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Summary 

In this research, effects on knowledge sharing by the social medium microblogging have been explored. 

Using pilots with the microblogging platform WorkVoices and a study of the microblogging platform 

Yammer, the research question “What effect does the use of organizational microblogging have on 

knowledge sharing?” has been answered. The research showed a significant increase in the availability 

and the intention of participants to share knowledge. Knowledge sharing using microblogging scored 

high on potential and was valued positive, though the scores for the applications, WorkVoices and 

Yammer, were lower. This research showed that organizational microblogging has the competence to 

reveal hidden knowledge and information by a simple post, while using an accessible method. 
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Management summary 

This research explored effects on knowledge sharing by the social medium microblogging. Social media 

have the features to be able to gather, store and spread all sorts of knowledge. These media have been 

researched by scientists to explore its knowledge management potential (Bughin & Manyika, 2007; 

Hildreth, Kimble & Wright, 2000; Sharratt & Usoro, 2003). In addition, organizations are always looking 

for effective knowledge management solutions that they might find within a social medium. This 

research brings more attention to organizational microblogging as a research subject and application. 

The main research question for this research has been “What effect does the use of organizational 

microblogging have on knowledge sharing?”. Important factors have been: conditions for knowledge 

sharing and the knowledge sharing intention and behaviour, characteristics that are important when 

using organizational microblogging, and the value of organizational microblogging. As a method of 

research, pilots with the microblogging platform WorkVoices have been organized. Three organizations 

cooperated in a pilot. Surveys and focusgroups have been used to answer the research question. In 

addition, a study of the microblogging platform Yammer has been performed. 

During the pilot period, the availability and the intention of participants to share knowledge have 

significantly grown. A high score on potential for knowledge sharing using microblogging was given, 

though the scores for the applications, WorkVoices and Yammer, were lower. Positive aspects of 

microblogging were that hidden knowledge is being revealed. Characteristics important to the use of 

microblogging are collecting the diversity of media in one portal or tool, the search engine and the 

activity of other users. Also, a medium should be company driven to enhance relevancy. 

This research showed that organizational microblogging has the competence to reveal hidden 

knowledge and information by a simple post, while using an accessible method. Microblogging with 

knowledge sharing as intention is regarded as a development with much potential and valued positive. 

This has been an exploratory research; more studies focusing on this topic should be performed. 

Recommendations for using organizational microblogging more effectively, were: 

 Focus on knowledge sharing and make users aware of this. 

 Integrate microblogging into the workflow of all employees. 

 Make microblogging indispensable to harvest its benefits. A larger group of users that wish to 

share and interact using the medium is required. 

 Pick the right tool, the effort needed and the performance gain also depends on the tool used. 

 Draw people towards the medium instead of obliging use. 

 Guard to implement microblogging too quick; start with a small number of users. 

 Repay the user for their effort. Add information relevant to the user’s interest. 

 Guard the signal to noise ratio to utilize the goal of knowledge sharing 
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1. Research introduction 

The World Wide Web user has shifted to creating content from consuming content, while conversing 

socially about it. The media which meet these social requirements have been christened Social Media. 

Some examples are the sites YouTube, Facebook, Wikipedia and Twitter. 

Social media are regarded as having an important role in the future of knowledge management. A great 

benefit that many of social media have is the aspect to gather, store and spread all sorts of knowledge. 

This benefit is being put to use in organizations and has the potential of becoming a very interesting 

communication channel. This channel can be used for the benefit of knowledge management. 

Knowledge management is a specialism that is being employed in countless shapes and is in a constant 

evolving process. Utilizing social media is already done by many organizations and has become a very 

interesting research object. 

The potential of social media in organizations has caught the attention of scientists (Bughin & Manyika, 

2007; Hildreth, Kimble & Wright, 2000; Sharratt & Usoro, 2003) who are very interested to see which 

possibilities it has. Besides, organizations are looking for effective knowledge management solutions 

that they might find within a social medium. To advance on this subject, a research will be conducted to 

discover effects of using social media on knowledge management. The research will focus on a social 

medium, microblogging, which is believed to have the quality to bring hidden knowledge into view. 

Microblogging is believed to have an effect on knowledge sharing. This chapter will give a detailed 

explanation of important elements of this research and further clarify the communal and scientific 

context of this research. 

1.1 Knowledge management 

Knowledge is thought to help make judgments or help improve the structure of workflows (Smith & 

McKeen, 2003).The feature of knowledge to be an important component of an organization’s capital, 

makes it crucial to manage knowledge. Knowledge is of such high importance because it has to be 

present in company processes to improve efficiency, effectiveness, productivity and quality. According 

to Smith and McKeen (2003), knowledge management in short, is the extraction of knowledge from the 

agent holding it and making it available to others. They claim knowledge to be crucial; an organization 

without knowledge cannot exist.  

According to Tiwana (2003), the management of knowledge is divided into three basic stages. The first 

stage is the acquisition of knowledge. This includes the development and creation of insights, skills and 

relationships. Sharing knowledge is the second stage identified by Tiwana (2003). This is broadcasting 

what is already known. The third and last stage, is the utilization of knowledge; learning from the 

acquired and broadcasted knowledge is integrated into the organization (Tiwana, 2003). 

Knowledge management has been recognized as a special part of business around the 1950s. 

Knowledge management itself is much older, even the Romans already made use of knowledge 

management by using maps, and in the Middle Ages the teaching from master to apprentice was a 

normal way to distribute and share knowledge. There has been a lot of research into knowledge 
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management and its disciplines. This research is the basis for further research into knowledge sharing 

using microblogging. 

1.2 Social media 

Online media on which the user forms and uses the content are considered to be social media. Within 

social media, a lot of different applications can be identified. Text, images, audio, and video are being 

used by social media. Technologies used are for instance: (micro)blogs, message boards, podcasts, wikis, 

and social bookmarking. A few examples of social media applications are Wikipedia (referencing), 

MySpace (social networking), YouTube (video sharing), Second Life (virtual reality), Twitter 

(microblogging), Del.icio.us (social bookmarking) and Flickr (photo sharing). 

The popularity of certain social media is huge. A few numbers are that every minute 13 hours of video 

material are uploaded to video-sharing site YouTube, 13 million articles are available on referencing site 

Wikipedia and 3.6 billion photos are available on the photo-sharing site Flickr. All these platforms have 

in common that in one way or the other you can get in touch with other users. You can comment on 

YouTube videos and Flickr photos, and you can discuss the alterations of Wikipedia articles. Next to that, 

all content is created by the user. Users create, react and collaborate. 

There is no real consensus on what the true definition of social media is. A definition that is applicable 

and nearly complete is the definition presented on the Wikipedia page on social media. 

Social media are media with content that is designed to be disseminated through social 

interaction, created using highly accessible and scalable publishing techniques. Social media 

supports the human need for social interaction, using Internet- and web-based technologies 

to transform broadcast media monologues (one to many) into social media dialogues (many 

to many). It supports the democratization of knowledge and information, transforming 

people from content consumers into content producers (“Social Media,” 2009). 

An additional feature is the capability of social media to be used within organizations. Examples are 

company blogs, podcasts from the CEO or department wikis. Possibilities like tagging, microblogging, 

blogging, wikis and social bookmarking can make knowledge within an organization more insightful. 

Making knowledge more insightful is an interesting activity because a lot of knowledge is impossible to 

manage. Knowledge you only stumble upon in the coffee corner when a colleague surprises you with 

expertise you never thought he or she had. Identifying these abilities would be very attractive for 

organizations. From a scientific point of view, bringing hidden knowledge into view is very interesting. 

Some knowledge is difficult to grasp, and social media might be able to influence this. This research will 

have a scientific and communal focus on effects of microblogging on knowledge sharing. In the next 

paragraph, features of microblogging will be described. 
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1.3 Microblogging 

As stated earlier, the research will focus on microblogging, a social medium that is believed to have the 

quality to bring hidden knowledge into view. Microblogging is one of social media’s latest trends and is 

believed to have much potential on this subject. 

Microblogging is a variant of blogging that allows users to post quick, short messages on the web for 

others to access. These messages can be restricted to a certain number of individuals, sent exclusively to 

a specific contact, or be made available to the World Wide Web. Twitter is probably the most well 

known microblogging platform currently available on the web. 

The focus of recent scientific literature on microblogging has been on subjects matched to learning and 

education (Costa, Beham, Reinhard et al., 2008; Java, Finin, Song & Tseng, 2007). Zhao and Rosson 

(2008) have researched why people use Twitter. According to their research, people use Twitter at work 

to keep up with what is new and what is happening with other people. Furthermore, they claim the 

sharing and exchanging of information to be an important activity. Microblogging provides an informal 

communication channel complementary to other media (e.g., IM, email, phone, weblog, or face-to-

face). 

Currently, a niche is present in scientific literature on organizational microblogging with the intention of 

knowledge sharing. This research brings more attention to microblogging and knowledge sharing as a 

research subject. 

1.4 Stakeholders 

This research is assigned and mentored by GriDD consultancy. GriDD is a consultancy agency that 

provides guidance, consultancy and support, to improve processes by optimizing effectiveness of 

information in knowledge intensive organizations. For this purpose, they are always on top of new 

developments. This research is relevant to their interests because the visualization of knowledge is an 

important topic in their daily work. Researching the aspects of a medium like microblogging can create 

valuable knowledge to use in future cases. 

Besides GriDD, this research is supervised by the University of Twente. This is done by Somere, the 

Social Media Research center. Somere is involved in the research on effects of microblogging on 

knowledge sharing because they think microblogging to be an interesting research subject. 

The research conclusions will be of assistance in future cases of GriDD and will be used as a starting 

point for further research on this subject by Somere. The research center Somere will be publishing a 

book on social media research; this research should provide input for one of its chapters. GriDD is willing 

to use the gathered knowledge and recommendations to optimize their ideas and work with social 

media and knowledge sharing. 
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1.5 The research question 

The focus of this research will be the exploration of effects of organizational microblogging on 

knowledge sharing. The main research question is: 

“What effect does the use of organizational microblogging have on knowledge sharing?” 

Important factors will be conditions, intention and behaviour for knowledge sharing, characteristics 

important when using organizational microblogging, and the value of organizational microblogging. The 

research results will provide input for further research and help organizations use organizational 

microblogging more effectively. 

The research starts by studying the relevant scientific literature and creating a scientific framework. 

Based on this framework, sub research questions are formulated and a research model is drawn. This is 

presented in the next chapter. In the third chapter, the method of research is described. All gathered 

data is analyzed and presented in chapter 4. Based on chapter 4, answers to the research questions are 

formulated and a number of recommendations is given to GriDD consultancy. In the last chapter, the 

whole research cycle is discussed and reflected upon. This reflection brings forth recommendations on 

future research regarding this topic. 
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2. Scientific framework of knowledge sharing using microblogging 

In this chapter the scientific literature surrounding knowledge sharing and microblogging is explored. 

Based on previous research, a theoretical framework is build that is used as the foundation of this 

research. First, knowledge management is introduced and defined. Next, knowledge sharing is identified 

as a major focus area for knowledge management. Subsequently, conditions that have an effect on the 

knowledge sharing intention and knowledge sharing behaviour are described. Furthermore, the 

functions and possibilities of social media will be explained more elaborately. Consequently, 

microblogging will be defined as a research subject. In addition, characteristics that are important to the 

use of social media are presented. In conclusion, a research model and research questions are 

presented. 

2.1 Knowledge management 

Management of knowledge is an important activity for knowledge-intensive organizations. The 

managing and sharing of knowledge is essential for organizations because knowledge is their main 

building block. 

 

Figure 1: Sequence from data to wisdom (Bellinger, Castro & Mills, 2004). 

First, it is important to describe what knowledge is and note that there is a difference between 

knowledge and information. Knowledge is a part of the four steps from data to wisdom (Bellinger, 

Castro & Mills, 2004; Davenport & Prusak, 2000). The sequence from data to wisdom is described in 

figure 1. Data is raw and does not need to have meaning or be usable. It simply exists and has no 

significance beyond its existence. Information is data that has been given meaning by way of relational 

connection. This meaning can be useful, but does not have to be useful. Knowledge is the appropriate 
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collection of information, such that its intent is to be useful. Knowledge has useful meaning, but it does 

not provide for, in and of itself, an integration such as would infer further knowledge. Wisdom embodies 

an understanding of fundamental principles embodied within the knowledge that are essentially the 

basis for the knowledge being what it is. Wisdom helps to give us understanding on matter where 

previously has been no understanding, and in doing so, goes far beyond understanding itself. When 

discerning or judging between right and wrong, good and bad the outcome is influenced by wisdom. 

Understanding makes data, information and knowledge insightful and is therefore an important part of 

the process. Knowledge is worth nothing to a person when this person is not able to understand the 

knowledge (Bellinger, Castro & Mills, 2004). 

According to Davenport, De Long and Beers (1998) knowledge is information combined with experience, 

context, interpretation and reflection. It is an important factor when making decisions or deciding on 

actions. Given the importance of such an asset, it is not surprising that organizations everywhere are 

paying attention to knowledge; exploring what it is and how to create, transfer, and use it more 

effectively. 

