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V4 COUNTRIES

Abstract. 7he article aims to identify the perception of issues related to the use of social media in the business
environment of small and medium-sized enterprises in the Czech Republic, Hungary, and Poland. The authors chose
the concept of comparing entrepreneurs who implement corporate social responsibility with other interviewed
entrepreneurs. An inferesting comparison was made from the collected data. The arficle is based on a questionnaire
survey of 1217 respondents. The study was conducted from September 2019 to January 2020. The chi-quadrat test
and z-score were used fo evaluate statistical hypotheses. The results showed that Czech entrepreneurs implementing
corporate social responsibility have more negative answers than the surveyed entrepreneurs in other countries. Thus,
less than 28% of Czech corporate social responsibility entrepreneurs agree that social media helps increase corporate
growth, while in Poland — up to 49%. As many as 53% of corporate social responsibility entrepreneurs in Hungary and
Poland agreed that social media could respond more flexibly to market developments. Czech entrepreneurs were
1agging behind 35% of them. The results showed no statistically significant differences in all research questions
regarding entrepreneurs without the implemented CSR concept. The arficle resulfs suggested that Czech CSR
entrepreneurs did not see the potential benefits of social media use. Although the study focuses only on 3 central
Eurgpean countries, the resulfs are not generalizable. However, they are useful for those who promote posifive
impacts on companies through the social networks and organizations that promote corporate social responsibility.
One of the tools for transparent communication with customers/suppliers could be by communication via social meadia.
The study's findings could further help other entrepreneurs consider the benefits of social media in doing socially
responsible business.

Keywords: corporate social responsibility, social media, social media perception, small and medium-sized
enterprises, business environment.

Introduction. Small and medium-sized enterprises contribute to economic growth in job creation,
living standards, and gross domestic product (Lewandowska and Stopa, 2019; Belas et al., 2020a;
Virglerova et al., 2020). On the one hand, SMEs have relatively small economic power and complicated
access to external financing (Kramolis and Dobes, 2020). On the other hand, these companies are very
flexible with having a particular position in the economic system (Dankiewicz et al., 2020). Corporate social
responsibility is currently an attractive issue. Many studies focus only on large companies (Derevianko,
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2019). SMEs are gradually gaining their attention from researchers. In addition to economic activities
focused on its survival and development, CSR and its application in SME management mean that a small
company pays attention to solving problems outside the economic system, environmental problems, and
social problems, being determined by specific barriers to economic activities.

In the CSR field, SMEs have attracted relatively less attention from academicians. Better connections
with customers can be achieved through investing in CSR practices (Ali et al., 2020; Coppa and Sriramesh,
2013; Oliver, 1999). CSR activities focused on customers positively influence satisfaction and repurchase
behaviors (Perez and del Bosque, 2015). It leads to the impact of CSR practices on customers. Some
studies investigate internal features of CSR regarding employees' satisfaction with labor relations quality
(Bilan et al., 2019), the responsibility of the employer for the education of human resources (Urbancova
and Vrabcova, 2020), nondiscriminatory policy within the enterprises (Bilan et al., 2020). The tools that
SMEs need to cope with using CSR will be different from the previously formalized tools used by larger
companies. Different SMEs could have different understandings of CSR, which differ from the different
components of CSR (Gelbmann, 2010). Differences could be caused by various factors, including the
company's age and size (Cera et al., 2020). According to Lu et al. (2020), CSR implementation positively
affects product perception, brand loyalty, and image, which increases the competitive advantage of the
enterprise. Social networks have a significant impact on communication strategy development for SMEs.
Social media is a popular tool allowing clear communication, which understands customer needs and
responds competently and proactively to its users. (Parveen et al., 2016). Social media is a group of
Internet applications built on the ideological and technological foundations of Web 2.0 and enables the
creation and exchange of user-generated content (Kaplan and Haenlein, 2009). According to Fraccastoro
et al. (2020), social media is becoming a key marketing tool for SMEs. They offer companies various
benefits and opportunities as helping attract new customers and maintaining relationships with existing
customers. In addition, social media could be used to improve customer collaboration, which, in turn,
accelerates innovation (Wardati and Mahendrawathi, 2019; Shaltoni, 2017). Social media increases
technology investment and thus improves SME's performance (Civelek et al., 2020).

