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Abstract

Higher education institutions are increasingly leveraging social media as a tool for branding and advocacy.
However, this digital transformation brings both opportunities and challenges, particularly for employees who
are expected to participate in content creation and engagement to boost institutional branding. This paper
explores the multifaceted implications of social media advocacy on employee productivity, psychological

wellness, and workplace dynamics.

The primary objectives of this study are to identify the implications of social media-driven branding efforts
on employee productivity, explore the psychological wellness challenges associated with social media
advocacy, analyze the impact of social media branding efforts on workplace dynamics, and propose actionable

strategies for balancing institutional branding with employee well-being.

The study employed a Systematic Literature Review (SLR) approach, searching relevant databases and
applying a structured screening process to identify 137 articles for in-depth analysis. The data was further
analyzed using Voyant Tool, VOSviewer, and Microsoft Excel to identify key themes and trends. The findings
indicate that social media advocacy often leads to increased workloads, blurring work-life boundaries and
decreasing productivity, while digital fatigue from continuous engagement can hinder focus on core
responsibilities. Additionally, the pressure to achieve measurable outcomes, such as likes and shares, can
create undue stress and reduce intrinsic motivation. Psychological wellness challenges include increased stress
and anxiety, particularly for those uncomfortable with digital platforms, alongside concerns about privacy and

unhealthy comparisons that can impact self-esteem. Furthermore, workplace dynamics are affected by role
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ambiguity and conflicts arising from perceived unequal contributions to branding efforts. To address these

challenges, the study recommends establishing clear guidelines, providing training and support, promoting
work-life balance, fostering inclusivity, and regularly measuring the impact of social media advocacy on

employee productivity and well-being.

Higher education institutions must balance their branding objectives with the well-being of their employees.
By addressing the challenges of social media advocacy, institutions can create a supportive environment that
empowers their workforce while achieving their digital engagement goals. Future research should explore
technological interventions and policy measures to enhance the effectiveness of social media advocacy while

safeguarding employee mental and emotional health.
Keywords

Higher Education, Social Media Advocacy, Institutional Branding, Employee Productivity, Psychological

Wellness, Workplace Dynamics

1. Introduction

1.1 Background

Higher education institutions are increasingly leveraging social media as a tool for branding
and advocacy. These platforms allow institutions to engage with diverse stakeholders,
including prospective students, alumni, and the broader academic community (Baker & Dunn,
2021). The integration of social media into institutional strategies reflects the shift towards
digital-first engagement, where institutions aim to build trust, share achievements, and create
a sense of community online (Taylor & Howard, 2021). Social media provides a platform for
institutions to communicate their mission, values, and success stories in a way that resonates
with their audiences (Martin & Edwards, 2020).

However, this digital transformation brings both opportunities and challenges. While
institutions gain visibility and outreach through social media, employees often find themselves
at the forefront of this advocacy. Faculty members, administrators, and staff are encouraged to
participate in content creation, promote events, and engage with online audiences to boost
institutional branding. This involvement often leads to "social media advocacy,"” where
employees use their profiles to amplify the institution's messaging (Ahmad, Gupta, & Jaiswal,
2020).

Social media advocacy is not without its costs. It can blur the lines between personal and
professional identities, creating tension as employees balance institutional expectations with

their individual boundaries (Phillips & Moore, 2021). Moreover, the fast-paced nature of
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digital engagement can lead to increased workloads and contribute to digital fatigue, impacting

employee productivity and psychological well-being (Crawford, 2020). The growing
expectations for employees to participate in branding efforts highlight the need for clearer

policies and support systems to manage these challenges effectively (Ford & Allen, 2022).