Soekijad and Andriessen (2003) explain that knowledge sharing can often be considered as a first and 

necessary step in a learning process. People can share knowledge and experiences, which they can apply 

later in their own situation. Knowledge can be transferred, distributed or newly created. According to 

Nonaka (1994) interaction plays a critical role in developing ideas, although ideas are formed in the 

minds of individuals. Interaction contributes to the amplification and development of new knowledge. It 

defines a further dimension to organizational knowledge creation, even when the actors interacting 

span departmental or organizational boundaries. 

The unique properties of knowledge make it very valuable for organizations. Prusak (2001) states for 

instance that economists, strategy academics and commentators agree that a firm can best be seen as a 

coordinated collection of capabilities, somewhat bound by its own history, and limited in its 

effectiveness by its current cognitive and social skills. The main building block of these capabilities is 

knowledge, especially the knowledge that is mostly tacit and specific to the firm. This knowledge needs 

to be managed. 

Na Ubon and Kimble (2002) gave a definition of knowledge management that will be used in this 

research. According to them knowledge management is not a single discipline; it is rather an integration 

of numerous endeavours and fields of study. 

Knowledge management is the management of processes that govern the creation, 

dissemination, and utilization of knowledge by merging technologies, organizational 

structures and people, to create the most effective learning, problem solving and decision-

making in an organization (Na Ubon & Kimble, 2002). 

The actions this definition describes, creation, dissemination and utilization, and the actors it describes, 

merging technologies, organizational structures and people, make it an appropriate and complete 

definition. Davenport, Long and Beers (1998) researched which factors determine the success of a 

knowledge management project. The link of the project to the economic performance or industry value 
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of the company, the standard knowledge structure, the multiple channels for knowledge transfer and a 

knowledge-friendly culture were factors they named. 

2.1.1 Knowledge sharing 

Knowledge sharing has been identified as a major focus area for knowledge management. The relevance 

of this theme particularly derives from the fact that it provides a link between the level of individual 

knowledge workers, where knowledge resides, and the level of the organization, where knowledge 

attains its (economic, competitive) value (Hendriks, 1999). In practice, knowledge sharing proves to be a 

significant barrier for effective knowledge management. Inadequate organizational structures, cultures 

that are not friendly to knowledge sharing and special separation have been identified as impediments 

to knowledge sharing (Davenport & Prusak, 2000). Critical concern goes to whether knowledge workers 

have the intention to share knowledge. According to Hendriks (1999) the common intention of 

empowering the individual knowledge worker to use his knowledge sharing skills will only work out if 

the worker is motivated to share knowledge. The use of the introduction of information systems such as 

intranets and document management systems depends on this. Hendriks (1999) explains knowledge is 

not like a commodity that can be passed around freely, it is tied to a knowing subject. To have someone 

else share his or her knowledge, an act of reconstruction is needed. It takes knowledge to acquire 

knowledge, and therefore, to share knowledge. One party should communicate its knowledge. The 

other party should be able to perceive these expressions of knowledge and make sense of them. 

 

Figure 2: Model of knowledge sharing (Hendriks, 1999) 

In figure 2, a simplified model of knowledge sharing is visualized. In this figure of Hendriks (1999), two 

sub-processes make up the process of knowledge sharing. The first act is the transmission of knowledge 

by the knowledge owners, those who have knowledge. This transmission can take many forms and does 

not have to be a conscious act. The form is best when it is suitable for reconstruction by others. The 

second act is absorption of knowledge by the people seeking to acquire it. The act of absorption occurs 
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in many different forms as well, including learning by doing, reading books or trying to understand the 

codified knowledge in a knowledge base. The absorption of (previously or simultaneously) transmitted 

knowledge may be blocked by barriers. These barriers can be barriers of space or time, but can also be 

more fundamental like barriers of social distance, culture, language, and differences in mental or 

research frames (Hendriks, 1999). 

Several scientists (Brink, van den, 2001; Borgatti & Cross, 2003; Cross, Parker, Prusak & Borgatti, 2001; 

Soekijad & Andriessen, 2003.) have identified positive and negative barriers, or conditions, that have an 

effect on knowledge sharing. These conditions are relevant to this research because the use of 

organizational microblogging is hypothesized to have an effect on these conditions. In the following 

paragraphs, these conditions will be described more explicitly. 

2.2 Conditions that have an effect on knowledge sharing 

The conditions that have an affect on knowledge sharing are important. When these conditions are 

identified, the possibility exists that they can be influenced. In this paragraph, several conditions will be 

described. These conditions will be important in this research setting because it is assumed 

microblogging has an effect on them. 

Van den Brink (2001) considers knowledge sharing interaction between people. In addition, he states 

that organizational issues have a major impact on knowledge sharing. Furthermore, information and 

communication technology is an important facilitator of knowledge sharing. He proposes three entities 

as key factors in knowledge sharing: people, organization and technology. In figure 3 the social, 

organizational and technological conditions which van den Brink (2001) recognizes are shown. The social 

conditions are the human factor in knowledge sharing. It focuses on the drivers that trigger people to do 

what they do, on the possible skill levels of a person, and on the roles an individual can play in an 

organization. For the organizational conditions van den Brink (2001) has used the 7S framework of 

McKinsey to distinguish which organization related conditions facilitate knowledge sharing. The 7S 

framework by McKinsey consists of seven organizational factors: strategy, structure, systems, staff, 

style, skills, and shared values (The McKinsey 7S Framework, n.d.). The technological conditions are 

reflecting on information and communication technology. A major objective of ICT in facilitating 

knowledge sharing is to connect people with other people or with explicit knowledge. Three dimensions 

have been distinguished: the sharing of explicit knowledge, the sharing of tacit knowledge and the 

sharing of both explicit and tacit knowledge. 
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Figure 3: Knowledge sharing enabling conditions (Brink, van den, 2001). 

Soekijad and Andriessen (2003) have identified factors that are important for successful knowledge 

sharing as well. They specifically paid attention to knowledge sharing in alliances of competing 

organizations. Based on scientific literature they have clustered conditions for learning and knowledge 

sharing in alliances. The first range of conditions is described as organizational characteristics. An 

organization must expect to receive a certain added value from knowledge sharing and in general must 

be willing and able to share knowledge. In this view, an organization must be motivated and have a high 

intent towards co-operation and learning. The organization must be able to communicate and it needs 

to be highly transparent and receptive. The last characteristic is an organizations ability to have access 

to knowledge. Access can be gained through ties and networks. The second cluster of conditions 

consists of the (mutual) relationship between the organizations involved. They include the strength of 

the relation and the recognition and trust between the organizations. Other conditions include positive 

former experiences and a favourable climate. The final cluster of conditions can be found in the 

characteristics of the knowledge shared. The more codifiable and teachable knowledge is, the easier it is 
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to transfer it. Tacit knowledge is less easy to exchange because it is less codifiable. Soekijad and 

Andriessen (2003) found other success conditions that addressed the inter-personal level, rather than 

the inter-organizational level. Conditions as personal reputation, degree of power of decision and the 

language and skills of a person can be related to characteristics of an individual. Other conditions refer 

more to the inter-personal relations in a group. These are inter-personal trust and group cohesion, 

active interaction or learning by doing, comparable knowledge levels (as peers), and diversity in skills 

and expertise. Soekijad and Andriessen (2003) affirm that in order to enable learning, group members 

need to be aware of what the others do and expect, and how others can be of value to them. 

Cross et al. (2001) developed empirical support for relational conditions that facilitate knowledge 

creation and sharing in social networks, as well as insight into social and technical interventions that 

facilitate knowledge flows in these networks. The first phase of their research was the interviewing of 40 

managers. Four features emerged distinguishing effective from ineffective relationships. The first is 

knowing what another person knows and thus when to turn to him or her. The second is being able to 

gain timely access to that person. The third is the willingness of the person sought out to engage in 

problem solving rather than dump information. The fourth and last is a degree of safety in the 

relationship that promotes learning and creativity. The managers that were interviewed indicated that 

these four conditions were key characteristics of relationships that were effective for acquiring 

information, solving problems or learning. They recounted that when knowledge sharing or learning did 

not happen, one of these conditions was absent in the relationship. In table 2.1, the impact of the four 

conditions on knowledge sharing is described. 

Table 2.1: Knowledge sharing conditions that promote effective knowledge sharing (Cross et al., 2001) 

Knowledge sharing 
conditions 

Impact on knowledge seeking 

Knowledge Knowing what someone else knows (even if we are initially inaccurate and 
calibrate over time) is a precursor to seeking a specific person out when we are 
faced with a problem or opportunity. For other people to be options, we must 
have at least some perception of their expertise. 

Access However, knowing what someone else knows is only useful if you can get 
access to their thinking in a sufficiently timely fashion. Access is heavily 
influenced by the closeness of one’s relationship as well as physical proximity, 
organizational design and collaborative technology. 

Engagement People are helpful in learning interactions when they actively think along with 
the seeker and engage in problem solving. Rather than dump information, 
these people first understand the problem as experienced by the seeker and 
then shape their knowledge to the problem at hand. 

Safety Finally, relationships that are safe are often most effective for learning 
purposes. Being able to admit a lack of knowledge and diverge in a 
conversation often results in creativity and learning. 

 
One of the interesting findings from their interviews with the forty managers in the first phase of their 

research was how important the willingness of the person sought out for information to engage with the 

information seeker was. People who were willing to cognitively engage in problem solving helped 

seekers to gain knowledge with sufficient understanding and clarity. The simple reaction of the one 
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sought out to understand the seekers query and teach instead of dump information was enough, no 

significant time investment was needed. 

The safety of the relationship was indicated by Cross et al. (2001) being important as well. Asking 

someone for help often requires that the seeker has some degree of trust in the person sought out for 

information. Such trust often shapes the extent to which people will be forthcoming about their lack of 

knowledge, as defensive behaviour can knowingly and unknowingly block learning in critical interaction. 

Several managers indicated that creativity was increased when they were in a more safe relationship. 

Ideas that were out of the ordinary were more easily shared and this often resulted in solutions that 

were more creative. The four conditions were validated by a separate quantitative study (Cross et al., 

2001). 

Borgatti and Cross (2003) propose that the intentional search for information in an organizational 

setting can be seen as a dynamic choice process. According to Borgatti and Cross (2003), the intention to 

seek information from a specific other is determined by characteristics of the relationship between the 

seeker and a set of other people he or she might turn to. In turn, actual information seeking episodes (as 

well as third-party interaction) update the seekers’ perception of another person with respect to these 

characteristics. Borgatti and Cross (2003) hypothesize that information seeking is a function of the 

extent to which a person knows and values the expertise of another, the accessibility of this person, and 

the potential costs incurred when seeking information. They claim that individuals are more likely to 

seek information from those whose areas of expertise are known to them (knowing). They also propose 

it to be important that a knowledge seeker positively evaluates the knowledge and skills of the person 

sought out in relation to the problem the seeker is attempting to solve (value). Furthermore, they 

hypothesized that knowing that someone else has valuable expertise is important, but his or her 

knowledge is only helpful if they are accessible (access). Lastly, they assume that a potentially significant 

cost of seeking information from others in organizational settings lies with the interpersonal risks an 

individual takes by admitting ignorance on the given subject. When seeking help, esteem and reputation 

come into play as we are motivated to maintain positive self-images (cost). Borgatti and Cross (2003) 

suggest that knowing, access and cost mediate the relationship between physical proximity and 

information seeking. Proximity leads to chance meetings in which people gradually come to learn about 

each other, get more comfortable, and develop bonds that enable future access. 

The study of Borgatti and Cross (2003) offers support on relational conditions that facilitate information 

seeking. Knowing what another person knows, valuing what that other person knows in relation to one’s 

work, and being able to gain timely access to that person’s thinking have been proven as conditions that 

are predictive of the behaviour of information seeking. Although cost emerged as an important factor in 

prior work, it did not to have a significant influence in the research of Borgatti and Cross (2003). Based 

on earlier research, Borgatti and Cross (2003) created a model that explains the dynamic learning when 

searching intentional. Figure 4 shows the dynamic model of learning in intentional search. 
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Figure 4: Dynamic feedback system (Borgatti & Cross, 2003). 

Knowing, valuing, access and cost relations enable information seeking, however when we engage with 

others we recalibrate our understanding of their skills and knowledge, as well as how to gain access to 

them most effectively and what potential costs might be of interacting with them. As the understanding 

of others is being revisioned, the probability of interacting with them in the future is affected, creating a 

dynamic system. 

The findings in this paragraph give information on how the knowledge sharing intention and knowledge 

sharing behaviour is influenced by conditions. These conditions can drive or slow down knowledge 

sharing. According to Cross et al. (2001) and Borgatti and Cross (2003), the conditions they describe 

have an effect on knowledge sharing intention and knowledge sharing behaviour. It is assumed that the 

use of organizational microblogging has an effect on the knowledge sharing conditions by Cross et al. 

(2001), the knowledge sharing intention and the knowledge sharing behaviour. As of yet, the use of 

organizational microblogging has not been described. Therefore, the next paragraphs will further explain 

and recite scientific literature on social media, microblogging and microblogging within organizations. 

