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Abstract

Although SMEs have quick adaptions to new trends, most of them suffer from having lack of
financial and human resources. This fact has made those businesses disadvantaged in the usage of
traditional marketing tools compared to their larger rivals. Information and communication
technologies and the developments in technology-based platforms have also provided less costly but
more innovative marketing options for SMEs to compete with their larger counterparts. In this
regard, this research purposes of examining the impacts of the usage of traditional and technology-
enabled marketing tools by SMEs on their innovativeness. In parallel with this selected purpose, the
researchers have gained data from 812 SMEs in Slovakia by employing an online internet-mediated
questionnaire. The researchers also apply Binary Logistic Regression Test to analyze the impacts of
traditional and technology-enabled marketing tools on the innovativeness of SMEs. The results show
that while usage of technology-enabled marketing channels positively affects the innovativeness of
firms, the usage of traditional marketing channels by SMEs does not affect their innovativeness.
Environmental, resource-related, and personal factors might be the reasons of these results.

Keywords: technology-enabled marketing, SMEs, innovation, traditional marketing, digital
marketing, social media

1. INTRODUCTION 2014; Kljucnikov et al., 2019; Zajkowski &
Domanska, 2019). For instance, more than

SMEs' flexible structures make them 99% of all businesses in the EU are SMEs;
adapt to quickly changed market conditions, they create more than 55% of total value-
and the role that SMEs play in value addition added and employ more than 65% of the
is crucial for economies (T6th & Mura, total workforce (European Commission,
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SBA fact sheet the Czech Republic, 2019).
However, SMEs encounter  fierce
competition when competing with their
larger-sized rivals (Mura & Kajzar, 2019;
Belas et al.,, 2020). Their innovative
capabilities make them stay competitive
(Mura, 2020; Du et al., 2021; Kubickova et
al., 2021) and economically grow
(Kotaskova & Rozsa, 2018).

Especially after the Covid-19 pandemic,
the importance of technology-enabled
marketing tools has increased because
businesses keep social distance and
minimize close interactions with their
consumers by wusing those channels.
Moreover, since people always move their
mobile phones with them and most of them
have an internet connection, they are more
likely to experience online, technology-
based marketing tools of SMEs than
traditional tools such as TV marketing or
direct marketing (Amirkhanpour et al.,
2014).  Although technology-enabled
marketing tools provide many benefits for its
users, there are still some SMEs that use
traditional (offline) marketing tools (Ahmed
& Hussain 2014), and they perceive the
usage of traditional marketing tools as
beneficial for their organizations (Cant &
Wiid, 2016).

Similar to other technology-enabled
marketing tools, social media also makes
businesses apply more sustainable marketing
strategies. Innovative and technological
abilities and competencies create those
strategies compared with traditional
marketing tools (Khan et al., 2019).
Therefore, the usage of technology-enabled
marketing by SMEs might increase their
innovativeness. On the other hand, SMEs
might also apply new methods, approaches,
and marketing strategies using traditional
marketing tools that might also influence

their innovative activities. In this regard, this
paper aims to examine whether the usage of
traditional and technology-enabled
marketing tools by SMEs influences their
innovativeness or not. Thus, this paper
purposes the find the answer to the following
research question: Does the usage of
traditional and technology-enabled
marketing tools by SMEs affect their
innovative posture? Since this paper includes
both categories of marketing tools,
traditional (offline) and technology-enabled
(online), into the analyses of this research, it
is a comprehensive research in the related
literature. By having a widen perspective to
analyze the marketing activities and
innovativeness of SMEs located in one of the
European Union member countries, this
paper makes significant contributions in
entrepreneurship and marketing literature. It
fulfills the research gap in those disciplines.
Thus, policymakers, academicians, and firms
might gain benefits from the results of this
paper.

The rest of the paper is structured as
follows. Section 2, Experimental, gives
details on how the researchers develop
research hypotheses and explain the research
data and methods that the researchers apply
to analyze the data. Section 3, Results,
indicates and reveals the findings from the
analyses and interprets the hypotheses'
testing. In section 4, the researchers provide
some strong arguments to explain
prospective reasons for the results of this
paper and suggest some policy implications.
Lastly, the researchers conclude the study by
mentioning the main essential points,
limitations of  the study, and
recommendations for future researches.
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2. EXPERIMENTAL (RESEARCH)

