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Abstract. The main purpose of this article is to evaluate the current state of network communication
channels in an organization and to propose recommendations for their development as a part of external
employer’s brand-building strategy by an example of selected Polish enterprises. This paper reviews
the social network tools used thus far by the 100 Largest Polish Private Companies listed in 2017 Forbes
Magazine report. The analysis involves not only their Internet presence and the way these enterprises
are presented but also the level of interactivity of their activities in selected social media (e.g. Facebook,
YouTube, LinkedIn, Twitter). The results show that most of the companies examined have not adopted
a systematic approach to the employer branding practices they use. Therefore, a conclusion might be
drawn that, although these enterprises are present in the social media networks, and they use various
external communication channels in order to reach their stakeholders, they still fail to adopt a strategic
orientation in developing their activities.
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1. Introduction

The strategic importance of human resources in an
organization has been greatly increased by the
contemporary global labour market. Acquiring
and retaining highly qualified employees has be-
come a serious challenge for managers in many
companies. In order to recruit the best workers
available and scout talents, employers undertake
various initiatives, which show their competitive
advantage (Kucherov & Zavyalova, 2012).

The view that the employees’ loyalty in a
given organization, or their involvement in the
tasks performed, can be increased by building the
company’s image as a good and fair employer has
become increasingly popular in recent years. Em-
pirical studies show a correlation between posi-
tive image of the employer and high employee
commitment (Dogl & Holtbriigge, 2014). The
studies also confirm that emotional factors related
to pride in being employed by a given employer
may affect individual involvement of the staff
four times as strongly as the rational factors such
as the amount of remuneration and additional ben-
efits (Gibbons, 2006).

Enterprises with a positive image in the labor
market are able to recruit the most talented em-
ployees, while incurring lower employment costs

on many occasions. Such companies have lower
staff turnover and absenteeism rates, and at the
same time a more committed and satisfied team of
employees, which often translates to the com-
pany’s better financial results and higher compet-
itiveness (Edwards, 2010).

Attracting the best candidates successfully
can be achieved by creating the company’s image
as an attractive employer and combines the right
personnel strategy and a strategy for the com-
pany’s communication with its environment. One
of the key challenges in this respect is employer
branding through the use of social media.

2. The essence of employer branding in
an organization

The concept of employer brand (EB) was first de-
fined of by Ambler and Barrow (1996, p. 187).
They viewed EB as “the functional, economic and
psychological benefits that are provided by em-
ployment, and identified with the employing com-
pany”. Employer branding is currently understood
as the sum of a company’s efforts to communicate
to existing and prospective staff that it is a desira-
ble place to work (Lloyd, 2008). It is also seen as
the company’s long-term strategy aimed to iden-
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tify, recruit and retain the most talented and valu-
able employees (Dogl & Holtbriigge, 2014). Thus,
the concept of employer branding encompasses all
the efforts of the organization aimed at existing
and potential employees, whose purpose is to cre-
ate an attractive image of the employer and sup-
port their strategic business goals (Bellou, Chani-
otakis, Kehagias, & Rigopoulou, 2015).

Among the employer’s branding efforts there
are activities directed internally and externally in
the company. These efforts are divided into two
types of employer branding and depend on the
employee group they are targeted at (Sengupta,
Bamel, & Singh, 2015):
internal — covering efforts addressed at
existing employees and aimed primarily
at creating a friendly working environ-
ment, ensuring the possibility of em-
ployee development and building organi-
zational engagement,
external — covering efforts undertaken
outside of the company and addressed at
potential employees, and seeking to build
the employer image to be seen as attrac-
tive.

It is of great importance that these two direc-
tions of impact are mutually consistent. Employer
branding is therefore aimed at creating the best
image of the employer in the eyes of both current
and potential employees. Thanks to it, it is possi-
ble not only to attract talents, but also to retain
them and increase their job satisfaction. Miles and
Mangold (2004) drew attention to an important
aspect of employer branding which assumed that
working in a specific company is a special com-
modity that, just like everyone else, needs to be
skillfully sold using external communication.