2.3 Social media 

Social media is the term chosen for a large collection of internet-based media. These media have in 

common that they are social, as the name already hints. Content is created by the users, and discussed 

with other users. Creating content can be a collaborative task. Examples of social media are the 

opportunity to game together in a virtual world and the possibility to review and discuss products on 

review sites and forums. Furthermore, you can work together on multimedia like movies, photos and 

music. It is also possible to share your bookmarks and news articles and have them gain more 

popularity. You can create a network online with people you know, both on social and professional 

ground, and there are countless ways to start your own weblog. You can post your questions online and 

microblog about what you are doing or what interests you. Social media is a large umbrella term, which 

catches a lot of the present World Wide Web.  

An in chapter 1 presented definition on social media is from the Wikipedia page on social media. A 

special aspect of this definition is that it is from a social medium. The wiki page has been started in 2006, 

and has been edited and extended over a 1000 times since. 
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Social media are media with content that is designed to be disseminated through social 

interaction, created using highly accessible and scalable publishing techniques. Social media 

supports the human need for social interaction, using Internet- and web-based technologies 

to transform broadcast media monologues (one to many) into social media dialogues (many 

to many). It supports the democratization of knowledge and information, transforming 

people from content consumers into content producers (“Social Media,” 2009). 

Important properties of this definition are the mentioning of the accessibility of the techniques to 

update media. For many users the ease of use of configuring and updating a medium are very 

important. Next to that, it is important to name the transformation broadcast media monologues (one 

to many) into social media dialogues (many to many). The power of broadcasting has shifted. 

 

Figure 5: Conversation prism (Solis & Thomas, 2005). 

When analyzing this definition, it is noticed that the soft border of social media is not mentioned. Just as 

with Web 2.0 (O’Reilly, 2005), there are no conditions that assess whether a medium is social, or not. 

This soft border is an important aspect of social media. It shows that social media are not limited by 
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their own identity. Another missing aspect in the definition is the diversity of social media. Social media 

come in many different flavours. In figure 5 you can find the conversation prism by Solis and Thomas 

(2005). They have tried to group social media. They made a map of the various social media grouped on 

application. The media are arranged in a spectrum around the heart of the prism, the brand. This heart 

is circled by terms like crisis, support, product and sales, marketing / PR, community and corporate 

communication. 

Social media is a part of Web 2.0, a collection of modern web applications with a strong focus on 

spreading and managing information. Web 2.0 is a set of applications on the internet that have been 

collected together under one name. These applications are not per se on the World Wide Web but can 

also be applications that make use of the internet. Components of web 2.0 are for example blogging, 

bookmarking and tagging, RSS, cost per click adverts and search engine optimization. Web 2.0 has a soft 

border, just like social media. O’Reilly (2005) has set a number of properties to the core of Web 2.0. The 

strategic positioning of Web 2.0 is that the web is being used as a platform; the user is positioned within 

control of its own data. A visualization of this core and its arms is shown under figure 6. It shows the 

many ideas that radiate out from the Web 2.0 core. 

 

Figure 6: Web 2.0 Meme map (O’Reilly, 2005). 
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Results of the McKinsey Quarterly survey on Web 2.0 (McKinsey, 2008) were that Web 2.0 is used by 

94% of the respondents internally, 83% of the respondents is using Web 2.0 to manage knowledge, 78% 

is fostering collaboration across the company. Looking ahead McKinsey (2008) predicts a growth in Web 

2.0 technologies by organizations. Companies will invest more money for new technologies and 

innovate their use of Web 2.0. McKinsey (2008) predicts that in the near future Web 2.0 will become a 

driver of competitive advantage. 

When Web 2.0 or social media technology is used within organizations, this technology allows 

enterprises to reap the benefits of scope from knowledge management. According to Bughin & Manyika 

(2007) the competitive advantage will not come from technology; it will come through execution of a 

new paradigm that requires more edge competencies, more trust and loose control. It is a better way to 

harness the contribution of the cluster of social networks the corporation is trying to emulate. According 

to Ullrich, Borau, Luo, Tan, Shen and Shen (2008) Web 2.0 is good for learning and for research. It 

enables the active participation of each user and due to recent techniques, there is a great usability of 

the applications used. With many users contributing, the power of the crowd is being harnessed. 

Web 2.0 is so great for learning and research because of its characteristic to enable access to data on an 

unprecedented scale, such as pictures, bookmarks, mapping data, indexed data etc. This data is 

available, well annotated and centralized. The ways of exploitation of this content are plentiful. The 

Web 2.0 approach is characterized by pragmatic solutions and lightweight formats. The data can be 

accessed by the web but also via APIs. The lightweight property gives the opportunity to access your 

content from a wider range of clients than the PC browser. For instance via mobile phones, PDA’s and 

game consoles. This way, users can participate from wherever they are. No barriers hinder the growth of 

content; community building can be facilitated enabling matchmaking between peers with common 

interests. These options enable a completely different way of working with content than before (Ullrich 

et al., 2008). 

The community of practice is one of the social media types that are frequently used for knowledge 

sharing. Hildreth, Kimble and Wright (2000) researched how well these communities would hold in a 

distributed learning environment. Communities of practice have been recognized as being groups of soft 

knowledge wherein the sharing of knowledge takes place. The research demonstrated that communities 

of practice can function within a distributed environment. An interesting finding was that a face-to-face 

element is necessary to take the evolution of the community further more quickly. Sharratt and Usoro 

(2003) executed an exploratory research towards the possibility of knowledge sharing within 

communities of practice. They identified several hypothetical factors that should have an influence on 

knowledge sharing in communities of practice. These factors are the contribution of knowledge sharing; 

the hierarchical organizational structure; the ease of use and the perceived usefulness of the 

information system; trust based on integrity, benevolence and competence; and lastly the recognition of 

career advancement, sense of community and the value of congruence. 

In this research, the focus will be on the social medium microblogging. The next paragraph describes 

what microblogging is, what its main functions are and how it can have a positive effect on knowledge 

sharing. 
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2.3.1 Microblogging 

Microblogging is about posting updates, ideas or simply quick notifications (McFedries, 2007). It is the 

micro equivalent of blogging, one of the most used social media. Updates or posts are made by 

describing a topic in a small amount of characters. Microblogging tools facilitate the easy sharing of 

status messages either publicly or within a social network. Microblogging has the functionality of being 

able to follow other microbloggers. All their updates will be collected on one timeline for you. Others 

can follow you as well. Between users, interaction is possible by replying to each other. Your messages 

can be sent to a certain number of individuals, sent exclusively to a specific contact, or made available to 

the World Wide Web (Costa, Beham, Reinhardt & Sillaots, 2008). Microblogging tools as Twitter and 

Jaiku provide a light-weight, easy form of communication that enables users to broadcast and share 

information about their activities, opinions and status. 

According to Java et al. (2007) microblogging fulfils a need for an even faster mode of communication. 

By encouraging shorter posts, it lowers users’ requirement of time and thought investment for content 

generation. This is also one of its main differentiating factors from blogging in general. The second 

important difference is the frequency of the update. On average a prolific blogger may update her blog 

once every few days; on the other hand a microblogger may post several updates in a single day (Java et 

al., 2007). Figure 7 represents the profile page of Evan Williams, founder and CEO of Twitter.com. He 

twitters about his daily life and interacts with users of Twitter. 

 

Figure 7: Twitter profile page of Evan Williams, founder and CEO of Twitter.com (http://twitter.com/ev, 

18-5-2009) 

http://twitter.com/ev
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According to Grosseck and Holotescu (2008) the main functions of microblogging are the publishing of 

online brief text updates, in less than 140-200 characters. Most microblogging tools can be used multi-

medial. Updates can be send and read on your computer using a web browser or a desktop application. 

On your mobile phone, microblogging is possible by using SMS and via mobile internet. Microblogging is 

a convenient way for quick updates on your interests, activities and findings. According to Java et al. 

(2007) the main types of user intentions are daily chatter, conversations, sharing information and URLs 

and reporting news. Furthermore, Java et al. (2007) claim users play different roles in different 

communities, like information sharing, friendship-wise relationship or information seeking. Ebner & 

Schiefner (2008) extended these types of microblogging by emphasizing the communication aspect. 

Especially learning is an active process on the part of the learner. Microblogging enables a real-time 

interaction between users, using different devices, technologies and applications (Grosseck & Holotescu, 

2008). 

Microblogging within an organization is often difficult. Many microblogging tools are public to everyone. 

Some hesitation to discuss project- or client-specific information on a public webpage is present because 

of company secrecy concerns. People use, for example, Twitter at work to keep up with what is new and 

what is happening with one another, and to share and exchange information needed. It provides a new 

informal communication channel complementary to other media. Work-related content is often 

personal or trivial to some extent and therefore people won’t bother to share with others through 

instant messaging, email, or discussion forum. However, small informal exchanges are crucial for 

facilitating collaboration among co-workers (Zhao & Rosson, 2008). Microblogging has the characteristic 

of not interrupting your followers like an email or instant message does. 

Different scientists (Costa et al., 2008; Ebner & Schiefner, 2008; Holotescu & Grosseck, 2009) have 

researched the capabilities of learning and knowledge sharing by using microblogging. They judged 

microblogging to be an extension of the possibilities to share knowledge. Holotescu and Grosseck (2009) 

have researched these possibilities by creating a microblogging platform especially for educational 

purposes. Their platform, Cirip.ro, has many educational uses, for information and knowledge 

management, for courses enhancement, for delivering entire online courses, for collaborative projects 

in universities, for communities of practice, or for e-portfolios. Users were able to specify their subject 

domain, user groups could be created, and there was a possibility to embed images, audio, (live) video 

or other files. Cirip.ro proved to be an effective tool for professional development and for collaboration 

with students. It provided valuable interactions in educational context acting as a social factor in a 

course management system. Courses using microblogging promoted an ambient awareness for 

communication, connections, and immediacy in 140 characters at a time. 

Costa et al. (2008) found in their research among summer school participants that Twitter was regarded 

as a useful tool for spontaneous and immediate communication. It helped capture the spirit of the 

moment in a very easy way, promoting the sharing of ideas and prompting unplanned discussion about 

relevant topics.  

Ebner and Schiefner (2008) concluded after two months of testing microblogging in an office 

environment that exchanging small information chunks is the strength of microblogging in the same way 

as discussion with a community about current news and interests is. They express that these forms of 
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information can be used in various settings and enhance our daily working routine or learning 

behaviour. Even though Ebner and Schiefner (2008) state that learning is an active cognitive process on 

the part of the learner, they believe it also to be a social process that develops through conversation. 

Based on scientific research, microblogging can be called a medium fit for knowledge sharing. 

Microblogging has received various attention in research, the articles that have been published show 

promising results. These results will be used in designing a research method to identify the effect 

microblogging has on knowledge sharing. The low effort method of microblogging seems to be able to 

meet the knowledge sharing conditions by Cross et al. (2001). Microblogging post are expected to create 

a better understanding of who knows what and how these people can be reached. Another aspect that 

will be studied in this research is which characteristics are important when using organizational 

microblogging. Research on these characteristics will be described in the next paragraph. 

2.4 Important characteristics for the use of microblogging 

When introducing a new technology, the adoption of this technology by the organization is not an 

immediate given. Several characteristics influence the successful adoption of a technology. This is 

assumed to be the case with microblogging as well. The adoption of technology has been a research 

subject for many years resulting in a large amount of models predicting the use of technology. Examples 

of models are the Theory of Reasoned Action, the Theory of Planned Behavior, the Technology 

Acceptance Model and the Diffusion Theory. Kukafka, Johnson, Linfante and Allegrante (2003) used 

these models to create a framework. They drew two conclusions. The first is that IT use is complex, 

multi-dimensional, and influenced by a variety of factors at individual and organizational levels. The 

second is that success in achieving change is enhanced by the active participation of members from the 

target user groups. 

Another research that combines models to have a better understanding of the adoption of technology is 

the Unified Theory of Acceptance and Use of Technology model, in short UTAUT, by Venkatesh, Morris, 

Davis and Davis (2003). This model identifies several characteristics influencing the adoption of 

technology. These characteristics are claimed to be able to predict the adoption of a technology by 70% 

(Venkatesh et al., 2003). The UTAUT model is largely based on the TAM model by Davis, Bagozzi and 

Warshaw (1989). This model theorizes that the external influences on the user intention are moderated 

by the perceived usefulness of the technology and the perceived ease of use. Venkatesh et al. (2003) 

used this knowledge to create the UTAUT model. In the model, the expected performance of the 

technology, the expected effort needed to use the technology, the attitude towards the technology and 

the conditions facilitating the use of the technology are predicting the intention of use and the actual 

use behaviour. 

The UTAUT model has been modified and extended by Günther, Krasnova, Riehle and Schöndienst 

(2009) to predict the adoption of microblogging. In several focusgroups, they used a set of questions to 

understand participants’ attitude towards the use of microblogging in the workplace. They found several 

different constructs to be of influence in the adoption of microblogging, next to the normal constructs in 

the UTAUT model. They believed privacy concerns, reputation, expected relationships and collaborative 

norms to be of influence on the behavioural intention. Furthermore, they believed reputation, 
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communication benefits, signal to noise ratio, codification effort and the expected relationships to be of 

influence on the performance expectancy. Günther et al. (2009) expected this adapted version of the 

UTAUT model to perform well in explaining social software adoption in general, as similar issues arising 

from self-disclosure and social interaction are involved. The revised UTAUT model can be found under 

figure 8. 