2.1. Development of research

hypotheses

Compared to  technology-enabled
marketing tools, traditional marketing tools,
provide more costly alternatives (Wardati &
Mahendrawathi, 2019) and more difficult
usage and adaption for SMEs (Khan et al.,
2019). However, some SME:s still use some
traditional (offline) marketing tools to draw
their customers' attentions (Kallier, 2017).
The reason for that might be related to their
lack of willingness to look for new
marketing channels since they think that
existing traditional marketing tools are
enough for them (Cant & Wiid, 2016). This
fact is a sign of their reluctance regarding
innovative solutions and ideas. Moreover,
modern methods in marketing activities have
been perceived as complicated and time-
consuming by some SMEs (Cant & Wiid,
2016). When using traditional marketing
tools, firms need to check their
advertisements before publishing them via
magazines, TVs, and radios (Kallier, 2017).
However, those controls are not innovative
actions since it just includes the revision of
drafts (Nobre & Silva, 2014). On the other
hand, most traditional marketing channels
are based on one way interaction and
businesses cannot receive much feedback
from their customers compared to
technology-enabled marketing tools (Ahmed
& Hussain 2014). This fact also creates
barriers for firms to find innovative and
creative solutions to fulfill the demands of
their customers. For these reasons, SMEs'
usage of traditional marketing tools might
reduce their innovative posture and
activities. Those arguments mentioned above
make this paper set the following hypothesis:

H1: There is a negative relationship
between the use of traditional marketing
tools by SMEs and their innovativeness.

Regarding the usage of technology-
enabled (online) marketing tools and the
innovativeness of SMEs, by implementing
those new information communication
channels to their marketing strategies,
enterprises have also increased their ability
to exploit innovative ideas that draw
consumers' attention to make purchases from
those businesses (Ziotkowska, 2021; Khan et
al., 2019). Most of those efforts of businesses
to satisfy the needs of consumers are based
on innovative actions (Khan et al., 2019).
Since those platforms also make customers
share their feedbacks with businesses, they
also become a part of the innovation
processes of enterprises (Malesev & Cherry,
2021). For these reasons, these channels
increase the innovativeness of enterprises
(Pateli & Mikalef, 2017; Khan et al., 2019;
Malesev & Cherry, 2021). The arguments
mentioned above make this paper set the
following hypothesis:

H2: A positive association exists between
the usage of technology-enabled marketing
tools by SMEs and their innovativeness.

2.2. Methodology

This study aims to analyze the effects of
the usage of traditional and technology-
enabled marketing tools on the
innovativeness of SMEs. To achieve this
goal, the researchers created an online
internet-mediated  questionnaire  and
collected the data from 812 SMEs in
Slovakia by sending e-mails to prospective
survey respondents who are owners and
managers of these enterprises. Moreover, the
researchers performed a random sampling
method to generate the sample of this
research. The data collection period was
completed in January 2021.



76 A. Kljucnikov / SIM 17 (1) (2022) 73 - 84

To examine the usage of traditional
marketing tools by SMEs that is one of the
independent variables of the research
models, the researchers asked the following
survey question to the respondents: "In
which communication tool of marketing
communication is innovation most evident in
your business?". Then, some traditional
marketing tools such as PR/Public relations,
sales promotion, direct marketing, personal
selling/face-to-face communication,
sponsoring, exhibitions/trade shows, and
advertising in the traditional media (print....)
are presented in the questionnaires as
options. Finally, the responses of the survey
participants for each of these channels were
scaled by a five-point Likert scale as follows:
1 - least significant to 5 - most significant.
The researchers applied the same approach
to assess the usage of technology-enabled
marketing tools by SMEs by offering some
options that are the channels of technology-
enabled marketing tools such as online
marketing/internet, advertising social media,
content marketing/social media, mobile
marketing (SMS, MMS...), viral marketing,
WOM, a chatbot (Facebook-MSN).

On the other hand, the dependent variable
of research models, namely, innovativeness,
is evaluated by the following dichotomous
question: "Does your company or the
company you work for create a new product
or improve an existing product?". As this
survey question is dichotomous, the answers
for this question are binary "Yes" or "No."
Firms that answer this question "yes" are
called innovative, vice versa. For this reason,
the researchers apply Binary Logistic
Regression Test to analyze the impacts of
independent variables on the binary
dependent variable. All analyses that the
researchers run for this research have been
made in SPSS program version 23.

