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A B S T R A C T
The article aims to identify and compare behaviour patterns of Polish social enterprises, 
especially those operating in the IT branch and using social media to communicate 
with their clients. The research consisted of a multidimensional qualitative and 
quantitative content analysis, including Cramér’s V correlation coefficient based on 
chi-squared statistic, also suitable for nominal data types. The article focused on client 
communication content created and placed on social media by Polish social enterprises 
from the IT and other branches. The research sample comprised 301 entities. According 
to the adopted assumption, the statistical research (correlation analysis) results 
showed certain behaviour patterns within the scope of the analysed area and revealed 
significant circumstances that affect communication. Due to the profile of professional 
competencies, the IT industry prefers communicating via social media, which aims to 
formulate a concise and precise message. Social enterprises in the group of the most 
economically effective entities have a unique way of using social media. They choose 
the most popular social media and, at the same time, to some extent, expand their 
communication to more specialised platforms. The applied approach is a new way to 
analyse social enterprise activities in social media. The analysis findings contribute to 
a greater understanding of connections between the discussed phenomena. The 
presented research procedure can be applied to determine the impact of other 
competencies of the analysed entities on sustainability communication in social media. 
According to research, IT entities enrich the current trends in social media use by social 
enterprises. The research results may be useful for banks, investors and public 
institutions forecasting the success of social enterprises and making support-related 
decisions. The scale and scope of the use of social media platforms for communication 
with the market may be a criterion in measuring the chances to commercialise goods 
and services offered by social enterprises.
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Introduction 

Social enterprises are entities with unique char-
acteristics which operate effectively in an environ-
ment adapted to commercial activities. Although 
social goals are the primary pursuit of these organisa-
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tions, they may remain unnoticed in the general 
environment and result in treating social entities 
equally to their profit-driven competitors. In such 
situations, effective communication is a crucial com-
petence for a social enterprise connected to the use of 
modern tools offered by the Internet (Choi & Scott, 
2013). Such communication allows to effectively pre-
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sent the essential values and mission of the organisa-
tion to the environment and offers an opportunity to 
change the competitive position of a social enterprise 
in relation to its commercial competitors (Budzanow-
ska-Drzewiecka, Jedynak & Lipińska, 2016). Thus, 
the communication method becomes a catalyst for 
gaining allies for the organisation and facilitates its 
sustainable development (Stańczyk, Stuss & Wziątek-
Staśko, 2020). Therefore, sustainability-conforming 
marketing communication means communication 
aligned with the sustainable development strategy 
created by the entity’s management. This type of com-
munication can completely change the environment’s 
assessment of the organisation and their relationship. 
In the modern world, social media is one of the most 
popular solutions for disseminating a message that 
allows for building a community around common 
values (Gupta et al., 2021). It can be expected that 
social enterprises operating in the IT industry are 
best at using social media to run sustainability com-
munication as they provide information management 
services. Social enterprises from the IT industry are 
characterised by digital competencies and the synergy 
of technical and social skills. However, the question 
arises whether this potential is actually fully utilised 
in their day-to-day operations. This issue has not yet 
been investigated by the scientific community. There-
fore, the article aims to identify the behaviour pat-
terns of Polish social enterprises, especially those 
operating in the IT branch and using social media to 
communicate with their clients. The first part of the 
article discusses considerations and the use of social 
media in the context related to sustainability com-
munication. Next is explained the method for data 
collection and search for correlations in the context 
of the adopted research hypotheses. The following 
part presents the analysis results. Finally, the conclu-
sions, study limitations and future research directions 
are described.

1. Literature review

Sustainability communication is an idea derived 
from the concept of sustainability. To understand it 
properly, the more basic term must first be explained. 
The term “sustainability” is extremely popular in the 
modern world and is strongly dependent on techno-
logical development (Lorenz, 2008). As many per-
spectives on the topic can be adopted and descriptions 
can be quite distant from each other, the topic is 
associated with some interpretation difficulties (Zink, 

2008). However, in the organisational context, the 
most popular approach refers to the relationship of an 
organisation with other entities in its environment 
(Landrum & Ohsowski, 2017). Today’s world has 
shifted towards the paradigm of sustainable develop-
ment (D’Humieres, 2018), and this idea covers practi-
cally every aspect of an organisation’s operations 
(Schaltegger, Lüdeke-Freund & Hansen, 2016). So, 
how can the sustainability idea be explained?

