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Abstract

Social media play an important role in the present business practice. Enterprises increase their usage of social media to accomplish vari-
ous business objectives. Many companies are not only aware of the importance of social media in the contemporary economic practice
but also perceive them as a competitive advantage. Social media expand the space for mutual communication both inside and outside an
enterprise. Through social media, businesses can build, expand and consolidate social networks of relationships that are necessary to
achieve the set goals. The paper focuses on the importance of social media in business practice and the use of social media by enterprises

in the Czech Republic.
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1. Introduction

Social media applications in business are the tools of e-
communication, which improve cooperation of enterprises with
their customers, business partners, and suppliers in new ways as
well as improve their internal operations. Social media are an
online tool that enables users to create profiles that communicate
with other users and share information or multimedia content with
them.

Companies that use social media have their own user profiles,
accounts or licenses based on one of the types of social media.
Social media run through the Internet and communication plat-
forms to enable online creation and exchange of information with
customers, suppliers, partners or employees. Organizations that
take advantage of the latest social media technologies seem to
outperform their competitors and report benefits such as lower
costs and improved efficiencies. [1]

Businesses that use social media strategically are more satisfied
with the results than ad hoc users, who are more sceptical about
the value of social media. Businesses that use social media as a
part of a planned corporate approach are 1.5 to 2 times more likely
to anticipate revenue growth than ad hoc users. [2]

Social media offers an opportunity to connect and interact with
customers, promote brand and drive traffic to a website. Getting
involved in social media can also create a more human face to a
business and be fun at the same time. [3]

Companies are using social media to increase their agility and to
manage organizational complexity. Many executives in companies
believe that if organizational barriers to the use of social technolo-
gies diminish, they could form the core of entirely new business
processes that may radically improve performance [4].

Moreover, social media usage has enhanced information accessi-
bility; organizations can get the information about their potential
customers, their tastes, and their wants easily
from their conversations on Facebook pages.

By becoming a fan of other organizations' Facebook pages, they
can also get information

about their competitors, their activities, their tactics,

and their brand sentiments. [5]

It is also possible for organizations to gather general information
about the market, new trends, and industrial information directly
and easily from social media. Thus, organizations can easily de-
liver the organizational information to the public in a timely man-
ner. [6]

Enterprises have not only progressively embraced this new gen-
eration of highly dynamic web applications, but have also adopted
new behaviours. They have integrated social media, into the way
they run their business, organised forms of internal communica-
tion apart from the management chain, most importantly, commu-
nicated, and interacted with customers using the new applications.
From that point of view, it has been possible for customers to
influence business decisions and assist companies in designing
and marketing their products. [7]

Overall, we can say, that nowadays the use of social technologies
has become a common business practice. Many companies are
extensively applying social tools in certain functions and becom-
ing more digital organizations overall. Social technologies are the
least integrated into the workflow for operations processes, such
as order to cash and demand planning.

They are the most integrated into public relations, customer-
relationship-management (CRM), and marketing processes—
where these technologies are a natural extension of existing tools.
The use and integration of social tools have had the most signifi-
cant impact on the day-to-day work for many customer-facing
activities. [8]

2. Social media in business in CR

2.1. Importance of Social Media Usage in Czech Busi-
ness

The Czech Republic is one of the EU countries in which compa-
nies use social media to communicate with the public the least.
Similarly as Romania and Poland, enterprises in the Czech Repub-
lic used social media less than the average in the EU in 2015.
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The representatives of the selected companies justify the fact, in
particular, by the additional cost of managing social networking
accounts compared to the difficult to measure benefits. [9]

2.2. Research problem

The aim of the research is to identify the evolution of exploitation
of social media in the business sector in the Czech Republic by
comparing the state of the usage of social media in 2016 and 2017.

3. The survey on the use of ICT in the business
sector in the Czech republic

3.1. Research method

The paper works with the data contained in the results of Czech
Statistical Office's annual statistical survey of the use of ICT in the
business sector in the Czech Republic in 2016 and 2017. The sur-
vey, conducted in the Czech Republic since 2003 and since 2006,
has been fully comparable with similar surveys carried out in other
EU Member States in the framework of the Regulation (EC) No
808/2004 of the European Parliament and of the Council concern-
ing Community statistics on the information society. The sample
included 7812 units consisting of enterprises of 10-49 employees
79%, 50-249 employees 17% and more than 250 employees
4%.[10]

The author did a secondary analysis of the data from this statistical
survey and used the findings for a comparative analysis of the
current state of the social media usage in the business sector in the
Czech Republic in 2016 and 2017.

3.2. Comparative analysis of the annual survey findings
in 2016 and 2017 in the Czech Business Sector

The surveys Information society in figures in 2016 and 2017
which were performed by the Czech Statistical Office show a
continued expansion and development of the social media usage in
the business sector [CS0,2016,17] (Czech Statistical Office, 2016,
2017).