The researchers select a 5% significance
level to support alternative hypotheses. Thus,
p values that are lower than the chosen level
of significance make researchers support
alternative hypotheses presented above. On
the other hand, with p-values higher than this
significance level, the researcher supports
null hypotheses set as the nonexistence of the
relationship between traditional and modern
technology-enabled marketing tools usage
by SMEs and their innovativeness. The
research models that are created for the first
and second research hypotheses are as
follows:

15t and 209 Binary Logistic regression
models, respectively:

Yy =(Bo + B1 X)) Y=(Bo + By X,) where:
X, — Independent variable (usage of
traditional marketing tools for Model 1)

X, — Independent variable (usage of
technology enabled marketing tools for
Model 2)

Y, — Dependent variable (innovativeness of
SMEs)

B, , — Regression coefficients

By — Constant or intercept term.

Concerning logistic regression
assumptions, this paper does not consider
one of the assumptions, namely -
multicollinearities between independent
variables of research models, because
Model-1 and Model-2 only consist of an
independent variable.

The researchers consider -2 log-
likelihood statistics to indicate whether the
research models fit with data or not and how
these research models predict the changes in
the dependent variable of the models,
namely, innovation. The base model has a
constant term, while -2 L likelihood has
various independent variables, traditional
and technology-enabled marketing tools.
Having lower volumes from -2 log-
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Tablel. Assessing model fit and Independence of Errors Assumption of Logistic Regression

Models
L Cox-Snell R2and [ndePendence of
-2 Log likelihood ) €ITors In
Nagelkerke R .
regression models
Models Base 2L
model’s -2 likelihood Durbin Watson
LL with Chi- Cox- Nagel- Test Statistics
statistics  predictors Square df Sig Snell  kerke
Model 1 traditional 835.463  782.259  53.204 1 0.000 0.063 0.099 1.991
Model 2 technoloy-enabled 835.463 777458 58.005 1 0.000 0.069 0.107 1.978

Source: own calculations

likelihood with predictors than the Base
Model's -2 LL statistics indicates a better
model fit. Therefore, by including traditional
and technology-enabled marketing tools as
predictors into the based model, the
researchers have made the research models
to explain more observations in the research
data. In the case of including traditional
marketing tools as a predictor in Model 1,
there has been a decrease in the Base model's
-2 LL statistics by 53.204 as illustrated in the
Chi-square column of Table-1.

Similarly, adding technology-enabled
marketing tool ass predictor, Base model's -2
LL statistics has decreased by 58.005. Thus,
adding both of those predictors has caused
the research models to express better model
fit. On the other hand, since those decreases
are significant at a 5% level of significance
as illustrated in the Sig. column of the table
(both of them are 0.0000), it can be stated
that the created research models make better
predictions for the innovativeness of SMEs
than the Base Model does.

The volumes of Cox-Snell R2 and
Nagelkerke R? are shown in Table 1; they are
percentages to indicate the variabilities in the
dependent variable that independent
variables, traditional and technology
marketing tools cause. Higher volumes from

Cox-Snell R2 and Nagelkerke R2 are an
indicator of better model fit. For instance,
according to the volumes of Nagelkerke R2,
it can be stated that the usage of traditional
marketing tools might explain 9.9% of the
variability in the innovativeness of SMEs. In
comparison, the wusage of technology-
enabled marketing tools explains the 10.7%
variabilities of SMEs' innovativeness.

The researchers also include the results of
Durbin Watson test statistics in Table 1 to
indicate whether another assumption of
Logistic Regression, namely, Independence
of Errors, is violated or not. This assumption
examines whether a relationship exists
between the cases and the data or not and
whether the residual term is independent and
autocorrelated or not (Field, 2009). The
volumes of Durbin Watson test statistics
differ between 0 to 4. The volumes that are
close enough to 2 express the nonexistence
of autocorrelation between residual terms.
Since the values of Durbin Watson statistics
are indicated as 1.991 and 1.978 in Table 1,
this study fulfills the independence of error
assumption for logistic regression models.

Corresponding to  the  Linearity
assumption, the results are presented below
in Table 2. The researchers consider the
"interaction term between the predictor and
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its log transformation" (Field, 2009) to
evaluate whether the research fulfills this
assumption or not. To do not violate the
Linearity = assumption, P-values for
interaction terms need to be higher than the
5% level of significance. As illustrated in
Table 2, p values (Sig.) are for interaction
terms are 0.138 and 0.092, respectively, and
they are higher than the 5% significance
level. These volumes make this paper fulfill
the linearity assumption for logistic
regression models too.

