Ay TUTOPCHKUW PU3MK 3MEHINYETHCH, BIAMOBITHO ayJUTOP MOXE 3MEHITUTH
KUTbKICTh TIPOTICTYP, Ta 301IBIIIATH PIBEHDb CYTTEBOCTI.

Bukopucrannas meroay ¢piHAHCOBOTO aHAJI3y €KOHOMIUHHX MOKA3HUKIB Ha
eTarni TIaHyBaHHSA MOXe OyTH JOCHTHh KOPUCHUM Jutst ayautopa.lle ayxke 3pyunuit
croci® y3arajbHEHHS BEIMKOI KUTBKOCTI (pIHAHCOBUX JAaHWX Ta TOPIBHIHHS
PE3YABTATIB  JISNIBHOCTI MianpHeMcTBa. OIHAHCOBI IMOKA3HHUKH JIO3BOJISIFOTH
ayauTopy c(gokycyBaTH yBary Ha CIIaOKHX CTOPOHAaX MISUTBHOCTI Ta OLIBII
PETENBHO 3IUJIaHYBATH ayAUTOPCHKI MPOTICAYPH.
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INFLUENCE OF INFORMAL INFORMATION POSTED ON THE
SOCIAL SERVICES ON THE STOCK PRICES OF
COMPANIES IN THE LIGHT OF BEHAVIORAL FINANCES

Research background. The distinguishing features of the postmodern
consumer are the virtualization of life and willingness to participate in social
communities, real and virtual, gathered around selected problems, brands, lifestyles
or emotions [1, p.47-57]. Virtual groups of people formed as the result of the social
media growth, influence people opinions, emotions and decisions. The fact of
raising social media popularity changes the character of communication, making it
more informal and ‘many—to—many” oriented. Social media (such as forums, blogs
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or social networking) and related to them electronic-World-of-Mouth (eWoM), are
considered to be one of the marketing tools, creating company’s image and
influencing buyers behavior [for example 2,p. 181-197; 3, p. 61-68],, which is
reflected in postmodern marketing concepts, such as viral marketing [4]. Since the
last quarter of the XX century, fast communication technologies development has
been changing the nature of communication, making it cheaper and faster. In the
effect the term “word-of-mouth™ was extended by “e-word-of-mouth” (eWOM)-
used to describe the informal information flow between internet users. Increasing
significance of e-WoM made it a subject of many research, and created basis for
viral marketing concept development.

Social media are the main platform of electronic-word-of-mouth. Their
popularity arose together with Web 2.0 development [5, p. 1277-1297]. Web 2.0
goes beyond a simple web page usage and offers its users a possibility to engage
actively into user-generated content creation and information spread. Users can
therefore present their opinions, discuss problems, share music, video etc. and the
Web 2.0 tools such as internet forums, weblogs or social blogs, microblogging,
wikis, discussion forums, customer review sites photographs, video sharing
services, or social networks facilitate these activities. The information are spread in
many different ways (using movies, pictures, photos, comments, “like it” or
“twits™). Their popularity is related to fast development of new media, based on
real-time content generation [6, p. 2—19].

Nowadays eWoM is considered to be even more credible and reliable source
of information than official information sources [7, p. 31-40].

