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ABSTRACT: Social media has transformed communication across generations, particularly impacting consumer
behavior and organizational culture within the younger generation known as Generation Z. This essay takes a closer look
at five insightful research articles that investigate how social media intersects with Generation Z's views on Green Human
Resource Management (GHRM). By exploring these studies, the essay aims to illuminate the various ways social media
shapes environmental awareness and informs employment decisions related to GHRM practices. This analytical paper
highlights the significant challenges that social media poses in relation to GHRM and Generation Z and presents practical
solutions to bridge the gaps identified. By integrating scholarly insights, it establishes a credible basis for discussion and
emphasizes the need for a proactive approach in harnessing social media’s potential for positive outcomes.

KEYWORDS: Social Media, Gen Z, Digital, HRM,
I. INTRODUCTION

The rising influence of social media has transformed the way Generation Z engages with environmental issues and green
human resource management (GHRM). This group, known for being digital natives and highly aware of social and
environmental issues, encounters a wide array of information—both true and false—across social media. Thus, it’s crucial
to understand how these platforms shape their views on GHRM, especially for organizations that want to connect with
them effectively. This paper delves into the challenges brought on by social media and suggests ten solutions to improve
Generation Z’s understanding of and appreciation for GHRM.

Social media platforms have become major hubs for discussion, particularly among younger audiences. For Generation
Z, the online world is essential not just for socializing but also for sharing information and engaging in activism. Within
this framework, Green Human Resource Management (GHRM)—which involves incorporating sustainable practices into
HR policies (Renwick et al., 2013)—is becoming increasingly crucial for businesses. Generation Z's heightened
awareness of environmental concerns and their desire for sustainability create a unique context where GHRM gains more
relevance. This paper will examine how social media influences this generation's understanding of GHRM and what this
means for companies striving to resonate with their younger consumers' values.

Generation Z, generally recognized as those born from 1997 to 2012, is the first generation to grow up fully immersed in
digital technology and social media. This group has unique traits, such as a stronger awareness of social and
environmental issues (Francis & Hoefel, 2018). With climate change being one of the most urgent issues worldwide, it’s
crucial to understand how this generation views and values Green Human Resource Management practices, especially
for organizations eager to attract this eco-conscious talent.

The rise of social media as a key communication platform has significantly changed societal values, especially among
younger people. This research paper delves into how social media shapes Generation Z’s views on Green Human
Resource Management (GHRM). Generation Z, those born from the mid-1990s to the early 2010s, is known for being
digitally savvy, environmentally aware, and advocates for corporate social responsibility (CSR). This analytical essay
combines existing research on social media, GHRM, and generational ethics to highlight how online interactions
influence perceptions and behaviors related to sustainability in corporate environments. The results indicate that social
media acts not just as a means to communicate, but as a powerful force in shaping what Generation Z expects from
businesses regarding environmental responsibility.

Research indicates that social media significantly influences public perceptions and behaviors regarding sustainability
(Mochalova et al., 2021). This essay synthesizes findings from five key research studies that delve into the strong
influence social media has on Generation Z's views and attitudes toward GHRM. By analyzing these studies, we can
unpack their methodologies, results, and implications, ultimately showcasing how social media can transform
environmental management in workplaces.

IJMRSETM®©2025 | An ISO 9001:2008 Certified Journal | 698


http://www.ijmrsetm.com/

International Journal of Multidisciplinary Research in Science, Engineering, Technology & Management (IJMRSETM)

| ISSN: 2395-7639 | www.ijmrsetm.com | Impact Factor: 8.214 | A Monthly Double-Blind Peer Reviewed Journal |

tﬂm | Volume 12, Issue 3, March 2025 |

These days, the way social media intersects with Green Human Resource Management (GHRM) has gained a lot of
attention, especially when it comes to Generation Z. This group is often seen as more environmentally aware than
previous generations (Francisco et al., 2020). Social media is everywhere in their lives, and it has significantly influenced
their values and how they see sustainability practices in the workplace. These platforms act as both a source of information
and a driving force for change, making them crucial for understanding how Generation Z views GHRM.

Research shows that social media not only raises awareness about environmental issues but also creates spaces for
conversation and community building around sustainability (Dahl & Lange, 2019). Generation Z curates their identities
online, engaging with brands that demonstrate a real commitment to eco-friendly practices (Bennett & Robson, 2019).
This engagement puts pressure on organizations to implement transparent GHRM practices that align with these values,
creating a dynamic where corporate sustainability efforts fuel discussions on social media.