To examine whether the sample size is
adequate to perform logistic regression
analyses, the researchers consider Cochran's
formula (1963) that is presented as follows:
n,= Z2pq/e?

n = sample size, Z= confidence level at
95% (is 1.96 in statistical tables that include
field below the normal curve), e= Sampling
error (e= 0.05), p= maximum variability

(p=0.5), q = 1-p.
n,= 1.962 (0.5) (0.5) / 0.052 =384

Since this paper analyzes 812 SMEs that
are higher than 384, the required sample size
the sample is adequate to perform logistic
regression tests. Furthermore, the research
sample does not include repeated and
matched data. The details about the research
sample are also presented below in Table 3,
Sample Profile.

3. RESULTS

Table 4 illustrates the results of Binary
Logistic Regression analyses regarding
Model-1. As already mentioned in the
Methodology section, SMEs' usage of
traditional marketing tools is an independent
variable, while innovativeness 1is the
dependent variable. This research includes
Wald statistic into the analyses since it
indicates whether the independent variable
significantly predicts the dependent variable
and makes significant contributions on the
dependent variable or not (Field, 2009).

According to Table 4, the p-value for the
usage of traditional marketing tools is not
statistically significant; thus, it is not a
significant predictor. This is because it is
higher than the selected significance level
(B= 0.195, Wald »*= 3.020, p= 0.082 >0.05)
and the P coefficients, for independent
variable does not significantly differ from 0.
This fact expresses the fact that the usage of
traditional marketing tools by SMEs does not
significantly contribute to their
innovativeness; thus, the innovativeness of
SMEs does not differ depending on their
traditional marketing activities. Therefore,
there is no positive relationship between the
usage of traditional marketing tools and the
innovativeness of SMEs. In this regard, this
research fails to support the HI hypothesis.

Table 5 is presented below to demonstrate
the results of Binary Logistic Regression

Table 2. Linearity Assumption for the Logistic Regression Models

Variable B S.E. Wald df Sig. Exp(B)
LOGISTIC REGRESSION MODEL-1
Lintra by traditional 0.242 0.163 2.203 1 0.138 1.274
LOGISTIC REGRESSION MODEL-2
Lintech by techenabled 0.263 0.156 2.845 1 0.092 1.301

Source: own calculations
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Table 3. Sample profile

79

Variable Types n Share
micro 392 48.28%
Firm size small 291 35.84%
medium 129 15.88%

Total 812 100%
Firm age up to Syears 419 51.60%
5 years and more 393 48.40%

Total 812 100%
sole prop. 123 15.15%
Legal Ltd. 595  73.28%
Structure PLC 58 7.14%
other 36 4.43%

Total 812 100%
Respondents’ female 421 51.85%
gender male 391 48.15%
Total 812 100%
Respondents’ less than 30 547 67.36%
age 30 and more 265 32.64%
Total 812 100%

Source: own calculations

Table 4. The results of Binary Logistic Regression Analyses for Model-1

Wald
Variable B SE OR 95% CI statistic p
Traditional marketing 0.195 0.112 1.215 [0.975 1.515] 3.020 0.082
Constant 0.164 0.165 1.178 0.981 0.322

Model-1: Innovativeness= 0.164+0.195*Traditional Marketing Tools

Source: own calculations

Table 5. The results of Binary Logistic Regression Analyses for Model-2

Wald
Variable B SE OR 95% CI statistic p
Technology enabled 0.476 0.064 1.609 [1.419 1.825] 54.799 0.000
Constant 0.263 0.156 1.301 0.981 0.092

Model-2: Innovativeness = 0.263+0.476*Technology-enabled Marketing tools

Source: own calculations

analyses regarding Model-2. This model
includes an independent variable, namely,
the usage of technology-enabled marketing
tools by SMEs, and a dependent variable, the
innovativeness of SMEs.

According to Table 5, the usage of
technology-enabled marketing tools by
SME:s is a statistically significant predictor
(B = 0.476, Wald > = 54.799, p = 0.000
<0.05) because p-value is lower than 5%
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significance level. Thus, the B coefficient is
significantly different from 0, and the
independent variable makes positive
contributions to the dependent variable. The
coefficient for the usage of technology-
enabled marketing tools is 0,476, and it
propounds that innovative SMEs have higher
tendencies to apply the technology-enabled
marketing tools. Higher values of the usage
of technology-enabled marketing tools are
associated with greater possibilities of being
innovative. In other words, if a firm
increases its technology-enabled marketing
tools score by a unit, its odds of being
innovative would increase by 0.476. When
the usage of technology-enabled marketing
tools is high in SMEs, the innovativeness of
these enterprises becomes higher. All these
facts make this paper support the H2
hypothesis that assumes the positive
relationship between usage of technology-
enabled marketing tools and the
innovativeness of SMEs.