The image of the company as an employer is
understood as the company’s image formed in the
awareness of its current and future employees on
the basis of their personal experience or infor-
mation that has reached the potential members of
the organization, the source of which are both peo-
ple who create the organization as well as all types
of mass media. This definition emphasizes the im-
portance of the opinions and experiences of differ-
ent people who refer to many sources of data cur-
rently coming primarily from the Internet in the
process of creating of the organization’s image.

The image of the employer is an important
message that influences the acquisition of candi-
dates who will later support the entrepreneurship
culture and desirable values in their future work.
It provides the company with visibility among po-
tential employees and helps the company become
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the employer of choice among top talent candi-
dates (Chunpinga & Xib, 2011). The name “em-
ployer of choice” is most often given to organiza-
tions where current and potential employees
perceive the work environment as particularly at-
tractive for the development of their careers.

Research confirms that companies that un-
dertake efforts to establish their image as a posi-
tive one are seen by candidates as a first-choice
employer brand (Rampl, 2014). This term signi-
fies that a company has a strong and recognized
brand and offers a possibility of first-rate employ-
ment (Aboul-Ela, 2016). The company becomes a
trusted enterprise that employees can be proud of,
and whose management team cares about individ-
ual needs of its employees facilitating their pro-
fessional and personal development, ensuring co-
operation with the supervisor listening to the
expectations of subordinates. Thus, employer
branding can be considered as an important factor
not only in the implementation of the personnel
strategy, but also as a condition for the success of
the entire organization and an important indicator
of the company’s value.

A contemporary candidate is constantly pre-
sent in social media. The Millennials in particular
tend to stay in touch with each other constantly
(Almacik, E. & Almacik, U., 2012; Reis & Braga,
2016). They share information primarily through
posts, likes, photos or comments on many social
websites. For this reason, the company’s internet
presence as well as the content of messages posted
in the Internet is of such great importance in ex-
ternal employer branding.

3. Social media

Contemporary companies operate in an extremely
demanding environment. Due to the fast develop-
ment of ICT technology and its accessibility, the
stakeholders have numerous opportunities, as never
before, to get information and to participate in the
companies’ lives. That is why firms start to get in-
volved in the Web 2.0, a platform allowing its users
not only to publish content, but also to join various
projects requiring cooperation with other users. It’s
a technological platform that has several function-
alities such as software supporting animation, inter-
activity and online streaming (Adobe Flash Player)
or a web feed for the frequent publishing of a varied
content (Really Simple Syndication).

All these features allow the participants to
co-create and modify both the content and the ap-
plications (Kaplan & Haenlein, 2010). An im-
portant aspect of a company’s presence in the web
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2.0 is User Generated Content. The term relates to
the various means that allow their users to com-
municate and exchange the content online (Smith,
Fischer, & Yongjian, 2012). They can take diverse
forms across the several types of social media.

Social media (SM) can be defined as “a group
of Internet-based applications that build on the ide-
ological and technological foundations of Web 2.0,
and that allow the creation and exchange of User
Generated Content” (Kaplan & Haenlein, 2010).
The most prominent among them is Facebook,
Twitter, YouTube, and, in a professional context,
LinkedIn. The number of social media users grows
yearly. At the end of 2017 the number of partici-
pants globally reached 2,46 billion and it is pro-
jected to grow to 3,02 by 2021 (www.Sta-
tista.com).

The key advantage of social media in relation
to the traditional channels of the company’s com-
munication is that the user becomes both the pro-
ducer and the consumer of information. It means
that every user can create, edit and disseminate in-
formation (Tavleen, 2013). The contact through so-
cial media is more personal, realistic and interac-
tive, as well as cost efficient and wide ranging,
however it is less controllable (Kissel & Biittgen,
2015). For the companies that means having in-
creasingly less control over the information about
them in the cyberspace (Kaplan & Haenlein, 2010).

Social media can be divided into four main
groups of activities (Smith et al., 2012; Tavleen,
2013):

— Social networking sites (SNS) — Face-
book, Myspace,
Content sharing sites — YouTube, Flickr,
Blogs and microblogs — Twitter,
Collaborative projects — wikis.

