
Budapest. The main objective of our research is to determine the characteristics of using social media technologies as 
knowledge sharing tools. 

3.1 Data collection 

Based on the literature and our previous survey (KPMG‐BME Academy, 2006) an online survey was carried out in 
LimeSurvey, which is a web application. In the short description, it was stressed that the answers would be 
anonymous, and only used for this study. Respondents could leave their e-mail address in order to be informed about 
the results later.  
 
More than 1500 individuals received an e-mail requesting 15 minutes of their time to fill in a questionnaire about 
internal and external knowledge sharing tools and practices. The message contained a link to the LimeSurvey. The 
survey instrument consisting of four demographic questions and forty-three questions related to knowledge 
management, divided into three main areas: knowledge management, knowledge sharing and leadership practice 
(this paper does not discuss this topic). The participation of this study was voluntary. In the course of the survey, 
answers from 299 organizations were included in the database. The completed questionnaires were exported from 
LimeSurvey to Excel and SPSS files. 

3.1.1 Participants 

The participating organizations are all operated in Hungary; they are private-owned Hungarian companies, 
subsidiaries of multinational companies, and other organizations in the field of public administration, but the exact 
statistical composition is unknown, as the questionnaire did not have questions about industry sectors’ classification. 
Based on the number of employees, 55% large companies, 24% medium-sized enterprises, 10% small businesses and 
11% micro businesses. A little bit more than half of the organizations (54%) is a domestic subsidiary of a foreign 
company, and 46% is Hungarian-owned company. 27% of the respondents are top managers, 42% middle level 
managers and 31% white collar workers. The participants belong to three generations; 22% from Baby Boomers, 60% 
from Generation X and 18% from Generation Y (KPMG Academy, 2014). 

3.2 Statements of the empirical survey 

In general, we can state that knowledge is still considered as a strategic asset characterized by the increasing 
proportion of, however, we cannot see that a wider range of organizations create formal knowledge management 
strategy. At the same time we realized the growing number of projects and initiatives for knowledge sharing that the 
organizations try to support (KPMG Academy, 2014). 

3.2.1 Knowledge management strategy and initiatives 

The respondents’ answers show that organizations in Hungary has just started to implement knowledge management 
strategies. Still only 37% of participated organizations have developed a formal strategy (the same percentage like in 
survey 2006); however, 81% states that knowledge is a strategic asset (KPMG-BME Academy, 2006; KPMG Academy, 
2014).  
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Figure 3: Knowledge management strategies and initiatives (KPMG Academy, 2014: 8) 
 
There is still a huge gap between the theory and the reality. A remarkable growth can be detected to be related to 
knowledge sharing programs, initiatives or projects exists in the respondents’ organizations (from 46% to 69%). 
Elaborating knowledge management strategy is still not a typical activity, but it does not mean that organizations do 
not try to support the dissemination of knowledge somehow.  In our study, it is concluded that almost half of the 
participated large companies (45%) have formal strategy development while this rate is only 29% for the micro, small 
and medium-sized enterprises. We could determine the same rate for foreign-owned organizations (47%) compared 
with the Hungarians (27%) (Gaál et al, 2014). 

4. Research results 
Following section provides the results of the survey focusing on the existence and the usage of internal and seven 
external (available through official internal network) technologies and practices. 

4.1 Internal knowledge sharing technologies and practices 

Results of the survey indicate (Table 1) which internal knowledge sharing tools are allowed to use or enable the access 
inside the organizations and which social media tool are selected by the employees from the available ones for 
knowledge sharing purposes during work (KPMG Academy, 2014). 

Table 1: Existence and usage of internal knowledge sharing technologies/practices  
Tool Meaning Existence Usage* 

Internal training A method of preparing an employee to perform 
a task. 89% 94% 

Document management 
system and knowledge 
repository 

Providing a comprehensive solution for managing 
capture, index, storage, retrieve of any information. 76% 89% 

Participation in the life of a 
communities of practices 

Groups of people who are formed to share and 
create skills, knowledge, and expertise among 
employees. 

