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Abstract: The main objective of the article is to analyze the satisfaction of the respondents with the information 

published on the Facebook page of the selected company and subsequently propose measures to improve the 

communication with the “followers” and to increase the awareness of these followers about the individual activities of 

the selected organization. We used the Gretl statistical program to interpret the results of the analysis. Using a 
regression analysis and a pivot contingency table, the analysis and verification of the established hypotheses are 

performed in this program.   
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Introduction 
Social networks are mainly communication networks and became a link between their users. They belong to 

modern types of web applications. Their development began at the beginning of the new millennium from their 

forerunners (blogs, servers, etc.). Social networks can tell about us what we do not want to reveal, and especially for 
people who should not know it. Social networks allow us to search for our favorite actors, singers, athletes and many 

other celebrities, because almost everyone currently uses social networks. They are featuring in a simple sharing of 

information, videos and photos with other users. It is also important to mention the disadvantages of these modern 

online media. Due to social networks, users can quickly lose their privacy and somebody can misuse their photos 

without a consent. Because of social networks, people can misuse personal data for advertising purposes. Finally yet 

importantly, various computer viruses threaten us every day. 

1. Basic theoretical framework 

Boyd (2007) refers to social network as a type of online service designed to establish and maintain contacts 
between individuals or firms. They allow you to create both public and partial public profiles, select lists of other 

users with whom users want to share information. Based on this, a network of relationships is created, which is the 

social network. This network is characterized by the fact that it creates space for communication and allows the 

sharing of text content, videos or photos. 

Currently, Facebook is the most popular social network, which is tuned in white and blue. This social network 
has the potential to threaten all other social networks. It encompasses an enormous number of features that make other 

social networks worthless. The essentials of this social network is the focus on private content. With its use, people 

can get an overview of the life situations of their closest ones. People on Facebook can hang up virtually everything 

about their lives. Public groups of actors, singers, artists and politicians are becoming more popular. Due to the 

increasing features, it is increasingly difficult for users to keep up with them, yet this social network is predominantly 

private (Stríž 2013). 

The disadvantages of using social networks include the impossibility of registration for everybody. For example, 

due to lack of ownership, unless the person does not have a computer or other mobile devices, he/she cannot connect 

to the Internet. Another problem comes when an Internet connection fails. The question here is whether 

communication through modern technology is as valuable and beneficial as face-to-face communication and whether 

the speed and quality of transmission will compensate for the physical encounter (Keller 2009). 

Reputation means positive, appreciating opinions of someone. It becomes an increasingly important article in a 

business environment, where products or technologies are not enough for success. Good reputation influences the 

market value of the company and is an effective weapon against competition. Financial institutions to decide on 

project funding also use the reputation of companies. In terms of talent acquisition and qualified people, the 
reputation of the company is highly valued by a considerable competitive advantage. Based on surveys from abroad, 

up to 80% of people prefer to work for companies with a good reputation, even for lower salaries. On the other hand, 

a bad reputation can even ruin a company and put it to an end. Several factors influencing the reputation within the 

organization, as well as external factors. Other factors influencing the reputation of the company are information 

technologies, modern forms of communication and the Internet (Vaculčiaková 2013). 

Active two-way communication on social networks also includes online reputation. If someone adds a negative 

post to our timeline on the social network, we should not delete it. It is important to respond to this contribution and 

discuss the misunderstandings. The way of communication varies from brand to brand. The communication should be 

unified and under each comment, the name of the person who wrote the comment should be stated. Reaction to posts 

on social networks should be prompt and should meet the expectations, because binding communication can lead to 
the awakening of bad reputation. The fan of the site should be familiar with the progress and status of the problem. 

Just as each type of communication has certain rules, online communication also has. They include a loyal attitude 

towards customers, responses to commendations or suggestions. Companies wishing to have public opinion on their 

brand can benefit from regular media monitoring and opinion makers (Mociková 2015). 
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2. Methodology 

The main objective of the practical part of the article is to define current trends in the use of social networks as a 

marketing communication tool and to suggest possible improvement of online communication for the subject. 

In order to achieve the set goals, it is necessary for the entity to be active and to communicate through the 

Facebook social network on a long and regular basis. A goal is especially an interactive and interesting 

communication with current and future followers of the site. The effective presentation of the subject on the Facebook 

social network depends on the quantity and quality of the shared content. 

Based on the objectives of the analysis and the survey, we formulated the basic hypotheses: 

H1: Is there a dependency between evaluating the up-to-date information provided by the Facebook page and 

the gender of the followers?  

H2: Is there a dependency between the time spent on social networks and the attendance on Facebook?  

We used two types of surveys when elaborating the study. The secondary survey served as the basis for the 

theoretical background. Primary survey included query using a questionnaire form. In the online environment, we 

created a questionnaire using google.com, which was sent electronically via the Facebook social network. This made 

it easy to fill out. The questionnaire consisted of 14 closed and 2 open questions. Respondents' responses were 

graphically recorded using Microsoft Office Excel and through a regression analysis and Pivot Table in the Gretl 

statistical program. 

The secondary survey was based on a study of information, analysis and subsequent processing of this data. In 

the first chapter, social networks, their advantages, disadvantages were investigated. In the second chapter, we 

described the usage of social networks. The third chapter deals with a marketing mix in the field of Internet and 

online reputation. Data sources were publications by domestic and foreign authors. Printed and online resources, 

mainly published after 2005, were used to bring this rapidly changing issue up to date. 

