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IVNOEPEHIIMPAIBLE ITYB/IMKE I CTPATETUJA
OITTAITABAIbA HA MHTEPAKTBHO] TEJTEBU3UJA?

Caxerax: [lomasehu op npernocraske fa ce y Cpduju KacHU ca IPMMEHOM KOH-
LlerTa MHTePaKTBHE TeleBU3Nje U Kpelparba HOBMX O0/IMKa OIJIalllaBamba, ayTop Kpo3
MY/ITUCTPATEeIIKI IPUCTYII UCTPaKMBamba HaBMKa M/Iajie Iyd/InKe IIpoydaBa odpacie
TpaHcopMalje IOTPOLIbe MeUjCKUX cafpxaja. KomOunyjyhu TexHuke aHkeTpama
U ByOMHCKOT VIHTePBjya I KBaJIMTAaTUBHE aHaJIM3e Cafip)Kaja, ayTop 3aK/bydyje fia ce Tpa-
mumyoHanHa TB pexnmama Y BUTUTATHOM OKPYXKerbY CaJIpXKajHO MYITUIIMKYje, IITO Ce
nocedHO youasa y cepy MapKeTMHIIKUX KOMyHIUKanuja. Myiagy cBe BUILle KOPUCTe pa-
3/IM4UTe MeIUjCKe TeXHOOrje, mpenasehu ca jemHor ypebaja Ha gpyru wm cumynrasno. Ha
OCHOBY aHa/M3€e IIOHalllakba CTY/IeHTCKe TOMy/Ialyje y KOHSyMalji JaHallbe TeNeBU3Mje
y Cpduju, Kpenpany cMO MOJie/l UHTePAaKTUBHE TeleBU3Nje Ka0 MyITU(QYHKIMOHATHOT
MOpTaja y KOHTEKCTY IJIacparba OITIACHUX TIOPYKa.

KipyuHe peun: MHTepaKTMBHA TelleBU3Mja, OIIAlllaBalbe, TeJIeBU3MjCKA MyOINKa,
JUTUTATHA MADKETUHT, MIaJi/CTyI€HTH, CEKYHJADHM eKPaH

YBOJ

CHaxHa TpaHcOpMalyja TeleBU3Mje 3aCHOBaHa Ha PAa3BOjy NUTMTaTHUX TEXHO-
JIOTMja, Kao 1 I0jaBa HOBUX MHTepakTUBHMX ¢popmu TB nporpama, mpoyspokosana je
HoTpedy 3a HAyYHMM MCTPAKUBABIMA Y Pa3IMYUTIM CerMEHTUMA JPYLITBEHNX OFHOCA
1 MapKeTMHIIKe IIPOAYKIIMje 1 OIJlalllaBaba. Te/ieBMu3MjcKka pekaMa ocTaa je pyAuMeH-
TapaH Ha4MH KOMYHMKAIMje ca IM/bHUM TPXKMIITYIMA, HAPOYUTO aKO y3MEMO Y 093Up
MTahe reHeparyje, 4ecTe KOH3yMeHTe APYLITBEHNX MPeXKa I Cafipkaja Ha 3axTeB. Y cBe
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VcrpaxuBarbe Koje je IIpeficTaB/beHo y Pajly CIPOBeeHO je 3a IoTpede napasie JOKTOPCKe [icep-
Taryje ayropa A. baduha ondpameHe Ha YHuBepsuTeTy yMeTHOCTH Y Beorpany - ®akynrery gpam-
CKIX YMETHOCTH IIOJ] HACTIOBOM ,,JIHTepaKTHBHa TelleBU3Mja U caBpeMeHy odmmuu guctpudynuje
My/ITUMEMjaTHIX CajipyKaja Kao OCHOBHOT MOJe/Ia Te/eBU3UjCKOT OITIANIABAA I MAPKETHMHIIKIX
KOMYHMKa1yja’.
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OCKYIHUj/M eKOHOMCKIM YCJIOBUMA U Y3 BeIMKI M300p MeAVjCKUX cafp)Kaja, IpYMeHa
yBepaBajyhux Mozena KOMyHMKaIMje ITOCTaje HeONXO[HA 32 JOCTU3abe MapKeTMHIIKIX
WIU IIPOTATAaHAHUX LIUbeBa. TpafuunoHaIHy peKnTaMHu OIOK, Koju 380r cBoje popme
HIje KOMIATHOM/IAH Ca JUTUTATHYM MapKeTHHT CTpaTeTujaMa, II0CTaje yIuTaH y o0y
BUCOKE MHTEPAKTUBHOCTY HAa HOBUM MeJVjUMa.

AKTYeTHOCT OBOT MCTpa)KMBatba IOTBPDYjy 1 eBUieHTHe IPOMEHe y OCTa/IUM Cer-
MEHTMMa JPYUITBA KOjé je JOHeNa JUTMTalHa peBONyLNja, Kao I pa3BOj MHTEPHETA U
BellTauKe MHTeMUIeHIuje. Menuju y aurntantoj cdepu I0CTajy ,,IMYHY, IIPEHOCHM, T1ap-
TULMIATUBHY 1 CBeNIpoXkuMajyhn’, KoHcTaryje ce y ucTpaxkusamy VcTpakuBauKor LieH-
tpa ITjy (Pew Research Center) ,,[IpomeHa IUTUTATHOT [1ej3a)Ka: CTambe MHPOPMATUBHUX
menuja y 2015” (Rainie, 2015). CHa)xHO ydp3ame nH(OpMAaLja IPeHesIo ce U Y IPOCTOp
MapKeTHHIIKO-KOPIIOPaTUBHOT KOMYHMI[Mpamba, yHocehn KpeaTUBHOCT U CaXkMMalbe
jaBHOT IIPOCTOPA, Y3 HOBO CXBaTakbe MeMNja.

»YIIPaBo je JUIUTann3alyja JoBea o Tora fia aKTye/lHa MefiMjcKa peBoTyLnja
dyne apyraumja off cBera IITO CMO MMaJ/Ii paHuje — KOHBeprupamwe Mefuja, rmodanmsa-
1uja, pparMeHTaIMja IIyOIMKe — U3 KOPEHa Mebajy YCTaHOB/bEeHE MOfiefie Mefilja, OfHOC
usMeby /10KaHOT 1 HALMOHAIHOT, M3Mel)y KOMepIIMjaTHOT U APYIITBEHO OATOBOPHOL”
(Martinoli, 2011, str. 9).

Caser EBporte je Meby cBoje cTanzapye yBpCTIO ¥ HEKONMKO IpaBMIa KOja ce OFHOCEe
Ha IIpoMeHy Mefinjcke npakce. IIpenopyka CM/Rec (2011) Komurera MyuHKCTapa gpxa-
BaMa YIaHNIIaMa O HOBOM IIOMMamby Menuja,’ ycBojena 2011. rogune, Meby HoBe akTepe y
IIPOM3BOMILY U IYICTPUOYLIjY MEIMjCKOT Cafjp>Kaja YBOIM arperarope cajipyxaja, ausajHepe
aIUIMKaljyja M KOpPUCHMKe, KOju Mory Outu u kpeatopu capgpxaja (Council of Europe,
2013). OcKM HOBMX y4eCHUKA, TPAaHCPOPMUCAHY CY ¥ HAUMHY JUCTPUOYILVje MeUjCKOT
cafipXkaja, a UHTepaKTUBHOCT ¥ y4elnhe rpahaHa y MefujcKyM IpoLiecMa pacTe U IOCTaje
UCTOBPEMEHO KapaKTePUCTUKA TPASUIIMOHATHNX U HOBUX MeJija KOjU CY yCTaHOBJ/bEHM
caMo Ha guruTaaHuM miardopmama.’ CBe 0BO JOBOAY [0 IIPOMEHA Y IPYLITBY U IOjaBe
PasHOBPCHUX JUTVTATHYX ajaTa y PyHKIVjU Kperpamba TPXKUITHO-KOMepLMjaTHIX ype-
huBaukux mpakcu Koje ciy>ke yrpapjbamy cafipyKajuMa 1 IIOHAIIAkIMa ayJUTOpyUjyMa.

»1JIefaony u CyIIaoiy y HOBUM “AUTUTATHNM OKOTHOCTMMA K0OMjajy HOBE MO-
ryhuocTy, anmu u ynore... IIpen MegujcKkuM cucTeMnma Hitje HIMAJIO /IaK 3aaTak Aa,
y masexo Behoj moHyzu cajipxaja y OfHOCY Ha BpeMe nuHeapHor npahera mporpama,
KBa/IMTETOM IIPUBYKY 1 3a/p>Ke CBOjy IyOIUKY Koja je ocTaa CBe 3aXTeBHIja 1 Kpu-
TUgHMja” (Citi¢, 2020, str. 1335).

> Texct IIpenopyke CM/Rec (2011) Komutera MuHMCTapa fip)kaBaMa 4IaHUIIaMa O HOBOM IIOMMa-
by MeiMja JOoCTymaH je Ha: https://edoc.coe.int/en/media/8019-recommendation-cmrec20117-on-
-a-new-notion-of-media.html

' Hoso Tymaueme Meauja o ctpaHe Caeta EBpore odyxBara ,,cBe aKTepe yK/bydeHe Y IpO-
U3BOMY ¥ JUCTPUSYLMjY cafip>Kaja Ka OTEHIIMjaTHO BEIMKOM OpOjy by, Kao ¥ aIUIMKallje
KOje Cy OCMMIIUbeHe Jla OJIAKIajy MHTePaKTHBHY MacCOBHY KOMYHMKaLUjy (Ha IpyUMep, COLMjaTHe
MpexKe) WM ApYyra BelMKa MHTePaKTMBHA MICKYCTBA 3aCHOBAaHA Ha cafpyKajy (Ha IpyuMep, OH/IajH
urpuie), saap>kasajyhu nprurom ypehnsaduxy koHTposTy miy Hagsop Hapg tiM cagpxajuma’ (Council
of Europe, 2013).
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13a30B uHTErparje MapKeTHHIIKe OpYyKe, epekaTa KOMyHMKaIWje, KyIType, njeH-
TUTETA, UMMIJA ¥ 0dpasalia IIOHaMIaka OCTaje MCXOUIITe HOBMX APYIITBEHUX OfHOCA,
npoyspokyjyhu gydoke mpomeHe y cepu conyosnoruje KOMyHUKaLyja.