70% 79% 

Internal instant messaging 
service 

Facilitating near real-time text based 
communication between two or more participants. 56% 83% 
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Presentation sharing 
Offering the ability to publish any kind of 
organizational presentations to a specific audience 
or the entire world. 

46% 80% 

Groupware Enabling group collaboration over a network, 
providing flexible communication structures. 44% 59% 

Internal social networking 
services 

Providing the network’s members access to 
information and knowledge. 35% 78% 

Internal blogs Offering individuals/groups to capture and publish 
information about specific topics. 33% 63% 

Knowledge map 
Presenting what knowledge resides where (people) 
and for demonstrating the patterns of knowledge 
flow (distribution). 

31% 68% 

Competence centre/ centre of 
excellence 

Consultants with specific areas of knowledge and 
experience. 30% 68% 

Internal video sharing Offering the ability to publish video content to a 
specific audience or the entire world. 19% 71% 

*At this question those organizations constituted the population where these technologies exist, therefore the usage 
is possible. 
 
The most popular practice for knowledge sharing is internal training, and three‐quarters of the participated 
organizations have a document management system and knowledge repository and have the possibility to take part in 
the life of communities of practices. Every second organization tend to support instant messaging service, but 
concerning the other technologies, less than half of organizations enable the accessibility. However, where the 
employees are allowed to use any of these tools, high proportion (in every case more than 50%) of the people utilize 
them for knowledge sharing during work or for professional development. 

4.1.1 Relationships 

We explored the relationship between individual characteristics and willingness to use the internal social media 
technologies (Gaál et al, 2014). We have found connection regarding presentation sharing technologies, the elder the 
generation the higher percentage applies (60% of Baby Boomers, 39% of Generation X, and only 35% of Generation Y). 
What could be the reason? How many people make presentations nowadays at all? For example, the TED talks are 
typically held without any presentation, some photos may be used as an illustration. Or just think about using Prezi, 
which is an auto-sharing application. 
 
Regarding internal social networking service we found relationship with both individual characteristics. With rise of 
age, the willingness to use this tool for knowledge sharing during work increases: 25% of Generation Y, 41% of 
Generation X, 55% of Baby Boomers. Regarding the position, only 26% of white collar workers, while nearly half (47%) 
of managers (middle level and top management) utilize the internal social networking service. The higher one position 
is the greater the need for such a tool, which facilitates to establish collaboration with colleagues working in other 
departments or in other countries at an international organization. Younger people choose open systems and they use 
such applications which has a free access anytime and anywhere and they do not use the term Intranet at all. 
 
The survey stated that the usage of internal instant messaging service is typical rather for top management (58%) and 
less, only for a little bit more than one third of the middle level managers and white collar workers (38%). It is 
assumed that for international organizations, at top management level there are numerous negotiations take place 
across national borders, and these tools mean a more cost-effective solution. 
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4.2 External knowledge sharing technologies and practices 

As regards the external technologies’ existence (Figure 4) it can be stated that the participated organizations prefer 
not to allow the usage of these tools. 

 
Figure 4: Existence of external knowledge sharing technologies/practices (KPMG Academy, 2014:10) 
In reference to external technologies, the situation of accessibility is much worse. There are only two knowledge 
sharing tools, which can be found more than half of the organizations, the participation in communities of practices 
and social networking service, but only third (or less) of the organizations allow the usage of instant messaging 
service, blog, video sharing, groupware or presentation sharing. 
 
We were interested in which technologies are used for knowledge sharing during work or for professional 
development at the participated organizations (Figure 5). Those organizations constituted the population where the 
usage of these technologies is possible. 
 
It was an interesting result that the organizations where the employees are allowed to use these tools, high 
proportion (concerning six tools out of seven, more than 70%) of the people utilize them. 
 