This paper explores the multifaceted implications of social media advocacy, aiming to
understand how higher education institutions can achieve their branding objectives while
safeguarding employee well-being. By analyzing existing literature and identifying key trends,
this study seeks to provide actionable strategies that align institutional goals with the needs of

their workforce.
1.2 Problem Statement

While social media advocacy offers significant benefits for institutional branding, it poses
challenges for employees. Productivity, psychological wellness, and workplace dynamics are
often impacted as employees navigate the demands of maintaining their professional roles

while contributing to social media-driven initiatives (Crawford, 2020).
1.3 Objectives of the Study

1. To identify the implications of social media-driven branding efforts on employee
productivity.

2. To explore the psychological wellness challenges associated with social media
advocacy.

3. To analyze the impact of social media branding efforts on workplace dynamics.

4. To propose actionable strategies for balancing institutional branding with employee

well-being.

2. Systematic Literature Review

A Systematic Literature Review (SLR) is a useful tool for determining the present research gaps in given field
and assessing the caliber of previous studies conducted on the subject (Kraus et al., 2021). In this study,
Watson et al. (2018) used the SLR procedure and adhered to its three components. The three processes
(Hossain et al., 2020; Tukamuhabwa et al., 2015)—planning, screening, and reporting are likewise used in

this work. The researcher must first look for comprehensive information in the literature.

The initial phase involved gathering pertinent research papers from five well-known databases Springer,
Emerald, Wiley Online Library, EBSCO Host, and ScienceDirect—on which in-depth reviews were
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conducted. The following search terms were entered: workplace dynamics, employee productivity,

psychological wellness, higher education, institutional branding, and social media advocacy.

Systematic Literature Review (SLR) Process

[Keywords Searched (N=14,347)]

[Restricted to Published Articles (N=8,032)]

(Restricted to Management & Business jJournals (N=4,729) ]

[Restricted to English Language (N=4,500)]

[Sclecttcd After Reading Titles (N=—'3.300)J

(Removed Duplicates (N=2,250)]

[Selected After Reading Abstracts (N=136))

The systematic literature review (SLR) process depicted in the image follows a structured approach to
identifying, filtering, and selecting relevant research articles. This method ensures a rigorous and

transparent review of existing literature to synthesize knowledge on a given research topic.

Atitle screening process is then conducted, narrowing the selection to 3,300 articles. This step involves
reviewing titles to ensure they align with the research objectives, eliminating studies that are tangential
or outside the research focus.

Duplicate removal follows, further refining the selection to 2,250 articles. This step removes repeated
entries across multiple databases to avoid redundancy in the review process.

Next, the articles are filtered to include only published articles, reducing the count to 8,032. This step
ensures that only peer-reviewed and credible sources are considered. Further refinement limits the
selection to management and business journals (N=4,729), ensuring domain relevance.

The process begins with an extensive keyword search, yielding 14,347 articles. This step involves
searching various academic databases, such as Scopus, Web of Science, and Google Scholar, using
predefined keywords relevant to the research topic.

To enhance accessibility and standardization, only English-language articles are retained, bringing the
count down to 4,500. Non-English articles are excluded as they may present translation challenges or

may not align with the research scope.
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Finally, abstracts are carefully read, leading to the final selection of 137 articles. This ensures that only

the most relevant studies, aligning with the research questions and objectives, are included for in-depth

analysis.

The research maintains objectivity, credibility, and comprehensiveness, forming a solid foundation for

scholarly contributions in the field.

Additionally, Voyant Tool, VOSviewer, and Microsoft Excel were utilized for the data analysis in

this study. Microsoft Excel is a readily available and user-friendly program that can examine data

in cells and export CSV files to other programs, such as VOSviewer (Caputo & Kargina, 2022).

The Network Visualization Map was produced by analysing the collected data using the VOSviewer

application (van Eck & Waltman, 2010). Understanding the relationships between the research

papers is made easier with the use of this map, which is crucial for the SLR process (Kraus et al.,

2020; Suchek et al., 2021).

