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Abstract

ThepurposeofthisstudyistoresearchwhetherthemarketinBosnia,withthefocus
onnorth-
easternBosniaandHerzegovinaregionposesenoughcapacity,andwhethersocial
mediamarketingcouldbeadoptedasanefficientway
ofadvertisingandpromotinggoods.ltis
obviousthatBosniaandHerzegovinaisoneofthepoorestcountriesinEurope,andfirmsin
country believeintraditionalmarketing. Thereissmallpercentageoffirms that is rising
by year, that are trying to develop an efficient way of promoting their goods by

social networksand smallpercentagethataregetting
intouchwithsocialmediamarketing forthefirsttimeinany
possibleway.Researcherchoosessurvey

methodtobethemainresearchtool.Modelwhichwill be usedforadoptionwillbe
consistedof Sstages:awareness,interest,evaluation,trial,and
adoption(orrejection).Researcherfoundthatbrandawareness,website traffic,customer
satisfaction, positioning abrand,andyouth population, as
avariableforresearch,allplayroles in

theadoptionprocessofsocialmedia.Attheendthroughtheoreticalframeworkandresults
gained,studywillhelptoidentifywhichorganizationwillorcanadoptsocialmediamarketi
ng as an improved wayof their company.

Keywords:BoshiaandHerzegovina, Social media, Adoption, Model, Company

Introduction

Have you had a goodconversation lately?What do you remember about it?Who you
enjoy having conversation with?

Conversationsrequire people, andthe purposeof socialmediaistoempower andenable
conversationsdigitally(ChrisBrogan,2010). Considering therecentrecession,firmstriedto
developanewcost-effectivemarketing strategy.Strategywasallaboutsocialmedia,phenomena
withremarkableadvantagesinbusinessarea.Socialmedia  referstoonlinecommunitiesthatare
participatory,conversational ,andfluid. Thesecommunities enable members
toproduce,publish, control,critique,rank,andinteractwithonlinecontent(Tracy
L.Tuten,2008).Socialmedia marketing offers the onelargestchanceforentrepreneurs,
smallbusinesses,mediumcompanies, andlargecorporationstobuildtheir
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brandsandtheirbusinesses.The “social” in“Social Web” impliesmore thantechnology,more
thanthenetworkswhere peoplepostphotosandreview books: It’s less about the “what” and
more about “how, why, and among whom”  that distinguishesthe
SocialWebfromearlier,transactionalonlinetechnologies(DaveEvans&Jake McKee, 2010)

Duetoitsparticularly  costreducingaffects,it’sconsideredthatithasbecomethemostpreferred
marketingdriveramongbusinessenvironmentundereconomic turmoil.For thisreason,firms
havepreferredtoemploysocialmediaasthebestway toreachtheircustomersaftertheglobal
recession,astherecenteconomiccrisis.Researchesabouttheissuealsoshowthatbothsmall
andbigfirmshaveallocatedmoreresourcestosocialmedia(A.KazimKirtis,FilizKarahan,

2011). PandemicofthesocialmediaandnetworksbasedonWeb2.0didn’tmisstheWestern
Balkans,  orthecountriesintransition,primarilyBosniaandHerzegovina,which,considering
the population,canboastthatevery thirdinhabitantisregisteredontheplanetary
popularFacebook. YouTube,MySpace, Twitter,Hi5andothersocialnetworks(media)alsohave
their supporters, anditisnotunusualthatone person hasmore
profiles(accounts)onseveralsocialmediaatthe same time(Sejn Husejnefendic,

MirzaMehmedovic, 2011).

Atthebeginning ofthisstudy,relevantliteraturesincludingarticles,booksandinternetwere
reviewed.Basedonthatliterature review,researcherdevelopedamodeloffive stagesincluding
awareness,interest,evaluation,trialandadoption(orrejection). Thosestageswillbetested
throughresultsfromsurvey.Survey isconsistedofthreeparts:identificationofthesocialmedia
use innortheastern BiH,perceptionsof the employeesonthe effectofsocialmedia andthe
demographicspart.ltisconsistedof18questions.Parttwoconsistfrom5 questionsthatinclude
variableschosenintheresearchfor finaloutcome andpossibleadoptionof socialmedia.Those
variables are already mentioned in abstract section, brand awareness, brand positioning,
customer satisfaction,and websitetrafficandyouthpopulationeffect.Finally, dataanalysiswill
beprovided based on researchframework,thenfindings andconclusions at the end.