In the context of challenges faced while creating 
a sustainable organisation, the following six chal-
lenges can be underlined (Evans et al., 2017): (1) the 
triple bottom line, which relates to the balance 
between profits, social benefits and environmental 
benefits; (2) mindset, referring to the need to elimi-
nate mental restrictions imposed by rules, guidelines, 
behavioural norms and performance metrics; (3) 
resources, focusing on elimination inertia and inter-
nal resistance to innovative organisational changes; 
(4) technology innovation, referring to a challenge 
underlining the need for multidimensional integra-
tion of complex technological innovations to achieve 
a synergic effect; (5) external relationships, focusing 
on creative engagement with stakeholders and the 
environment; and (6) business modelling methods 
and tools, promoting the creative use and develop-
ment of existing business modelling methods and 
tools.

Sustainability communication is aligned with the 
sustainable goals of the organisation and is used to 
achieve them. In the case of the six challenges 
described above, sustainability communication is 
charged with the task of making the environment 
understand and accept the actions taken by the social 
enterprise. Furthermore, the aim is to actively involve 
the environment in supporting socially important 
undertakings around which the organisation’s activi-
ties are focused. It is, therefore, about convincing and 
creatively engaging the environment to make at least 
a small effort for the idea that inspires the organisa-
tion. There is a fundamental difference in the inter-
pretation of sustainable challenges made by  
a commercial or social enterprise (Igwe, Icha-Ituma 
& Madichie, 2018). Society is the main beneficiary of 
a social enterprise’s activities; therefore, it should be 
involved in supporting the organisation, which can 
be achieved using sustainability communication. 
Such engagement positively changes financial indica-
tor values describing the company’s situation, 
although the effects of sustainability communication 
depend on many factors, such as industry, size, etc. 
(Baran et al., 2022).
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The Natural Step is another conceptual approach 
to the term sustainability, which is holistic and long-
term oriented (Karl-Henrik, 2000). It contains the 
postulate referring to the role of the organisation in 
society, indicating that to be sustainable, a social 
enterprise should contribute to maintaining a sus-
tainable society while eliminating structural obstacles 
to its health, influence, competence, impartiality and 
importance. Effective communication is crucial for 
achieving such a goal. One of the archetypes of a 
sustainable organisation shows it as an entity existing 
primarily for society and the environment (Bocken et 
al., 2014). Such an entity is primarily intended to 
benefit society and the environment rather than to 
gain economic profits. An organisation’s sustainabil-
ity could also be understood as moral leadership 
(Bergman, Bergman & Berger, 2017), which undoubt-
edly requires appropriate communication with the 
environment.

The adopted sustainability idea helps a social 
enterprise define its activity priorities (Jenner, 2016). 
Research shows that a social enterprise aiming for 
social activity success should engage beneficiaries in 
active cooperation (Lorenzo-Afable, Lips-Wiersma  
& Singh, 2020). The sustainable development of an 
organisation is conditioned by its use of innovative 
communication tools, such as social media (Punia, 
2016). Appropriately used social media allows a social 
enterprise to communicate with its environment and 
build a community of naturally existing organisation 
partners with different motivations and sensitivities 
around common ideas supported by everyone and 
potentially employ their competencies (Toscher, 
Dahle & Steinert, 2020). In light of the above remarks, 
social media-based sustainability communication 
occurs when a social enterprise uses platforms to 
publish non-commercial content closely related to its 
mission, and each such event triggers a positive reac-
tion (e.g., likes, comments and sharing) to the mes-
sage.