SNS are “web-based services that allow indi-
viduals to (1) construct a public or semi-public
profile within a bounded system, (2) articulate a
list of other users with whom they share a connec-
tion, and (3) view and traverse their list of connec-
tions and those made by others within the system”
(Aguenza & Som, 2012). All the three features in-
fluence the mechanisms governing users’ behav-
iours in the network. Moreover, the opportunity to
create and publish a profile allows taking a strate-
gic approach to shaping and publicly show user’s
identity.

Kietzmann, Hermkens, McCarthy and Silve-
stre (2011) introduced a model showing seven
main elements of social media in a form of
honeycomb. They include dentity, conversations,
sharing, presence, relationship, reputation and
groups.
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The area of identity concerns sharing the
content with other users, data privacy controls and
tools for user self-promotion. The main aspect of
this area is whether users are willing to disclose
personal information like thoughts, feelings, their
likes and dislikes on their social media profiles. In
general, the type and amount of the information
shared depends on the aim. Different social
network sites are used for different purposes.
LinkedIn is mostly treated as a tool for the
recruitment process both for the employers and
job seekers (Chiang & Suen, 2015). That’s why
the creation of a public profile is often a strategy
taken by users in order to present themselves in a
positive way. Such a profile is also used by the
employers as a way of selecting the right
candidates for the job (Smith & Kidder, 2010).

Social media’s aim in the area of conver-
sations is to facilitate talking to other users. The
ways in which people communicate differ in
different media. Twitter is sometimes treated as a
micro-blog and it is aimed at exchanging small
elements of content such as videos and images,
and sending short (up to 140 characters) messages
(Kaplan & Haenlein, 2011). That is why they are
considered being halfway between SNS and
blogs. As compared to Facebook Twitter is
focused more on the sharing of opinions rather
than building a reciprocal social interaction
(Hughes, Moss, Batey, & Lee, 2012).

Sharing focuses on exchanging, distributing
and receiving various elements of content by the
users. Publishing them on the SNS is a part of
presenting themselves and their identity, but also
allows finding other people that are in some ways
similar, as they share the same interests (Utz, 2015).

Relationships between users are the focus of
an another part of the honeycomb. The main
concern here is the way people relate to each
other. This, in turn, influences the flow of infor-
mation and other content between them. The SNS
networks operate in similar ways as the networks
of actors in society. Peoples decisions and beha-
viours are depenedant on the relations with others
and that is the basic assumption of the social
embeddeness theory (Granovetter, 1985).

Social media also play an important role in
building the users’ reputation. There are many
mechanisms that support building trust and a
positive image of a company. They are usually
based on the positive evaluation by other users.
These tools help to build a good reptation on the
basis of two features: range (popularity) and
emotional relation towards user. In relation to the
social media being part of research in this article,
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these characteristics include: for Facebook — a
number of followers, observing and likes; for
Twitter — a rating based on users opinions and a
number of followers; for YouTube — a number of
views and likes; for LinkedIn — a number of
followers; and for all of the mentioned above — a
number of comments containing the positive and
negative emotional load, which is often referred
to as the sentiment (Stieglitz & Dang-Xuan,
2013).

Groups and their functioning in the network
setting are the last of the mentioned elements of
social media. There are two main types of groups
created in the SNS (Rosaci & Sarne, 2014). The
first kind is created by an individual user, who
divides her/his colleagues and friends into speci-
fic groups. It is a convienient tool for differen-
tiating their access to the information published
on the user’s profile. That way one can decide
which elements of identity will be shown to which
group. The second type of groups is generated by
the users representing some community of
interests. They can vary in a way they can be
accessed, since there are open groups where every
SNS user can easily become a member. However,
there are also some closed groups where the
membership is being granted individually by the
group moderator.

4. Employer branding in social media

Social media enable creating public profiles of the
members and make their social connections visible.
It is a great opportunity to get connected to other
users and their extended network of friends. For an
employer that means getting access to a wide range
of potential active and passive job seekers. Social
media platforms can serve as an appropriate cyber-
space to promote and connect themselves with the
actual and prospect employees. Therefore many
companies use their public profiles on the SNS as
a way of advertising job vacancies on the internet
and, as many studies show, it influences positively
the impression of the organization (Theurer,
Tumasjan, Welpe, & Lievens, 2018).