Concerning the Odds ratio (OR), it is an
indicator of the strength of association
between the independent and dependent
variable and shows the changes in odds of
occurrence for the dependent variable in case
of a one-unit change in the independent
variable. Moreover, the odds ratio that is
higher 1 expresses that as the value of
technology-enabled  marketing  tools
increases, the odds of innovativeness are
more likely to occur. Hence, an increase in
the usage of technology-enabled marketing
tools by a unit, 1.609 times higher the odds
of innovativeness with a 95% confidence
interval (CI) between 1.419 and 1.825. In
other words, the innovativeness of SMEs
1.609 times more likely to occur for SMEs
that apply technology-enabled marketing
tools in their operations more than SMEs that
have a lower willingness to use these tools.

4. DISCUSSION

As already confirmed by the analyses, this
paper does not find any relationship between
the usage of traditional marketing tools by
SMEs and the innovativeness of SMEs. For
this reasons, this result of the paper is not
consistent with the findings of Cant and Wiid
(2016) and Nobre and Silva (2014), since
those researchers state the fact that SMEs use
traditional marketing channels because of
their lack of innovative efforts and the
unwillingness of performing innovative
actions. The reason why this paper does not
find any relationship between the usage of
traditional marketing tools and firm
innovativeness might be related to the lack of
financial power and sources of SMEs.

On the other hand, this paper finds
positive impacts of the usage of technology-
enabled marketing tools by SMEs on
businesses' innovativeness. One of the
reasons why technology-enabled marketing
tools increase SMEs' innovativeness might
be related to the characteristic of firms'
owners and executives. For instance, the age
of executives might be one of those
characteristics since it has negative impacts
on the usage of social media (Fosso-Wamba
& Carter, 2014). In this regard, according to
Table 3, 67,36% of all respondents are less
than 30 years old. Since there are more
younger respondents, those executives might
have stimulated the usage of technology-
enabled marketing tools that increase their
innovativeness.

Moreover, competitiveness in
environments where SMEs are located
(Taiminen & Karjaluoto, 2015; Kallier,
2017) in metropolitan cities' location affects
businesses' innovative marketing strategies
and become more interested in using
technology-enabled tools such as social
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media platforms (Fosso-Wamba & Carter,
2014). Concerning the research data, the
majority of firms are located in Bratislava.
Moreover, according to the EU regional
competitiveness index (2019), the Bratislava
region's competitiveness has increased
compared with 2016. This fierce competition
in the market where most analyzed SMEs are
located might make those businesses apply
more innovative marketing tools. Therefore,
this fact might be another reason to explain
the positive relationship between the usage
of technology-enabled marketing tools and
the innovativeness of firms.

Although the usage of most of the
technology-enabled marketing tools by
SMEs is cheaper than traditional (offline)
marketing tools, it does not mean that SMEs
do not face any expenses when performing
marketing activities via technology-enabled
marketing tools. For instance, publishing
advertisements via YouTube videos might be
costly for SMEs (Malesev & Cherry, 2021).
Since SMEs face more financial issues and
do not have enough resources, financial
support by policy makers and having enough
funds are prerequisites for their presence in
those digital channels widely used by their
prospective and  existing customers.
According to Statista (2021), the volume of
expenses for digital advertising in Slovakia
is expected to reach 270 USS$, while the
spending for the social media advertising
market is predicted to be around US$94m in
2021. But comparing to those volumes of
Slovakia with other advanced countries such
as the US (the volume for digital advertising
in the US is US$157.640m in 2021),
Slovakian companies and individuals spend
a meager amount for those activities. In this
regard, policymakers and other essential
financing institutions of the EU might
provide some incentives and subsidies for

SME:s to stimulate and motivate technology-
enabled marketing tools. Since businesses
have also applied more e-commerce
activities to sell and purchase their products
or services from other businesses under the
circumstances of Covid-19, this kind of
support might also help SMEs overcome the
negative economic consequences of the
pandemic.

5. CONCLUSIONS

The developments in information
technologies have changed SMEs' marketing
strategies and tools to draw their customers'
attention. For this reason, many SMEs have
shifted the usage of traditional (offline)
marketing tools to technology-enabled
marketing (online) marketing tools.
However, some SMEs still use traditional
methods for their marketing communication

and promotion strategies. By the
improvements in technologies, both
technology-enabled and traditional

marketing channels provide innovative
solutions for those marketing activities of
SME:s. In this regard, this paper aspires to
investigate the impacts of the usage of
technology-enabled (online) and traditional
(offline) tools by SMEs on their
innovativeness.