In general, social media literacy is the ability of 
social media users to access, analyse and evaluate the 
content and communicate effectively (Rahman et al., 
2021; Bulger, 2012; Boyd & Ellison, 2007). No accu-
rate procedure has yet been developed to measure 
social media literacy. Such measurements are usually 
made depending on the study context (James & Chan, 
2016). Social media is a tool that can be used to con-
duct sustainability communication practically in 
every ecosystem of social entrepreneurship because 
such ecosystems favour the network of cooperating 
entities forming a team with a changing composition 

(Hazenberg et al., 2016). By its very nature, the social 
media business model is conducive to supporting the 
activities of social enterprises (Scillitoe, Poonamallee 
& Joy, 2018). Commercial projects limit the space for 
the activity of social enterprises, making them oper-
ate within a certain niche (Kachlami, 2016). Sustain-
ability communication using social media certainly 
helps to overcome this limitation. The commercial 
sector successfully uses social media to effectively 
convince the environment of its own goals adopted as 
part of the corporate sustainable development strat-
egy (El Alfy, Darwish & Weber, 2020). A social 
enterprise can achieve significant benefits by profes-
sionally using social media for sustainability com-
munication (Abedin, Maloney & Watson, 2019). 
Sustainability communication maintained using vari-
ous means is a precondition for an organisation’s 
success in the world of intense marketing of compet-
ing ideas (Jian, Ţurlea & Guşatu, 2016). Earlier 
research has shown that social enterprises, usually 
classified as small and medium, do not have large 
funds for marketing; therefore, they should actively 
use the social media potential to build an image of  
a credible, socially sensitive organisation that con-
ducts activities useful for the environment (Kang,  
& Park, 2018). Undeniably, this is not sufficient for 
such entities to achieve global success (Ćwiklicki, 
2018); however, the skilful use of social media can 
certainly facilitate the implementation of the adopted 
development strategy.

Social media is a communication tool creating  
a new quality in the implementation of individual or 
group goals. However, it can also be abused and 
manipulated, which raises credibility-related ques-
tions while communicating important matters of 
social concern unrelated to commercial offers 
(Meikle, 2016). Communication — including the use 
of social networks — should be implemented follow-
ing the sustainability idea to ensure the achievement 
of socially equitable goals (Servaes, 2016). Social 
media is a very effective tool for sustainable social 
change; therefore, such platforms cannot be ignored 
by a social enterprise communicating with its envi-
ronment (Wilkins, Tufte & Obregon, 2014). Social 
media is a platform connecting partners interested in 
cooperation; thus, it allows for the creation of innova-
tive organisational solutions and the implementation 
of projects aimed at niche sustainable social goals. 
Without it, the partners would have very limited pos-
sibilities to communicate. Social enterprises operat-
ing in the IT branch have a potentially crucial role in 
bridging public–private partnerships and setting an 
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inspiring example for other social enterprises (Bat-
tisti, 2019).

Contemporary business models are derived from 
the “new cooperativism” trend and lead to bottom-up 
solutions to important social problems at the local 
level, stimulating sustainable development (Zawiślak, 
2016). A key success factor in this process appears to 
be value creation using digital technologies and social 
media platforms, where customer actions play a key 
role in organisational performance, and value has  
a much broader definition (Mazurek, 2014). In this 
context, multimedia technological entrepreneurship 
can become a catalyst for the implementation of the 
organisation’s sustainable development goals 
(Badzińska, 2016). Such a strategy may become a tool 
for effective leadership on the path of sustainable 
development and the achievement of important 
social goals (Szczepańska-Woszczyna & Kurowska-
Pysz, 2016). The specificity of a social enterprise and 
the variety of its forms result in the necessity to build 
its competitiveness differently than commercial enti-
ties (Żur, 2014). The important factor is the context 
where such an entity functions, especially in relation 
to bigger or smaller local communities, and the 
applied formal and organisational solutions (Starnaw-
ska, 2016). Social legitimacy, acceptance and legal 
validation of activities performed by individual enti-
ties comprise the entire social economy system 
(Marzec, 2021). The adoption of correct solutions in 
this regard ensures the financial foundations of  
a functioning social enterprise (Otaru, Adeyeye  
& Sajuyigbe, 2021).

