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Introduction

Social M edia M arketing is a field o f  Internet marketing involving indirect 
prom otion through com m unication w ith potential customers through social net­
working sites or blogs, by posting or sharing articles, videos and images. Social 
m edia is a comm unication channel to allow interaction between Internet users, us­
ing technologies such as blogs, forums, discussion groups, wikis, podcasts, emails, 
instant m essaging, VoIP, sharing music, videos and photos1.

1. The essence of social media

The Internet is a channel for companies to reach millions o f  potential consum ­
ers. M any organizations w ant to reach them using the opportunities offered by so­
cial media. Especially so, because they allow for an open debate on specific prod­
ucts or services, and the large num ber o f  consum er feedback expressed on the web 
is a chance for companies to benefit from  collective intelligence.

This, in turn, may stimulate the development o f their innovativeness -  companies 
can offer new products and services, and implement innovative business solutions.

W ith social websites, consumers have the opportunity to take a num ber of 
actions shown in Figure 1. Owing to the speed in the transm ission o f  information 
and the possibility o f  jo in t action, consumers can effectively influence the image o f 
the com pany and sometimes even create it.

i http://socialmedia.pl/tag/social-media-definicja/ [access 10.01.2012].

http://socialmedia.pl/tag/social-media-definicja/
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F i g .  1. C o n s u m e r  b e h a v i o u r  o n  t h e  w e b

S o u r c e :  Community business -  a new era in business communications, R e p o r t  b a s e d  o n  t h e  

a u d i t  Polish companies on Facebook -  social websites in marketing communica­
tions o f  Polish enterprises, D e l o i t t e  P o l a n d  2 0 1 2 ,  p .  6 .

I t  s h o u l d  b e  s t r e s s e d  t h a t  s o c i a l  m e d i a  i s  t r e a t e d  a s  a  k i n d  o f  s o c i a l  n e t w o r k i n g  

r e v o l u t i o n  t h a t  h a s  b o t h  s t a u n c h  s u p p o r t e r s  a n d  o p p o n e n t s .  D i s c u s s i o n s  a n d  d i s ­

a g r e e m e n t s  m a y  i n v o l v e  a  n u m b e r  o f  i s s u e s .  I t  i s  a r g u a b l e ,  f o r  e x a m p l e ,  w h e t h e r  w e  

a r e  d e a l i n g  w i t h  a  r e v o l u t i o n ,  o r  p e r h a p s  a n  e v o l u t i o n a r y  t r a n s i t i o n  t o  t h e  n e x t  s t a g e  

o f  d e v e l o p m e n t  o f  t h e  i n f o r m a t i o n  s o c i e t y  h o w  m u c h  n o v e l t y  t h e  n e w  m e d i a  b r i n g ,  

a n d  w h e t h e r  s o c i a l  m e d i a  a r e  a  s t e p  f o r w a r d ,  g i v i n g  n e w  o p p o r t u n i t i e s  f o r  m a r k e t ­

e r s ,  o r  m a y b e  a  s t e p  b a c k ,  m a k i n g  t h e i r  w o r k  h a r d e r ,  w h e t h e r  m a r k e t i n g  i n  s o c i a l  

m e d i a  i s  b a s e d  o n  c r e a t i v e  m a r k e t i n g  s o l u t i o n s ,  o r  t h e  o p p o s i t e  -  i t  i s  v e r y  s i m p l e ,  

n o t  t o  s a y  p r i m i t i v e  m a r k e t i n g 2 .

N o  m a t t e r  h o w  s o c i a l  m e d i a  a r e  s e e n  a n d  t o  w h i c h  o f  t h e  a b o v e  g r o u p s  o n e  

b e l o n g s ,  i t  m u s t  b e  a d m i t t e d  t h a t  s o c i a l  m e d i a  h a v e  e n o r m o u s  p o t e n t i a l .  I t  i s  w o r t h  

n o t i n g  t h a t  w h a t  i s  h a p p e n i n g  o n  t h e  I n t e r n e t  m a y  b e  j u s t  a  p r e l u d e  t o  t h e  r e a l  r e v o ­

