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Abstract 

This paper presents an analysis of the use of social networks from the 
various aspects of usage in the case companies, from the point of view 
of different activities and opportunities in the implementation of the 
obtained results for marketing purposes of these companies. Social 
networks are one of the most suitable basis for the collection of 
information that is by nature of a wide spectrum and enabling 
marketing activities developed under their influence. This paper 
presents the results of research in the frequency of the use of social 
networks. The valid sample in this study consisted of 200 
questionnaires, on behalf of the 90 companies that responded. The 
results are statistically analyzed. After conducting research in this 
paper, data processing was done, and it is accounted for in the 
Figures. In accordance with the set of objectives, the results were 
analyzed. The research results indicate that the use of social 
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networks positively affects many marketing activities and requires 
the adjustment of the existing model of marketing communications in 
companies. Research results can influence the understanding of the 
specificities of social networks and their impact on business 
operations and indicate the need to adapt to the different activities of 
this specific medium. 

Ključne reči: social networks, Internet marketing, business 
operations, marketing, technological change. 

Introduction 

Today, globalization imposes new requirements on companies 
where social networks provide an essential channel for building 
connections between consumers and brands. The two most 
important advantages of social media at the global level are an 
increase in the visibility of the company in the market and an 
increase in sales (Jha, Verma, 2023). Among the various 
possibilities of using marketing activities on the Internet, social 
media are gaining more and more attention of researchers, 
educators, experts and policy makers with a high level of social 
presence (Kang, Choi, & Lee 2019; Franklin, 2019). Social media 
surveys are in a wide range of ways such as marketing messages 
(Wang, W. et al. 2019), social influence identification (Chen, Fan, 
Sun, 2019), habit formation (Goh, Xin, Jin, 2019), social media 
audience (Carpenter, Amaravadi, 2019) and others. 

There are some basic strategies that can help companies to better 
take advantage of social networks as part of their overall strategies 
for the management of their relationships with customers (Martins, 
Patricio, 2018; Skoludova, 2014). Many companies already use 
social networks for managing customers, contacts, interactions and 
communications, so it makes sense to continue with the further use 
of tools for managing customer relationships when these activities 
are moved to social channels (Obradović, 2022). Also, the social 
media activity can be considered as an additional channel that 
could be used to expand and improve the capabilities of marketing 
with the new ways of engaging consumers and management 
conversations. In this way, consumers can be better listened to, 
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analyzed and responded in a way that will have greater significance 
for them. In this regard, numerous research was conducted in the 
direction of advertising companies (Hafezalkotob, et al. 2018), 
influence of customer in value creation (Zhang, et al. 2017), social 
network analysis in international markets (Akgul, et al. 2017), 
public relations and social media (Costa-Sanchez, Fontela Baro 
2016), various social innovations for companies using social 
networks (Okano, et al. 2016). 

Social networks are one of the most suitable basis for the collection 
of information that is by nature of a wide spectrum, and enabling 
marketing activities developed under their influence. Marketing 
activities and results include various research studies and have 
broad significance for business operations (Jobber and Chadwick, 
2016) and sociotechnical systems (Oosthuizen & Pretorius, 2016; 
Maluleke & Pretorius, 2016). Social networks have a positive 
impact on a large number of activities such as: research in the 
market demand, customer satisfaction and the awareness of 
consumers, the competition and possible product placement in 
certain markets, product innovation, analysis, the price, the 
promotion and the personnel policy. The use of the social network 
has a major influence on making business decisions for improving 
the business of companies (Liu, et al., 2019; Stojanović et al., 2021), 
represents a significant approach for multiperson decision making 
(Wu, et al., 2019) and decision - making frameworks (Urena, et al., 
2019) by using various social network analysis (Dong, et al., 2018; 
Zhang, et al., 2018). 

Due to an influence on numerous activities and communication, the 
introduction and impact of new technologies, it is necessary to 
mention all these aspects (Davidaviciene et al., 2017; Cipek & Ljutić, 

2021), behaviors of social networking sites (Osatuyi, Hiltz, 2019) 
and spread of social networks (Song, Jamous, Turowski, 2019). On 
this basis we can assume that the use of social networks positively 
affects a large number of marketing activities and requires the 
adjustment of the existing model of marketing communications in 
companies (Zubic, Bojcetic, & Zezelj, 2016), modeling competitive 
marketing strategies (Goel, Singh, & Ghanbarnejad, 2019), 
development of marketing communications (Chernova, et al. 2019), 
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marketing campaigns (Karczmarczyk, A., Jankowski, J., & 
Watrobski, J. (2018). 