When it comes to Polish social enterprises,  
a higher level of economic efficiency is achieved by 
entities operating in the form of foundations or, pos-
sibly, cooperatives and limited liability companies, 
which are located in larger urban centres (Główny…, 
2021a). This refers to situations when these entities 
undertake an economic activity. Then, economic 
efficiency is understood as higher average values of 
their profitability ratios achieved in comparison with 
other types of social enterprises. This phenomenon 
results from the fact that foundations and, to some 
extent, limited liability companies and cooperatives 
aim to protect capital. Meanwhile, associations take  
a different approach, as their primary role is to protect 
the interests of their members. Additionally, in large 
urban centres, which are usually wealthier than small 
towns or rural areas, it is easier to access capital 
resources that can be spent for social purposes. How-
ever, to gain capital and attract customers, a social 
enterprise must effectively communicate with society 

(Bogacz-Wojtanowska & Wrona, 2015). In this con-
text, it is necessary to mention the constantly growing 
importance of the Internet (including social media) 
from the perspective of the activities of social enter-
prises (Główny…, 2021b). The research has not yet 
allowed for determining whether the more economi-
cally effective social enterprises show any specificity 
when it comes to actions taken on social media. If 
such differences exist, they may concern the fre-
quency of platform selection, i.e., general mass plat-
forms as opposed to less popular ones with specialised 
functionality. A more frequent selection of one or  
a set of niche platforms could indicate the strength of 
the formulated message if it successfully attracts the 
community. The economies of scale in the use of  
a mass platform or the segmentation approach (using 
a set of niche platforms) may be factors that should be 
considered. The use of social media can also be influ-
enced by techno-competence in ICT. The community 
of IT specialists is a group of people who prefer 
remote communication to social contacts. They are 
among the pioneers of using innovations in this area 
(Bauer, 2022). Usually, they are also the first to fully 
appreciate and use the full functionality of such solu-
tions (Astakhov, 2021). As they do not experience 
mental resistance to exploring the possibilities offered 
by the latest software, they play an educational role in 
the market (Singh & Hess, 2020).

The main goal of sustainability communication is 
to popularise the socially valuable idea among poten-
tial stakeholders, directly justifying the offering of 
goods and services by a social enterprise. Publication 
of non-commercial content closely related to the 
enterprise’s mission is expected to trigger a positive 
reaction (e.g., likes, comments or sharing) among 
message recipients. It seems that among the most 
popular communication models (i.e., linear, interac-
tive and transactional (Curtis, Neate & Vazquez 
Gonzalez, 2022), the interactive model and, especially, 
the Westley and MacLean model (Luttrell & Wallace, 
2021, p. 40), is the closest to sustainability communi-
cation through social media platforms. However, as 
shown above, such communication is affected by 
certain conditions, i.e., such factors as the need to 
protect capital, location and type of activity (indus-
try) can potentially modify the scope of emphasis 
placed on certain message content. Therefore, the 
publication of non-commercial content by social 
enterprises on social platforms aimed at a communi-
ty’s reaction could be considered in the context of 
identified conditions, potentially modifying the mes-
sage content.
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In the context of the main topic and based on the 
theoretical analysis, the following research questions 
were asked:

Q1: Is the ability to use social media for sustain-
ability communication considered important among 
the most basic features of a social enterprise?

Q2: Do social enterprises operating in the IT 
industry have a unique behaviour pattern compared 
to others in the surveyed community in terms of 
using social media for sustainability communication?

Based on the above research questions, the fol-
lowing research hypotheses were adopted:

H1:	The location of the social enterprise’s head-
quarters affects the use of social media for sustainabil-
ity communication.

H2:	The legal form of a social enterprise affects 
the use of social media for sustainability communica-
tion.

H3:	Social enterprises operating in the IT indus-
try have a unique behaviour pattern of using social 
media for sustainability communication.

