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Abstract: In addition to today's knowledge-based society, social media is an integral part of
the daily lives of businesses, which cannot be ignored, by small and medium-sized
enterprises, which play an essential role in both society and the economy. The primary
purpose of this study is to provide an insight into the use of social media at the enterprise
level, from the perspective of small and medium-sized enterprises. In order to achieve this
goal, the authors conducted a quantitative questionnaire survey among small and medium-
sized enterprises operating in two regions of Hungary. A research model has also been
developed to provide a statistical representation of the assumptions made. The results of the
research prove that the size of a company is significantly related to the outsourcing of the
processes, related to this activity in addition to the company’s presence in social media.
Outsourcing social media activities is also closely related to the monitoring of competitors
and the use of feedback from the target audience. The results prove that the observation of
competitors” activity is significantly related to the use of target audience feedback, as well
as the use of marketing costs, that can be associated with a presence in social media. Finally,
the results support the idea that marketing costs are related to the direction of change, caused
by social media, which is also significantly related to the willingness of businesses to expand,
as related to the presence of social media.
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1 Introduction

The worldwide spread of social media has been triggered by the exponential growth
of Internet users, which has created a whole new environment in the life of society
[28]. The extremely rapid spread of its application has resulted in the online word
being extremely popular today. Social media platforms enable constant, real-time
interaction and facilitate communication with stakeholders [7]. The advent of social
media has also had a huge impact on business, as it has enabled interactive
communication with customers thanks to its digital platforms [41]. Today, in the
age of digitalization, the online space offers a flexible and interactive forum for
businesses [34]. The driving force behind the digital media revolution is social
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networking, which provides an opportunity for more users to publish and share their
experiences with others. The 21°t Century consumers in most cases take advantage
of the potential of social media to obtain information about a particular product or
brand. In addition, social media has launched new types of interactions in terms of
consumer and business communication, revolutionizing marketing [13]. Over the
past two decades, online innovations have played an important role in the business
performance of companies, as social media provides many opportunities for the
corporate sector [36]. For organizations, social media has generated three
fundamental shifts in the marketplace. First, the online space provides an
opportunity for communication between companies and consumers that was not
possible until the advent of social media, on the other hand it completely
transformed the ability to influence interactions between users and companies, and
thirdly, the dissemination of social media data allows organizations to manage
better customer relationships and enhance business decision-making [21]. The study
focuses primarily on the corporate role of social media as an online strategic tool.
In the research, the authors have placed great emphasis on examining and learning
about the way small and medium-sized enterprises think about social media.
The primary aim of the article is to explore the potential of social media for the
SME sector and to gain a comprehensive picture of the importance that businesses
attach to online media today and whether they take advantage of their potential. In
order to get an answer to the question, the authors conducted a quantitative
questionnaire survey between small and medium-sized enterprises in two regions of
Hungary.

2 Theoretical Overview

There is no denying the rapid and dramatic development of information technology
over the past decade. Especially in the current context of Industry 4.0, the global
presence of individuals and organizations online has significantly transformed
society as well as everyday life [24]. The extremely rapid development of
information and communication technologies has resulted in the emergence of
social networks in the life of society, which provide users with the opportunity to
connect with the world without time and space constraints [8]. The first used of
social media as a term was in 1994 in an online media environment in Tokyo.
However, the concept of social media has evolved over the years and many
definitions have come to light today. During the turn of the millennium, the terms
computer-assisted social networks [39], virtual communities [33], and social
networks [11] were most commonly used in the formulation of social media. Since
the turn of the millennium, terms such as social networking services [26], online
social networking [1], social media [15] have appeared. Table 1 illustrates the most
commonly used terms for social media today.
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Table 1
Conceptual definitions of social media

Author Year Definition

Social media is a group of media that users fill with content.
Anyone can participate in social media as it involves a

Eszes 2012 . .
community where users have the opportunity to have open
dialogues with each other, mainly to connect and connect.
Leonardi, Corporate social media includes web-based platforms that
Huysman . : .
and 2013 allow employees to communicate, view messages, text, files,

Steinfield and edit text and files related to themselves or others.

Social media includes technologies and applications that allow
Albarran 2013 | people to develop and maintain social networks that share text,
images, audio, and video.