 

Figure 8: Modified and Extended Version of UTAUT (Günther et al., 2009) 

The characteristics described in this modified and extended version of UTAUT by Günther et al. (2009) 

are expected to be important in the use of microblogging. Using these characteristics the adoption of 

microblogging in an organization can be better tailored. In this research the characteristics will be 

grouped under tool, user and organization. This is done to evaluate the use of the specific microblogging 

tool, assess which user characteristics are important to the use of microblogging, and study whether the 

organizations features make a difference. The characteristics by Günther et al. (2009) will be a source to 

these three groups. 
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Next to that, the personality of the user will be researched using a NEO-Five Factor Inventory (NEO-FFI) 

to explore the importance of the personality factors when using microblogging. The NEO-FFI is a 

personality test developed to provide measurement of the five basic personality factors, neuroticism, 

extraversion, openness to experience, agreeableness and conscientiousness (Aluja, Garcíab, Rossierc & 

Garcíaa, 2004). It is expected that people that are less conscientious, will have a more positive attitude 

to working with new media because they do not need the fine distinction most new media lack. 

Using the different topics described in this chapter, a research model and research questions have been 

created. The model and questions are presented in the next paragraph. 

2.5 Research model and research questions 

Based on the scientific literature presented in this chapter a research model has been created. You can 

find this model under figure 9. In this model, the relations between the different factors in this research 

have been visualized. 

 

Figure 9: Research model 

The knowledge sharing conditions by Cross et al. (2001) and Borgatti and Cross (2003), that were 

presented in paragraph 2.2, seem to fit with social media. Knowledge, access, engagement and safety 

are all conditions that can be influenced by communication. This is why it is hypothesized that the use of 

organizational microblogging has an effect on the knowledge sharing conditions. The aspect of 

microblogging to easily share status messages would have a positive effect on knowing what someone 

else knows. In addition, the low threshold method of conversing with colleagues can make people more 

accessible to others and give people a higher feeling of safety when seeking knowledge. Creating a good 

atmosphere is also believed to be of a positive effect on the way people engage with each other when 
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sharing knowledge. It is also assumed that the use of organizational microblogging has an effect on the 

knowledge sharing intention and the knowledge sharing behaviour. This is assumed because by posting 

updates, ideas or quick notifications, knowledge sharing is believed to cost less effort than without 

microblogging. 

Based on scientific literature (Borgatti & Cross, 2003; Cross et al., 2001), the knowledge sharing 

conditions are believed to have an effect on the knowledge sharing intention and knowledge sharing 

behaviour. These relations will not be validated in this research, as they are not a primary focus. 

However, leaving out these relations in the model impairs comprehending the importance of the 

knowledge sharing conditions. Therefore, these relations are present in the model, but have been drawn 

with a dashed arrow. 

The characteristics that are considered important for the use of organizational microblogging are in the 

model under organizational microblogging use characteristics. They represent a more broad range of 

characteristics that surround the context of an organization, like the choice for a tool, the personality of 

the user and the features of an organization. The value of microblogging is in the model as well. 

Microblogging is a quite new medium and not yet broadly adopted. Researching what the value of 

microblogging within an organization is, is therefore interesting. 

The research model has lead to a main research question and three sub research questions. The main 

research question will be: 

“What effect does the use of organizational microblogging have on knowledge sharing?” 

In this question, the term knowledge sharing refers to the three knowledge sharing factors: knowledge 

sharing conditions, knowledge sharing intention and knowledge sharing behaviour. To gain input on 

these factors and be able to answer the main research question the following sub research question has 

been made: 

1. “What effect does the use of organizational microblogging have on conditions, 

intention and behaviour for knowledge sharing?” 

To research this question, users need to use microblogging for a longer period. The second research 

question will regard the characteristics important for the use of microblogging. A special focus will be 

kept on the tool, the user and the organization. The second question is: 

2. “What characteristics are important when using organizational microblogging?” 

The third and last question is based on the value of organizational microblogging. The third question is: 

3. “What is the value of organizational microblogging?” 

By hosting microblogging pilots within three organizations, the research questions will be researched. 

Next to the pilots, a study of microblogging at another organization will carried out. In the next chapter, 

the method of research will be described.  
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3. Method of research 

This chapter provides an overview of how this research has been executed. The research questions have 

been answered by studying two different microblogging platforms, WorkVoices and Yammer. In figure 

10, the different methods of research are illustrated. Every method has been pictured on a time line 

including information on which construct has been researched using the method. 

 

Figure 10: Research method overview 

First, the WorkVoices pilots are described including the participating organizations and the pilot design. 

Next, the design, the participants, the apparatus and the procedure of the two WorkVoices surveys is 

explained. After that, the same information will be provided on the WorkVoices focusgroups including 

the method of analysis. Furthermore, statistics are given on the usage of WorkVoices during the pilot 

period. Alongside the WorkVoices pilots, a study has been executed at Sanoma Uitgevers, researching 

their use of Yammer. This study is described first. Next, the design, the participants, the apparatus and 

the procedure of the Yammer survey is explained. 

3.1 WorkVoices pilot 

To research which conditions have an effect on knowledge sharing when using organizational 

microblogging, pilots with microblogging have been organized. In these pilots with three organizations, 
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the focus has been on the effects of microblogging on knowledge sharing, which characteristics are 

important to the use of microblogging, and what the value of organizational microblogging is. 

WorkVoices is the microblogging platform that has been selected to use during the microblogging pilots. 

WorkVoices is a password-protected environment, specially designed for knowledge sharing within 

organizations, or as the founders call it, microsharing. Microblogging in WorkVoices is not very different 

from for instance Twitter. It does have some extra options, like the adding of attachments, specifying 

your location, adding tags to a message and the creating of threads when replying to an update. Every 

user is able to follow and be followed. Next to that, users are able to create topic specific tribes and 

close this tribe to all but the users with access granted. A large downside of the use of WorkVoices has 

been the beta phase WorkVoices was still in during the pilots. Some functions of WorkVoices were not 

working yet or were not working correctly. This made the usability of WorkVoices lower than expected. 

WorkVoices could only be used via a web application. 

 

Figure 11: A screenshot of the WorkVoices Public page 

The organizations TriMM interactive media, the 1% Club and Webclusive were pilot participants. TriMM 

interactive media is a company that can provide clients with all sorts of multimedia and everything 

around that product. These products are internet sites and web applications. Their goal is the best result 

in the area of internal and external communication, training, exchange of knowledge and the driving of 

processes. The 1% Club is a marketplace for small-scale development projects. Individuals can decide 

themselves how much money they contribute. All projects are advertised on a website and people can 

easily contribute to a project they like. Webclusive is a technical internet company that realizes large 

internet projects. They have the expertise for the development and implementation of high quality and 

high traffic websites. One important property of all pilot organizations is that they are all working with 

or via the World Wide Web. 
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Design 

Every pilot has been setup in an identical fashion. To begin with, the pilot participants had a briefing on 

the use and options of WorkVoices. They were encouraged to start using WorkVoices in all its aspects 

and explore how they could use this medium to their liking. They were informed on the microsharing 

concept of WorkVoices and its mission of simplifying and enhancing effective knowledge sharing within 

organizations. After the briefing, all participants were given the login credentials and were asked to give 

it a go. TriMM and Webclusive started their pilot in July 2009, the 1% Club started in May 2009. All pilots 

ended in September 2009. 

3.1.1 WorkVoices survey 1 & 2 

To research effects of microblogging on knowledge sharing, which characteristics are important to the 

use of microblogging, and what the value of organizational microblogging is, all participants of the 

WorkVoices pilots were asked to complete two surveys. One at the start of the pilot and one at the end 

of the pilot. The surveys were published online and spread using an email invitation. 

Design 

The first and second survey have been designed as an effect measurement. Both surveys had identical 

items that were compared during the statistical analysis. The surveys were an exact match with the only 

difference that the people who had read posts on WorkVoices got a few questions on the use of the 

medium. The surveys focused first on the internet expertise and the social media competence of the 

respondent. Based on a scale by Nysveen & Pedersen (2002) the respondents were asked to rate their 

internet expertise. The scale used was a 7-point Likert scale, ranging from very low to very high. 

Subsequently, the social media competence of the user was measured. A large diversity of social media 

categories were provided, including blogging, communities of practice, microblogging, photo sharing, 

referencing, social bookmarking, social networking, taxonomies, video sharing and virtual reality. For 

each of these categories they had to decide which role they fulfilled. A scale provided by Forrester 

(2006) was employed. People had to choose from being an inactive, a spectator, a joiner, a critic or a 

creator. The collector category (collecting information using RSS and tagging) was left out of this scale 

because the category did not seem a logical next step in the scale. This was also a conclusion after 

pretesting the surveys. 

In the survey the knowledge sharing conditions based on Cross et al. (2001) and Borgatti and Cross 

(2003) were measured using questions and statements. The condition knowledge was measured by 

asking the respondents to rate how good there were informed on four different topics. They could 

answer on a 7-point Likert scale ranging from very poor to very good. Every topic had a version to rate 

the topic on department level and a version to rate the topic for the whole organization. The construct 

knowledge had a Cronbach’s alpha (α) of .88 in the first survey and .91 in the second survey. Cronbach’s 

alpha determines the internal consistency of items in a survey instrument to measure its reliability. 

Checking reliability is desired when using an assembly of interrelated items designed to measure 

underlying constructs. It measures how well a set of items measures a single construct (Santos, 1999). 

Chronbach’s alpha has a minimum of 0 and a maximum of 1.0 ranging from unreliable to reliable. .88 is a 



 

30 

reliable Cronbach’s alpha. The condition access had six topics that had to be rated on a 7-point Likert 

scale ranging from very poor to very good. The condition engagement had six different topics; the 

condition safety had four topics. These topics were rated on different statements on a 7-point Likert 

scale ranging from strongly disagree to strongly agree. All topics were measured on department level 

and whole organization level. The construct access had α = .95 in the first survey and α = .94 in the 

second survey. The construct engagement scored α =.87 in the first survey and α =.91 in the second 

survey. Moreover, the construct safety had α = .85 in the first survey and second survey. 

Next to the knowledge sharing conditions, indicators were used to measure the knowledge sharing 

behaviour and the knowledge sharing intention. For both, four statements were used in the surveys. 

These statements were rated on a 7-point Likert scale ranging from strongly disagree to strongly agree. 

The construct knowledge sharing behaviour scored α = .85 in the first and second survey, the construct 

knowledge sharing intention had α = .81 in the first and second survey. The last questions in the survey 

were questions on age, gender and educational level. The whole survey setup can be found in the 

appendix. 

The second survey was almost identical to the first survey. The only difference was that a few questions  

on WorkVoices and microblogging were used. These questions included the use in reading and posting, 

and rating the communication using WorkVoices. Respondents were rating their activity on a 5-point 

Likert scale ranging from never to a few times a day. When the respondent had never read WorkVoices, 

the survey software would forward him or her to the knowledge sharing conditions part of the survey to 

keep him or her from assessing a medium never used. WorkVoices was rated on 7-point Likert scale 

ranging from very low to very high. Next to these questions, two statements were given measuring the 

suitability of communicating via microblogging in general and via WorkVoices. These statements were 

answered on a 7-point Likert scale ranging from strongly disagree to strongly agree. Lastly, an open 

question was given, asking for any remarks on pros and cons of communicating via WorkVoices in their 

organization. The complete survey setup can be found in the appendix. 

Participants 

The first survey was sent out to map the current values of the pilot organizations. All respondents were 

employees of the pilot organizations. TriMM had a response of 52 out of 74 invitations, a response of 

70%. At the 1% Club, 11 people completed the survey, having 12 people invited. This is a response of 

92%. Webclusive had 8 out of 11 invitations answered (67%). Of the whole dataset, 74.2% of the 

respondents was male and 25.8% female. The average age was 32.6 (SD=9.1). The largest part of the 

respondents, 41.9%, had HBO/HTS as their highest educational level. More than one third (35.5%) had 

WO as their highest educational level. 

The respondents of the first survey scored an average of 5.58 (SD=1.1) at the internet expertise level 

with a minimum of 3 and a maximum of 7 on a 7-point Likert scale ranging from very low to very high. 

On the social media competence the respondents scored an average of 2.1 (SD=0.66) on a 5-point scale. 

The scale options were 1. An inactive, 2. A spectator, 3. A joiner, 4. A critic or 5. A creator. The average 

of 2.1 matches being a spectator. The maximum average score was 4, the minimum was 1. 
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The main goal for the second survey was to measure any differences with the first survey. Next to that, 

it was used to assess WorkVoices. TriMM responded to the survey invitation with 42 out of 75 people 

completing the survey. This is a response of 56%. At the 1% Club 8 out of 12 people responded to their 

invitation to participate in the survey. A response of 67%. Webclusive responded in a low fashion 

compared to the first survey. Only 4 people responded to the invitation where 11 people were invited. 

This is a response of 36%. The second survey had the gender differentiation of 70.8% male and 29.2% 

female. The average age was 34.2 (SD=9.5). Almost half of the participants (43.8%) had an educational 

level of WO. 37.5% had HBO/HTS as their highest educational level. 