 

A case study 

This paper presents research of the influence of social networks on 
the operations of companies in Serbia. The research topics are: 

 frequency of using social networks, 
 companies' reasons for using social networks, 
 impact of social networks on the company's marketing 

activities. 

The basic hypothesis is defined as: 

H: The use of social networks positively influences a large number 
of marketing activities and requires adjustment of the existing 
model of marketing communications of companies. 

For defining the general hypothesis, the following auxiliary 
hypotheses were used: 

H1: Knowing the capabilities of social networks and their 
expansion under the influence of Internet technology greatly 
influences their growing application in business. 

H2: Employee education on new technologies positively affects the 
use of social networks in business. 

H3: The present trend of increasing use of social networks in the 
Republic of Serbia positively influences their increasing use in the 
company's operations 

H4: Social networks have a positive effect on adequate employment 
and provide an additional way of branding the company as an 
employer. 

Quantitative research was used as the most appropriate type of 
research. The data is collected in direct contact with respondents 
or through online surveys. The survey involved 200 respondents 
from 90 companies (out of the predicted 95, which ensures high 
reliability of research results). The questionnaire, as the basic 
research instrument, consisted of 33 questions that were 
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developed in accordance with the aims and subject of the research. 
The respondents were employed in managerial positions, top or 
middle marketing management. The type of sample in this study 
was a quota sample. The data collection phase was realized in the 
second half of 2022. 

After conducting the research in this paper, data processing was 
done, and it is accounted for in the Figures. Then, using statistical 
data and methods (Wallace & Taylor, 2007), in accordance with the 
set of objectives, the results were analyzed by using the statistical 
analysis software IBM SPSS Statistics. To display the variables, the 
descriptive statistical methods: frequencies and percentages are 
used in this paper. The following reasons are typically given as the 
most important, i.e. crucial reasons for using social networks 
(Figure 1): better consumers’ awareness of products and services, 
the speed of obtaining feedback from consumers and the 
development of good relations with customers. Strengthening of 
loyalty and trust of consumers are typically given as the least 
important reasons for using social networks by companies. 
Creation and testing of new ideas are also common reasons. 

Figure 1: Companies’ reasons for using social networks 
 

Source: Author's research 
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As shown in Figure 2, the highest percentage of companies that 
predominantly use the social network Facebook, use social 
networks many times during the day. 

Figure 2: Dominant social networks and frequency of social 
networks use in operations 

 
 

Source: Author’s research 

 
Figure 3 shows the correlation between the frequency of social 
networks use in operations and the use of geolocation service. 
Figure 3 shows that the highest percent of companies that use 
social networks several times or once a day do not use geolocation 
service. 
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Figure 3: Geolocation service use and frequency of social networks 
use in business 

Source: Author's research 

 
Correlation of Facebook Insights use and frequency of social 
networks use is shown in Figure (Figure 4). 

 
Figure 4: Facebook Insights use and frequency of social networks 
use 

 
Source: Author’s research 

 
The majority of the surveyed companies believe that by using social 
networks, we can obtain equally useful information as that 
obtained through classical market research. When asked to state 
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their reasons for using social networks in business, the companies 
responded by ranking the answers below in order of importance. 
Figure 5 contains the responses of the surveyed companies. Figure 
5 shows the relationship between the frequency of the use of social 
networks in business and the possession of the regulations within 
the company with respect to the use of social networks. 

Figure 5: The frequency of the use of social networks in business 
and the possession of the regulations on the use of social networks 

 

Source: Author’s research 
 

Figure 6 shows the connection between the frequency of the use of 
social networks and the employees’ participation in the training in 
the opportunities for and manners of using social networks. 