Social media allows for some form of participation and, due to

Manning 2014 their participatory nature, involves interaction.

Social media includes Internet-based, closed and permanent

Carrand 2015 channels that facilitate interaction between users and come
Hayes L
primarily from the content they create.
Social media is a group of communication platforms where
Kreiss 2016 users can share moments of their lives, build relationships and
access information.
Kotler and Social media is an independent, commercial, online
2017 - -
Amstrong community where people gather and socialize.
Leyrer- Social media is a website and technology application that
Jackson and 2018 . - .
Wilson allows you to participate in social networks and share content.

Social media is a set of user-driven platforms that allow
content to be distributed, dialogues to be established, and
Kapoor et al. 2018 communication to be communicated to a wider audience. A
digital space that provides an environment for interactions and

networking at different levels.

Social media is any online resource whose primary purpose is

Bishop 2019 to facilitate engagement between individuals.

Source: [10]; [19]; [3]; [25]; [6]; [18]; [17]; [20]; [16]; [5]

Digital platforms related to social media have opened up new channels of
communication in people’s lives. They contribute to facilitating real-time
dissemination of information as well as online dialogue. Compared to traditional
participatory methods, social media is more accessible to the majority of society, as
users can use digital platforms for communication almost anywhere, anytime [22].
The two most notable advantages of social media are the interactive environment
and the flexible communication that explains why they have gained significant
popularity over traditional media [38]. Over the past decade, Web 2.0 technologies
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and their associated social media applications (social sites, microblogs, weblogs,
content community) have gained increasing ground in the organizational
environment. The continuous development of digital technologies (combined with
emerging innovative technologies) is changing the way a company designs,
manufactures and distributes, and the way value is created from products and
services [30]. The internal use of social media contributes to the improvement of
communication, cooperation, knowledge-transfer between employees, companies
have started to establish their social media-based networks, as well as to engage in
public social media marketing. Social media has proven to play an important role
in the lives of large companies, but it is also becoming increasingly important for
the SME sector [27]. Small and medium-sized enterprises play a key role in the
European Union's economy because they can be seen as a guarantee of stability and
social cohesion, and they play an important role in innovation, which is essential
for any knowledge-based economy [23]. Due to its reliability and consistency,
social media offers many opportunities for small and medium-sized enterprises,
plays an important role in the marketing strategy of organizations, and can also be
used to communicate directly with customers and build the right relationship [31].
In 2009 and 2010, Harris and Rae argued that SME leaders are increasingly
recognizing the business opportunity inherent in social media to build and maintain
trust and commitment among organizations with key players in their network [9].
Five years later, Braojos-Gomez and colleagues argued that despite optimism about
social media and its popularity in the business environment, its acceptance rate in
the SME sector remained relatively low [2]. In 2018, Yarimoglu also put it this way:
although online space includes many opportunities, many businesses are still unable
to use social media effectively [40]. The question may be asked, what are these
potentials of social media? Through social media technologies, it provides an
opportunity to create social interactions that build relationships with current and
potential customers. These are the skills that make social media more attractive to
corporate applications [29]. The ever-growing user base raises the importance of
the use of social media for businesses. As part of their marketing strategy,
businesses use digital marketing tools to reach their target consumers, promote their
brands, and increase the brand loyalty of their target audience. For sustainable
success, an organization must place great emphasis on both the development and
sustainability of its social media marketing strategy. Using online space tools,
companies have the ability to track their customers, identify their preferences, and
make efforts to influence them. Comparing social media and traditional marketing
communication tools, the former has a number of business benefits, including
reaching a large audience, creating direct interaction, and cost-effectiveness. Social
media thus provides an opportunity for businesses to communicate effectively and
bidirectionally with their customers, thereby better understanding their ever-
changing needs [12]. In a business community, social media helps small and
medium-sized business leaders share information and activities with their partners
and customers. It also provides an opportunity to liaise and collaborate with
distributors, consumers, suppliers and consultants. By using digital platforms,
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SMEs in the SME sector are well placed to develop an effective strategy to gain
market advantage in an ever-changing competitive global market environment.
Thanks to the social media network, information about businesses is no longer just
disseminated by employees, as consumers have the opportunity to react directly and
communicate freely with a global audience. Essentially, from a corporate
perspective, digital platforms have become a source of information and offer
opportunities to reach new markets. In addition, it is important to emphasize that
they help reduce transaction costs and improve communication [4]. In his 2008
study, Tuten gathered the primary goals that small and medium-sized businesses
can achieve by using social media. The author listed the creation of brand
credentials, increasing brand reputation, promoting customer loyalty, developing
new ideas for marketing strategy, tracking customer behavior and other external
sources, enhancing product marketing, achieving marketing goals, building
partnerships, branding extending and the promotion period of the message and
initiating and facilitating communication [37]. Regarding the benefits of social
media, in addition to the factors presented, it is important to mention the opportunity
to learn, launch targeted marketing campaigns, receive fast, honest, detailed
feedback from consumers, and accelerate innovation as a result of knowledge
transfer facilitation and build trust and loyalty [32]. In any case, the success of the
use of social media, which affects the performance of small and medium-sized
enterprises, depends on the extent to which they can maximize all the functions of
online space in order to boost their products / services. At the same time, if
companies in the SME sector maintain their social media activities properly, the
quality perception of their target audience will improve [35].