TEOPUJCKO YTEMEJBEIBE
VICTPAJKMBAIbA

ITojaBa HOBMX MHTepakTHBHUX popmu TB nporpama Hamehe morpedy na ce mojam
MHTepPaKTUBHOCTY Ipeln3Hyje o3Haui. OBaKBO pa3MUIIIbalbe fieie U OPOjHIU caBpeMeHN
teoperndapyu mexuja (Rafaeli, 2007; Leopoldina, O’Sullivan, Raycheva, Harro-Loit, 2010;
Domingo i dr., 2008; Koolstra & Bos, 2009; Crni¢ & Vobi¢, 2013; Sohn, 2011). To 3xaun
Iia, KoMnapupajyhu rpagunyonanny (MMHeapHy) TeleBU3Njy U BbOj UMaHeHTHe (popMe,
MCTPaXkyjeMo IIPOolLieC 3aMeHe jefTHOCMEPHOT MaCOBHOT KOMYHMIIMPamha Ca JUTUTATHOM
TeIeBU3MjOM Koja oMoryhaBa MHOIITBO MOIyhHOCTY 3a YCIIOCTaB/balbe BUIIECMEPHIX
penanuja ca gpyruM KOPUCHMIMMA, Ipo¢deCcHOHaTHNM KOMYHUKAaTOPUMa, Pa3HO/IN-
KUM OpraHM3anyjaMa, 3aTUM Ca CaMMUM TEXHOJIOTMjaMa UM MeJUjCKMM CcafprKajuMa —
TekcToM. OBaKaB IOIJIe]] Y CK/IAZLY je ca ,TeOPUjCKIMM KOHIIEIITOM HOBUX Mefuja” Koju
npomosuie Kapon Jakydosuy (Karol Jakubowicz, 2009), ykasyjyhu na npeodmmxosa-
Be TPAAMLMOHATHNAX Mefiija, Kao U Ha [I0jaB/b/Balbe HOBMX IIpou3Bohaua cajpxaja u
KOMYHI/IKaI_U/IjCKO-MapKeTI/IHHIKI/IX aKTUBHOCTH. Y AUTUTATHOM OKPYIXXEIbY, aHaJIOTHI
MeJIMj/ MTOKYIIaBajy Jia Ce IPUIarofie TEXHOJIOWKNM IIPOMeHaMa, HITO je BU/I/bUBO U Y
I10/bY MAapKETUHTA, a/I1 UCTPAXKMNBAYKO IINTAIbE HI/[je M€ma 1M C€ IIpaKca MapKEeTMHIIKE
KOMyHuKanyuje, eh xohe 1 pexrama ropep Bu3yeHor peinsajHupama JOOUTY Y HOBe
cajpxajHe odnuke?

PodepT Mekuecuu (RobertMcChesney) y kisusu ,,JJurnranta MCK/bY4eHOCT: KaKoO
KanuranusaM okpehe mHTepHeT mpoTUB feMokpatuje” (McChesney, 2013) ykasyje Ha
nyOouHy TpanchopMauyje, i U 3aXTeBe CBe Ipodyp/buBUje MyOIMKe Koja, JUTUTATHO
IICMeHa, CTAJIHO MofKe cTaHzapsie. Ha mpyuMep, nnpHO (ycMepeHO) orialaBarbe (eHT.
adressing advertising) je HOBU TpeH[| 3aCHOBaH Ha KOHIIENTY Koju oMoryhasa IpennsHo
offadpaH ayAMTOPHjyM IO OCHOBY CEeNeKTUBHOT MHTepeCOBakbha, HaBVKa I7Ieflamka, JeMo-
rpaduje 1 OpOjHUX APYIUX COLMONOUIKUX JeTePMIHAHTY, TaKo Ja iBa foMahmHCcTBa
IIpaTe UCTY CafIpKaj, a/li Ca pa3/IMINTO yCMEPEHUM peKlamama. [IpomeHa je K/by4Ha jep
C€ METPUKaA Yy aHa/INTNIN MCIII/IjCKI/IX NCTpaXMBama HYSIH/IKC ca }II/II‘I/ITaHI/I3aHI/IjOM I10-
Mepa Ka MMIIpecHjaMa ¥ CTBapHOj ITIEfaHOCTY peKIaMHMX IOopyKa. BanyTa y Mengyjckom
[IOC/IOBamby BuIe Hehe OuTu pejTuHT, Beh nMIpecuja Kao mocieania rIefaHoCcTy cajp-
Kaja. Y CjequmennM AMeprakuM JIp)kaBaMa TpeHYTHO ce TeHepHIIle TOTIOBMHA OBAKBIX
oIJIalllaBambka, oK je y EBpory Hajdpyxe pacryhe Tpxxumre Benmnka bpuranuja, ca crorom
of mpexo 20 ofcTo. MapKeTHHIIKY CTPYYbalyl CY YOUIIN fIa TAKO3BaHO ‘coda’ Iefarme
Te/IeBM3MjCKIX IIpOrpaMa, Kajla Liejla IOPOAMIIA Cefy ¥ IIPaTy UCTU IIPOTpaM, BUIIIe HIje
TOJIMKO 3aCTYIUBEHO, jep JaHac CBaKo ZOMahMHCTBO MIMa BUIIIe pa3ININTUX ypehaja Ha
KOj¥IMa MOXe Jia ce IIPaTy IIporpam, LITO 3HA4M U fla ITXKIba peluiyjeHara (KOH3yMeHaTa)
duBa pacyTnja u cBe Kpaha. banr 3aTo mTo ce ImydmiKa cajia BUILIIe IIPEHO3Haje I CerMeHTH-
Pa, MapKeTHHIIKe KOMIIaHVje Koje Hyfie CHelVI(pUYHe IIPOU3BOJE TPaXke [ja ce JUTMTATHO
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OIJIAIIABajy jep Ha#3Upy edeKTe CBOjUX MapKeTHHIIKNUX ylnarama.” Hosu Menuju cy, 3a
KPaTKO BpeMe, KopyucTehy urnranHe ajaTe y peKIaMHMM KaMIIambaMa HeKOMUKO ITyTa
IIpeMalInIu BUCHHY CpeJiCTaBa, mopefehn ux ca dyjeTnma 3a TpaguIMOHaTHe KaMITambe.
AHajlorHM CBeT OlyMMpe, a TO ce Hajdosbe BIAM KPO3 pacTyhy KONMMYMHy HOBLIA KOji ce
ycMepaBa Ka IJUTMTaTHOM OI7IAlllaBary M MapKeTHHTY.®

IMopcehamo Aa je KOHBepreHIuja MeMja, KOja je yCIOBIIA TPAHCHOPMICaEbe KIachd-
HIIX eIeKTPOHCKIUX ypehaja y KoMyHMKaIuji, CTBOpIIa HOBE My/ITUMeujamHe maTdopme
(Jenkins, 2006). Kako naBopan [leHKMHC,

»KOHBEPreHIja MeIMjCKUX CafipykKaja IMpeCcTaB/ba IPOTOK CafprKaja IIPEKO pasyn-
YUTHX MEIMjCKMX ITaTOPMI, 3aTUM Capaiiby Pas/IMINTIX MEjCKIX MHAYCTPHja, Kao
7 HOMAJICKO TIOHAlIambe IydInKe, Koja y IoTpasu 3a nHdpopmMarjama, HOBUM 0dIuIMMa
3adaBe u ncKycTBMuMa nyse ckopo csyaa (Jenkins, 2006, str. 282)”

Y mmpeM TeOpUjCKOM KOHTEKCTY, 3a OBO UCTPa)KMBalbe MHTEPECAHTHA je ¥ KOMY-
HIKOJIOIIKA Teopyja KopucTu u 3agoBobcrasa Emnxy Kaua (Elihu Katz). On HaBoau ga
yd/uKa ,,CeIeKTBHO KOH3yMIpPa Meiuje, Y OBHOCY Ha ICUXOJIOUIKY U IPYLITBEHN KOH-
texct” (Katz, 1959, str. 2) ITydmika HOBMX Mefjyija IIOCTaje CBe 3aXTeBHMja y Ior/eny drek-
cudumHocTy usdopa cajipxkaja, Kojer e/ ja KOH3yMypa Ha PasIMIuTIM BeTHIMHaAMA
€KpaHa, Y 3aBUCHOCTH Off CUTYaIl¥je UM PACIIONOKeba.

O mpeodpakajy nydnuke caBpeMeHe TeleBM3Nje pa3MaTPaHO je KpPO3 Teopije
laBnmHuckor, Majepa, Kynepra, EBanca u Eponena (Gavlinski, 2013; Majer, 2009; Kunert,
2009; Evans, 2011; Eronen, 2005), koje cy 3aCHOBaHe Ha MCTPa>X/MBamblIMa KOH3yMeHaTa
IOUTUTATHYX U MHTEPAKTVBHUX IporpaMa. JJUrnTanum npouBaT Koji je 3a11oueo KoMepLu-
jamHuM yBobhemweM NHTepHeTa TOHEO je TpaHchopMarjy Tpxuurta, Hyfehn drexcuduman
HPUCTYII doraTM MyITUMEMjaTHUM cafpxajuma. OBaj mepuop odenexeH je

,CIIajarbeM TPAIMIMOHAHUX M HOBMX MEIMjCKIX KOMIIaHNMja, OTBapambeM HOBUX
IJI0dATHYX MEIMjCKIX TPKIUIITA, TAHCUPatbeM ypehaja MMYHUX IUTMTaTHNIX aCUCTEHATa,
HPOU3BOAHOM HOBUX AUTUTATHYX CAAPIKaja, KO 1 HOBOM Ky/ITYPOM HOTPOLIbe Meauja”
(Albarran, 2010, str. 46).

