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Caxcemax: Y XXI| 6eky, y epu oueumanusayuje, opze u Henpeoguouge nNpomeHe HUCY
3a00uwIe HU MAapKemuHe Kao OpywimeeHu u ynpasmauku npoyec. Haume, peu je o
mpanchopmayuju mpaouyuonaino2 y oueumannu oonux mapkemunea (Mapxemune 4.0).
Haxo ce cmpamezuje mpaouyuoHanHoe mMapKkemurea u 0amse KOpucme 3a 0CMeaperse
NOCIOBHUX YU/beBA, YUHU Ce 0d Y C8emy MEXHON02Uje, NPUCYMHOC U 02IAUA8ARe HA
Hnmepnemy (Oueumannu mapkemunz) npeocmasnsa yciog u HOCIEOUYHO 2aApPAHYUJY
euracnux u epexmuenux pesynmama. C mum y 6e3u, npeomem 0602 padd jecme
ananuza nocneouya ousumanusayuje Ha npoyec Mapkemuned, ca noceOHUM 0CePMoM Ha
RUX08y nogesanocm u melhycoony yciosmwenocm. Llum ucmoe jecme Oa ykasxce Ha
mozyhHocmu, mexHuke, amu U NPeOHOCMU NpuMeHe OUSUMANHOZ MapKemuned,
VKwYuyjyhu ananuzy npomena Koje Kapaxmepuuty nomenymu cexkmop y Penyoauyu
Cpouju. Ocnoeéna npemnocmaska 00 Koje ce noxasu y 06om pady je 0a npumend
OUSUMATIHUX MEXHONO02UJA Y MAPKeMmuHey Huje camo OOCMYNHA NPUIUKA U NUMarse
uzbopa ,,0a unu He“, 6eli HEONXOOHOC Y PA36OJY U UMNIEMEHMAYUU MAPKEMUHUIKUX
cmpamezuja U NOCIEOUYHO Y NOCMU3ARY NPENO3HAMBUBOCHU U  KOHKYDEHMHe
NPEOHOCMU HA MPIHCULUNTY.
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YBO/JI

,,C8a 0060/bHO HANPEOHA MEXHONI02UJA je eKeUBAIeHM Macuju.
Apmyp Y. Knapx

['mobanu3anuja Kao cBe NMPHCYTHUjH IPYIITBEHO — E€KOHOMCKH
(deHoMeH, yTH4e Ha CBAKOJHEBHE aKTHMBHOCTH TOjEMHIA, AJIM YUHH CE
MHOT'O BHIIIE Ha OOJMKOBAHE MTOCIOBHOT M TPXKUIITHOT aMOMjeHTa y KOjeM
npexy3eha OXHOCHO KoMIaHWje (YHKIMOHWINY W pPealiu3yjy CBoOje
mbeBe. Ha CIIO’KEHOCT M BHIIECIIOJHOCT MOMEHYTOT Ipolieca yKasyjy
Mummh w Kpctuh Panbhuh (2021) nHaBomehm nma cy ,,KOMIIOHEHTE
rinobanu3anyje: TeXHOJIOIIKA, eKOHOMCKA, MOJIUTHYKA U KYJITypHa, Koje
ce 4ak aeduHUIIy U Kao nocedbne rimodammzanuje” (crp. 101). IIpumapuo
MECTO KOje Cy MOMEHYTH ayTOpH Jajli TEXHOJIOUIKO] KOMIIOHEHTH HHje
CIly4ajHO, jep MpHMEHa JUTUTAIHE W HMH(POpMAIMOHE TEXHOJIOTH)E
MOCTaje JIe0 CBAaKOJAHEBHOI KHBOTa M OOJHMKYyje jJeIHO HOBO —
uHpopmanmono apymrtBo. C 003MpoM Ha TO Ja HUMIUIEMEHTaIHja
IUTHTATHUX WHOBAllMja YTHYE HA MPUBPEIHH PACT M KOHKYPEHTHOCT
MIPOU3BO/Ia U YCIIyTa, OJ1 CIIOCOOHOCTH M Op3MHE pearoBama Ha riiodanHe
MHPOPMAIIMOHO—KOMYHHKAI[IOHE M3a30BE€ 3aBUCH UM KOHKYPEHTCKa
MPETHOCT U MOCIETUIHO MTO3UIIMOHMPAHOCT Npery3eha Ha TpKUIITY.

3axBasbyjyhu MOMEHYTHUM TPEHIOBHMA, Y CaBPEMEHOM JAPYIITBY
MOTPOILIAYH PacojaXy MHOTOOpPOJHUM MH(pOpMaljaMa U KapaKTepUILy
X HOBE M pa3HOBpPCHE NOTpede, uMje 3a70BOJbEHE CBe delrhe 3axTeBa
MEePCOHAIN30BAaHy TIOHYJY KoOja YCIOBJbaBa CTaJIHO yHampeheme
MapKEeTUHIIKKX aKkTuBHOCTH. C THM Yy Be3H, pa3Boj HMH(OPMAIOHOT
IpylITBAa M TaMETHE €KOHOMHJE€ 3ajeJHO ca II00aIu3alujCKuM
IpoIecHMa, JUTHTANU3aljy MapKeTHHra 4YHHE HEONXOIHOM, jep
MOTpOIIaYM JaHac mpedepupajy oHe OpeHIOBE M KOMIIAHH]E KOje UMa]y
CIOCOOHOCT Op30T caBiaiaBama ynorpede aurutanHux kaHama (Shpak et
al., 2020).

VY nepuogy axkTyelIHOCTH TPAAMLUOHATHUX MAapKETHHIIKUX
KaHaJla BEPOBAJIO CE Jla YKOJIMKO Heka mHpopmarmja wim gorahaj HUCY
00jaBJbEHM Ha TEJEBU3HjH, PAJANO EMHCHjaMa WM Y HOBHHaMa, Kao Jia ce
HUCY HU Jlecusiu. MelyTuM, JaHallmbe BepoBame J1a KOMIIaHUje Koje HUCY
npucyTHe Ha MHTepHETY, Kao U Ja HE TMOCTOje, JOIll j€ OUYHUTIICTHU]E Y3
nojgatak na je y PemyOmuum CpOuju y mepuonay on HoBemOpa 2021.
ronune 1o janyapa 2022. roguse 83,5% nuna kopuctuio MuTepHer, a 1a
je y wucrom mnepuony, 47,8% kopucHuka oOaBwio owiajH (online)
KyNOBHHY Tpou3Bojaa wiu yciyra (PemyOnmukn 3aBon 3a CTaTHCTUKY
Peny6nuke Cp6uje - P3C, 2022). Crora cy Aurutanusaimja ¥ MapKeTHHT
Kao JIBE CTpaHe UCTe MeAabe, IPeAMET UCTPAKHUBAKha Y OBOM paay, ajli U
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TPeHJ KOjU 3a0KylHUpa MaXmy, HE caMO €KOHOMHCTa, Beh Hay4yHHMKa U
UCTpaKMBaya U3 Pa3IMYUTUX 00JIACTU U AETATHOCTH.

Y HacTaBKy pajJa NpUKa3aH je IyT HHTErpanuje Imporeca
IWTHTANN3alMje W MapKeTHHra, Kao W KapaKTEPUCTHKE Pa3IUYUTHX
texHuka Mapketunra 4.0 Koje JONPHHOCE pealin3alijd MapKETUHIIKHX
mbeBa. Kpo3 aHanm3y akTyelqHHMX IMOJaTaka, ayTOpH MOCEOHY MaXiby
nocBehyjy nmpenHocTUMa TUTUTAIHOT MapKEeTUHTa U TIOTEHIIMjally pa3Boja
ucror y Pemyomumm CpOuju. VYmnorpebom aHaause, Kao OCHOBHE
UCTPaXUBAYKE METOE, aHATM3HPAHHU Cy CEKyHIApHU M3BOPH TOAATaKa,
KOjH yKJbY4yjy Tperses mocrojehe nmreparype, Aocajailimbe pesysiTare
UCTpaXHMBaka M CTyJUje Ciy4aja pa3IUuuTHX OpraHu3anyja Ha
HallMOHANHOM u MehyHapoaHom HUBOY. Y paay cy KopumiheHe u
WHAYKTUBHO-ICYKTHBHE METOJIe, KOMIApaTHBHA aHAIW3a M METO[
CHHTE3E.

1. MAPKETHUHI 4.0 KAO PE3YJITAT UHTETPALIUJE
JUT'NTAJIN3AINIE U MAPKETHUHT A

Jlurnranuzamyja, Kao IojaM KOju Ce y JIMTEpaTypu I0jaBIbyje
cpenuHoM XX BEKa, HajjeIHOCTaBHU]E€ C€ MOXKE MOCMAaTpaTH Kao MpOIIEeC
NpUXBaTalkba WHOBAIlMja JWTHTAIHE TEXHOJOTHjEe Ha Pa3IMYUTAM
HUBOMMa M Yy TOTOBO CBUM oOjacTUMa TpUBpeNe M JIPYLITBA.
[TocmaTpajyhu nururanuzanujy Kao mporec Koju je HEOoMXodaH 3a Pa3Boj
CaBpEeMEHMX OpraHu3alfja 1 JApYyLITBa, HAYYHHUIIM U UCTPAXKHUBAYH YIIaXKy
Hamope Jia TMOMEHYTH Mpollec IUTO MpenusHuje AepuHumy. Y Tom
cmucay, Shpak et al., (2020), aururanHy TpaHchopManujy mocMarpajy
Kao ,JIPUXBaTamkbe€ WIH TMPOUIMPEHE yHOoTpede [UTHTANIHE WA
KOMIIjyTepCKe TEXHOJIOTHje Y OpraHM3allijama, UHIyCTpujama, 3eMJbaMa
uta.“ (ctp. 2). Bapat (2018) aururanusaimjy usjeaHadaBa ca MpoOIEcoM
npenacka Ha JAMTUTAIHO TOCIOBame, nocMmarpajyhu je kpo3 ymnorpedy
IUTUTATHUX ~ TEXHOJOTHja 3a TPOMEHY TIIOCIOBHHX Mojela |
obe36ehrBambe HOBUX MOIYNHOCTH 3a pacT M pa3BOj, OJJHOCHO CTBapame
Bpeanoctu. Brennen u Kreiss (2014), uctu mporec aeuHHUINY Kao
CTPYKTypUpame pazIUuUTHX JIOMEHa JIPYLITBEHOI JKMBOTA  OKO
JWTUTATHE KOMYHHKaIMje U Meaujcke uHdpactpykrype. CtaBom Perida
et al., (2019), na ycrnoB oznpkaBama KOHKypeHTHE Mmo3uirje npenyseha Ha
TPKUILITY HUj€ caMo yroTpeba pauyHapCcKUX TEXHOJOrHja, Beh mpenaszak
Ha CaBpeMEHE WHOBATHUBHE MOJIeNe, JOJATHO je TMOTBpleHa YnmbeHnIa 1a
JTUTHTAIA3AIM]a TIPEICTaBJba MPOIIEC OJ1 KOjer CBE BUIIEC 3aBUCH Pa3BOj U
ONCTAaHAK  CaBpeMEHUX  opraHuzanuja. Jla myTreM  JTUTHTaIHE
TpaHcopMmalje eKOHOMHja Kao JellaTHOCT Xpabpo Kopaya jacHO
70Ka3yjy HaBeneHe NedUHUIUjE, 3aTO jOoj Ce C pas3ioroM cBe uerrhe

Vol. 25, 6poj 1/2023, cmp.111-132 113



Hsana Anexcuh, Anhenxa Tpunxosuh

NPUIKCYje CMUTEeT JUTUTAIHE eKOHOMHje, Koja je, kako Dori¢ (2020)
HAaBOAHM, ,JOBela [0 TPaH3UIMje Of HWHIYCTPUjCKE EKOHOMHjE IO
npuUBpesne KOjy KapakTepuuly wuHH(popMaimje, HeMmaTepujaiHa Jo0pa,
HEBHJUbMBE  BPETHOCTH, yCIyreé W  HOBH  HMHCTUTYIHOHAIHH
opranu3anonu oomumu’ (ctTp. 75).

[Topen Tora mro mpemyseha aururanHOM TpaHchopManyjoM
HACTOje Ja ayTOMaTHu3yjy W YHalpelne CBOje MOCIOBamke, HUXOB IUJb
jecte W YCHOCTaBjbamke yCICIIHE KOMYHHUKAalMje Ca CHOJbHHM
OKpYXXEHEeM, MpPEeBACXOJHO paay YIO3HaBama moTpeda M IKeJba
MoTpoIaya, mMro he HMCKOPUCTUTH 3a MpuiarohaBame U jadyame CBOje
noHyzae koja he um omoryhutn edukacHuje U epeKTHBHHjE pe3yiTaTe
pana. Kako y ocHOBH ycrienHe KOMyHUKAIMje U pa3yMeBamba MMoTpoIiaya
nojany U wHGOpManmje 3ay3uMajy 3Ha4ajHO MECTO, MAPKETHHT y epu
IMTHTANU3alMje TPeICTaBIba ,,3Be3/1y BOANIBY  CBAaKOT OM3HHKCA, TOCEOHO
BpEIIHY MaXHbe.

W3 tpancdopmanmje TpaJUIUOHATHOT y JUTUTATHH MapKETHUHT
HacTaJie Cy OpojHE HOBE METOJIC M KapaKTEPUCTHUKE OBOT IIpolieca, Koje cy
yCJIOBWJIC IPOMEHE, KaKO Ha CTPaHM IOHAIIama IOTpolIaya, TaKo M Ha
CTpaHH capaJlbe W KOHKypeHuuje u3Mmely cyOjekara Ha TpPXKHUINTY.
Pasznuuute daze pazBoja koje cy Hocuie o0enexja BpeMeHa y KOjeM cy U
HacTaJle, mpukKasaHe cy y Tabenu 1.