 

3. Results and discussion 

In this part of the study, we focused on the problems of investigating and evaluating the dependencies between 

two or more quantitative statistical features. The main goal of this study was to deepen the problems of the observed 

phenomena and processes in a certain area. Causal dependence occurs when the occurrence of a phenomenon causes 

another phenomenon. In economic practice, problems are much more complicated when the occurrence of a 

phenomenon is related to the occurrence of another, the existence of a group of phenomena results in the occurrence 

of another phenomenon etc. 

H1: Is there a dependency between evaluating the up-to-date information provided Facebook and the gender of 

the followers?   

topicalityi = α + β1Genderi + ui topicalityi = 3,1831 + 0.282018 * Genderi + ui  
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Table 1 Model 1 OLS, using observations 1-200 Dependent variable: topicality 

 

(Source: Own elaboration) 

The coefficient 3.1831 tells us the average number of points when the value of Gender = 0 (i.e., men) is the 

average value of points for men. The coefficient 0.282018 tells us that it is necessary to add to the average number of 

points in men in order to get the average satisfaction of women in evaluating the topicality of the information 

provided by the monitored fanpage. In this case, the p-value is 0.0786, which is more than 0.05. Therefore, we cannot 
reject the H0 hypothesis and we do not have enough evidence to claim that women are more satisfied with the up-to-

date information published on the Facebook fanpage, moreover there is a dependency between evaluating the up-to-

date information provided and the respondents' gender. 

 

H2: Is there a dependency between the time spent on social networks and the attendance on Facebook? 

The Pivot Table is a table that is used to visualize the relationship of two or more characters. The lines of the 

Pivot Table correspond to the possible values of the first character; in this case, the character was the attendance on 

the fanpage of the Faculty of Management. The column corresponded to the time that respondents spent on social 

networks on average for 1 day. 

  

 Explanation of values in the column 

(Question: “How often do you visit a fanpage?”) 

• 1 (I do not visit);  

• 2 (once a month);  

• 3 (once a week);  

• 4 (few times during the week); 

• 5 (on a daily basis). 
 

 Explanation of values in the line  
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(Question: “How much time do you spend on social networks daily?”) 

• 1 (I do not spend time on social networks); 

• 2 (2 hours); 

• 3 (3-6 hours); 

• 4 (more than 7 hours). 

 

Table 2 Pivot Contingency Table 

 

(Source: Own elaboration) 

Pearson chi-square test = 14,8535 (12 df, p-value = 0,249547) Warning: Less than of 80% of cells had expected 

values of 5 or greater. 

It is clear from the table that the more respondents were on social networks; the higher was the attendance on the 
fanpage. Whether there is a statistically significant relationship, we found out based on Pearson's chi-quadrate test. 

The P-value, which was 0.249547, showed that there is no statistically significant relationship between the variables 

and therefore we cannot confirm the H2 hypothesis. There is no relationship between the variables: We cannot tell 

whether the attendance on the fanpage depends on the time spent on social networks. 

4. Conclusion 

Social networks currently play a major role in building a relationship with customers, in this case with students. 

For many businesses, social networks are the primary communication channel for contacting the customers, offering 

space for two-way communication. Social networks allow precise targeting of individual marketing activities, 
creating space for attractive marketing campaigns. As part of social network marketing, companies can build their PR 

and reputation, actively communicate with supporters and publish their content. 

Any company can have a profile on social networks. Depending on the subject of business activities, the range 

of options that can be used in marketing is also different. Marketing for social networks is for everyone with a well-

advised strategy. However, we should not overestimate it. This area is still young and is constantly evolving. 

Therefore, it should be an important addition to other forms of online marketing and overall marketing plan. 

We can predict the existence of a social network to a certain extent due to the attendance on the site. That is why 

we suggest tracking page views and statistics at monthly intervals and selecting the best day and time to post on the 

results. As part of this strategy, we suggest publishing posts on the days when the site reaches the highest activity. 

Facebook offers the option to look into the background of the site. For example, it provides information about the 
impact of specific posts, the number of fans, but also the demographic structure of the fans. Based on this, the fanpage 

administrator can get to know its audience and choose the right strategy. 
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It is important to attract fans and raise activity on the site. Posts on the site should encourage followers to get 

involved, and the easiest way to engage in such activity is asking questions. There are plenty of fans who like to 

express their opinion. On the same principle, it works with photos, videos, and other content. If they are able to 
trigger a reaction on the site, it is important to respond immediately so that fans feel that the interaction is not 

indifferent to the administrator. Marketing communication is linked to the term communication process. This process 

can take place at several levels, between the seller and the buyer, between the company and its potential and current 

customers, between the company and other interest groups. Internet offers a modern way of communication in which 

basic principles are preserved. Marketing communication in the Internet environment is an important link between the 
existing marketing and communication tools with techniques that can only be applied in the Internet environment. 

This type of communication is conditioned by the existence of a computer that allows access to the Internet. If 

companies want to communicate effectively in the Internet environment, they must carefully consider what tools they 

use. There is a large number of different tools from which it is important to choose the most appropriate for the 

company. 
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