We also can’t ignore the influence of social media personalities and peer advocates; these figures greatly shape how
GHRM is perceived. Influencers who highlight their commitment to sustainability often impact consumer behavior by
sharing relatable stories that resonate with the goals of Generation Z, making responsible HR practices seem not just
beneficial but essential (Whiting & Deshpande, 2019). As a result, social media nurtures an environment where GHRM
becomes key to brand loyalty among younger consumers.

The influence of digital platforms on Generation Z embodies a complex mix of both positive and negative consequences.
As this generation grows up, it faces the challenge of navigating the intricacies of digital communication, balancing the
chances for connection and self-expression against the risks of misinformation and mental health issues. It’s important to
consider not just how social media shapes the identities and behaviors of Generation Z, but also how they’re beginning
to challenge and redefine norms in the digital age. Embracing this dynamic relationship is crucial for fostering a
generation that’s not only adept in the digital realm but also socially aware and resilient.

The Role of Green Human Resource Management

The relevance of Green Human Resource Management rises alongside growing advocacy for sustainability among
consumers and employees. GHRM encompasses a variety of practices—such as recruitment, training, performance
evaluation, and employee engagement—designed to encourage environmentally responsible behaviors (Jabbour et al.,
2013). Generation Z's views on GHRM are influenced by their expectations that employers will not only implement
sustainable practices but also communicate these efforts clearly via social media. Effectively sharing information about
GHRM initiatives can enhance a company’s reputation and align it with the values of a younger workforce.

Social Media and Corporate Social Responsibility

The relationship between social media and Corporate Social Responsibility (CSR) adds another layer to how Generation
Z perceives GHRM. Companies that use social media to showcase their sustainability efforts can better align with the
values of this generation. Campaigns emphasizing eco-friendly practices build a sense of community and accountability,
pushing organizations to keep their green commitments. According to Caplan (2014), the transparency encouraged by
social media means that companies are under more scrutiny, which in turn drives them to engage genuinely with
sustainable practices.

The Impact of Digital Narratives

The stories shared about GHRM on social media greatly affect how Generation Z perceives and engages with these
initiatives. Platforms that promote community interaction, like Facebook and Instagram, allow users to discuss corporate
sustainability efforts actively. This collaborative nature encourages feedback and conversation, leading to a better
understanding of GHRM initiatives (Berens et al., 2016).

One notable success story is how social media has fueled collective activism. Movements such as #FridaysForFuture,
sparked by Greta Thunberg and spread through social media, exemplify how these platforms amplify the voices of
younger generations calling for corporate accountability in sustainability. This increased awareness likely pressures
companies to prioritize GHRM strategies more seriously, especially since their public image can change quickly based
on social media dialogues.

Counterarguments: The Risks of Fragmentation

While social media promotes awareness and involvement, it also fragments how information is consumed. Generation Z
encounters a wide range of perspectives on sustainability, sometimes resulting in contradictory beliefs and actions. As
users filter what they see through their own biases, conflicting opinions on GHRM practices can create confusion.
Additionally, short, attention-grabbing content typical of platforms like TikTok may oversimplify complex issues, making
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them prone to misinterpretation (Seitz et al., 2022). This can leave the generation conflicted about the information they
receive and how it shapes their views on environmental responsibility.

The Role of Digital Platforms in Social Media's Influence on Generation Z

In the early 21st century, we’ve seen a mix of environmental challenges and a new generation of socially conscious
individuals shaking up the corporate world. Generation Z (Gen Z), born roughly between 1997 and 2012, stands out as a
major advocate for sustainability, especially when it comes to Human Resource Management (HRM). This essay explores
Gen Z's perspective on Green Human Resource Management (GHRM), looking into their values, experiences, and the
complex blend of arguments for and against their views. By unpacking this rich discourse, we can start to see how this
generation not only impacts the evolution of corporate responsibility but is also influenced by it.

What sets Generation Z apart from previous generations is their deep awareness of social and environmental issues. This
isn’t just a passing trend for them; it’s a core part of who they are. They’ve grown up facing the climate crisis, social
inequality, and the rapid decline of our natural resources. As a result, what they expect from employers goes beyond just
a paycheck; they also want ethical practices and a commitment to the environment. One of the key points supporting
GHRM from Gen Z is that sustainable practices within companies are seen as essential for maintaining corporate
credibility and authenticity.

A Deloitte study from 2020 highlights that around 77% of Gen Z sees sustainability as a crucial factor in choosing where
to work. This statistic signals a generational shift towards prioritizing workplaces that are committed to environmental
protection and sustainable practices. Companies that adopt GHRM strategies—Ilike sustainable hiring processes, eco-
friendly workplace policies, and encouraging employee involvement in sustainability projects—are more in line with
what Gen Z is looking for. By weaving green practices into their HR frameworks, organizations can attract a younger
talent pool and build loyalty among employees. For Gen Z, the match between personal values and those of their employer
greatly boosts job satisfaction and engagement.