3 Materials and Methods

The practical research is based on a quantitative survey. The questionnaire was
developed with Survio questionnaire authoring software. In 2020, with the help of
a questionnaire, the authors examined the role of social media in the life of small
and medium-sized enterprises and the way of thinking of business leaders on the
topic. After a test phase, the questionnaire was sent by direct mail to the research
subjects. Completion was done online and anonymously. The questionnaire
contained a total of 27 questions, which were structured based on the groups of
questions in Table 2.
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Table 2
Structure of question groups
Question Question Question Question Question
group 1 group 2 group 3 group 4 group 5
Application
- Issues related Tracking and Expanding the | and success of
Demographic - - . L

. - to social media feedback presence in traditional

information . - .
presence management social media marketing

tools

Source: Editing by authors

The authors created a research model, which is illustrated in Figure 1.
The hypotheses required for the transparency of the research model are illustrated

in Table 3. The model depicts the hypothetical relationships and the related
hypotheses.

‘ QOutsourcing social media activity ‘

=

‘ Observing competitors ‘ Use the feedback of

target audience
[#5]
. . A,
Presence on social media ‘

‘ Use of critical remarks ‘

N

‘ Use of marketing costs ‘

HS8

The direction of
change in social media

H9

Willingness to expand the
presence of social media

Figure 1
Research model

Source: Editing by authors
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Table 3
Formulated hypotheses

H1 The size of the business is significantly related to the company’s presence
on social media.
H2 There is a relationship between the size of the business and the outsourcing
of the organization’s social media activities.
H3 Outsourcing social media activities is related to monitoring the company’s
competitors.
Ha Outsourcing social media activities has an impact on the use of feedback
from the business’s target audience.

H5 Observing a company’s competitors is significantly related to the use and
application of critical remarks.

H6 The use of feedback from the target audience is related to the use of the
marketing costs of the business.

H7 The formulation of critical remarks is significantly related to the use of an
organization’s marketing costs.

H8 The use of a company's marketing costs is closely related to the direction of

change in the company's life caused by social media.
Ho9 The change generated by social media presence is significantly related to
the willingness to expand social media presence.

Source: Editing by authors

During the completion of the questionnaire, respondents were encountered with two
types of questions. In addition to the most commonly used closed-ended question
types, for several questions, research participants had the opportunity to answer
using a five-point Likert scale. The reason for selecting this quantitative research is
that the current health crisis was already part of society and business life at the time
of the research. In addition, one of the advantages of online questionnaire editing
programs is that they can greatly increase the efficiency of self-completion.
In addition, the questionnaire research provides an opportunity to collect data on a
large number of samples, which will help to substantiate the hypotheses as well as
the theoretical statements outlined [6]. Approximately 20% of all questionnaires
sent out were returned, giving 591 evaluable responses that can be used in the
analysis. The evaluation was performed using IMB SPSS Statistics 25.
A significance level 5% was determined during the study. During the analysis, the
authors determined the dependent and independent variables, which were classified
into the appropriate places using the program. The dependent variable is the variable
in the research that the authors hypothesize to be influenced by the independent
variable. The independent variable is the variable in the research that the authors
hypothesize to have an effect on the dependent variable. Since each of the variables
under investigation is a variable on nominal scale, the authors examined the
relationship between them and thus the validity of the hypotheses using cross-
tabulation analysis, during which the authors performed a Chi-square test.
After complementing the processes, the authors obtained the results, which are
illustrated in Table 4.
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4 Results

