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Az "Acta Academiae Beregsasiensis. Economics" tudomanyos folyéirat 2021-ben lett alapitva, és a
II. Rékoéczi Ferenc Karpataljai Magyar Féiskola Tudoményos Tandcsa hatarozata alapjan jelenik meg.

A tudomanyos folyéirat évente kétszer jelenik meg.

A Folyéirat az Ukran Oktatédsi és Tudomanyos Minisztérium 2023. janius 20-an kelt 768. szdm1 rendelete alapjan
»B” kategoriaju folyodiratnak mindsiil, melyben publikalhatdak az ukrajnai fokozatszerzéshez sziikséges
tudoményos eredmények.

Kiadashoz ajdnlotta a II. Rakoczi Ferenc Kdrpdtaljai Magyar Féiskola Tudomdnyos Tandcsa
(2023. augusztus 31-i 8. sz. jegyzokonyv)
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Altalanos fészerkeszt6-helyettes - Prof. Dr. Pojda-Noszik Nina, kozgazdasagtudomanyok nagydoktora,
professzor, Szamvitel és Auditélas Tanszék professzora, II. Rdkoczi Ferenc Karpataljai Magyar Féiskola, Ukrajna.
Fészerkeszt6-helyettes, felelGs szerkeszt6 - dr. Makarovics Viktéria, gazdasagtudomany kandidétusa, egyetemi
docens, Szamvitel és Auditalas Tanszék docense, II. Rakoczi Ferenc Kérpataljai Magyar Féiskola, Ukrajna.
FészerkesztS-helyettes, felelSs titkar - dr. Loszkorih Gabriella, PhD, tanszékvezetd helyettes, Szamvitel és
Auditalas Tanszék, II. Rakéczi Ferenc Karpataljai Magyar Féiskola, Ukrajna.

Szerkeszt6bizottsag:

Prof. Dr. Orlov Igor - gazdasagtudomanyok nagydoktora, professzor, az Ukrajnai Kozgazdasdgtudomanyi
Akadémia akadémikusa, II. RFKMF, Ukrajna; Prof. Dr. Vnukova Natdlia - kozgazdasagtudomanyok
nagydoktora, professzor, Ukrajna tiszteletbeli kozgazdasza, Vam és Pénziigyi Szolgaltatasok Tanszékének
professzora, Szemen Kuznyec Harkovi Nemzeti Gazdasagtudomanyi Egyetem, Ukrajna; Prof. Dr. Zsivko
Zinaida - kozgazdasagtudomanyok nagydoktora, professzor, Menedzsment Tanszék professzora, Lembergi
Allami Beliigyi Egyetem, Ukrajna; Prof. Dr. Kovalenko Julia - kozgazdasagtudomanyok nagydoktora,
professzor, Pénziigyi Piacok és Technolégidk Tanszék professzora, Allami Adéegyetem, Ukrajna;

Prof. Dr. Bonddruk Tajiszija - kozgazdasdgtudoméanyok nagydoktora, professzor, Ukrajna tiszteletbeli
kozgazdasza, Pénziigyek, Bank és Biztositds Tanszék vezetSje, Nemzeti Statisztikai, Szamviteli és Auditélasi
Akadémia, Ukrajna; Prof. Dr. Zdverbnij Andrids - kozgazdasigtudoményok nagydoktora, professzor,