Aynno-BusyenHHU cafipXaj je MUTpUpao Ha MoOuIHe TereOHe, BUIEO-KOH30/Ie 1
mmaHe gurutante acuctente (PDA - Personal Digital Asistant), Tpancdopmuuryhu dusry
MaCUBHY ITyO/IMKY Y aKTVBHE aKTepe Ha MefujckoM Tpxumty (Arango-Forero & Gonzalez-
Bernal, 2011). Y okBUpY TeOpUjCKUX ITapajUrMM JOTIA3Y [0 IIpenacka ca KOHIIENITa MaCOBHe
nydnyKe Ha MHTEPAKTUBHOT KopucHuKa Meguja (Livingstone, 2003), ox TpaguioHante

> YyseHa KoMIIaHMja ,Maceparu” y Benmkoj Bpuranmnju je npsu 1yt y MCTOpUju TeneBu3uje Ha-

pydnia pekiamy, jep Cy HallOKOH MOIIM Jia 3aKyIle IIOPYKY caMo 3a CBOjy KiaujeHTteny. Kazma du
OI/Iac 3a OBe TyKCy3He ayToModmre duo eMuToBaH y KnacuduuM TB pexmamama, Buite o 90 ofcTo
Syuera du duno daveHo.

¢ ¥ 2020. ropyun, y Cpduj je Ha JUTHTATHO OIJIAIIaBabe IIOTPOIIEHO 56,22 MUIOHA eBpa, IITO je
3a ckopo neTuHy (19,5%) Buiue y ogHocy Ha 2019. ropuny. Hajsehn pact umaro je modumHo orma-
IaBame — 45,89%. V3Bop: Interactive Advertising Bureau — IAB Serbia — ygpyskerme ocHoBaHo 2009.
TO/IHE Ca IIM/beM JIa AKTMBHO MOJIP>KaBa PacT ¥ PasBoj TPKUIITA JUTUTATHOT ¥ MHTEPAKTUBHOT
MmapkeTtuHra y Cpoujn.
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cermenTanuje mydnuke 1o ¢pparmentanuje (Webster, 2005), momapusaruje (Sunstein, 2000),
vak 1 eposuje mydmuke (Turow, 2010). Jennc Mexsenn (DenisMcQuail) npumehyje ga

»Mefuju umajy cse Behe moremkohe y naeHTHGUKOBaBY 1 3a7pKaBamby CBOje
oppebene mydnuxe... Odpacuu ynorpede Menuja jerHocTaBHO he d1tnt reo pasHoBpCHOT
¥ IPOMeH/bUBOT HaunHa >knBoTa” (McQuail, 1997, str. 23).

Hamnosu cmarpa fia cy pparmenTanyja i ayroHomuja mydmke Ba K/by4Ha peHOMeHa,
KOja MefiijcKe MHAYCTPMje MOpajy y3eTu y 003up IPUIMKOM CTBaparba HOBe [apajjurme
ozHoca ca mydmkoM (Napoli, 2011). KomOunanmjoMm HOBUX TeXHOOIMja U IIaThOPMI 3a
RucTpudynumjy, u3dop cappikaja ce ;paMariyHo yBehasa, Ila ce MacoBHa Iydnmuka ¢par-
MeHTHpa Y dpojHe TpxKuiuHe Hute. Kako HaBopyu JeToBuh,

»IIPOTOK Cepyja, BUEO-CIOTOBA, BeCTN 11 GOPMATUPAHUX IPOrPAMCKIUX IaKeTa
CBe je yOpsaHuju, KIMKCTPUMOBI I LIIEPOBH Y ITIAAHOCTH, YNTAHOCTH ¥ CTYLIAHOCTH
II0CTajy MOTVBY 32 IIPOU3BO/EY HOBYX Cafipykaja, JOK IPOrpaMipare MeiujcKe IIOHYie
HOCTaje Ieo CTpaTeruje IpMBIadeha MaKbe ayauropujyma’ (Jevtovié, 2020, str. 1298).

Hosu odmunu guctpudynmje ayamo-Bu3yenHOr cagpikaja ofpasyMeBajy JUPEKTHY
Bedy usMeby emutepa u nydnuke — mocpencTsoM nHTepHeta. Bemky momak Ha OTT xao
IIpaBOr KaHAMaTa 3a OTPOIIIbY cafipxkaja goroguo ce 2007. roguHe, Kaga je Herdmmke
(Netflix) mperao ca cBOr IpBOOUTHOT IIOCIOBHOT MOfie/Ia IIPY>Karba BIUe0-3aIca Iy TeM
nomte Ha OTT mopen. Herdiukce je u maspe jemaH of Hajsehux npy»aora cagpxaja y
OTT-y, ca npexo 195 MumnoHa IpeTIUIaTHUKA IUpoM cBeTa (Brown, 2021).

KonnenTyanna nHOBaIyja Koja je y CpeAyIITY HalleT pajia Meka OfTHOC Ka MapKeT/H-
Ty ¥ MEHalIMEeHTY Mefiyja. 3a pas/uKy off aHaJIOTHe TeJleBM3uje Koja je y GOKyCy MapKeTHHTa
MMajla caMo IIPOM3BOJ], Ca MHTePaKTUBHOIINY ce Kpeupa CIMKa 110 Mepy IOTPOILIaya,
Koja mpoMoBuile ofpebhene BpegHocTM 1 HauyH XuBoTa. Kako HaBopu Anan YapicBopt
(Alan Charlesworth), moTpomraun cBe Mamwe Bepyjy OpeHIOBMMA, T1a CAaMI1 PeKIaMMpPajy
TPON3BOJIE KOjU Cy Y IOTIYHOCTY MCITYHU/IN BIX0Ba odeKknBama (Charlesworth, 2018, str.
6). HoBuna Ha Kojy ckpehemo maxxmy orefia ce y MOryhHOCTI MHTepaKTIBHE TelleBU3Yje
Jia carjiefia HaBMKe, MOTpede J IPOMeHe Y IIOHAIIAbY CBOjUX I7Iefjalalia I ja ce HOLATHO
IIPU/IATOfiY BBUXOBVIM OUeKMBABIIMA.

3a HOBU OO/IMK MapKeTVHIA BeOMa je 3HauajHa MeTPUKa Y aHA/IUTUKA Y OKBUPY
MEJIVjCKOT TP>KMIITA.

»TAKBI jaCHI [TOKA3aTe/bl, ICKA3aHI y PEATHOM BpeMeHY, SV Cy He3aMUCINBI
y aHa/IOrHOM f§0Jy, Te Cy, CTOra, O3HABAbEe TPXKUIITA U IPEABU/BUBOCT OUIIM MHOTO
cmaduju Hero 1ITO je TO C/y4aj y ycnoBuma aurutanmusanuje” (Brankovié, 2020, str. 114).

Annmkannje, Kako Ha MOSWIHUM ypeDajima Tako 1 Ha TeJIeBM30pNMa, 3HAYAjaH CY
U3BOP IIOfjaTaKa O KOPUCHMIIVIMA 32 MapKETHHT CTpy4mbake. ,MehyTum, fomasu fo mpo-
MeHa y MHIYCTPUjIL, Ka0 OAroBapa Ha noBehaHe 3axTeBe O IPMBATHOCTU KOPYCHIKA, KOje
MMajy UMIUIMKaLVje Ha CBe acleKTe gurutanHor Mapketunra” (Wells, 2021, str. 68). OBe
IpOMeHe OJJHOCe ce Ha ofpeheHe copTBepe KoOji CIIy>Ke 3a IPUKYI/batbe [IOfaTaKa O KO-
pUCHULIMMA UHTepHeT cTpanuna. ,Iyra (Google) je HajaBuo fa he mpecraru ca ymorpedom
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komaunha tpehux crpana y I'yrn Xpomy (Google Chrome) o xpaja 2023. roguse, mpuapy-
Xyjyhiu ce ocTanuM nperpakuBadnMa Kojy HaIlyIITajy 3/I0I71aCHY TeXHOMOrujy mpahema”
(Google ending third-party cookies in Chrome, 2021).

MurepHer je kpos mohHe mardopme unTerprucao u modunte ypebaje, mro crsa-
pa dnmcke ofHOCe ¢ IOTpoLIaYnMa, Ipe csera nurepaktusHe (Egan, 2011, str. 116).
JluruTamHy MapKeTVHT, CIy>kehn ce AUTUTATHUM MefyjuMa, KOHTMHYMPAHO deexn
pacT y cBety, Kao n 'y Cpduju, Kako o ToMe CBefjoue MHOTe CTPYYHe U Hay4dHe CTyAuje 1
pexnaMHe areHnyje (Adex, 2016). Yysenn teoperndap Mapkernnra Gy Kotnep no-
CTaBjba Ca KOAyTOPMMa HOBY IIapaiUrMy MapKeTHHTa, Koja Y GOKYC CTaB/ba AUTUTaTHI
mapkeTusr 1 HoBe Menuje (Kotler, Kartajaya & Setiawan, 2017, str. 17), tBpaehn kaxo je
MapKeTVHT cafip)Kaja HOBa peKyIaMa.

METOIOJIOTUJA NICTPAJKMBAIHA

Hayunu 1ib oBor pajia je casHaBarbe CYLITMHCKM HOBYX Ca3Hama y cdepy Mapke-
TUHIIKE KOMYHI/IKaHI/Ije I IIPYIMEHE y OI/IalllaBalby HA MHTEPAKTMBHIM TeHeBI/ISI/IjaMa, TO
3Haul fia Cy eeKTU IPOBEP/BUBI Y HAIIIO] U CBETCKO] MenjcKoj npakcu. KomdunoBamwem
KBA/INTATVIBHOT VI KBAHTUTATVBHOT VICTPAKNMBatba TEXWIN CMO Jja IIOKAKEMO KaKO U KO/In-
KO MIajia IIyO/IMKa KOH3yMIpa pasimduTe Mefuje, npenasehu ca jegHor ypebaja Ha npyru
YTV CUMY/ITaHO, Te [ yCTaHOBMMO KOJIMKO 4ecTo KopucTy Modunnu ypebaj 3a regame TB
caip)Kaja, HAPOUNTO 3a BpeMe eMUTOBaba peK/IaMHOT O10Ka. KBamTaTnBHO MCTpaXnBarbe
cafip>xu AyO/by aHa/IN3y HauMHA KOH3YMUPatba TeJIeBU3UjCKOT Cafipykaja, Kao 1 yrorpede
camor ypebaja. OBaj cerMeHT MCTpaXK1Bamba CaCTOjM Ce Off HEKOIMKO e/leMeHaTa: aHKeTe
¥ yOMHCKOT MHTEPB]ya, Kao 11 KBa/IMTaTHMBHe aHa/IM3e CafjpKaja pelleBaHTHe TUTeparype.