Social network sites offer both the employers
and the job-seekers an increasing convenience and
accessibility and these features make them a
highly frequent channel for accessing the infor-
mation necessary during employment searches
(Kissel & Biittgen, 2015). Candidates can experi-
ence company in a more manifold, lively and re-
alistic way, which allows the creation of a more
holistic picture of a company. It can become an
effective tool for attracting talented candidates in
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a situation when lack of the highly specialised job
candidates becomes one of the labour market
trends especially in highly developed economies.

The Society for Human Resource Manage-
ment conducts surveys concerning ‘“Using the so-
cial media for talent acquisition” (“SHRM Survey
Findings: Using Social Media for Talent Acqui-
sition — recruitment and Screening”, 2016). In 2015
this organization asked 399 firms to describe their
practices for making use of social media during the
recruitment process. The results of the research
show that 84% of the companies used SM in seek-
ing the job candidates. The main reasons for doing
that were opportunities for recruiting passive job
candidates who might not otherwise apply or be
contacted by the organization; increasing employer
brand and recognition; and targeting job candidates
with a very specific set of skills.

The social media this article concerns were
among the most frequently used by the compa-
nies: LinkedIn (96%), Facebook (66%), Twitter
(53%), and YouTube (11%). LinkedIn was also
the site that was indicated as the most effective
one by 73% of them. Firms use social media
mostly for posting job advertisements (89%), con-
tacting candidates or potential candidates (75%)
and searching for passive and active job candi-
dates by using the social networking website’s
search feature (accordingly 73 and 67%). How-
ever, the companies also saw some downsides of
using social media in the employment process.
They had concerns about legal risk of discovering
information about protected characteristics like
age, race, gender or religious affiliation. Adapting
new practices requires spending more time and re-
sources and the employers were reluctant to dele-
gate HR staff to spend more time on the new, ad-
ditional recruitment method. Moreover, some of
the companies’ representatives questioned the
credibility of the information the candidates pub-
lished in their profiles.

5. Implementation of employer branding
strategy and social media in Poland

5.1. Employer branding in Poland

In 2017 the HRM Institute conducted its sixth re-
search which served as the basis for a comprehen-
sive report on how employer branding has
changed in recent years (HRM Institute, 2017).
The research was conducted using the CAWI
surveying technique. The survey was addressed to
Polish employers, and in particular to representa-
tives of HR, EB, marketing and communication
departments responsible for employer branding
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activities in the companies. A total of 399 organi-
zations from various industries and of various
sizes took part in the research.

The results indicate that only 14% of the sur-
veyed companies have a clearly defined employer
branding strategy, and 32% of the organizations
work on the strategy in order to expand it. Unfor-
tunately, 50% of Polish companies admit that they
do not have an EB strategy, 21% of which do not
plan any activities in this area, and 29% of which
notice the need to have such a strategy and are cur-
rently working trying to create one. It seems im-
portant that the participants of the “Employer
branding in Poland 2017 research see the EB’s
benefits that may be most beneficial for them.
These primarily include: the ease of attracting tal-
ents to the organization (86%), consistent commu-
nication in the company (86%), improved match-
ing of candidates to the organizational culture
(76%) and an improved level of employee in-
volvement in the company (75%). It is also vital
for the respondents to have a strategy for lowering
the costs of the company’s operations, i.e. reduc-
ing staff turnover or reducing the costs associated
with recruitment.

To sum up, the research results indicate that
employers are aware of the fact that the lack of a
strategic approach to building the company’s exter-
nal and internal image may lower the company’s
attractiveness, and thus also its competitiveness.
For this reason, they have outlined the main areas
of investments in EB in 2018. These areas include
the employer’s brand internal communication
(14%), external communication (13%) and a strat-
egy for using social media (11%).

5.2. Social media in Poland

The average percentage of the companies in Poland
that have their own website in 2017 was 69.9%,
however for the large companies (250 and more
employees) it was 91.9% (Anon, 2017). However,
the use of social media in Polish firms is still very
low. Poland was listed in the last position among
the European Union countries by the use of SM in
the enterprises in 2016. The percentage of compa-
nies using social network tool varies and it is de-
pendent on the company’s size, the type of eco-
nomic activities and the geographic location.