Literature Review

Ultimately, everything social media enables is a new form ofword ofmouth. And word of
mouth trumpsmostotherformsofcommunicationininfluenceonmany purchasedecisionsand
opinions.Forbrands,socialmediaisanimperativeway toembrace,inanyway they can,the
power of word ofmouth(JohnH. Bell,2009).Amajor dilemma inthe use of socialmediais
where t o positionitintheorganization.Doesitbelongtomarketing?Customerservice?Oris
thisastrategicissue?Mostmodelsforimplementationofsocialmediaarestep by stepmodels.
Forresterresearchhasdevelopedmethodtocarefully setupsocialmediainanorganization.
Forrester(POST)modelisfour-stepapproachtothesocialstrategywhichrepresentspeople,
objectives,strategyandtechnology. It'stimetostopdoingsocialbecauseit'scool.lt'stimeto  start
doing it because it's  effective  (Josh  Bernoff,  2007). How
canorganizationsdevelopeffective,ratherthanjust‘shiny’,socialmediaideas?Inresponsetothe
demandsofplanning and evaluating social media campaigns Leo Ryan developed a
framework for managing this.
KUDOSistheacronymthatrepresentsknowledgeable,useful,desirable,open,and sharable.
LonSafkoandDavidBrake(2009)describethe(ACCESS)modelintheirbookTheSocial
MediaBible—tactics,strategiesandtoolsforbusinesssuccess.The ~ modelcanbedescribedasa
guidelineforsetting upandimplementingaSocialMediaStrategy. ThemnemonicACCESS
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standsforAudience,Concept,Competition,Execution,SocialMediaand

SalesViability. OASIS ~ framework  isalsoone  more interesting,whichstandsfor
defineyourobjectives,knowyour audience,developastrategy,plan the
implementationandthinkaboutsustainment(Patrick Mason,2008).
Indiscussionsaboutnewmedia, you willoftenhear thedivisionofmedia opportunitiesasPaid,
Owned,andEarnedmedia (P.O.E.M.).Brian Solis(2011)studiedthe various
categorizationofmediafromafew perspectives,1)thatof traditionalcontentcreation, owners,
budgets,andmetrics,2) how socialnetworks cater toconsumptionandsharing,3) how
progressivebusinessesareapproaching contentstrategiesinsocialmediaandhowthey're
rethinking departments,intentions,metricsandbudgets,and4)alsohowmediaopportunitiesare
packagedandsoldby eachnetworkandwho'sbuyingthemandwhy.Hefoundthatmediaisnot
limitedintothreegroups,butinstedcategorizedintofivekey segments:Paid,Promoted,Owned,
Shared and Earned.

Forthisstudy,the frameworkforexploring firm’sacceptanceofthesocialmediaistheAdoption
Process. Itisoftenassumedthattheconsumerorinthiscasefirmororganizationmoves  through
fivestagesinarriving atadecisiontopurchaseorrejectaproposal. Thosefivestagesare
awareness,interest,evaluation,trialandadoption(or ~ rejection).  Researcherreviewedall
frameworksandbenefitfromthem.Yet,heused5differentvariableswhichcouldpossiblygive a
finalstepanswerfornortheasternfirm’susageofsocialmedia marketing.Variables are
respectively BrandAwareness,BrandPositioning,CustomerSatisfaction,WebsiteTrafficand
Youth Population.

Research Method

Researcherwillusesurveymethodtoexploreadoptionofsocialmediamarketing innortheastern
BosniaandHerzegovina.Survey methodischosenbecauseofnovelty ofsocialmediamarketing
infirms,inBosniaandHerzegovina.Purposeofthestudy istogetsomeinsightsaboutusageof
socialmedia infirms,andtofind outemployeesbasic perceptionsaboutuse of socialmedia in
this specificregion.

Surveyisconsistedofthreeparts,1)identificationofthesocialmediauseinnortheasternBiH,  2)
perceptions of the employees on the effect of social media (brand awareness, brand
positioning,customer satisfaction,website trafficandyouthpopulation),3) demographicsand
company specificquestions.Survey has18questions,10ofthemareopen-endedquestions,3of
themare multiplechoicequestions,and5of themareclosedquestions,formeduponLikertscale
withendpointsl-strongly disagreeto5-stronglyagree.Survey isdistributedpersonally by the
researcher,totheemployeesoftheseveralfirmsinthenortheasternBiHregion.Survey IS
anonymous. Sample collected are206 correct answered surveys.