 
Figure 5: Usage of external knowledge sharing technologies (KPMG Academy, 2014:10) 
Although interest in social media is increasing, organizations do not tend to allow their employees to use social media 
technologies because they may be concerned about the risks and consequences of a potential misuse, but on the 
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other hand knowledge workers and managers are still waiting to get involved in this collaborative world, because they 
may not feel motivated or may not be aware of the advantages of using these tools for work purposes.  

4.2.1 Relationships 

We also investigated the correlation between individual characteristics and willingness to use the external social 
media technologies. From the external social media tools only one relationship was encountered. Regarding the 
external social networking service (e.g. Facebook, LinkedIn), the higher the position, the more frequent the work-
related application is. 68% of top management, 59% of middle level managers and only almost the half (49%) of white 
collar workers use this tool for knowledge sharing during work. It is important to make a distinction between 
Facebook and LinkedIn. On Facebook less members from top managers but more from lower positions can be 
assumed, but on LinkedIn more and more top managers and experts appear because it is known that the executive 
head hunting companies often gather information from that site. The surprising result can be explained by the fact 
that the lower the position, the external social networking is typically not for professional usage rather than for 
maintaining friendship. Consequently, there is no reason to use this tool for work or for the purpose of knowledge 
sharing (Gaál et al, 2014). 

4.3 Practical implications 

Table 2 presents the possible social media tools that can be used by the communities with the aim to share knowledge 
with the wider audience and within the organization.  

Table 2: Usage possibilities of external social media tools for knowledge sharing 
 

Social media tool Description 

Facebook 

Facebook, as an external social networking service enables for a community to create a 
profile (and topic groups) with the aim to share information/knowledge to the followers 
(partners, potential customers) of their community page. Specific information should be 
shared only with the members; for a wider audience, commercials, news, etc. can be 
published. 

LinkedIn LinkedIn, as an external social networking service can be used for professional way, could 
be a perfect tool for finding information and experts. 

MeetUp 
Meetup, as an external communities of practice has online portals that facilitate group 
meetings in various localities around the world. People are contacting with others 
generally with the professional aim. 

Skype 

Skype, as an external instant messaging service is also an online conference tool, which 
can promote the instant communication and knowledge sharing between the community 
members. There can be numerous negotiations take place across national borders, and 
this tool means a more cost‐effective solution. 

GoogleDocs 

GoogleDocs, as an external groupware supports collaborative creation of knowledge. It 
can be used for sharing the documents without sending them via e-mails, but only sharing 
the link of the document. Other community members who have access to the GoogleDocs 
have a chance to modify the materials. 

Weblog 

Weblog, as a professional blog is an informational site published on the web and consists 
of posts typically displayed in reverse chronological order. Weblogs of the communities 
are focusing on partners, employees or everyone with the aim to share information or 
knowledge. 

YouTube YouTube as an external video sharing site allows users to upload, view, and share videos, 
and it makes use of Adobe Flash Video to display a variety of individual or corporate 
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Social media tool Description 

Facebook 

Facebook, as an external social networking service enables for a community to create a 
profile (and topic groups) with the aim to share information/knowledge to the followers 
(partners, potential customers) of their community page. Specific information should be 
shared only with the members; for a wider audience, commercials, news, etc. can be 
published. 

LinkedIn LinkedIn, as an external social networking service can be used for professional way, could 
be a perfect tool for finding information and experts. 

media video. 

SlideShare 

SlideShare as an external presentation sharing is a web-based slide hosting service. Users 
can upload presentations privately or publicly. The website can be used for businesses to 
share slides among employees more easily. SlideShare also provides users the ability to 
rate, comment on, and share the uploaded content. 