Kiilgazdasagi és Vamtevékenység Tanszék professzora, Lembergi Nemzeti Politechnikai Egyetem, Ukrajna;
Prof. Dr. Vdovenké Natdilia - kozgazdasagtudomanyok nagydoktora, professzor, Globalis Kozgazdasag Tanszék
vezet6je, Ukrajna Nemzeti Bioer6forras- és Természetgazdalkodasi Egyetem, Ukrajna; dr. Novicsenko Ljudmila -
gazdasagtudomany kandidatusa, egyetemi docens, Szamvitel, Auditalas és Ad6zéas Tanszék docense, Nemzeti
Statisztikai, Szamviteli és Auditdlasi Akadémia, Ukrajna; Dr. habil. Fenyves Veronika - PhD, egyetemi tanar,
tanszékvezetd, oktatasi dékanhelyettes, Gazdasdgtudomanyi Kar, Szdmviteli és Pénziigyi Intézet, Kontrolling
Tanszék, Debreceni Egyetem, Magyarorszag; Dr. habil. Ing. Machovd Rendta - PhD, rektorhelyettes, egyetemi
docens, Selye Janos Egyetem, Szlovéakia; Dr. Illés Bdlint Csaba - PhD, egyetemi tandr, Neumann Janos Egyetem,
Magyarorszag; Dr. Dunai Anna - PhD, egyetemi tandr, Neumann Janos Egyetem, Magyarorszag; Dr. Péti Mdrton
- PhD, Nemzetstratégiai Kutatéintézet Kutatdsi, elnokhelyettes; egyetemi docens, Gazdasagfoldrajz és
vérosfejlesztés tanszék, Budapesti Corvinus Egyetem, Magyarorszag; Dr. Szdsz Levente - PhD, egyetemi tanar,
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ANALYSIS OF SOCIAL MEDIA MARKETING ACTIVITIES OF
HUNGARIAN ACCOMMODATION PROVIDERS AND CATERING SME’S
FROM THE ASPECT OF LEAN PRINCIPLES

Anomauia. Konyenyis Lean-meneddcmenmy mooice po3ensioamucs sk nioxio, wo opeamizogye ma
Kepye Oi3Hec-npoyecamu, 30Cepeddcyroiuct npu Ybomy HA KiIbKOX OCHOGHUX NPUHYUNAX, MAKUX AK
maxcumizayis yinHocmet Onsl KAEHMA Npu MIHIMI3ayii eumpam, wo npu3eooums 00 CHEOPEHHs
Oinvuux yinHocmeti OJisl CRONCUBAYA 34 PAXYHOK GUKOPUCMAHHA MeHwol Kitbkocmi pecypcis. Lean-
MUCEHHS YCHIUWHO MOJICE 3aCMOCO8Y8AMUCS 6 2AT1Y31 MAPKEMUHZY COYIANbHUX MePEJIC, KO M08a 1ide
nPo PO3YMIHHA JI02IYHO20 NpoYyecy OKpeMux onepayiti ma nio8uwjeHHs 3a2albHOi eghexmugnocmi
KAMNAHIti npU  OOHOYACHOMY MNOKPAWeHHI KII0YO8UX MNOKA3HUKie pesynomamusnocmi. OCHOGHI
npunyunu Lean («owaonueiy npunyunu) MoxCymb CIYHCUMU OCHOB0I0 V 0VOb-SKill cucmemi ma
Oi3Hecl, 30KpemMa 8paxosylomucs i Ha cmpameiviux pieusx. Pisnomanimui naamgpopmu cmanu cmapm
(PO3YMHUMU), DEKAAMHI ANbMEPHAMUBU MONCHA HAIAUIMOBYB8AMU BIONOBIOHO 00 IHOUBIOYATIbHUX
nompeb 0i3necy, wo maxodc npu3eo0Umv 00 OiNbWOI 3a2anbHOI ehexmurnocmi. 3a Odonomozoro
oocmynHux naamgopm coyianbHux mepedxc, OizHec Modce He MINbKU 3aIy4amu 61AcCHy Yilbogy
ayoumopiio, ane u GuMiproeamu ycnix okpemux xamnawiu. OcHO6Ha Mmema OOCHIONCEeHHS. NONAAE Y
NOWYKY GION0GIOI HA NUMAHHS, AKI Napaneni ma 36's13Ku MONCHA BUABUINU MINC OHIAUH-MAPKEMUHSOM
ma Lean-meopisimu. [locniodicenna poskpueac npoyec CMEOpeHHs ma NIOMPUMKY Cmpameziti
MAapKemuHey — COYIiaNbHUX Mepedic 3 mouky 30py Lean-mucnenus, 30cepeodicyiouuct HA 6UAGLEHHI
BNIUBY OKPEMUX KAMNAHIL — GHYMPIWHIX aO0 306HIWHIX - HA CIYNIHL BUKOPUCMAHHS npuHyunie Lean.
Y npoyeci docnioxcenns nposedeno amkemy6anHs NOCMAYANLHUKIG NOCTY2 POSMIWEHHS MAd MAAux
RIONPUEMCING  KeUmepuHey, SKI (DYHKIOHYIOMb 6 pI3HUX Micmax Yeopwunu, 3 Memow OyiHKu
eexmusnocmi ix npoyecie mapkemunzy 6 coyianvhux mepedicax. [locnioxcenns noxaszano, wo 70%
AKMUBHOCMI  COYIANbHUX Media 6 00CAI0ANCYBAHOMY pecioHi 0V10 Nnepedano aymcopcuney, a
nepesaxcua Ointvwicms komnaui (57%) ne Kommponowmv e@exmueHiCmb CE0€EL MAPKEMUH2080T
disnbnocmi pezynapuo. Ilpoeedeno monimopune nomenyitinoi npucymuocmi Lean y mapxemuneosux
npoyecax.