Ta6ena 1. @a3e npejacka TPAAMIHOHAJIHOT Y AUTHTAJHA MAPKETHHT

®daze pasBoja Kapakrepucruke

[Tpon3BosiHa opHjeHTalMja Koja je Tpajana qo 60-ux
ronuHa XX Beka. Kommnanuje ce, y oBoj (ha3u pa3Boja
MapKeTuHra, OKycHpajy Ha MPOU3BOJHM MpOIEC U
NpOM3BOJIE, a TIOTOM HACTOje Ja WX arpecHBHOM
IPO/1ajOM HaMETHY NoTpollavy, He Boaehu pauyHa o
HErOBUM NOTpedaMa U sKeJbaMa.

Mapxemune 1.0

OpujenTanyja Ha notpomaya. OBa asa pesynarar je
najga TpaXmbe 3a IMPOM3BOAMMA KOJU  HUCY
Maprxemune 2.0 | 3a10BoJbaBaId  MOTpede MoTpolIaya, Tako Ja
KOMIIaHUj€ T[OYMBY Ja ,,0CIYIIKY]y~  3aXTeBe
TP>KHUINTA.

XyMaHOLIEHTpUYHA opHjeHTanyja. Pa3a y Kojoj ce
KOMIIaHUj€ OpHUJEHTHINY Ha HCIOPYKY BPEIHOCTH
NOTpOIIaYMMa, MOMTYjyhr MX HE Kao MOTpoIlaye,
Beh kao Jpyie ca cBemhy, eMolMjaMa 1 IyXOM.

Mapkemune 3.0

YCMCpCHOCT Ha 3aJ0BOJECHC HOTpC6a n 3axTCBa

Mapremune 4.0
MOTpoIIa4a  MCIOPYKOM  BPEAHOCTH, ajud  Ha
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npodurabmian HauMH 3a KommaHujy. Hacraje
3axBasbyjyhu mpomMeHama y TEXHOJOTHJU U YTHIA]y
TEXHOJIOUTKUX MPOMEHA Ha OTPOIIIaye.

U3eop: Ipuka3 aytopa Ha ocHoBy: Njegomir, V. (2020). Digitalni marketing. CITIVAS,
10(1), ctp. 55-56.

Mapkerunr (Mapketunr 4.0) yecro ce moucroBehyje ca
Humeprem wnu ounajn MapkeTunrom, mro Mahmutovi¢ (2021) onobpasa
jep cMmartpa Ja je pasiMKy KOjy Cy ayTOpu MpaBWIH u3Mehy momMeHyTux
mojMoBa’, cBe Texe JOKA3aTH C O0O3MPOM HA CTAIHY KOHBEPIEHIH]y
pa3IMYUTUX TEXHOJOTWja W mpucyctBo HWHTepHETa y TOTOBO CBUM
murutanHuM ypehajuma. ITomenytu ayrop, Mapkerunr 4.0 pedunuire
Kao ,,[IOCTH3alhe MApKETHHIIKUX IMJbeBa Kpo3 MpuMeHy MHTepHeTa u
ApYyTUX JTUTUTAIHUX TeXHosoruja“ (ctp. 7), OTHOCHO Kao ,,J1€0
CJIIEKTPOHCKOT  TIOCJIOBalka KOjU je yCMEepeH Ha MapKeTHHIIKE
aktuBHOCTH (cTp. 8). Krmpot et al., (2022) neduuumy ra nak kao
,,00JIaCT MapKeTHHTra Koja ce 0aBU OCMUIILbABAKHEM OHJIAJH CTpPATETHje C
nubeM OpeHaupama MNpou3Boja/yciayra W yHampehema BHUIJBUBOCTH
onpehene kommnanuje Ha HMatepHery™ (ctp. 232), OAHOCHO Kao
,IIPOMOIIM]y TPOW3BOAA WM ycIyra y3 ynorpedy JWTHTaTHHX
KOMYHHKAIIMOHUX KaHama“ (cTp. 232). UHTepHeT MapKeTUHT IpeaCcCTaBsba
CTpaTervjy anata Koja oMoryhaBa M3rpajmy pemnyTaidje W yTUde Ha
U3JI0KEHOCT KOMITaHHMje Ha MpPEeXH, OJHOCHO oMoryhaBa /1a HmeHO nume
OyJie U3JI0KEHO U CaMUM TUM, TIPeno3HaT/bUBO jaBHOCTH (Bapat, 2018).

Tabena 2. [Ipomene HacTajie Ha MyTy TpaHcpopmanmje
TPAAMIMOHAJHOT Y IUTHUTAJIHUA MAPKETHHT

oA A0
MOTPOIIAYM Kao AUHAMUYHE
MOTPOILIaYN KA0 MAaCOBHO TPKULITE .
KaTeropuje
JeHOCMepHa KOMYHHUKaluja JIBOCMEpHA KOMYHHKaIuja

KOMIIaHHUj€ UMa]y KJbYYHH YTHIA] | MOTPOIIAYH UMa]y KJbYUYHHU YTHUIIA]

. MapKETHHI UHCIIMPUIIE Ha
MapKeTHHT yOelyje Ha KylIoBUHY

KYIIOBUHY

JEAHOCMEPHO KpeTame JIBOCMEPHO KPETAaHkE BPEIHOCTH

. €KOHOMH]a MOTPOIIAUYKe
eKOHOMH]ja oOruMa

BpPEAHOCTH

KOHKYpEHIIH]ja y epuHUCAaHUM KOHKYpPEHIIH]ja IIUPOM (QITyHIHUX

CEKTOpHUMa CEeKTopa
0e3 capambe KOHKypeHaTa KOHKYPEHTCKa capajiiba y

3 VlutepHeT MApPKETHHT MOJPa3yMeBa ,,caMo* puMeHy MHTepHeTa, oK JUTUTATHH
yKJbyUyje IPUMEHY ,,CBUX JAUTUTAIHUX TexHonoruja“ (Mahmutvic, 2021, ctp.6).
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KJbYUYHHUM O0JIacTHMa

jacHa neuHMIIMja TApTHEPA U 3aMarjbeHe paznuke nsmely
puBaia napTHEpa ¥ pUBaja
KJby4HA IMOBHUHA je Y hupmu KJbY4YHa MIMOBHHA j€ N3BaH MpeXa
MPOU3BO/M Ca jeTUHCTBEHUM waTgopMme ca mapTHepuMa Koju
KapaKTepUCTUKaMa M KOPUCTUMA pa3Memyjy BpeIHOCT

HEKOJIMKO TOMUHAHTHUX
KOHKypeHara y oapeheHum
POM3BOANMA

3axBasbyjyhu edexty mpexa,
,,[T0OETHUK y3uMa cBe*

UzBop: Byjosuh, T., & Anekcuh, 1. (2022). IurutamHu MapKETHHT Kao MPHIINKA 32
yHanpeheme nocinoBama y yemosuma nangaemuje Covid-19. KNOWLEDGE —
International Journal, 55(1), ctp. 99.

W3 naBenenunx nepununuja u'y Tabenu 2 MpHUKa3aHUX MPOMEHA
HACTJMX Ha IMyTy TpaHchopMalmje, MPOUCTHUY KapaKTEPHCTUKE
JUTUTATHOT MapKETHUHTa KOje jJacHO JI0OKa3yjy HbEroBy YCMEPEHOCT
MPEBAaCcXOJHO Ha IMOTpollaya, HEroBe moTpede, WH(POPMHUCAHOCT,
KOMYHUKaIjy ¥ MoTuBanujy. AkryemHoct Mapkerunra 4.0, koja je
ouurneaHa, Hamehe nmuTame aa M he HEroB CBE MHTE3UBHU]U Pa3BOj U
IIUPOKO TPHUCYTHA HUMIUIEMEHTallMja y MOTIYHOCTH 3aMEHHUTHU
tpaauuuonanHu Mapketunr? Njegomir (2020), uctuue ma he ympaso
TEXHOJIOIIKA KOHBEPTeHIINja IOBECTH JI0 30JIMKaBamka TPAJAUIIUOHATHOT U
JUTUTAIHOT MapKeTHHTa U Ja OHU Tpeba Ja MOoCToje UCTOBPEMEHO KpPO3
MehycoOHy ynoTpedy TeXHUKa U anara.

2. KPEUPABE IMTUTAJTHUX KAHAJIA U TEXHUKA - IIYT
PEAJIM3ALINUJE MAPKETHUHIIIKUX [IMJbEBA

Jlururanuszanuja, moceOHO Kpo3 MpUIIPEMy U HMILJIEMEHTAIH]jy
Pa3IMYUTUX OHJIAJH TUIAT(GOPMH, 3aXT€BA Pa3B0Oj MAPKETHUHIIIKUX TEXHUKA
U KaHaja y IMJbY ONTHUMH3AIMje M pealu3alrje MOoCTaBbeHUX LIHUJbEBA.
Temess qururanne tpanchopmauuje je npumeHa MHrepHeTra U moceOHO
Wurepuer crBapu. Rabuzin u Dobrini¢ (2019), npaBe pasnuky usmely
Wnrtepnera koju JeduHUIly Kao ,IJo0anHU cUCTeM MelycoOHO
MOBE3aHUX pPAYYHAPCKUX MpeXa Kojeé KOPHUCTE CTaHJapAHMU TaKeT
WntepHer mnpoTtokosna u HWHTepHeT cTBapu KOjU JePHUHUIIY Kao
,,TTI00ATHY MpeXy Koja ToBe3yje ,,mameTHe ctBapu’ (ctp. 36). C TuM y
Be3u, Ha VHTepHeTy ce pa3BHjajy OpOjHM MapKEeTHHT KaHaJH U KOpPHCTE
caBpeMeHE MapKETHUHIIIKE TEXHUKE, KOj€ Ce JIOMYbY]y KpO3 TTOBE3UBAKE U
,KOMyHHKAIMjy* caBpeMEHE TEXHOJIOTHje ca JpyruM CTBapHMa,
aruTMKaIjamMa u JbyIuMa, yrpaBo kpo3 npumeny WutepHer ctBapu. Kao
HajBOXHUJH, aJld ¥ HAJpaclpOCTPABLEHU]H aJaTh TUTUTAIHOT MapKeTHHTa
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HABO/JIE CE: OHJIAJH M MOOMIIHM MapKETHHT, €JIEKTPOHCKA TPrOBHHA, Ka0 U
MapKeTHHT ApymTBeHux meauja (Mahmutovi¢, 2021).

OnnajH  MapKeTHHI MOJApa3yMeBa KOMYyHHKauujy wusmehy
npenyseha M morpomraya, OJHOCHO KOPHCHHUKA, NPBEHCTBEHO y LMJbY
IIPOMOBHCama U Mpozaje npoussoaa myrem Mutepuera. C 003upom Ha TO
na Opoj kopucHuka VHTepHeTa CBaKOJHEBHO pacTe, 3Hayaj OHJIajH
MapKeTUHTa UHTE3UBHO ce MoBehaBa, a MPeIHOCTH HEroBe MPUMEHE CBE
cy sumbuBhje. Njegomir (2020), kao HajBakHHUje OOJHMKE OHJIAjH
MapKEeTHHTa HAaBOIH:

1. ,,BeO cajroBe (web site),

2. orjace Ha BpXy pe3yJTara IpeTpakuBama,
3. pekiame u

4. eneKkTpoHCcKy momrty* (cTp. 59).

IIpe3eHTanuja pAenaTHOCTH M NPOM3BOJA OJHOCHO yCIyra,
caBpeMeHHUX Tpeny3eha koja mociyjy y epu qJurdTanu3aiuje, TeMeJbU ce
Ha MHtepHer Mpexxu. UnHM ce Ja TO BuUIlle HUje TpeHA Koju mperys3ehe
MOJXE, aJli U HEe MOpa Jla MpHUxBaTH, Beh yCIOB HETrOBOT OICTaHKA U
MPETMO3HATIEUBOCTU Ha TPIKHUILTY, jep KOMIaHH]e ,,MOpajy OUTH MPUCYTHE
TaMo TJe Cy KyIIH, a Kyniu cy cBe Buine ownaju* (Njegomir, 2020, ctp.
58). 3aro cy BeO cajTOBU y MOCIEABUX HEKOJIMKO TOAMHA IOCTAIH
nocebHo aktyenHu. Avramovi¢ u Popovi¢ (2018), mpaBe paznuky u3melhy
KOpPIIOpaTUBHUX M MapKeTHHT BeO cajToBa. Mctu ayropu npse aepuHuiry
Kao cajToBe KOJU ,,HyJ€ OCHOBHE MH(OpMAIHMje O UCTOPUJU, MUCUJU U
¢unozodpuju, Npou3BOIUMA, ycIayramMa M JIOKalUjU KOMIIaHHje“, IOK
Jpyre mocMaTpajy Kao cajToBE KOjH ,,c€ OOJIMKY]y Ja aHTaxXy]y KyIe y
UHTEpaKIMju Kkoja he ux MNpUOMMKUTH KYHOBHHH WM OCTaJlUM
MapkeTHHr ucxoauma“ (crp. 70). 3 npukazanux aepuHunMja MOry ce
youuTH (QYHKILHje MOMEHYTHX cajToBa. KoprnopaTtuBHu BeO cajTOBH Kpo3
BUllE MH(OPMATUBHY (DYHKIM]y MMajy 3a LIUJb Ja NPUBYKY HaXBy U
M3a30By HMHTEPECOBamE KyIa 32 KOMIAHW]y M HEHE IMPOU3BOJAE, He
UCKJbYUYyJyhH MPUTOM HUHTEPAKTUBHY KOMYHHUKALM]y KOJy YIJIaBHOM
uHunMpa Kkyman. Ca japyre cTpaHe, MapKeTHHT BeO CajTOBU
MOJIpa3yMeBajy MNpPHUMEHY pa3InYUTHX [POMOTHUBHUX  MOJCTHIAja
(HarpagHe urpe, OecllaTHH KYINOHH) Kpo3 Koje MpOAaBall, Kao IJIABHU
WHUIMjaTOp KOMYHHUKalMje M akuuje, KyIlla MOACTUYE Ha KYNOBHUHY
MIPOU3BOJIA.