A 34% of companies with more than ten employees in the Czech
Republic signed up for actively using social media, in January
2016. Although there is an apparent increase of 36.5% in 2017, the
Czech Republic remains behind the other EU countries.

However, a relatively wide gap in social media usage still exists
between the largest size category of enterprises and the small
firms. Almost 60% of large and 31% of small firms used social
media actively in January 2016. In the following year, the two
enterprise size categories monitored showed a slight increase,
large enterprises to 65.5% and small enterprises to 33%.

The large companies are continuously more progressive than the
small ones. However, in the past, studies of social media indicated
that SME used social media technologies like Facebook as a way
to communicate with their customers effectively and deeply sup-
port internal communication and collaboration. [11]. And finally
in SME Master Plan 2012-2020, SME's are chosen as the popula-
tion of study as they contribute 32 percent of gross domestic prod-
uct, 59 percent of employment and 19 percent of exports. [12].
The reasons for the still relatively low usage of social media by
SMEs could be probably the financial capabilities of small busi-
nesses and the uncertain legal conditions in the area of SMEs.

A quarter of all enterprises in the Czech Republic have a link to
their profile on social media on their websites. That means more
than 70% of companies in the Czech Republic using some of the
social media in 2016 and 75% in 2017.

Companies providing accommodation and publishing or retail
activities as well as travel agencies and offices have links to social
media profiles most often. On the other hand, subjects from
transport and storage or construction have the smallest number of
links to a company profile on any of the social media.

Among Czech social networking companies, the most widely used
type of social media was Facebook and LinkedIn where 30% of all
businesses (i.e. almost 90% of companies using social media) had
their own accounts, in January 2016.

Here again, the number of companies using social media, namely
social networks Facebook and LinkedIn, on which their own ac-
count, increased in the following year 2017 when it accounted for
34% of all subjects (i.e. more than 93% of companies using social
media).

A third of the companies had a web presentation as well as a so-
cial networking profile in January 2017, with the share of these
companies growing slightly each year. Large companies that have
dominated social networks while running websites are even more
than 60%.

For small and medium-sized businesses, the trend is still that a
company has only websites and social networks are not used.

The companies, whose main economic activity is providing ac-
commodation, operating travel agencies and offices in the field of
publishing or retail actively use social networks most often.

On the other hand, social networks are the least used by construc-
tion industry, transport and storage, energy, gas, water and heat
production or distribution industries.

leden 2014 leden 2016 u leden 2017
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Fig. 2: The use of websites and social networks by companies in the Czech
Republic

Note: The 100% in the given years account for a large share of companies
that have a profile on social networks and do not have a website.

Share in the total number of companies in the given years

Source: Czech Statistical Office, 2017

In 2016, more than a tenth of companies (i.e. a third of active so-
cial media users) actively used media to share multimedia content.
Companies engaged in publishing, film and television programing,
as well as wholesale or travel agencies and offices often used the
YouTube Channel and similar web pages.

The status of the companies using media to share multimedia con-
tent remained roughly the same in 2017.

In 2016, only a small number of companies, about 7% (a fifth of
all companies using social media), contributed to business blogs
such as Twitter, and this trend persisted in 2017.

Large corporations, such as companies engaged in publishing, film
and television programing use ICT activities such as business
blogs more often than the others do.

The situation is similar in the usage of “wiki” websites, used espe-
cially by ICT companies. Only 4% of all companies (12% of com-
panies actively using social media) use wikis. [10]

nemaji ani webove stranky ani profil na
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Fig. 2: Enterprises using social media, by the type of social media in the
Czech Republic, 2013 and 2017 (percentage of enterprises)

Share in the total number of companies in the given years

Source: Czech Statistical Office, 2017.

leden 2017

Aggregate data showing the reasons for the use of social media by
businesses is only available in 2017. However, the inclusion of
this category in the statistical survey shows the importance of
using social media and their benefits in the economic area. The
research findings provide a clear picture of what potential compa-
nies see in social media.

Almost 90% of companies with social media profiles use them to
improve their image or when marketing their products. There is an
increasing trend in engaging customers to improve the offered
goods and services. Almost 60% of companies with an active
social media profile create space for their customers to ask them
and 22% of companies used social media for customer participa-
tion in improving the offered goods and services. In 2017, about
28% of companies worked with their business partners or other
organization through social media.

The least represented reason for the use of social media by com-
panies is the internal environment of a company, which means
mainly communication within the company. A relatively large
room for improvement is visible here. Expanding the use of social
media in the company's internal environment can significantly influence
the necessary information, make the information flow more visible and
provide flexibility in the transmission of important messages.

Ziepovéni obrazu fmy/uadeni produktl na trh

Ziskévani nézorlotazek od zakazniki

!
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Fig. 3: Reasons for Using Social Media by Companies in the Czech Re-
public, January 2017

Share in the total number of companies using at least one type of social
media.
Source: Czech Statistical Office, 2017.