Afterdataiscollected,itisenteredintotheSPSS(softwarepackageusedfor  statisticalanalysis)
and analyzed.

GeneralFindings
Thissectionwill provide statisticaloverviewinthetermsofusage ofsocialmedia,type of

benefitsfromsocialmedia, perceptionsof theemployeesonthe socialmedia usage andthe
demographicspartinpercentage. Thesurvey  participantsatthebeginningareaskedtwological
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questions,whethertheirfirmusesocialmedia,andwhethertheypersonally usesocialmedia.
Fromthesample of 206employeesfromdifferentfirmsacrossnortheasternregionof Bosnia
and Herzegovina, when they are asked: “Does your firm use social media?”, 64.1% of the
participantsansweredpositiveand35.9%answerednegative. Andwhenthey areasked:“Doyou
personally usesocialmedia?”,74.8%answeredpositivelyandjust25.2answeredwithnegative
outcome.

Whenthoseparticipantswithpositiveansweronthequestionwhethertheirfirmusesocial

media,neededtoansweronthetwomorequestions:“Howlongdoesyourcompany usesocial
media?”,45.5%  answeredthattheirfirmusingsocialmediaforoneorlessthanoneyear.49.2%
answeredthattheirfirmusing socialmediaabouttwoyears,andjust5.3%answeredthattheir
firmusing socialmedia foraboutthreeyears. Secondquestionwas:“Approximately,howmuch
hours doesemployeesspend usingsocialmediain oneweek?”, andthe participantsanswered
by following ratio,36.4%answeredtheiremployeesusing0-
5hourssocialmedia,49.2%answered theiremployeesusing 5-
10hours,and14.4%answeredfor10-20hoursusageofsocialmediafor their employees.

Oneofthemostimportantquestionofthesurvey  forthoseemployeeswhosefirmusing social
media  was:“Didyourfirmhadbenefitsfromsocialmedia”,andtheratiowas,27.3%answered
thattheir firmhadsignificantbenefitfromsocialmedia,67.4% answeredtheir firmhadbenefit
andonly 5,3%answeredtheirfirmdidnothavebenefitfromsocialmedia.Resultsshowsthat
employeesagreefirmscouldhavefurther  benefit,butthey arequiteunsureaboutsignificant
improvement in marketingbyhelp of social media.

Goaloftheparttwoofthesurvey  wastoidentify ~ employee’sperceptionsabout5variables
mentionedbefore intheresearchmethodsection.“Usingsocialmedia throughsocialnetworks
hassignificantly improvedbrandawareness”,60.7%participantsansweredtheyagreewiththe
statement,14.6%answeredbystronglyagree,19.9%wasnotsureaboutitandonly4.9%

disagreewiththestatement.““Useofsocialmediagivesanadvantageinpositioning brandon
market over thecompetitors”, 27.2%participantsstronglyagree, 47.6% agreewith
thestatement, 20.9%wasunsure,andonly

4.4%participantsdisagreewiththestatement.“Useofsocialmedia
allowsfirmtolistencustomersmorefrequently”,49.0%participantsagreewiththestatement,
just 3.9% have answered stronglyagree, 37.9% are unsure about the statement, and 9.2%
participantsdisagree withthestatement.“Usingsocialmedia throughsocialnetworks,blogs,
youtubeandother socialnetworksincreaseswebsite traffic”,47.6% participants agreewiththe

statement,andjust4.4%oftheemployeesstrongly agreed,34.5%wasunsure,13,1%ofthe
participantsdisagreeand0.5%didanswerasstrongly  disagree.“Youthpopulationusingsocial
mediathroughsocialnetworkscouldfreely talkabouttheirideas,withusingtheirpureyouth

creativity andinthatway helpfirminachievingandapproachingnewideas”,50%ofthe
participantsdidagreeaboutthestatement,just3.4%participantsstrongly agree,29.1%ofthe
participantswere unsure aboutthe statement,and16.5% didanswerwithdisagree onthe
statement, 1%o0f theparticipants answered stronglydisagree.