3a mocTH3ame MApKETHHIIKMX IMJbeBa YCIIEX HHUje caMmo
Kpeupame BeO cajra, Beh n ontumumzanuja nperpaxuBayda (Search Engine
Optimization - SEO). ,Onrtumuzaiija mpeTpakMBada je MPOIEC
ONTUMH3AIMje cajpxaja BeO cajTa Ha MpexXu Kako OM ce mosehana
M3JI0KEHOCT UCTOT Y pe3yliTaTHMa IpeTpare 3a jKeJbeHe KIbYYHE pedun’
(Bapat, 2018, ctp. 57). M360p afgekBaTHUX KJbYYHHUX PEUU KOje HAjOOIBE
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OIHCYjy caapikaj cajTa, NMpeiAcTaB/ba TajHy ycmexa koja he mosehaTw
BUUBMBOCT W TPENO3HATIFPUBOCT HCTOT, INTO he pe3yiruparu
MPUBJIAYCHH-EM HOBHX KYTIala, OJHOCHO KOPHCHHUKA.

Kao Hem3ocraBHU 00JIMK OHJIAjH MAapKETUHTA HABOJE CE OIJIACH U
peximamMe Ha Mpexu. Mako genmyje na je ped O HCTUM TEeXHHKama,
Njegomir (2020), Buau pasiauky y MecTy 00jaBJbHBama, Ka0 U y CaMOM
caapkajy. Hamme, ormacm ce TmoCTaBbajy Ha BpXy pe3ylirTaTa
nperpaxkuBada U miahajy ce mo KIMKy, IITO MPAaKTUYHO 3HAYM J1a Kajua
MOTCHIIMjAJTHU TTOTPOIIAYH YKYIajy OWJI0 KOjy ped Ha MpeTpaxuBady (Ha
npumep, Google), mrMa ce M3HaI WIK MOPEI YKyIlaHe pedyH MpHKasyje
ornac kommnanuje. C apyre cTpane, pekiiame, Hajuenthe npuka3zaHne y BUILY
TEKCTa WU CIIUKE, MIOCTaBJbajy CE HA PEICBAHTHUM BeO CajTOBUMA KpoO3
MaJie TIpaBOyTraoHe OKBHUPE.

Takohe, eneKTpOHCKa MOIITa MPEACTaBJba CPHUKACHO CPEICTBO
Koje mpemy3eha JaHac KOPUCTE KaKO O TMOTEHIMjaJIHE KYIIE yIMO3HAIN
ca acoOpTHMaHOM CBOJHX INPOU3BOJA U KPO3 MPOMOTHBHY IpPE3CHTAIIN]Y
MOTHBHCAJIC NX Ha KYIIOBUHY MTPOU3BO/Ia, OAHOCHO YCITyTa.

YumeHulile Koje moTBplhyjy Ja je cBe BUIlle KOPUCHHUKA MAMETHUX
MobumHUX ypehaja (tenedona u Tabnera) U na Jbyau BehuHy aKTHBHOCTH
00aBJbajy Ha UCTUM, UCTUYE 3HAYA] MOOMIIHOT MapKETUHTa KOJU J10JIaTHO
noTBplyjy HEKH O CTaTUCTHUKHUX nojaaraka 3a 2018. roguHy y K0joj je
(Marketing Fancier, 2018):

1. mporeHaT MHTEPHET KOPUCHUKA KOjU Tocehyjy cTpanwuiie
nmyTeM MOOMITHUX ypehaja mopactao Ha yak 63%,

2. BpeMe TpOBEJCHO OHJAjH Kopuctehm momenyte ypehaje
n3Hocno 49%,

3. 61% KopHuCHUKA €NeKTPOHCKY IOITY YHTa IIyTEM
MOOMIIHUX ypehaja u

4. 3 on 4 KOpUCHHMKA OHJIaJH TpeTpary BpUIM IyTeM
MOOMIIHUX ypehaja.

,»MOOMIHM MapKEeTUHI j€ peNaTHBHO HOBAa I'paHa MAapKETUHTa,
KOja ce OJHOCH Ha JIBOCMEpPHY MAapKETHHIIKY KOMYHUKalujy wusmehy
KOMIIaHHj€ W KyIIla Koja ce o/BHja Mmpeko MoomaHux ypehaja“ (Bala &
Verma, 2018, ctp. 331). V Taberu 3 npukazane Cy pa3jinuuTe CTPATETH]je
KOje ce MOTY KOPHCTHUTH 32 UMIUIEMEHTAIHjy OBOT O0JIMKa MapKeTHHTa U
Koje 1ajy MoryhHocT nepcoHanusanuje nopyke, pekjiaMme Win aruimKaiuje
y UWJby MAaKCHMAaJHOT 33/I0BOJbEHA IMOTpeda TOTpoIava, IITo
MIPEJICTaBJba YCIOB CTBapama 0a3e J10jaTHUX KOPUCHHUKA.
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Tabesa 3. CTpaternje uMijieMeHTanMje MOOHJIHOT MAPKETHHIA

Crpareruja Onmuc

Kpo3 TtekcryamHe mopyke Koje MOTy OUTH
WHIUBUAYATHE WM MAacOBHE, KOje KOMITaHHU]e
majby KOpHUCHHIIMMa MOOWIHHMX Yypehaja,
yKa3yjy UM Ha HOBE MPOHM3BOJAC Y acCOPTUMAaHY,
OTBOPEHE IPOJIajHE 00jeKTe, MONMYCTE U aKITH]je.

TEKCTyaJlHe OpYKe
(SMS mapketuHr)

CodTBepcku mporpamMu Koju ce MOTY Ipey3eTH
Ha MOOWUITHUM ypehajuMa U KOjU TOJpKaBajy
NpUKa3uBame orjaca y TOKy Kopuirhema
aruTMKaImje.

MOOWITHE aruTuKaIuje

OrnamaBame  KOMITaHHja  KpO3 ClIame
MMS MapKeTHHT | CIMKOBHHX IOpyKa KOPHUCHHIIMMA MOOMIHHUX

ypehaja.
MapkeTuHr nyrem | [IpukasuBame ormaca y TOKy Kopuirhema
WUrpuLa oJipeheHHX UrpuIia.
Kopucaunu Mmobunuux ypehaja Mory ckeHUpaTu
QR xomoBH QR ko1 Kojum WX TUPEKTHO BOAM Ha oapeheny
BeO ajapecy.
[lpukadyjy ce camo y TpEeHYTKy Kajaa ce
JIOKAJIHU OTJIacH KOPHUCHUK MOOWIJIHOT ypehaja Hanaszu y OJIu3UHU

MOCJIOBHOT 00]J€KTa.

UsBop: IIpuka3 aytopa Ha ocHoBy: Njegomir, V. (2020). Digitalni marketing. CITIVAS,
10(1), ctp. 67 u Marketing Fancier. (2018). ITpuctymseno: 19.02.2023. ca:
https://marketingfancier.com/mobilni-marketing-definicija-i-znacaj/

Nako cy TpamunuoHaiHu Meauju, nonyT TB-a, paaua, ¢punma u
HOBWHA, U JlaJb€ NMPUCYTHH, YTHUIA] VIHTepHETa HA BUXOBY IPUMEHY HUje
3aHeMapJpuB. ,,Jlogarak Ja Ha jeJHOT YMTaola JHEBHUX HOBHHA JI0JIa3U
BHIIIE O] JECET YMTAOlla MHTEPHETCKUX H3Jama Tux HoBuHA™ (Brakus,
2015, ctp. 1097) nokasyje na je, pa3BojeM MHTepHeTa akIeHAT CTaBJbEH
Ha MYJITHUMEIW]y M HHTEPaKTHBHOCT, Koja c€ Moxe Mnoctuhu Kpo3
orylallaBalke€ Ha JApPYIITBEHMM Mpexkama. Kao jeman opx obnuka
NPYIITBEHNX Meanja* xoje KopucTH Hajeehu 6poj KOPHCHUKA MOjaBIbYjy
ce cumenche apymrBene wmpexe: Dejcoyk (Facebook), HWucrarpam
(Instagram), Teutep (Twiter) u Jytjy0 (YouTube). Hexe on mUXOBHX
Haj3HAYajHUjUX KapaKTepUCTUKa puKa3ane cy y Tabenu 4.

4 JIpyIITBEHN MEUjU MOTY C€ TIOJABUTH Y Pa3IMUUTUM OOIHIMMA U TO Ka0: JAPYINTBEHE
mpexe (Facebook u Instagram), cajrosu 3a nesbewe Menuja (YouTube) 1 MUKpOOIOTrOBH
(Twiter).
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Tabesa 4. KapakrepucTuke IpyIITBEeHHX MpPeXKa KOJU ce KOpHUcTe y
CBPXY MapKeTHHI OIJIAlIABAKA

JlpyliTBeHe Mmpeske Kapakrepucruke

JpymTBeHa Mpexa koja uma HajBehm Opoj
KOpUCHUKAa Ha cBeTy. KomaHuje koje wumajy
npopmn  Ha  DejcOyky Mory ga  nene
nH(popMaIje 0 aCOPTUMaHy CBOJHX MPOU3BO/A,
JENATHOCTH, JId M J1a TUPEKTHO KOMYHUIHPA]y
ca MoTeHIUjaTHuM Kynnuma. [Ipyxa moryhHoct
JeJbCHha TEKCTYaIHOT ¥ MYJITHMEIWjaTHOT
cajapikaja.

Facebook

HpymrBena wMpexa cimuHa DejcOyky Koja
KOPUCHUIIIMa  ca  KPEUPAaHHM  HaJOroM
omoryhasa NIETbEHE MYJITHMEIH] aTTHIX
caapxkaja. Kommanmjama nmaje  moryhHoct
Instagram IPOMOBHCAa POM3BOJIA u yciyra,
KOMyHHKAIlje ca KOPUCHHUIIMMA, alu H
IIOCTaBJbakha OIJ1aca M YCIOCTaBJbambha MOCIOBHE
capaJme ca JbyauMa KOju Cy oceOHO YTHIIajHU
Ha OBOj JPYIITBEHO] MpexH (MHQIIyeHCEPH).

TBUTEp je HIaeaTHO MeCTO 3a MPOMOLM]Y U
peaiM3zalMjy MAapKETHHIIKUX KOMYHHKalHja,
Kao M 3a OKyIUbame IMJbHE Tpyme. [ToceGHO ce
Twiter MoKa3ao e(hUKaCHUM y BpeMe €KOHOMCKE KpH3e,
IIOTOTOBO 3a KOMIIaHHj€ Ca HUCKUM OylIeToM,
KOjé Cy MoIJle TOTIyHO OecljaTHO J1a
KOMYHHUIIMPAjy ca MOTpoLIaunuMa.

OBaj IpyLITBEHH MEJIM] KOPUCTHU CE 3a JIEJbEHE,
IpeBacXo/JHO BUIeo cajpxkaja. Kommanuje ra
KOpHCTE Kako OM Kpo3 BHJEO Caapiaje CBOjUM
KOPUCHUIIMMA TPUOIIDKWIE caM  IPOU3BOJ,
yKazyjyhu Ha meroBe KapaKTEpUCTHKE U BPJIO
4eCTO HauuH ynotpeOe u mpuiarohaBama UCTOT.

YouTube

U3eop: Ipuka3s aytopa Ha ocHOBY: Brakus, A. (2015). Mediji i marketing. The Central
and Eastern European Online Library, 4(7), str. 1099.