OCHOBHM LIJb UCTPAXMBaa OMO je 1a YTBPAMMO HOBE MOTYNHOCTM MapKeTHHIIIKe
KOMyHI/IKaHI/Ije Ca MyTaiyiMa IoCpeENCTBOM NHTEPAKTVIBHE TeIIeBI/ISI/Ije, Y KOHTEKCTY €Bay-
aIuje ymore 1 IIOBPaTHOT YTHIAja Tyd/uKe. Y CTapoj eKOHOMMU|HU, aHA/IOTHA TeTIeBU3Nja
ce odpahaia IIeJIOKYITHOM ayAUTOPUjyMY, He Bogehy padyHa 0 KOHKPETHO 3aHTEpeco-
BaHVM JPYHITBEHNM I'PyIllaMa. Ca JAUTUTATHNM MapKETMHIOM CYIITHCKM C€ IIPOMEHNIA
MapKeTHHIIKA CTpaTernja. AyTop Ty pas/uKyje Ipolec Ipunarohasama IOTpoLIadMa
(customisation) u nporec npruiarohasama xxe/bama norpourada (customerisation), y xojem
ce MapKeTHHIIIKA TIOpyKa 0dMKyje y CKIafy ca morpedama caMux KopucHmka. Takobe,
jeaH off IpaKTUYHUX LM/beBa je la KpenparmeM Moryher Mofiena oraiaBama Ha NH-
TepaKTUBHOj TeJIeBU3NjI/ OTBOPMMO MHTEPaKTUBHY KOMYHUKALVjy KOjy Ou MHUIMpPao
KOPHCHIK, a He IpousBobhay nporpama.

ITomrTo je HALI IPUCTYII IPEAMETY UCTPKUBAba MyITUAVCIUITIMHAPAH (JUTUTATHA
MapKeTUHI, Teopyja Meanja, MHHOPMaLMOHO-KOMYHUKALIMOHN CICTEMH, COLIMOIOTHja,
MEHAIIMEHT, IICUXO0JIOTja, KOMYHIKOJIOT)ja, aHTPOIIO/IOIHja, IIOTUTUKO/IOT )3, IIPABO,
ecTeTuKa UTH.), POKyC je Ha MHTEPaKTMBHOCTY Te/eBM3Mje Y lbeHUM MY/ITUMe/VIja/THIM
caup)KajMMa Yy I1I0’by MapKEeTMHIIIKE KOMyHI/IKaHI/[je. 3aro cmo Y UCTpaKNBalby IIOLIJIN Off
IIPeTIIOCTaBKe fla CaBpeMeHa TeleBM3Nja, TpaHcOpMICaHa IOl yTUIIajeM AUTUTaTHNIX
TEXHOJIOTHja, YCIICIITHO pa3Blja MHTEPAaKTUBHOCT Y KpeUpamy U pa3Bojy HOBUX Od/IMKa
OIVIallIaBamba 1 TPKIUIIHE KOMYHUKALMje ca MIaZloM ITyO/IMKOM.
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Kaxo du mouutu 1o umpeBa NCTpaXXMBamba I eMIMPUjCKe IPOBEPe, IPUMEHIIN
CMO MY/ITUCTpPATEIIK! IPUCTYII MCTPaKMBamba y APYIITBeHUM Haykama (Layer, 1993, str.
27), KOju1 yK/by4yje KOMOMHOBambe KBaUTATUBHE Y KBAHTUTATUBHe cTpareruje (Bryman,
2012, str. 11). Maxo cy Ha IpBY TIOITIEf TO [iBa eIIMCTEMOJIOIIKY CYIIPOTCTaB/beHa IIPABIIA,
€ 0031pOM Ha aKTYe/THOCT TeMe ¥ KOHCTaHTe IIPOMEHe Y MeIMjCKOj cepy, KBaTMTaTUBHO
HCTpaXKMBarbe OMOTyhiIo HaM je pasjalliiberbe 1 IPORYO/bIBatbe Pe3yITaTa KBAHTUTATIBHOT
UCTPAXMBAa, YMMe Ce [jBe cTpaTeruje MehycoOHO OIybY)y 1 XPOHOJIOMLIKY IIPEeKJIAIajy.

Y3opak

KBaHTUTaTHBHO UCTpaKUBambe Y GOPMU CTPYKTYPUPAHOT YIIUTHUKA CIIPOBELIEHO
je Ha y30pKy of 254 ncnuraHuka, Behunowm crypeHara dakynrera y beorpany (Pakynrer
IpaMCcKuX yMeTHOCTH, PaKynTeT OpraHM3alMOHMX HayKa, PaKynTeT MOMUTUYKIX HayKa
u Exonomcky dakynrer), amv u3 pasmrantux rpagosa Cpduje (Tadena Sp. 1). OcHoBHO
je fa Cy MCHUTaHWLM IPUIIafaIy CTapocHoj rpymu nsmMeby 18 u 25 roguHa, 4uMe cMO 1X
CBPCTa/IN Y KaTeropujy Miuajie IydimKe, T3B. IposyMepa (prosumer).” KBaHTUTaTNBHO
UCTPaXXMBalbe Mamer 00MMa OC/Iatba Ce Ha PETPE3eHTaTHBHOCT Y30PKa, a Y HallleM CITy4ajy
dpoj yuecHMKa 3a7j0BO/baBa OTpede CTyAMje C 0d3UPOM fja Cy IM/baHU Kao TeHepaluja
JAVUTUTATHO MMCMEHNUX aKTepa KOji pasyMejy IpOMeHe Ha Koje yKasyjeMo. YIUTHIUK je
cagpkao 29 MuTama, a CacTojao U3 JiBa fiefia — IPBY Cy YUMHW/IM OIFOBOPY Ha COLIMOfIEMO-
rpadcka M1Tama, a APYTY MUTamba o Kopulrhewy TeneBnsuje U Mperno3HaBamby beHe NH-
TepaKTUBHOCTH. [la Ou reHepanmsalyja kaTeropuja Ouma mpaBUIHO YTBpheHa, kopuinhen
je M LyOMHCKM MHTEPB)y ca IeT MCHUTAHNKa, cTapocTu 30-45 rofnHa, ca MCTUM TeMaMa.
Ha oBaj HaumH foduan cMo JeTa/bHUje 1 jacHUje nHOpMalje o HauuHy Kopuinhemwa
caBpeMeHe TeneBnsnje. Takobhe, ncnuTaHnIMMa je KpO3 MPETXOHM PasroBOp Mpeln3HIje
odjallbeH KOHILIENT MHTePaKTMBHE TeleBU3Mje, IIa Ce MOIJIO BUIETU KOIUKO pasyMejy
MoryhHOCTI HOBOT pOpMaTa 1 KOTIMKO I'a KOPUCTE.

PE3YIITATU N JVICKYCUJA VICTPAJKVIBAIHA

Kipy4He nojaBe Koje cMO YCTaHOBM/IN IIPMINKOM KBaHTUTAaTUBHOT MICTPAXKUBaba
noppasyMeBajy crenehe:

Tenesusuja ce yinasHom tpaitiu y eeveproem epmuHy, Kao gpyuiiieena u oiywia-
jyha axtuenocti, a sehuna upoipam Upaiiy ceneKifiueHo — camo ogpehene emucuje u
apoipame, najeuwe uipare. ITydnuxa apepepupa TB cagpicaje xoje mose ga koHzymupa
10 uzdopy u y Suno xoje speme - cagpxucaje na saxiies (VOD).

[modanmuy TpeHIOBM y IpOMeHaMa HaBMKa IyO/IMKe, KOji ce JelllaBajy U KOJ Hac,
yuyhyjy na Mmaagu gpyraunje KOH3yMIpPajy TeleBU3MjCKu cafpykaj. OHM 04eKyjy fa Memuju

7 AnsuH Todrep je ocaMieceTUX TOAMHA IIPBYU YBeO II0jaM y jaBHU IPOCTOP, TyMadehn ra kpos

MeIaByHy peun ,inpoussohau” (producer) u ,,morpomnrad” (consumer), HaMeleH aKTUBHOj YI031
KOjy Ou moTpomuraun nmam Kajga du uM ce poda npumarohasaia y nporuecy npoussopme (Toffler,
1980, str.183).
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dyny nmoppebenn BUXOBOM BpeMeHY M MHTepecoBamuMa. [IurnTanHe reHepanuje Cy Tex-
HOJIOLIK} BeoMa IVICMeHe, I1a KOpJCTe pasmndnte ypebaje. Vinak, Hallla HCTpaXuBamba Cy
TI0Ka3ara JIa, ¥ TTopef] APYTUX OpOjHMX MPUCTYITHMX TadaKa 3a I7eflame BUe0-cafipxKaja
(nuTepHet, MOdWIHU ypebaju ntx.), mydnuka u fasbe BOMU eKpaH TeeBU3MjcKor ypehaja.
C 0d3mpom f1a ce MIafy 0 HOBOCTVMA MHGOPMUIIY YITABHOM IyTeM MHTEPHETA U IpY-
HITBEHNUX MPeXKa, TENEBU3UjCKU €eKPaH je pe3epBICaH 3a UTPaHe cafipykKaje, KOju Cy cafia
IIMPOKO NOCTYIHN IIPEKO PasIMIUTUX TPy Kanana ycayra. VICKycTBO Iefama 1 fajbe
OCTaje IPMOPUTET 3a OBe CaJipKaje, ¢ 0031poM Ha MOTYhHOCT I7Ieflaba KBa/IMTeTHe CTUKe
Ha BeheM ekpaHy, a/u pe3y/nTaTu 10Ka3yjy 1 fa BehyHa ucnuTaHnKa KOpUCTY MOSUIHI
Tened)OH Kao CeKyHIapHY eKpaH. 3a BpeMe peKIaMHOT O710Ka, mydiyka Hajuenrhe Kopyucru
ApyLITBEHe Mpeske Ha MOOMITHOM ypebajy.