5. Conclusion 

This research was defined to find out more about the relation between social media tools and knowledge sharing 
within organizations. We can state that all generations (Bellefroid, 2012) of knowledge sharing can be found in the 
Hungarian organizations, but third one is rather at the initial step as most of the organizations do not allow their 
employees to utilize the benefits of the social media tools and not support to develop social networks through these 
technologies. Amazingly rapid expansion of the content sharing technologies has led to many of social media 
technologies becoming an integral part of many people's daily routine. We can easily collaborate and work with our 
colleagues at the opposite side of the world with the help of professional, fast instant messaging services in an 
effective way. Communities of practices’ “Meetup” video can be accessed almost immediately after the event on a 
video sharing site. Companies have to clearly identify what information and knowledge is to be kept confidential and 
what is to be shared and made available to others. Such practices as crowd-sourcing and open innovation practices 
have demonstrated the value of sharing information and knowledge that has previously been considered to be 
confidential.  
 
In future, we expect that both the internal and external usage of the social media tools will increase. In our study, 
social media emerges a new perspective. Enormous information and knowledge can be shared using powerful tools to 
a world in which the social factors play an essential role. In our new accelerated world, numerous technologies have 
been developed to support social capital connections (social networking services like Facebook, LinkedIn) and to 
communicate in a more effective way (instant messaging services like Skype, Viber). 
 
For organizations that ensure value to knowledge sharing, integrating social media tools into their daily business life is 
essential to enable for the employees an easy access; and offer trainings to inexperienced users. For example 
developing document- or knowledge management systems while ignoring the power of social media that everyone 
uses daily would be wasteland. A numerous opportunities exist using social media tools in action:  

 Communication between employees can be encouraged to support problem solving: if organization 
needs an expert for a specific task, a post can be placed on a blog and likely receive a response from 
another employee or search on LinkedIn to find the a person, who can help. 

 Convert personal knowledge to organisational knowledge: if the senior employees record videos about 
their work and share it with the new employees, the organization can use these videos instead of 
expensive training programs to explain the details. 

 Discuss professional problems: with a group of people who are active practitioners in a particular area, 
professional communities (communities of practices – CoP) can be useful because they are neutral and 
can provide a way to share best practices, ask questions of and provide support for each other outside 
the organization. 
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 Reduce time and money through integrated system: using a “new” technology, the calendar, but not 
because of the calendar function, but organizing and sharing events, meetings, making appointment in a 
shorter time (instead of phone calls or sending lots of e-mails).  

 
Several managerial implications can also be utilised. It is recommended for management to support introducing social 
media technologies, establish the terms and conditions of usage, communicate the benefits and provide the necessary 
trainings. Moreover, organizations should develop a reward system to encourage employees’ willingness to use social 
media tools for knowledge sharing. 
 
We have hypothesized that younger generations have a greater willingness touse social media technologies. After our 
investigations we can state however that the members of Generation Y (younger generation) or employees with lower 
level position are less likely social media technologies in the workplace. We would postulate that this is because social 
media tools are more common among young people but they use them for private purposes, while using these tools 
for work (mainly for knowledge sharing or professional development) is more typical for 
Generation X and Baby Boomers (elder generations).  
 
In 1993 Drucker predicted how Knowledge Economy will need to progress in order to obtain competitive advantage. 
He stated that “the productivity of knowledge is going to be the determining factor in the competitive position in a 
company, an industry, an entire country. No country, industry or company has any ‘natural’ advantage or 
disadvantage. The only advantage it can possess is the ability to exploit universally available knowledge. The only thing 
that increasingly will matter in national as in international economics is management’s performance in making 
knowledge productive” (Drucker, 1993:193).  
 
It seems that he predicted the rise of the online, open source, social media tools that can become widely available and 
prevalent in our modern business life. The willingness to use these technologies by Generation Y (and later for 
Generation Z) will not be enough. These new generations must be encouraged to make use of these technologies for 
work as well as for non-work related activities. 
 
Our research could be expanded, as it would be interesting to make a comparison between knowledge sharing 
practices and usage of social media tools in other countries. The authors have already got in touch with other 
researchers to find out the way how we can conduct a mutual survey. 
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