The respondents of the second survey scored a lower average on the internet expertise level than on 

the first survey. The average was 5.33 (SD=1.0). The minimum score was 4 and the maximum 7. On 

social media competence the average score was 2.1 (SD=0.7) with a minimum of 1 and a maximum of 

3.7. The role of spectator is fitting for this score. 

With an average score on reading of 2.4 (SD=1.4) the amount of reading was between less than once a 

month to a few times a month. More than one third (35.2%) never read WorkVoices, 13% read 

WorkVoices a few times a day. Only 3.7% posted a few times a day on WorkVoices. Half of the 

participants (52%) never posted on WorkVoices. 

Apparatus 

The surveys were made using the Surveymonkey.com web editor. Using this editor, email invitations 

were created and sent. Every participant was invited to fill in the survey, even if they did not have the 

chance to work with WorkVoices yet. The TriMM invitees had a chance on winning a robot by 

completing the survey. Using a web browser the survey could be filled in and completed. 

Procedure 

Surveymonkey.com was used to create, spread and store the surveys as well. Every single topic was 

presented on a single page helping people focus on the topic at hand and not on the topics to come. 

This might have helped respondents review every topic better and improve the reliability of the 

respondents’ answers. According to the research of Andrews, Nonnecke and Preece (2003) the design of 

a survey should be presented in a logical style. This method of only a single topic per page keeps the 

respondents attention on the topic of that page instead of browsing down a long list. The survey was 

pretested with three different people using a walkthrough analysis method. Spencer (2000) presents a 

method for a streamlined cognitive walkthrough method. This description has been used to pretest the 

survey and increase its quality. The walkthrough participants were asked to complete the online survey 

as they would normally. Meanwhile questions were asked about how they made their choices and what 

their opinion was on certain items. They were asked to name any observed irregularities or remarks they 

had. Using this input the survey was adjusted and retested with colleagues at GriDD. Using these last 

remarks the survey was sent out using an email invitation. For TriMM and the 1% Club the first survey 

invitation was sent out in July 2009, for Webclusive in August 2009. The invitation for the second survey 

was sent out in September 2009. All survey collectors were kept open for a period of two weeks. After 

one week, a reminder was sent to the people who had not yet reacted on their invitation. The surveys as 

used online can be found in the appendix. 
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3.1.2 WorkVoices focusgroups 

Three focusgroups, each with a group of four people, have been organized within the pilot organization 

TriMM. Focusgroups were used to gain more insight on the microblogging use characteristics and the 

microblogging value. The people were selected on their activities within WorkVoices, their affinity to 

new media and the way they worked with these new media. Focusgroup 1 was characterized as the 

early adopter group. Focusgroup 2 and 3 consisted of people who were more skeptical towards new 

media than the first group. They were all employees of TriMM. 

Design 

The choice to use a focusgroup has been based on the many positive attributes focusgroups have 

compared to other qualitative research methods. For instance, a focusgroup combines individual 

interviews with observation (Morgan, 1988). Because several people get a chance to speak, the 

possibility exists a discussion between the participants is started without this being a goal. Extra data 

can be gathered this way. The researcher is in the position to observe the conversation and join in to 

enquire some extra information when triggered. The interaction between the participants is the most 

important. Their points of view and experiences make focusgroups more valuable than individual 

interviews (Morgan, 1996). 

The focusgroups were started with a small explanation of what microblogging is and what variations 

there are. After the introduction of Twitter, Yammer and WorkVoices, their opinion and use of 

WorkVoices was set as the first topic of discussion. After evaluating WorkVoices, the knowledge sharing 

situation of the respondents was a very important topic. They were asked how they filled in the 

knowledge sharing conditions, Knowledge, Access, Engagement and Safety. Another important topic 

was the use of microblogging and social media in general. They were asked for missing options within 

social media, potential social media that could be used within organizations, and what sort of medium 

would be ideal for knowledge sharing within organizations. To wrap up the hour used for the focus 

groups, all participants were asked to name conditions necessary when trying to create a successful 

knowledge sharing environment within an organization. The operating schedule and the full transcripts 

for the focusgroups can be found in the appendix. 

Participants 

The people that were invited to the focusgroups were all employees of TriMM. As employees of a 

company creating online solutions, they all had an affinity with online media. The first focusgroup had 

four male participants. These were an illustrator aged 34, an interaction designer aged 33, a creative 

producer aged 27 and a project manager aged 38. The second group had two male and two female 

participants. A project manager aged 36, a project manager aged 43, a webmaster aged 45 and an 

interaction designer aged 35. The third group had four male participants. A software engineer aged 29, a 

software engineer aged 37, a web developer aged 38, and a graphic designer aged 24. 

To investigate the personality of the participants and see whether this is an important characteristic 

when using organizational microblogging, the completion of a personality test was one of the activities. 

The NEO-Five Factor Inventory (NEO-FFI) test was used for this purpose. The NEO-FFI is a psychological 
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personality inventory; 60 items with 12 per domain measure the five factors Neuroticism, Extraversion, 

Openness to experience, Agreeableness and Conscientiousness. The test was performed to see whether 

specific groups had specific personalities. The NEO-FFI test scores are measured on a standard nine 

(Stanine) scale from 1 to 9 with a normal distribution. The outcome of the test is a score on five 

personality dimensions. These dimensions are measured using questions on different aspects attached 

to the personality dimension. The personality dimensions and every aspect attached to that dimension 

can be found in table 3.1. 

Table 3.1 Focusgroup NEO-FFI personality dimensions 

Personality dimension Aspects 

 Neuroticism Anxiety, hostility, depression, self-consciousness, impulsiveness 
and vulnerability to stress 

 Extraversion Warmth, gregariousness, assertiveness, activity, excitement 
seeking and positive emotion 

 Openness to 
experience 

Fantasy, aesthetics, feelings, actions, ideas and values 

 Agreeableness Competence, order, dutifulness, achievement striving, self-
discipline, deliberation 

 Conscientiousness Trust, straightforwardness, altruism, compliance, modesty and 
tendermindedness 

 
Apparatus 

All groups could be organized on the same day in the creative room at TriMM. The focusgroups were 

recorded with a video camera to be able to transcribe the input given. A Powerpoint presentation was 

used to introduce microblogging and a NEO-FFI test was used to measure the different personalities. 

Procedure 

All participants of the focusgroups have been invited by sending them an email. The time taken for one 

focusgroup was one hour including the introduction. Starting the meeting, all participants were asked to 

complete a NEO FFI personality test. After that, the researcher started with the introduction of the 

focusgroup. This included a short movie about the use of Twitter and some information on the different 

microblogging platforms. The researcher gave special attention to letting people finish their sentence 

and have all people take the possibility to broadcast their opinion. 

Analysis 

To analyze the data gathered in the focusgroups, the recordings made have been literally transcribed. 

The discussions from the focusgroups have been analyzed and relevant phrases and conclusions have 

been pasted in a spreadsheet. Using this spreadsheet, the different findings have been categorized on 

the relevancy they carried for the different research questions. The findings have been translated from 

Dutch to English. Using guidelines of Miles and Huberman (1994) the findings have been grouped and 

sorted in separate tables. 
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3.1.3 WorkVoices statistics 

To interpret the usage of WorkVoices the site statistics have been used to gain insight on that topic. To 

see how active the pilot participants have been, the amount of posts and the amount of logins have 

been used. These numbers should be interpreted with the amount of days the different pilots ran in 

mind. The pilot at TriMM ran 78 days, the pilot at the 1% Club ran 115 days and the pilot at Webclusive 

ran 48 days. 

At TriMM the usage activity was quite low. Of the 75 users, 48 users logged in 381 times. One user took 

the lion’s share of this number with 97 logins. On average 4.88 users per day logged in. 26 users made a 

post or a reply with a total of 339 posts and replies. This is an average of 4.35 posts per day. The 1% Club 

was a lot more active than TriMM. 18 users logged in 708 times, 14 of these 18 users made 730 posts 

and replies. On average 6.16 users logged in every day and 6.35 posts were made. Webclusive had a 

quite high activity. 17 users logged in 304 times. 14 users were responsible for 177 posts and replies. On 

average 6.33 users logged in every day. Their average post count per day was 3.69, which is lower than 

the other organizations. 

3.2 Yammer study 

A study researching the effects of microblogging on knowledge sharing, which characteristics are 

important to the use of microblogging, and what the value of organizational microblogging is, has taken 

place at Sanoma Uitgevers. This has been done to use another microblogging platform next to 

WorkVoices. Sanoma is a large multimedia publisher. The department Sales Support and Development 

had been using Yammer for a certain amount of time and was willing to fill in a survey on their use of 

Yammer. 

Yammer is, just like WorkVoices, a microblogging platform specialized for the use in organizations. Based 

on the domain name in an email address anyone is able to set up a company Yammer. Everyone with 

the same domain name in their address is able to join the company Yammer. Yammer has the options to 

create public and closed groups, to tag messages and to attach files. Yammers main question is “What 

are you working on?”. 
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Figure 12: A screenshot of the Yammer homepage 

Yammer was introduced at Sanoma in October 2008 and after an initial good start with about 75 users. 

The use of Yammer declined due to some difficulties with the posting of Out of Office replies on the 

Yammer timeline. When spreading the survey, the use of Yammer had stopped. 

3.2.1 Yammer survey 

To research the effect of Yammer on knowledge sharing, which characteristics are important to the use 

of microblogging, and what the value of organizational microblogging is, a survey has been distributed. 

The survey was spread within the department Sales Support and Development of Sanoma Uitgevers. 

Design 

The survey had the knowledge sharing conditions knowledge and engagement, and knowledge sharing 

within organizations as main subjects. Like the other two surveys, the respondents were asked to rate 

their internet expertise. The scale used was a 7-point Likert scale ranging from very low to very high. The 

social media competence was rated using a large diversity of social media categories; people had to 

choose from being an inactive, a spectator, a joiner, a critic or a creator. 

To research Yammer, the respondents were first asked to rate their activity on Yammer. Respondents 

were rating their activity on a 5-point Likert scale ranging from never to a few times a day. When they 

answered to have never read or posted on Yammer, they were taken to the last page of the survey to fill 

in their age, gender and educational level. This was done to prevent participants answering on topics 

about a medium they had never used. Furthermore, they were asked to rate the communication via 

Yammer. This was done using a 7-point Likert scale ranging from very low to very high. Two statements 

were given measuring the suitability of communicating via microblogging in general and by using 
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Yammer. These statements were answered on a 7-point Likert scale ranging from strongly disagree to 

strongly agree. Three open questions on communicating using Yammer, other potential media for 

knowledge sharing and other characteristics a medium should have for knowledge sharing were asked 

to fill in. 

Two of the knowledge sharing conditions were used in this survey. Knowledge and engagement were 

measured with twenty statements. The conditions access and safety were left out of the survey because 

these could not be phrased to have a direct influence of Yammer. Every statement measuring 

knowledge and engagement was phrased in a fashion that Yammer had an effect on the subject 

discussed. The statements were rated on a 7-point Likert scale ranging from strongly disagree to 

strongly agree. The reliability of both constructs was very good. The reliability of knowledge was α =.94 

and on engagement α =.97. These are scores confirming large reliability, though these numbers should 

be interpreted with the low response in mind. On the last page of the survey, the respondents were 

asked to supply their age, gender and educational level. The complete survey setup can be found in the 

appendix. 

Participants 

The survey was distributed by the contact at Sanoma via an email invitation, including the hyperlink to 

the survey. In total 16 people were invited to participate in the survey. Fourteen out of this number 

filled in this survey. This is a response of 87.5%. Of the participants in this survey, 61.5% was male and 

38.5% female. The average age was 36.7 (SD=4.3). The largest part of the participants, 61.5%, had 

HBO/HTS as their highest educational level. On third (30.8%) had WO as their highest educational level. 

The internet expertise level of the respondents had an average of 5.2 (SD=1.0) with a minimum of 4 and 

a maximum of 7 on a 7-point Likert scale ranging from very low to very high. The average score on the 

social media competence was 2.4 (SD=0.9). The scale options were 1. an inactive, 2. a spectator, 3. a 

joiner, 4. a critic or 5. a creator  The survey respondents scored between a spectator and a joiner.  

Yammer was read between a few times a month and a few times a week with an average of 3.5 

(SD=0.7). More than half of the participants (57.1%) read Yammer a few times a week. Posts were made 

between less than once a month and a few times a month with an average of 2.3 (SD=1.0). Only 14.3% 

posted a few times a week. 

Apparatus 

The survey was made using the Surveymonkey.com web editor. The hyperlink to the survey was spread 

by the contact at Sanoma. Using a web browser the survey could be filled in and completed. 

Procedure 

Surveymonkey.com was used to create, spread and store the surveys as well. Like with the other 

surveys, every set of subjects or statements were presented on a different page helping people focus on 

the statement at hand and not on the statements to come. The survey collector hyperlink was kept open 

for a period of two and a half week. The contact at Sanoma reminded several people face-to-face of the 

survey during the time the survey was online. The survey as used online can be found in the appendix.  
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4. Results 

The data gathered using the studies described in chapter 3 is presented in this chapter. Every sub 

research question is matched to the data providing answers to this question. The first paragraph is on 

the effects organizational microblogging has on the knowledge sharing conditions, the knowledge 

sharing intention and the knowledge sharing behaviour. The second paragraph categorizes the different 

characteristics important to the use of organizational microblogging. The third paragraph explains the 

value of organizational microblogging. In the last paragraph, the relations in the research model, 

presented in chapter 2, are reviewed. 