However, there are critiques of Gen Z's focus on GHRM. Some skeptics argue that youthful idealism overlooks the
complexities of running a business. They point out that implementing GHRM can come with significant upfront costs,
especially for small businesses transitioning from traditional methods. Others worry that an emphasis on GHRM could
lead to "greenwashing," where companies adopt a fagade of sustainability without making real changes. Still, these
counterarguments often miss a key point: Gen Z's digital fluency allows them to critically assess corporate practices. As
digital natives, they’re skilled at using social media and other channels to hold companies accountable, making it harder
for businesses to get away with superficial environmental policies.

The societal shifts driven by Gen Z also reflect a broader cultural acceptance of GHRM. More businesses are starting to
see sustainable practices not just as nice-to-haves but as vital strategic investments.

Research shows that companies known for their dedication to sustainability tend to enjoy greater brand loyalty and stand
out from competitors. This alignment between ethical values and business goals suggests that GHRM can create a
beneficial cycle: companies profit by appealing to Gen Z, while Gen Z’s push for sustainability drives real corporate
change.

Yet, it's important to note that Gen Z’s enthusiasm for GHRM has its challenges. Many in this generation are wary of
potential corporate ulterior motives; they worry that companies might use sustainability rhetoric merely to enhance profits
without making meaningful commitments. Initiatives aimed mainly at boosting a company's image, rather than delivering
actual ecological benefits, can lead to disillusionment. So, even though Gen Z is eager to support GHRM, they also
approach corporate intentions with a healthy dose of skepticism.

Additionally, the overlap between social justice and environmental sustainability highlights another crucial aspect of how
Gen Z perceives GHRM. This generation understands that the effects of environmental mismanagement often hit
marginalized communities the hardest. They advocate for comprehensive GHRM strategies that go beyond legal
compliance, demanding accountability and ethical practices. A well-rounded GHRM framework that promotes diversity,
equity, and inclusion along with environmental consciousness aligns closely with their values. In this sense, Gen Z’s
vision for GHRM expands beyond traditional limits to address ethical issues tied to systemic inequality.

However, it’s crucial to recognize that the idealistic views held by Gen Z may clash with the practical realities they
encounter in the workplace. Expecting organizations to immediately adopt GHRM principles can be unrealistic,
especially since many companies are at different stages in their sustainability journeys. Consequently, some Gen Z
employees might face disillusionment as they try to reconcile their expectations with the realities of corporate life. This
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disconnect could lead to cynicism among young professionals as they navigate an evolving landscape that often lags
behind their aspirations.

Pros & Cons of Digital Platform

At the centre of this discussion is the idea that digital platforms are essential for social interaction among Generation Z.
Experts argue that these platforms enable connections that go beyond physical proximity, allowing this generation to
build relationships and share experiences in ways never seen before (Smith & Duggan, 2013). The instant nature of
communication on platforms like Instagram and TikTok creates a sense of belonging, and many users lean on these tools
to navigate complex social environments. Yet, it prompts a critical question: what does this increased reliance on digital
interaction mean for their face-to-face communication skills?

Critics point out that depending too much on digital platforms could erode vital in-person communication skills needed
for both personal and professional success. Many members of this generation, who are used to virtual interactions, may
develop a tendency towards superficial connections rather than deeper, significant relationships (Twenge, 2017).
Concerns have been raised by students and researchers alike about how the ability to connect empathetically and
genuinely in person may fade as digital interactions take over. For instance, a study by Primack et al. (2017) found a link
between heavy social media use and feelings of isolation among users, hinting that these platforms intended to foster
connections might, ironically, contribute to loneliness.

On the other hand, supporters of digital platforms argue that these spaces open doors for Generation Z to engage with
diverse opinions and cultures that might otherwise be out of reach. The Internet has made it easier for people to spread
their voices and challenge mainstream narratives. This empowerment has triggered significant movements focused on
social justice and awareness, illustrated by hashtags like #BlackLivesMatter and #MeToo (Gonzalez, 2020). Generation
Z is using these platforms not just for fun, but as a powerful avenue for activism and advocacy. The ability to rally
together around causes such as climate change and systemic inequality showcases the potential benefits of social media.
However, it's crucial to acknowledge the complicated nature of this influence. While digital platforms can boost social
movements, they can also spread misinformation and create divisions. The viral nature of content can skew reality,
causing people to form opinions based on hearsay rather than solid facts (Allcott & Gentzkow, 2017). Despite being
generally savvy with digital tools, Generation Z still faces challenges when it comes to critically evaluating the
information they encounter online (Pew Research Center, 2021). This underscores the paradox that the same tools that
empower their voices can also mislead and confuse them.