Whenwetakeasummary  fromparttwoofsurvey,ingeneralemployeesagreethatsocialmedia
improve brandawarenessandbrandpositioningoverthecompetitors,butwhenitcomesto
customersatisfaction,websitetrafficandyouthpopulationeffect,specificin-surveyquestion,

employeeshavedifferentopinions. About50%agreeorstrongly agreeithasbenefitsonthese
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threevariables,butagainthereislotofemployeesthatare notsureaboutefficientbenefitfrom
social mediabased on thosethreevariables.

Part threegives us demographicsandcompanyspecificquestions. 61.7% of theparticipants
were male and38.3%were female employees.Whenitcomestoagestructure,themostcommon
age groupwas26-33with32.5% of the employees,ithen 34-40with28.2%,then41-
50with14.6%, andthenrespectively50+with12.6%andyoungestagegroupoftheemployees18-
25had12.1%. Education part provide following results,Employeeswiththefinished High
Schoolwas themostcommontoanswersurvey
with56.3%,thenCollegegroupwith40.3%,andthen respectively Phd with 1.5%, Master and
Elementary  with 1% of the participants. Type of businesssectionhadfollowing
results,themostsurveyedemployeesworkatthewholesalersor retailerswith38.3%,thenby
thedescendingpercentagegoestourism15.5%,“Other’’than6 businessofferedinthesurvey
with17.0%,construction12.1%,catering8.3%,agriculture4.9% andhealthandsocialwork
3.9%.Andthelastquestionwasannualturnover of thefirm;results are following, 500.000-
1.000.000KM 38.3%, 100.000-500.000KM 34.5%,13.1% 3.000.000+KM, 1.000.000-
3.000.000KM 12.1%and 0-100.000KM with 1.9%.

Intheconclusionpartresearcherwillusetheresultsfromsurvey totestthe5stagesofadoption
process.

Conclusions

The purpose of this studywas to identifyuse of social media and the perceptions of the
employeesinthe firms of northeasternBiH regionon the effectof socialmedia. However, the
sampleofthesurveyedemployeesisrathersmalltorepresenthugefactorinadoptionprocess, but
it will provide someuseful insights forfurtherresearch.

Depending  ontheresultsfromsurvey,64.1%ofthefirmusessocialmediainonewayoranother
andthe74.8%oftheemployeespersonallyusessocialmedia,whichrepresentsevery third
participants use social media. First stageofadoption process,awareness represents whether
firms are awareofthesocialmediaeffectonthemodernworld.Our resultsshowsthatfirmsare
using socialmediaabout49.2%for10-20hoursaweekand36.4%for0-5hoursaweek.Adding to
that,employeesperceivedsocialmediawhichrepresentshuge factorinidentifyingbrand
awareness.Accordingtothoseresults,firsstageawarenessisobviously  representedinthefirms
of this certain region.

Intereststageaccordingtotheresultsfromsurvey isincreasingandbecomingmoreadopted.
Resultsshowthatthreeyearsagoonly 5.3%ofthefirmsusedsocialmedia,andthenextyear
additional49.2% ofthefirmsstarted usingsocialmedia.Inthe lastyear,another45.5%added
social mediato their firms as awayof marketing.

Awarenessandintereststageprovideplatformforevaluationstagewhichcouldimmediately

takeustotheendoftheprocess byrejection,dependingontheresults.Inthisstudy thatwasnot the
case.Evaluationstage ismorecomplexthatthe firsttwodescribed.Whenparticipantsof the
survey wereaskedwhethertheirfirmsbenefitfromsocialmedia,theanswerwasvery positive,
and27.3%hadopinionthattheircompany benefitsignificantly,andother67.4%answeredtheir
firmdidhavebenefit.Accordingtothoseresultsevaluationstageispositively relatedtothe
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adoption process.