4.1 Effects of microblogging on knowledge sharing conditions, intention and behaviour 

In the first and second WorkVoices survey, statements were made without referring to WorkVoices. In 

the Yammer evaluation the direct effect of Yammer was taken up into the statement and people were 

asked to rate the effect of Yammer on the subjects presented. All average numbers, measured on a 7-

point Likert scale, for survey 1 and 2 on the knowledge sharing conditions and the knowledge sharing 

behavior indicators are above the neutral score of four. Especially the constructs Engagement and Safety 

score high. The tendency to share knowledge is high, as is feeling safe to share knowledge and seek for 

it. To see whether any significant changes occurred during the pilot period, a paired samples t-test has 

been executed. This gave a significant difference on Access (t(37)=-2.11, p = .042) and the Knowledge 

sharing intention (t(35)=2.12, p = .041). We can draw the conclusion that during the pilot period the 

availability and the accessibility of colleagues to share knowledge have significantly increased. Next to 

that, the intention to share knowledge has significantly increased as well. In table 4.1, the average 

scores and accompanying standard deviations on the knowledge sharing conditions and knowledge 

sharing intention and behaviour indicators are shown. 

A result of the Yammer evaluation is that people did not believe that the use of Yammer gave them 

more information on who has which knowledge, with an average of 3.48 (SD=1.38). For instance, the 

expertise and professional interests of colleagues. Next to that, the use of Yammer did not have the 

effect that people were more open and available for the sharing of knowledge, shown by the average 

score of 2.77 (SD=1.31) on Engagement. 

Table 4.1 Construct Knowledge sharing conditions 

Construct Average (and standard deviation) 

 

WorkVoices 
survey 1 n 

WorkVoices 
survey 2 n 

Yammer 
evaluation n 

Knowledge 4.96 (0.84) 69 5.06 (0.83) 52 3.48 (1.38) 13 

Access 4.81 (1.00) 69 5.12 (0.88)* 51 
  Engagement 5.74 (0.62) 65 5.85 (0.66) 48 2.77 (1.31) 13 

Safety 5.70 (0.68) 63 5.81 (0.68) 48 
  Knowledge sharing intention 5.21 (0.93) 61 5.32 (0.88)* 48 
  Knowledge sharing behaviour 5.33 (1.03) 62 5.43 (1.00) 48 
  *Significant difference with p < .05 
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In the WorkVoices focusgroups, the knowledge sharing conditions came up as well. In table 4.2, the 

results of this discussion have been reported. Plus and minus signs have been used to indicate whether a 

topic is positive or negative. The focusgroup participants discussed that they did not always know how 

to find the right people for the job. Especially when extraordinary projects came in, people had 

problems to find out exactly who did what. Too much knowledge is only stored in the head and is not 

made easy accessible. Who knows what is not always easy to find out. People do claim to work in a safe 

enough environment to ask around until they have their questions answered. 

Table 4.2 Focusgroup answers regarding the Knowledge sharing conditions 

Focusgroup input  + / – 

 Knowledge is too much stored in the head. – 
 When searching people for the extraordinary projects, I have no idea who does 

exactly what. – 
 I do not always know how to find the right people for the job. Keep asking around 

till you find the one. – 

 
In this paragraph effects of organizational microblogging on knowledge sharing conditions, knowledge 

sharing intention and knowledge sharing behaviour, have been evaluated. Using the knowledge sharing 

conditions the direct effect of Yammer has been measured; these effects were not present. The 

knowledge sharing conditions were used as well to see whether a significant effect could be identified 

between the start and end of the pilot periods. The conclusion can be drawn that on Access and the 

Knowledge sharing intention a significant positive difference can be identified. During the pilot period, 

the availability and the accessibility of colleagues to share knowledge and the intention to share 

knowledge have significantly increased. Using the data gathered during the focusgroups, the conclusion 

can be drawn that who knows what is not always clear, as is the way to access this knowledge. The 

environment in which people operate is safe enough to chase this knowledge until it is found. 

4.2 Characteristics important when using microblogging 

A successful implementation of microblogging with knowledge sharing as intention does not only 

depend on which effects microblogging has; it also depends on certain characteristics regarding the 

microblogging tool, the user and the organization. In this paragraph, the input from the surveys and the 

focusgroups regarding this subject is reported. 

From the quantitative data, only one clear characteristic could be identified. A user characteristic is that 

being experienced with microblogging helps users rate microblogging higher than when users have no 

experience with microblogging. As reported before, people with experience significantly rated 

communicating using microblogging (WorkVoices) higher than people without experience (F(1,33) = 

4.54, p = .041). 

In the focusgroups user characteristics have been researched using a NEO-FFI personality test. 

Focusgroup 1 was characterized as the early adopter group. Focusgroup 2 and 3 consisted of people 

who were more skeptical towards new media than the first group. The data have been matched to the 

internet expertise and the social media competence and is presented in table 4.3. 
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Table 4.3 Focusgroup NEO-FFI scores 

  Neuroticism Extraversion 

Openness 
to 

experience 
Agree 

ableness 
Conscientious

ness 
Internet 

expertise 
Social media 
competence 

Focus 
group 1 3.75 6.5 7.5 6.25 3.5 5.25 2.26 
Focus 
group 2 4.25 6.25 7.25 6.75 4.5 5.38 2.21 
Focus 
group 3 4.5 4.5 7.5 3.5 4.75 5.67 2.73 

 
All groups had an average of around 4 on neuroticism. This is a score below the Stanine average score of 

5, but not low enough to be out of the ordinary. Scores that are out of the ordinary are 1, 2, 8 and 9. 

Scores of 3 and 7 are exceptional, though not very special. Focusgroup 1 and 2 scored on the higher side 

of the three middle bars (4, 5, and 6) of the Stanine on extraversion, with an average of 6.5 and 6.25. 

Focusgroup 3 scored quite lower with 4.5. The participants are probably less extravert than the 

participants of the first two groups. All groups scored high on openness to experience with averages 

above 7. Apparently, all focusgroup participants are quite open to experience. Focusgroup 3 scored 

quite low on agreeableness with 3.5. The other two groups scored higher (6.25 and 6.75) and their 

participants are likely to have a personality that is more agreeable than the participants of focusgroup 3. 

All groups scored below average on conscientiousness (3.5, 4.5 and 4.75). Focusgroup 1 scored a full 

point lower than 2 and 3 and the participants of this group can be expected to be less conscientious 

than the participants of focusgroup 2 and 3. The scores of focusgroup 1 and 2 on Internet expertise and 

social media competence did not differ much; focusgroup 3 scored quite high and rated themselves 

more experienced with internet and more active on social media. When comparing the early adopter 

group, focusgroup 1, to group 2 and 3 that were more skeptical towards new media, an observation can 

be made. Apparently, participants that are more conscientious have more difficulty using a medium that 

is still lacking fine distinction, as new media often do. 

From the open questions in the surveys evaluating the WorkVoices pilots and the use of Yammer, 

certain topics have been consolidated. In table 4.4, the answers given by the survey respondents have 

been reported. 

Regarding the tool used, bugs were said to be something that is important to be absent. One user quit 

using Yammer after experiencing a bug of Out of Office replies being posted to Yammer. Next to that, a 

desktop application is very important so new posts spring into the eye easily and you do not need to 

open your browser for an update. Alerts for posts on your interests have been named as well. 

User characteristics are that the overload of information should be managed without adding extra user 

accounts. The integration of the different media is an important subject. Next to that, it has been said 

that the use of microblogging is more fun when more people were active. The small amount of active 

users takes away the positive aspects that for instance Twitter has. Active users get de-motivated when 

only a small amount of users is active. 
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On organizational level, a suggestion was made to group the microblogging application like the 

organizations structure. Next to that, it was important to guard that serious and less serious messages 

do not cross each other’s path and harm their individual effectiveness. 

Table 4.4 Survey answers characteristics important to the use of microblogging 

Survey input Characteristic 

 The bug with Out of Office replies being posted made me quit Tool 

 It should have a desktop application so you don’t need to open your 
browser to check up on new posts. 

Tool 

 An alert when messages matching your interests are being posted Tool 

 We are getting an overload of information. This should be more integrated 
without extra accounts 

User 

 It would be more fun if more people were active User 

 A small amount of active members give it not the pro’s Twitter has. User 

 Active users are getting de-motivated by the small amount of active users User 

 Group categories for every department Organization 

 There is a chance that serious and less serious messages are crossing each 
other which harms the effectiveness of the microblogging 

Organization 

 
Based on the focusgroup results, a large list of characteristics important to the use of microblogging 

could be created. Table 4.5 gives the conclusions from the focusgroups. 

From the tool perspective, it is very important to integrate the different communication media in one 

portal or application. Search and the ability to find things you look for is very important. There is no 

consensus if the medium should be a desktop application or a web application. Best is not to limit it to a 

browser, but not oblige an installation. The speed and user interface of a medium are very important for 

successful use as well. Low effort options like a weekly brief update are ideas to draw other users in to 

the tool as well. 

From the user point of view, it is very important a large user commitment is present. Putting energy into 

a medium should pay the user with something in return. Others should use it and it should be integrated 

as an activity into your working day. The content on the medium is very important for the user as well. A 

filter for relevance is pitched, as is an option to remove less interesting messages. Next to that, the 

content on a medium should be a trigger for others to use it. 

Organizational characteristics are much about the company culture and the influence from above on 

using a medium. Management should oblige certain things more. The use of a medium should be part of 

the company culture. An idea to reach such goals is to move company announcements to different 

media. Lastly, it was mentioned that when a choice is made for a medium, the company should stick by 

it and drive the use.  
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Table 4.5 Focusgroup answers on characteristics important to the use of microblogging 

Focusgroup input Characteristic 

 Use a desktop appliance that gives a popup Tool 

 A medium I can decorate to my own relevance liking Tool 

 Control should be yours Tool 

 All communication media in one Tool 

 A portal or environment where all media can meet Tool 

 Use RSS and a good search for an intranet Tool 

 There are a lot of media, but not all are used to their full possibility Tool 

 Search is very important Tool 

 Usability and effort needed is very important Tool 

 An activity update could be interesting Tool 

 A medium should be up to date and it should be in one place Tool 

 One portal with a good search Tool 

 Create a secure medium Tool 

 Make sure it works fast Tool 

 Keep the application lean and mean Tool 

 Create a good user interface Tool 

 Use it via the web Tool 

 Don’t limit it to just a browser Tool 

 Large user commitment is needed User 

 External knowledge is much more interesting User 

 Information that is important for all can be a trigger for the use of the 
medium 

User 

 A more clarifying picture with a filter for relevance User 

 If putting energy into using a medium gives me back something, I’m in User 

 Integrate it into your working day and make sure others use it User 

 It is a time needy medium which doesn’t give enough back User 

 Oblige using by putting company announcements on the microblogging 
platform 

Organization 

 To enhance use, it should be more company and management driven Organization 

 Part of the company culture Organization 

 When a choice has been made for a medium it should be company driven 
and an obligation to use it 

Organization 

 
In this paragraph, the characteristics that are important to the use of organizational microblogging have 

been identified. These characteristics include features on the tool, the user and the organization. 

Important topics named by respondents are collecting the diversity of media in one portal or tool, the 

importance of search and that the activity of other users is driving a medium. Lastly, the role of an 

organization when implementing a new medium, as microblogging, should not be underestimated. A 

medium should be company driven and all users should be requested to join, to repay users for their 

input. 
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4.3 The value of microblogging 

The value the respondents attribute to organizational microblogging has been researched by means of 

the second WorkVoices survey, the Yammer survey and the focusgroups. In this paragraph, the results of 

these studies will be presented. 

In table 4.6, the results of the items regarding the value of microblogging are reported. On a 7-point 

scale, microblogging using WorkVoices was rated 3.83 (SD=1.60) which is a near neutral rating. 

WorkVoices was not rated as a positive addition to the work of the respondents. With an average of 

3.66 (SD=2.00) it scored below the neutral 4. The high standard deviation of 2.00 is an indication the 

respondents were not united in their answer. Knowledge sharing using microblogging is regarded as a 

development with much potential and had an average outcome of 4.80 (SD=1.80). To see whether the 

experience of respondents with microblogging had an influence on the awarded value on microblogging, 

the dataset was divided in people without and with experience in microblogging. In the third and fourth 

column of table 4.6, these results have been reported. It is apparent that the people with experience 

with microblogging rated microblogging higher than the people without experience of microblogging. 

Especially the potential that is awarded to knowledge sharing using microblogging, showed a large 

difference. People without experience with microblogging had an average of 4.43 (SD=1.81), people 

with experience had an average of 5.36 (SD=1.69). The results reported have been tested for significant 

differences using a statistical ANOVA test. People with experience with microblogging significantly rated 

communicating using microblogging (WorkVoices) higher than people without experience with 

microblogging (F(1,33) = 4.54, p = .041). If a person already has experience with microblogging, they 

would have a more positive attitude to use organizational microblogging. 

Table 4.6 Items regarding the value of microblogging (WorkVoices) 

Items Average (and standard deviation) 

  

(N=35) Without MB 
experience 
(n=21) 

With MB 
experience 
(n=14) 

How would you rate communicating using 
microblogging (WorkVoices)? 