2. Research methods

Sustainability communication is designed to sup-
port the organisation’s sustainable development. 
Therefore, such communication should be directed to 
a wide range of social partners who can get to know 
the organisation better and provide it with support. 
Such a dialogue, which is a two-way communication, 
should be included in the social enterprise’s strategy. 
For such action to be effective and build a faithful 
community around the organisation, communication 
must cover a wider range of topics than just promot-
ing the social enterprise’s offer. Pilot studies allowed 
for establishing that social enterprises use four social 
networks statistically significantly: Facebook, Twitter, 
Instagram and YouTube. The assessment of a single 
social enterprise’s activity on each of the four plat-
forms included in the study was performed based on 
the following set of permissible values (data were 
registered separately for each of the platforms):

0 — no activity on the social media platform,
1 — limited, sporadic use of the social media 

platform, only basic (commercial) presentation of the 
enterprise,

2 — active use of the social media platform to 
conduct sustainability communication and build  
a community focused on common values.

On the scale, two points were awarded to entities 
that have placed at least one non-commercial post 

related to their social mission on the platform during 
the last year and received a reaction (likes or 
responses) from the platform community.

Additionally, three indicators were calculated, 
the value of which expressed the following observa-
tions:

Mix 1 — the total number of different social 
media platforms used by the social enterprise (a value 
between 0 and 4, depending on the number of used 
platforms),

Mix 2 — the number of social media platforms 
actively used by the social enterprise for sustainability 
communication and building a community around 
common values (a value between 0 to 4, depending 
on the number of used platforms),

Mix 3 — the sum of points obtained by a social 
enterprise in the assessment of using each of the four 
social media platforms included in the survey  
(a value between 0 and 8).

The research was planned considering the data 
available in the official register of social enterprises. 
Therefore, the second variable to be used in the devel-
oped analysis was the legal form of the social enter-
prise. This variable took values from the following set:

1 — association,
2 — foundation,
3 — social cooperative,
4 — non-profit limited liability company.
The third variable informed about the location of 

the social enterprise’s headquarters and took values 
from the following set:

1 — a large city, which is the capital of the region,
2 — a medium-sized city, which is a local admin-

istrative centre,
3 — other locality.
The fourth variable described at least partial 

activity in the IT sector as social enterprises can 
declare activity in a maximum of three sectors simul-
taneously. This was expressed as an alternative:

0 — the company does not declare any activity in 
the IT industry,

1 — the enterprise declares at least partial activity 
in the IT industry.

The following section of the article uses empirical 
data expressing the values of the nominal variables 
described above to calculate the correlation coeffi-
cients, i.e., Cramér’s V correlation coefficient based 
on chi-squared statistic, also suitable in reference to 
nominal data types.

According to Polish law, a social enterprise is  
a legal entity that conducts officially registered eco-
nomic, educational or cultural activity for public 
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benefit and employs at least 30 % of staff requiring 
special support (Godlewska-Bujok, 2018). The study 
covered only those enterprises that had passed the 
official verification of their status to use the privileges 
provided by the law. Such a procedure also requires 
specifying the industry of operation with the IT sec-
tor as one of the nineteen options, keeping in mind 
that more than one option could be selected. The 
official register of social enterprises (ekonomias-
poleczna.gov.pl) is maintained by the central admin-
istration in Poland and contains 1391 entries. The 
analysis adopted a confidence level of 0.95 with  
a maximum estimation error of 5 %. With such 
assumptions, the minimum size of the research sam-
ple (random sample) was 301 entities.