Whenitcomestotrialstage,onceagainitneedstobeevaluatedbeforethefinalstageof
adoption.According tothefindingsfromsurvey,mostofthefirmsaregettinginthetouchwith
thesocialmediainthelasttwoyears.Sotheyareyettofullyadoptit.Wecanapprovethose
84.7%firmssurveyed,whichstartedusing  socialmediathroughlasttwoyears,asatrialstageall
long.Whenparticipantsareasked:*“forwhatpurposesdoesyourfirmusessocialmedia”,the
mostoftheanswerswereforpromoting firm.Thenthoughtsarecombinedincustomercare,
networkingandcreatingcompany ~ namebutinmuchlessratiothanisanswerforpromotingthe
firm.Severalfirmsansweredtheirpurposesforuseofsocialmediaisemploying theworkers.
Summingupthefindings,firmsthathavesignificantbenefitfromsocialmediaaccording  toall
variablescontainedinthesurvey  couldadoptsocialmediamarketingasanimprovedway  of
marketing.

Employeesarevery  satisfiedwiththebenefitsocialmediaapprovedtotheirfirms,atleastthose
whichfirmsareusingsocialmedia.Whenthey areasked:“inwhichway firmhadthemost
benefit”,employeeswerevery commonaboutonething,customersarecommunicatingwiththe
firmmorefrequentlyandeasier.They  werealsopositiveaboutreducingthecost,andimproving
overallproductivitywith minimumrequirements.

Tosumup,employeesarevery contentwiththesocialmedia effectontheirfirms.According to
the findingsonthe brandawarenessandbrandpositioning,mostof the employeesagree social
mediahaspositiveeffectonthosevariables.Findingsoncustomersatisfaction,websitetraffic
andyouthpopulationeffectare  lesspositive,butyetenoughpositive,toapproveadoptionofthe
social mediamarketingto the firms.

Allstagesarepositivelyrelatedtotheuseofsocialmediamarketing,butyetbecauseofnovelty
ofthestudy inthisregion,thesefindingsprovideusefulinsightsforfutureresearch.Model
presentedinthestudywillbefurtherdevelopedandimprovedinthefuturestudywhichwill
applymorethan oneresearch techniques for moreimportant results.
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AppendixA — Survey Questions

Perceptions ofthe Employees onthe Social Media Effect in the FirminNortheasternBiH
FirstPart:

1. Does yourfirmusesocialmedia?
-Yes -No

2. Do you personally usesocialmedia?
-Yes -No

3. Which types ofsocialmedia does yourfirmuse?
-Facebook -Twitter -Linkedin -Youtube -Skype -Google+ Other

4. Howlong does your company usesocialmedia?(numbersrepresents years)
-12 3 4 5+

5. Approximately, howmuch hours does employees spend using socialmedia?
0-5 5-10 10-20 20-30 30+

6. Forwhat purposes does yourfirmuses socialmedia?
-Promotingfirm  -Creatingfirm name  -Networking -Employment -Customer care
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-Other

7. Didyourfirmhavebenefits fromsocialmedia?
-1t had significant benefit -It had benefit -Didn’t havebenefit  -It hadnegative effect

8. Inwhat way didfirmhadthe mostbenefits?

-Customers easilycommunicate with the firm -lImproved overallproductivity
-Reducedcosts  -Increasewebsitetraffic -Improved reputation ofthe firm
SecondPart

9. Using socialmedia throughsocial networkshassignificantly improvedbrand awareness ofthe
firm
-Stronglydisagree -Disagree -Not sure -Agree -Stronglyagree

10. Useofsocialmedia gives anadvantagein positioning brandonthe markeroverthe competitors
-Stronglydisagree -Disagree -Not sure -Agree -Stronglyagree

11. Useofsocialmedia allowsfirms to listencustomersmorefrequently
-Stronglydisagree -Disagree -Not sure -Agree -Stronglyagree

12. Using socialmedia throughsocial networks,blogs, youtubeincreases websitetraffic
-Stronglydisagree -Disagree -Not sure -Agree -Stronglyagree

13. Youth population usingsocialmedia throughsocial networks, couldfreely talk about their
ideas with their pureyouth creativity andinthatway helpfirmin achieving ideas
-Stronglydisagree -Disagree -Not sure -Agree -Stronglyagree

Third Part

14. Gender
-Male -Female

15. Age
18-25  26-33 34-40 41-50 50+

16. Education
-Elementary -High School -College -Master -Phd

17. TypeofBusiness

-Wholesalers and retailers -Construction -Agriculture  -Catering -Tourism -
Heal

and social work  -Other

18. Annual turnoverofthefirm
0-100.000KM 100.000-500.000KM  500.000-1.000.000KM 1.000.000-3.000.000KM
3.000.000+KM




