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APPLICATION OF SOCIAL NETWORKS IN 
IMPROVEMENT OF BUSINESS QUALITY 

 
Abstract: This paper presents some possibilities of using 
social networks aimed at improving quality of business. Social 
networks represent a huge potential for companies and 
business and have become extremely interesting in terms of 
the implementation of various business analysis. This paper 
gives an overview of this highly widespread and powerful 
media and its impact on the quality of company operations 
Keywords: Business Quality, Business Analysis, Social 
Networks 

 
1. INTRODUCTION 

 
Social networks represent a huge potential 

for companies and business have become 
extremely interesting for companies in terms of 
implementation of various marketing activities. 
They are frequently updated, have a large 
number of hyperlinks, continues to encourage 
social networking on the Internet, enabling 
consumers to share their experiences in 
different ways by placing comments, photos 
and videos [1].  

Also, social networks are extremely 
prevalent and powerful medium for marketing 
of various forms of marketing activities. They 
allow the use of "word-of-mouth-marketing" -
WOM, researching market demand, customer 
satisfaction and awareness of consumers, 
creation and verification of ideas, development 
of new products, improving customer relations, 
various forms of promotion [2].  

Strategies for marketing activities on 
social networks the authors discuss from 
different aspects. Faletski and Šeret [3] 
emphasize the importance of marketing 
communications in a given period of time, short 
content and clarity of the message and its 
urgency (importance). 

Considering the segments of planning, 
execution and measurement of marketing 
activities on social networks, has been formed 
and one model that includes five key steps 
which are key elements of marketing 

campaigns on social networks [3]: 
 Segmenting platforms of social networks 
 Effective content management 
 The best use of available people and 

available time 
 Performance measurement of the 

campaign 
 Finding the perfect use of technological 

tools 
 

2. REASONS FOR THE PRESENCE 
OF COMPANIES IN SOCIAL 
NETWORKS 
 

The question is why companies in general 
should join social networks. The potential of 
social networks is certainly recognized, but 
many argue that there is a gap between the 
possibilities of what tools are social networking 
and willingness to invest in them. This could be 
attributed to the feeling of disappointment, 
generated from a series of failed witness [4].  

Some believe that it is important for 
companies to be where their customers are, 
regardless of the fact where it is [5]. Despite the 
popularity of social networks, it is undeniable 
that many companies still prefer to establish 
relationships with their customers through 
traditional methods [6]. This could be related to 
the perception of companies and doubt in the 
effectiveness of the tools of social media, 
particularly social networks. Many companies 
are still wondering to what extent social 
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networks can add to your marketing efforts and 
whether they are worth the investment.  

Among the negative aspects involved in 
the implementation of social media marketing 
strategy is persistently mentioned unrequested 
feedback. In a regular business practice, 
product or service must be defended and 
protected during sales activities. There is a 
clear division of opinion in relation to the level 
of feedback [7]. Points of view differ in this 
aspect of social networks. Ši [5] is very 
optimistic about the implementation of social 
media in marketing strategy, encouraging the 
use of personal data and underlines the 
importance of transparency. There are also 
authors who warn that the response speed of 
social networks and their constant interaction 
require considerable time and resources, and 
that the level of readiness of the company to 
implement these tools can be low [8]. However, 
all business investments involve some level of 
risk, and there are implementers who prefer to 
lead in innovation. 

Until now, many of those who have this 
attitude, widely use social networks in their 
operations. Although there are identified risks, 
there are many factors that have contributed to 
the organization decide to join the ecosystem of 
social networks. Some of the most common 
factors identified in the literature include: the 
size and growth of markets that social networks 
represent, monitoring trends and many 
examples that illustrate the power of the 
electronic transmission of information by word 
of mouth [9].  

Size of the market, as an important factor 
in business company specifies a number of 
options. Through the rapid growth of the 
number of users on social networks, it comes to 
creating new opportunities. The obvious growth 
of social networks has generated great 
enthusiasm [10], but it is not only the rapid 
growth that attracted the companies but also the 
fact that for some companies target population 
precisely on these social networks. Facebook, 
for example, can reach up to a defined target 
groups based on demographic, psychological 
and behavioral trends by monitoring the data 
that users enter in their personal profile. This is 
the best practice in the field of marketing, to 
identify market opportunities, target groups and 
finally to design a plan to reach to defined 
targets. 

On the other hand, competition is the basic 
feature of the business. Porter [11] emphasized 

the importance of competitive advantages and 
stressed that a successful business must be 
some element of differentiation that enables 
companies to compete with its competitors. 
This certainly explains the urgency for 
companies to monitor trends that do not want to 
lag behind when it comes to the implementation 
of new technology [10]. In addition to gaining a 
competitive advantage, companies are in this 
way faced with changes in the way of 
implementation of various business activities. 