[IpomMoTHBHA ynora MapKeTHHTra JApPYIITBEHHUX Meauja je
ouurienHa, Mel)yTUM YMHU ce Ja je Wb JUPEKTHE KOMYHHUKalUje ca
KpajlbUM KOPUCHHKOM Jajieko 3HauyajHuju. ,llpenysehe koje xopuctu
JpYIITBEHE Mpexe Moxke Jia J1o0uje MoBpaTHY MH(POPMALHU]y TUPEKTHO
O]l TIOTpOIIaya W Ha Taj HAYMH ycarjacu CBOjy MOHYJIy ca yCIIOBHMa Ha
tpxxumty (Krmpot et al., 2022, ctp. 233).
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WNurtepuer, kao QakTop KOjU YCIOBJbaBa JajbU  Pa3BoOj
modanu3anyje W CBETCKE CKOHOMHje, HHje 3a00MIa0 HU CEKTOp
tproBuHe. Hajsehe mnpomene yodyeHe cy Ha MoJby OJHOCa u3Mehy
MpO/aBIla U KyIIla, KA0 U MeCTa peaju3alije TProBUHCKE TpaHCAKIIHje.
Hamme, TtpagunuoHanmHu OONMK KYHOBHHE KOJjU j€ TIOJApa3yMeBao
o0aBJpame MpOJAajHE TPaHCAKIMje y3 00aBe3HO (U3UYKO TMPUCYCTBO
IpoAaBla M Kymlla, KOjU Ha TMPOJAjHOM MECTy KOMYHHUIMPAJy U
MIPEroBapajy, 3aMEHEH je€ CAaBPEMEHUM OOJIMKOM €JIEKTPOHCKE TPTOBHHE.
3axBasbyjyhu MOMEHYTHM MapKeTHHT TeXHUKama (BeO cajT, MOOHIIHU
MapKeTUHT, JIPYIITBEHE Mpexke), Kyniu kopuctehu moryhHoct
nperpaxkunBama Ha MHTepHETY Mory 0e3 o03upa Ha CBOjy JIOKAIHUjy Ja
MpeTpaxyjy, THGOPMUIILY C€ U KOMYHHUIIUPA]y ca MpoJaBlKMa 3a Uhje Ccy
npou3Boje wiM  yciayre 3aumHTepecoBanu  (Kambovski,  2013).
EnextpoHcka TproBuHa mOTpoIIaynMa omMoryhaBa KyNOBHHY ,,H3
dotesbe, OTHOCHO KYMOBHHY KOja 3allOYHIbE JEAHHM KIUKOM Ha
KOMIIjyTepy WU MOOWIHOM ypehajy u 3aBpiiaBa ce HCTUM, ajl CE€ Ha
3aXTE€B TMOTEHIMjATHOT KYIIa MOXE BpPJO jJEIHOCTABHO M TPEKUHYTH
(Kambovski, 2013). Ilpumepa paam, KO TPaauIMOHAIHOr OOJIHMKa
KyIOBHHE KyTall KOjH je 3aMHTEpecOBaH 3a KYINOBHHY TPIE3apHjCKOT
CTOJIa MOpao je Ja TOCETH pa3iMYuTe CaJIOHEe HaMmellTaja Kako O ce
WHPOPMICA0 U YIOPEIUO HHUXOBE MOHYJE Ca aKTyelIHUM IOHyAaMa Ha
TpKUITy. MehyTum, y caloHMMa HaMelITaja Koju Mpyxajy MoryhHoct
€JIEKTPOHCKE KYITOBHMHE KyIal iMa MOTYhHOCT Jja Ha lbUXOBOM BeO cajTy
HorJie/ia MOHyAY M YKOJIHUKO C€ OJTy4YH 3a KYITOBHHY TPIE3apHjCKOT CTOJA
nzabepe Mojen, marepujai, 00jy, IMMEH3Uj€ U HAauyWH IU1ahamka UCTOT,
YaK U J1a, KopuhemeM TEXHOIOTHja BUPTYEIHE PEeaHOCTH BUIU Kako he
n3adpaHu TPOW3BOJA W3MJIEJATH Yy HEroBOM JOMy H CBE TO Y
,»,CJIEKTPOHCKO] TPOIaBHUIIN .

C o03upomM Ha TO Ja TOTPOIIAYM JlAHAC KEJIEe MPAKTUYHOCT,
npenyseha HacToje 1a MPOMOTHBHHM caJprKaj KOjU UM IUIacUpajy Ha cajTy,
MOOWIJIHUM aruTuKaIfjaMa 1 IpyIITBEHUM MpekaMa JOIyHe PUIHKOM 32
KyMoBHHY mpou3Bona winu yciyra. C mpyre crpane, Kambovski (2013)
MOCTaBJba MUTAE ,,/1a T KyTall peaTHO MO>KEe OYEKHBATH Ja J00Hje OHO
mTo je nmopyuno ounaju?* (ctp. 190). YrpaBo HemoBepeme U CTpax KOjU
ce MOTY JaBUTH Ha CTpaHM NoTpollaya, npeayseha tpeda ga eTMMHUHHILY
U3rPaZlbOM jakor M IPENo3HATJBUBOT OpeHsAa, y3 MepCOHATU3AIM]y
MOHy/e y UWJbY 3a0BOJbCHa MHUXOBUX TNOTpeda, Kpo3 TIOy3daHe
MPOMOTHBHE CaJpXKaje U CUTypHE, OJHOCHO Oe30eqHe TpaHCaKIMje Ha
MPEXKH.
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3. HOTEHIIUJAJIN PA3ZBOJA TUT'UTAJTHOI' MAPKETHHI'A Y
PEIIYbJIMIIA CPBUJHU

,OHJIajH MapKeTHHI OJHOCH C€ Ha TPHUMEHY JUTUTAITHUX
TeXHoJIOTHja Koje (opmupajy oHnajH KaHaime (BeO cajroe, 0Oaze
nmojaTtaka, MOOWIHY/OCKWYHY MpPEeXKy), y [HBY pealu3aluje
MapKETUHIIKMX aKTUBHOCTH KOjé Cy YCMEpeHEe Ha IIOCTH3ambe
npoduTaOWIIHOT TpHUBIAYCHA U 33/Ip)KaBarmba Kylala, Kpo3 Mo00JbIIame
3Haa O KYyNIMMa, 3aTUM HCIOPYKY HWHTETPUCAHUX  IUJBHHUX
KOMyHHKalja MW OHJAajH Yyciayra Koje OJroBapajy  HHXOBUM
uHAuBHAyatHUM motpebama’ (Bostanshirin, 2014, ctp. 784). C tam y
Be3u, npenyseha kpo3 kpeupame BeO cajTa M MpuCycTBO Ha MHTepHETY
HACTOje Ja YCIIOCTaBe WHTEPAKIHM]y ca KyniuMma, Kao jeaHy Of
HAjBOXKHUJUX KapaKTEpUCTHUKA OHJIAJH MAapKeTWHra M Kpo3 HCTy Ha
epuKacaH M ePEeKTHBAaH HAYMH pPEAIN3Yjy IOCTaB/bEHE MAPKETHHIIKE
II1JbEBE.

I'paduxon 1. Ipuctyn UHTepHeTy U MocenoBame Bed cajTa o/
crpane npeny3eha y Penyoanuu Cpouju (2019-2022)

105%

99.80% 100% 100% 100%
100% -

95% -

B [Ipuctyn MHTepuery

90% -

84.50% 84.9098 ITocenoBame Bed cajra

83.60% 84.40%

85% -

80% -

75% -

2019 2020 2021 2022

W3Bop: [Ipukas ayropa Ha ocHoByY: P3C, YoTpeba nHpopMannoHO-KOMYHUKAITUOHUX
texuosorrja y Pemyomnuiu Cp6uju (2019), ctp. 73 u 75, P3C, Ynorpeba UKT-a y
Pemry6mutin Cpouju (2020), ctp. 78 u 81, P3C, Ynorpedba UKT-a y Peny6nuiu Cpbuju
(2021), ctp. 76 u 78, P3C, Ynorpeba UKT-a y Pemmyomuim Cpbuju (2022), ctp. 68 u 71.

Jla cy mpenHoOCTH M TOTEHUHWjalHu Npe3eHTauuje Ha WHTepHery
MIOCPEJICTBOM CajTOBa IMpeno3HaTH oj crpaHe npexyseha y PemyGmuim
CpOuju, moTBphyjy NpHUKa3aHW pe3yJTaTH HUCTpakuBama. Hamme, y
nocjenme TP TOAMHE CBa TMpeny3eha Koja cy yuyecTBOBalia y
ncTpaxkuBamwy PemyOnnukor 3aBoja 3a cratuctuky PemyGnmke CpOwuje,
uMajy npuctyn HTepHeTy U KOHCTaHTHO pacTe Opoj OHUX KOjH MOCeyjy
cBoj BeO cajT (I pagpuxon 1). Tlomatak na BpeaHocT BeO mpoaaje y 2021.
roauHu y Behunu npemyseha, ysuma yuenthe ox 75% no 100% ox yxynue
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npoaaje (P3C, 2021, ctp. 87), oxpabpyje u mokasyje aa ce pa3Boj OHIIAjH
MapKeTUHTa y lbUMa Kpehe y3/1a3HOM My TamkOM.

I'padukxon 2. Ynorpedoa moonanor UurepHera y npenysehuma n
MoouIHOr Tesiedona y nomahuncresuma Penyoauke Cpouje (2019-

2022)°

120%
100% 93.70% 94.10% 95.50% 95.50%
0

79.100 77 00% 80.709
80% - 00%
60% -
42.30%
40% -
20% -
O% n T T T

2019 2020 2021 2022

B [Ipemy3eha: ynorpeba
MobOumHoT MHTEpHETA

B JlomahuHCTBa: yroTpeda
MOOWJIHOT TenedoHa

U3Bop: [Ipukas ayropa Ha ocHOBY: P3C, YoTpeba nHPpOpMaHOHO-KOMYHUKAITUOHUX
texHojoruja y Penyomumm Cpouju (2019), ctp. 19 u 74, P3C, Ynorpeba UKT-a 'y
Perry6smntn Cpouju (2020), ctp. 19 u 80, P3C, Ynorpedba MUKT-a y Penyomuiu CpOuju
(2021), ctp. 19 u 77, P3C, Ynorpeba UKT-a y Pemryomumm Cpbuju (2022), ctp. 18 u 69.

VY nepuony ox 2019. nmo 2021. roguHe mapajieirHoO ca TPEHIOM
pacta ynorpebe MoOmnHHMX TenedoHa y nomahuHcTBHMa (O]l CTpaHe
nojenuHana), moseharao ce u 6poj mpemyseha koja Cy, y HICTOM TIEpUOY,
obe30enmina MoOuIHY WHTEpHET KOHEKIM]y YHOTpeOOM IPEeHOCHBHX
ypehaja (MoOmmHuX Tenedona, manrtonosa, tabdnera) (I paguxon 2). Y
2022. ronunu Ha Teputopuju Pemy6muke CpOuje y kareropuju a0 24%
3allOCIICHUX JIMIla KOja KOpHCTe TpeHocuBe ypehaje 3a ToOCIOBHE
notpebe, Hanaszu ce 42,3% npexnyseha, 10K ce y OKBUpPY KaTeropuje oJ
75% no 100% 3amocneHWX JMIla KOja KOpUCTE MpeHocuBe ypehaje 3a
nocioBHe notpebde Hamasu 21,8% mpenyseha (P3C, 2022, ctp. 69).
HaBenenun momamm momatHo mOTBphyjy craB aytopa Stanica (2017), nma
MoOmIIHHU ypehaju moctajy Op3opactyhut MapKeTHHT KaHaJl 3a BEJTUKHU Opoj
MOCIIOBHUX cy0jekata W CBOJUM  KapaKTepUCTHKaMa MapKEeTHHT
cTpyumanuMa omoryhaBajy crmame  HHpOpMamuja M MOpyKa
MOTEHIIMjaJTHUM MOTpOIIayuMa, Kao U MpHjeM MOBpaTHUX MHopMalyja,
KOj€ MOTy HUCKOPUCTUTH 3a yHampeheme cBoje MOHyAEe M CTHIAbE
KOHKYpPEHTHE TIPEAHOCTH Ha TPXKHUIITY.

® Ynorpeba mobunnor Muteprera on crpane mnpenyseha 3a 2022. romudy mocmarpa ce
Kpo3 ydemifie 3arociIeHux JIMIa Koja KopucTe mpeHocuBe ypehaje 3a nocioBHe norpede
Koju omoryhaBajy MIHTepHET KOHEKIIMjy IyTeM MpesKHe MOOWIIHE TesteoHHje.
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Tabesa S. CrarucTuka ynorpede apymirBeHux Meauja y Pemyoannm
Cpouju (2022)°

dejcOyk Hucrarpam TBurep JyTjyo
(Facebook) | (Instagram) | (Twitter) | (YouTube)

jaHyap 94% 1,8% 1,44% 1%
dhedpyap 95% / 1,29% 0,88%
MapT 87,52% 3,8% 3,42% 2,07%
anpui 81,09% 6,35% 4,67% 3,56%
Maj 89,15% 4,08% 2,42% 1,85%
jyH 94,88% 2,53% / 0,85%
jya 93,16% 3,54% 1,26% 0,83%
aBrycr 91,44% 3,98% 1,74% 1,11%
cenremoap 89,01% 4.67% 2,43% 1,29%
OKTOOap 88,84% 5,2% 2,45% 1,07%

HOBeMOap 82,74% 9,14% 3,19% /

aeuemMoéap 84,72% 6,96% 3,53% 1,12%

Uzsop: Social Media Stats Serbia, (2022).

Kao wnajpacnpocTpamenrja ApylmITBEHa Mpeka I0jaBJbyje ce
dejcOyk, koja je ocTBapmia ydeuthe y pacnony ox 81,09% no 95%, nox
cy Mucrarpam (ca yueurthem y pacnony oxa 1,8% 1o 9,14%) u Tsurep (ca
yuemthem y pacnony oxa 1,26% no 4,67%) mpexe Koje MOJIaKo, aiu
CUTYPHO OCBajajy HOBE KOpHCHHUKe u noBehaBajy cBoje yueuthe (Tabena
5). Uako je ociunanuja ynotpebe APYIITBEHHUX Menuja M3 Mecela y
Mecel] €BUAEHTHA, 3Hayaj yuemha npenyseha Ha MCTUM He cMe ce
3aHemapuTH. Bala u Verma (2018), uctuuy na ce yjaoxeHUM Hanopuma y
MapKETHHT JIPYIITBEHUX MEMja MOTY OCTBAPHUTH MO3UTHBHHU PE3YJTATH
Ha TOJby OpeHaupama U moBehama mpojaje, alu je HEONmXOAHO Ja
KpeupaHu caapkaj OyJe OpuruHallaH, NpujarohjeH paszauuuTuM
wiar¢popmMama IpYIITBEHUX MEAMja U Y CKIaJy ca MapKeTHUHT IJIAHOM
npenyseha. CnuuHo craBy moMeHyTux ayrtopa Bostanshirin (2014),
HaBOOM Jla Topel Tora INTO Cy JAPYIITBEHH MEIUju JpacTHYHO
MIPOMEHMIIN CBAKH aCTeKT HAIIET )KUBOTA, IMAJIM Cy O'POMaH yTHUIIaj] M Ha

6 CrarucTuka ynorpebe IpYIUTBEHUX Mpexka y oapeljeHuM MecenuMa Huje AOCTYIHA U
Ta 0Jba O3HAYCHA CY ,,/*.
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npeny3eha, y KojuMa cy MapKeTHHT MEHAIEpU CXBATUIIH J1a O€3 UCTIPaBHO
(dbopMynHcaHOTr IJIaHA U CTpaTervje APYIITBEHUX MeAuja Hemajy IyHO
IIAHCH JIa C€ UCTaKHY M OTNICTaHY Yy BPEMEHY JUTUTAITHHUX CJI000/a.