Kniouosi cnosa: Lean-menedicmenm, Mapkemune y COYidnbHUX MePeNCcax, CeKmop mMaiozo ma
cepeonb020 NIONPUEMHUYMEA.
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Absztrakt. Absztrakt: A leanmenedzsment olyan attitiidként foghato fel, amely megszervezi és iranyitja
az tizleti folyamatokat, mikozben néhany fo vezérelvet fokuszban tart, mint példaul a vasarloi érték
maximalizalasa a veszteségek minimalizalasa mellett, ami kevesebb erdforras felhasznaldasaval
megnovelt iigyfélértéket eredményez. A lean gondolkoddas sikeresen alkalmazhaté a kézosségi média
marketing teriiletén az egyes miiveletek logikai folyamatanak megértésében, a kampanyok altalanos
hatékonysaganak névelésében, a fo teljesitménymutatok javitisa mellett. A lean alapelvei minden
rendszer és vdllalkozds miikédési hatékonysagnévelésében fundamentumként szolgalhatnak, ezért
ezeket az alapelveket stratégiai szinten is figyelembe veszik. A kiilonbozd platformok okossa valtak, a
reklamalternativak a vallalkozdsok egyedi igényei alapjan nagymeértékben testreszabhatok, ami egyben
magasabb dsszhatékonysagot is eredményezhet. A rendelkezésre allo kozosségi média platformok
segitségevel a vallalkozasok nemcsak a kivant kozonséget érhetik el, hanem egyéni kampanyaik sikerét
is merhetik. A kutatas {0 célja, hogy vdlaszt taldljon arra, milyen parhuzamossdagok és osszefiiggések
fedezhetdk fel az online marketing és a lean elméletek kozott. A kutatds arra a kérdésre kivan valaszt
adni, hogy a kozosségi média marketingstratégiak létrehozdasanak és fenntartasanak folyamata mikent
jellemezheto a lean gondolkodas szempontjabol, annak felderitésére Osszpontositva, hogy az egyes
kampanyok inditasa — akar hdzon beliili, akar kiszervezett — van-e hatassal arra, hogy milyen
meértékben alkalmazzak a lean elveket. A kutatds soran kiilonbozé magyarorszagi varosokban talalhato
szallashely-szolgaltatokat és vendéglatoipari KKV-kat kerestiink fel, hogy kérdoiv segitségével
felmérjiik az adott egységek kozdsségi média marketing folyamatait. Kerdések sorozata segitett tobbet
megtudni arrol, hogy a vallalkozasok hogyan tervezik és haszndljak a kézosségi média marketing
gyakorlatait.