Additionally, social media's role in shaping Generation Z's self-image is significant. Platforms like Instagram and TikTok
set lofty standards for beauty and lifestyle, often distorting perceptions of reality. The widespread use of filtered images
and carefully curated content has been linked to issues related to body image and mental health among young people
(Perloff, 2014). Critics contend that these digital spaces can uphold unrealistic standards, contributing to anxiety,
depression, and lowered self-esteem. Many Gen Z individuals express this struggle as they navigate the desire to
showcase their best selves online while grappling with societal pressures.

Despite these hurdles, it's essential to recognize that Generation Z isn't simply passive consumers of social media
influence; they actively shape and engage with their digital surroundings. Many users critically interact with content,
crafting their feeds and responding creatively to various pressures. The emergence of ‘alternative influencers’ and ‘body
positivity’ movements illustrates a shift towards more authentic and inclusive representations (Rogers, 2021). Through
these efforts, Generation Z is not just consuming media but actively working to redefine norms and expectations.

A Transformative Influence

Looking back, the impact of social media on Generation Z's views of Green Human Resource Management is complex
and evolving. Digital platforms act as powerful agents of change, promoting genuine sustainable practices while also
posing risks related to misinformation and superficial understanding. Ultimately, this generation's ability to critically
engage with the information shared via social media offers a chance for a deeper understanding and meaningful change
in GHRM.

As organizations strive to align their practices with Generation Z's values, it’s vital to approach this digital space with
authenticity and transparency. The ongoing evolution of social media will undoubtedly continue shaping corporate
sustainability narratives. In this digital age, the discussion around GHRM isn’t just a passing trend; it reflects a collective
push for a more responsible and sustainable future, one that Generation Z is particularly ready to champion.

The Connection Between GHRM and Generation Z

Green Human Resource Management involves practices that incorporate environmental management into HR processes,
promoting sustainability within organizations (Zibarras & Ballard, 2017). Generation Z, born between around 1997 and
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2012, is a powerful consumer group and will soon enter the workforce. They are known for their commitment to social
justice and environmental sustainability, prioritizing eco-friendly practices and corporate accountability (Francisco et al.,
2021).

This generational emphasis on sustainability lays fertile ground for GHRM initiatives, as companies increasingly seek to
attract and retain top talent by aligning their environmental practices with the values of potential employees. Social media
plays a crucial role in spreading this information, influencing how Generation Z views GHRM.

The Two Sides of Social Media

In today's world, where digital connections are unprecedented, social media has become a strong force, shaping how
Generation Z—those born from the late 1990s to the early 2010s—Iives and identifies themselves. This generation, raised
with technology at their fingertips, navigates a tricky landscape filled with instant gratification, carefully curated
identities, and widespread online conversations. As we explore the effects of social media on these young people, it
becomes clear that we need to consider both the considerable advantages and the less desirable drawbacks, leading us to
reflect on the dual nature of this digital reality.

At its heart, social media delivers remarkable opportunities for connection and self-expression. A defining characteristic
of Generation Z is their strong inclination toward collaboration and inclusivity, made possible by digital platforms that
break down geographical boundaries. Sites like Instagram, TikTok, and Snapchat give them an unmatched outlet to share
their interests, create communities around specific themes, and even drive social change. The Black Lives Matter
movement, for example, flourished on social media, with young activists using hashtags and viral challenges to raise
awareness and garner support. In this sense, social media becomes a powerful tool, turning individual voices into a united
call for change.

Additionally, the engaging nature of social media resonates with Generation Z's desire to interact with brands, leading to
a shift in how they consume products. Brands are no longer faceless entities; instead, they've evolved into relatable
personalities that build dedicated followings. This generation values authenticity over traditional advertising, gravitating
towards brands that genuinely reflect their beliefs and values. As a result, companies are encouraged to adopt more
transparent practices, creating a marketplace where ethical considerations matter. This engagement also promotes the
democratization of information, as knowledge-sharing isn't solely controlled by mainstream media, allowing younger
people to inform themselves about pressing social issues.

However, hiding beneath this vibrant facade is a more concerning story—one filled with anxiety, isolation, and twisted
self-images. The nonstop stream of curated photos and highlight reels can create unrealistic expectations, which can
negatively impact mental health. Generation Z often fluctuates between feelings of inadequacy and the constant “fear of
missing out” (FOMO), grappling with their identities in ways that earlier generations may not have fully experienced.
The pressure to maintain a flawless online image can lead to anxiety and depression, especially during formative years
when self-image is so crucial. While some argue that social media simply reflects existing societal pressures, it's vital to
recognize that the heightened exposure and permanence of online interactions uniquely magnify these issues for this
generation.