I'padmuxon 3. IIpouenar npeayseha xoja cy npogasaJa cBoje
npousBoae/ycayre myrem Marepuera (2019-2021)

120%

100% -

80% -

EHE
uJIA

60% -

40% -

20% -

0% -

2019 2020 2021

W3Bop: [Ipukas ayropa Ha ocHOBY: P3C, YoTpeba nHPOPMaIIHOHO-KOMYHUKAITUOHUX
TexHonoruja y Pemyonuuu Cpouju (2022), crp. 72.

Thy3osuh u Jlabosuh (2019) uctudy npeaHOCTH OHJIAJH KYIIOBHHE
W HaBOJE Ja ,,CJIGKTPOHCKOM TMpoJajoM Tpemy3eha mory ma mobwujy
neTajbHUje MHpoOpManuje o morpedbama M jkeJjbamMa CBaKor KyIla, Mpu
geMy ce Kao pe3yiTar IojaBJbyje TPOW3BOJ MpuiaroheH morpoinady,
KOjH C€ MOKE€ YIOPEIUTH Ca OHYIOM CIIEIHjaTM30BaHUX MTpoiaBala uin
M3paJioM IO HApyUOWHH, ajiH 10 IIEHH, IITO je€ BeoMa BaKHO, KOja BaXKH
Ha MacoBHOM TpxHIITY (cTp. 28). Melhytum, pesynraru Ha I paguromny 3
KOju cBeioue Omaru mopact Opoja KOMITaHHja Koje ¢y y nepuoay ox 2019.
1o 2021. roguHe cBOje MPOU3BOJE, OJAHOCHO YCIyre IpojaBajie MyTeM
WNutepuera, nokadyjy aa mpemyseha y Penmyomunu CpOuju mpemno3Hajy
MOTEHIMjajie eJIEKTPOHCKE TProBUHE, ajlkM YMHU Ce Ja je HUXOBa
CTpaTervdja HMMIUIEMEHTAIlMje WCTe, jOII YBEK HEIOBOJHHO pa3BHjEHA.
Hwku moveTHH TPOIIKOBH OTBaparma MPOJaBHUIIE, OP30 0CBajambe HOBHX
y/IaJbeHUX TPXKUIITA, TTOBehamke KOHKYPEHTHOCTH MIPO/IaBIia, CkpahnBame
KaHajla MpoOMeTa W TMpolieca OMNCIY)XHBamka Kylana, Mamu (QHUKCHU
TPOIIKOBH Y YKYITHO] CTPYKTYpPH TPOIIKOBA MPETHOCTH CYy EJIEKTPOHCKE
TproBuHe Koje nmpeny3eha MOTHBUIIY Ja CBOjy KOHKYPEHTHY
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MPENO3HATIBUBOCT U TOCIOBHE nepdopmance 0a3upajy Ha HOBUTETHMA
nHdopmaruke u enekrponuke (hyzosuh & Jlabosuh, 2019).

Pesynratu wucrpaxkuBama PemyOmukor 3aBoma 3a CTaTUCTHKY
Peny6nuke CpOuje moka3yjy Ja €JIeKTpOHCKa TProBHHA IIOCTaje
CBaKOJHEBHIIA TOjeIMHIIA, C 003MpoM Ha TO Aa je ,,47,8% KopucHHKa
KYIWIO/MOPYYUIIO TPOU3BOJ OJHOCHO Yyciyry mytemM WHrepHera y
TpoMecedHoM mepuoay (ox HoBemOpa 2021. mo janyapa 2022. roause),
17,7% npe Bume ona Tpu Mmeceua, 9,5% mnpe Buille 0]l TOAMHY JaHa U
27,1% umje aukana“ (P3C, 2022, ctp. 24). Moryhnoct nndopmucama u
nakuier ynopehuBama 1eHa, Behu u300p mpoAaBalia M acopTHMaHa,
CMamemke TPOIIKOBAa HabaBKe, Op3a MCIOpyKa W HUXKE LIEHE IPOHM3BOJIA,
KynoBuHa u3 (oTesbe W OpKM OATOBOp MpojaBalid, MPEAHOCTH CYy
€JIEKTPOHCKE TPrOBHHE KOj€ MOTPOIIAdd OCTBAPYjy M KOj€ X YCIEIIHO
MOTHBHINY Ja TPAAUIHMOHAIHY MPOJABHUILY 3aMEHE EJIEKTPOHCKOM
(hy3osuh & Jla6osuh, 2019).

4. IPEJHOCTHU NPUMEHE JJUT'UTAJIHOI' MAPKETHUHI'A

HajBaxxuuju arpulyTy AUTHTAIHE €KOHOMH]E: AUTHUTAIN30BAHO U
npaheHo, IMOBE3aHO, 3ajeJHUYKO, IEPCOHATU30BAHO M  JUPEKTHO
(Afonasova et al., 2019), uctoBpeMeHo yKa3yjy U Ha MPEIHOCTH KOje Ce
MOTy MOCTUNM JIUTHUTANN3aLUjOM MapKeTHHIa. Y MOpY MapKETHHIIKHX
mopyka Kojeé C€ CBaKOJHEBHO IUIACHpajy MOTpOIIadyuMa, HUXOBa
e(eKTUBHOCT ONajJa U jaBjba ce MoTpeda TapreTHpama LUbHE Ipyle U
OCTBapvBama HMHTEPAKTHBHE KOMYHHKaIMje ca ucToM. IIpemHocTH
JUTUTATHOT MapKeTUHTa JaHac YCIELIHO pellaBajy oBaj MpoOiIeM.
Krmpot et al., (2022) xao npuMapHd [UJb JUTHTATHOT MapKETHHTa
HaBOJIe IOBE3UBAKE Ca KYIIUMMa HPEKO OCMHIIBEHOTI PEIeBaHTHOT
cazip>kaja v ¢ TUM y B€3U, UICTUYY HaJBa)KHHU]€ IPETHOCTU y BUY:

1. npuenauewwa u 3adpxcasarwa Kynaya — YKOJIHUKO je
OCMHUIIJBEH KBaJIMTETAaH caJpka] KOJU je YCMEpeH Ha
KOHKpPETHY ULMJbHY TIpymy kynan he pohu, ykomuko
npeny3ehe Hyam HemTO INTO pemasBa MPoOOJIeM WIH
3aJ]0BOJbaBa MoTpedy norpouraya, kymnai he ce Bpatuti,

2. mapkemunea o0 ycma 00 ycma — 3aJI0BOJbaH Kymail he ca
coOOM JIOBECTH U JIpyre, NOTEHIUjaHEe KYyTIIe,

3. cmeapara ecpyne byou Koju umajy 3ajeOHuyKu uHmepec u
cpeocmseo  komyHuxkayuje — MHTepHer omoryhaBa
JIBOCMEpPHY KOMYyHHKanujy usmely mnpenyseha u kymaia
6e3 003upa Ha reorpadcky pa3ajbuHy,
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4. ycmepasarwa Kka yusmHUM epynama — KOMYHUKaldja ca
MOTpOIIaYMMa KOjU Cy LWJbHA rpyma npeayseha mzazupa
OueKHBaHU e(heKaT — KyMOBUHY MPOU3BO/IA UK YCIIyTa,

5. yrwyuusarwa nompowiaua y cam npoyec mecmupared —
KpOo3 JBOCMEpHY KOMYHHKAIM]y, OIHOCHO TIOBPaTHY
nHpopManujy Kojy mnpemy3eha mnoOujajy oa moTpolrayda
yIO3HAJy Ce€ ca WUXOBUM TMoTpedama, Kehama U
3axTeBHMa, MITO UM omoryhaBa mpuiarohaBame OIHOCHO
MIePCOHATH3AIH]Y TTOHY/IC.

IIpenyseha aurdranu3anyjy MapKeTHHIa YIJIABHOM 3allOYHIbY
MIPUMEHOM TI0jeTMHUX OOJIMKA TUTUTAITHOT MAPKETUHTA U FbUXOBA OJIITyKa
Ja ce ycpecpeje, mpuMepa paad caMO Ha OHJIajH MapKETHHI, HE 3HA4YH
HYKHO PU3HK OJ OCTBapema IMOCTaBbEHUX IIUJbEBA, C 003UPOM Ha TO Ja
ceu obmuiu Mapketunra 4.0 ca coboM Hoce MoceOHE MPETHOCTH U
MOTOIHOCTH y CIIy4ajy uMmIuieMeHTanuje. Y Tabenu 6 mpuKa3aHe Cy HEKe
O]l TIPEHOCTH OHJIAjH MAapKETHHTa W3 yrJia npeay3eha W mOTeHIHjaTHOT
KyTIa.

Tabena 6. IIpegnocTn OHJIAjH MAPKETHHIA U3 yIJia npexy3eha
(mpoaaBua) M MOTEHUUjAJTHOT KyIIa

Ilpeodysehe — npooasay

Ilpeonocmu Onuc

bp3o mpunarohaBame | Ha ocHOBy mpuimka Ha TpXumTy mpemyseha
NpUIMKaMa Ha MOTY J1a J10J1ajy HOBE WM KOPHTY]jy moctojehe
TPXKUIITY MIPOU3BOJE Yy OKBUPY acOpTHUMaHa.

OHNajH MapKeTUHI YECTO HMa 3a pe3yJTar
HIDKE TPOIIKOBE M MOOOJbIIAme ehUKACHOCTH
¢yHKIMje KaHaja U JIOTUCTHUKE, MOMyT o0paje
HapylIOMHa, OJprKaBama 3allMXa, UCIOpyKe U
npomolyuje.

Hwuxu Tpoikosu u
Beha epuxacHocT

[IponaBuu KOMyHUIIUpPajy ca Kynuuma U yye
on wux. Takohe, Mory ma mpate aHAIUTUKY U
VYcnocraBibame oHOCA | UHOOPMUIIY €€ O TOME KOJUKO j€ JhbyIH
MMOCETUIIO BbUXOB CajT, KOj€ CTPAHUIIC U KOJIHKO
JYTO Cy CE€ 3aprKalli Ha UCTHM.

WuTepHer je rnobanHu Menuj Koju omoryhasa,
['moGanHu menuj YaKk ¥ MaJUM MpoJaBlIUMa M3 HajylaJbeHUJUX
JIeJIOBa CBETA, IPUCTYI TJI00aTHOM TPXKHILTY.

OnroBop Kymia y 3a pa3nuKy O] TPAaJIMIIMOHAJIHOT MapKETHHIa
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peaiHOM BpeMeHy

/I je 32 OJITOBOP W pEeaKiHjy KyIla moTpeOHo
onpeheHo Bpeme, OHIajH MaPKETHHT JielIaBa ce
y pPEaJlHOM BPEMEHY M OJIFOBOP MOTEHIUjaIHOT
MoTpoIaya Moke CTHhH y CBera rmap CeKyH/IH.

Benuku nomet u
reorpadcka
MOKPUBEHOCT

buno koja mocioBHa NMpPOMOTHBHA HJgja MMa
naneko Behu JoOMeT W TMOKPUBEHOCT jep ce
MOXe€ BUIETH y OMIJIO KOM JIeTy CBETa U TO KPo3
JeIHy MapKeTHHIIKY KaMIamy MO ONTHMAIHO]
LCHH.

Ilomenyujannu Kynay

VYroauoct

Kynmu wMory pa Kxymyjy TOpou3BOIE W3
pa3IMYUTHUX JIeJIOBa cBeTa 24 yaca AHEBHO, 365
JlaHa TO/IMIIE, OUJIO T/ J1a ce Hallase.

N360p

N360p y moriieny cenekyje Mpou3BOAa WU
yciayra Ha pa3lIM4uTUM BeO CajTOBUMA WU
nomMohu mpu u300py y BHUAY EIEKTPOHCKOT
Jjaora.

IIpunaroassuBocT

Yak ©u y3 MmUpOK u300p, HEKH KyIIH
npedepupajy jenHy BpCTY apTHUKIA KOJU
3a/10BOJbaBa HUXOBY crHenuduuny mnoTpeoy.
[IpunarohaBame ce jaBjba Kao pe3yiTar
MoryhHocTH Koje npy»a MHrepHeT/Be0.

Mame HenpujaTHOCTU

OmniajH KYIIOBHMHA j€ jeTHOCTaBHA U IPUBATHA,
KYIIIH C€ He MOPajy cacTaTH ca MPOoJaBIMa U
Mory u3behu yekame y peoBuMa.

