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Abstract

Since Small and Medium-sized Enterprises (SMEs) in iron and
mining industries are significant contributors not only for Gross
Domestic Product (GDP) and labour creation of countries but also
export volumes of nations, they have also crucial roles to reduce
unemployment rates, and increase amount of exports. But
comparing to their larger counterparts, SMEs encounter more
financing obstacles that might make them to become non-
competitive. Within this context, their usage of social media
platforms might increase their competitiveness because these digital
marketing channels provide less costly solutions for their activities.
But depending on their characteristics, their willingness and
propensity to implement social media channels in their marketing
operations can show differences. In this regard, this paper intends to
examine whether the usage of social media channels by SMEs in
iron and mining industries differ depending on their size and length
of doing business. To hit this target, the researchers have created a
questionnaire survey and have directed it to the randomly selected
respondents from Cribis database. 702 SMEs that operate iron and
mining industries of Slovakia and Hungary have fulfilled the
survey. Independent Sample T test is applied to explore differences
in the selected variables. While the usage of social media platforms
by smaller and larger SMEs does not differ, older SMEs apply
social media channels more than younger SMEs. These results are
consistent for both Slovak and Hungarian SMEs. The reason of
similarities in both nations’ SMEs might be related with similar
social-economic conditions of these nations, education level and
experience of firm executives. The cooperation of policymakers
with SMEs, universities, industrial zones, and unions to encourage
the effective usage of social media channels might increase SMEs
operating in mining and iron industries and their executives’
competencies and competitive postures to contest with their larger-
sized counterparts.
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Introduction

The existence of internet and the developments in the information technologies have increased digitalization
processes of marketing activities by providing the usage of technology enabled marketing tools and internet-
based applications for SMEs. In this regard, the usage of these channels by SMEs might provide advantages for
SMEs when competing with their larger rivals. Since larger enterprises more assets and financial resources than
SMEs, adoption and usage of social media networks that provide less costly marketing activities and widen
networks might enable SMEs to close the gap between their larger rivals. In industries where the competition is
fierce such as iron and mining industries, the usage of these platforms might be more beneficial for SMEs. This
is because firms in those industries do not only present their products and services via those platforms but also
they become aware of new trends and goods in their sectors. Hence, businesses try to differentiate themselves
against their competitors by stimulating their innovative posture (Quinton & Wilson, 2016; Freixanet et al.,
2020) and SMEs in those industries stay competitive and get some clues from their competitors not only
depending their locational advantages such as agglomeration. In this regard, the aim of this research is to analyse
and investigate the differences between older-younger, smaller and larger SMEs operating in mining and iron
industries regarding their usage of social media platforms. SMEs are categorized under three different segments
depending on their size, namely micro, small and medium-sized. While the number of staff headcount for micro
enterprises differ between 0 to 9, small firms have employees between 10 to 49, and medium sized enterprises
employ workers around 50 to 249 (European Commission, 2003).

Social media tools can be defined as applications that are available with internet connection and provide
their users to explore novel notions and share this information with videos, photos, and messages to other users
via these channels (Wardati & Mahendrawathi, 2019; Mount & Martinez, 2014). In this regard, most of
businesses become able to give information about their products and services (Hitchen et al., 2017; Freixanet et
al., 2020). Except reducing marketing costs, the usage of social media also positively affects performance
(Olanrewaju et al., 2020), competitiveness (Guha et al., 2018; Qalati et al., 2020), revenues (Shaltoni, 2017),
sales (Wardati & Mahendrawathi, 2019), profitability (Jokonya & Mugisha, 2019) and marketing activities of
firms (Jokonya & Mugisha, 2019; Wardati & Mahendrawathi, 2019). Enterprises might use social media
networks to fulfil their different marketing targets such as branding (Jokonya & Mugisha, 2019), promotion
(Freixanet et al., 2020), customer relationship, advertising and reputation strategies (Wardati & Mahendrawathi,
2019). Social media networks and applications also make businesses to deploy their human resources. Since
these platforms reduce the talk times via telephone conversations, workers can be more canalized solving issues
that they receive as feedbacks from these channels (Jokonya & Mugisha, 2019).