CexyHJapHU €KPaH, a HeKaJ ¥ TePLjapPHH, IOCTajy eKCTeH3Nja I71efja/lauKor UCKY-
ctBa. (Nielsen, 2015, str. 109) OBaj nogarax je BeoMa BakKaH 3a OIVIAlIBade I MapKeTHHT
CTpYyUIbaKe, KOji IUIaHMPajy KOMyHUKAIMOHe KaMitambe. Takobe, 3a passoj dynyhux nnrep-
aKTUBHMX CMICTeMa I KpeaTUBHIX Ha4MHa orylanaBama drhe HeomxogHa dysuja nHpop-
MaTHYKIX TEXHOJIOTHja M MApKeTMHIIKYIX ajIaTa, KOjyu he CMHXPOHM30BaTH Te/IeBU3NjCKI
IporpaM U CeKyHZIapHU eKpaH. AyTOp cMaTpa Jja ce MOOMIHM ypehaj cuMynTaHo KOpucTu
ca TeNIeBM3MjOM yIIpaBo 300T XMIepTeKCTyaaHe ¥ MHTEePAaKTUBHE IPUPOJie CaBpeMeHe
reHepaiyje, Koja e/ KOMyHUKaLMjy 1 MHOPMaLUjy MHCTAHTHO.

- Pexmame ce Hajuenrhe oLemyjy Kao mpeBuilie fyradke, JocajHe 1 HAIlaTHe.
VcnyraHuy cy MMaji HeraTMBaH CTaB IIpeMa TPAAULMOHAIHIIM PeKTaMHUM d710-
koBuMa. Hajuemrhe ux sanemapyjy, kopucrehnu modunue ypebaje miu memajyhu nporpam.

»IlocTaB/ba ce GpyHFaMEHTAIHO IIMUTalbe KaKo hie KoMepIyjamHy Meujit yCIeT!
Jia IIPEeXNBE JOK Ce TPajULMOHa/IHI U3BOpH puxopa (1rahenn npukasanu ormacu,
IpeTIUIaTe U JUpeKTHA mpopaja) cMamwyjy (Murschetz & Friedrichsen, 2017, str. 18).

JluruTanHy MapKeTUHT 1 OI/IalllaBatbe IIOCTAIN CY Aa/IeKO e(pUKACHU]I Y OfHOCY Ha
JIMHeapHe Mefiuje, MITO I0Ka3yjy 1 peK/TaMHI dYIIeTH caBpeMeHIX KaMIama. [l pyimrseHe
MpexKe, C Ipyre CTpaHe, IIOCTAJIE CY jOII jefiHa m1aTdopMa JOCTYIIHA 3a aHI'AKOBabE II0-
TpolIaya Kao afiBoKaTa OpeH/j0Ba I APYTUX MApKEeTHHINKIX ajIaTa.

IMoxyuraBajyhu ga nHTerpuieMo npoliiec NpUKyIUbatba 11 aHa/M3€ MOfjaTaKa, Ipu-
CTYIM/IN CMO eMINPUjCKOj MAeHTU(DUKALN)Y IPefMeTa UCTPAXKIMBaIba KPO3 [YOMHCKe
MHTEPBjye ca rmeT 0coda, Koje Cy HelITO BUIIIe CTApOCHe 00U, a/u ce, IIpeMa HaBefjeHIM
COLIMOMONIKMM UCTPKMBABIMA, U Ja/be cMaTpajy mmagum.® Hamepa Haum je duia na,
yBaKaBajyhu HadmHe Ha Koje OHU TIepLUNMpajy MyITUMenujaTHe cafpxaje u TB pexmame,

8 Iledunncame KaTeropuje MIaiyX 1 KOji y3pacT ce IOfpasyMeBa MOJ, OBMM II0jMOM Pas/Ii4uTO

ce TyMa4ll y TeOpUjU U eMIIMPUjCKUM UCTpakmBambyMa. Ha npumep, y akryennoj Hanmonannoj
cTpareruju 3a Miaaje, 3a nepmop og, 2015. o 2025. rogune, oma rpaHula je 15 roguHa, 0K ce Ko,
TOpIbe IPpaHulie IPOB/IaYe MOJALM Y KOjUMa Ce IMMMUT CTaB/ba Ha 24, 26, 1a 1 29 roiuHa, OfIHOCHO 10
Kpaja Tpehe penennje sxusoTa. CaBpeMeHa COIMOIONIKA MCTPaXKMBaba HaBOJIE [1a Ce OKO 35. TOfiHe
TOBpIIaBa cenapalyja off poiuTe/ba 1 Ipey3Mabe COlMjalTHIX Y/IOora, Y3 JOflaTaK Jia Cy »,3a MIajie y
Cpduju HajBOXHMjI MapKepH OfipaciocTy — skeHuda/yuaja u pahama felie, a sHagqajuo pebe xkapn-
jepa u mpodecrnonanto ucnymeme” (Bobi¢, Veskovi¢ Andelkovi¢, Kokotovi¢ Kanazir, 2016, str. 25).
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KpPO3 KOHTPO/IHY GYHKIIMjy Ha/lase MHTerpuiueMo y MehycoOHo fyjaneKTidaku OfHOC, jep
CTYIeHTCKa TIOITy/IaIyja 300r (pUHAHCH]CKIUX OTPaHIYeha 1ecTo Hitje y MoryhHocTH fja y
ITyHOj MepY KOPUCTY MHTEPAKTUBHE CaJprKaje.
Kpo3 uHTepBjy, MOT/IV CMO YBUJETH Ja MyOMKa He MepIUIMpa caBpeMeHe 0dnKe
HUCTPUOYLUje Te/IeBU3MjCKOT IPOrpama, amn ia ucte Beh KoHsymupa. Vconraunum, mopern
crieuUYHNX CTydajeBa eMITOBaba eMICHja VIN IPOrpamMa Y>KUBO, YITTABHOM IIpare
cafipaje Ha 3axTes, Kopucrehu moprase xao mro cy Herdnuxe (Netflix), XbO T'O (HBO
GO) wn npuxspyayjyhu padynap Ha Tenesusop. Takobe, morsphene cy TBpambe: nsderasajy
pexmamuu S0k y3 ynorpedy ModunHuX ypebaja; cMamyjy TOH Ha TeleBM30Py 3a BpeMe
peKIaMa I IpeTPpaXKkyjy APYLITBEHE MPeXXe; peKIaMe Cy MM HaIlaJHe U JOCafiHe, Te Ce O
HPOM3BOAMMA U yC/IyraMa Hajuelthe MHQOPMMIIY Ha MHTEPHETY 1 IPYLITBEHMM MpeKaMa.
TpapnimoHaHa TelleBU3Nja ca IMHEAPHIM eMUTOBabeM ITPorpama, Kao Mefyj Koju
je Hexafa 6110 OKOCHMIIA OITIAllIaBaK:a, OCTAsIA je MpeBMIle CTATHIHA 32 MyONINKY ANTH-
TajHe TeHepanyje. VIHTepaKTUBHA Te/leBU3Mja HyU MHTEPAKTUBHOCT y Kpeupamwy U pa-
3BOjy HOBUX O/IMKa OI/IaIlIaBarba ¥ TPXKMITHE KOMYHUKAIMje ca MyOIMKOM, IIITO Ce MOXe
BUJETH Ha HOBOIIOKpeHyToj miarpopmu BUITA (Video Dynamic Advertising) kojy je y
HaIlloj 3eM/bM pa3Buia KoMnanuja United Media, mokpusajyhu 11 kanasma oBe Mefmjcke
kyhe. K/byunu enementu Koju geduuniry TpanchopManujy TeeBusmje 1 HarOBelLITaBajy
dynyhe odnuke kapakTepuury:
- MUTPaTOpHA IPUPOJIA ITyONMKe ¥ HAuVH I7eflamba TeeBusuje,
- capipxaju Ha 3axTeB (AVoD, SVoD i TVoD),
- ynorpeda ModunHux ypebaja u nnTepHeTa 3a BpeMe ITlefiatba TeleBusnje (CeKyH-
JapHU eKpaH),

- MHTETPalyja TeIEBU3MjCKOT OITIalllaBaba Y MUIUTATHMA MapKETIUHT,

- pa3Boj TeleBM30pa Kao MONHOT U MOBe3aHOr MyaTuMenujaaHor ypebaja (connected
TV).

Tparchopmmcane u mpeodnMKoBaHe MApKETHHT CTpaTeruje y AUTUTanN30BaHOM
OKDY>Kelby IIOfIpasyMeBajy NaK/bMBO KpeMpaHe U ycaI/lalleHe TAKTUKE 33 CBE IUTUTaIHE
TauKe Koje BOJe 10 KOpMCHMKa. [Jurnranusanuja Teaesnusuje omoryhasa nocremneHo nH-
Terpycarbe OBOT Meiyja y AUIUTA/IHI MaPKETIHI, Kao jOIII jefjHe Ba)KHe JOAMPHE Ta4Ke ca
kopucHukoM. a du taxBa uHTerpanuja dura Moryha, HEOIXOLHO je 1 fa ce JUTKMTATHN
HA4YMH pasMUIUbakha IpeHece U Ha TeneBusnjy. CaBpeMeHM KOH3YMEHTY IUTUTAJIHE Te-
Hepallyje Cy BeoMa 3aXTeBHM IOTPOLIAYN M MHANPEPEHTHN Ha K/IacHYHe MapKeTHHILKe
CTpareruje, I1a je OTpedHO KpepaTy UHTEIUTeHTHHUje M COPUCTULPaHMje KaMIIambe.

Tenesusnujcke cranuie ce TpaHCHOPMUIIY y MHTEPAKTUBHE IIOPTaJle, KOjU CBOjOj
nyOdmMIy Hyfe NaK/buBO ofadpaHe caipkaje U pasHe fofilaTHe QYHKIHje, Kao LITO Cy
nose3uBamwe ca fpyruM ypebajuma n drexcndunHoct riefama nporpama. Hekapaima
IIPOrpaMcKa IIeMa, KOja je IIofpasyMeBajia BpeMEHCKI PACIIOpe]] eMUTOBaba PasInInTUX
cafipXKaja, cajia ce Mema Y KOMIUIEKCaH COPTBep — MHTEPAKTUBHY MHTEP(dEjC KOjit Kopu-
cHUKY oMoryhaBa pas/mirdanTe MoryhHOCTH, O HaIpefjHe IpeTpare cafip>kaja, MeMopje
T7Iefjaba, Ipefiora HOBUX CaflpyKaja, IOBe3NBamba Ca IPYIITBEHNM MpekaMa ¥ MOOVTHUM
ypebajuma nt.