3. Research results

The analysis of the collected data revealed Face-
book as the most popular social networking site used 
by social enterprises. In the case of this platform, two 
points were obtained by 143 entities and one point 
was obtained by 36 companies, while 122 organisa-
tions received 0 points. Twitter’s popularity was much 
lower compared with Facebook, i.e., ten entities 
received one point, and only six scored two, while all 
other organisations showed no evidence of activity on 
this platform. Instagram was used by five entities at  
a basic level (one point), and 18 companies were 

Tab. 1. Results of the chi-squared statistic calculation between the variables included in the research (excluding results for Mix 1, Mix 2 
and Mix 3 indicators presented in Table 3)

FB Twitter Instagram YouTube Form Locality

Twitter 11.6547*

Instagram 20.8153*** 22.9553***

YouTube 23.7295*** 24.9986*** 62.2770***

Form 167.4189*** 152.0357*** 154.7631*** 154.9062***

Locality 2.4755 2.4474 13.7779** 2.9375 17.5935**

Branch 0.2465 15.5892*** 0.3770 1.7747 3.3532 2.1241

Source: elaborated by the author [* result is significant at the 0.05 level; ** result is significant at the 0.01 level; *** result is significant at the 0.001 level].

Tab. 2. Correlations (Cramér’s V correlation coefficient based on chi-squared statistic) between the variables included in the research 
(excluding the correlations for Mix 1, Mix 2 and Mix 3 indicators, presented in Table 4)

FB Twitter Instagram YouTube Form Locality

Twitter 0.14*

Instagram 0.19*** 0.20***

YouTube 0.20*** 0.20*** 0.32***

Form 0.53*** 0.50*** 0.51*** 0.51***

Locality 0.06 0.06 0.15** 0.07 0.17**

Branch 0.03 0.23*** 0.04 0.08 0.11 0.08

Source: elaborated by the author [* result is significant at the 0.05 level; ** result is significant at the 0.01 level; *** result is significant at the 0.001 level].

active users (two points). In the case of YouTube, the 
results were similar: one point was given nine times, 
and two points were registered 17 times. The group of 
301 surveyed social enterprises included 32 associa-
tions, 68 foundations, 126 social cooperatives and 75 
non-profit limited liability companies. The examined 
sample included eleven social enterprises declaring 
their activity in the IT industry. Regarding the loca-
tion of the headquarters, 67 entities were situated in  
a large city, the capital of the region; another 124 
enterprises were located in cities that were local 
administrative centres, and 110 entities came from 
smaller towns. The results of the research, in the form 
of a correlation matrix, are presented in Tables 2 and 
4, and the results of the chi-square statistics calcula-
tions are presented in Tables 1 and 3.

The analysis of the correlation matrices using 
Guilford’s scale allows for identifying statistically sig-
nificant relationships. Table 2 has 14 such results, 
nine of which are in the range of weak correlations 
(between 0.11 and 0.30), two are moderate (between 
0.31 and 0.50), and the remaining three are in the 
range of strong correlations (between 0.51 and 0.70). 
The strongest relationship exists between the use of 
YouTube and Instagram, so in the rare cases when an 
enterprise uses an account on one of these platforms, 
a significant probability exists that it will also have an 
account on another. Even more significant is the 
relationship between the legal form of a social enter-
prise and the way it uses each of the four social net-
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Tab. 3. Results of the chi-squared statistic calculation between the values of Mix1, Mix2 and Mix3 indicators and other variables

Mix 1 Mix 2 Mix 3

Facebook 301.4499*** 289.3428*** 558.5355***

Twitter 131.9351*** 90.3517*** 198.5340***

Instagram 212.9135*** 159.5381*** 255.3053***

YouTube 260.3373*** 223.4586*** 348.5657***

Form 61.2337*** 63.7669*** 87.9190***

Locality 11.8381 9.5587 15.2995

Branch 7.4376 12.3111* 11.7768

Source: elaborated by the author [* result is significant at the 0.05 level; ** result is significant at the 0.01 level; *** result is significant at the 0.001 level].