Social media networks and platforms have many advantages for their prospective and existing users
including businesses. In detail, these channels provide less costly transaction costs for marketing activities of
enterprises (Stockdale, et al., 2012; Hitchen et al., 2017) and do not require superior skills to use it (Olanrewaju
et al., 2020). Therefore, it is also a convenient option for enterprises to achieve both having easier contacts with
their customers and suppliers and sharing information via social media networks (Jokonya & Mugisha, 2019).
Social media platforms increase visibility of enterprises and their interactions with their costumers and suppliers
(Qalati et al., 2020). By receiving feedbacks from their customers, firms can also develop their products and
services by applying innovative activities. These facts also make enterprises to be aware of their customers’
demands and quickly find appropriate solutions to fulfil these demands (Wardati & Mahendrawathi, 2019). To
sum up, SMEs in mining and iron industries can increase their sales, reputation and advertising activities,
improve their human resources, quality of their products, time management and relationships with their
customers and suppliers.

Social media applications consist of social networks, blogs and forums and they are accessible by
smartphones and tablets (Wardati & Mahendrawathi, 2019). Facebook, Twitter (Yap & Lee, 2014), LinkedIn,
Instagram and Pinterest (Wardati & Mahendrawathi, 2019) are some of the most popular social media platforms
and networks that are used by enterprises for their marketing purposes. Moreover, businesses also use some
other social media tools for different purposes such as to share audio, photo and video, they use Youtube and
Spotify. For collaboration purposes, firms use, Dropbox and Google Docs (Verheyden & Goeman, 2013). But
comparing to other social media networks, the number of Facebook users is higher in the worldwide since there
are around 1.69 billion Facebook users (Statista, 2020). According to Statista (2021), the numbers of Facebook
users in Slovakia and Hungary were 3.25 and 6.74 millon, respectively in February, 2021 (Statista, 2021).
Considering to the number of users on the total populations of these nations, the percentages are quite similar.

However, since the characteristics of businesses such as age and size have been a determinant factor for the
decision making process (Yildiz et al., 2013), selection of firm strategies (Cucculelli, 2018), success, innovation
(Withers et al., 2011) and marketing performance of firms (Gati & Bauer, 2019), it might also influence social
media usage of enterprises. This is the reason why this paper consider age and size of SMEs and aims to explore
whether they are determinant factors in the usage of social media tools by SMEs. In this regard, the research

186



Aleksandr KLJUCNIKOV et al. / Acta Montanistica Slovaca, Volume 26 (2021), Number 2, 185-194

question is as follows: Does social media usage by SMEs differ depending on their size and age? In parallel with
this target, the research investigates 303 Slovakian and 399 Hungarian SMEs.

Concerning the differences in the usage of social media platforms between businesses depending on their
size, financial power, human resources, structure and flexibility of firms have been major arguments for the
researchers to consider (Gavurova et al. 2018; Wamba & Carter, 2013). For instance, since larger firms have
more financial sources, they are more likely to improve their competencies than smaller firms (Withers et al.,
2011) and more likely to use social networks (Eggers et al., 2017). Having more financial power enables larger
firms to have easier access conditions to Information Technology (IT) knowledge that motivate them to apply
and use novel technological tools and platforms (Fedorko et al. 2018; Bruque & Moyano, 2007). Some studies
also confirm the fact that larger enterprises own and use social media platforms more than smaller enterprises
(Verheyden & Goeman, 2013; Becker & Lee, 2019). On the other hand, regarding firm structure, larger firms
have more hierarchical levels in their organizations that make them to implement less innovative actions and to
be further from their clients and executives comparing to smaller businesses (Wamba & Carter, 2013). Since
smaller firms have less hierarchical organization structure, this characteristic makes smaller firms to be more
flexible to seize and implement new technologies and innovative tools comparing to their larger counterparts
(Stockdale, et al., 2012; Withers et al., 2011; Cucculelli, 2018). Some studies also bear out the fact that social
media usage by smaller firms is higher than their larger rivals (Yellow, 2018; Olanrewaju et al., 2020).