WNudopmanuje u
WHTEPAKTHBHOCT

Kynuu mory na nponaly nndopmanuje o
npenysehuma, Ipou3BoIUMa, KOHKYPEHTUMA U
1eHama 0e3 HallyllITamka CBOJUX KaHLenapuja u
kyha. Takohe, nmajy moryhHOCT KOMyHHKaLHje

ca IPO/IaBIIEM.

W3Bop: [Ipuka3 ayropa Ha ocHOBY: Krmpot, V., Gajdobranski, A., & Jankovi¢, M.
(2022). Digitalni marketing kao nova mogucnost u funkciji razvoja ekonomskih
subjekata, ctp. 68-69. Bala, M., & Verma D. (2018). A Critical Review of Digital

Marketing, ctp. 334-335.

Nako cy npennoctu Mapketunra 4.0 ouurienHe 1 MHOroOpojHe,
OHE HE TapaHTyjy AMTUTAIM3AlM]y IOMEHYTOr ceKkTopa 0e3 mpobiiema u
orpannuema. Kao mpempeke koje ce MOTy I0jaBUTH U TOCIEAUYHO
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HarJacUTH HEJAOCTaTKe CaBpeMEHHUX MapkeTtuHr anara Todor (2016)
HaABOJIH:
1. ycHOBIJBEHOCT CaBPEMEHOM TEXHOJIOTHjoM U MHTEepHETOM,
2. mpoOiiemMe ca 3allITUTOM ayTOPCKUX MPaBa, jep KOHKYPEHTH
JIAKO MOTY KOTIMPATH BU3YEIHU UACHTUTET Mpeay3eha,
3. HemoBepewme Kymama Yy CHTYpHOCT TpaHCaKIHja |
HCIIOPYKY MOPYYCHUX TIPOU3BO/IA,
4. w3octaHak (U3MYKOT KOHTAKTa Ca MPOHM3BOJIOM IIpe
KYIIOBHUHE,
5. YCMEpEeHOCT IMOjeIMHHUX KyMala, MOCeOHO CTapujux, Ha
Kopuiheme TpaUIIMOHATHAX KaHaIa.

3AK/bYYAK

Ha ocHOBy Teopujckor mperiena MOXe ce€ 3aKJbydyuTH Ja je
TEXHOJIOIIKA Pa3BOj €BUJAEHTaH M Ja je HCTH 3Ha4yajHO YCJIOBHO
OpraHu3anjy W peaju3alujy MapKeTHHIIKUX  aKTHBHOCTH Yy
npeay3ehnma Koja Mmociyjy y yCIOBHMa HAMETHYTHM TIJI00ATM3alldjoM
cBercke npuspene. [lyT aururanuzanyje MapKeTHHTa 3aXTeBa MPUMEHY
pa3NMUYUTUX TEXHUKAa M ajaTa KOjU YCIOBJbaBajy (opMyiucame Hu
UMIUIEMEHTALlM]y CTpaTervja M IUIAHOBA YCMEPEHUX Ha JIBOCMEPHY
KOMYHUKaIMjy. Y CBETIy aKkTyeJIHMX 30MBama, HacTajy MpOMEHe Koje ce
ornenajy y mpuMmeHun HWHrtepHeTra, WH()OPMAIMOHO-KOMYHHUKAITHOHE
TEXHOJIOTHje, BUPTYEIHE U MPOLINPEHE PEATHOCTH, MOOUIHOT M OHJIAJH
MapKeTHHTa, IPYIITBEHUX MEJHja U eIeKTpOHCKe TproBuHe. [loTpomaun
npeno3Hajyhu mMoTeHIjase AWTMTAIHOI MapKeTHHIa, CBE CYy BHIIE
YCMEpEHU Ha OHJIaJH KaHaje KYIOBHHE M KOMyHHUKalldje, 10K npeny3eha
KOja UX MPUMEBY]y KpO3 HCTE JKelle J1a ce YNo3Hajy ca cBojuM Oyayhum
KyIIMMa, TPETNOo3Hajy HUXOBE IMOTpede W JKeJjbe M MAaKCHMAIHO WM
npujarojie CcBojy TmoHyny, o0e36ehyjyhu Ha Taj HauuH CBOjY
MPEMO3HATIEUBOCT M KOHKYPEHTHOCT Ha TPXKUIITY Y3 TIO3UTHUBHE
pesyaTare paja.

AHanu3a TMOTEHIMjajJla pa3Boja JUTUTATHOT MapKeTHUHTa Yy
Peny6muum  Cpb6uju, mnokasyje na mnpenyseha cBoje MapKeTHHILIKE
AKTUBHOCTH W IIMJBEBE PEATHN3y]y KpO3 Kpeupame BeO cajTa, OrjiamiaBame
Ha JIpyIITBEHMM MpeXamMa W TMpHUMEHY MOOMJIHOI MAapKeTHHTa.
CrpeMHOCT TmOTpomadya Ja Kymyjy W TOpydyjy TPOU3BOAE IyTEM
WuTepHera oxpabpyje ¥ MOTHBHUIIE KOMIIaHHje Ja YJOXE Hamope M
HCKOpHCTE TPOCTOp 3a yHampeheme eIeKTpOHCKE TProBHHE, KOja oIl
yBEK IpeJCTaB/ba HEIOBOJHHO pPa3BHjeH MpPOAajHU KaHai mpeny3eha y
PeryGmun Cpowuju.
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Ha ocHOBY aeTaspHOT IpUKa3a MOKE ce 3aKJbyUUTH J1a j€ OCHOBHA
IPETIIOCTaBKa O/ KOje ce IoJIa3h y OBOM pajy HOTBpheHa U 1a, y cBe
OLITPHjO] TPXKHIIHO] OOpOM, AWTUTATM3aIMja MapKEeTHHTa IMpEICTaBIba
YCIIOB OIICTaHKa M KOHKypeHTHocTH mnpeny3eha. C o03upoM Ha cBe
HaBEJIEHO, 3aKJbydyjeMo na Mapketusr 4.0 mpeacTaBiba cagamlmboCT, i
u OynyhHOCT mocnoBama 1 Aa ra 3aTo He Tpeba MocMaTpaTH Kao TPOILIAK,
Beh ka0 MHBECTULMjy KOjOM ce Mory moctuhu epukacHu U e(heKTUBHU
pe3yiTaTH U TO KPO3 NPABHIHO MMIUIEMEHTHpAaHE CTpaTerjeé ycMepeHe
Ha:

e (opMmynucame jeMHCTBEHOI MapKETHHIIKOT cajpxaja, y
IpaBO BPEME U Ha IIPAaBOM MECTY,

® TPUMEHY CaBpeMEHE TEXHOJOTHje y LUJbY MHTEPAKTUBHE
KOMYHHKAIMje U NPEro3HaBamka HOBUX U HE33aJ0BOJHEHHX
norpebda norpoiaya,

® [IEpPCOHAIM3AIU]Y ITOHY/IE H

® CMameHe TPOIIKOBA OIIAlIaBaka U IMOCIOBabA.

Kpo3 mnpukazany perajbHy TEOPHJCKY aHalIM3y ayTOpU Jajy CBOj
JIOMPHUHOC  JIOCATAIIbM  HCTPOKUBAKBMMAa Ha TEMY JUTHTATHOT
MapKeTUHIa, NOCEOHO Yy MOIJIey Mpernopyka 3a yHanpeheme MapKeTHHT
CTpaTeruja U To Kpo3 NPUMEHY AUTUTAIHUX TexHuka. C 003upoM Ha TO
na ce IHTepHeT U nH(pOpMalMOHEe TEXHOJIOTH)€ CBAKOJHEBHO Pa3BHjajy, a
MOTpOIIaYl TOCTajy CBE ,,[JIAaCHUJU M 3aXTEBHUJU', OrpaHHuYCHa
UCTpaXMBaka Ha IIOMEHYTYy TeMy OrIJle[la]y c€ Yy KOMIUIEKCHOCTH
MaTepuje U TeuKohy Mpenn3Hor Mepema MojaBa U BbUXOBUX OJHOCA, Jep
KOPDUCHUIIM PA3IMYUTUX IUIATGOPMH, MpPH Ca3HaWBy Ja Ce HUXOBE
aKTUBHOCTH IIpaTe U MEpE, YECTO MEHa]y CBOj€ HABUKE y KYIIOBUHH, T€ C€
CTaBOBH, MUIIJbEHE U MOHALIAKE JbYJM MOTY MEPUTH CaMoO JI0 U3BECHOT
CTENEeHa MPEHU3HOCTU. YTMPKOC AaKTYeJIHOCTH aHaJU3upaHe TeMe,
YUIEHUIIE KOje MoKa3yjy na BehuHa mpeayseha HHMje y TOTIYHOCTH
TpaHcopmucalia CBOje TpaAUIIMOHAIIHE MApKETUHI KaHajle Y AUTUTAJIHE
yKa3yje Ha TO Jia I0CTOjeé MHOTH aCHEeKTH KOjU Cy Be3aHM 3a MapKeTHHT
4.0, a KOju HUCY y JOBOJbHO] MEpU HCTPAKEHU, T€ TMPEACTABIbAJY
cBojeBpcTaH mpodecuoHanHu wuzazoB. C TuM y Be3w, Oynayha
UCTpakuBawa Ouhe  ycMepeHa  Ha  KOMIIApaTHBHY  aHaJU3y
TPaIUIMOHAIIHUX M JUTUTAIHUX KaHajla oOrJallaBama, ca MOCEOHUM
OCBPTOM Ha pe3ysiTare OHJajH MapKeTHUHIIKHX aKTUBHOCTHU, TOMPUHOC
HCTHUX aHTa)XOBamby MOTPOIaya, IePCOHANN3ALNU TTOHY/IE U MOCIEINIHO
M3Tpamku 0a3e J0jaTHuX MOTpoIaya.
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INTRODUCTION

“Any sufficiently advanced technology is indistinguishable from
magic.”
Arthur C. Clarke

Globalization, as an increasingly present socio-economic
phenomenon, affects the daily activities of individuals, but to a greater
extent shapes the business and market environment in which enterprises or
companies function and realize their goals. Mici¢ and Krsti¢ Randi¢ (2021)
point to the complexity and multilayered nature of the above-mentioned
process, stating that "the components of globalization are: technological,
economic, political and cultural, which are even defined as separate
globalizations™ (p. 101). The fact that the aforementioned authors gave
priority position to the technological component is not accidental, because
the usage of digital and information technology becomes part of everyday
life and shapes a new - information society. Considering the fact that the
implementation of digital innovations affects the economic growth and
competitiveness of products and services, the competitive advantage and
thus the positioning of the company on the market depends on the ability
and speed of response to global information and communication
challenges.

Thanks to the mentioned trends, consumers in modern society have
a lot of information and are characterized by new and diverse needs. In
order to fulfil those needs, the offer more often has to be personalized and
that requires constant improvement of marketing activities. In this regard,
the development of the information society and smart economy together
with the globalization processes make the digitalization of marketing
necessary, because present-day consumers prefer those brands and
companies that have the ability to quickly master the use of digital channels
(Shpak et al., 2020).

In the period when traditional marketing channels were current, it
was believed that if some piece of information or event was not published
on television, radio broadcasts or in newspapers, it did not even happen.
However, today's belief that companies that are not present on the Internet
do not exist at all, is even more obvious with the fact that in the period from
November 2021 to January 2022, 83.5% of people used the Internet, while
47.8% of users purchased products or services online in the same period in
the Republic of Serbia (Republicki zavod za statistiku Republike Srbije -
RZS/Statistical office of the Republic of Serbia, 2022). Therefore,
digitalization and marketing like two sides of the same coin are the subject
of research in this paper, but also a trend that occupies the attention of not
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only economists but also scientists and researchers from different fields and
activities.

In the continuation of the work, the path of integration of
digitalization and marketing processes will be presented, as well as the
characteristics of various Marketing 4.0 techniques that contribute to the
realization of marketing goals. Through the analysis of current data, the
authors pay special attention to the advantages of digital marketing and the
potential of its development in the Republic of Serbia. Using analysis as a
basic research method, secondary sources of data were analyzed, which
include existing literature reviews, previous research results and case study
level of different national and international organizations. Inductive-
deductive methods, comparative analysis and synthesis method were also
used in the work.

1. MARKETING 4.0 AS A RESULT OF THE INTEGRATION OF
DIGITALIZATION AND MARKETING

Digitization, as a term that appears in the literature in the middle of
the 20th century, can simply be seen as the process of accepting digital
technology innovations, at different levels and in almost all areas of the
economy and society. Observing digitization as a process that is necessary
for the development of modern organizations and society, scientists and
researchers make efforts to define the mentioned process as precise as
possible. Shpak et al., (2020), interprets digital transformation as
“accepting or extending the use of the digital or computertechnology of
organizations, industries, countries, etc" (p. 2). Bapat (2018) equalizes
digitization with the process of transition to digital business, observing it
through the use of digital technologies in order to change business models
and provide new opportunities for growth and development, i.e. value
creation. Brennen and Kreiss (2014), define the same process as structuring
different domain of social life about digital communication and media
infrastructure. The fact that digitization is a process on which the
development and survival of modern organizations increasingly depend is
additionally confirmed by the opinion of Parid et al., (2019), who think that
the condition of maintaining a competitive position of a company on the
market is not only the use of computer technologies, but the transition to
modern innovative models. The fact that the economy as an activity is
making bold strides through digital transformation is clearly proven by the
above -mentioned definitions, and that is why it is given the epithet of the
digital economy, which according to Pori¢ (2020) "led to the transition
from an industrial economy to an economy characterized by information,
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intangible goods, invisible values, services and new institutional
organizational forms™ (p. 75).