As a first step in presenting the research results, the small and medium-sized
enterprise sector the authors examined was presented. During the preparation of the
study, the authors examined the SME sector in two regions of Hungary. Small and
medium-sized enterprises can be considered the most flexible, efficient and
progressive sector of the business sector, which can be defined by these factors as
one of the most significant parts of a country's economy. Flexibility, quick response
to change, easy decision-making, implementation of innovations and high market
focus are among the most valuable features of the SME sector [14].

4.1 Question Group 1

In terms of the number of employees, 73% of the research subjects are micro, 19.5%
are small and 7.5% are medium-sized.

= Central Transdanubia region = Western Transdanubia region

Figure 2
Territorial distribution of responding enterprises

Source: Editing by authors

The majority of the surveyed enterprises (63.5%) belong to the group of service
providers according to the nature of the activity, followed by the trade, producer
and industrial group. 63% of the companies surveyed have more than 10 years of
market experience. They were followed by companies that had been operating for
0-5 years, and the line was closed by companies that had been operating for 5-10
years.
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4.2 Question Group 2

In the second set of questions, the authors focused on issues related to presence in
social media. 69.8% of the companies answered yes to the question of whether they
are present on social media. At first glance, the result does not seem surprising, but
the question may arise as to why the remaining 30.2% do not take advantage of the
opportunities offered by the online world. Organizations that still take advantage of
the opportunity are towering high on Facebook and preferring it. Instagram, which
is gaining in popularity these days, is in second place, but it still lags far behind
Facebook. The authors also wondered exactly what businesses were using social
media for. The results are illustrated in Figure 3.

4.07%

8.51%
13.69% ‘

31.45%

15.91%
25.90%
= Giving information = Expand the target audience
= Increasing brand awareness Increasing revenue

= Gaining competitive advantage = Entering new markets

Figure 3
Distribution of social media usage

Source: Editing by authors

The subject of the research was asked whether the company employs a separate
person (s) / outsourced company that deals with presence on social media.
The authors were surprised to find that 77.7% of the respondents did not organize
these activities at all, only 12.5% answered that they were regular, 5.4% were only
at the beginning, and 4.5% were only when planning larger actions. This was
followed by an emphasis on the importance of social media presence for businesses.
During the question, businesses had the opportunity to answer on a 5-point Likert
scale. As a result, the authors obtained a rating of 3.9, which suggests that an online
presence is more important to organizations than not. 40.2% of respondents gave a
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rating of 5 to the question. The next question was about the motivation for
companies to appear on social media. Most businesses indicated providing
information and reaching a new consumer base. In addition, many consider it
important to raise awareness, communicate effectively with consumers, and take
advantage of favorable advertising opportunities. The authors also discussed what
percentage of companies' marketing activities and marketing costs account for
social media Most businesses indicated providing information and reaching a new
consumer base. In addition, many consider it important to raise awareness,
communicate effectively with consumers, and take advantage of favorable
advertising opportunities. The authors also discussed what percentage of companies'
marketing activities and marketing costs account for social media presence. In the
case of marketing activities, the result show that the presence in the online space is
only 0-25% of their largest percentage, and in the case of marketing costs it is also
0-25%.

4.3 Question Group 3

Moving on to the third group of questions, issues related to follow-up and feedback
came into focus. As a first step, the authors focused on whether the subjects of the
research monitor the presence of competitors in social media. The results were
surprising, as most companies gave a negative answer and the second most common
answer was that: 1 was monitoring, but only rarely. In this context, the question
arose as to whether critical remarks made against competitors would be used to
achieve better performance. Nearly 50% of respondents said they take it into
account, but only partially, and 33.3% said they take it into account on a regular
basis, so businesses that take advantage of social media to monitor they can follow
their competitors, most of them also use the critical remarks made against them to
improve their own performance. In addition to competitors, the authors also asked
if the feedback from the target audience was monitored and used. 47.2% of
companies indicated that they monitor and use the feedback they receive, but it is
surprising that 30.8% of those surveyed do not monitor and therefore do not use this
information at all. Organizations that do choose to use it most often use it to
introduce new products / services or to improve existing products.