2 B .  G r e g o r ,  M . S t a w i s z y ń s k i :  How enterprises use social media, Z e s z y t y  N a u k o w e  U n i ­
w e r s y t e t u  S z c z e c i ń s k i e g o  n r  7 0 2 ,  E k o n o m i c z n e  P r o b l e m y  U s ł u g  n r  8 7 ,  W N U S ,  S z c z e c i n  2 0 1 2 ,  
p . 2 5 2 .
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lution that w ill form the pillars o f  the econom y o f global com m unication3. There is 
no doubt that the traditional business models o f  companies that use the Internet in 
their operations do not m eet the expectations o f  their young net-surfing customers, 
who are open to new ideas and changes. Companies, however, recognize this prob­
lem as they adapt and test new solutions and look for potential clients on various 
social networking sites. These types o f  websites are gaining popularity, regardless 
o f  the latitude, age, gender or skin colour o f  their users. O f course, the people m ost 
open to this kind o f  novelty are the very young. The degree o f  popularity o f  social 
m edia decreases w ith the age o f  the users. However, it is characteristic that these 
“older” age groups saw the largest increase in the num ber o f  social m edia users in 
the years 2008-20104. It can also be observed that the opening o f  companies to the 
new opportunities offered by social m edia depends on the industry in which a given 
firm operates. Globally, social m edia are used m ost enthusiastically by educational 
companies. A lm ost three-quarters o f  these companies (72%) use social media. Sec­
ond is the communications sector (71%), and third and fourth, respectively, are 
services (66%) and sales (64%). The potential o f  social m edia is yet to be discov­
ered by representatives o f  m any companies operating in the energy sector (32% )5.

It is also characteristic that companies which have been on the m arket longer, 
use social m edia more extensively. According to JB rief Inc., social m edia have been 
fully integrated w ith business models o f  nearly three quarters o f  Am erican com pa­
nies operating on the m arket for over two years6.

A  report by Deloitte for Facebook Inc., published in 2011, showed that owing 
to the activities o f  Facebook and its related companies, 27 countries belonging to 
the EU and Switzerland earned 15.3 billion euros. The portal has become a global 
phenom enon, and not ju st because it gave rise to a new  m odel o f  communication 
among Internet users. Its unique position results from the economic im pact it has on 
other entities. These results show that Facebook affects the economies o f  countries7 
both in a narrow  sense, through the daily activities o f  the company itself, as well as 
in a w ider spectrum o f the activities o f  third parties that use its ecosystem 8.

3 B. Gregor, M. Stawiszyński: From e-commerce to social commerce -  changes in elec­
tronic commerce and the Internet and e-clients (trends and challenges), “Internal Trade” 2011, 
9/10, p. 209-214.

4 Generations 2010, Pew Internet & the American Life Project, December 16, 2010, in: 
B. Gregor, M. Stawiszyński: Use o f social media in enterprises, Zeszyty Naukowe Uniwersytetu 
Szczecińskiego nr 702, Ekonomiczne Problemy Usług nr 87, WNUS, Szczecin 2012, p. 253.

5 The New Conversation, Taking Social Media from Talk to Action, SAS, “Harvard Busi­
ness Review”, October 27, 2010.

6 The State o f Social Media for Business, SmartBrief Inc., November 3, 2010.
7 In Poland, taking into account the GDP and popularity of Facebook, this can be estimated 

at around 150-200 million EUR annually.
8 Report Measuring Facebook’s economic impact in Europe, Deloitte 2012.
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2. Evaluation of the use of Social Media in Poland

There are 1.67 m illion businesses in Poland, and currently more than 5% o f 
them, i.e. 70 thousand Polish companies and brands9, have accounts on Facebook. 
However, despite the fact that social m edia are increasingly regarded by m ost com ­
panies as the key pillar o f  comm unication between them  and the consum- 
ers/customers, business organizations have still have m uch to do in this fie ld10.

Social networks can be an effective tool to attract new  and m aintain existing 
customers and employees, and may be helpful in developing innovative projects 
and take part in building the image o f  a brand close to consumers.

The highest percentage o f  companies involved in the Deloitte study11 uses 
social m edia due to their positive impact on the image o f  the brand (59%), and also 
because this is the m arket trend and their competition is using social networks 
(62%). These numbers indicate that the directors and m anagers o f  Polish companies 
still do not fully realize how  m uch can be achieved through an active presence on 
the web and w ell planned social m edia strategy. Awareness o f  the versatility o f 
these m edia and o f  the specific effects that can be achieved through them is low. 
Especially undervalued seem to be the benefits for recruitm ent (HR departments). 
Only 28%  o f companies use social m edia for recruitm ent purposes. Their potential 
in this field, however, is quite large -  a carrier o f  image-building content, a tool for 
verifying the competence o f  candidates, an interactive platform  to build long- 
lasting, deeper relationships w ith the com m unity gathered around the com pany12. 
Figure 2 presents the objectives o f  presence in social media.