The presented work examines the perception of social media by small and medium-sized enterprise
managers/owners who have implemented CSR into the company's praxis, operating in the Czech
Republic, Hungary, and Poland. Data from companies were obtained through a comprehensive
questionnaire survey focused on management, business risks, and the decline of small and medium-sized
enterprises. Data collection took place from September 2019 to January 2020. The paper structure is as
follows: 1) the theoretical part presents the results of the literature review in the field of CSR and social
media; 2) the next part of the article presents the aim of the work, methodology, and scientific hypotheses;
3) the results section provides the obtained results and the comparison with other studies. In the end, the
basic results of the research are formulated.

Literature reviews. Corporate social responsibility is currently a very actual issue. According to Ezzi
et al. (2020), it has become essential and indispensable for the success of any organization. Notably,
effective social responsibility management leads to the higher performance of the organization (Myskova
and Hajek, 2019) and a stronger competitive position (Vo et al., 2020). The European Commission (2011)
defined CSR as the responsibility of companies for their impact on society. Entrepreneurs should integrate
social, environmental, ethical, consumer, and human rights aspects into their businesses and core strategy
in cooperation with stakeholders to maximize creating common values for owners/shareholders, other
stakeholders, and society. Moreover, it is to identify, prevent, and mitigate their risks possible adverse
effects. Carrol (2016) determined CSR as a concept of philanthropy, ethics, legal and economic areas of
business-society relations; economic responsibility as creating added value bringing benefits to all
stakeholders; legal responsibility as compliance with regulations and laws; ethical responsibility as the
right and fair company's operation for society — organizations adopt the activities, standards, and practices
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that are expected, even if they are not clearly defined by law. Corporate philanthropy represents a
company's participation in activities that are not expected to do business ethically — what is right for the
whole society. Corporate philanthropy is identified as a significant factor for customers, and on the other
hand, less relevant factors are considered ethical responsibility to consumers and employees. Another
definition of CSR is provided by the OECD (2001). It stated the essential elements of CSR are considered
to be business investments such as providing jobs, ensuring the production of goods and services to meet
consumer needs, bringing companies the overall well-being, and improving the population's living
standards. Thus providing better returns to their shareholders/owners.

Some authors noted (e.g., Bikefe et al., 2016) that CSR implementation helps mitigate the negative
effects of enterprise's activities on the environment and creating a better company's image. CSR
implementation is more than just a trend (Ha et al., 2019; Stojanovic et al., 2020). Nowadays, it is essential
to ensure sustainable development. Organizations could be more involved in corporate social
responsibility activities and provide a long-term solution to the communities' problems (Dima et al., 2019).
On the other hand, many SME managers still do not implement the CSR concept because of a lack of
information about CSR practices or do not know how to implement CSR in their practices. The current
trend is focused on large, small, and medium-sized corporations that are not in the spotlight of many
researchers. Habek (2017) indicated that CSR is a relatively new concept in the V4 countries, with rapid
expansion, especially through multinational companies. Metzker and Streimikis (2020) stated that less
than 50% of SME managers know the Czech Republic's CSR concept (one of the investigated countries).
According to them, many entrepreneurs consider producing quality products as a manifestation of socially
responsible business. On the contrary, Ghasemi and Nejati (2013) analyzed interviews, concluding that
most interviewees considered social responsibility a direct threat for businesses or a threat initially. Those
who considered CSR as a threat to businesses often claimed that enterprises are not yet ready for and
receptive to CSR. However, they believed that CSR could become an opportunity in the long-term period.

Social media significantly help companies fulfill social responsibility goals, especially in promoting
activities and creating the image. At the same time, they serve as an essential tool for communication with
the customer and the company's surroundings. Because of the facilitating features provided by social
media, customers are more likely to use it for purchasing purposes (Haziri et al., 2019). Ainin et al. (2015)
noted that social media is a popular tool for SMEs, which allows the company to identify customer needs
more accurately. On the other hand, social media would enable customers to interact with the producer of
goods and services. Based on data from Eurostat, the use of social media by entrepreneurs is increasing.
The use of social media and other digital marketing tools by entrepreneurs forces them to behave more
innovatively and competitively (Wardati and Mahendrawathi, 2019). Social networking activities increase
brand loyalty and consumer awareness at a lower cost than standard marketing tools (Abed et al., 2016).
Bonson and Ratkai (2013) also argue that SMEs could make full use of social media for sales, advertising,
and marketing. It promotes its products/services and brands, such as brand sharing. According to research
(Dzupin and Dzupinova, 2019), even in communicating CSR activities, online communication is a
significant change caused by the number of people accessing new technologies. In focused enterprises,
most dimensions were related to the pillar of business ecological sustainability. According to Zufan et al.
(2020), there is no difference between social media usage in small and medium-sized enterprises, which
are larger in the number of employees or older in comparing the period of doing business.