In addition to the fact that companies strive to automate and
improve their operations through digital transformation, their goal is also
to establish successful communication with the external environment,
especially in order to get to know the consumers’ needs and wishes which
they will use to adjust and strengthen their offer. Thus it will enable them
to achieve more efficient and effective work results. Since data and
information occupy an important place in the basis of successful
communication and understanding of consumers, marketing represents the
"guiding star" of every business, especially in the era of digitalization.

The transformation of traditional to digital marketing brought
numerous new methods and characteristics of this process, which caused
changes, both on the side of consumer behaviour and the side of
cooperation and competition between entities on the market. The various
stages of development that bore the hallmarks of the time in which they
were created are shown in Table 1.

Table 1. Phases of transition from traditional to digital marketing
Phases of
development

Characteristics

Production orientation lasted until the 1960s. The
company’s focus at this stage of marketing
development is on the production process and
products, and by building a high-quality product,
companies try to sell them ignoring customers’
needs.

Customer orientation. In this phase, companies
started to “listen “to the market demands as a result
of decreased demand for products that did not meet
the customers’ needs.

Human-centric orientation. This phase characterizes
focus on the delivery of values to the customers,
respecting customers as people with consciousness,
emotions, and spirit.

Orientation to meet the needs and demands of
consumers by delivering value, but in a profitable
Marketing 4.0 way for the company. It appears due to technology
changes and the impact of technological changes on
consumers.

Source: Author's presentation based on: Njegomir, V. (2020). Digitalni marketing.
CITIVAS, 10(1), p. 55-56.

Marketing 1.0

Marketing 2.0

Marketing 3.0
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Digital marketing (Marketing 4.0) is often identified as "Internet"
or "online™ marketing, and Mahmutovi¢ (2021) approves it because he
believes that the distinction made by the authors between the mentioned
terms? is increasingly difficult to prove in view of the constant convergence
of different technologies and the presence of the Internet in almost all
digital devices. The above-mentioned author defines Marketing 4.0 as
"achieving marketing goals through the application of the Internet and other
digital technologies” (p. 7), apropos as "a part of the electronic business
that is focused on marketing activities” (p. 8). Krmpot et al., (2022), define
it as "the field of marketing that deals with designing an online strategy
with the aim of branding products/services and improving the visibility of
a certain company on the Internet” (p. 232), i.e. as "promotion of products
or services using digital communication channels” (p. 232). Internet
marketing represents a tool strategy that allows building a reputation and
affects the exposure of a company onling, i.e. allows its name to be exposed
and therefore recognizable to the public (Bapat, 2018).

Table 2. Changes that occurred during transformation of traditional
to digital marketing

FROM TO

customers as mass market customers as dynamic network

one way comunication communications are two-way

firm is the key influencer customers are the key influencer

marketing to persuade purchase marketing to inspire purchase

one-way value flows reciprocal value flows

economies of (firm) scales economies of customer value

competition within defined industries competition across fluid industries

without the cooperation of competitors competitors cooperate in key areas

clear distinctions between partners and blurred distinctions between partners and

rivals

rivals

key assets are held inside the firm

key assets reside in outside networks

products with unique features and
benefits

platforms with partners who exchange
value

a few dominant competitors per category winner-takes-all due to network effects

Source: Vujovié, T., & Aleksié, 1. (2022). Digitalni marketing kao prilika za unapredenje
poslovanja u uslovima pandemije Covid-19. KNOWLEDGE - International Journal,
55(1), p. 99.

3 Internet marketing implies "only" the use of the Internet, while digital includes the use
of "all digital technologies" (Mahmutovi¢, 2021, p. 6).
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From the above definitions and the changes shown in Table 2 on
the path of transformation, the characteristics of digital marketing emerge,
which clearly prove its focus primarily on the consumer, his needs,
information, communication and motivation. The actuality of Marketing
4.0, which is obvious, raises the question of whether its increasingly
intensive development and widespread implementation will completely
replace traditional marketing. Njegomir (2020), points out that
technological convergence will lead to the gathering of traditional and
digital marketing and that they should exist simultaneously, through the
mutual use of techniques and tools.

2. CREATION OF DIGITAL CHANNELS AND TECHNIQUES -
THE WAY OF REALIZATION OF MARKETING GOALS

Digitization, especially through the preparation and implementation
of various online platforms, requires the development of marketing
techniques and channels in order to optimize and realize the goals. The
basis of digital transformation is the application of the Internet and
especially the Internet of Things. Rabuzin and Dobrini¢ (2019) make
difference between the Internet, which they define as "a global system of
interconnected computer networks, which use a standard package of
Internet protocols, and the Internet of Things, which they define as "a
global network that connects "smart things" (p. 36). In that regard,
numerous marketing channels are being developed on the Internet and
modern marketing techniques are being used, which are completed through
the connection and "communication” of modern technology with other
things, applications and people, precisely through the application of the
Internet of Things. The most important, but also the most widespread
digital marketing tools are: online and mobile marketing, electronic
commerce, as well as social media marketing (Mahmutovi¢, 2021).

Online marketing means communication between companies and
customers, i.e. users, primarily for the purpose of promoting and selling
products via the Internet. Considering that the number of Internet users is
growing every day, the importance of online marketing is increasing
intensively, and the advantages of its application are becoming more and
more visible. Njegomir (2020) states the following as the most important
forms of online marketing:

1. "websites,

2. ads to the top of the search result page,
3. advertisements,

4. e-mail” (p. 59).
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The presentation of activities and products, i.e. services, of modern
companies operating in the era of digitization, is based on the Internet. It
seems that it is no longer a trend that a company may or may not accept,
but a condition for its survival and recognition on the market, because
companies "must be present at the same place as consumers, and consumers
are increasingly present online” (Njegomir, 2020, p. 58). That's why
websites have become especially current in the last few years. Avramovié
and Popovi¢ (2018), make the difference between corporate and marketing
websites. The same authors define the former as sites that "offer basic
information on a company's history, mission and philosophy, products,
services, and location,” while the second ones are seen as sites that are
"designed to engage consumers in an interaction that will bring them closer
to a purchase or other marketing outcomes” (p. 70). The functions of the
mentioned sites can be seen from the definitions mentioned above.
Corporate websites, through a more informative function, aim to attract the
attention and arouse the customer's interest in the company and its products,
not excluding interactive communication that is mostly initiated by the
consumers. On the other hand, marketing websites imply the application of
various promotional incentives (sweepstakes, free coupons) through which
the seller, as the main initiator of communication and action, encourages
the consumer to buy the product.

In order to achieve marketing goals, success is not only to create a
website, but also search engine optimization (Search Engine Optimization
- SEO). ,,Search Engine Optimization is the process of optimizing website
content online to increase exposure in the organic search results for the
desired key word““(Bapat, 2018, p. 57). The choice of adequate keywords
that best describe the content of the site is the secret of success that will
increase its visibility and recognition, which will result in the attraction of
new consumers, i.e. USers.

Online ads and advertisements are mentioned as the indispensable
forms of online marketing. Although it seems that these are the same
techniques, Njegomir (2020) sees a difference in the place of publication,
as well as in the content itself. Namely, ads are placed at the top of the
search engine results and are paid per click, which practically means that
when potential consumers type any word into the search engine (for
example, Google), they are shown the company's ad above or next to the
typed word. On the other hand, advertisements are usually displayed in the
form of text or images and they are placed on relevant websites through
small rectangular boxes. Also, e-mail is an effective tool that companies
use today to introduce potential consumers to their product range and
motivate them to purchase products or services through a promotional
presentation.
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The number of mobile users is growing day by day (they use both
smart mobile phones and tablets) and they perform most of the activities
using those devices mentioned. The importance of mobile marketing is also
proved by statistical data for the 2018 year as follows (Marketing Fancier,
2018):

1. the percentage of Internet users who visit pages via mobile
devices increased to as much as 63%,

2. the time spent online using the above-mentioned devices was
49%,

3. 61% of users read e-mail via mobile devices and

4. 3 out of 4 users use mobile devices for online searching.

,,Mobile marketing is a relatively new branch of marketing,
referring to the two-way marketing communication between company and
customers that takes place via mobile devices. “ (Bala & Verma, 2018, p.
331). Table 3. shows different strategies that can be used to implement this
form of marketing and which provide the possibility of personalizing the
message, advertisement or application in order to maximally satisfy the
needs of consumers, which is a condition for creating a base of loyal users.

Table 3. Mobile marketing implementation strategies

Strategy Description

Through text messages that can be individual or
Text messages (SMS | mass, companies inform the mobile phones users

marketing) about new products, outlets, discounts and
promotions.
A type of application software designed to run
Mobile applications | on a mobile device and provide users with
advertisements while using application.
Advertising of companies through sending
MMS marketing messages that include multimedia content to
users of mobile devices.
Game marketing Showing ads while using certain games.

Mobile users can scan a QR code that takes them
QR codes di o
irectly to a specific web address.

They are displayed only when the user of the

mobile device is near the business facility.

Source: Author's presentation based on: Njegomir, V. (2020). Digitalni marketing.

CITIVAS, 10(1), p. 67 and Marketing Fancier. (2018). Accessed on: 19.02.2023. at:
https://marketingfancier.com/mobilni-marketing-definicija-i-znacaj/.

Local advertising
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Although traditional media, such as TV, radio, film and
newspapers, are still present, the influence of the Internet on their usage is
not negligible. “The fact that there are more than ten readers of the online
editions of that newspaper for one daily newspaper reader" (Brakus, 2015,
p. 1097), shows that with the development of the Internet, the emphasis has
been placed on multimedia and interactivity, which can be achieved
through advertising on social networks. The following social networks
appear as one of the forms of social media used by the largest number of
users: Facebook, Instagram, Twitter and YouTube. Some of their most
significant characteristics are shown in Table 4.

Table 4. Characteristics of social networks used for marketing
advertising

Social media Characteristics

The social network platform with the most
significant number of users in the world. Companies
that have a profile on Facebook can share
Facebook information about their range of products, activities,
and communicate directly with potential customers.
It provides the ability to share text and multimedia
content.

A social network similar to Facebook that allows
users to share multimedia content. It gives
companies the opportunity to promote products and
services, communicate with users, but also place ads
and establish business cooperation with people who
have influence on this social network (influencers).

Instagram

Twitter is an ideal place for the promotion and
implementation of marketing communications, as
well as for gathering the target group. It is proved to
Twitter be particularly effective during the economic crisis,
especially for companies with low budgets, who
could communicate with consumers completely free
of charge.

This social media platform is used for sharing video
content. Companies use it to bring the product closer
to their users through video content, pointing out its
features and very often how to use and adjust it.

YouTube

Source: Author's presentation based on: Brakus, A. (2015). Mediji i Marketing. The
Central and Eastern European Online Library, 4(7), p. 1099.
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The promotional role of social media marketing is obvious, but the
goal of direct communication with the end user seems to be far more
significant. "A company that uses social media can get feedback directly
from consumers and thus adapt its offer to market conditions™ (Krmpot et
al., 2022, p. 233).

The Internet, as a factor that determines the further development of
globalization and the world economy, has not bypassed the trade sector
either. The biggest changes were observed in the field of relations between
the seller and the buyer, as well as the place of realization of the trade
transaction. Namely, the traditional form of purchase, which involved
performing a sales transaction with the obligatory physical presence of the
seller and the buyer, who communicate and negotiate at the point of sale,
has been replaced by a modern form of electronic commerce. Thanks to the
above-mentioned marketing techniques (website, mobile marketing, social
networks), customers can, regardless of their location, search, get
information and communicate with sellers whose products or services they
are interested in using the Internet search option (Kambovski, 2013). E-
commerce allows consumers "sit back shopping”, i.e. a purchase that starts
with one click on a computer or mobile device and ends with the same, but
can be stopped very easily at the request of a potential customer
(Kambovski, 2013). For example, when it comes to the traditional form of
purchase, a customer who is interested in buying a dining table had to visit
different furniture showrooms in order to get information and compare their
offer with the current one on the market. However, there are furniture stores
which offer the possibility of electronic shopping, and the customer has the
opportunity to view the offer on their website and, if he decides to buy a
dining table, he can choose the model, material, colour, dimensions and
payment method. Using virtual reality technologies, he can also see how
the chosen product will look in his home and all that in the "online store".

Considering the fact that consumers today want practicality,
companies strive to complete the promotional content they place on their
websites, mobile applications and social networks with the opportunity for
purchasing products or services. On the other hand, Kambowski (2013)
wonders "can a customer realistically expect to receive what he ordered
online?" (p. 190). These are precisely the mistrust and fear that can arise on
the part of consumers, so companies should eliminate them by building a
strong and recognizable brand, with the personalization of the offer in order
to meet the customers’ needs, through reliable promotional content and safe
online transactions.
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3. POTENTIAL OF DIFITAL MARKETING DEVELOPMENT IN
REPUBLIC OF SERBIA

"Online marketing is defined as applying Digital technologies
which form online channels (Web, e-mail, databases, plus mobile/wireless
& digital TV) to contribute to marketing activities aimed at achieving
profitable acquisition and retention of customers through improving our
customer knowledge (of their profiles, behaviour, value and loyalty
drivers), then delivering integrated targeted communications and online
services that match their individual needs" (Bostanshirin, 2014, p. 784). In
this regard, companies, through the creation of a website and presence on
the Internet, strive to establish interaction with customers, as one of the
most important characteristics of online marketing, and through it to realize
the marketing goals in an efficient and effective way.

