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Formulation of the problem generally about communication process. The word
“communication” comes from the latin words: communicato and communicare, it means the
transfer of information. As a rule, it means two-way flow of information [10, p. 17]. The
definition that captures the essence of the word communication best is that communication is a
process by which individuals, groups or institutions communicate with each other. Its purpose
is to exchange thoughts, ideas, but also to share knowledge, information and ideas.
Communication process takes place at different levels, using a variety of measures, and has
certain effects [3, p. 13]. Other definitions used in literature, define communication as:

— transmission of certain information in a very wide sense of the term (understood as the
transmission of communication information);

— the process by which we understand other people and we also try to communicate in an
unambiguous way (communicating perceived as understanding);

— mutual influence through various media (as communication interaction);

— the process of combining discrete parts of the environment (communication as a
merger, forming a community);

— social interaction with certain symbols (communication as the interaction);

— exchange of views between people, which depends on the degree of shared perceptions,
desires and attitudes (communication as an exchange);

— act by which group norms are expressed, is achieved coordination of efforts, the
expectations are disclosed, social control is exercised, shall be assigned to roles, and is
transmitted to a social process (communication as a component of a social process) [4, p. 12].

Although the above definitions are different from each other, it suggests that
communication is a very important part of life. Everyone communicates: individuals,
organizations, institutions, enterprises. This process can communicate important messages,
share insights, ideas, transfer of ideas and views.

Communication can take the form of one-sided communication (unidirectional) or bilateral
(bidirectional). In the case of unilateral communication information flows only from the
sender to the recipient. The sender does not know whether he sent the message was received,
and we do not consider the interpretation of the message by the sender. As to the two-way
communication, information flow from both sides, i.e. from sender to recipient and from
recipient to sender. Sender of the message interests that the message reached the recipient, and
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was properly interpreted by him. The recipient also does not remain passive, but the sender
sends a feedback on the message [2, p. 105]. This phenomenon is called negative feedback,
which is the last act of communication. These are the reactions of customers that go to the
source media or to the sender. They can be used to modify certain aspects of the possible
communication [1, p. 67]. Let’s note that the feedback makes the process of communication
effective. The company knows the audience reaction to a message sent and reacts in a proper
way.

Communication is often defined as a set of information (signals), which the company
produces from a variety of sources, not only towards its customers, but also other entities
marketing environment (suppliers, intermediaries, competitors, opinion leaders, etc.), and a set
of information that company collects from the market (mega trends, needs and preferences of
customers, economic development trends, etc.) [11, p. 273].

In practice, this means the dialogue between the company and the market. According to
another definition, marketing communication is a process of information, which is
implemented in the company and the company in its market environment [12, p. 11]. Another
author shows marketing communication as public relations, designed to meet the needs
through the market offer a wide sense, the product offering that is available to the company
[6, p. 15]. This definition shows the fact that the company communicates with the
environment mainly in order to inform about what has to offer, or what products fall within
the scope of sales, for their current and potential customers and for the whole marketing
environment. Also expected to respond to this message, and therefore the information or by
the public offer was accepted or rejected.

In the literature there are many other concepts defining what promotion is. Stressing the
essence of two-way nature of the activities of marketing communication companies,
T. Kramer says that “the promotion [...] is to ensure the flow of information from the company
— dealers — consumers and consumers — brokers — the company” [7, p. 153]. The company
communicates not only with customers but the whole marketing environment.

According to some authors, the promotion can be defined also as a marketing
communication policy or policies of the enterprise communication market. It forms an integral
part of the marketing mix and cover the whole set of measures and activities by which a
company communicates information about a product market and the company, formed for the
buyers, activates and directs its demand and price elasticity decreases. It can be said that the
company communicates with the market in order to induce the intended response (behavior
and attitudes) from potential customers. Buyers and communicate with the company by
accepting or denying (or rejection) of its marketing policy, which is the range of products
along with the level of prices, availability in certain areas of sales and promotional campaign
supported [5, p. 17-49].