Based on (Mason et al., 2021), it is expected to increase the use of social media to maintain interaction
with customers. The current pandemic situation favors more intensive use of these media to avoid
customers' contact with producers. Today's small and medium-sized businesses are more focused on
maintaining their customer base through modern advertising channels. In this respect, social media has
become a powerful advertising tool for SMEs, as today's consumers have become more sophisticated and
use various platforms or networks to search for information. Indeed, social media as an advertising tool is
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currently considered a strong medium between SMEs and their customers or consumers. The shift in the
paradigm from using traditional methods of communication to social media has become even more
necessary because physical contact between people is severely limited. In this context, Ferencakova et
al. (2020) claimed that customer engagement to corporate/enterprise Facebook page posts interact more
if the post is longer (longer text section). On this basis, the claim that the shortest length of the text part
(status, photo, video, link) of posts leads to higher customer engagement was refuted. According to Gil-
Gomez et al. (2020), the efficiency of social media has enabled small and medium-sized enterprises to
compete with large companies. SMEs select a wide range of social networking platforms according to the
number of individuals or consumers who are their users and the site's user-friendliness (Dehghani et al.,
2016). Kaplan and Haenlein (2010) point to the considerable advantage of social networks for businesses,
namely the opportunity to get feedback. The importance of social media is clear to the organization for
communication in the CAP field because, through social media, organizations could convince their
consumers and gain the position of a socially responsible organization (Gupta et al., 2021).

Methodology and research methods. The article presents the perception of the use of social media
by entrepreneurs of small and medium enterprises in the Czech Republic, Poland, and Hungary. This
paper examines the entrepreneurs' perception of social network attributes by comparing individual
countries geographically and implementing CSR in managerial practice. The questionnaire survey of small
and medium-sized enterprises involved 454 Czech, 364 Polish, and 399 Hungarian managers/owners.
Data collection took place from September 2019 to April 2020. The purposive sample was as follows: 8
250 SMEs in Czechia, 7 680 Polish SMEs, and 8 750 SMEs in Hungary. The average rate of return for
the questionnaires was as followed: Czechia 3,6%, Poland: 4,7%, Hungary 4,6%. The description of the
respondent sample is divided into individual countries.

Czech Republic:

— enterprise size: 290 (63.9%) micro enterprise (up to 9 employees), 107 (23.6%) small enterprise
(from 10 to 49 employees), 57 (12.5%) medium enterprise (from 50 to 249 employees);

— period of doing business: 27 (5.9%) up to 3 years, 28 (6.2%) from 3 to 5 years, 64 (14.1%) from 6
to 10 years, 335 ( 73.8%) more than 10 years;

— respondent’s gender: 323 male (71,1%), 131 (28,9%) female;

— respondent’s age: 69 (15,2%) up to 35 years, 106 (23,3%) from 36 to 45 years, 122 (26,9%) from
46 to 55 years, 157 (34,6%) more than 56 years.

Poland:

— enterprise size: 202 (55.5%) micro-enterprise (up to 9 employees), 85 (23.3%) small enterprise
(from 10 to 49 employees), 77 (21.2%) medium-sized enterprise (from 50 to 249 employees);

— period of doing business: 46 (12.6%) up to 3 years, 47 (12.9%) from 3 to 5 years, 72 (19.8%) from
6 to 10 years, 199 (54.7%) more than 10 years;

— respondent’s gender: 230 male (63,2%), 134 (36,8%) female;

— respondent’s age: 115 (31,6%) up to 35 years, 159 (43,7%) from 36 to 45 years, 90 (24,7%) from
46 to 55 years, 0 (0,0%) more than 56 years.

Hungary:

— enterprise size: 268 (67.2%) micro-enterprise (up to 9 employees), 73 (18.3%) small enterprise
(from 10 to 49 employees), 58 (14.5%) medium-sized enterprise (from 50 to 249 employees);

— period of doing business: 51 (12.8%) up to 3 years, 34 (8.5%) from 3 to 5 years, 62 (15.5%) from
6 to 10 years, 252 (63.2%) more than 10 years;

— respondent’s gender: 275 male (68,9%), 124 (31,1%) female;

— respondent’s age: 62 (15,5%) up to 35 years, 131 (32,8%) from 36 to 45 years, 134 (33,6%) from
46 to 55 years, 72 (18,1%) more than 56 years.
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The research is focused on the entrepreneurs who agreed with the concept of CSR and who had
implemented it in their managerial practice and entrepreneurs who not implemented CSR. This paper is
focused on their attitudes to statements in employees' relations (T1 to T4).