 
Figure 6: The frequency of the use of social networks and the 
participation of the employees in the training in the opportunities 
for and manners of using social networks 
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Source: Author’s research 

Figure 7 shows the connection between the use of networks in the 
selection of candidates and the budget allocated for marketing 
through social networks 

Figure 7: The use of social networks in the selection of candidates 
and the budget for marketing via social networks 

 

Source: Author's research 
 

The link between the frequency of the use of social networks in 
business and the use of social networks for connecting with other 
companies is shown in the Figure 8. This indicates that the daily 
use of social networks (several times a day) is associated with the 
use of social networks for connecting with other companies. 
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Figure 8: The frequency of the use of social networks in business 
and networking with other companies 

Source: Author's research 

The link between the frequencies of taking into account the 
comments and suggestions received through social networks and 
the frequency of the use of social networks in business is shown in 
the following Figure 9. 
Figure 9: The frequency of the use of social networks in business 
and the frequencies of taking into account comments and 
suggestions 

Source: Author’s research 
 

Figure 10 accounts for the connection between the frequency of the 
use of social networks and the frequency of giving benefits to the 
customers who follow the company on social networks. This 
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connection suggests that the companies that use social networks 
on a daily basis more often give benefits to their consumers/clients 
through social networks. 

 
Figure 10: The frequency of the use of social networks and giving 
benefits to customers 

Source: Author’s research 

The link between the frequency of the use of social networks and 
an assessment of the impact that social networking has on a 
company’s operations as positive, is presented in Figure 11. This 
association suggests that the companies that use social networks in 
business on a daily basis make an assessment of the impact of using 
social networks on their business as positive. 
Figure 11: The frequency of the use of social networks in business 
and the assessment of their impact as positive 

Source: Author’s research 
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The link between the frequency of the use of social networks and 
the assessment that the use of social networks gives the company a 
better insight into the market needs, is shown in Figure 12. 
Figure 12: The frequency of the use of social networks and the 
assessment of the insight into the market needs that they provide 

Source: Author’s research 

The link between the frequency of the use of social networks in 
business and the ratio of using the same in comparison with the 
traditional forms of a marketing promotion is shown in Figure 13. 
Figure 13: The frequency of the use of social networking in 
business and the use of social media compared to the traditional 
forms of marketing 

Source: Author's research 
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The link between the frequency of the use of social networks in 
business and an estimation of the savings from using them by a 
company is presented in Figure 14. 

 
Figure 14: The frequency of the use of social networks in business 
and the estimations of the savings due to using social networks 

 

Source: Author's research 

The link between the frequency of the use of social networks and 
the aspects of the contribution of the use of social networks to the 
positioning of the company is accounted for in Figure 15. 
Figure 15: The frequency of the use of social networks in business 
and the contributions of social networks to the positioning of the 
company 

Source: Author's research 
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Discussion 

The results of the conducted research have shown that from social 
networks, most companies use Facebook. Also, if a company uses 
more social networks, this network is the most dominant and 
dominant in their business. Companies that use social networks on 
a daily basis in the largest percentage use this social network. 

The company's social networking as well as its use for marketing 
purposes must be designed, planned and aligned with other 
activities of the company. Employees should be well trained for 
new technologies, prepared for implementation and have full 
support and cooperation from the management in carrying out 
these activities. 

In the survey that was conducted, 72% of companies in the 
Republic of Serbia use social networks in business, compared to 
28% who do not. As far as the frequency of using social networks is 
concerned, the largest percentage of surveyed social networking 
companies use it on a daily basis - several times (37%), while a 
quarter of companies do it once a day (following companies using 
social media every 2-3 days - 14%, once a week - 10%, once a 
month - 8% and less than once a month - 6%). A large number of 
companies use social networks in their business, which indicates 
that the trend of using social networks in the Republic of Serbia is 
positively related to the increasingly frequent use of social 
networks in the operations of domestic companies, and we can 
conclude that the third auxiliary hypothesis has been confirmed. 

Social networks can also be useful in hiring because companies that 
are present on the same considerably ease the search and selection 
of potential candidates that will meet the set criteria to the fullest 
extent. This area has always been tied to state services. Their role 
was to connect companies that show the need for new employees 
and job seekers. With the emergence of social networks, these 
services have been significantly improved. It is now much easier for 
the unemployed to monitor current trends in their field of work. 
Also, the information can come directly. The survey found that 
there are almost the same number of social network users that do 
not use social networks in selecting candidates for employment. 
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Among those using social networks in that choice, most companies 
invest less than 2% of the marketing budget through social 
networks. On the other hand, among companies that do not use 
social networks in selecting candidates, the largest number of those 
who have a very small percentage of the budget for this type of 
marketing. Based on the previous data, it can be concluded that 
these two variables do not have a clear relationship, that the 
selection of candidates is not clearly related to the amount of 
investment in marketing through social networks. On the other 
hand, companies that often use social networks in their business 
(several times during the day) mostly use social networks to 
connect with other companies. The highest percentage of 
companies that are frequently using social networks in their 
business often takes into account the comments and suggestions of 
their users via social networks. 