A similar approach to promotion (promotion of the dialogue) E. Michalski presents,
according to which promotion is to communicate with the buyers of the company with
mutually given information to facilitate the exchange of the product. The company through
promotion inform buyers where and at what price can their products may be bought. Price has
to be seen by potential buyers as one that corresponds to the actual value of the product. It is
obvious that if the manufacturer offers a good product, then the whole process of
communication with clients is becoming more efficient. In addition, the promotion is to
educate customers not only what products can be purchased on the market, but also who is
offering them, or who the sender of the promotional media. Promotion should also promote
and justify the existence of the company and create a positive image in the environment
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[8, p. 299], that really should contribute to achieving the main objectives of the company. If
the business objectives are clearly defined it is much easier to check if the promotion is
effective in achieving them.

The purpose of this article is to develop the model of communication process which
works through a social networking sites and is adopted for using in practice by sports clubs for
their success in marketing in the web.

Analysis of recent researches and publications concern social networks. A man is a
social being. He is looking above all contact with other people and groups and communities
with whom to identify. Thanks to the development of new Internet technologies he realizes the
above mentioned needs and desires is much easier and less complicated than before. Making
new friends and creating a modern networks is increasingly moving to the virtual world. The
desire to continuously communicate and meet new people through virtual reality, led the
online discussion forums were founded, which later evolved into a modern social networking
sites that are currently the most popular form of integration between people. In today's world
the rush caused a rapid way of life caused that people communicate using the messaging tools
that were listed above.

Currently, social networks are a primary part of the entertainment media, which provides
Internet communication. Today it is difficult to identify even one surfer, who has not
participated in the online community yet. But opinions as to adjust to the particular type
existing in the Internet community is heavily divided. Some declare totally negative attitude to
this kind of community. However, very often happens that they, not being aware of it, often
take part in the phenomenon of creating online communities.

Recently, a multitude of social networking has become a huge asset for Internet
communication, because this type of “messaging” that can be easily found makes the user to
specify their expectations. Social networking sites also fulfill another important function. First
of all, they create the freedom of the Internet and are available in virtually any form, which
makes their popularity continues to grow and become a dynamic development. It should pay
particular attention to the very origins of social networks, because it's not hard to see that very
often the first online communities were created by accident.

Some time has had to pass since people paid attention to the enormous opportunities
offered to influence the psychology of the individual groups on the Internet. After many years
of evolution social networking sites have become the drivers of online advertising that is now
a huge part of the whole advertisement, with which we have today to deal with. Ideas for
communicating with other users on the network have been taken at its beginning.

One of the first services were e-mail. Other way was the Usenet, BBS or EIES. However,
these were the only substitutes because they are mostly confined to a specific group of
customers or students and scientists, the technical solutions, was also low. Everything
changed, however, with the rise of Web sites. The first portals, which can be regarded as a
community were Theglobe.com, Geocities, which arose in 1994 and Tripod.com of 1995.

The first of these made division in chat channels. The second created a virtual city where
users could post their own Web sites, and the last allowed help from others when creating
websites. In 1999, there were two completely new kinds of online communities. They were
Epinions.com, where you could create a group with only the friends and created by Jonathan
community in 1999-2001, which gave the possibility of keeping in contact with friends.
Innovations included the possibility of determining who with whom maintains contacts and
enhanced user interactivity in terms of content and attaching friends. Further innovations have
begun to focus mainly on adding new services and opportunities to connect them with
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different services. Examples of such services were able to add applications created outside the
portal, or a function to create graphical maps of your contacts. The focus was mainly on this,
allowing users to integrate them with the same sending a virtual gift, for which we had to still
pay real money, or play together in simple applications such as farmers.

Networks of this type were built in different countries. Polish tycoon are above all: nasza-
klasa.pl, facebook and twitter [15].

The appearance of the first social networking dates back to 1995. Then the first Internet
services were created. They allowed contact with colleagues and her friends from school.
Similar model which is popular in Poland is nasza-klasa.pl. It has become the driving force
that largely contributed for creating online communities.

This service enabled the user to create their own profile, send messages to people from
their “friends list” and search among the remaining members of people with similar interests
and views. The success of this social networking site, started to create portals that were
directed to almost every social group, starting with former prisoners, and ending with the
artists who can showcase their skills in front of a creative artistic community. Classmates.com
service exists today, and ranks third in terms of number of users in the U.S. and Canada [13].

Portal nasza-klasa.pl was created on 11 November 2006. The creator of the portal is a
computer science student Maciej Popowicz. The basic and yet our main portal destination is to
stay in contact with friends from school years and the renewal of friendship which had been
forgotten. The portal www.nasza-klasa.pl database is available to all schools in Poland, and
thus each school has its own sub, which allows reactivation of a virtual class to which the user
belongs. That service in a very short time, gained enormous popularity among polish Internet
users.