Kulcsszavak: leanmenedzsment, kozosségi média marketing, KKV-szektor

Abstract. Lean management can be viewed as an attitude that organizes and directs business
processes while keeping a few main guiding principles in focus such as maximizing the customer value
while minimizing losses, resulting in the creation of increased customer value by using fewer
resources. The lean thinking can successfully applied in the field of social media marketing when it
comes to understanding the logical process of the individual operations and to increase the overall
efficiency of the campaigns while improving the key performance indicators. The basic principles of
lean can serve as the basis in any system and in any business, and for this reason, basic principles are
also taken into consideration at strategic levels. The various platforms have become smart, the
advertising alternatives can be highly customized based on the individual needs of businesses, which
can also result in higher overall efficiency. With the help of the available social media platforms,
businesses are not only able to reach their desired audience but can also measure the success of their
individual campaigns. The main goal of the research is to find an answer to what parallels and
connections can be discovered between online marketing and lean theories. The research aims to
answer the questions of how the process of creating and maintaining social media marketing
strategies can be characterized from the aspect of lean thinking while focusing on discovering whether
the origin of the individual campaigns — either in-house or outsources — have any effect on the extent
of how well the lean principles are applied. During the course of the research, accommodation
providers and catering SMEs located in various Hungarian cities were visited in order to use a
questionnaire to assess the social media marketing processes of the given units.The research proved
that 70% of the social media activity in the examined region was outsourced and the vast majority of
businesses (57%) do not track the effectiveness of their marketing activities regularly. The potential
presence of lean in marketing processes had been monitored.

Keywords: leanmanagement, social media marketing, SME sector

Problem statement. Online marketing had been increasingly gaining ground in
the hospitality industry recently. Examining the efficiency of the service sector is an
increasingly important topic. A wide range of researchers are looking for ways to
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measure the efficiency of this constantly changing sector. In this research, the aim is to
find an answer to what parallels and connections can be discovered between online
marketing and lean theories. The application of lean by accommodation providers was
researched by Pankotay [18], who concluded that the principles are indeed present to a
certain extent, but they are not consciously applied. In terms of innovational potential,
the Hungarian companies are behind those of Western Europe. If Hungary wants to be
competitive, companies will need to get down to some serious thinking, for it is
continuous renewal which brings the world forward. It is to be feared that foreign
country investments will not increase in the sector while the domestic companies will
not be able to make additional investments because of their efforts to overcome the
crisis [8].

The megatrends that can be observed in the current crisis-ridden world, such as
Industry 4.0 [11], the advancement of digitalization and sustainability aspects, require
continuous adaptation.

The importance of financial institutions in global and national economic
perspectives is well known, and the current uncertain economic situation also requires
business organizations to manage the assets and resources entrusted to them
responsibly and transparently during their operations. This requires, among other
things, sustainable and safe, regular operation [15]. Sustainability, i.e. development
that also takes environmental and social aspects into account, is increasingly becoming
a daily reality both at the level of individuals and organizations.

There is an increasing number of research results related to sustainability,
however, the steps taken in the direction of sustainability do not always provide
satisfactory answers to practical questions. It is difficult to see all aspects of a decision
or development, the cause-and-effect relationships of social are not well-defined yet in
environmental and economic aspects. The other difficulty is the measurement of the
effects, the question of how important the selection of metrics is and how specific
measurement and reporting should take place [5].

Considering the current global financial situation and the energy crisis, all
businesses must focus on increasing the efficiency of their operations. By "going lean"
it is possible to achieve greater overall efficiency while reducing expenses The goal of
lean is to create a production system that can respond flexibly to changes in customer
needs. Costs are reduced by uncovering and eliminating losses [13].

From this point of view, lean management is nothing more than an attitude, a way
of thinking that organizes and directs business processes while keeping a few main
guiding principles in focus [1] [10]. The basic idea of lean is to maximize customer
value while minimizing losses, that is, to create more customer value by using fewer
resources. Lean operations aim to eliminate all forms of waste. Loss-free processes are
faster, more reliable, more transparent, result in better quality and can be operated at
lower costs. Loss-free processes on the supply side lead to higher customer value on
the demand side [16].