T1: Thanks to social media, the business can respond more flexibly to market developments.

T2: Social media helps the business quickly share information with customers and partners.

T3: The business has a clear strategy on how to use social media.

T4: Social media supports the growth of the company's performance.

Respondents were asked to answer (Likert scale) strongly agree, agree, disinterested, disagree, or
strongly disagree. For determining statistically significant differences between selected groups of
respondents according to selected criteria, statistical methods as Pearson's Chi-square test and Z-score
were applied. The following hypotheses were defined in the research:

- H1a: There are statistically significant differences in the T1 statement between entrepreneurs
implementing CSR depending on the country.

- H1b: There are statistically significant differences in the T1 statement between other
entrepreneurs depending on the country.

- Hilc: There are statistically significant differences in the T1 statement between entrepreneurs
implementing CSR and other entrepreneurs in individual countries.

- H2a: There are statistically significant differences in the T2 statement between entrepreneurs
implementing CSR depending on the country.

- H2b: There are statistically significant differences in the T2 statement between other
entrepreneurs depending on the country.

- H2c: There are statistically significant differences in the T2 statement between entrepreneurs
implementing CSR and other entrepreneurs in individual countries.

- H3a: There are statistically significant differences in the T3 statement between entrepreneurs
implementing CSR depending on the country.

- H3b: There are statistically significant differences in the T3 statement between other
entrepreneurs depending on the country.

- H3c: There are statistically significant differences in the T3 statement between entrepreneurs
implementing CSR and other entrepreneurs in individual countries.

- Hd4a: There are statistically significant differences in the T4 statement between entrepreneurs
implementing CSR depending on the country.

- H4b: There are statistically significant differences in the T4 statement between other
entrepreneurs depending on the country.

- H4c: There are statistically significant differences in the T4 statement between entrepreneurs
implementing CSR and other entrepreneurs in individual countries.

Results. The analysis results showed that Czech entrepreneurs least agree with the positive impact
of social media on the flexibility of the company's response to market changes among entrepreneurs in
the surveyed countries who use CSR in their management practice. In this case, there are statistically
significant differences between entrepreneurs. Thus, hypothesis H1a was accepted.

Table 1. «Thanks to social media, our business can respond more flexibly to market
developments» — the structure of answers depending on the country and CSR implementation

Implementing CSR CZ197 PL 193 HU 280 Z-score Z-score

P 9 No. % No. % No. % p-value

strongly agree + agree 69 3503 101 52,33 147 5250 CZ/PL -3,446 0,0006

disinterested 59 29,95 50 2591 71 2536 CZHU -3,7751 0,0002
Marketing and Management of Innovations, 2021, Issue 2 195
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Continued Table 1
disagree + strongly
disagree 69 3503 42 21,76 62 22,14
X-quadrat 19,0692 CZ - Czech Republic PL - Poland
X-quadrat p-value 0,0008 HU - Hungary a=0.05

Sources: developed by the authors.

Table 2. «Thanks to social media, our business can respond more flexibly to market
developments.» - the structure of answers depending on the country and without CSR

implementation
CZ 257 PL171 HU 119 Z-score
OTHER No. % No. % No. % Z-score p-value
strongly agree + agree 73 28,40 52 30,41 42 35,29 CZIPL -0,4467 0,6527
disinterested 70 27,24 42 24,56 34 2857 CZHU -1,3485 0,1770
disagree + strongly
disagree 114 44,36 77 45,03 43 36,13
X-quadrat 3,323 CZ - Czech Republic HU - Hungary
¥-quadrat p-value 0,5053 PL - Poland a=0.05

Sources: developed by the authors.

When looking at entrepreneurs who do not implement CSR, there are no statistically significant
differences between countries. However, the Czech Republic also has the lowest position in this survey.
Hungarian entrepreneurs agree most with the statement. H1b hypothesis was rejected since there are no
statistically significant deviations in the statement.