By providing a function which allows to check which of our contact lists, instant
messaging such as MSN Messenger or Skype is already registered nasza-klasa.pl portal users
can learn about “friends of friends” and thus widen their ring of colleagues and friends.
Number of users of the portal garments grew at a rapid pace. Portal in less than two months
had the largest social network in Poland.

Facebook as a social networking site is a leader in the field of social networks. The author
is Mark Zuckerberg, who founded it as a student in 2004. He was only 20 years old. Currently
registered on this site has more than half a million users. It is estimated that Facebook is worth
$ 25 billion. 23-year-old founder of the portal in March 2008 became the youngest billionaire
in the world. Facebook was started February 4, 2004 at Cambridge, Massachusetts. At first
site was intended primarily for secondary school and university students. The word
“facebook” is a brochure, in which university students show pictures of the year. Social
network Facebook has many standard features that are present in other sites such as: photo
albums, blog, address book, list of friends, groups, block users or the internal mail. This
service is currently the most popular social networking site. Facebook has its own platform for
web applications, so users can write your own program and share it with others. This platform
also allows external programs to communicate with Facebook. Many websites offer the
possibility of "connecting™ with your account name and password Facebook. Facebook Portal
also lived to see on the big screen. In October 2010, a movie was created. It was called
“The Social Network”, which presents the history of Facebook and its founder [15].

Twitter is another social networking site founded March 2006. This is a free community
service that provides a so-called microblogging service. This service allows users to send and
the reading of the so-called tweets. Tweet is a short, not exceeding 140 characters text
message that is displayed on your site and delivered to other users who are watching the
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profile. In this way, users of this site can add a short message to your profile from the main
service, for example, sending SMS or by using with external applications. Initially, the portal
was to bear the name and make Twittr so popular in the U.S. to Flickr, which is used to upload
photos.

However, it was changed into Twitter. Sending a message is possible not only by the
interface at Twitter, but also by a specially designed program called Twitterrific, and via
instant messaging, and even by SMS text messages. Users have the option of having their
“circles of friends” that they can share their entries. They also allow the use of their entries to
any other interested user. Entries can be sent to your friends similar channels, which is adding
so-called notes, which among others is through SMS. In other words, it is a way of informing
the world what the user is currently doing.

Basic materials about selection of outstanding issues in communication using social
networks. Marketing communications using social networking can take place at several
levels. Sports club, as a company with a commercial targets, should proceed in a manner
consistent with their assumptions. On one hand, a social network can be treated as a form of
passive advertising, on the other — as the active form of engaging current and potential buyers
of sport products.

Both of these forms require synergy with other tools to promote the club and events
organized by it and to be an efficient system of marketing communication. In the process of
communication between the club and its stakeholders the following entities can be
distinguished:

1. Sports club, as a company and the entity organizing the event.

Present fans, who are interested in the club and follow it on a regular basis.
Potential supporters who may be participants in the events organized by the club.
Present sponsors, who are already promoting by the sport.

. Potential sponsors, as entities interested in promoting the sport in the future.

6. The local community which is not interested in news, but issuing an opinion on its
local activities.

7. Local authorities which in the interest of the community and because of the duties
should be actively involved in the communication process.

8. Institutions, offices, public services are crucial sports event organization and
functioning of the club, such as: Inland Revenue, Police, Social Security, Fire Service, the
commercial banks etc.

9. Local media and those with a broader scope.

All of these entities should be interested in information from sports club. All of these affect
the overall image of the club, its revenues, financial stability, security events, positive
atmosphere that affects the behavior of supporting and sponsoring club. With the current
importance of networks in the communication process there is a very important role of the
using this tool by a club. Club is regarded as a quasi-commercial business. Although its
function is not only to generate profits, but its sound financial condition affects the
performance of the functions of social security. In an emergency, the club has financial
difficulties in their implementation. It is also largely dependent on the decisions of local
authorities and other entities.