Social networks have changed the way of 
functioning of media [12], and the traditional 
media battle with the new channels of 
communication. Of crucial importance for the 
survival of the company is to be able not only 
to develop a competitive advantage, but to be 
adaptable to change and the impact of different 
forces that act on them. The impression is that 
companies nowadays focus to be omnipresent, 
at every moment on every platform [12]. 
However, this impression is, in theory, contrary 
to proven best practices of business in which 
the main idea is to find a perfect market where 
they will operate, instead of unjustified 
presence everywhere where it can be accessed. 

Despite the billions that are spent on 
advertising just because everyone else is doing, 
it creates a marketing atmosphere that acts as a 
crowded place where all are. Therefore, there is 
little chance to have a meaningful impact on 
any populations and acquired a small benefit 
for each advertiser due gassed effort throughout 
the crowd [13].  

 
3. IMPACT OF SOCIAL NETWORKS 
IN ADOPTION OF DECISION ON 
PURCHASE OF PRODUCT / 
SERVICE 

 
One of the most important areas of 

research of consumer behavior is the process of 
making decisions about purchasing products 
and services. Consumers are constantly are in a 
position to decide on making the consumer 
involves a choice between two or more 
alternatives. By itself, the decision means the 
action of consumers, or intend to purchase 
products and services meet the specific needs 
and desires. To rationally choose, consumers 
are required adequate information - about the 
type and brand of product quality, the store etc. 

Today, internet and the power of search 
across the internet almost instantly provides all 
the information on the market, so that 
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consumers have the opportunity to more 
efficiently make decisions about the choice of a 
particular product / service [14]. Also, social 
networks have enabled consumers, and 
companies to communicate with thousands and 
millions of other people on a global level. 
Considering that provide global range, 
interactive benefits, as well as the dynamic 
exchange of a wide range of information, Vad 
and Gomez cited the most important elements 
of the focus of this type of communication [15]: 
 focus on relationships and social 

networking, 
 focus on communication, 
 focus on information. 

Evans [16] emphasizes the role of social 
feedback through social networks (social 
feedback cycle) as a tool to validate your 
purchase. There are three times more likely that 
users of social networks believe in the opinions 
amounted by other users on the same network, 
which is related to the experience while making 
purchasing decisions [17]. Social networks 
connect these experiences with the process of 
buying, thus forming a new channel of social 
feedback experiences. 

According to research, people on Twitter 
recommend concrete companies across their 
tweet messages for products and processes, and 
they represent 53% of all tweets messages on 
commercial discussions, and 48% of them 
expressed their intention to purchase certain 
specific products [18]. In addition, consumer 
confidence is achieved by the fact that the Web 
site is secure, that there are inspections, as well 
as through design (aesthetics) website. Also, 
about 83% of customers, who make purchases 
for the holidays, are affected by the views and 
comments of consumers on social networks 
[19]. 

In the past, consumers were only impacted 
by the cultural, personal and psychological 
factors. However, with the advancement of 
technology and the increasing number of users 
of social media, the process of decision-making 
by consumers is not only dependent on 
conventional methods, but is being reinforced 
by social networks, in addition to feedback 
views and comments after your purchase. 

Considering that the product information 
is often spread by word of mouth marketing on 
social networks, customers can be made aware 
of, even be influenced to buy a particular 
product or service, because they are their 
friends. When friends have a certain product, it 

is possible to check its quality before deciding 
to purchase that product. In the case of high-
quality products, it certainly leaves an 
impression and influence the decision to buy 
the same, and even contributes to the tendency 
to pay more for such a product. [20]. In a study 
in order to establish optimal marketing 
strategies on social networks, Hartlajn et al 
state that "the decision of the customer to buy a 
product is affected by the experience of a 
number of other customers on social networks, 
which have such a product and the price at 
which sales a given product." [20] The survey 
results indicate a remarkable increase of 
customers who have accepted the optimal fixed 
price sales on the basis of positive experiences 
on social networks. 
 
4. CONCLUSION 
 

Social networks represent a huge potential 
for companies and business and have become 
extremely interesting for companies in terms of 
implementation of various marketing activities. 
They are frequently updated, have a large 
number of hyperlinks, continues to encourage 
social networking on the Internet, enabling 
consumers to share their experiences in 
different ways by placing comments, photos 
and videos. This leads to the fact that the 
companies should pay attention to social 
networks. 

Because of the number of people who 
daily use a social network, and the time to 
spend it is a logical conclusion that to this trend 
should be adjusted. 

Companies need to be where are their 
consumers. This is exactly the important 
characteristics of social networks. It is 
important to mention that companies's 
performance on social networks, as well as the 
use of them for marketing purposes, must be 
designed, planned and coordinated with the 
other activities of the company. The results and 
the positive effects are visible only if 
employees are well trained in new technologies, 
ready for implementation and have the full 
support and cooperation from management in 
the implementation of these activities. 
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and Business Support based on Models. 
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