Cyberbullying is another significant concern brought about by social media that needs careful attention. Young people,
using the cover of anonymity, can sometimes engage in harmful behavior that leads to real consequences for their peers.
Victims often find themselves stuck in a cycle of public humiliation and emotional suffering, which can affect their
academic performance and overall mental health. While supporters of social media highlight its role in building social
connections, we must also consider that these same platforms can facilitate bullying and exclusion, revealing the darker
side of digital interaction.

In an age overflowing with information, digital literacy—being able to tell credible sources from misinformation—is
more important than ever. Generation Z stands at a crossroads where they have unprecedented access to information, yet
also face a surge of fake news. Although they’re often praised for their tech-savvy ways, they remain vulnerable to
manipulation from targeted advertisements and disinformation campaigns. This challenge doesn’t just affect them as
individuals; it impacts societal conversations as a whole, as the lines between fact and opinion continue to blur.

Ultimately, social media's impact on Generation Z isn't merely a straightforward story of good or bad; it represents a
complex interplay of benefits and challenges. Social media helps nurture communities, encourages learning, and
promotes activism, but it also poses significant mental health risks, reinforces unrealistic standards, and complicates the
quest for credible information. As this generation grows, it’s essential for both individuals and society to engage in open
discussions that recognize both the positives and negatives.
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Educational institutions, mental health advocates, and policymakers need to join forces to navigate this new digital
landscape effectively. By enhancing digital literacy programs, we can empower individuals to steer through the intricacies
of social media, encouraging informed engagement instead of mindless scrolling. Additionally, integrating conversations
about mental health in the context of online activities can provide young users with tools to maintain healthy self-images
and build resilience against online pressures.

Social Media: A Double-Edged Sword

Social media has the power to spur change but also comes with its challenges. On one side, platforms like Instagram,
Twitter, and TikTok rapidly share information, raising awareness and engagement around sustainability issues. However,
the way GHRM initiatives are presented can sometimes be too simplistic or misleading.

Campaigns on social media that showcase companies' green initiatives can generate interest and enhance their reputation
among Gen Z. For instance, popular hashtag movements that highlight corporate sustainability efforts can increase
pressure on companies to genuinely adopt GHRM practices (Rathore et al., 2020). Influencers, who can sway public
opinion and behavior, often promote eco-friendly brands or practices, setting a standard for authenticity in GHRM.

On the flip side, there's the risk of greenwashing—where companies give a false impression of being eco-friendly to
attract consumers. Generation Z is particularly skilled at spotting inauthenticity since they've grown up amid widespread
online misrepresentation. If companies over-promise on their sustainability efforts without real substance, it can lead to
skepticism and distrust (The Center for Generational Kinetics, 2019). So, while social media can highlight genuine
GHRM practices, it can also encourage critical assessments of these efforts.

II. RESEARCH METHODOLOGY

Research Gap

The rise of social media as a key player in communication has undoubtedly influenced how Generation Z views
environmental issues. This generation, known for their familiarity with technology, tends to lean towards sustainability.
However, the details of how social media impacts their understanding of Green Human Resource Management (GHRM)
haven't been thoroughly examined.

On one side, social media platform provide effective channels to share information about sustainable business practices,
potentially creating a generation that appreciates the significance of GHRM. Dabbish et al. (2012) argue that social media
promotes engagement and community, boosting messages around environmental responsibility. On the other hand, there's
the issue of misinformation, where superficial or misleading stories can reduce meaningful engagement with
sustainability (Tucker, 2019).

This creates a research opportunity that focuses not just on social media's impact on Generation Z's view of GHRM, but
also on how credible information interacts with the overwhelming presence of online content. Addressing this gap is
crucial as it could shed light on how digital platforms can effectively encourage sustainable practices among the youth
(Kaplan & Haenlein, 2010).

Problem Statement

The widespread impact of social media on how Generation Z views Green Human Resource Management (GHRM)
presents a complex scenario. On one hand, sites like Instagram and TikTok enable fast sharing of environmental
awareness and foster a shared consciousness around eco-friendly practices (Kumar et al., 2021). This online interaction
creates a favorable impression of GHRM initiatives, making companies with strong environmental focus attractive to
young job seekers.

However, the surface-level engagement typical of social media raises concerns that can undermine genuine dedication to
sustainability. The concept of "performative activism" often comes up, where companies appear to support eco-friendly
efforts without taking meaningful action (Sharma & Kaur, 2020). Such discrepancies could lead to skepticism among
Gen Z, who tend to be more skilled at detecting authenticity compared to earlier generations.