A nother issue to discuss is the direction in which comm unication is achieved 
through social media. Firms interact in social m edia m ainly w ith consumers/clients 
and potential consumers. Internal communications, recruitm ent goals and business 
cooperation are secondary. A t the same time, few  businesses reported that they use 
social m edia to gain knowledge about the consum ers/custom ers (including poten­
tial), increase sales and reduce the costs o f  obtaining clients. Relatively few  com pa­
nies use social m edia to engage in dialogue with potential employees, and even 
few er use the opportunity to utilize these dynamic m edia to improve internal com ­
m unication and dialogue with their employees. Companies should take it into ac­
count that current and potential employees w ill express opinions about them online 
anyway. It should be noted that a lack o f  engagem ent limits control over w hat hap­
pens w ith the image o f  the employer. M oreover, as in the case o f recommendations 
o f  satisfied consum ers/custom ers, the recom m endations o f satisfied current and

9 Small and Medium-Size Enterprises in Poland, PARP, Warszawa 2011.
10 A. Budziewicz-Guzlecka: Management o f changes, in enterprises as a form o f adapta­

tion to e-economy, Scientific Journal No. 681, Service management Vol. 8, Szczecin 2012, p. 199.
11 Community business - a  new era in business communications...
12 Survey Candidates 2.0, Employer Branding Institute.
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f o r m e r  e m p l o y e e s  a r e  t h e  m o s t  r e l i a b l e  a n d  p o r t a l s  s u c h  a s  g l a s s d o o r . c o m  a r e  b e ­

c o m i n g  p l a c e s  f o r  e x c h a n g e  o f  i n f o r m a t i o n  a b o u t  e m p l o y e r s .  7 8 %  o f  r e s p o n d e n t s  i n  

t h e  s u r v e y  “ C a n d i d a t e s  2 . 0 ”  s a i d  t h e y  w o u l d  r e j e c t  a  j o b  o f f e r  f r o m  a n  e m p l o y e r  

t h a t  h a s  a  b a d  r e p u t a t i o n  a m o n g  t h e i r  f r i e n d s 13. F i g u r e  3  s h o w s  t h e  t a r g e t  g r o u p s  

w i t h  w h o m  e n t r e p r e n e u r s  c o m m u n i c a t e  u s i n g  s o c i a l  m e d i a .
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Fig. 2. What is the objective of presence in social media?

Source: Community business -  a new era in business communications...

A n  i m p o r t a n t  a s p e c t  w h i c h  n e e d s  t o  b e  m e n t i o n e d  i s  t h e  a p p r o a c h  t o  u s i n g  

s o c i a l  m e d i a  i n  t h e  f u t u r e ,  a n d  w h e t h e r  e n t r e p r e n e u r s  h a v e  s t r a t e g i e s  f o r  t h e i r  a c t i v i ­

t i e s  i n  s o c i a l  m e d i a .  U n f o r t u n a t e l y ,  t h i s  a r e a  i s  c l e a r l y  n e g l e c t e d .

T h e  v a s t  m a j o r i t y  o f  c o m p a n i e s  d o  n o t  h a v e  a  s e p a r a t e  s t r a t e g y  f o r  s o c i a l  m e ­

d i a  a c t i v i t i e s .  1 5 %  p e r  c e n t  d o  n o t  h a v e  a  s t r a t e g y  a t  a l l ,  4 3 %  o f  c o m p a n i e s  i n  t h e  

s u r v e y  h a v e  i n d i c a t e d  t h a t  t h e i r  a c t i o n s  i n  t h e  s o c i a l  m e d i a  a r e  p a r t  o f  t h e i r  m a r k e t ­

i n g  s t r a t e g y  a n d  s u p p o r t  t r a d i t i o n a l  m a r k e t i n g  a n d  P R  a c t i v i t i e s .  O n l y  1 7 %  o f  c o m ­

p a n i e s  h a v e  a  s p e c i f i c  s t r a t e g y  f o r  t h e  s o c i a l  m e d i a ,  f u l l y  i n t e g r a t e d  w i t h  t h e i r  b u s i ­

n e s s  d e v e l o p m e n t  s t r a t e g y  a n d  m a r k e t i n g  p l a n s .

13 Survey Candidates 2.0...
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F i g .  3 . W h i c h  t a r g e t  g r o u p s  d o  y o u  c o m m u n i c a t e  w i t h  t h r o u g h  s o c i a l  m e d i a ?  

S o u r c e :  C o m m u n i t y  b u s i n e s s  -  a  n e w  e r a  i n  b u s i n e s s  c o m m u n i c a t i o n s . . .