Tab. 4. Correlations (Cramér’s V correlation coefficient based on chi-squared statistic) between the values of Mix1, Mix2 and Mix3  
indicators and other variables

Mix 1 Mix 2 Mix 3

Facebook 0.71*** 0.69*** 0.96***

Twitter 0.47*** 0.39*** 0.57***

Instagram 0.59*** 0.51*** 0.65***

YouTube 0.66*** 0.61*** 0.76***

Form 0.32*** 0.33*** 0.31***

Locality 0.14 0.13 0.16

Branch 0.16 0.20* 0.20
 

Source: elaborated by the author [* result is significant at the 0.05 level; ** result is significant at the 0.01 level; *** result is significant at the 0.001 level].

works. A detailed analysis of the collected data allows 
for concluding that foundations and, to some extent, 
social cooperatives are responsible for this effect. 
Enterprises organised in such forms mostly have 
social media accounts, while they are less frequent 
among associations and limited liability companies. 
When it comes to the location of the business, the 
only weak correlation occurs in the context of Insta-
gram. Careful data analysis shows that the few entities 
using this social network are usually organisations 
either from large or medium-sized cities, i.e., social 
enterprises that belong to the first group usually only 
register a simple account on this platform, while enti-
ties from the second group most often use it actively. 
Finally, when it comes to social enterprises from the 
IT industry, they stand out only by the more frequent 
use of Twitter. This behaviour indicates a certain 
specificity of the IT industry and results in the widen-
ing of the set of social networks popular among social 
enterprises.

The structure of the Mix type indicators (Mix 1, 
Mix 2 and Mix 3) naturally means they are strongly 
related. However, these indicators have a cognitive 
value when their correlation with other variables is 
examined. As regards social networks, when assess-
ing the scale of the relationship with each of the three 
indicators, the order is the same each time: Facebook, 

YouTube, Instagram and Twitter. It can, therefore, be 
concluded that passive and active use of social media 
is based on the same assessment of the usefulness of 
individual platforms. Also, the way a social enterprise 
uses individual platforms is related to its legal form, 
i.e., moderate correlations in the case of each indica-
tor. Foundations are primarily responsible for this 
effect. In the group of 301 surveyed enterprises, 46 
cases were identified, constituting 15.3 % of the entire 
sample, of an organisation using more than one social 
networking site. This behaviour was observed in 21 
foundations, nine social cooperatives, eight associa-
tions and eight limited companies. Also, a weak cor-
relation exists between the size of the town where  
a social enterprise is located and the way it uses social 
networks. Finally, when it comes to the relationship 
with the Mix group of indicators, the importance of 
belonging to the IT branch is even slightly higher, 
although still a weak correlation, compared to the 
importance of the location.

4. Discussion and conclusions

The research results allowed for verifying the 
formulated hypotheses. First, the social enterprise’s 
business location has a certain effect on using social 
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media for sustainability communication. Larger cities 
are conducive to the active use of social networks. 
Such a relationship is weak yet statistically significant. 
Mix indicators were particularly helpful in detecting 
this weak relationship. In the context of localisation, 
the results also showed practically no preferences for 
using some platforms over others, and only Instagram 
had a weak correlation with this variable. The detected 
correlations may be the result of generational differ-
ences in attitudes to social media because the inhabit-
ants of large cities are usually younger, better educated 
and more active in using portals, considering them  
a natural part of everyday life (Hysa, Karasek  
& Zdonek, 2021). It may also be the result of greater 
openness to new solutions, which is facilitated by 
functioning in a more complex urban environment 
(Grajeda & Sheldon, 2015). Thus, the first hypothesis 
(H1) can be considered confirmed, although to a very 
limited extent. The second hypothesis (H2) should 
also be considered true, especially due to moderate 
correlations, which are the basis of such a judgment. 
Foundations represent the legal form that is the 
friendliest to sustainability communication through 
social media. This is in line with previous research, 
which has shown that more formally organised social 
enterprises (requiring professional management) are 
more successful due to their complex, extensive com-
munication with stakeholders (Wang, 2022). The 
third hypothesis (H3) was confirmed only to a limited 
extent. Social enterprises in the IT industry generally 
behave like all other entities. The only peculiarity is 
that they are more likely to use Twitter. Apparently, 
due to the profile of professional competencies and 
activities in the IT industry, companies prefer social 
media aimed at formulating a concise and precise 
message. The dominant personality profile among IT 
specialists may be a decisive factor (Potter, 2008). 
This is also in line with previous research into how 
tech companies communicate (Dziekoński, 2017).