Regarding firm age and usage of social media by SMEs, similar with firm size, firm structure, resources and
flexibility also carry high importance. For instance, since younger firms face with less bureaucracy, have less
routines, and have less rigid organizational structure, they become more flexible and more likely to use, adapt
and implement new innovative tools into their operations comparing to their older rivals (Withers et al., 2011).
This flexible structure and flatter hierarchy in organization enable younger firms to have quick decisions and
quick actions to gain chances regarding innovation (Rosenbusch et al., 2011). Similarly, Cucculelli (2018) also
state the fact that younger firms are more innovative than their older rivals. On the other hand, since older firms
are more experienced, their skills to seize and explore innovative opportunities might be more improved over the
years (Cucculelli, 2018). This is because older firms might have more informed about the processes and the tasks
that enable them to adapt new technologies. In this regard, continuous learning and knowledge acquisition in
long term might have key roles to apply new technological tools. Regarding firm resources, younger SMEs face
with more obstacles to receive financial resources and they also encounter difficulties related with liability of
newness. This is because they usually have lack of relationship with financial institutions, and they are not well
informed about market conditions (Withers et al., 2011). These facts might be reasons for the studies that
substantiate higher usage of Information and Communication Technologies (ICTs) and social media platforms
by older firms in comparison with younger enterprises (Perrigot et al., 2012; Cirera et al., 2016).

Although many studies compare SMEs of Hungary and Slovakia regarding impacts of socio-economic
conditions (Oldh et al., 2019; Ivanovd & Cepel, 2018;Virglerova et al., 2020), this study examines SMEs from
different perspectives by focusing on their characteristics and their usage of social media platforms. Since these
countries have similar socio-economic conditions, analyzing differences in the social media usage of SMEs
might be noteworthy to fulfill the gap in the related literature. Moreover, since one of the main focuses of this
research is SMEs in mining and iron industries, analyzing social media usage of firm in those sectors will fulfill
the gap in academic literature.

The rest of the paper is organized as follows. Material and Methods presents the development of research
hypotheses by based on previous empirical studies and also clarifies the methods and approaches that the
researchers consider when making their analyses. The findings of this research are illustrated and explained in
Results section. Moreover, the researchers propose some policy implications and prospective reasons of the
results in Discussion. Lastly, the researchers highlight the key issues of this paper and the limitations of this
research in Conclusions.

Material and Method

Research Objective

The aim of this paper is to explore and analyse whether length of doing business and size of SMEs are
determinant factors for the usage of social media marketing channels by SMEs or not. In parallel with this aim,
the researchers have created an online questionnaire survey to collect the research data. The data collection
process was performed between September 2019 and March 2020.

Research Sample and Data Collection Process

The research sample was generated from Cribis database by employing random sampling method. The
randomly selected Hungarian and Slovakian SMEs were e-mailed by the research team. The respondents who
are managers and owners of SMEs have fulfilled the same questionnaires via the link of online survey that is
attached in the emails. The total number of respondents is 702, while 399 of them are owners or managers of
Hungarian SMEs and 303 of them are Slovakian owners of managers of SMEs.
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Research Hypotheses

As already mentioned in Introduction Section, the empirical results of previous studies make the researchers
to develop the research hypotheses as follows:

HI: There is a statistically significant difference between the mean volumes of social media usage of larger
and smaller SMEs.

H2: There is a statistically significant difference between the mean volumes of social media usage of
younger and older SME:s.

5% level of significance is chosen by the researchers to support or reject the above-mentioned hypotheses.
Thus, p values that are lower than the 5% significance level enable the researchers to support alternative
hypotheses and reject the null hypotheses that are set as the nonexistence of the significant differences between
the mean volumes of social media usage of larger-smaller and younger-older SMEs.

Research Variables

The researchers have selected four following survey questions from the questionnaire to measure the social
media usage by SMEs: “Thanks to social media, our business can respond more flexibly to market
developments”, “Social media helps our business quickly share information with customers and partners”, “Our
business has a clear strategy on how to use social media”, “Social media supports the growth of our company
performance”. To scale the responses of the survey participants, the researchers employ Five-point Likert scale
as follows: “1 — strongly disagree, 2 —disagree, 3 — hold no position, 4 —agree, 5 — strongly agree”.

Moreover, the researchers have divided both variables that are the characteristics of SMEs namely, length
of doing business (firm age) and size into two categories. Firm size is classified as smaller, micro (firms that
have 0 to 9 workers, microenterprises) and larger, small and medium-sized firms (the number of staff headcount
differs from 10 to 249 for those businesses). Concerning length of doing businesses, the classification of Family
Business Institute (2019) is taken into consideration. In this regard, businesses are classified as older if their
length of doing business is more than 10 years. On the other hand, businesses that have been operating less than
10 years are categorized as younger SME:s.