OsakaB nHTepdejc NpefcTaB/ba MPO30P ITIeA0La y CBET TeIeBU3UjCKIUX CafpiKa-
ja, a weroBa QYHKIMOHATHOCT J HAYMH MHTepaKIuje ca MyOIMKOM 3aBUCH Of AM3ajHa
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kpearopa nporpama (UX/UIDesign’). Takobe, ox gusajua coprsepa saBucnhe 1 Haunn
IIacypama OIIACHMX TIOPYKa, Koje he y oBoM crydajy, mopen urpane ¢popme TB crora,
dutnu odorahene NHTEPAKTUBHUM OILMjaMa 1 PA3TUIUTUM IPAdUIKIM AIUIMKALIjaMa,
HOIIyT OHMX Ha MIHTEepHETY — daHepy, MUKPOCajTOBY, MIHI-AIUIMKaLje, BUPTYelHe code
¥ 0CTaJI0, 1ITo he dutyt mpumaroheHo TeneBUsIjCKOM eKpaHy 1 pasfa/bUHN IIefama. Vako
Te/IeBU3NUjCKI CIIOT He MOpa 3HAYAjHO IIPOMEHUTH CBOjy popmy, cryxuhe kao okupgad 3a
[a/by MHTEPAKIVjy KOPUCHUKA U duTy odoraheH pasnmumTiM KIMKAOWIHUM OILUjaMa.
Taxo [071a3MMO 10 HOTBP/ie HAllleT CTaBa la CABpPeMeHa Te/leBM31ja, TpaHCOpMICaHa IIOf
yTUIIajeM OIUTUTATHUX TeXHOJIOTM)a, YCIIEIHO pa3Blja MHTEPAKTUBHOCT Y Kpeupamy 1
Pas3Bojy HOBUX OO/IMKa OIVIAllIaBarba I TPXKUIIHE KOMYHUKaILJje ca IIyO/INKOM.

3AK/bYYAK

He camo fia ce oz yTuiajeM furnTanusaije TpaHchOpMuIIe FPYIITBEHO OKPY-
Xeme, Beh ce cTBapa BUPTyemHN MHTEPAKTMBHIM IPOCTOP TeleBM3Mje Kao KaHasa 3a
IOCpefioBame YCMEePEHNX MeJIVIjCKUX cafipskaja 1 BICOKOe(DMKACHOT ajlaTa IUTUTATHOT
mapkeTrHTa. OBe IIPOMeHe Cy Pe3yNATaT CUMY/ITAHOT JefIoBamha KpeaTUBHIX, QMHAHCH]-
CKMX ¥ TP>KMIITHNX 3aXTeBa TPXKUIITA, Koju ce ycknalyjy ca moryhHOCcTMMa ururanHe
TexHonoruje. Paji Kpos ucTpaxkupame Hy[M OCBPT Ha HABUKE je[HOT Off Haj3aXTeBHUjUX
cerMeHara IIyO/nuKe — MIJIuX, KOji CBOje KOMYHUKaIMjCKe HaByke popMmpajy yrryhern
Ha OUTUTATHE jacne, y MyIITI/IHIIaT(l)OpMCKOM " MYNITUEKPAHCKOM OKPYXKE€IbY Y KOME je
JK€/ba KOPMCHIMKA NMIIEPATUB.

Ha ocHOBY cITpOBeJIeHOT MCTPa)K/Bakba CTaBOBA, BPEJHOCTY 1 TIOHAIAmbA MIAJINX Y
KOH3yMUParby MHTEPAKTUBHUX CaZIpXKaja, JOIa3MMO [0 IOTEHI[}ja/THOT MOJIe/ia OI/Ialla-
Barba KOjU Cce MOXKe VIMIUIEMEHTHMPATI Ha HAIllUM Te/leBU3YjaMa, a Koju he Hajjorpagutu
TpagunyoHaaHe GopMe TeTeBU3MjCKOT OIMaNlaBama JofaTHNM MoryhHocTiMa 1 QyHK-
I[UjaMa, Kao LITO Cy HOBe3NBambe ca IpyruM ypehajuma, prexcudmmnoct n odesdehnpame
momaTHMX cappxaja (Vhryctparuja dp. 1).

IToryhenn Mozien TeneBusMjcKe CTaHNUIIE, MOPeJ 0UyBamba CBOjMX TPaAUIIMOHATHNAX
yrora v 0dnuKa, cajja eBONyupa y MHTEPaKTVBHIU MTOPTAT Ca XOPM3OHTATHIM U BEPTH-
Ka/IHUM HUBOMMA IPOAYKIUje, AUCTpUdyLMje U yIIpaB/bamba cafpikajeM. 3a ITefjambe ce
kopucty II TexHONOTHja, 3aXBasbyjyhy K0joj CCTeM eMMTOBaka MPOTPaMa y CBAKOM
TPeHYTKY 3Ha KOji Ce IporpaM I7iefia Ha KoM ypeDhajy, unme caM kpenpa fiparoreHe cmMep-
HIIIe 32 CBaKO IOMahMHCTBO ¥ KOPMCHMKA TI0jeITHATHO.

ITpema oBOMe MozeITy, cBaky OOMK AUCTpUOyLUje cafip)Kaja IofipasyMeBa noced-
HO JM3ajHMpaH KOPUCHNYKM MHTepdejc IopTama npy»kaolja cajpskaja, omoryhasajyhm
kopucHUKY n3dop nsmely Beh npousseneHux capxaja cMeIITeHUX y da3y U Iporpama
KOjy ce MMHeapHo eMUTYjy. Ibume je npensubeno ma dasa cappykaja pasBuja KOMIITIEKCHe
MHTepaKTVBHe QyHKIIYje, ITO je 3Ha4ajHa HOBAIVja Y OMHOCY Ha TPaIMI[IOHAIHE, I Ha

°  Jusaju xopucHuykor nckycrsa (UX — User experience) ce KOpUCTHU 3a Kpeupamwe IpON3BO-

Jla KOjy KOPUCHMIMMA IIPY)Kajy CMICIIEHa ¥ pelleBaHTHA UCKycTBa. OBO YK/by4yje J13ajH Lje/or
IIpolleca OCMMIIbaBakba 1 MHTerpaliuje IIPON3BOJa, YKbydyjyhn acnekre Spenpupatsa, fusajHa,
yrnorpedpuBocTy 1 GyHKIHje.
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HallleM TPXXMIITY TPeHYTHO IPUCYTHe, 0d/IIKe KOMYHMKAIMje ca ITyQ/IVIKOM, I1a TaKO J Ha
caMo oryamasame. Tako Iefaar cam ofpebyje 1miTa He >kenu ja I7Iefia, 11a, Ha IpUMep, KO-
prcuuky y Hosom Capny Hehe duty monybhena pexiama sa npogaBHIIy y Bpamy u cmmaHo.
Pap je noxasao ma, kopuinhemeM IUTMTaTHUX TEXHOTIOTHUja, CepBepa 1 IIATHOPMI,
OIJalllaBam-e Ha MHTePAKTUBHMM TeJIeBU3MjaMa MOXKeMO MOfIeIIaBaTH Y CKIafy ca MHTe-
pecoBamlIMa KOPUCHIUKA, Kao I IIpeMa BpeMeHY Kajia ¢y c100ofHN. 3JHa4ajHa IPETHOCT
OBaKBOI' KOHTEKCTYa/IHOT KOMYHMIIYIpamba je T3B. PAHY/IAPHO OITIAIIaBaIbe, II0CPEICTBOM
Kojer je Moryhe odpahame TapreTrpaHmuM rpymnama 1 KIMjeHTIMa Ha OTpaHIYeHOM Ieo-
rpagckom noppydyjy. To 3Haun fa he ce y Synyhnoctn mojagaru yora airopurmMoBa Koju
IPUKYIUbajy IOflaTKe O HaBMKaMa, HoTpedaMa 1 )e/baMa KOH3yMeHaTa, fia O M Menuju
OCHaXEHV BeIITAaYKOM MHTE/IUTCHIVIjOM ITIOHY/VIIN KOHAYHO OCTBapeme CBUX CHOBA.
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AUDIENCE DIFFERENTIATION AND ADVERTISING
STRATEGY ON INTERACTIVE TELEVISION?

(Translation In Extenso)

Abstract: Starting from the assumption that Serbia is in arrears with the implemen-
tation of the concept of interactive television and the creation of new forms of advertising,
the author studies the transformation patterns of media content consumption using a
multi-strategy research method of the habits of the young audience. Combining survey
and in-depth interview techniques with qualitative content analysis, the author concludes
that traditional TV advertising in the digital environment multiplies in terms of content,
which is especially noticeable in the sphere of marketing communications. Young people
increasingly apply different media technologies, switching from one device to another or
using them simultaneously. Based on the analysis of the behaviour of the student population
in the consumption of today’s television in Serbia, we have created a model of interactive
television as a multifunctional portal in the context of advertising messages.

Keywords: interactive television, advertising, television audience, digital marketing,
youth/students, secondary screen

INTRODUCTION

The strong transformation of television based on the development of digital technol-
ogies, as well as the emergence of new interactive forms of TV programmes, gave rise to
the necessity of scientific research in various segments of social relations and marketing
production and advertising. Television advertising has become a rudimentary way of com-
municating with target markets, especially if we consider younger generations, frequent

! aleksandar@senso-creative.rs

The research presented in the paper was carried out for the preparation of the defended doctoral
dissertation of author A. Babi¢ at University of Arts in Belgrade - Faculty of Dramatic Arts, entitled:
“Interactive television and modern forms of multimedia content distribution as a basic model of
television advertising and marketing communications”
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consumers of social networks, and on-demand content. In increasingly scarce economic
conditions and with a large selection of media content, the application of persuasive com-
munication models becomes necessary to achieve marketing or propaganda goals. The
traditional advertising block, which, due to its form, is not compatible with digital mar-
keting strategies, is becoming questionable in the age of high interactivity in new media.