Papers from the different databases sourced by this study

Database No. of Papers
Springer 32

Emerald 41

Wiley Online Library 32

EBSCO Host 26
ScienceDirect 15

Total with duplicates 146

Total without duplicates 137
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Distribution of Papers Sourced from Databases

EBSCO Host

ScienceDirect

Springer Wiley Online Library

Emerald

The pie chart illustrates the distribution of research papers sourced from different academic databases. The
chart segments the papers into five primary sources: ScienceDirect, Springer, Emerald, Wiley Online Library,

and EBSCO Host, each represented by distinct colours.

Emerald is the most frequently used database, contributing 28.1% of the total papers. This suggests that
researchers may prefer Emerald for its specialized focus on management, business, and social sciences
(Emerald Publishing, 2023).

Springer and Wiley Online Library each account for 21.9% of the papers. Both publishers are known for their

wide-ranging subject coverage, from engineering to life sciences (Springer Nature, 2023; Wiley, 2023).

EBSCO Host contributes 17.8%, reflecting its strong presence in business, healthcare, and education-related
research (EBSCO Information Services, 2023).

ScienceDirect has the smallest share, 10.3%, though it remains a major source for scientific and technical
research (Elsevier, 2023).

The dominance of Emerald suggests that the research focus may lean toward business, management, or social
sciences. Springer and Wiley Online Library are also well-represented, indicating a broader interdisciplinary
approach. EBSCO Host’s share highlights its importance in literature reviews across multiple disciplines.
ScienceDirect’s lower percentage may be due to the nature of the research conducted, which could be less
STEM-focused. The chart reflects diverse sourcing strategies in academic research, emphasizing the
importance of discipline-specific databases. Researchers should ensure a balanced approach to literature

sourcing by including databases relevant to their field.
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The landscape of higher education is continuously evolving, driven by digital transformation, and
shifting workplace dynamics. The visualization highlights key themes such as Higher Education,
Workplace Dynamics, Employee Productivity, Social Media Advocacy, Psychological Wellness, and

Institutional Branding, emphasizing their interconnected nature in academic institutions.

Social Media Advocacy and Institutional Branding

Social media advocacy has emerged as a powerful tool for institutions and employees alike, fostering
engagement, brand recognition, and community support. Research suggests that institutions
leveraging social media effectively enhance their institutional branding, attracting both students and
faculty (Kumar & Nanda, 2022). When employees become brand advocates, their online interactions
contribute to institutional credibility and outreach (Jones & Castellanos, 2021).

Workplace Dynamics and Psychological Wellness

Workplace dynamics in higher education are influenced by policies, leadership styles, and the
academic culture. Employee productivity and well-being are directly linked to supportive workplace
environments. Studies indicate that psychological wellness in faculty and staff is critical for
maintaining a positive work atmosphere and ensuring academic excellence (Singh & Sharma, 2020).
A toxic workplace environment, exacerbated by factors such as workplace ostracism, can negatively
impact employee morale and productivity (Williams & Hall, 2019).

Implications for Employee Productivity

The interplay between psychological wellness and workplace dynamics ultimately affects employee
productivity. Higher education institutions that prioritize mental health initiatives and a positive work
culture experience improved faculty engagement and student success (Nguyen et al., 2023). Social
media advocacy, when strategically employed, can create a sense of belonging, mitigate workplace
isolation, and enhance job satisfaction (Sharma & Gupta, 2021).

The visualization underscores the multifaceted nature of employee well-being in academic settings.
Research should explore how strategic HR practices can optimize workplace dynamics, leveraging

social media advocacy to enhance institutional branding and employee engagement.
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Discussion and Findings

3.1 Implications of Social Media Advocacy on Employee Productivity

3.1.1 Increased Workload

Social media advocacy often adds to employees' workloads, particularly for academic and
administrative staff who are already managing diverse responsibilities. Studies indicate that
the "always-on™ nature of social media can blur work-life boundaries, leading to decreased
productivity (Baker & Dunn, 2021). For example, a survey by Jones (2020) revealed that 64%

of academic staff reported working overtime due to expectations of social media engagement.
3.1.2 Digital Fatigue

Continuous engagement with social media platforms can lead to digital fatigue, reducing
employees' ability to focus on core responsibilities (Harris & Stone, 2021). This phenomenon
disproportionately affects staff in roles that require constant digital interaction, leading to

reduced performance over time (Taylor & Howard, 2021).
3.1.3 Performance Metrics

The pressure to achieve measurable outcomes, such as likes, shares, and follower counts, can
detract from employees' primary roles and responsibilities (Ahmad et al., 2020). Metrics-
driven performance reviews have been shown to create undue stress and reduce intrinsic
motivation (Crawford, 2020).