The results of the 2017 Polish Central Statis-
tical Office’s survey show that social network
sites (54.6%) were the most popular types of so-
cial media among large Polish enterprises in 2017,
with multimedia content sharing websites (35.9)
and enterprise’s blogs and microblogs (18.7%) at
the second and third place. Firms were not very

interested in using the Wiki tools (12.6%). More-
over, more than a half of the large companies
(58.4%) used at least one of these social media
types. It seems that the enterprises in Poland are
aware of the benefits of an effective company
website as a tool for differentiating themselves
from their competition and increasing their over-
all attractiveness. However the specific features of
social media such as constant connectivity, oppor-
tunity to have long-time conversations with their
stakeholders and the easy of identity sharing
(Priyadarshini, Kumar, & Jha, 2017) are still un-
derappreciated by them.

6. Methodology

The research described in this paper was based on
a case study method. It involved the review of the
social network tools used thus far by the 100 Larg-
est Polish Private Companies listed in 2017
Forbes Magazine report (Forbes, 2017). The au-
thors of the report have assumed that a Polish
company is understood as a business entity in
which the majority of shares belong to a Polish
entrepreneur or a group of such people acting to-
gether. The group of such business entities also
includes companies in which the entrepreneur has
a minority share but actively manages or controls
them through the supervisory board. The com-
pany’s place in the list was determined by the
company’s market value (Enterprise Value,
“EV”) calculated according to current financial
data available.

In order to conduct an in-depth analysis, all
companies included in the list were divided into
three groups according to their value. A detailed
representation of data is illustrated in Table 1.

Table 1. Research group sample according to EV
(source: Forbes, 2017)

. Number of Average
Enterprise value range . enterprise
companies
value
up to 1000 million PLN 40 822
1000 to 5000 million
PLN 49 1743
above 5000 million PLN 11 10 241
Total 100 2230

The main purpose of this article is to evaluate
the current state and to propose recommendations
for the development of the company’s network
communication channels as a part of the external
employer brand building strategy on the example
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of the selected Polish enterprises. The analysis in-
volves not only their presence on the Internet, but
also the way these enterprises are presented and the
level of interactivity of their activities in the social
media most often used both in the world and in Po-
land, i.e. Facebook, LinkedIn, YouTube, and Twit-
ter. In order to make sure the account was actively
used by the company the authors had selected a
time period of 30 days from January 15th and Feb-
ruary 15" 2018 to check whether there was any ac-
tivity on the social media account of the firm.

7. Results

The first stage of research into selected global so-
cial media, i.e. Facebook, LinkedIn, YouTube,
and Twitter concerned the total number of SNSes
on which the most valuable companies in Poland
have their official profiles. The results show that
only 14% of companies have accounts on all 4 of
the aforementioned websites, while the largest
number of enterprises (38%) is to be found on 3
of the websites (Table 2).

Nearly a third of the enterprises are present
on only two of the analyzed sites, whereas 6% of
the total number of the companies are completely
absent from SNS. It is interesting to notice that in
each group which corresponds the company’s es-
timated EV, the majority of enterprises decided to
implement the presence strategy on 3 of the sites
simultaneously.

Interesting results have been gathered through
a detailed analysis of the presence and activity of
companies on the websites selected for research. Al-
most three quarters of the Polish largest privately-
owned companies (73%) have their official Face-
book profiles. However, not all of them were active
in the time period selected for the research. 63 com-
panies published at least one post and, based on this
fact, they were considered active users.

Almost all of the largest Polish private com-
panies (92%) were present on the LinkedIn social
network site. However, as it was in the case of Fa-
cebook, not all of them are active users. Although
they have official profiles as employers, they do
not actively publish any updates. Only 55 of them
had any updates on their profiles. Employers seem
to be much less interested in YouTube where 63%
of companies have their official profiles, but only
half of them are active users (32%). The last site
included in the research was Twitter, which, de-
spite the fact that it has the least number of com-
panies present on the site (a total of 22), has the
highest active vs present ratio (91%). It can there-
fore be deduced that the companies that have been

running their accounts on the site are particularly
active in building relationships with stakeholders.