The relevance of this research is also confirmed by evident changes in other seg-
ments of society brought about by the digital revolution, as well as the development of
the Internet and artificial intelligence. Media in digital space are becoming “personal,
portable, participatory and all-pervasive” as concluded in the Pew Research Centre’s re-
search, “Changing the Digital Landscape: State of the News Media in 2015 (Rainie, 2015).
The strong acceleration of information transposed to the area of marketing and corporate
communication brings creativity and compression of the public space, along with a new
understanding of the media.

“It is digitization that has led to the fact that the current media revolution is different
from everything we had before - converging media, globalization, and audience fragmenta-
tion are fundamentally changing the established media divisions, the relationship between
local and national, between commercial and socially responsible” (Martinoli, 2011, p. 9).

The Council of Europe has included several rules related to changing media practice
among its standards. Recommendation CM/Rec (2011) of the Committee of Ministers to
member States on a new notion of media,’ adopted in 2011, introduces content aggregators,
application designers and users, who can also be content producers, among the new actors
in the production and distribution of media content (Council of Europe, 2013). In addition
to new actors, the ways of distributing media content have also been transformed, and the
interactivity and participation of citizens in media processes are growing and becoming
at the same time characteristic of traditional and new media established only on digital
platforms.* All this results in changes in society and the emergence of various digital tools
in the function of creating market-commercial editorial practices for the purpose of man-
aging the contents and behaviours of the audience.

“Viewers and listeners in the new digital’ circumstances get new opportunities,
but new roles as well... It is not an easy task for media systems to attract and retain their
increasingly demanding and critical audience with quality in a much larger offer of content
compared to the time of linear programme monitoring” (Citi¢, 2020, p. 1335).

The challenge of integrating the marketing message, the effects of communication,
culture, identity, image, and behaviour patterns becomes the origin of new social relations,
causing profound changes in the field of sociology of communication.

3 The text of the Recommendation CM/Rec (2011) of the Committee of Ministers to member
states on the new concept of media is available at: https://edoc.coe.int/en/media/8019-recommen-
dation-cmrec20117-on-a-new-notion-of-media.html

*  The new interpretation of media by the Council of Europe includes “all actors involved in the
production and dissemination of content to potentially large number of people, and applications
designed to facilitate interactive mass communication (for example social networks) or other con-
tent-based large-scale interactive experiences (for example online games), while retaining editorial
control or oversight of the contents” (Council of Europe, 2013).
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THEORETICAL FOUNDATION OF THE RESEARCH

The emergence of new interactive forms of TV programmes imposes the need to
define the concept of interactivity more precisely. Numerous contemporary media theo-
rists also share this opinion (Rafaeli, 2007; Leopoldina, O’Sullivan, Raycheva, Harro-Loit,
2010; Domingo et al., 2008; Koolstra & Bos, 2009; Crni¢ & Vobi¢, 2013; Sohn, 2011). This
means that, by comparing traditional (linear) television and its immanent forms, we ex-
plore the process of replacing one-way mass communication with digital television, which
provides many opportunities for establishing multi-directional relationships with other
users, professional communicators, various organizations and, ultimately, with the tech-
nologies themselves or media contents - text. This view is consistent with the “new notion
of media” promoted by Karol Jakubowicz (Jakubowicz, 2009), pointing to the reshaping of
traditional media, as well as the emergence of new content providers and communication
and marketing activities. In the digital environment, analogue media are trying to adapt
to technological changes, which is also visible in the field of marketing, but the research
question is not whether the practice of marketing communication is changing, but whether
advertising will get new content forms in addition to visual redesign.

In “Digital Disconnect: How Capitalism is Turning the Internet Against Democracy’,
Robert McChesney (McChesney, 2013) indicates the depth of the transformation, but also
the demands of an increasingly choosey and digitally literate audience that is constantly
raising standards. For example, targeted or addressed advertising is a new trend based on
the concept that enables a precisely selected audience according to selective interest, viewing
habits, demographics and numerous other sociological determinants, so that two households
follow the same content, but with differently addressed advertisements. The change is cru-
cial because the metrics in media audience research analytics are shifting with digitization
towards impressions and actual viewership of advertising messages. Rating will no longer
be the currency in the media business, but the impression as a consequence of the content
viewership. Half of such advertising is currently generated in the United States, while the
fastest-growing market in Europe is Great Britain, with a rate of over 20 percent. Marketing
experts have noticed that the so-called ‘sofa’ watching of television programmes when the
whole family is sitting and watching the same programme is no longer so common because
nowadays, every household has several different devices on which the programmes can
be watched, which means that the attention of the recipients (consumers) becomes more
scattered and shorter. Due to increasing identification and segmenting of the audience,
marketing companies offering specific products want to advertise digitally as they monitor
the effects of their marketing investments.” Using digital tools in advertising campaigns, new
media exceeded the amount of funds several times in a short period of time, in comparison
to the budgets for traditional campaigns. The analogue world is dying out, most evidently
seen in the growing amount of money directed towards digital advertising and marketing.®

> The renowned “Maserati” company commissioned its first national UK TV ad campaign because
they could finally lease a significantly more exclusive message. Had an ad for these luxury cars been
aired in classic TV commercials, more than 90 percent of the budget would have been wasted.

¢ In 2020, 56.22 million euros were spent on digital advertising in Serbia, which is almost by a fifth
(19.5%) more than in 2019. Mobile advertising had the highest growth of 45.89%. Source: Interactive
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We recall that media convergence which conditioned the transformation of classic
electronic communication devices, created new multimedia platforms (Jenkins, 2006). As
this author states,

“the convergence of media content represents the flow of content across multiple
media platforms, the cooperation between multiple media industries, and the migratory
behaviour of media audiences who would go almost anywhere in search of information,
new forms of entertainment and experiences they want (Jenkins, 2006, p. 282)”.

In a broader theoretical context, Elihu Katz’s communicative theory of uses and
gratifications is also interesting for this research. He argues that the audience “selectively
consumes media, in relation to the social and psychological context” (Katz, 1959, p. 2).
The new media audience is becoming more and more demanding in terms of flexibility
in the choice of content which they want to consume on different screen sizes, depending
on the situation or mood.

The transformation of the contemporary television audience was discussed through
the theories of Gavlinski, Mayer, Kunert, Evans and Eronen (Gavlinski, 2013; Mayer, 2009;
Kunert, 2009; Evans, 2011; Eronen, 2005), based on research on consumers of digital and
interactive programmes. The digital boom that started with the commercial introduction
of the Internet has transformed the market, offering flexible access to rich multimedia
content. This period was marked by

“the merger of traditional and new media companies, the opening of new global
media markets, the launch of personal digital assistant devices, the production of new
digital content, as well as a new culture of media consumption” (Albarran, 2010, p. 46).

Audio-visual content has migrated to mobile phones, video consoles and personal dig-
ital assistants (PDAs), transforming former passive audiences into active actors in the media
market (Arango-Forero & Gonzélez-Bernal, 2011). Within the framework of theoretical
paradigms, there is a transition from the mass audience concept to the interactive media
user (Livingstone, 2003), from the traditional segmentation of audiences to fragmentation
(Webster, 2005), polarization (Sunstein, 2000), and even the erosion of audiences (Turow,
2010). Dennis McQuail remarks that

“the media have increasing difficulty in identifying and retaining ‘their’ particular
audience. Patterns of media use will simply be a part of varied and changing lifestyle”
(McQuail, 1997, p. 23).

Napoli believes that audience fragmentation and autonomy are two key phenomena
that media industries must take into account when creating a new paradigm of audience
relations (Napoli, 2011). With the combination of new technologies and distribution plat-
forms, the choice of content increases dramatically, and the mass audience is fragmented
into numerous market niches. According to Jevtovi¢,

“the flow of series, video spots, news and formatted programme packages is acceler-
ating, clickstreams and shares in viewership, reading and listening are becoming motives

Advertising Bureau - IAB Serbia, an association founded in 2009 to actively support the growth and
development of digital and interactive marketing in Serbia.
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for the production of new content, while the programming of the media offer is becoming
part of the strategy of attracting the attention of the audience” (Jevtovi¢, 2020, p. 1298).

New forms of audio-visual content distribution imply a direct connection between
the broadcaster and the audience - via the Internet. The big shift to OTT as a real candidate
for content consumption occurred in 2007, when Netflix shifted from its original DVD-by-
mail business model to an OTT model. Netflix is still one of the largest content providers
in OTT, with over 195 million subscribers worldwide (Brown, 2021).

The conceptual innovation that is at the centre of our work changes the attitude
towards marketing and media management. Unlike analogue television which focused on
the product only, interactivity creates an image tailored to the consumer, which promotes
certain values and lifestyle. According to Alan Charlesworth, consumers trust brands to
a lesser extent, so they themselves advertise products that fully meet their expectations
(Charlesworth, 2018, p. 6). The novelty to which we are drawing attention is reflected in
the ability of interactive television to assess the habits, needs and changes in the behaviour
of its viewers and to additionally adapt to their expectations.

Metrics and analytics within the media market are very important for the new form
of marketing.

“Such clear indicators, expressed in real-time, were unimaginable in the analogue
era, and therefore, market knowledge and predictability were much weaker than is the
case in digitization” (Brankovi¢, 2020, p. 114).

Apps, both on mobile devices and on TV, are a significant source of user data for
marketers. “However, the industry has been making changes in response to increasing pri-
vacy requirements with implications for all aspects of digital marketing” (Wells, 2021, p. 68).

These changes refer to certain software used to collect data about users of Internet
pages. “Google has announced that it will end the use of third-party cookies in Google
Chrome by the end of 2023, joining other browsers that are abandoning the infamous
tracking technology” (Google ending third-party cookies in Chrome, 2021).

Through powerful platforms, the Internet has also integrated mobile devices, which
creates close relationships with consumers, primarily interactive ones (Egan, 2011, p. 116).
Digital marketing, using digital media, continuously records growth both globally and in
Serbia, as evidenced by many professional and scientific studies and advertising agencies
(AdEX, 2016). Famous marketing theorist Philip Kotler, together with his co-authors, sets
up a new marketing paradigm, which focuses on digital marketing and new media (Kotler,
Kartajaya & Setiawan, 2017, p. 17), arguing that content marketing is the new advertising.