As one can conclude, social networks certainly increase the 
effectiveness of the recruitment and selection process, but at the 
same time they place far greater demands on professionals who 
deal with those tasks. The first and greatest requirement is to 
achieve a personal approach in communicating with candidates. 
The second big challenge and challenge is to reconcile the image 
that is being built in the public, the company as an employer, the 
reality and real opportunities in the company, because it is easier 
for candidates today, using social networks, to check the credibility 
of the given information. Based on this, the fourth auxiliary 
hypothesis is considered confirmed. 

It can be concluded from the research that companies that use 
social networks in their business use the largest percentage of new 
content on social networks at least once a week. Consumers or 
clients who follow them through social networks, over half of the 
companies surveyed give different benefits to their products and 
offer and take into account their comments related to the 
company's business. Those companies that use social networks on 
a daily basis, over time, are those that statistically significantly 
increase the convenience of their consumers who follow them 
through social networks compared to those that are less active on 
them. 
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Also, companies using social networks often track their 
competition on social networks. As a reason for their presence on 
social networks, companies often provide better consumer 
information about products and services, as well as the speed of 
obtaining feedback from consumers. It is this direct communication 
with the consumers (clients) of the company that is seen as the one 
that contributes most to their better positioning on the market 
(Jević et al., 2021). 

Active companies, those who use social networks in their business 
on a daily basis, often over the course of the day, are the ones who, 
to a large extent, assess the impact of social networks on their 
business positively. The difference between these companies and 
those less active is statistically significant (Stevanović et al., 2022; 

Milanović, 2023). Also, those companies compared to those that are 
less active in the use of social networks statistically significantly 
less respond to the fact that activities on social networks do not 
have an impact on their business. 

From the data presented, it can be concluded that greater 
engagement on social networks leads to more positive feedback on 
the marketing activities of companies, that the general hypothesis 
is confirmed. Also, this data also suggests that the familiarity of 
companies with the experience of other companies that are very 
active on social networks can positively affect them in the future to 
use social networks more in their business. 

One way to categorize social networks in the business world is by 
their primary use case(Mihajlović et al., 2020). A matrix can be used 
to organize different social networks based on their primary use 
case and the type of audience they target (Jha, Verma, 2023). Here 
is an example of a matrix that classifies social networks based on 
these two criteria: 

Matrix 1: Classification of social networks 

Primary Use Case Audience 

Marketing B2C 

Recruitment B2B 
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Primary Use Case Audience 

Networking B2B 

Customer Engagement B2C 

Internal Communication B2E (business-to-employee) 

Source: Author’s research 

 
Examples of social networks that could fit into each category: 
• Marketing: Instagram, Facebook, Pinterest 
• Recruitment: LinkedIn, Glassdoor 
• Networking: LinkedIn, Twitter 
• Customer Engagement: Facebook, Twitter, Instagram 
• Internal Communication: Slack, Microsoft Teams 

It is worth noting that this is a simplified matrix, and social 
networks can be used for multiple purposes, and some social 
networks like LinkedIn, Twitter, and Instagram can be used for 
both B2B and B2C as well. 

The future of social networks in the business world is likely to be 
characterized by continued growth and innovation (Avakumovic, et 
al. 2021). As more businesses adopt social media as a key 
component of their marketing and engagement strategies, the 
potential for social networks to drive revenue and growth will 
continue to increase (Rakesh, et al. 2021). 

Overall, social networks will continue to play an important role in 
the business world, and companies that can effectively leverage 
these platforms will be well positioned to succeed in the digital 
economy. 

 

Conclusion 

In this paper are presented the results of research in the frequency 
of the use of social networks with the aim to understand the 
specificities of social networks and their impact on business 
operations and the research results indicate the need to adapt to 
the different activities of this specific medium. The interactivity of 
social networks as a medium allows advertisers to reach a 
voluntary, segmented audience cost-effectively, i.e. in a cost- 
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effective manner, compared to the other media. It can be concluded 
that social networks certainly increase the effectiveness of 
recruitment and selection, but also put far greater demands on the 
professionals who deal with these matters. The first and greatest 
requirement is to achieve a personal approach in communication 
with candidates. Another major requirement and challenge is to 
align the image that is being built in public, about the company as 
an employer, with the reality and the actual situation in the 
company, since it is much easier for the candidates using social 
networks to check the authenticity of the information. 