Literature review. Internet caused a shift in paradigm both in the everyday
communication of ordinary people and in corporate processes [4], one of its’ most
significant global trends is the social media. The basic condition for this phenomenon
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is the appearance of the technological background of web 2.0, which provides the
technical infrastructure for the creation, sharing, and exchange of Internet content, and
the user interfaces that enable the existence of communities [19]. One of the most
important general characteristic of social media platform is that the consumer and the
company can interact directly, and in addition to the content creation, opinions can
also be exchanged [7].

Tsimonis & Dimitriadis [19] stated several external factors that can motivate
companies to use social media such as the monitoring of the trends, conveying brand
messages, responding to the pressure of cost effectiveness and the presence of
competitors. In case the company is able to successfully implement the previous
activities, they can have their current and potential customers, and also other additional
users gathered in online brand communities, which can further deepen the cognitive,
affective brand engagement of the given individuals through points of contact and the
exchange of experiences with individuals with similar interests and behavioural
dimensions [9].

In the basic principles of lean management, value means the creation of customer
value, i.e. the provision of a product or service that meets the needs of the consumer in
the right quality, quantity, price, time and place [16]. During the analysis of the value
stream, the goal is to examine value-creating and non-value-creating activities and to
uncover waste that can be eliminated. The flow ensures the continuous path of a given
product by removing all obstacles and placing value-creating steps next to each other.
In a pull system, the customer initiates the processes of the company, satisfying the
needs of the customers determines the pace of production. Continuous development is
part of the application of these principles, which also highlights the critical importance
of human resources. At the operational level of lean, Koloszar and Pankotay [12]
highlighted the complexity of the connections between tools.

The five principles serve as a basic principle in any system (logistics, production,
service), in any business, and for this reason, basic principles are also taken into
consideration as a strategic level. The implementation of lean must be started from two
directions at the same time [14]. Like Kotter, Hines et al. [6] also identify the strategic
level of lean management with the five basic principles, while the operational level
with the LM tool system. While Pankotay [18] searched for the answer to whether lean
1s present in the service sector with a latent examination of lean tools, in this research,
the main goal is to find parallels by exploring the basic principles.

Based on the findings, the authors suggest that the length of the value stream of
social media activities lead to significant losses in the hospitality industry. The extent
to which social media operations are outsourced significantly affects the turnaround
time of the processes, and although content producers follow up-to-date trends, they
still tend to not achieve the desired effect. Consumers have recently become to favour
personal and authentic content over traditional advertisements. The analysis of
consumer feedback is not received directly by the company, but rather by the operator
of the social media interface, therefore, in many cases, the flow of information is
distorted or delayed. In other words, the company does not create the customer value
and value is not defined by the company. Thus, it does not comply with the lean 3GEN
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principle. This results in a difficulty in separating value-creating and non-value-
creating processes.

The findings show that companies outsource not only the marketing activity, but
also the creation of the marketing strategy, it can generally become a static external
process for them, with minimal intervention points. With this step, the company
excludes the possibility of continuous development and moves away from customers
to the installation of an intermediate actor. In addition to increasing the cost-
effectiveness of social media marketing activities, Deng et al. [3] also emphasized how
smart the different platforms have become, and advertising alternatives can be highly
customized based on the individual needs of businesses, which can also result in
higher overall efficiency.

The lean thinking can be also successfully applied in the field of social media
marketing when it comes to understanding the logical process of the individual
operations and campaigns, including the creation of an action plan for each project,
focusing on the results, defining and understanding the customer segments, finding the
key influencers and the opinion leaders and measuring the project efficiency and
improving the key performance indicators. Lean can also enable entrepreneurs,
business owners and managers to enhance the efficiency of their current processes and
to significantly decrease their advertising expenditures [20].

Research aim and objectives. This research aims to answer the questions of how
the process of creating and maintaining community marketing strategies can be
characterized. The following assumptions serve as bases for the research:

- Social media marketing activities aimed at young people are mostly outsourced.
The company which orders the service is not familiar with the exact processes, the
continuous flow of information and activities do not take place.