Table 2. Company SNS presence
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Number.of upto | 1000— | above Total

companies | 1000 | 5000 | 5000
M Present (P) 32 30 11 73
g Active(A) | 25 | 28 | 10 | 63
Q .
= I‘)*rztslzstvrzﬁo 78.1% | 93.3% | 90.9% | 86.3%
= | Present 38 43 11 92
E Active 20 | 27 8 55
5 l‘jrcetslzgt‘gﬁo 52.6% | 62.8% | 72.7% | 59.8%
« | Present 23 32 8 63
é Active 0 | 15 7 | 32
= I‘;Ztslzgtvrzﬁo 43.5% | 46.9% | 87.5% | 50.8%
5 Present 14 22
2 | Active 12 20
& | Activevs. 000 T e 700 | 100% | 90.9%

present ratio
» |4 SNS 3 9 2 14
2 [3sns 17 | 15 6 | 38
£ |2 SNS 12 13 3 28
Z |1SNS 0 14
“ 1o SNS 3 0 6

Taking the above into consideration, further
analysis into the level of interactivity of compa-
nies activities can be suggested.

7.1. Facebook

The analysis of the companies’ presence on Face-
book shows that there are some interesting regu-
larities in relation to the company value. The
structure of the enterprises present on this SNS
seems to be consistent with the general structure
of the sample in relation to the company value.
However, the structure of the firms without an of-
ficial profile on FB is significantly different. The
lack of interest in this SNS is especially seen
within the group of companies having medium
value (70%).

Analyzing the companies’ activity character-
istics on Facebook involved identifying the num-
ber of posts, reactions (including both positive and
negative emotions) and shares among all the ac-
tive firms. The results presented in Table 3 show
that the medium-sized companies were the most
active on Facebook by the number of posts per
company (18,57) in comparison to the average
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number of posts of all the selected firms (16,85).
The number of posts exceeded the average for the
largest companies too (17,6), however, the small-
est companies (14,64) were characterized by the
lowest level of activity.

The number of reactions both per post and
per company seem to confirm these results as the
medium-sized firms had almost twice as many us-
ers’ reactions as the groups of the largest and the
smallest companies in the sample. The notion is
also supported by the results of the analysis of the
number of shares.

7.2. LinkedIn

The firms that do not have LinkedIn profiles are
in 75% among the medium-sized ones and in 25%
among the smallest ones. There no large company
is absent on this professional SNS. The structure
of the active firms is also similar to the sample,
but the number of inactive companies is a bit
higher in the smallest ones.

The companies present on the LinkedIn net-
work have a rather wide range of followers (from
0 to as much as 30367) with 2027 users following
a company’s profile on the average. The number
of followers is dependent on the firm’s size, as
larger companies have, on the average, more fol-
lowers (Table 3). The analysis of the number of
posts, likes and comments is narrowed to the com-
panies that are active on LinkedIn and publish up-
dates. The same relation, as in the number of fol-
lowers, is visible in the number of posts per
company and comments per post. However the
number of posts published and the number of likes
in general and in relation to the number of posts,
do not give consistent results.

The analysis shows that the main form of the
company communication is publishing updates,
as the post are not very popular, especially if we
compare it to the number of posts per company
with Facebook. The same goes for the number of
comments. The average below 1 means that, alt-
hough the number of users is relatively high, they
aren’t willing to leave their comments.

7.3. YouTube

The results presented in Table 3 show that the me-
dium-sized companies were the most active on
YouTube in each of the detailed criteria, i.e. num-
ber of subscriptions, number of videos (30 days),
number of videos per active company, number of
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views per company, number of positive and neg-
ative reactions per company, recommended chan-
nels and number of views per company. This cor-
responds directly to the results found for
Facebook. This kind of activity is several times
(two, three, and even many times) greater in many
areas of comparison found in the research.

It is worth emphasizing the fact that the pos-
itive reactions per company ratio is clearly larger
than the ratio of negative reactions per company
(2 times larger for the less valuable companies and
4 times larger for the companies of medium and
high value). This means that activities undertaken
by companies on the Internet are well perceived
and can contribute to the creation of a positive im-
age of the employer on the labour market.