The real challenge lies in leveraging social media's potential for advocacy without letting it devolve into a facade of
sustainability that lacks actual, effective strategies. This highlights the need for more research to delve into the
relationship between social media narratives and authentic GHRM practices, ensuring that Generation Z stays informed
and engaged (Smith, 2022).
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Research Methodology

My Research Methodology on the Basis of Existing Research on Social Media’s Influence on Generation Z’s Perception
of Green Human

In defining my research methodology aimed at examining the relationship between social media usage and Generation
Z's viewpoint on Green Human Resource Management (GHRM), I adopt a qualitative approach grounded in existing
literature. The idea is that social media plays a crucial role in shaping Gen Z's awareness of environmental issues and
their expectations from organizations (Twenge, 2019). To conduct this research, I plan on utilizing in-depth interviews
and thematic analysis to explore how GHRM practices and ideals are shared through social media platforms.

One major reason for choosing qualitative methods is the intricate and contextual nature of perceptions that can't be
adequately captured with just numbers. However, there is a counterpoint regarding potential bias and subjectivity when
it comes to personal interviews (Creswell, 2014). Recognizing this drawback, I aim to enhance data reliability by
incorporating focus groups, which can introduce a variety of viewpoints and help lessen individual biases.

By adding social media analytics to my methodology, I can further reinforce my findings, uncovering how online
narratives shape perceptions and influence organizational behaviors. Ultimately, this research aspires to offer insights
into how companies can better align their GHRM strategies with the values of a socially aware generation.

Research Background

Research Background on Social Media’s Influence on Generation Z’s Perception of Green Human Resource Management
As a post-doctoral researcher, my exploration of Generation Z’s view on Green Human Resource Management (GHRM)
often leads me to consider the significant role of social media. Having grown up in the digital age, Generation Z heavily
relies on social media for information. Scholars like Kabadayi et al. (2020) argue that social media not only shapes
environmental awareness but also influences how young people view corporate sustainability efforts. This is especially
crucial for GHRM, as more organizations take on environmentally conscious practices.

Nonetheless, there’s a significant counterargument: the risk of misinformation on these platforms. Although social media
can spread positive messages about GHRM, it can also host misleading content, twisting perceptions. For example, a
study by Yoon et al. (2021) shows that negative depictions can foster skepticism about corporate green efforts, indicating
that not all engagement with GHRM on social media leads to a favorable viewpoint.

My research highlights social media's dual function as both a driver of awareness and a potential source of confusion
regarding GHRM practices. Therefore, grasping this complex dynamic is vital for organizations wanting to authentically
connect with Generation Z and their sustainability initiatives.

Research Scope

In today's discussions on human resource management, the interaction between social media and how different
generations perceive issues has become an essential area of research. Current studies illustrate that Generation Z, defined
by their digital upbringing, uses social media platforms to define and reshape their understanding of various topics,
including environmental sustainability in business (Bennett & Segerberg, 2013). This group's interaction with green
human resource management (GHRM) practices is significantly affected by the narratives shared online, where
companies highlight their eco-friendly efforts.

Supporters of social media's importance in shaping perceptions of GHRM contend that these platforms act as
communication tools and information sources, raising awareness and stimulating dialogue among Generation Z
(Schmidthuber, 2021). However, critics note that the overwhelming amount of information and the varying reliability of
sources can lead to misinformation, distorting perceptions and possibly fostering disinterest instead of engagement
(Lopez & Garcia, 2020).

In combining these viewpoints, it becomes clear that while social media plays a pivotal role in raising green awareness
among Generation Z, its effectiveness depends on the authenticity and quality of the information shared. Thus, more
research is needed to clarify these dynamics and their implications for sustainable practices in organizational settings.

III. LITERATURE REVIEW
Martinez & Thompson (2022)
One of the main points made by Martinez and Thompson (2022) is that social media has democratized knowledge. They

emphasize how platforms like Instagram, Twitter, and TikTok make it easier to share information about ecological issues,
raising awareness and driving action. This democratization is especially important for Generation Z, who are tech-savvy
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and use these platforms not only to get information but also to take part in discussions about sustainability and climate
change (Martinez & Thompson, 2022). As a result, social media becomes a driving force for eco-leadership, enabling
young people to take on roles in advocacy and activism.

Additionally, their findings highlight how social media helps build communities. According to Martinez and Thompson
(2022), these online networks allow individuals to come together around shared environmental values, creating a sense
of collective responsibility. This community feeling not only boosts personal involvement but also strengthens the impact
of environmental efforts. For Generation Z, connecting with peers who share similar values worldwide reinforces their
dedication to eco-leadership, turning individual efforts into a united movement.