3.2 Psychological Wellness Challenges

3.2.1 Stress and Anxiety

The expectation to participate in social media branding can lead to stress and anxiety,
particularly for employees who are not comfortable with digital platforms (Crawford, 2020).
For instance, a study by Miller and Brown (2021) highlighted that 72% of employees in higher

education reported increased anxiety due to pressures to maintain an online presence.
3.2.2 Privacy Concerns

Employees often express concerns about their privacy, as institutional branding efforts may
require them to share personal aspects of their lives (Gomez & Thomas, 2022). Institutions that

fail to address these concerns risk eroding trust and employee morale (Phillips & Moore, 2021).
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3.2.3 Social Comparison

Exposure to curated content on social media can lead to unhealthy comparisons, impacting
employees' self-esteem and mental health (Miller & Brown, 2021). This effect is especially
pronounced among younger staff members who are more active on social platforms (Taylor &
Howard, 2021).

3.3 Impact on Workplace Dynamics

3.3.1 Role Ambiguity

The integration of social media advocacy into job roles can create ambiguity, particularly when
clear guidelines and expectations are lacking (Jones, 2020). For example, academic staff often
report confusion about their responsibilities related to social media engagement (Baker &
Dunn, 2021).

3.3.2 Team Collaboration

While social media advocacy can foster collaboration, it can also lead to conflicts, particularly
when employees perceive unequal contributions to branding efforts (Ford & Allen, 2022).
Addressing this requires clear communication and equitable workload distribution (Harris &
Stone, 2021).

3.3.3 Organizational Culture

Social media advocacy has the potential to shape organizational culture, emphasizing
transparency, collaboration, and innovation. However, it can also highlight disparities in digital

literacy and engagement among employees (Baker & Dunn, 2021).
3.4 Recommendations for Balancing Branding and Employee Well-Being

1. Establish Clear Guidelines:
e Develop policies outlining employees' roles and responsibilities in social media
advocacy (Ford & Allen, 2022).
2. Provide Training and Support:
e Offer training programs to enhance employees' digital literacy and comfort with
social media platforms (Harris & Stone, 2021).
3. Promote Work-L.ife Balance:

e Encourage boundaries for social media use to prevent burnout (Crawford, 2020).
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4. Foster Inclusivity:

e Ensure that social media advocacy efforts are inclusive and consider the diverse
needs and capabilities of employees (Gomez & Thomas, 2022).
5. Measure Impact:
e Regularly assess the impact of social media advocacy on employee productivity
and well-being (Ahmad et al., 2020).

4. Conclusion

Social media advocacy is a powerful tool for higher education institutions, but it must be
balanced with employee well-being. Institutions should strive to create a supportive
environment that mitigates the potential negative effects of these efforts. By establishing clear
guidelines, fostering open communication, and providing adequate resources, higher education

institutions can empower their workforce while achieving their branding goals.

Additionally, fostering inclusivity and addressing privacy concerns can improve employee
satisfaction and engagement. Future research should explore technological interventions and
policy measures that can enhance the effectiveness of social media advocacy while
safeguarding employees' mental and emotional health. Through collaboration and innovation,
higher education institutions can navigate the challenges of social media advocacy and

leverage its potential to build stronger, more resilient organizational cultures.

Meeting these objectives will not only enhance institutional branding but also establish a

sustainable and employee-centric approach to digital engagement.
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