Table 3. «Thanks to social media, our business can respond more flexibly to market
developments» — the structured answers by country and CSR implementation

(4 PL HU
COMPARISON CSR OTH z-score  CSR OTH z-score  CSR OTH Z-score
197 257 “5% pvalie 193 171 Z5 pvalue 280 119 “5° pvalue

stongly agree + a9 73 4508 01310 101 52 42289 <00001 147 42 3149 00016

agree
d;g;[g:tfd 50 70 0635 05287 50 42 02048 07718 71 34 -0667 05029
trongly dioagree 69 114 20092 00444 42 77 4723 <00001 62 43 29035 00037

X-quadrat 4,2611 0,1188 25,4459 <0,0001 11,7592 0,0028

a = 0.05; CSR: entrepreneurs who implement CSR, OTH: enterprises without CSR implementation.
Sources: developed by the authors.

Regarding a comprehensive comparison by country between entrepreneurs implementing versus non-
implementing CSR, significant differences were noticed between positive responses for Hungarian and
Polish entrepreneurs. In this case, CSR entrepreneurs could use social media to improve the response to
market changes. There are significant differences between all countries in dissenting answers, where
higher values are for entrepreneurs who do not implement CSR. In turn, the overall significant differences
are common to Polish and Hungarian entrepreneurs.

- Czech Republic: H1c hypothesis was rejected because there are no statistically significant
differences between business groups.

- Poland: H1c hypothesis was accepted since there are statistically significant differences between
groups.
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- Hungary: H1c hypothesis was accepted since there are statistically significant differences between
entrepreneurs.

Table 4. «Social media helps our business quickly share information with customers and
partners» — the structure of answers depending on the country and CSR implementation

Implementing CSR CZ197 PL 193 HU 280 Z-score Z-score
No. % No. %  No. % p-value
strongly agree + agree 86 4365 113 5855 185 66,07 CZPL -2,9419  0,0033
disinterested 41 20,81 36 1865 53 18,93 CZHU -4,8666  <0,0001
disagree + strongly disagree 70 35,53 44 2280 42 15,00
X-quadrat 31,4679 CZ - Czech Republic HU - Hungary
X-quadrat p-value <0,0001 PL — Poland a=0.05

Sources: developed by the authors.

The faster sharing of a company's information with customers and partners is again answered by
entrepreneurs in Hungary, the least in the Czech Republic. It is similar with negative answers - most, up
to more than 35%, in the Czech Republic, the least in Hungary. In the overall comparison, a significant
difference between the responses is visible. Thus, H2a hypothesis was accepted.

Table 5. «Social media helps our business quickly share information with customers and
partners» — the structure of answers depending on the country and without CSR implementation

CZ 257 PL171 HU 119 Z-score

OTHER No. % No. % No. Y% Zscore p-value

strongly agree + agree 93 36,19 64 3743 57 4790 CzPL  -0,2607  0,7949

disinterested 61 23,74 36 21,05 22 1849 CZHU -2,1571  0,0308
dsagree *SUongl 103 4008 73 4269 40 3361
isagree
X-quadrat 5,6252 CZ - Czech Republic HU - Hungary

X-quadrat p-value 0,2289 PL — Poland a=0.05

Sources: developed by the authors.

Following the entrepreneurs who do not implement CSR, the most positive answers are in Hungary,
while Poland has the most dissenting answers. In the overall comparison, significant differences are
absent. In a separate comparison of positive answers between countries, there is a considerable
difference between Czech and Hungarian entrepreneurs. We reject hypothesis H2b.

Table 6. «Social media helps our business quickly share information with customers and
partners» — the structured answers by country and CSR implementation

CZ PL HU
COMPARISON CSR OTH 2-sCOre z-score CSR OTH 2-sCOre z-score CSR2 OTH z- z-score
197 257 p-value 193 171 p-value 80 119 score p-value

stongly agree + oo o3 4514 01074 113 64 4024 <00001 185 57 3399 0,0007

agree

disinterested 41 61 0739 04593 36 36 05736 05687 53 22 0,03 09203
dsagree + 0 40 0988 03222 44 73 -40557 <00001 42 40 -4.209 <0,0001
strongly disagree

X-quadrat 2,6061 0,2717 19,719 <0,0001 18,6336 <0,0001
a = 0.05; CSR: entrepreneurs who implement CSR; OTH: enterprises without CSR implementation
Sources: developed by the authors.
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In comparing groups of entrepreneurs in individual countries, significant differences were recorded
only between Polish and Hungarian entrepreneurs.

- Czech Republic: H2c hypothesis was rejected because there are no statistically significant
differences between business groups.

- Poland: H2c hypothesis was accepted since there are statistically significant differences between
groups.

- Hungary: H2c¢ hypothesis was accepted since there are statistically significant differences between
entrepreneurs.