- Companies that implement their social media marketing activities in-house,
within the company, pay closer attention to checking its effectiveness as well as to
monitoring the metrics.

Results and discussions.

Methodology. During the course of the research, accommodation providers and
catering SMEs located in various Hungarian cities were visited in order to use a
questionnaire to assess the social media marketing processes of the given units. A
series of questions helped to discover more about how businesses plan and use social
media marketing practices. The questions included both single- and multiple-choice
versions, but in some cases, participants had the option to answer freely in order to
express their feelings. Medium-sized Hungarian cities with 50,000 to 75,000
inhabitants were chosen for the research, online channels and phone calls were used in
order schedule personal meetings with the owners, managers, and key decision-makers
in terms of the marketing practices of the given businesses. The individual visits took
place in between September 2022 and March 2023. The research was completed after
a total of 148 questionnaires were filled out, distributed among the cities located in the
Western-Transdanubian region (Figure 1).

Results. The questions of the survey were based on the research of Nyikos [17]
regarding the degree of application of the lean methodology. In examining the extent
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of lean adaptation, the first two questions focused on general information about social
media marketing practices in order to find out which platforms are currently being
used and who is responsible for the content. The first question aimed to explore which
social media platforms the visited institutions use. Participants mentioned the four
most frequently used alternatives. Comparing the data with the global popularity of the
channels, Facebook was also ranked in the first place: it was mentioned 148 times,
meaning that every institution uses it for its marketing activities. Instagram usage is
also relatively high at nearly 77%, while TikTok and Snapchat came in 3rd and 4th
with 25% and 9% respectively.
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Figure 1. Distribution of the completed questionnaires
Source: Own research and editing

The next question assessed who is responsible for advertising activities on social
media. Participants had the option of choosing from a range of alternatives and could
also provide an 'other' option for their responses. The numbers of the given answers
were very similar to each other, but at the same time, the option "all in-house" was
chosen most often (55 times), in 47 cases an external company performs the tasks,
while "all by a contracted individual" proved to be the least popular advertising
method with 70% among the surveyed institutions.

The second group of questions focuses on the planning process behind the
activities. The third question helped to assess the frequency with which actual action
plans are prepared before marketing campaigns appear on social media.

Based on the results, it can be said that nearly 74% of those who took part in the
questionnaire (109 businesses) do not usually prepare an action plan, since all social
media marketing activities tend to be outsourced. Only 13 companies (8.8%) said that
they always prepare and participate in the development of the plan before their
campaign are launched.
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The next question in this category aimed to understand how the content creation
process works from design to publication. Participants were asked to indicate how
often they participate in the process using a Likert scale from O to 5 (never-always).
The responses resulted in an average of 1.8, which was barely above the " occasionally
" level. Nearly 55% of respondents never participate in content creation and only 5%
of them said that they always participate in content production (Figure 2).

0% 108 20 30% 4 50 60 70 B0 S 100%

Figure 2. Participation in content creation
Source: Own research and editing

The purpose of the last question in the category was to find out how involved
companies are in content creation. 73.6% of the participants never take part in the
process, business owners only occasionally (18.9%) share their ideas with the
responsible person or team. It should also be noted that only 26.4% of managers,
decision makers and in-house employees follow the practices of competitors and only
a small group of participants (9.5%) follow the current social media marketing trends.

The subject of the next category with two separate questions was to discover
whether the participants could identify who the key influencers were in the market and
whether they had ever worked with one of them. Only 21 of the 148 participants
(14.19%) know the local influencers, and an even smaller number, only 7 of them
(4.73%), have already worked with them. Regarding actual partnerships, 6 said that
they occasionally offer free drinks or food to influencers in order to get them to create
content and share it on their page. Only one participant claimed to have an ongoing
and contractual relationship with a local influencer for periodic advertising.