Unlike other commercial companies is the perception of a sports club in the local
community. In this case, in assessing the club counts its social functions, local patriotism,
devotion to color, and thus a higher propensity to volunteer. Social networking site should be
for any company (including also the sports club), a form of communication with the

2
3.
4,
5
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environment based on social ties. Club plays in the role of the maker of sports events and any
actions related to itself or to the event. It presented a communication process with the social
network can be as follows. Communication model of sports club through a social networking
page should contain the following elements (figure 1):

1. Sports club as the sender of information.
2. Social network page as a medium of information.
3. Interference in communication.
4. Information.
5. The recipient of information or stakeholder.
6. Feedback.
| Sport club |=
Social network
disraitions
Current information Still supporting action Short—te;r;isc;pportlng
Monitored elements
Information in social network
Main elements
Official club web-page | | Forum | | Sponsors
| Gallery |
l Feedback information

| The recipient }

Figure 1 — Model of communication process through a social networking site

Sports club as the sender of information should make every effort to ensure that the portal
site was continuously monitored and updated. Depending on what possibilities lie in a
particular social networking site, the club as an entity has to decide which options to use. This
depends entirely on whether the options offered by the portal meet the communication
objectives.

Social network as a medium of information (in a wider perspective) is not interested to
create a product ideally suited for firm needs. As a commercial venture gives only the benefit
of certain options. It's depends on what will be its useful, to what extent and in what form.

The communication process is undesirable element of distortion. They result from many
reasons. In this case, these causes are dependent and independent of the sports club.

For the reasons attributable to include: accumulation of information, poorly chosen page
graphics, lack of monitoring page and associated problems (such as extremely negative
comments, not updated the page), lack of a link to your site with the site (plugins).

For reasons beyond the control of the club are: too much information on the web, personal
factors (boredom portal), little activity on the site, site constraints, declining popularity, no fan
account on the portal.
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Information content on the portal of your account depends on the sender and the possibility
of the portal. Items that should be found can be divided into two groups: the components are
constant monitoring, and basic elements of a permanent nature. Social networking page allows
contact with stakeholders. An important feature of this contact is to use viral marketing
principles by which individual people communicate about events organized by the club. Itis a
form free of charge, but requires a commitment from the club in creating media attractive to
customers.

This message must remain in the consciousness and force them to react. The elements of a
constant monitoring include current information, stocks and shares of permanent supportive
short-term support.

Current information in relation to the sports club on athletic performance and planned
events, sports meetings, meetings with supporters, meeting with the press, open meetings with
sponsors, charitable events, actions carried out by the club, public information related to the
players, coaches, activists. Their placement on the social network is a form of information
about what is happening in the club and its immediate surroundings.

In this case the community portal is to replicate the official website of the club. The
assumption of such actions is that not every person visits the site of the club, and information
on social networking sites are added automatically on a public website. Features like “I like it”
spread the additional information to others. In this way the information is reproduced and
transmitted.

Still supporting actions have to stop the customer (fan) for longer. They are most
commonly associated with the promotion of complementary and image activities. These
include for example: stocks, photo, vote for the best athlete in a specific area, actions for
young fans, family shares.

Short-term supporting actions have short duration. Their goal is to fast, one-time sale or
short-term branding effect. These include: charities, one-time actions to help those in need,
local activities, supporting local patriotism and loyalty to the club.

Both forms of assistive shares as much as possible should take advantage of opportunities
given to the specified portal. Most shares are made available for the official party, which sends
the public.

An equally important aspect is the constant monitoring and updating information related to
this bloc actions.

Depending on the social network there should also be the basic information on the page.
They are constant and rarely changed or they needs to be updated, but without the need for
monitoring. These fixed elements are links to the club's official website, a link to the club
forum, links or the gallery of sponsors signs. For items of variables included in their own
gallery.

All information should go to customers or other institutions. Sports club for their part
should ensure that this information was attractive and provided the basis for viral marketing.

Communication is a two-way process. The sender shall transmit the information, the
recipient responds to it. The difference between this process in other media and social
networks is the lack of coding information and replace it on the system summary for the
perceptual requirements of the recipient. Clubs should also determine how it will examine the
effects of communication, quality of feedback and impact on sales.

In the marketing of sport using of the Internet is common. Almost every club has its own
web site, forum, and sometimes official and unofficial fan clubs. Social networking sites are
also part of the club to communicate with the environment, but often their role is limited to
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passive transmission of information. This is often dictated by the possibilities of the site, but
also due to a lack of information about the benefits of more active use of the portal.

Meanwhile, simple applications in portals may favorably affect both the sales and the
image of the club.