Table 7. «Our business has a clear strategy on how to use social media» - the structure of
answers depending on the country and CSR implementation

Z-score
Implementing CSR CZ 257 PL171 HU 119 Z-score p-value
No. %  No. % No. %

strongly agree + agree 84 4264 105 54,40 133 4750 CZ/PL -58603 <0,0001

disinterested 54 2741 52 2694 72 2571 CZHU -14,437 <0,0001
disagree + strongly disagree 59 2995 36 1865 75 26,79
X-quadrat 8,260 CZ - Czech Republic HU - Hungary
x-quadrat p-value 0,0825 PL - Poland a=0.05

Sources: developed by the authors.

Most entrepreneurs using CSR who have a clear strategy in social media are in Poland, while least —
in the Czech Republic. There are significant differences in the responses between countries. However,
when compared overall, the researchers did not notice significant anomalies in the responses. H3a
hypothesis was rejected.

Table 8. «Our business has a clear strategy on how to use social media» - the structure of
answers depending on the country and without CSR implementation
CZ 257 PL171 HU 119

Other No. % No. % No. % Z-score Z-score p-value
strongly agree + agree 69 2685 45 2632 30 2521 CzZ/PL 0,1221 0,9045
disinterested 81 3152 52 3041 36 3025 CZHU 0,3355 0,7279
disagree + strongly disagree 107 41,63 74 4327 53 4454
X-quadrat 0,3187 CZ - Czech Republic HU - Hungary
X-quadrat p-value 0,9886 PL — Poland a=0.05

Sources: developed by the authors.

When researchers compared entrepreneurs without CSR, no statistically significant differences was
noticed. In this case, the values in all aspects between countries range in the deviation range <0.5-2.9%>.
H3b hypothesis was rejected.

In terms of a comprehensive comparison of the individual countries examined, statistically significant
differences in the positive and non-positive answers for all countries were recorded. Besides, based on
the total values of chi-quadrat, it was declared statistically significant differences in individual countries
between entrepreneurs implementing CSR and other business entities. In this case, the H3c hypothesis
was accepted for all studied countries.

Notably, Dvorsky et al. (2020) claimed that enterprises using strategic management in more than 80%
of companies operate in the service sector.
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Table 9. «Our business has a clear strategy on how to use social media» - the structured answers
by country and CSR implementation
CcZ PL HU
Comparison CSR OTH z-score CSR OTH z-score CSR OTH z-score p-

197 257 Z5 pvaie 193 171 “5 pvalie 280 119 Z5  vale

strongly agree +
agree 84 69 13,5279 0,0004 105 45 54338 <0,0001 133 30 4,1438 <0,0001
disinterested 54 81 -0,9487 0,3421 52 52 -0,7306 04654 72 36 -0,9333 0,3524
disagree + 59 107 -2,5622 0,0105 36 74 -51055 <0,0001 75 53 -3,4754 0,0005

strongly disagree

X-quadrat 13,0485 0,0015 35,9288 <0,0001 18,995 <0,0001

a = 0.05; CSR: entrepreneurs who implement CSR; OTH: enterprises without CSR implementation
Sources: developed by the authors.

Table 10. «Social media supports the growth of our company performance» - the structure of
answers depending on the country and CSR implementation

Implementing CSR CZ197 PL 193 HU 280 Z-score Z-score
No. % No. %  No. % p-value
strongly agree + agree 54 27,41 94 4870 107 3821 CZIPL -4,3326  <0,0001
disinterested 55 27,92 4 2280 81 2893 CZHU -2,4568 0,0139
disagree +stongly g5 4467 55 2850 62 2214
disagree
X-quadrat 30,2269 CZ - Czech Republic HU - Hungary
X-quadrat p-value <0,0001 PL — Poland a=0.05

Sources: developed by the authors.

Most Polish entrepreneurs implementing CSR agree with the statement that social media supports the
growth of corporate performance. At the very least, only 27% of Czech entrepreneurs agree with this
statement. On the contrary, almost 45% disagree with this statement. From the overall values, the

researchers claim that there is statistical significance in the differences between countries. Therefore,
hypothesis H4a was accepted.

Table 11. «Social media supports the growth of our company performance» - the structure of
answers depending on the country and without CSR implementation

CZ 257 PL171 HU 119 Z-score
Other Z-score
No. % No. % No. % p-value
strongly agree + agree 57 2218 44 2573 35 29,41 CZ/IPL -0,8477 0,3953
disinterested 71 2763 38 2222 39 3277 CZHU -15174 01285
d'sagg‘?e tstondly 499 5019 89 5205 45 3782
isagree
X-quadrat 8,1385 CZ - Czech Republic HU - Hungary
¥-quadrat p-value 0,0866 PL — Poland a=0.05

Sources: developed by the authors.