Test of Normality

To find out whether the research sample has normal distribution or not, Skewness, Kurtosis and Levene’s
Test are considered by the researchers. Tab.1 that is presented below, illustrates the results of normality test. As
indicated in Tab. 1, the volumes from Skewness and Kurtosis tests differ between -1 and +1, thus, it can be
stated the samples for Slovakia and Hungary are normally distributed. Hair et al. (2013) declare that the results
from Skewness and Kurtosis that are between -1 to +1, are indicators of normal distribution.

Tab. 1. Test of Normality

Std. Levene’s Test
Country Variance Mean Deviation 95% CI Skewness  Kurtosis  Firm Size  Firm Age
Slovakia 0.825 2.8804 0.90821 [2.7777 2.9830]  -0.096 -0.361 0.878 0.961
Hungary 0.930 3.3051 0.96439 [3.2102 3.4001]  -0.367 -0.539 0.614 0.173

Source: own calculations.

Regarding the results of Levene’s test, as demonstrated above in Tab. 1, the volumes are higher than 5%
level of significance. For this reason, it can be inferred that there is not any statistical differences between the
variances of groups, thus, the varioances are homogenous. Having this result also makes this paper to fulfill
another assumption of normality test. In line with these results, the researchers perform one of the parametric
tests, namely, Independent Sample T test, and compare the mean volumes of social media usage of larger-
smaller and older-younger SMEs. To perform these analyses, the researchers run SPSS statistical program.

Sample Profile

Corresponding sample profile, the researchers explain the details by Tab. 2 that is presented below. Some of
the characteristics of SMEs, and the respondents have clearly indicated in this table. For instance, the
percentages of microenterprises in the total Slovakian and Hungarian samples are 56.44% and 67.17%,
respectively. Moreover, majority of SMEs in both samples (71.29% of Slovak SMEs and 63.16% of Hungarian
SMEs) have been operating for more than 10 years. When it comes to the sectors where those businesses
operate, 92.74% of firms in Slovak sample (281 SMEs) operate in mining and iron industries. On the other
hand, this percentage for Hungarian sample is 95.99% (383 SMEs) as illustrated in Tab. 2. Regarding legal
structure of companies, most of them work as limited liability companies (72.94% of Slovakian firms and
60.15% of Hungarian SMEs).

188



Aleksandr KLJUCNIKOV et al. / Acta Montanistica Slovaca, Volume 26 (2021), Number 2, 185-194

Concerning the respondents characteristics such as gender and job status, majority of the respondents in
Slovakian an Hungaian SMEs are male and owner of those enterprises. While 208 respondents (69.65% of all
respondents) in Slovakian sample is male, this volume for Hungarian sample is 275 (68.92% of all survey
participants in Hungary). Regarding job status, 76.9% of the Slovakian survey participants (233 respondents) are
owners of the companies, while this percentage for Slovakian sample 68.17% (272 Hungarian respondents are

owners of SMEs).
Tab. 2. Sample profile
Slovak Hun
n Share n Share
micro 171 56.44% 268 67.17%
Firm size small 90 29.70% 73 18.29%
medium 42 13.86% 58  14.54%
Total 303 100% 399  100%
up to Syears 43 14.19% 85  21.30%
Firm age 6 to 10 years 44 1452% 62 15.54%
more than 10 years 216 71.29% 252 63.16%
Total 303 100% 399  100%
sole proprietorship 50 16.50% 109  27.32%
Legal Structure limited liability 221 72.94% 240  60.15%
joint stock company 16 5.28% 18 4.51%
other 16 5.28% 32 8.02%
Total 303 100% 399  100%
Sector Mining & iron 281 92.74% 383 95.99%
other 22 7.26% 16  4.01%
Total 303 100% 399  100%
Respondents’ gender female 95 31.35% 124 31.08%
male 208 69.65% 275  68.92%
Total 303 100% 399  100%
Respondents’ job position manager 70 23.10% 127 31.83%
owner 233 76.90% 272 68.17%
Total 303 100% 399 100%
Minimum bachelor’s 130 76.02% 223 83.20%
Respondents’  Microenterprises
education Less educated 41 23.98% 45 16.80%
depending on — -
fir?n size g Small & mediam Minimum bachelor’s 103 78.03% 109 83.20%
Less educated 29 21.97% 22 16.80%
Total 303 100% 399 100%
More than 45years old 159 73.61% 162 64.29%
Respondents’ Older SMEs
age (more than 10  j; ¢4 45 years old 57 2639% 90  35.71%
depending on years)
firm age Younger SMEs More than 45years old 28 32.18% 103 70.06%
up to 10 years Up to 45 years old 59 67.82% 44 29.94%
Total 303 100% 399 100%