Reflecting on these insights, it's clear that social media isn't just a communication tool; it serves as a powerful framework
for shaping leadership styles. As Generation Z continues to tackle the challenges posed by climate change, social media
will remain a vital channel for them to develop their identities as eco-leaders. The work of Martinez and Thompson
(2022) is a significant reminder of how digital platforms can transform collective environmental awareness and action
among the upcoming generation of leaders.

Gupta et al. (2022)

One major insight from Gupta et al. (2022) is the recognition that human resources are vital for rolling out green initiatives
within companies. The authors suggest that GHRM goes beyond just responsible hiring and training; it includes engaging
employees in sustainability efforts. This viewpoint showcases how HR practices can help create a culture of sustainability.
By aligning their goals with environmental needs, businesses can boost their competitive edge while also contributing to
global sustainability efforts.

Additionally, the study points out that social media is a powerful ally in advancing GHRM practices. As Gupta et al.
(2022) explain, platforms like LinkedIn and Twitter encourage knowledge sharing and best practices among industry
leaders, fostering a community of organizations dedicated to sustainability. These interactions can motivate other
companies to follow suit, amplifying the effects of GHRM. This aligns with broader research that highlights how digital
platforms influence corporate social responsibility (Kaplan & Haenlein, 2010).

The study also highlights the critical role of communication in GHRM. Effective communication strategies enable
organizations to clearly express their green policies and practices, shaping public perception and promoting
accountability. The authors stress that being transparent about sustainability efforts on social media not only builds trust
with stakeholders but also encourages employees to actively engage in sustainability initiatives.

Taras et al. (2020)

The thorough research by Taras et al. (2020) shines a light on how social media serves as a powerful tool for
environmental activism.

In their study, Taras et al. pinpoint several crucial elements that highlight how effective social media is in rallying
Generation Z for environmental causes. For one, they found that these platforms act as go-to places for information,
where users are constantly engaging with content about climate change, sustainability, and conservation efforts. By
sharing articles, videos, and personal stories, people aren't just spreading the word; they're also creating a shared sense
of urgency around these environmental challenges. The authors mention how hashtags like #ClimateStrike have played
a vital role in energizing youth-led movements and building a sense of community among participants (Taras et al., 2020).

Furthermore, the study points out that social media makes environmental advocacy more accessible. This opening up of
information allows more people to join the conversation, which breaks down some of the traditional barriers that have
kept many from participating in environmental advocacy (Taras et al., 2020). As Taras et al. highlight, “the fluidity of
social media allows for quick sharing and mobilization, enabling Generation Z to respond rapidly to ecological threats”
(p. 143). This ability is essential in a time when we’re facing rapid environmental changes and disasters.

That said, there are some hurdles to consider when it comes to social media’s role in advocacy. Taras et al. (2020) mention
the idea of slacktivism, where simply liking or sharing posts can create a misleading feeling of participation without
leading to real-world action. This raises important questions about how genuinely committed Generation Z is to tackling
environmental issues.

Kaur and Singh (2020)

In their important study, "The Role of Social Media in Environmental Awareness Among Generation Z," Kaur and Singh
(2020) shed light on how social media significantly influences the environmental awareness of younger people. This
research is particularly noteworthy because it focuses on Generation Z, a group that heavily relies on digital platforms
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for information and social interaction. Their findings add valuable insights to the conversation about environmental
advocacy and digital communication.

Kaur and Singh (2020) argue that social media plays a vital role in spreading environmental information, helping
Generation Z connect with key ecological issues more deeply. The authors point out that platforms like Instagram, Twitter,
and TikTok are crucial in fostering a spirit of environmental activism among this generation. Through viral campaigns
and prominent influencers, digital stories resonate with young users, promoting a shared identity centered around
sustainability.

A major takeaway from the study is the unique relationship between social media use and how Generation Z prefers to
consume information. Unlike older generations that often turned to traditional media for environmental education, today's
youth expect interactivity and instant feedback. Kaur and Singh (2020) emphasize that the participatory nature of social
media not only empowers users but also drives them to take action, leading to initiatives like community clean-ups and
global climate marches.

Additionally, the research points out the two-sided nature of social media; it can raise awareness and inspire action, but
it can also spread misinformation and encourage shallow engagement with environmental issues (Kaur & Singh, 2020).
This complexity highlights the need for a thoughtful approach to the content people consume and share online.

Existing Challenges of Social Media Influence

The challenges that social media presents regarding GHRM perceptions in Generation Z are multifaceted. Based on the
literature, several common issues stand out:

1. Misinformation: Social media can often be filled with misleading information regarding environmental issues and
GHRM, which could lead to confusion among users.

