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M‡elYv ev welq wbe©vPb Kivi †¶‡Î K‡qKwU ¸iæZ¡c~Y© w`K we‡ePbv Kiv cª‡qvRb| Gi g‡a¨ ¸iæZ¡ 

(Significance), M‡elYvwU GKv‡WwgK, mvgvwRK ev e¨envwiK `…wó‡KvY †_‡K KZUv ¸iæZc~Y© ev Zvrch©c~Y©| bZybZ¡ 

(Novelty) wb‡`©k K‡i M‡elYvwU c~e©eZ©x M‡elYv †_‡K KZUv wfbœ Ges G‡Z bZyb †Kv‡bv aviYv, `…wófw½ ev Ae`vb i‡q‡Q 

wK bv| †KŠZ~nj (Curiosity) M‡elYvwU M‡elK I cvV‡Ki g‡a¨ KZUv AvMÖn I AbymwÜrmv m…wó Ki‡Z cv‡i Zv †evSvq| 

cvkvcvwk cwimi (Scope) Øviv M‡elYvi welqe¯‘, mxgv I fwel¨r M‡elYvi m¤¢ve¨ †¶Î wba©vwiZ nq| me©‡k‡l, 

ev Í̄evqb‡hvM¨Zv (Actionability) wb‡`©k K‡i M‡elYvi djvdj ev Í̄e †¶‡Î KZUv Kvh©Kifv‡e cÖ‡qvM Kiv m¤¢e|  

 hw` †Kv‡bv M‡elYv cÖeÜ ¸iæZ¡ (Significance), bZybZ¡ (Novelty), †KŠZ~nj (Curiosity), cwimi 

(Scope) Ges ev Í̄evqb‡hvM¨Zv (Actionability)-GB cvuPwU kZ© h_vh_fv‡e c~iY Ki‡Z cv‡i, Zvn‡j †mB M‡elYvcÎ‡K 

GKwU fv‡jv I gvbm¤§Z †ccvi wn‡m‡e we‡ePbv Kiv hvq Ges Zv cªKvk KivI Zyjbvg~jKfv‡e mnR nq| GB Av‡jvPbvq 

GKwU M‡elYv wk‡ivbv‡gi gva¨‡g GB cvuPwU gvb`‡Ûi Av‡jv‡K Av‡jvPbv Kiv †h‡Z cv‡i|  

 

Social Media and Generational Expectations as Pathways to Employer Branding in 

a Competitive Talent Market: A Systematic Literature Review 

 cÖ_gZ, ¸iæ‡Z¡i (Significance) w`K †_‡K ejv hvq, eZ©gvb mg‡q AwaKvsk cªwZôv‡bi Rb¨ Talent msKU 

GKwU eo P¨v‡jÄ| `¶ I †gavex Kg©x AvKl©Y Kiv Ges Zv‡`i a‡i ivLv µ‡gB KwVb n‡q DV‡Q| GB †cª¶vc‡U 

Generation Z me‡P‡q m¤¢vebvgq Talent Mªyc wn‡m‡e we‡ewPZ, KviY Zviv †QvU‡ejv †_‡KB AvaywbK cªhyw³ I wWwRUvj 

cwi‡e‡ki g‡a¨ †e‡o D‡V‡Q hv Av‡Mi cÖRb¥¸‡jvi †¶‡Î †`Lv hvqwb|
2

 eZ©gv‡b Generation Z PvKwii evRv‡i cª‡ek 

Ki‡Z ïiæ K‡i‡Q| d‡j Zv‡`i‡K h_vh_fv‡e wb‡qvM w`‡Z cvi‡j cªwZôv‡bi Talent msKU †gvKv‡ejv Kiv m¤¢e| GB 

M‡elYvq Generation Z Gi gva¨‡g GB Talent msKU †gvKv‡ejvi ¸iæZ¡ ¯úófv‡e Zy‡j aiv n‡q‡Q, hv GB Kv‡Ri ¸iæZ¡ 

ev Zvrch©‡K cÖwZwôZ K‡i|  

 wØZxqZ, bZyb‡Z¡i (Novelty) †¶‡Î †`Lv hvq †h c~e©eZ©x M‡elYv¸‡jv‡Z †KD †KD Employer Branding 

MV‡b Social Media Gi ¸iæZ¡ Zy‡j a‡i‡Qb, Avevi †KD †KD Generation Z Gi f~wgKvi Ici Av‡jvKcvZ K‡i‡Qb| 

Z‡e GB ỳwU welq‡K GKmv‡_ we‡kølY Kivi M‡elYv Zyjbvg~jKfv‡e weij| GB M‡elYvi cÖK…Z bZybZ¡ Social Media I 

Generation Z †K GKmv‡_ we‡ePbv Kiv| KviY ev Í̄‡e Social Media Gi me‡P‡q eo e¨enviKvix n‡jv Generation 

Z, Ges †Kv‡bv cÖwZôvb m¤ú‡K© Zv‡`i cª_g aviYv M‡o I‡V g~jZ Social Media Gi gva¨‡gB| d‡j GB ỳwU welq 

ci¯ú‡ii Ici wbf©ikxj, hv GB M‡elYvi bZyb Ae`vb wn‡m‡e we‡ewPZ n‡Z cv‡i| 
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 bZyb‡Z¡i †¶‡Î †jLKiv wZbwU ¸iæZ¡c~Y© duv` (Trap) m¤ú‡K© mZK© K‡i‡Qb Familiarity Trap, 

Maturity Trap Ges Nearness Trap| Familiarity Trap ZLb N‡U hLb †Kv‡bv welq AwZwi³fv‡e 