The role of social media in information search and analysis, as well as the
influence of eWOM on individuals’ behavior were analyzed in several marketing
publications but they focused mainly on psychological aspects of information
spread and the assessment of its reliability [8,p. 159—-169]. Analysis of their impact
on customers’ decisions and behavior were limited mainly to purchasing decisions
of FMCG products (such as books or computer games) [9.p. 369 — 386; 10, p. 76—
94; 11,p. 345-359; 12, p. 1407-1424, 13,p. 133-148.]. Research results, showing
the importance and the usage possibilities of internet social media in other areas,
particularly in finance, are really scarce. On the other hand the postmodern
customers become more emotional and experience oriented, which has a
significant impact on the purchase behavior, shaped by emotions, impeding the
rational assessment of our actions. Such emotions can be intensified by an intense
reaction of Internet communities This fact has consequently an impact on the
situation on many market, including the stock exchange. In the effect the situation
on financial markets starts to be explained not only by fundamental and market
factors, but also by the psychological aspects of investors’ behavior, creating thus
the basis for behavioral finance development — looking for the reason of market
inefficiencies in investors irrationality.
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The theory of behavioral finance enumerates several psychological aspects
of investors’ behavior. They describe why and how investors try to facilitate the
information analysis process. The example of such actions can be so called
anchoring, which makes new information unused when it 1s inconsistent with
previously set point of view, minimizing the amount of information necessary for
taking the decision [14] or a tendency to eliminate bad news, even if they have
impact on decision result or probability of success [15, p. 297— 315]. Former
research in behavioral finance proved also, that investors appreciates information
availability more than its correctness, and that they search for more understandable
forms of information presentation [16, pp. 263-292]. All the phenomena are
somehow the short-cuts in the information acquiring and analyzing process,
enhanced by the information noise, caused by the systematic increase in
information quantity and availability. They can potentially lead investors to base
their mmvestment decisions on informal and commonly accessible sources of
information, such as those found in social media.

The results of such research make scientists search for other, not limited to
the analysis of fundamental or market factors, affecting investors’ decisions and
being reflected in stock prices and trade volume. They start to take under
consideration the psychological factors influencing the way of acquiring and
processing accessible information as well as the potential response of investors to
various signals and reviews coming from different information sources, including
the virtual communities. The former can potentially intensify investors’ reactions,
because of its ability of evoking group emotions and the “fit in” investors’
willingness. Due to the fact, it would be useful to combine financial knowledge on
the financial markets functioning rules to the marketing research results, especially
those, related to social media and eWoM.

Purpose or the research and used methods. Taking under consideration the
above mentioned facts the aim of the article 1s to describe the state of knowledge on the
influence of the informal information posted in the social media on the share price and
trade volume of Polish companies noted on the Warsaw Stock Exchange, or to find the
research method that could be used in order to verify such relation. In order to reach the
research aim a desk research were conducted. A literature review covered Polish
scientific publications related with the above mentioned fields of studies as well a world
publications placed in the Business Source Complete database.

Findings. The conducted research showed an existing gap in the analyzed
field of studies. In Polish literature the problem of relation between information
posted in social media and stock prices and trade volume have never been
analyzed. The previous research presented in the world literature, on the above
mentioned topic are really scarce and their methodology cannot be transferred and
applied in Polish realities. Studies, covering only selected issues of analyzed area,
were conducted among others by Tumarkin, and Whitelaw [17, p. 41-51]; Dewally
[18, p. 65-77.]; Antweiler and Frank, [19, p. 1259-1294]; Das, Martinez-Jerez.,
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Tufano [20, p. 103-137]or Zhang, Swanson [21, p. 96-112]. All of them were
carried out by American scientists and were based on the NewYork Stock
Exchange quoted companies.

The most significant for our field of research was the research of German
scientists Sprenger and Welpe [22]. With the use of hashtags (#, or $ prefix of the
keyword, enabling internet word-search of the topic) searching software, they
analyzed the relationship between messages posted on the most popular microblog —
Twitter — and share prices and trade volume of the largest U.S. companies listed on
the S&P100 index. The mentioned studies used computer programs specifying the
number of occurrences of a predetermined hashtag and then verifying the content with
the use of various Neuro-Language -Processing techniques. Conducting such research
requires widespread use of hashtags by internet users. Using the described method for
Polish social media and companies is unjustified, mainly due to the fact that hashtags
system in not popular enough to enable data collection. Twitter (enabling not only
simple data gathering, but also following the information spread and finding opinion
leaders), which 1s a basic source of social media information for authors of already
conducted studies as well as for social media specialists, 1s still of a relatively
small popularity in Poland.