For entrepreneurs who do not implement the concept of CSR, the results are very similar. Poland has
the most dissenting answers. In the overall comparison, there are no statistically significant differences
between countries. Thus, hypothesis H4b was rejected.
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Table 12. «Social media supports the growth of our company performance» - the structured
answers by country and CSR implementation
CcZ PL HU

Z.
Comparison CSR OTH z- score CSR OTH z- z-score CSR OTH z-  z-score
197 257 score p- 193 171 score p-value 280 119 score p-value

value
St“’”ggrzgree* 54 57 12856 0,971 94 44 45088 <0,0001 107 35 16801 0,0930

disinterested 55 71 0,0689 09442 44 38 0,1312 08966 81 39 -0,7661 0,4413

disagéfsea;rztg’”g'y 88 129 -11679 02420 55 89 -45858 <0,0001 62 45 -32320 0,0012

¥-quadrat 1,9642 0,3745 25,3457 <0,0001 8,4685 0,0145
a = 0.05; CSR: entrepreneurs who implement CSR; OTH: enterprises without CSR implementation
Sources: developed by the authors.

The table of the overall comparison of entrepreneurs in the examined countries shows the
Qstatistically significant differences in Hungary and Poland. In partial comparison, there are no statistically
significant deviations in the Czech Republic. In Poland, there are significant differences between positive
and non-compliant responses, and in the case of Hungary, there are significant differences only in
disagree.

— Czech Republic: H4c hypothesis was rejected because there are no statistically significant
differences between business groups.

— Poland: H4c hypothesis was accepted since there are statistically significant differences between
groups.

— Hungary: H4c hypothesis was accepted since there are statistically significant differences between
entrepreneurs.

Conclusion. The results showed a clear difference between countries in almost all aspects examined
entrepreneurs implementing CSR into managerial practice. In turn, the Czech Republic has demonstrated
nearly the lowest involvement in the use of social media and the visibility of certain benefits resulting from
them. For other entrepreneurs who do not implement CSR in their management practice, no significant
differences are recorded. The result suggests the awareness of Czech CSR entrepreneurs in case of
benefits from using social media is low, compared to other countries surveyed. This study aimed to
determine how entrepreneurs perceive using social networks in business and whether there are
differences in their use. The main task was to spread knowledge in the researched area by small and
medium-sized enterprises in selected V4 countries. The rise of information technology has helped social
media to become a modern communication medium in the current era of digitization. Through social
media, organizations have recently been meaningfully communicating with their consumers. An interactive
and flexible social media environment allows consumers to engage meaningfully with brands (Gupta et
al., 2021). Much of the success of a progressive business depends on skills, experience, and enterprise
management tools. It is important to note that each stage of the firm's activities requires specific skills
(Belas et al., 2020b). Thus, the owners could use their knowledge and strengths, or at some stages,
delegate the management of the process to managers (employees) who have the necessary experience
and skills (Mamabolo and Myres, 2020). That is also applied in the field of social media and CSR. In this
context, Khan et al. (2019) found that examining the services and non-services sector in the customer
consumption approach is not statistically significant. Therefore, focusing on the consumption of
goods/services does not generally depend on the production area (services/production). The use of social
media by the studied entrepreneurs is still in its infancy. Many people in business are unaware of the
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positives that result from using social media regarding their customers and the interaction between them.
On the other hand, it is essential to draw attention to the low values of positive responses from Czechia.
That only contributes to the need for information and promotion of social media marketing and
communication for the SME environment. As the study focuses only on three central European countries,
the results couldn't be generalized. In addition, this study is considered a starting point for future research
on a larger sample with different countries that do not have a comparable business environment. Future
comparisons between companies could highlight better knowledge. The use of social media by the studied
entrepreneurs is still in its infancy. However, many people in business are unaware of the positives that
result from using social media regarding their customers and the interaction between them. On the other
hand, it is essential to draw attention to the low values of positive responses from Czechia that indicate
the need for information and promotion of social media marketing and communication for the SME
environment.
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3neHko Meukep, YHiepcuteT Tomaca bata y 3niHi, Yecbka Pecny6nika

flpocnae Benac, YHiepcuteT Anekcangpa [ly6ueka B TpeHumHi, Crioavbka Pecnybnika

IxoH Amoa, YHiBepcuteT Tomaca bata y 3niti, Yecbka Pecny6rika

BukopucTaHHs couianbHUX Mepex nignpuemcTBamu KpaiH Buwerpaacbkoi 4eTBipkW: OLiHIOBaHHS BNNMBY
KOpnopaTUBHOI coLlianbHoi BiaNoBiAanbHOCTI