Active monitoring of the metrics was observed only among those who entrusted
the operations to the company responsible for content production, however, in their
case, only 6.42% did so. For those who reviewed the metrics at least every two weeks,
a different picture emerged. 25% of content producers based on their own ideas, 18%
of those using benchmarking and 8.3% of those using an external partner do so.
Almost 57% of the responses do not check their metrics, so they do not have any (kind
of) feedback on the effectiveness of their campaign.

Almost 57% of the responses do not check their metrics, so they do not have any
feedback on the effectiveness of their campaign. However, when they were asked to
rate their personal satisfaction with their current social media marketing practices, it
resulted in an exceptionally high average of 4.42.
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Finally, participants were asked whether they are able to list anything that needed
to be changed regarding their current practices. 14 of the participants said that in order
to reduce their expenses, they are forced to carry out all their activities in-house, rather
than keeping the currently outsourced practices. It should also be added that all the
institutions introducing changes in their activities are completely satisfied with the
current state of marketing activities, meaning that they all gave a rating of 5 to the
previous question.

Conclusions and prospects for further research. Lean thinking can be applied in
various areas of business activities. Social media marketing can also be considered as a
field that has proven to be highly suitable for applying the main principles in order to
achieve higher overall efficiency.

All 148 participating institutions have Facebook pages. When it comes to other
alternatives, Instagram is considered a relatively popular alternative (75.7%), however,
TikTok (37%) and Snapchat (8.8%) are only used by smaller groups of companies.
Despite the fact that experts consider the preparation of an action plan to be extremely
important before the marketing campaign, 74% of businesses have no information on
whether a detailed program is actually being prepared. Only 13 participants stated that
an actual action plan is always prepared before the campaigns.

Getting to know social media influencers is one of the most important principles of
lean social media marketing. However, only 14.2% of participants actually know who
the key local opinion leaders are, and only 7 of them have ever worked with one of
them, which accounts for less than 4,7% of the research participants. When it comes to
actual partnerships with influencers, 6 out of 7 businesses said they occasionally offer
free drinks or food in exchange for shared content. It was a single business that has an
ongoing and contractual relationship with an opinion leader.

In terms of continuous measurement of the success of individual marketing
campaigns in social media, the participants examine the measurements carried out on
different platforms with an average frequency of 1.80 on a scale of 0-5, which is
between the levels "rarely" and "occasionally".

Although they are not very familiar with the measurements and the specific
effectiveness of the contents, the average of 4.42 measured on the scale indicates that
they are very satisfied with the current practice. Despite this, however, due to the
current financial situation and rising energy prices, they are no longer able to pay for
outsourcing in 14 facilities, therefore, they are forced to deal with social media
marketing operations within the company itself.

The research was successful, based on the results, it can be concluded that despite
the fact that some of the participating institutions already apply the lean methodology
to a certain extent, they are not consciously applied.

The research assumptions led to the following results:

Assumption 1: Social media marketing activities aimed at young people are mostly
outsourced. The company which orders the service is not familiar with the exact
processes, the continuous flow of information and activities do not take place.
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Result: The research proved that 70% of the social media activity in the examined
region was outsourced. The companies are not involved in the design of the process.
Based on the result, assumption 1 is accepted.

Assumption 2: Companies that implement their social media marketing activities
in-house, within the company, pay closer attention to checking its effectiveness as well
as to monitoring the metrics.

The vast majority of businesses (57%) do not regularly review their marketing
activities. Although there are quantifiable efficiency indicators, they are not monitored.
The quality of active follow-up is realized by 6.42% of the respondents. However, they
burned with their milk production. The respondents gave an average value of 4.42 on a
5-point scale for their satisfaction with their social media activities. Therefore, based
on the result, assumption 2 is accepted.

In the service industry, within the field of marketing, there is still a small number
of research available that focuses on the examination of the lean management. In this
study, the potential presence of lean and the nature of marketing processes had been
monitored. The screening of these processes according to lean were also considered,
both within the organization and in the case of outsourced activities, an additional
possibility for research.
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