It is necessary to raise awareness of the safety of social networks. 
All the problems that social networks are faced with when it comes 
to individuals, can reflect on companies as well, the safety and 
protection of data are in the first place. Perhaps this is one reason, 
in addition to the general ignorance of the functioning of social 
networks, why a larger number of companies in this study do not 
use social networks in their business operations. Many people fear 
that information about their companies can be compromised, or 
that the company’s reputation can be damaged if the company’s fan 
page or profile is hacked. 

Companies that use social networks in business operations should 
focus on strategies and tactics leading to success. Numerous 
studies worldwide, as well as research in this paper, have shown 
that companies can improve their results if they respect the 
following key recommendations: 

1. Advertising on social networks should start with clear marketing 
objectives. Companies must define their most important priorities 
and goals before choosing tactics of advertising on social networks, 
and should focus on tactics that will help them in achieving their 
goals. For market actors focused on the brand, whose primary 
objective is to raise brand awareness, promoted content is the 
easiest way to create success. For market players focused on the 
response, whose primary purpose is to start buying, paid 
advertising presents the surest way to achieve the objectives. 

2. It is necessary to increase the budget for marketing activities on 
social networks. Many market players continue to look at social 
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networks as a free tool. But research data are clear: market players 
who have used paid forms of promotion on social networks – by 
paying for advertising on social networks or for promoting content 
on social networks - are more successful than those who did not. 
The conclusion is that marketing by using social networks may be 
free - or if you want results it should not be. 

Finally, it should be noted that despite the fact that social networks 
are available and easy to access, no company or product 
whatsoever can exclusively use them as the sole advertising 
channel. Promotional campaigns must take into account the 
traditional promotional techniques. Also, the benefits of social 
networks are converted into their weaknesses, if a product does 
not correspond to the population on a particular social network. 
Thus, the emergence of social networks has given rise to the need 
for changing common business models. Social networks are ideal 
for conducting campaigns and positive eWOM marketing. A large 
number of potential clients and consumers are brought together in 
different locations. These groups are a huge potential for the 
implementation of communication activities and for marketing 
managers as well. 

This research results can influence the understanding of the 
specificities of social networks and their impact on business 
operations, and indicate the need to adapt to different activities of 
this specific medium. The empirical data have been presented in 
such a manner as to contribute to the identification of the 
characteristic tendencies in this area. 
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ISTRAŽIVANJE UPOTREBE DRUŠTVENIH MREŽA U 
POSLOVANJU 

Rezime 

Ovaj rad predstavlja analizu korišćenja društvenih mreža od 
različitih aspekata korišćenja u kompanijama, do stanovišta 
različitih aktivnosti i mogućnosti u primeni dobijenih rezultata u 
marketinške svrhe ovih kompanija. Društvene mreže su jedna od 
najpogodnijih osnova za prikupljanje informacija koje su po prirodi 
širokog spektra i omogućavaju marketinške aktivnosti koje se 
razvijaju pod njihovim uticajem. U ovom radu su prikazani rezultati 
istraživanja učestalosti korišćenja društvenih mreža. Važeći uzorak u  
ovoj studiji sastojao se od 200 upitnika, u ime 90 kompanija koje su 
odgovorile. Rezultati su statistički analizirani. Nakon sprovedenog 
istraživanja u ovom radu, izvršena je obrada podataka, koja je 
prikazana na grafikonima. U skladu sa postavljenim ciljevima, 
analizirani su rezultati. Rezultati istraživanja ukazuju da korišćenje 
društvenih mreža pozitivno utiče na mnoge marketinške aktivnosti i 
zahteva prilagođavanje postojećeg modela marketinških 
komunikacija u preduzećima. Rezultati istraživanja mogu uticati na 
razumevanje specifičnosti društvenih mreža i njihovog uticaja na 
poslovanje i ukazati na potrebu prilagođavanja različitim 
aktivnostima ovog specifičnog medija. 

Keywords: društvene mreže, internet marketing, poslovanje, 
marketing, tehnološke promene. 
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