3.83 (1.60) 3.38 (1.53) 4.50 (1.51)* 

    

Microblogging using WorkVoices was a positive 
addition to my work 

3.66 (2.00) 3.14 (1.85) 4.43 (2.00) 

Knowledge sharing using microblogging is a 
development with much potential 

4.80 (1.80) 4.43 (1.81) 5.36 (1.69) 

Data is reported for the whole population and for the population without and with experience with microblogging 
*Significant difference with p < .05 

 
Using the same items, data has been gathered to evaluate Yammer. In table 4.7, all results are reported. 

Communicating using microblogging (Yammer) is being rated below average with an average of 3.43 

(SD=1.28). Like WorkVoices, Yammer is not regarded a positive addition to the respondents work with 

an average of 3.71 (SD=1.49). Knowledge sharing using microblogging is regarded as a development with 

potential. With an average of 4.92 (SD=1.26) people agree more or less with the statement. The average 



 

43 

score of people having experience or no experience with microblogging are only different from each 

other at the statement claiming knowledge sharing using microblogging is a development with much 

potential. People without any experience with microblogging answer with an average of 4.50 (SD=1.31) 

where people with experience with microblogging answer with an average of 5.60 (SD=0.80). This is 

quite a large difference and another indication that people with experience with microblogging value 

knowledge sharing using microblogging better. This difference was not significant. 

Table 4.7 Items regarding the value of microblogging (Yammer) 

Items Average (and standard deviation) 

  

(N=14) Without MB 
experience 
(n=8) 

With MB 
experience 
(n=6) 

How would you rate communicating using 
microblogging (Yammer)? 

3.43 (1.28) 3.12 (1.36) 3.83 (1.17) 

    

Microblogging using Yammer was a positive addition 
to my work 

3.71 (1.49) 3.62 (1.41) 3.83 (1.73) 

Knowledge sharing using microblogging is a 
development with much potential 

4.92 (1.26) 4.50 (1.31) 5. 60 (0.80) 

Data is reported for the whole population and for the population without and with experience with microblogging 

 
Next to the numbers determining the value of microblogging with knowledge sharing as intention, the 

surveys had some open questions as well, which provided answers from the respondents. These 

answers can be found in table 4.8. The answers are arranged on being a positive or negative aspect 

towards microblogging in general, WorkVoices or Yammer. This has been clarified using a plus or minus 

sign. An extra characteristic, grouping every answer, has been added as well. The characteristics are 

performance, use and technology 

Positive aspects of microblogging that have been noted are the ability to reveal otherwise hidden 

information by a simple short post while using an easy accessible method. Another respondent noted 

that, although WorkVoices might not have fitted nicely in their organization due to unnamed obstacles, 

microblogging is able to have a large added value when implemented in a workflow fit for such a 

medium. Microblogging could let you easily know what everybody is up to, create a good atmosphere 

and be very informative as well, when used optimally. 

Other respondents were less positive and declared not to understand the benefit of microblogging over 

other media, like email and intranets. Another point made, was that as a gatherer of information on the 

web, the information served via Yammer is nothing new and duplicate. WorkVoices was noted as a 

product that is still too much a beta product to use as a mature medium. Lastly, it was said that a 

microblogging implementation will only work when a certain number of people is active and it is seen as 

an indispensable product. 
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Table 4.8 Survey answers regarding the value of microblogging 

Survey input Characteristic  + / – 

 When used optimally it informs you of what everybody is doing, 
creates a good atmosphere and it is very informative 

Performance 

+ 

 Hidden knowledge is being revealed in an easy accessible way Performance + 
 Although the WorkVoices pilot was not functioning well due to the 

many obstacles, microblogging can have a large added value when 
used in an organization where it fits their workflow 

Use 

+ 

 I use so many sources I don't take the time to use Yammer Use – 
 Yammer has too much irrelevant information that is being 

duplicated by sites I am already reading 
Use 

– 
 It will only work when an x% is active and it is seen as 

indispensable 
Use 

– 

 I don't see the added value over mail and the intranet Technology – 

 It is a disadvantage that you can only post a small amount of text Technology – 

 WorkVoices is still too much a beta product that is not finished Technology – 
 It doesn't have a large added value over other communication 

media 
Technology 

– 

 
Like the survey, the value of microblogging came up in the focusgroups as well. In table 4.9, the topics 

that were discussed and the conclusions that were drawn are reported. Like in table 4.8, plus and minus 

signs have been used to indicate whether a topic is positive or negative to the value of microblogging. 

Next to that, the answers have been grouped on characteristics as well. 

Positive aspects that were identified were the possibilities to follow a selection of users instead of the 

whole bunch. This possibility was not always completely understood by the users. A great aspect of 

microblogging could be that it has the potential to take a lot of traffic out of the email messages. Certain 

announcements and lists would do great in a microblogging client according to the participants. The FYI, 

For Your Information, email is polluting many mailboxes and people note that losing some email would 

be nice. The aspect of microblogging that all posts made can be found back on content and tagging was 

seen as a positive feature as well. 

A part of the participants was not positive towards the use of microblogging. When people only post 

what they are working on, it is not interesting. The need for extra information is not always imminent. 

Other meetings that are in person meet the interest sufficiently and let people know what is going on. 

People do note that microblogging could serve very easy to communicate with a large group. The user-

friendliness of WorkVoices was a trending topic. The time to investigate how it works and how to make 

use of it was for most too much to make a good start. That WorkVoices is only accessible using a 

browser was another negative point that held back users. It was agreed on as well, that for a sound 

working pilot, starting in an empty framework is not motivating. Having a medium a bit more filled up 

could help. Next to that, participants agreed that the use was too informal. When WorkVoices had a 

better usability and the pilot had a higher relevance, the use could have been enhanced. 
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Table 4.9 Focusgroup answers regarding the value of microblogging 

Focusgroup input Characteristic  + / – 

 The For Your Information email could be easily moved to 
microblogging from email 

Performance 
+ 

 That all messages are saved and searchable is a large advantage 
over instant messaging 

Performance 
+ 

 Moving some mail activity to microblogging is a good idea Performance + 

 Microblogging is easy to communicate with a larger group Performance + 
 Following only a selection of the users is a good option and has not 

been understood by the pilot users. 
Use 

+ 

 It is not interesting when it is only "What are you working on" Use – 
 The use is too informal. Better usability and higher relevance would 

enhance use 
Use 

– 

 Other face to face meetings are sufficient to know what is going on Use – 

 Starting and using WorkVoices is not a logical first step in the day Use – 

 I don't see the use of using WorkVoices Technology – 

 Only browser accessibility is a disadvantage Technology – 

 WorkVoices is not user-friendly Technology – 
 The start with an empty framework doesn't motivate to start using 

microblogging 
Technology 

– 

 I don't see the immediate use of microblogging Technology – 
 I am not investing time to find out how to use it, I want to know 

how it works straight out 
Technology 

– 

 
In this paragraph, the value of microblogging was reported. A high score on potential for knowledge 

sharing using microblogging was noted, but lower scores for the applications, WorkVoices and Yammer. 

In qualitative research, the real use of microblogging was questioned. Aspects that were more positive, 

were that hidden knowledge is being revealed and it can take unneeded traffic out of your email. 

4.4 Reviewing the research model 

In chapter 2, a research model has been presented. In this model, all factors thought to have an effect 

on knowledge sharing have been related. Next to that, factors hypothesized to be important to the use 

of organizational microblogging have been taken up in the model. In this paragraph, all connections in 

the research model will be reviewed. 

Based on the results presented in this chapter, the connection between the use of organizational 

microblogging and knowledge sharing behaviour has been removed. This research did not show a 

significant effect during the WorkVoices pilot. The use of organizational microblogging in the 

WorkVoices pilot did show a significant positive increase on knowledge sharing intention. Furthermore, 

a positive significant increase on the knowledge sharing condition Access was observed. The other 

conditions increased over the pilot period, but this increase was not significant. Based on indications 

from scientific literature presented in chapter 2 (Borgatti & Cross, 2003; Cross et al., 2001), the 

knowledge sharing conditions are believed to have an effect on knowledge sharing intention and 

knowledge sharing behaviour. These relations have not been proven in this research and have therefore 

been drawn with a dashed arrow. 
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Next to reviewing the relations that were hypothesized in chapter 2, some new relations have been 

added as well. Based on this research it is believed that the characteristics important to the use of 

organizational microblogging have an effect on the use of organizational microblogging. In addition, it is 

believed that the value of organizational microblogging has an effect on the use of organizational 

microblogging as well. These relations are hypothesized and are not significant. In future research, these 

relations can be researched in more detail. The reviewed research model can be found under figure 13. 

 

 

Figure 13: Reviewed research model 
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5. Conclusions and recommendations 

In the first chapter of this thesis, the research question: “What effect does the use of organizational 

microblogging have on knowledge sharing?” has been formulated. To answer this question three sub 

research questions have been formulated in chapter 2. In this chapter, every sub research question is 

answered and using these answers, a main conclusion is drawn answering the main research question. 

On top of this, recommendations are given to be able to utilize the conclusions of this research in a 

practical setting. 

5.1 Effects of microblogging on knowledge sharing conditions, intention and behaviour 

The research question “What effect does the use of organizational microblogging have on conditions, 

intention and behaviour for knowledge sharing?” has been researched by an effect measurement on the 

knowledge sharing conditions by Cross et al. (2001) and Borgatti and Cross (2003) and indicators of 

knowledge sharing intention and knowledge sharing behaviour. The scores on all conditions have 

increased during the pilot period, although only the access to knowledge and the intention to share 

knowledge showed a positive significant increase. 

The knowledge sharing conditions were all rated quite high, showing that the pilot organizations had an 

open and friendly knowledge sharing environment. All knowledge sharing conditions, the knowledge 

sharing intention, and the knowledge sharing behaviour showed an increase during the pilot period. 

Even though all other constructs did show an increase over the pilot period, only two constructs were 

significantly different. The increase in the access to knowledge, and the intention to share knowledge, 

proved significantly different. A reason for the absence of other significant effects could be the length of 

the pilot period or the way it was organized. The fact that participants value microblogging as a 

development with much potential, is a strong indicator of the effect microblogging could have on 

knowledge sharing. 

From the focusgroup data, some extra information was provided on which state the knowledge sharing 

conditions were in. The conditions knowledge, who knows what, and the access to this knowledge can 

be improved. Too much information is stored in the head and people sometimes have difficulty finding 

the right person for a job. Organizational microblogging could help visualize this tacit knowledge. 

5.2 Characteristics important when using microblogging 

The second sub research was “What characteristics are important when using organizational 

microblogging?”. To identify the characteristics important to the use of microblogging, the data from 

the surveys and focusgroups has been analyzed. This data has been grouped in characteristics regarding 

the tool, the user and the organization. The tool used should be a stable and searchable application, 

integrated with other media and preferably both accessible using your desktop and your browser. The 

usability should be very high. User characteristics are that it is important that some users are already 

familiar with microblogging. Next to that, a large user commitment should be present, creating content 

that is a trigger for other colleagues to use the medium. Organizational characteristics are that the 

choice for a medium should be driven by the organization, a request should be made to join in the 

medium by the management. The use of the medium should become integrated in the company culture. 
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A characteristic that has been discovered regarding the tool used is the stability of the application. This 

was concluded to be very important, no bugs should be present. Next to that, it is essential to have an 

application with a high usability. People should be able to work with a tool on intuition and not be 

obliged to go through a large learning curve. The tool should work fast and have a high quality search. 

The option to have the tool accessible using both a desktop and a browser has a preference. 

A user characteristic important to the use of organizational microblogging, is the experience of some 

participants with microblogging. When some are already experienced, this has a significant positive 

effect on the rating of microblogging. To prevent an overflow of different media, it would be best if the 

application used is integrated with the other communication media present. A large user commitment is 

very important to enhance use, the activity of users is driving the success of a medium. Next to that, the 

content on the medium should be relevant and a trigger for other users to make use of the medium. 

Conclusions on the organizational characteristics are that a medium should be company driven. When 

using a medium, this medium should be fitted in to the workflow and be part of the company culture. All 

users should be requested to join in using the medium. An organization should guard the right balance 

between serious and less serious messages. This way, active users are repaid for their input and a 

healthy community can be created. 

5.3 The value of microblogging 

The third research question was “What is the value of organizational microblogging?”. Using surveys 

and focusgroups it can be concluded that microblogging is valued high as a development with much 

potential. Having some people present in your organization with microblogging experience would create 

a more positive value of microblogging. When implemented into the workflow and being indispensable, 

the key competence of microblogging is being able to reveal hidden information by a simple post. 

From the survey data, the conclusion can be drawn that microblogging is valued as a development with 

much potential, even though the microblogging application used was not given a high rating. Next to 

that, microblogging was not seen as a positive addition to the participants work. It is important to note 

that people with microblogging experience rated communicating using microblogging significantly 

higher than people without microblogging experience. Furthermore, people with microblogging 

experience, valued microblogging more as a development with much potential than people without any 

experience. To create a positive value of microblogging with knowledge sharing as intention, some 

people within the organization should already have experience with microblogging. 