To achieve this target, the researchers
directed online internet-mediated
questionnaires by e-mails to the randomly
selected owners and managers of 812 SMEs
in Slovakia. Moreover, the researchers
employ Binary Logistic Regression Test to
examine whether traditional and technology-
enabled marketing tools influence the
innovative posture of SMEs.

According to the results, this paper does
not find any significant effects of the usage
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of traditional marketing tools and the
innovativeness of SMEs. On the other hand,
this research confirms that the usage of
technology-enabled (online) marketing tools
by SMEs increases their innovativeness.

Although this paper makes significant
contributions to the academic literature by
analyzing marketing channels from a broad
perspective and their impacts on the
innovative posture of SMEs, there are some
limitations in this research. The research is
only limited to SMEs in Slovakia, and the
characteristics of SMEs and executives are
not included in the analyzes. For this reason,
further studies can consider all those facts
and include SMEs and larger-sized
enterprises from more countries and might
compare the usage of marketing tools and
innovativeness of businesses depending on
firms and executives' characteristics.
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NHOBATHUBHMU ITOJIOKAJ MCII Y 3ABUCHOCTH O
YIIOTPEBE MAPKETHHIHIKHUX AJIATA

Aleksandr Kljuénikov, Mehmet Civelek, Soiia Chovanova Supekova

H3Bog

Hako ce MCII 6p30 mpunaroljaBajy HOBHM TPEHIOBHMA, BelinHa WUX MaTH O HEAOCTaTKa
(DMHAHCH]CKUX M JbYACKHX pecypca. OBa 4MIbEHHUIIA j€ CTaBMJIa T¢ KOMIIAHHU]jE y HEIOBOJHHHjH
MOJIOXKA] y TIoTieny Kopuinhema TpaaullMoOHATHAX MapKeTHHIIKUX ajiara y nopehemy ca BHUXOBUM
BehuM puBanMa. MHGOpMaIioHe 1 KOMYHHUKAIIMOHE TEXHOJIOTHj€ H pa3Boj TUIAT(GOPMU 3aCHOBAaHUX
Ha TEXHOJIOTHjH Takolhe cy 00e30enuiie jepTHHI]e, aJTi HHOBAaTUBHU]E MapKeTHHIIKe ommuje 3a MCII
Ia ce TakMude ca cBojuM BehmM komerama. C THM y BE3W, OBO HCTPKHUBAkHEC MMa 3a IHJb
WCIUTHBAE YyTUIAja YIOTpeOe TPAANINOHATHUX M TEXHOIOIMIKH MOTYhHX MapKeTHHIIIKUX aj1aTa Off
crpane MCII Ha BUXOBY MHOBaTUBHOCT. [lapanenHo ca oBoM 01a0paHOM CBPXOM, HCTPAKHBAYH Cy
nobwnn noxatke on 812 manmux u cpenmux npeayseha y Cinopaukoj kopucTehn OHIIAjH YIHUTHHK
MOCpeAoBaH MyTeM HHTepHeTa. McTpaxuBaunm Takohe mpuMemyjy TecT OWHApHE JOTHCTHYKE
perpecuje na aHaau3upajy YTUIaje TPATUIMOHATHUX M TEXHOJOIIKN OMOTYNEHMX MapKEeTHHIIIKAX
anmara Ha mHOBarnBHOCT MCII. Pesynrarn mokasyjy na, MOK ymoTpeba TEXHOIOIKO oMoryheHux
MapKeTHHIIIKUX KaHaJla MO3UTHBHO YTHYE HA HHOBAaTUBHOCT Tpeny3eha, ynorpebda Tpa uimoHaIHIX
MapKeTHHIIKNX KaHana of cTpaHne MCII He yTHue Ha BUXOBY WHOBAaTUBHOCT. DakTOpU KUBOTHE
CpenuHe, pecypcH U JUYHU (aKTOPH MOTY OMTH pa3jio3d OBUX pe3yirara.

Kwyune peuu: MapkeTHHT y3 IMOMOh TEXHOJOTHje, Mala M cpemma mpemyszeha, mHOBammje,
TPaUIMOHATHA MApKETHHT, JUTHTAITHA MapKETHHT, IPYIITBEHN MEIUjH
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