4.4  Question Group 4

As presented earlier, the fourth group of questions focuses on the change caused by
presence in social media, its future expansion, and implementation. When asked
what change the use of social media has brought in the lives of businesses, most
indicated a positive answer, but 35.8% of the SME sector surveyed stated that there
was no change, but in any case, it can be mentioned as positive that only 1.3% of
them think that this three-type change was in a negative direction. In addition to the
direction of change, it was also an important question what exactly this turn will
show. The results show that this kind of transformation is most evident in the
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increase in the number of target audiences and in the increase in revenue. With
regard to plans for the future, the authors were curious as to whether small and
medium-sized enterprises were planning to expand their presence on social media.
Compared to previous results, a surprising result was achieved, as 52.8% of them
do not plan to develop and expand their presence in the online space. However,
58.7% of businesses aiming for development would be willing to spend more capital
as well. In terms of implementation, these companies aim to appear on new social
platforms and launch media campaigns that they would like to implement with
sponsored ads.

4.5 Question Group 5

In the concluding group of questions, the authors focused on what marketing
advertising tools companies used before appearing on social media and how
successful these marketing tools were. The results show that print media, word of
mouth, own website and press advertisements were most commonly used before
appearing on digital platforms, with a research score of only 3.3 on a five-point
Likert scale, according to the research subjects.

4.6 Hypotheses Testing

Prior to the start of the study, the authors developed a research model that
demonstrates the hypothesized relationships related to the topic in Figure 1. During
the analysis, a Chi-square test was performed to reveal the validity of the
relationships between the variables. The results obtained are shown in Table 4.
In addition to examining the results of the Chi-square and P, the authors also
presented the results of the Cramer V and Contingency coefficients to illustrate the
strength of the relationships.

Based on the results presented in the table, it can be stated that the value of the Chi-
square between the variables at the 5% significance level shows a significant
relationship between the variables in all cases. The Cramer V and contingency
coefficients show that the relationship between the variables ranges from moderate
to strong. The table illustrates that the P value obtained for all nine hypotheses in
the cross-tabulation analysis is less than the 5% significance level, which means
that a null hypothesis that does not assume a relationship between variables can be
rejected and an alternative hypothesis that assumes a relationship can be accepted.
Based on these information, Figure 2 illustrates the results obtained during the
examination of the hypotheses and the relationships between the variables.
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Table 4
Research results

Examined variables Chi Cramer Cont
Dependent Independent P Square v Coeff
variable variable Value '
H1 | Companysize | P'ésencein | 4500 | 110564 | 0.82 0.82
social media
Outsourcing
. of social
H2 Company size media 0.000 663.22 0.53 0.73
activities
Outsourcing Observing
H3 social media competitors 0.000 | 714.73 0.45 0.74
activities
Outsourcing Using target
H4 social media audience 0.000 796.12 0.58 0.76
activities feedback
s | Observing | Usingcritical | 50 | 130138 | 066 0.83
competitors remarks
Use of target Use of
H6 audience marketing 0.000 | 1009.87 0.65 0.79
feedback costs
Use of critical Use O.f
H7 marketing 0.000 634.95 0.46 0.72
remarks
costs
Use of Direction of
H8 . change in 0.000 | 1044.93 0.59 0.80
marketing costs - -
social media
Direction of Wllélgg:r]egs 0
H9 | change in social pand. 0.000 | 1136.66 0.80 0.81
media presence in
social media

Source: Editing by authors
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‘ Outsourcing social media activity

Company size ‘ Observing competitors ‘ Use the feedback of
target audience

0.000 | 0.000
‘ Presence on social media ‘ -
‘ Use of critical remarks ‘ 0 000

‘ Use of marketing costs

The direction of
change in social media

Willingness to expand the
presence of social media

v

Figure 2
Relationship between the examined variables

Source: Editing by authors

5 Discussion

In the first part of the study, the authors used secondary data collection to review
the conceptual definition of social media and the constant change in its definition,
including the definitions that are truly characteristic of today's digital world.
The focus has since been on exploring the most significant opportunities in social
media that can be key for businesses in the business sector, especially today as the
digital world has become part of the daily lives of society. The theoretical review
has highlighted that today, social media is an essential part of the 21% Century
knowledge-based society that businesses cannot ignore it. As a first step of the
study, the authors created a research model with the aim of exploring the
relationships between different variables. A total of nine hypotheses were
formulated, the validity of which was examined with the help of a quantitative
questionnaire survey among small and medium-sized enterprises in the two regions
of Hungary.
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Conclusions