Graph 1. Internet access and website ownership by companies in the
Republic of Serbia (2019-2022)
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99.80% 100% 100% 100%

100% -

95% -

m Access to the Internet

90% -

m Website ownership
84.90%

84.50%
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Source: Author's presentation based on: Republicki zavod za statistiku Republike Srbije
(RZS), Upotreba informaciono-komunikacionih tehnologija u Republici Srbiji (2019), p.
73 and 75, RZS, Upotreba IKT-a u Republici Srbiji (2020), p. 78 and 81, RZS, Upotreba
IKT-a u Republici Srbiji (2021), p. 76 and 78, RZS, Upotreba IKT-a u Republici Srbiji
(2022), p. 68 and 71.

The presented research results confirm that the advantages and
potentials of presentation on the Internet through websites are recognized
by companies in the Republic of Serbia. Namely, in the last three years, all
companies that participated in the research conducted by Statistical office
of the Republic of Serbia have access to the Internet, and the number of
those who have their own website is constantly growing (Graph 1). The
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fact that the value of web sales in 2021 in most companies takes a share of
75% to 100% of the total sales (Statistical office of the Republic of Serbia,
2021, p. 87) is encouraging and shows that the development of online
marketing in them is on an upward trajectory.

Graph 2. Usage of mobile Internet in companies and mobile phones
in households in the Republic of Serbia (2019-2022)*

120%

100% 93.70% 94.10% 95.50% 95.50%

80%

m Companies: Use of the

60% - mobile Internet
® Households: Use of the
40% - mobile phone

20% -

0% -
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Source: Author’s presentation based on: Republi¢ki zavod za statistiku Republike Srbije
(RZS), Upotreba informaciono-komunikacionih tehnologija u Republici Srbiji (2019), p.
19 and 74, RZS, Upotreba IKT-a u Republici Srhiji (2020), p. 19 and 80, RZS, Upotreba
IKT-a u Republici Srbiji (2021), p. 19 and 77, RZS, Upotreba IKT-a u Republici Srbiji
(2022), p. 18 and 69.

Simultaneously with the growing trend of the use of mobile phones
in households (by individuals), the number of companies that provided
mobile internet connection using portable devices (mobile phones, laptops,
tablets) also increased in the period from 2019 to 2021 (Graph 2). In 2022,
on the territory of the Republic of Serbia, in the category of up to 24% of
employed persons who use portable devices for business purposes, there
are 42.3% of companies, while within the category of 75% to 100% of
employed persons who use portable devices for business purposes needs,
found 21.8% of companies (Statistical office of the Republic of Serbia
2022, p. 69). The above-mentioned data additionally confirm the opinion
of the author Stani¢ (2017), who claims that mobile devices are becoming
a fast-growing marketing channel for a large number of business entities

4 The use of mobile Internet by companies for the year 2022 is observed through the
participation of employees who use portable devices for business purposes that enable
Internet connection through mobile phone network.
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and their characteristics enable marketing experts to send information and
messages to potential consumers, as well as to receive feedback, which they
can use to improve their offer and gaining competitive advantage in the
market.

Table 5. Statistics of the use of social media in the Republic of Serbia

(2022)°
Facebook Instagram Twitter | YouTube

January 94% 1,8% 1,44% 1%
February 95% / 1,29% 0,88%
March 87,52% 3,8% 3,42% 2,07%
April 81,09% 6,35% 4,67% 3,56%
May 89,15% 4,08% 2,42% 1,85%
June 94,88% 2,53% / 0,85%
July 93,16% 3,54% 1,26% 0,83%
August 91,44% 3,98% 1,74% 1,11%
September 89,01% 4,67% 2,43% 1,29%
October 88,84% 5,2% 2,45% 1,07%

November 82,74% 9,14% 3,19% /

December 84,72% 6,96% 3,53% 1,12%

Source: Social Media Stats Serbia, (2022).

Facebook appears to be the leading social network, with
participation ranging from 81.09% to 95%, while Instagram (with
participation ranging from 1.8% to 9.14%) and Twitter (with participation
ranging from 1.26% to 4.67%) are networks that are slowly but surely
gaining new users and increasing their participation (Table 5). Although
the oscillation of the use of social media from month to month is evident,
the importance of the participation of companies in the same cannot be
ignored. Bala and Verma (2018), point out that the efforts invested in social
media marketing can achieve positive results in the field of branding and
increasing sales, but created content has to be original, adapted to different
social media platforms and in accordance with the company's marketing
plan. Similar to the opinion of the above-mentioned authors, Bostanshirin

6 Statistics of the use of social networks in certain months are not available and those fields
are marked with the sign"/".
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(2014) states that in addition to the fact social media drastically changed
every aspect of our lives, they also had a huge impact on companies, where
marketing managers realized that without a correctly formulated social
media plan and strategy, they don't have a lot of a chance to stand out and
survive in the age of digital freedoms.

Graph 3. Percentage of companies that sold their products/services
online (2019-2021)
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80% -

60% - mNO
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40% -

20% -

0% T T
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Source: Author’s presentation based on: Republi¢ki zavod za statistiku Republike Srbije
(RZS), Upotreba informaciono-komunikacionih tehnologija u Republici Srbiji (2022), p.
72.

Cuzovi¢ and Labovié¢ (2019) point out the advantages of online
shopping and state that "with electronic retailing companies can get more
detailed information about the needs and wishes of each customer. As a
result, a product adapted to the consumer appears, which can be compared
with the offer of specialized sellers or the custom manufacturing, but
according to the price that is current on the mass market, which is very
important” (p. 28). However, the results on Graph 3, which show a slight
increase in the number of companies that sold their products and services
via the Internet in the period from 2019 to 2021, show that companies in
the Republic of Serbia recognize the potential of electronic commerce, but
it seems that their strategy of implementation is still insufficiently
developed. Lower initial costs of opening a retail store, quickly conquering
new remote marketsplace, increasing the seller's competitiveness,
shortening the distribution channels and customer service processes, lower
fixed costs in the overall cost structure are the advantages of electronic
commerce that motivate companies to base their competitive recognition
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and business performance on the novelties of information technology and
electronics (Cuzovi¢ & Labovi¢, 2019).

The results of the research of the Statistical Office of the Republic
of Serbia show that electronic commerce is becoming the daily life of an
individual, considering that "47.8% of users bought or ordered a product or
service via the Internet in a three-month period (from November 2021 to
January 2022), while 17.7% bought or ordered three months ago, 9.5% a
year ago and 27.1% have never bought via Internet" (Statistical office of
the Republic of Serbia, 2022, p. 24). The possibility of being informed and
easier price comparison, a larger selection of sellers and assortment,
reduction of procurement costs, fast delivery and lower prices of products,
sit- back shopping and a faster response from sellers, are the advantages of
electronic commerce that consumers realize and which successfully
motivate them to replace the traditional store with an electronic one
(Cuzovi¢ & Labovié, 2019).

4. ADVANTAGES OF DIGITAL MARKETING APPLICATION

The most important attributes of the digital economy (digitalized
and followed connected, shared, personalized and direct) (Afonasova et al.,
2019), at the same time point to the advantages that can be achieved by
digitalizing marketing. With the lots of marketing messages that are sent
to consumers every day, their effectiveness decreases and there is a need to
target the target group and achieve interactive communication with it. The
advantages of digital marketing today successfully solve this problem.
Krmpot et al., (2022), as the primary goal of digital marketing, state
connecting with customers through designed relevant content and in this
regard, point out its most important advantages in the form of as follows:

1. attracking and retaining customers — if quality content with
the aim at a specific target group is designed, the customer
will come, if the company offers something that solves a
problem or meets a consumer's need, the customer will
return back

2. Word-of-mouth-marketing — satisfied customers with bring
with them other, potential customers

3. creating a group of people having common interest and
means of communication — Internet enables two-way
communication between companies and customers
regardless of geographical distance,

4. orientation towards target groups — KyrnoBuHy mpoH3BOJa
wim ycimyra, communication with consumers that are
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companies’ target groups causes expected effect -
purchasing of products or services,

5. involving consumers in the testing process — through two-
way communication, i.e. the feedback that companies
receive from consumers, they become familiar with their
needs, wishes and requirements, which enables them to
adjust or personalize the offer.

Companies generally start the digitization of marketing by applying
certain forms of digital marketing, and their decision to focus, for example,
on online marketing only, does not necessarily mean the risk of achieving
the set goals, considering that all forms of Marketing 4.0 bring with them
special advantages and benefits in case of implementation. Table 6 shows
some of the advantages of online marketing from the point of view of the
company and the potential customer.

Table 6. Advantages of online marketing from the point of view of
the company (seller) and the potential customer

Company — seller

Advantages

Description

Quick adaptation to
the market
opportunities

Based on market opportunities, companies can
add new or correct existing products within the
assortment.

Lower costs and
higher efficency

Online marketing often results in lower costs
and improved efficiency of channel and logistics
functions, such as order processing, stock
maintenance, shipping and promotion.

Building relationship

Salespersons interact with customers and learn
from them. Also, they can monitor analytics and
be informed about how many people visited
their website, which pages and how long they
spent time searching on them.

Global media

The Internet is a global medium that allows even
small sellers from the most remote parts of the
world access to the global market.

Customer’s response
in real tim

Unlike traditional marketing where we have to
wait for a stipulated time frame to find out the
response from the customers, online marketing
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is real time, and we can get the response in few
seconds.

Any business promotional idea has far greater
Greater reach and | reach and coverage as it can be seen in any part

coverage of the world via one marketing campaign in
optimal cost.

Potential customer

Customers can buy products from different parts
Comfort of the world 24 hours a day, 365 days a year,
wherever they are.

The choice regarding the selection of products
or services on different websites and getting

Choice help in choosing in the form of an electronic
dialogue.

Even with a wide choice, some customers prefer

Adaptability one type of item that meets their specific needs.

Customization/adaptability occurs as a result of
the opportunities provided by the Internet/Web.

Online shopping is simple and private, and
Less discomfort customers do not have to meet sellers and can
avoid waiting in queues.

Consumers get information about companies,

Information and products, competitors and prices, without
interaction leaving their homes or offices. They also have

the opportunity to communicate with the seller.

Source: Author's presentation based on: Krmpot, V., Gajdobranski, A., & Jankovi¢, M.
(2022). Digitalni marketing kao nova mogucnost u funkciji razvoja ekonomskih
subjekata, p. 68-69. Bala, M., & Verma D. (2018). A Critical Review of Digital

Marketing, p. 334-335.

Although the advantages of Marketing 4.0 are obvious and
numerous, they do not guarantee the digitization of the mentioned sector
without problems and limitations. As obstacles that may appear and
consequently emphasize the shortcomings of modern marketing tools,
Todor (2016) states:

1. mutual dependence of modern tehnology and Internet,
2. problems with copyright because competitors can easily
copy the company's visual identity,
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3. customers' lack of confidence in the security of transactions
and the delivery of ordered products,

4. absence of physical contact with the product before
purchase,

5. orientation of certain customers, especially older ones,
towards the use of traditional channels.

CONCLUSION

Based on the theoretical overview it can be concluded that
technological development is evident and that it has significantly
conditioned the organization and implementation of marketing activities in
companies that operate under the conditions imposed by the globalization
of the world economy. The path of digitization of marketing requires the
application of various techniques and tools that condition the formulation
and implementation of strategies and plans aimed at two-way
communication. In light of recent events, changes that are reflected in the
application of the Internet, information and communication technology,
virtual and augmented reality, mobile and online marketing, social media
and electronic commerce occur. Consumers are more and more focused on
online shopping and communication channels, recognizing the potential of
digital marketing, while companies that apply them through them want to
get to know their future customers, recognize their needs and desires and
adapt their offer to them as much as possible, thus ensuring their
recognition and competitiveness on the market with positive work results.

The analysis of the development potential of digital marketing in
the Republic of Serbia shows that companies actualize their marketing
activities and goals through the creation of a website, advertising on social
networks and the application of mobile marketing. The willingness of
consumers to buy and order products via the Internet encourages and
motivates companies to make efforts and use the space for the improvement
of electronic commerce, which is still an underdeveloped sales channel of
companies in the Republic of Serbia.

Based on the detailed presentation, it can be concluded that the
basic assumption found in this paper has been confirmed and that, in the
ever-sharper market battle, digitalization of marketing is a condition for
companies and competitors. Considering all the above mentioned, we
conclude that Marketing 4.0 represents the present, but also the future of
business and that it should not be seen as an expense, but as an investment
that can achieve efficient and effective results through properly
implemented strategies aimed at as follows:
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e formulation of unique marketing content, at the right time and
in the right place,

e use of modern technology for the purpose of interactive
communication and recognition of new and unsatisfied
consumers’ needs,

e personalization of the offer,

e reduce advertising and business costs.

Through the presented detailed theoretical analysis, the authors
contribute to the previous research on the topic of digital marketing,
especially in terms of recommendations for improving marketing strategies
through the application of digital techniques. Given that the Internet and
information technologies are developing every day, and consumers are
becoming increasingly "louder and more demanding”, the limitations of
research on the mentioned topic are reflected in the complexity of the
matter and the difficulty of precisely measuring phenomena and their
relationships, because users of different platforms, upon learning that their
activities are monitored and measured, they often change their shopping
habits, and people’s attitudes, opinions and behavior can only be measured
to a certain degree of precision. Despite the topicality of the analyzed topic,
the facts that show that most companies have not completely transformed
their traditional marketing channels into digital ones indicate that there are
many aspects related to Marketing 4.0, which have not been sufficiently
explored, and represent a kind of professional challenge. In this regard,
future research will be focused on a comparative analysis of traditional and
digital advertising channels, with a special focus on the results of online
marketing activities, their contribution to consumer engagement,
personalization of the offer and, consequently, the building of a loyal
consumer base.
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