The literature on the subject describes numerous 
examples of relationship marketing strategies that are 
based on social media and the affecting conditions 
(Delu, 2019). The limitations related to the conducted 
research resulted mainly from the number of included 
variables. There are several additional features that 
could help in assessing the behaviour of social enter-
prises in terms of how they use social media for sus-
tainability communication. For example, the research 
did not consider the turnover, number of employees, 
start date of the activity, number of customers served 
etc. Possibly, widening the set of variables would 
reveal a greater variety of determinants influencing 

the behaviour of social enterprises on social media 
(Pandey & Kumari, 2019). On theoretical grounds, 
the conducted analysis contributes to a scientific dis-
cussion as it shows the determinants important for 
predicting the use of social media by social enterprises 
for sustainability communication (Wong & Lam, 
2015). As regards the management practice, social 
enterprises unaware of the social media usefulness 
can use the analysis to understand how other similar 
entities use this tool for sustainability communica-
tion. This can be the basis for comparisons and 
determining the direction of developing useful com-
munication skills (Enke & Borchers, 2019). The 
principle is that the lack of participation in market 
competition pushes the enterprise to peripheral posi-
tions (Lee, 2017). It can be assumed that social 
enterprises effectively communicating with the envi-
ronment via social media gain an additional tool for 
building social capital (Busch, 2014). This allows 
them to use the potential represented by the com-
munity focused on common ideas, e.g., using “word 
of mouth” marketing (Wagner, Baccarella & Voigt, 
2017). The conducted analysis can be treated as an 
initial stage in identifying good practices applied by 
social enterprises in sustainability communication 
through social media. Moreover, the results of the 
conducted research may be of particular practical use 
to banks, investors and public institutions forecasting 
the success of social enterprises and making support-
related decisions (Lambert et al., 2019; Roy et al., 
2015). In this context, it should be emphasised that 
social enterprises that use social media similarly to 
foundations and especially those located in large cit-
ies, imitate the behaviour of the most economically 
effective entities. Applying such good practices 
should help them achieve economic success.

Social enterprises belong to the group of organi-
sations that pursue goals important to society 
(Ottlewski, 2021). Their existence depends on the 
ability to properly perceive societal needs and inform 
the environment about their activities (Kim & Lim, 
2017). In the modern world, the importance of sus-
tainability communication is growing with the use of 
social media (Baghdadi, 2013). In the face of the 
dynamic social media development, promoting 
cooperation, collectivism and egalitarianism, and 
limited influence of cultural conditions on the devel-
opment of social enterprises (Canestrinoa et al., 
2020), the path to success for such entities is the 
development of sustainability communication. The 
most economically efficient social enterprises appre-
ciate the economies of scale in sustainability com-
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munication and choose mass platforms. The analysis 
of the research results showed that social enterprises 
operating in the IT industry, which are entities with 
potentially the most joint social and technical compe-
tencies compared to organisations from other indus-
tries, there is still much room for improvement when 
it comes to using social media in sustainability com-
munication. Entities from the IT sector could act as 
leaders in using social media for sustainability com-
munication; however, it seems that such enterprises 
do not use their potential of combined technical and 
social competencies. As demonstrated, regardless of 
the sector, the most favourable characteristics related 
to the active use of social media were found among 
enterprises registered as foundations and entities 
located in the largest cities, which are regional 
administrative centres. This is probably due to the 
scale of activity and the developed social network that 
can be built in a big city in the real and not only in the 
virtual world. Additionally, an important factor may 
be observing the behaviour of other entities, includ-
ing commercial, operating in the immediate environ-
ment of the organisation (Liu & Ko, 2012). When an 
enterprise decides to use a social networking site, it 
first chooses a platform that allows for the most 
partner-like, extensive dialogue with the environ-
ment. Maintaining sustainability communication 
through social media is, to a large extent, the result of 
the awareness that such an option is valuable (Oncioiu 
et al., 2021; Gupta et al., 2021). However, it is impor-
tant to have knowledge of how to do this effectively.
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