Due to a specific character of the YouTube
site, the interactivity of activities of the companies
present on the site should be highly appreciated.
The fact that a total of 213 films were uploaded to
the site and viewed by 185.500 people within the
period of 30 days shows a visible relationship be-
tween companies and recipients of their employer
branding activities.

7.4. Twitter

Twitter is the social media site that turned out to
be the least popular among the largest privately-
owned companies in Poland (Table 3). Only 22%
of the companies that took part in the research
have their account on this site.

However, despite of the lack of popularity
against other SNSs, it should be noted that the
structure of the firms present on Tweeter seems to
be consistent with the general structure of the
sample in relation to the company value. Enter-
prises of medium value, i.e. between PLN 1000
and 5000 million are the most interactive ones.
This particular group of companies has the highest
number of such indicators as tweets per company
or the number of followers per company.

Finally, it must be stressed that there is one
deviation from the trend identified and described
above that relates to the abundance of EB activi-
ties in the group of medium-sized enterprises. Ex-
ceptionally, the index of likes per one tweet is the
lowest and 0.06. The ratio of 0.13 is to be seen for
companies with a lower value, and the ratio of
0.16 is to be found for the companies with the
value of over PLN 5000 million.
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Table 3. Facebook, LinkedIn, YouTube and Twitter statistics in all the companies and in relation to their size
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8. Conclusions

In the modern world in which information serves
as a primary source of company value, it is neces-
sary for business enterprises to undertake various
activities related to information management. The
problem of obtaining and providing information
in the right place and time seems to be of particu-
lar importance in this context. Effective efforts in
this area carried out through the use of social me-
dia sites can play a key role in ensuring the suc-
cess of the company. Employer branding created
through the company’s presence on various web-
sites is currently one of the most important strate-
gies for building positive relationships with stake-
holders and human resource management.

Research results allow us to believe that de-
spite the social media presence of many top-rated
companies, their activities in this area are often
accidental, inconsistent, and even inappropriate
but also stem from a current fashion rather than be
the result of a consistent implementation of the
company’s strategy. Only half of the companies
surveyed in the research are present on three or
four sites, whereas a total of 20% have only one
account or prefer to keep away from the Internet
in general. In addition, the fact that the presence
on a given site does not translate to the intensity
of current activity within the message recipients is
a particularly important strategic mistake in the
implementation of employer branding.

The detailed research results also indicate
that companies that have a value in the range be-
tween 1000 and 5000 million PLN are more often
present in the Internet than other companies. Me-
dium-sized companies are also more active in al-
most all of the areas within the period.

The results show that most of the companies
analysed have not adopted a systematic approach
to the external employer branding practices they
use. Therefore a conclusion might be drawn that,
although these enterprises are present in the social
media networks, and they use various external
communication channels in order to reach their
stakeholders, they still fail to adopt a strategic ori-
entation in developing their activities.

The conclusions are a part of a preliminary
research and will offer more input when followed
by an in-depth content analysis. Moreover, they
can be treated as a benchmark for a comparative
analysis of the social media usage in other coun-
tries.
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9. Limitations

In addition to the considerations above, certain
limitations to the obtained results should be
pointed out. First of all, only 100 of the most val-
uable private companies were analyzed. It is pos-
sible that these dependencies would not appear in
state-owned companies or non-profit organiza-
tions, as well as companies of a much lower value.
This is certainly an area for future research. The
second important aspect that may be relevant to
these conclusions is related to the selection of only
the four most popular sites for the research. Fur-
ther research should therefore be extended to
other SNS. Thirdly, it should be stated that the pe-
riod of the companies’ activity selected for the
analysis was the period of 30 days from January
15th and February 15th 2018. At that time Fat
Thursday (February 8) and Valentine’s Day (Feb-
ruary 14) were celebrated. These two events could
have influenced any additional activity of Internet
users, and thus make it difficult to assess the ac-
tivity of the surveyed companies.

Taking into account these limitations, it is
worth continuing and expanding research in this
area. The results may be of significant importance
to many enterprises in the scope of their external
employer branding strategy in social media.
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