Out of the qualitative data, the following conclusions could be drawn regarding the value of 

microblogging. Some people did not understand the added value of microblogging, and included the 

commentary that the application used was too much of a beta product. When the application would 

have had a higher usability, and the use of microblogging would have had a higher relevance, a more 

positive use could have been gained. Great aspects of microblogging were said to be the ability to easily 

find posts and the option to communicate with a large group. A certain number of users have to be 

active and the use should be regarded as indispensable. It has to be implemented into the workflow. 

When used with these aspects present, microblogging can make it easy to know what everybody is up 

to, create a good atmosphere and be very informative. 
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5.4 The effect of organizational microblogging on knowledge sharing 

The goal of this research was to identify whether organizational microblogging has an effect on 

knowledge sharing. Using the conclusions presented earlier in this chapter a main conclusion to this 

research is phrased answering the main research question “What effect does the use of organizational 

microblogging have on knowledge sharing?”. 

While making use of organizational microblogging, a positive significant increase on the knowledge 

sharing intention and the knowledge sharing condition Access could be observed. Next to that, 

microblogging with knowledge sharing as intention is seen as a development with much potential. Users 

valued microblogging with knowledge sharing as intention positive. Indications are that organizational 

microblogging has an effect on knowledge sharing within an organization, even though no solid 

statistical evidence has been found. To draw more solid conclusions, studies of a less exploratory nature 

should be used. In this research, a number of characteristics have been discovered important to the use 

of organizational microblogging. When meeting these characteristics as an organization, implementing 

organizational microblogging would be a great method to increase knowledge sharing in your 

organization and reveal knowledge that otherwise would stay hidden. Organizational microblogging has 

the key competence to reveal hidden knowledge and information by a simple post, while using an 

accessible method. 

5.5 Recommendations 

To be able to utilize the conclusions of this research, some practical recommendations will be given. 

These recommendations can be used by GriDD consultancy to further optimize their work of consulting 

on the implementation of social media solutions for knowledge sharing purposes. 

Implementation of organizational microblogging 

Focus on knowledge sharing - Microblogging can be used with many different goals in mind. When 

implementing microblogging into an organization with knowledge sharing as a goal, the primarily focus 

must be on knowledge sharing. GriDD should make users conscious of why they are using microblogging. 

The knowledge sharing conditions by Cross et al. (2001) and Borgatti and Cross (2003) should be taken 

into account by GriDD, and tried to tweak. An example is the adding of profile pages to the 

microblogging tool, listing every user’s key competences. When these competences are being indexed 

and searchable, the knowledge sharing condition knowledge, who knows what, can be improved. 

Make microblogging indispensable - When implementing a new medium, it should be company driven 

and be company used. The benefit of microblogging requires the activity of a larger group of users that 

wish to share and interact using the medium. To succeed, microblogging should be an activity that is 

integrated into the working day of all employees. Changing a company culture is a difficult task, which 

needs the full attention of opinion leaders in an organization. When setting the right example, others 

will follow and the right benefits can be harvested. 
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Implement microblogging into the workflow - When choosing to implement microblogging into an 

organization, it is very important to draw people towards the medium instead of obliging use. When a 

new medium is introduced, a change in communicating is required by the users. Easy incentives GriDD 

can use to bring on this change, are moving the For Your Information emails to the microblogging 

platform and starting discussions on topics specifically interesting to the users. Microblogging has the 

aspect of easy communication with large groups; this feature can be used by posting company 

announcements on the microblogging platform used. Every user will expect some sort of extra 

performance out of using a medium. The positive aspects of microblogging should help the users 

enhance their working performance. 

Start an implementation small - Guard to implement microblogging too quickly into an organization. It is 

best to start using the medium with a small number of users and test the application thoroughly. During 

this initial test phase, the medium should be filled with content. This way, users do not start in an empty 

environment, when launching organization wide. Examples of use have been set, and the first 

interesting topics have been posted. This makes it is easier for people to join in. 

Tooling for organizational microblogging 

Pick the right tool - The tool you use for your microblogging activities is very important. The effort and 

performance a user gains out of using microblogging is not only depending on the other users, but also 

on the tool used. There are a number of characteristics GriDD should pay attention to, when picking a 

tool. First, a tool should be stable. Bugs in a tool make users quit easily. Subsequently, the speed of a 

tool is very important. Microblogging is a medium that can be used quickly, and the tool used should not 

impede this aspect. Next to that, the user experience should be in good order. Both the interface and 

interaction of a tool should have a high-quality design. The integration into the working day greatly 

depends on the options a tool has. Features like a browser and a desktop client are important. A tool 

should feature tagging and advanced searching. An effective search engine is very important. 

Additionally, a filter for relevance, for instance a tag cloud, is a feature that helps people use a tool 

according to their liking. 

Use of organizational microblogging 

Repay users for their effort - Users are putting effort into a medium and wish to be repaid for this effort. 

Using microblogging should be worth your while. It is worth one’s while when a large group of users is 

actively adding information relevant to the user’s interest. Using microblogging should help users 

enhance their working performance. What the benefit of using microblogging for the users is, should be 

investigated by GriDD to keep users satisfied. 

Moderate the signal to noise ratio - It is easy for an active user group to get carried away in their 

enthusiasm and use microblogging more for the fun than the useful aspects. To perfectly utilize the goal 

of microblogging, the improvement of knowledge sharing, an organization should guard the signal to 

noise ratio. If the ratio of fun and work related posts is not in the right balance, microblogging will 

become a useless medium to many users. The effort to gain something from using microblogging will 

turn too large. A good way to divert fun posts from the main stream of posts is by creating special topic 

related groups.  
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6. Discussion 

This research had the goal to research whether organizational microblogging had an effect on 

knowledge sharing. The foundation of this research has been a scientific framework. Using this 

framework, quantitative and qualitative research has been performed. The results have been used to 

draw conclusions and answer the research questions. In this chapter, the whole research cycle is 

reflected upon, starting with the data assembled, and ending with recommendations for future 

research. 

6.1 The assembled data 

The surveys that were used in the WorkVoices pilot had the large disadvantage, that the group of 

participants was relatively small for quantitative research. Unfortunately, more people than the used 98 

people invited to participate were not available. The first survey had a good response; the second survey 

had a lower response. This lower response harmed the evaluation of microblogging; especially at the 

two smaller pilot organizations, a higher response would have been better. This would have created a 

stronger dataset. A negative aspect of the first WorkVoices survey was the different date of spreading 

the surveys. Between the spreading of the first survey within TriMM and the 1% Club and Webclusive 

was a time difference of almost a full month. This could have given a distorted view of the data, where 

TriMM and the 1% Club have had more experience with the positive and negative effects of 

microblogging. Another difficulty was that a large bit of the pilots took place during the summer 

holidays. With people coming and going on vacation, a normal working environment could not be 

simulated. 

A downside of the WorkVoices focusgroup data was the enthusiasm within the three surveys groups. 

Topics were discussed quite intense, driving the focusgroup into the direction of the topic at hand. Even 

though the researcher present steered the focusgroup into the wanted direction, too much interference 

was not desired as well. These different discussions between the groups made the analysis of the data 

more difficult. 

The Yammer survey had the weakness to have a small number of respondents, offering only a small bit 

of data. The qualitative questions were answered by a large number, ensuring good information of 

Yammer. A larger group of former Yammer users would have extended the influence of the Yammer 

evaluation in this research. 

6.2 The method of research 

The WorkVoices pilots including two surveys and three focusgroups and the Yammer study including a 

survey have been the methods of research to gather data. The WorkVoices pilots had as a largest 

downside the maturity of WorkVoices as a tool. It was still much in development and the bugs attached 

to this phase held back the use and scared some users from using WorkVoices. This was named as one 

of the larger downsides of WorkVoices in the focusgroups. Next to that, the amount of active users on 

WorkVoices at TriMM was really low. Only a small amount of users made use of WorkVoices, but only 

for a short period. Most people have taken a look at WorkVoices, but decided not to return to using it. A 

more successful pilot would have been necessary to research microblogging on a higher level. Another 
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negative aspect of the WorkVoices pilots was that the pilot period was quite short. Two months is not 

enough time to observe any effects that can be allocated to microblogging. A longer period, with a third 

moment of measurement after a year, would have created a stronger research. Due to time restrictions, 

this was not possible. 

The surveys used in the WorkVoices pilot had a strong focus on the knowledge sharing conditions. A 

large amount of items was used to measure value of these conditions. Chance exist that this amount of 

items has taken away the focus on the questions at hand, and might have lead to more random 

answering than judging every items with full attention. An indication this might have happened, are the 

high scores on Cronbach’s alpha on every construct. This is only an indication; a high Cronbach’s alpha 

can also be assigned to a good quality survey design. 

The focusgroups that were used to gather extra data on the research subjects were only organized 

within TriMM. Three groups of four people from the same organization have been used. This was very 

helpful, because all the different groups were easily compared to each other. Adding employees from 

different pilot organizations would have been better to create a more diverse dataset. In this design, the 

diversity was gained by inviting people with different inclinations towards social media. 

The use of Yammer at Sanoma diminished a few months before the survey on the use was sent out. This 

was a weakness because the attitude people had when using Yammer, was affected by the Out of Office 

bug, that made most users to quit. Most probably, Yammer and its effects would have been evaluated 

more positively when the survey was spread during the peak time of its use. 

6.3 The research model 

The research model presented in the second chapter and reviewed in the fourth chapter is a summary 

of the different constructs in this research and visualizes the relationships that have been researched. 

Relations that have not been researched, were the relations between the knowledge sharing conditions 

and the knowledge sharing intention and knowledge sharing behaviour. It would have been an added 

value to this research if these relations would have been researched as well, proving the significance of 

the knowledge sharing conditions by Cross et al. (2003). 

Next to that, the characteristics important to the use of organizational microblogging and the value of 

organizational microblogging are believed to have an effect on the use of organizational microblogging 

based on this research. The relations should be studied in future research to further clarify the factors 

influencing the use of organizational microblogging. 

6.4 The scientific framework 

In chapter 2, a scientific framework supporting this research has been presented. Two aspects were 

considered very important, the knowledge sharing conditions by Cross et al. (2001) and Borgatti and 

Cross (2003) and the characteristics important to the use of organizational microblogging (Venkatesh et 

al., 2003, Günther et al., 2009, Sharratt & Usoro, 2003). 

The knowledge sharing conditions by Cross et al. (2001) and Borgatti and Cross (2003) have been used in 

the design of the WorkVoices and Yammer surveys and the focusgroups. The conditions knowledge, 
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access, engagement and safety promote effective knowledge sharing according to Cross et al. (2001). 

Based on this research, these conditions can be believed to have an effect on knowledge sharing. The 

surveys were not researching the truthfulness of the promoting features of the knowledge sharing 

conditions, but the effect of these conditions on knowledge sharing within a microblogging pilot. These 

effects could be identified partly. Next to that, indications were recognized of the importance of the 

knowledge sharing conditions in the focusgroups. In future research, using qualitative research to 

reconfirm the importance of these conditions is important. 

The modified and extended UTAUT model by Günther et al. (2009) could be confirmed by the results of 

this research. Using the qualitative data a match could be made with the model constructs: signal to 

noise ratio, codification effort, performance expectancy, effort expectancy and facilitating conditions. 

This conclusion confirms the strength of the original model by Venkatesh et al. (2003) and the 

extensions by Günther et al. (2009). They discovered their extensions to the UTAUT model by organizing 

several interviews. As a result of the three focusgroups that were organized during this research, 

characteristics were identified that can be matched to the extensions by Günther et al. and the original 

constructs by Venkatesh et al. (2003). This modified and extended UTAUT model is a very interesting 

model to help research the prediction of use of social media. It is recommended to use this model in 

future research and validate the extensions. 

Additionally, some of the factors influencing the possibility of knowledge sharing within communities of 

practice identified by Sharratt and Usoro (2003), have a match with the results of this research. Sharratt 

and Usoro (2003) identified in their exploratory research the ease of use, the perceived usefulness of 

the information system and the sense of community. These factors were identified in the results of this 

research as well. 

6.5 Future research on organizational microblogging and knowledge sharing 

The findings of this research have explored the realm of knowledge sharing using microblogging. 

Microblogging is still quite a new technology and has not received much research attention as of yet. 

The expectation that microblogging would have the possibilities to reveal tacit knowledge and have an 

effect on knowledge sharing has been explored and are concluded to be promising, taking certain 

factors important to the use of microblogging into account. Microblogging has proven itself a valuable 

research object showing features interesting for future research. More research on the combination of 

microblogging and knowledge sharing is encouraged to argument the findings on the added value of 

organizational microblogging. Special attention should be given to the features microblogging has 

visualizing otherwise hidden knowledge. 
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Appendix 

All appendix files have been stored on the cd-rom you can find in the back of this thesis. All files are the 

original research files and are therefore in Dutch. On this cd-rom the following files can be found: 

WorkVoices pilot 

1. Setup WorkVoices survey 1 

2. Web version WorkVoices survey 1 

3. Setup WorkVoices survey 2 

4. Web version WorkVoices survey 2 

5. SPSS Datafile WorkVoices survey 

6. Focusgroup operating schedule 

7. Transcriptions focusgroup 1 

8. Transcriptions focusgroup 2 

9. Transcriptions focusgroup 3 

Yammer study 

10. Setup pilot Yammer survey 

11. Web version Yammer survey 

12. SPSS Datafile Yammer survey 