The results of Independent T test regarding size and social media usage of SMEs are presented below, in
Tab. 3. As it is seen in this table, p values (Sig.) for both samples are higher than 5% level of significance
(Slovakia: t(301)= 0.951, p= 0.342>0.05; Hungary: t(397)= -0.942, p= 0.347>0.05). In this regard, this paper
proves the fact that there is not statistically significant difference in the usage of social media platforms by
smaller and larger SMEs. This result is valid for both Slovakian and Hungarian SMEs. Having this result makes
the researchers to fail to support H1 hypothesis that assumes the existence of differences between the mean

Source: own calculations.

Results

volumes of social media usage by smaller and larger SMEs.

Tab. 3. The results of T-test regarding size of SMEs and social media usage
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n Mean T test for Equality of Means
Country micro small & micro small & df t Sig.
medium medium
Slovakia 171 132 2.9240 2.8239 301 0.951 0.342
Hungary 268 131 3.2733 3.3702 397 -0.942 0.347

Source: Own calculations.

Concerning to age (length of doing business) of SMEs and their social media usage, Tab. 4 that is provided
below, illustrates the results. According to the table, p values (Sig.) for both samples are lower than 5%
significance level (Slovakia: t(301)= -2.589, p= 0.010<0.05; Hungary: t(397)= -2.201, p= 0.028<0.05). For this
reason, this paper substantiate the fact that significant differences exist between the mean volumes of social
media usage by older and younger SMEs. This fact makes this paper to support H2 hypothesis.

Tab. 4. The results of T-test regarding age of SMEs and social media usage

n Mean T test for Equality of Means
Country Firm age > 10 years Firm age > 10 years df t Sig.
< 10 years < 10 years
Slovakia 87 216 2.6695 2.9653 301 -2.589 0.010
Hungary 147 252 3.1667 3.3859 397 -2.201 0.028

Source: own calculations.

Furthermore, as it is indicated in Tab. 4, the mean volumes for older SMEs in both samples, Slovakian
SMEs (the mean volumes for older and younger SMEs are 2.9653 and 2.6695, respectively) and Hungarian
SMEs (the mean volumes for older and younger SMEs are 3.1667 and 3.3859, respectively) are higher than the
mean volumes of younger SMEs. Thus, it can be stated that older Slovakian and older Hungarian SMEs more
positively perceive the usage of social media channels in their activities in comparison with their younger
counterparts.

Discussion

Concerning the social media usage by SMEs depending on firm size, as presented in Results section, this
paper does not find any significant differences between smaller and larger SMEs. This result makes this paper to
have compatible findings with the studies of Wamba and Carter (2013), Zufan, et al. (2020) and Civelek et al.
(2020) since these researchers also confirm the nonexistence of the differences between smaller and larger
SMEs’ social media platforms and networks usage. On the other hand, this result of this paper is not consistent
with the studies of Verheyden and Goeman (2013), Becker and Lee (2019) and Olanrewaju et al. (2020) that
express the differences between social media usage of smaller and larger enterprises.

Education level of the owners and managers of businesses might be reason for the similarities in the usage
of social media platforms by smaller and larger SMEs. This is because a positive relationship exists between
education level and usage (Mazzarol, 2015; Deryabina & Trubnikova, 2020), adaptation (Wamba & Carter,
2013) of new interned based marketing channels. According to the research data, most of Slovakian and
Hungarian executives and owners in micro (76.02% of Slovakian respondents and 83.2% of Hungarian
respondents) and small, medium-sized enterprises (78.03% of Slovakian respondents and 83.2% of Hungarian
respondents) have minimum bachelor’s degree. Higher educational status of company executives might have
enabled them to perform more innovative actions by applying the usage of internet-based, digital technologies
and social media networks. Thus, this fact might be a strong argument to explain similar behaviours of smaller
and larger SMEs regarding the usage of social media networks.