The results obtained, confirmed that the size of a company is significantly related
to its presence in social media. The primary reason for this is to be found within its
presence in the social media, as Giimils and Kiitahyali put it in their research in
2017, is much more cost-effective than traditional marketing tools. On the five-
point Likert scale, where a score of 5 was the best, the companies from the SME
sector gave a score of 3.9 on the importance of being present on social media, from
which it can be concluded that businesses that are present in social media are aware
of the fact that social media today has immense power and has many advantages
comparing traditional marketing tools. However, the size of a business is not only
related to its presence on social media, but also to its outsourcing of online activities.
The larger the size of a business, the more importance it attaches to its presence in
social media. Taking this result into account, the authors also encourage smaller
businesses to take advantage the benefits of social media, as the digital space offers
them essential opportunities such as cost - effectiveness, expanding their target
audience, and fast and efficient communication with customers, which factors in the
21t Century are often key determinants of competitive advantage and success.
The authors suggest that small and medium-sized enterprises seek help and hire
young, ambitious trainees, entrusting them with social media activities, which can
be extremely helpful for companies considering long-term thinking. Success is not
necessarily an easy path in most cases, which is why SMEs in the SME sector also
need to recognize that they need the help of people who have up-to-date knowledge
of the digital world. Although the analysis found that most of the research subjects
do not take advantage of this opportunity, it is also worth mention that the larger a
company is, the greater its propensity to outsource social media activities.
In addition, in the research, the authors came to the conclusion that companies that
outsource social media activities place more emphasis on monitoring the presence
of competitors in social media. The result makes it clear that the person / company
for whom the SME has outsourced social media activities is aware that, although in
the short term it is a financial expense for the company, but in the long run the
organization can learn a lot of useful information that will help them to achieve time
and energy efficiency in the future. As a result, the authors encourage businesses to
think long-term about all activities related to social media. Outsourcing social media
activities is not only related to the observation of competitors, but also related to the
use of feedback related to the company’s target audiences. The reason for the result
is the same as the relationship with the observation of competitors, as individuals /
businesses involved in social media activities of SMEs are aware that the integration
of feedback into products / services / business processes is a key factor today.
The market is constantly changing and only businesses that are aware of and adapt
to the needs of their target audience will be able to gain a competitive advantage.
The research also answered that there is a strong relationship between the
observation of competitors and the critical remarks made against them. The authors
conclude that the observation of competitors reinforces the goal of small and
medium-sized enterprises to minimize and avoid, as far as possible, mistakes made

—44 -



Acta Polytechnica Hungarica Vol. 19, No. 8, 2022

by competitors and to learn from critical remarks made against competitors in order
to gain a competitive advantage. Examining the use of feedback from the target
audience, the authors concluded that feedback and critical remarks always provide
guidance to companies on changing consumer needs, as a result of which
organizations cannot ignore these processes. It can also provide information on how
and to what extent they need to change their marketing costs. Considering this is
also key because the authors have concluded that marketing costs also have an
impact on the change caused by appearances in social media. It follows that
businesses that monitor and adopt feedback from their target audience will feel the
positive impact of the changes brought about by social media, otherwise they will
not. Many businesses feel that since they have been present on social media, they
have not experienced much change, the reason for which is to be found in this
discovery. In addition, many businesses think they will only feel a positive change
if they spend 75-100% of their marketing costs on social media presence.
The results of the research show that businesses that spend 20-50% of their
marketing costs on social media also feel the positive impact. What matters is not
how much money an organization spends on social media presence, what matters is
how they do it and what they put the emphasis on. According to the authors, the
only variable is time. If businesses allow time for change, think long-term and focus
on this important activity in social media, they will achieve a positive change, which
will result in an increasing willingness to expand their presence in social media.
As a positive change, that can be achieved and sustained in the long term, that
reinforces the mindset about social media, the willingness to expand the online
presence, and the opportunities it can offer.
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