4. Perspectives of Social Media Use in Busi-
ness in the Czech Republic

The graph below shows the types of social media actively used by
companies in the EU 28. In comparison to the situation in the

Czech Republic, there is still quite a big gap between the findings.
The main difference is in using social networks as a whole.

45 % of EU enterprises used at least one type of social media (e.g.
social networks, blogs, content-sharing sites and wikis) in 2017,
with more than eight out of ten of these businesses (84 %) using
such applications to build their image and to market products.

Mutime dia content-
sharing websites

2013 = 2017

Social networks Enterprise blog

or microblogs

Wiki-based knowledge
sharing tools

Fig. 4: Enterprises using social media, by the type of social media, EU-28,
2013 and 2017 (percentage of enterprises)
Source: Eurostat

Czech companies recorded a slight increase between 2016 and
2017, but compared to the EU28 average, the difference is still
relatively high, 45% EU 34% CR. [7]
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Fig. 5: Enterprises using social media in 2016
Source: Eurostat, December 2016

The figure above shows clearly the big difference among EU
countries in using social media as well as in their profiles/accounts
on social networks.

The still insufficient awareness of the benefits of social network-
ing, as well as inflexibility in forming relationships with compa-
ny's external environment could be the reasons. Another important
reason could be the additional costs associated with updating and
securing traffic including the content of a professional profile on
social networks.

Companies in the Czech Republic use social media similarly as
the websites of company profiles. They predominantly use them to
promote themselves and to inform the public about the news about
their activities. Most companies with social media profiles are
using them to improve their image or for marketing their products.
Enterprises create space for communication with customers i.e.
synchronous by a chat as well as asynchronous by a forum etc. for
questions and requests at first or social gaming, social television
and social shopping later. Companies likewise started to increase
the opportunities of active participation of their customers in im-
proving the offered goods or services. However, this area still
offers a whole range of untapped opportunities in the sphere of
gaming, TV and shopping.

This corresponds with the trend of the most successful companies
having significantly expanded their efforts to engage their custom-
ers at every step of what we call the “customer corridor,” touch
points that start when a potential customer first learns about a
product and extend through the moment they opt to make repeated
purchases. [13]

However, relatively large room for improvement still exists in the
field of internal communication in companies. Managers could
increase the usage of different communication channels within
companies for better instruction and information of employees as
well as for better exchanging and/or sharing of knowledge. The
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area of external communication, namely communication among
businesses and their clients also deserves greater attention. Com-
munication strategies for specific target groups such as suppliers,
distributors, pressure groups etc. could benefit more from social
media as well.

The survey findings show that a still larger number of companies
communicate with the labour market through social media espe-
cially in the process of recruitment of new employees. However,
this trend is not only a domain of the Czech Republic it is also
evident in the developments across the EU.

It might be to reach the ‘outside world” — customers, business
partners, other organizations—, or it might be for communication
inside enterprises or for specific purposes such as to recruiting
employees. [Eurostat] Therefore, a professionally managed social
media profile is just one route to securing top talent. Employers
should ensure that all information displayed on corporate social
media profiles they present in a format that is informative, concise
and easy to follow. [14]

Businesses in the Czech Republic have paved the way for wider
use of social media and social networks. Although in fact, in all
the monitored categories, the Czech Republic still lags behind the
European average, many companies are increasingly aware of the
importance of using social media and their benefits appreciates.

5. Conclusion

The present digital era offers quite a lot of new opportunities for
human cooperation and increases the ways of mutual social com-
munication.

Social media as the form of electronic communication such as
websites for social networking or microblogging through which
users create online communities to share information, ideas, re-
quests, news etc. improve and of course increase these ways of
social communication if the companies use them effectively.
Companies that use social media are far more successful than
those that do not. As social media continue to dominate the Inter-
net, businesses that overlook this opportunity, whether for finan-
cial and personal reasons or the reason of non-interest also over-
look the contemporary reality in which social media are no longer
optional for business.

What seems to be the key is the fact that social media are a two-
way channel where there is the opportunity to enrich relationships
with different target groups.

The social media scene is so turbulent and frothy that many others
have poured good money after bad in their attempts to engage
customers as well as new potential employees. The leaders typi-
cally employ the same tried-and-true business principles—refined
through traditional marketing, services and operations— applied
in new ways. [13]

Czech enterprises similarly as enterprises in EU28 have not only
progressively embraced this new generation of highly dynamic
web applications, but now have also adopted new behaviours.
They have integrated social media into the way they run their
business, organised forms of internal communication apart from
the management chain, most importantly, communicated and in-
teracted with customers using the new applications. From that
point of view, it has been possible for customers to influence
business decisions and assist companies in designing and market-
ing their products. [7]
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