Corresponding to social media usage of younger and older SMEs, this paper confirms the differences.
According to the results of this paper, older SMEs perform more activities via social media platforms comparing
with younger SMEs. In this regard, this paper finds similar results with Perrigot et al. (2012) and Cirera et al.
(2016) that also corroborate the higher usage of ICTs and social media platforms by older enterprises than their
younger counterparts. But the result of this paper regarding firm age is not compatible with the findings of
Withers et al. (2011), Cucculelli (2018), Zufan et al. (2020), and Yildiz et al. (2013) since some of these studies
do not confirm the differences in social media usage and innovative performance of SMEs, while others prove
the higher usage of social media platforms by younger SMEs comparing with older SME:s.

The reason why older SMEs use social media networks and platforms more than younger SMEs might be
related with the experience of owners and executives in older SMEs. This is because experience enables to seize
novel technological tools and opportunities (Cucculelli, 2018). Older executives have more experience than their
younger counterparts (Klju¢nikov et al., 2019). In this regard, the percentages of the respondents that are older
than 45 years old in older Slovakian and Hungarian SMEs are 73.61% and 64.29%, respectively. Concerning to
the younger SMEs, these percentages are only 32.18% and 29.94% for Slovakian and Hungarian samples,
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respectively. Therefore, the experience of older executives in SMEs that have been operating for long years
might be reason why older SMEs apply social media channels more than younger SMEs when performing
marketing activities of their businesses.

Moreover, since this paper verifies similar results in different countries’ SME:s, this fact enables this paper
to have compatible facts with Wardati and Mahendrawathi (2019). This is because these researchers also
mention the similar effects of social media usage in SMEs of various countries. The reason why SMEs in
Slovakia and Hungary have similar social media usage might be explained socio-economic conditions of these
nations. According to Olah et al. (2019), Slovakia and Hungary have similar socio-economic conditions. Those
socio-economic conditions have influences on firms’ innovative performance (Ivanovd & Cepel, 2018) that is
positively associated with the usage of social media networks and platforms (Olanrewaju et al, 2020; Qalati et
al., 2020). For instance, the perceptions of SMEs regarding legal risk (Virglerova et al., 2020) and market risk,
(Dvorsky et al., 2018) are quite similar in these countries. Moreover, Transparency International Corruption
Perception Index (2020) show that the scores of Slovakia and Hungary are 49 and 44, respectively. According to
the Global Competitiveness Index of the World Bank (2017), the volumes of Slovakia and Hungary from this
index are 59 and 60, respectively. Concerning the social media usage, the percentage of social media users in
total populations of both nations are also similar. For instance, according to Worldometers (2020), the total
population of Hungary is around 9.65 million, while this volume for Slovakia is around 5.46 million and the
numbers of Instagram users in Slovakia and Hungary were 1.44 and 2.61 million, respectively in February, 2021
(Statista, 2021). Therefore, the percentages of Instagram users in the total populations of Slovakia and Hungary
are 26.4% and 27.05%, respectively. All these statistics and volumes indicate how socio-economic conditions in
these countries are similar. This fact might be a strong argument to explain why this paper finds similar social
media usage patterns in both countries’ SMEs.

Although this paper finds compatible or opposing results with above mentioned studies regarding age and
size and social media usage of SMEs, there are lack of studies that focus on firm size, length of doing business
and the social media usage of SMEs in mining and iron industries. For instance, Civelek et al. (2020) analyse the
technology enabled marketing usage, size and age of SMEs operating in mining and iron industries of Slovakia,
Czechia and Hungary, but the researchers pay regard to those variables’ effects on bankruptcy issues of firms.
Since the main focus of this paper is analysing the usage of social media usage depending on size and age of
SMEs in mining and iron industries, this is an originality of this research. Thus, this fact makes this paper to be
sole in this specific topic and to fulfil the research gap.

Concerning implications for the social media usage and recommendations for the management of firms in
mining and iron industries, SMEs in those sectors can be more active to find opportunities and implement online
and digital technologies into their organizations regarding their marketing operations. Except that, since social
media enables businesses to widen their networks, they can also be more active via these channels to have more
contacts with their prospective and existing suppliers, partners and customers. When communicating with the
above-mentioned players that are surrounded in their external environment, SMEs in mining and iron industries
also need to know and determine efficient communication, promotion and marketing strategies. In this regard,
the roles of top management team and firm executives in decision making process carry high importance. Since
the personal characteristics of owners, shareholders, entrepreneurs and managers might influence firms’
decisions on the usage and adaptation of social media platforms, the awareness and competencies of these
executives regarding the usage of these channels need to be improved. Therefore, some educations and trainings
might be provided to develop entrepreneurial, innovative and creative postures of the executives of firms
operating in mining and iron industries. These trainings and courses can also make company executives to
improve their skills regarding the usage and adaptation of technology based, digital marketing technologies. To
achieve these targets, universities, policy makers and SMEs can work together and create effective strategies for
SMEs to make them more competitive against their larger rivals. Furthermore, online trade fairs that enable
firms in mining and iron industries to share their products or services, might stimulate the usage of online
platforms by those businesses too. Mining firms face with political and reputational risks because of political
uncertainties and regulations of policy makers. To overcome those problems, firms in mining industry might
apply some Corporate Social Responsibility (CSR) projects (Fahmi & Zulbainarni, 2021) and they can post those
projects via their social media platforms to have a good reputation from the perspective of their customers and
suppliers and policy makers.