A  s t r a t e g y  f o r  b r a n d  p r e s e n c e  i n  s o c i a l  m e d i a  i s  a  c o n c r e t e  p l a n  o f  a c t i o n s  t o  

a c h i e v e  p r e d e f i n e d ,  m e a s u r a b l e  r e s u l t s ,  w h i c h  h a s  c l e a r l y  d e f i n e d  c r i t e r i a  f o r  e v a l u ­

a t i n g  e f f e c t i v e n e s s .  L a c k  o f  a  s t r a t e g y  o r  a  m i s m a t c h  w i t h  t h e  c o m p a n y ' s  s t r a t e g y  

e l i m i n a t e s  t h e  m a i n  b e n e f i t s  o f  a c t i v i t i e s  i n  s o c i a l  m e d i a ,  i n c r e a s e s  t h e  c o s t  o f  

c o m m u n i c a t i o n  a n d  i n c r e a s e s  t h e  r i s k  o f  m i s t a k e s .  L a c k  o f  a  s t r a t e g y  e q u a l s  

a  g r e a t e r  r i s k  o f  f a i l u r e .

S o c i a l  m e d i a  p e r v a d e  a l l  a r e a s  o f  s o c i a l  a n d  e c o n o m i c  l i f e .  I n  o r d e r  t o  u s e  

t h e m  e f f e c t i v e l y ,  c o m p a n i e s  s h o u l d  s e e  m o r e  i n  t h e m  t h a n  j u s t  m o d e r n  t e c h n o l o g y  

a n d  r i s k .  R e g a r d l e s s  o f  t h e  i n d u s t r y  i n  w h i c h  a  c o m p a n y  o p e r a t e s ,  i t s  t o p  m a n a g e ­

m e n t  s h o u l d  a p p r o a c h  t h e s e  m e d i a  i n  t h e  m o s t  p r a c t i c a l  m a n n e r  p o s s i b l e .

I t  i s  n e c e s s a r y  t o  c l e a r l y  d e f i n e  b u s i n e s s  o b j e c t i v e s ,  d e f i n e  t h e  t a r g e t  g r o u p ,  

a n d  c h o o s e  t h e  m o s t  e f f e c t i v e  w a y  t o  u s e  s o c i a l  m e d i a  t o  a c h i e v e  t h e  p r e d e f i n e d  

g o a l s .

Conclusion

T h e  I n t e r n e t  i s  t h e  d r i v i n g  f o r c e  b e h i n d  t o d a y ' s  e c o n o m y ,  c r e a t i n g  o p p o r t u n i ­

t i e s  a n d  c h a n c e s  f o r  b u s i n e s s  d e v e l o p m e n t  w o r l d w i d e .  I n t e r n e t  t e c h n o l o g i e s  a r e  

d e v e l o p i n g  v e r y  i n t e n s i v e l y ,  a n d  t h e  q u a l i t y  o f  t h e  t e l e c o m m u n i c a t i o n s  i n f r a s t r u c ­

t u r e  i s  i m p r o v i n g  s y s t e m a t i c a l l y ,  n e w  m e d i a  p r o v i d i n g  a c c e s s  t o  t h e  I n t e r n e t  a r e  

b e i n g  o f f e r e d .  T h i s  r e s u l t  i s  a  g r o w i n g  n u m b e r  o f  I n t e r n e t  u s e r s .  S t r u c t u r e s  a n d  

b u s i n e s s  p r o f i l e s  t r a n s f o r m  u n d e r  t h e  i n f l u e n c e  o f  t e c h n o l o g y  a n d  t h e  e - c o m m e r c e  

s e c t o r  i s  d e v e l o p i n g  i n t e n s i v e l y .
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It seems that the serious barriers that used to restrict the developm ent o f 
e-commerce a few  years ago, have now  disappeared. In turn, the opportunities that 
have emerged on the m arket provide a very good environm ent for the developm ent 
o f  this m arket in the future.
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THE ROLE OF SOCIAL MEDIA IN ECONOMY

Summary

Social media has become a platform that is easily accessible to anyone with inter­
net access. Increased communication for organizations fosters brand awareness and 
often, improved customer service. Additionally, social media serves as a relatively in­
expensive platform for organizations to implement marketing campaigns.

http://socialmedia.pl/tag/social-media-definicja/
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This article shows the place the social media marketing in e-marketing. The analy­
sis of the situation of the social media marketing in Poland was discussed.

Translated by Anna Drab-Kurowska