M‡ewlZ nIqvq bZyb M‡elYvi djvdj c~e©vbygvb‡hvM¨ n‡q c‡o Ges ZvwË¡K Ae`vb mxwgZ _v‡K; GgbwK 

bZyb †`k ev Lv‡Z M‡elYv Ki‡jI, hw` `…wófw½ bZyb bv nq, kxl© Rvb©vj¸‡jv Zv MÖnY K‡i bv| 

Familiarity Trap Gov‡bvi Rb¨ mgm¨vwU‡K bZybfv‡e Dc¯’vcb Kiv, we‡ivax ev AcªZ¨vwkZ dj we‡kølY 

Kiv Ges wfbœ Z‡Ë¡i mgš̂q Kivi Ici †Rvi †`Iqv nq| 

  

 Maturity Trap †`Lv †`q hLb †Kv‡bv ZË¡ ev M‡elYv †¶Î GZUvB cwiYZ n‡q hvq †h †mLv‡b bZyb 

Ae`vb ivLvi my‡hvM AZ¨šÍ mxwgZ _v‡K; d‡j M‡elYvwU c×wZMZfv‡e mwVK n‡jI ZvwË¡Kfv‡e bZyb wKQy 

†hvM Ki‡Z e¨_© nq| GB dvu` Gov‡Z bZyb kZ© ev mxgve×Zv hy³ Kiv, cªwZwôZ Abygvb‡K cªkœ Kiv Ges 

bZyb †cÖ¶vc‡U ZË¡ cÖ‡hvM Kivi civgk© †`Iqv n‡q‡Q|  

 

 

 Ab¨w`‡K, Nearness Trap N‡U hLb GKwU M‡elYvi PjK, c×wZ ev ZvwË¡K KvVv‡gvi w`K †_‡K c~e©eZ©x 

M‡elYvi Lye KvQvKvwQ Ae¯’vb K‡i, hvi d‡j Zv Kvh©Z me-too M‡elYvq (c~e©eZ©x M‡elYvi cÖvq ûeû 

AbyKi‡Y Kiv ev Av‡M hv Kiv n‡q‡Q, †mUvB mvgvb¨ cwieZ©b K‡i Avevi Kiv) cwiYZ nq| G ai‡bi dvu` 

Gov‡Z bZyb mediator ev moderator PjK AšÍf©y³ Kiv, cÖwµqvwfwËK we‡kølY Kiv Ges `xN©‡gqvw` ev 

eû¯Íi we‡kølY MÖnY Kivi Ici †jLKiv ¸iæZ¡ Av‡ivc K‡i‡Qb| 

 Z…ZxqZ, †KŠZ~n‡ji (Curiosity) w`KwU GKwU M‡elYvcÎ‡K cvV‡hvM¨ K‡i †Zv‡j| hw` †Kv‡bv cvVK 

M‡elYvi ïiæZ¡‡ZB m¤ú~Y© djvdj ey‡S †dj‡Z cv‡ib, Zvn‡j cy‡iv M‡elYv covi AvMªn K‡g hvq| ZvB M‡elYvwU 

Ggbfv‡e Dc¯’vcb Kiv cÖ‡qvRb, hv‡Z djvdj eyS‡Z n‡j cy‡iv †ccviwU co‡Z nq| cÖPwjZ aviYv Abyhvqx, 

Social Media I Generation Z mvaviYZ BwZevPK cÖfv‡ei m‡½ hy³| Z‡e ev Í̄‡e Gi wKQy †bwZevPK w`KI 

i‡q‡Q| D`vniY¯^iƒc, †Kv‡bv Kg©x KL‡bv KL‡bv Social Media Gi Ggb Z_¨ cÖKvk Ki‡Z cv‡i, hv cªwZôv‡bi 

Rb¨ ûgwK¯^iƒc ev †MvcbxqZvi j•Nb NUv‡Z cv‡i| GB wØgvwÎK cÖfve cvV‡Ki g‡a¨ †KŠZ~nj m…wó K‡i| 

 PZy_©Z, cwim‡ii (Scope) w`K †_‡K ejv hvq, M‡elYvi welqe¯‘ hw` we Í̄…Z I eûgvwÎK nq, Zvn‡j Zv 

cªKvkbvi †¶‡Î myweav †`q| GB M‡elYvq ïay Social Media ev ïay Generation Z †K Employer 

Branding †KŠkj wn‡m‡e †`Lv‡bv nqwb; eis GB `ywU welq‡K GK‡Î we‡kølY K‡i GKwU e…nr I mgwš^Z †¯‹vc 

‰Zwi Kiv n‡q‡Q, hv M‡elYvwU‡K AviI kw³kvjx K‡i‡Q| 

 me‡k‡l, ev¯Íevqb‡hvM¨Zv (Actionability) GKwU M‡elYvi me‡P‡q ¸iæZ¡c~Y© w`K¸‡jvi GKwU| KviY 

M‡elYvi gva¨‡g mgvR, cªwZôvb ev gvby‡li Kx ai‡bi DcKvi mvwaZ n‡jv ev †Kvb mgm¨vi mgvavb cvIqv †Mj Zv 

¯úófv‡e Zy‡j aiv Riæwi| GB M‡elYvq †`Lv †M‡Q, Social Media Ges Generation Z †K Kvh©Kifv‡e e¨envi 

K‡i Employer Branding M‡o †Zvjv m¤¢e| kw³kvjx Employer Branding ‰Zwi Kiv †M‡j cªwZôv‡bi 

Talent msKU †gvKv‡ejv Kiv A‡bK mnR nq| Gfv‡eB GB M‡elYv ZvwË¡K Ae`v‡bi cvkvcvwk e¨envwiK ¸iæZ¡I 

enb K‡i| 