The relation between information posted in the social media and the share
price and trade volume on the Warsaw Stock Exchange has never been analyzed
and in the world literature that are no research method that could be strictly
transferred on the Polish ground. The fact creates a new and undiscovered fields
for future studies.
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E. E. HlnmxkoBa,

KAHOUOam 3KkOHOMUYECKUX HAYK,

ooyenm Kageopvl IKOHOMUKU MOPEOGIIU,

YO «benopycckuii mopeo80-3K0HOMUYECKUT YHUGepCUmem
nompebumenvCcroil koonepayuuy, 2. 1'omeinw, Pecnybnuxa benapyce

K BOITPOCY PA3BUTHA BHEIITHEDKOHOMMWYECKO¥
AEATEJBHOCTU B PECITYBJIUKE BEJIAPYCb

HNHTerpaiioHHble TPOLIECChl B COBPEMEHHOM MHPE HOCAT OOBEKTUBHBIA U
3aKOHOMEPHBIN XapaKTEP, YTO MPOSIBISAETCA B PA3BUTUHU BHEIIHEIKOHOMUYECKHUX
CBA3cl. DBHENIHEIKOHOMUYECKHE CBS3M MPEJACTABISIIOT COOOH  MOJCUCTEMY
MHPOBOTO XO3SHCTBA. DTO TEIBIH KOMIUICKC PA3TUYHBIX HaNpaBJICHHUH, (opM,
METOJOB M CPEACTB  TEPEMEIICHWA  MaTCPUAIbHBIX, (PUHAHCOBBIX U
WUHTEJUJIEKTY AJIbHBIX PECYPCOB MEXAY CTPAHAMH.

BHemHeskoHOMHYECKass  TOJMTHKA  MOPEACTaBISET COOOM  KOMILIEKC
OPraHU3AlMOHHBIX, HSKOHOMHUYECKUX W TMOJUTHYECKUX MEp MO Pa3BUTHIO
BHEIIIHEAKOHOMUUYECKUX CBA3EH CTPaHbl € LEIbI0O MAKCUMAJIbHOTO MCIOIb30BaHUS
MPEUMYIIECTB MEKTy HAPOAHOTO pasaeneHus Tpyda. OCHOBHBIMH
COCTABJISIOIIMMHU BHEITHEIKOHOMUUECKON MOJIMTUKHU SIBJISIOTCS. BHELIHETOPIroOBas
MOJINTUKA, BKIIIOYAIOIIAA HSKCIOPTHYD M HUMIOPTHYIO TMOJUTUKY, TMOJIMTHKA
MPUBJICUEHUS] THOCTPAHHBIX MHBECTULIMHA W BATFOTHAS TOJIUTHKA.

['maBHBIM HaMpaBJIECHUEM BHEIIHEAIKOHOMUYECKON NEATEIbHOCTHA BBICTYAET
BHEIIHASL TOProejsa. OObeM BHEIIHEH TOProBiIM CTPaHbl MPEACTABISET COOOH
CymMMy 00OPOTOB MO 3KCIOPTY U UMIIOPTY.

OKCHOpPT BAKHEHIMX BUAOB NpoAykimu PecnyOnmku benapych BKITIOUAET:
IPy30BbI€ ABTOMOOWJIN, TPAKTOPbI, METAJUIOPEXKYIIINUE CTAHKH, KAJIMAHBIE YI00PEHMUS,
JPEBECHOCTPYKEUHBIE IJTUTHI, XUMUYECKUE BOJIOKHA, TEJIEBU30PbI U JIP.

K BaxHedmuM BHAaM MNOPOAYKUMH, UMIOPTUPYeMbiM PecnyOnukoit
benapych, OTHOCATCS: AIIEKTPOIHEPTHS, HE(PTH, MPUPOTHBIA Ta3, CHHTETHUCCKUAN
KayuyK, paCTUTEJIbHbIC Maclia.

PernoHanbHas CTPYKTypa BHEIIHEH TOProBiaud 3a TMOCJIEAHUE TOJbl
WU3MEHUJIACh HE3HAYUTENBHO. Pecnybnuka  benapych MOJICPKUBAET
sKOHOMHYECcKHue oTHoIeHus co crpaHamu CHI', rocynapcrBamu—unenamu EADC,
apyrumMu  ctpaHaMu. OCHOBHBIMM  TOProBO—3KOHOMHWYECKUMH  TapTHEpPaMu
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