Conclusions

Although SMESs operating in mining and iron industries provide considerable benefits for world economy,
they encounter more impediments than their larger counterparts when receiving funding and making investments
for their marketing activities. Since digital and online marketing tools including social media platforms enable
SME:s to find less costly solutions in marketing, the usage of these channels by SME:s is of great value. But even
SMEs might use social media platforms, the characteristics of these enterprises might affect their preferences
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when adapting these channels. In this regard, the aim of this research to analyse and find out the differences in
the usage of social media platforms by SMEs depending on their size and length of doing business. Since this
paper analyses the usage of social media channels by SMEs that are in iron and mining industries and from
different countries, this research might make value addition to the related literature.

The data that this paper investigates is collected by a questionnaire survey. The researchers have applied
random sampling method to select the respondents from Cribis database. After that, the researchers have sent the
link of the online questionnaires to the randomly selected respondents. 303 owners or managers of Slovakian
SMEs, and 399 owners or managers of Hungarian SMEs have fulfilled the survey. The researchers perform
Independent Sample T test via SPSS statistical software to compare the usage of social media channels by
smaller-larger and younger-older SME:s.

The results of this paper confirm that firm size is not a determinant factor that might influence the usage of
these tools by SMEs. Education level of the firm executives might be a strong argument to support the
nonexistence of the differences between the smaller and larger SMEs’ social media usage. On the other hand,
length of doing business determines the usage of social media channels by SMEs and older SMEs adapt and use
social media channels in their marketing activities more than their younger counterparts. The reason of the
differences between older and younger SMEs might stem from the experience of executives in older SMEs.

Moreover, above mentioned results have been confirmed in both samples, Slovak and Hungarian. The
reason why both samples show similar social media usage patterns of SMEs might be explained by the similar
socio-economic factors in these nations. Since these nations have similar rankings and volumes from the
Corruption Perception and Global Competitiveness indexes and have similar percentages regarding the number
of users of most popular social media platforms in the total population, these indicators might be strong
arguments to support the same usage patterns in various countries.

Eagerness of SMEs in iron and mining industries to implement the social media platforms in their
marketing activities and their willingness for widening their networks stimulate their adoption of these marketing
channels into their operations. Except that, the abilities of SMEs to apply effective communication, promotion
and branding strategies for their digital marketing activities are highly beneficial for them to have better sales
and income volumes. On the other hand, personal characteristics and competencies of company executives in the
usage of these platforms, should not be ignored. Since these characteristics and abilities might shape and
determine firms’ marketing strategies, some trainings and courses that are related with effective usage of social
media channels might be created for prospective and existing executives. In this regard, the collaboration of
universities, policy makers and SMEs can create synergy for the development of creative and innovative ideas
for the usage of social media platforms by mining and iron firms. Moreover, the participation and the existence
of SMEs operating in mining and iron sectors to online trade fairs and CSR projects might be beneficial for their
reputation. Those facts might create opportunities for firms in iron and mining industries to compete with their
larger rivals in those sectors.

Although this research provides significant findings regarding social media usage by SMEs that operate in
iron and mining industry of various nations, it is limited in some extents. For instance, social media usage of
SMEs is evaluated depending on the perceptions of firm executives. Thus, this paper does not employ an
external objective measurement to evaluate social media usage of SMEs. Moreover, since this research collects
the data by an online questionnaire the eagerness of respondents might be limitation too. But the research team
have given a great effort to cope with this issue. The researchers can consider these problems when making new
studies. Moreover, they can include larger sized enterprises, businesses from other countries and other firm-
individual level characteristics into their analyses to compare the differences between companies’ digital and
online marketing activities.
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