2. Shallow Engagement: Generation Z tends to consume information superficially, leading to oversimplified views on
complicated topics like GHRM.

3. Echo Chambers: Algorithms prioritize content that aligns with users' pre-existing beliefs, limiting exposure to
contrasting views on GHRM.

4. Brand Skepticism: Negative portrayals of organizations can foster distrust regarding their genuine commitment to
GHRM.

5. Fragmented Attention: The diverse nature of social media can divide users’ focus, making it hard for them to engage
thoroughly with GHRM content.

6. Influencer Impact: Endorsements of GHRM from social media influencers can sometimes misrepresent the authentic
practices of the brands they promote.

7. Cultural Misalignment: Generation Z’s diverse cultural backgrounds can lead to various interpretations and
acceptance levels of GHRM principles.

8. Preference for Visual Content: Generation Z often favors visual content over written information, making it tricky
to convey detailed GHRM narratives.

9. Privacy Concerns: Worries about data usage and privacy can cause disengagement from brands trying to communicate
their GHRM practices.

10. Diminished Critical Thinking: An overwhelming amount of information can hinder critical engagement with
GHRM material.

Proposed Solutions

To tackle the challenges mentioned, here are some strategic solutions:

1. Educational Campaigns with Reliable Sources: Organizations should start campaigns that provide accurate
information about GHRM, partnering with credible environmental groups to present factual content.

2. Interactive Learning Platforms: Creating interactive platforms that engage Generation Z through gamified elements,
quizzes, and simulations can deepen their understanding of GHRM.

3. Diverse Content Creation: Developing different formats like podcasts, infographics, and videos that resonate with
Generation Z's preference for visual and auditory information can make GHRM more engaging.

4. Influencer Partnerships with Integrity: Teaming up with influencers who genuinely care about environmental
sustainability can bolster the credibility of GHRM messaging, addressing skepticism about corporate intentions.

5. Promotion of Critical Thinking Skills: Encouraging initiatives that enhance critical thinking around social media
content can empower Generation Z to distinguish credible information from misinformation regarding GHRM.

6. Cultivating Online Communities: Organizations should build online communities that spark discussions around
GHRM, fostering a space for shared learning and varied perspectives.

7. Visual Storytelling Techniques: Telling compelling stories through visuals that spotlight successful GHRM practices
can captivate Generation Z's attention and imagination.
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8. Adopting Transparency Practices: Being clear about GHRM strategies and outcomes can help build trust and address
skepticism. Sharing case studies and success stories on social media is essential.

9. Privacy-Conscious Engagement: Developing strategies that respect Generation Z's privacy preferences while
promoting GHRM can enhance engagement and strengthen relationships.

10. Regular Feedback Mechanisms: Establishing continuous feedback channels from Generation Z can help
organizations adjust their strategies to align better with this group’s values and interests.

The interplay between social media and Generation Z's views on green human resource management reveals significant
challenges but also exciting opportunities. By addressing misinformation, shallow engagement, and skepticism through
focused strategies, organizations can foster a more informed understanding of GHRM among this generation. Education,
transparency, and active engagement are crucial elements for future strategies, positioning Generation Z as active
participants in discussions about sustainable practices rather than passive recipients of information. As organizations
adapt, they can empower this generation to champion green human resource management, ultimately paving the way for
a more sustainable future.

IV. CONCLUSION

The influence of social media on Generation Z is a complex issue that requires thoughtful reflection. Recognizing the
benefits of connectivity, collaboration, and self-expression alongside the challenges of mental health, cyberbullying, and
misinformation is critical. As this generation continues to shape the digital world, it's vital that they do so with awareness,
empathy, and critical thinking—qualities that will influence not just their futures but the very essence of society itself.
The road ahead is about finding balance, embracing the power of connection, and nurturing a digital culture that enables
rather than obstructs the growth of this vibrant generation.

Social media has a significant and complex impact on Generation Z's perception of Green Human Resource Management.
The digital environment serves as a crucial platform for shaping young people's environmental awareness and activism.
As they redefine what they expect from companies in terms of sustainability, businesses must navigate a critical moment
where open communication and authentic commitment to GHRM principles are vital for building trust. Understanding
this connection is essential for organizations that want to attract and keep a workforce that increasingly values
sustainability. Future studies could investigate the long-term effects of social media-driven perceptions on GHRM and
how businesses can adapt to meet Generation Z's evolving expectations regarding sustainable practices.

As Generation Z moves into the workforce, businesses must be aware that their social media strategies profoundly affect
perceptions and help shape their organizational identity. By doing so, companies can align with the values of this
generation, enrich the conversation around sustainability, and foster a more eco-conscious workforce.
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