Conclusions and directions about practical implications of the communication
process through a social networking site. The purpose of the use of social networking site
for the club is making interest in the surrounding. That’s why the club should transfer the
information on the Internet. On the www.facebook.com/RakowCzestochowa a typical layout
of the portal using facebook.com. is presented. Among the elements of the communication
system can be seen current information, comments, links to clubs and contact information. In
addition the information imposed by the portal here depends largely on the club.

There is lack of current and short-term actions, sponsors visibility, expanded galleries on
the page. The website is overloaded with meaningless information. The page does not
encourage a person to stay on it and share information with others. A person who is here for
the first time does not really know what is the Rakow Czestochowa, does not see the players
does not know the people talking about links. Two-column, uniform layout makes the internet
user not able to focus attention on specific information. There is no clear chronology
preserved which also causes confusion. The result is that the party does not fulfill its function
of communication, and ultimately promotion. For this reason, we can not examine the effects
of actions.

Among the elements that should be corrected is a clearer separation of information from
the club information. Sent by Internet users.

Other recommended changes include:

— development of galleries and divide it into a permanent gallery (the team) and variable
(news, match photos, charities);

— introducing a two-column layout a clear distinction between club and personal
information (including information portal);

— the introduction of the chronology of events, and delete information prior to the month
and older which do not belong to the action of solid support;

— the introduction of color on the page (images, background);

— care for the quality of the photos, videos;

— introducing thematic categories on the basis of portal galleries;

— introducing a clearer logo;

— the introduction of sub-events.

All possible changes should be corrected.

Generally, in such a process of communication the important is to create a transparent and
understandable page for to a potential client. It should be encouraging to sport service.
Communication is effective when the recipients themselves are involved in this process. It is
important to be distinctive among information within Internet.
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C. Koganwcoki

KomyHnikanilina Moae1b BUKOPHCTAHHSA COLIAJIBHUX Mepek CHOPTHBHUMH KJIy0amMu

Y cmammi npeocmaenena modenv MapkemuH206UxX KOMYHIKAYi 3 BUKOPUCMAHHAM COYIGANbHUX
Mepedic cnopmugHumu Kybamu. Bona nokasye 368's130k migxe cnopmusnum kiy6om i 11020 OMoueHHAM, a
Makodc HAnNpAMKU eukopucmauus Inmepnemy 3 Memolo npocysanHs cnopmugeHnoz2o kiy6y. Moodens
KOMYHIKayii cK1adaemuvcs 3 enemMenmis, wo 8i0nosioaroms 3a ycniwHicms mapkemuney @ Inmepuemi. ¥
CmMammaul MAKOIC MICMAMbCIL PEKOMEeHOayii w000 6UKOPUCAHHA MOOENT HA NPAKMUYI.

KirowoBi croBa: MapKeTHHIOBI KOMyHikanii, IHTepHeT, [HTepHeT-MapKeTHHT, coLlialbHI Mepexi,
MapKETHHT B CIIOPTI.

C. Kosanvcku

KoMMmyHnKkanunoHHAasi MOTEJIb HCIIOJIBL30BAHUS COMUANBLHBIX ceTell CMOPTHBHBIME KIIy0aMu

B cmamve npedcmasiena mooens MApKemuH208blX KOMMYHUKAYULL C UCNONb308AHUEM COYUATLHBIX
cemeil cnopmusHoivu  Kiybamu. OHa nokaszvleaem c613b MedcOy CHOPMUGHBIM KIyOOM U €20
OKPYJICEHUeM, a MAKJice HAnpasieHusi UCnoib308anus HMumepnema 015 npoo8udliCceHuss CHOPMUBHO20
Knyba. Mooenb KOMMYHUKAYUU COCIOUM U3 DJIEMEHMO8, OMBEUAWUX 3 YCNeUHOCMb MAPKEMuHea 8
Hnmepueme. B cmammee makoce co0epicamcs pPeKOMeHOayuu NO UCHOIb308AHUI0 MOOeu Ha
npakmuxe.

KirodeBsie cioBa: MapKeTHHTOBbIe KOMMyHHKanuu, VHTrepHeT, HTepHET-MapKEeTHHT, COUATbHBIC
CETH, MAPKETHHT B CIIOPTE.

Ompumano 10.05.2012 p.

92 MapkeTHUHT i MeHe/)KMeHT iHHoBanii, 2012, Ne 2
http://mmi.fem.sumdu.edu.ua/