CraTTio NpucBsiYEHO aHanisy eqeKTMBHOCTI BUKOPUCTaHHS COoLianbHUX MEpPEeX Manumu Ta cepeaHiMu nignpuemcTaamm Yexii,
Yropwuhu Ta Monblyi. ABTOpaMu 3MINCHEHO MOPIBHANBHWIA aHania eeKTUBHOCTI (DYHKLOHYBaHHS ABOX rpyn MiAMNPUEMCTB:
BMPOBAXYIOTb Ta He BNPOBaAXYOTb MPUHLMMM KOPNOPaTWUBHOI coLjarnbHoi BignosiAanbHOCTi. KpiM Lboro npoaHaniaoaHo
e(heKTMBHICTb BUMKOPUCTAHHS COLianbHUX MEpexX PpisHUMM rpynamu mignpuemcts (3 Ta 6e3 kopnopaTWBHOI couianbHoi
BinoBifanbHocTi). [leTepmiHoBaHy BMBIpKy AaHMX CCOPMOBAHO Ha OCHOBI pe3ynbTaTiB OMMUTYBaHHs 1217 pecnoHAeHTiB.
[HocnipxeHHs nposeaeHo 3 BepecHs 2019 poky no civeHb 2020 poky. [ins nepesipku BUCYHYTUX MNOTE3 BUKOPUCTAHO TECTY Xi-
kagpat Ta z-kputepin Qiwepa. OTpumaHi pesynbTaTit 3acBiguumW, WO Yecbki MiANPUEMLI € HaiMeHL 3alikaBneHuMn y
BMKOPUCTaHHI coLjianbHux Mepex Y cBoilt GisHec-pisnbHOCTI. 3okpema, y Yexii MeHwe Hix 28% couianbHo-BiANoBiganbHUX
niANpuYeMLiB BBaXaloTb, L0 cOLianbHi Mefja CnpusioTb KOpPNopaTUBHOMY PO3BUTKY Ta 3abe3neyeHH0 rHyYKoCTi Ha puHKy. Mpu
oMy y Monblyi YacTka Takux nignpuemuis ctaHoBUTb 49%, B YropwuHi — 53%. Y Xofi AOCHIMKEHHS He BUSIBNEHO CTaTUCTUYHO
3HaYyLMX BIAMIHHOCTEN MiX MiANPUEMLAMK, K He AOTPUMYIOTLCS Ta [OTPUMYIOTHCS KOHLEnLii KopnopaTMBHOI CoLjianbHOT
BiAnoBifanbHocTi. 3a pesynbTaTamu AOCTIMXEHHS 3pOBNEHO BUCHOBOK, L0 COLjianbHO-BiAnoBidanbHi nignpuemui Yexii He
po3rnsAaaloTb NOTEHLiHI Nepesaru coLianbHnx Mepex. ABTopami CUCTEMaTU30BAHO NepeBark BUKOPUCTaHHS coLljianbHUX Mepex
y BeieHHi coLlianbHo-BianosiaanbHoro 6iaHecy. Y CTaTTi HAaronoLLeHo, Lo coLjianbHi Mepexi € OfHUM i3 PO30PHX IHCTPYMEHTIB ANs
KomyHikaLjii 3i cTeitkxonaepamu. ABTOpaMm BiAMIYEHO, L0 pe3ynbTaTi He MOXYTb ByTW y3aranbHEHUMM, OCKINbKM AOCTIMKEHHS
0BMexeHO TpbOMa LieHTpanbHOEBpONeicbkuMI kpaiHamu. OfHak, OTpuMaHi pesynbTaTi MoXyTb YTy KOPUCHUMM ANS MiANPUEMLB,
siKi IPOCYBaloTb KOMMaHito 3a JONOMOTOH0 COLjianbHUX MepeX Ta No3nLioHyoTb cebe Sk coLjianbHO-BiANOBIAamNbHI.

KntovoBi cnosa: kopnopaTtusHa coljianbHa BianoBiAanbHICTb, CoLianbHi Mepexi, CPUAHATTS colianbHuxX Meaia, Manui Ta
cepegHii BisHec, bisHec-cepeoBuLLE.
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