RESEARCH METHODOLOGY

The scientific aim of this paper is to reach fundamentally new knowledge in mar-
keting communication and application in advertising on interactive televisions, meaning
that the effects are verifiable in local and global media practice. By combining qualitative
and quantitative research, we aimed to show how and how much the young audience
consumed various media, switching from one device to another or simultaneously, and
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to establish how often they used mobile phones to watch TV content, especially during
the advertising block. Qualitative research contains a deeper analysis of the way television
content is consumed, as well as the use of the device itself. This research segment consists
of several elements: survey and in-depth interview, as well as qualitative analysis of the
content of relevant literature.

The main objective of the research was to determine new opportunities for marketing
communication with young people through interactive television, in the context of evaluat-
ing the role and feedback impact of the audience. In the old economy, analogue television
addressed the entire audience, not taking into account the specific interested social groups.
With digital marketing, the marketing strategy has fundamentally changed. The author
distinguishes between the process of adaptation to consumers (customisation) and the
process of adaptation to the consumers’ wishes (customerisation) in which the marketing
message is shaped in accordance with the needs of the users themselves. Furthermore, one
of the practical objectives is to create a possible advertising model on interactive television
that would, in turn, open interactive communication initiated by the user and not by the
programme producer.

Since our approach to the research subject is multidisciplinary (digital marketing,
media theory, information and communication systems, sociology, management, psy-
chology, communication, anthropology, political science, law, aesthetics, etc.), the focus
is on the interactivity of television and its multimedia contents in the field of marketing
communication. Therefore, in the research, we started from the assumption that modern
television, transformed under the influence of digital technologies, successfully develops
interactivity in the creation and development of new forms of advertising and market
communication with the young audience.

In order to achieve research objectives and for the purpose of empirical verification,
we applied a multi-strategic approach to social science research (Layer, 1993, p. 27), which
involves combining qualitative and quantitative strategies (Bryman, 2012, p. 11). Although
at first glance these are two epistemologically opposing directions, given the topicality of
the subject and the constant changes in the media sphere, qualitative research enabled us
to clarify and deepen the results of quantitative research, which complements each other
and chronologically overlaps the two strategies.

Sample

Quantitative research in the form of a structured questionnaire was conducted on a
sample of 254 respondents, most of them students of the faculties in Belgrade (Faculty of
Dramatic Arts, Faculty of Organizational Sciences, Faculty of Political Sciences and Faculty
of Economics), but from different cities of Serbia (Table no. 1). It is essential that the re-
spondents belonged to the age group from 18 to 25, which is why they were classified in
the category of the young audience, the so-called prosumers.” A smaller scale quantitative

7 In the 1980s, Alvin Toffler first introduced the term into the public space, interpreting it through

a mixture of the words “producer” (producer) and “consumer”, intended for the active role that con-
sumers would have if the goods were adapted to them in the production process (Toffler, 1980, p.183).
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research relies on the sample representativeness, and in our case the number of participants
meets the needs of the study considering that they are targeted as a generation of digitally
literate actors with a grasp of the changes we are pointing to. The questionnaire included 29
questions and consisted of two parts - the first one requiring answers to sociodemographic
questions, and the second one consisting of questions about the use of television and rec-
ognition of its interactivity. To properly determine the generalization of the categories, we
also used an in-depth interview with five respondents aged 30-45, on the same topics. In
this way, we received more detailed and clearer information about the way of using modern
television. In addition, through the prior conversations, the concept of interactive television
was explained to the interviewees in more details, therefore, it was possible to conclude to
what extent they understand and use the possibilities of the new format.

RESEARCH RESULTS AND DISCUSSION

The key phenomena that we established during the quantitative research include:

Television is mostly watched in the evening, as a social and leisure activity, and most
of the programmes are watched selectively, i.e., only certain shows and programmes, mostly
feature ones. The audience prefers TV contents that they can consume by choice and at any
time, i.e., on demand content (VOD).

Global trends in changes in audience habits that are also happening locally, indicate
that young people consume television content differently. They expect the media to be
subordinated to their time and interests. Digital generations are very technologically lit-
erate and they use different devices. However, our research has shown that, in addition to
numerous other access points for viewing video content (internet, mobile devices, etc.),
the audience still prefers the television screen. Considering that young people are informed
about the news mainly through the Internet and social networks, the television screen is
reserved for feature content which is now widely available through various service providers.
The viewing experience still remains a priority for these contents, given the possibility of
viewing a high-quality image on a larger screen, but the results also show that the majority
of respondents use a mobile phone as a secondary screen. During the advertising block,
the audience most often uses social networks on a mobile device.

The secondary screen, and sometimes the tertiary screen, become an extension of the
viewing experience. (Nielsen, 2015, p. 109) This information is very important for advertis-
ers and marketing experts planning communication campaigns. Furthermore, a fusion of
information technology and marketing tools synchronizing the television programme and
the secondary screen will be necessary for the development of future interactive systems
and creative ways of advertising. The author believes that mobile devices are used simul-
taneously with television duet to the hypertextual and interactive nature of the modern
generation, which wants communication and information instantly.

- Commercials are usually rated as too long, boring and offensive.
The respondents had a negative attitude towards traditional advertising blocks. Most
often they ignore them, using mobile devices or switching channels.
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“The fundamental questions of how commercial media will manage to survive the
digital transformation as traditional sources of revenue (paid display ads, subscriptions
and direct sales) shrink” (Murschetz & Friedrichsen, 2017, p. 18).

Digital marketing and advertising have become far more effective than linear media,
as shown by the advertising budgets of modern campaigns. Social media, on the other
hand, has become another platform available to engage consumers as brand advocates and
other marketing tools.

In an attempt to integrate the process of data collection and analysis, we approached
the empirical identification of the research subject through in-depth interviews with five
persons of slightly older age but still considered young according to the aforementioned
sociological research.® Our intention was that respecting how they perceive multimedia
content and TV commercials, we integrate the findings through the control function into
a mutually dialectical relationship, because the student population is often unable to fully
use interactive content due to financial limitations.

Through the interview, we were able to see that the audience does not perceive mod-
ern forms of distribution of television programmes, but that they are already consuming
them. In addition to specific cases of live broadcasts or programmes, the respondents mostly
watch on-demand content using portals such as Netflix, HBO GO or by connecting a com-
puter to the TV. The following claims were also confirmed: they avoid advertising block
using mobile devices; turn down the TV volume during commercials and browse social
networks; they find commercials offensive and boring, and they are most often informed
about products and services on the Internet and through social networks.

Traditional linear broadcast television, as a medium that was once the backbone of
advertising has become too static for the digital generation audience. Interactive television
offers interactivity in the creation and development of new forms of advertising and market
communication with the audience which is evident on the newly launched VIDA platform
(Video Dynamic Advertising) developed in our country by United Media, covering 11
channels of this media house. The key elements defining the transformation of television
and foreshadowing future forms are characterized by:

- the migratory nature of the audience and their way of watching television,

- on demand content (AVoD, SVoD and TVoD),

- use of mobile devices and the Internet while watching TV (secondary screen),

- integration of television advertising into digital marketing,

- development of the television as a powerful and connected multimedia device (con-

nected TV).

8 Defining the category of young people and what age is understood under this term is interpreted

differently in theory and empirical research. For example, in the applicable National Youth Strategy
for 2015 - 2025, the lower age limit is 15, while the upper limit contains data in which the limit is set
at 24, 26, and even 29 years, i.e., up to the end of the third decade of life. Contemporary sociological
research states that the separation from parents and assumption of social roles is completed around
the age of 35, as well as that “for young people in Serbia, marriage and the birth of children are the
most important markers of adulthood while career and professional fulfilment are significantly less
common markers” (Bobi¢, Veskovi¢ Andelkovi¢, Kokotovi¢ Kanazir, 2016, p. 25).
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Transformed and reshaped marketing strategies in a digitized environment imply
carefully created and coordinated tactics for all digital points that lead to the customer.
Digitization of television enables the gradual integration of this medium into digital mar-
keting, as another important point of contact with the user. In order for such integration to
be possible, it is also necessary to transfer the digital way of thinking to television. Modern
digital generation consumers are very demanding consumers and are indifferent to classic
marketing strategies, therefore it is necessary to create more intelligent and sophisticated
campaigns.

Television stations are transforming into interactive portals offering their audience
carefully selected content and various additional functions, such as connection to other
devices and flexibility in viewing programmes. The former programming scheme, which
included the time schedule for broadcasting various contents, is now changing into a com-
plex software — an interactive interface that provides the user with various possibilities,
from advanced content search, viewing memory, new contents suggestions, connection to
social networks and mobile devices, etc.

This interface represents the viewer’s window into the world of television content,
and its functionality and way of interacting with the audience depends on the design of
the programme creator (UX/UIDesign’). Moreover, software design will determine the
way advertising messages are placed, which in this case, in addition to the feature form of
the TV spot, will be enriched with interactive options and various graphic applications,
such as those on the Internet - banners, microsites, mini-applications, virtual rooms and
others which will be adapted to the television screen and viewing distance. Although the
TV spot needs not significant changes to its form, it will serve as a trigger for further user
interaction and be enriched with various clickable options. This is how we confirmed our
viewpoint that modern television, transformed under the influence of digital technologies,
successfully develops interactivity in creating and developing new forms of advertising and
market communication with the audience.

CONCLUSION

Not only is the social environment being transformed under the influence of digitiza-
tion, but a virtual interactive space of television is being created as a channel for mediating
targeted media content and a highly effective digital marketing tool. These changes are
the result of the simultaneous action of the creative, financial and marketing demands of
the market, which are harmonized with the opportunities of digital technology. Through
research, the paper offers an overview of the habits of one of the most demanding segments
of the audience, i.e., young people, who form their communication habits fed by digital con-
tent, in a multi-platform and multi-screen environment where the user’s wish is imperative.

Based on the conducted research on the attitudes, values and behaviour of young
people in the consumption of interactive content, we arrive at a potential advertising model

°  User experience (UX) design is used to create products that provide users with meaningful and

relevant experiences. This includes the design of the entire product design and integration process,
including aspects of branding, design, usability and function.
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that can be implemented on our televisions, which will upgrade traditional forms of televi-
sion advertising with additional opportunities and functions, such as connecting to other
devices, flexibility and provision of additional content (Illustration no. 1).

In addition to preserving its traditional roles and forms, the offered model of the
television station is now evolving into an interactive portal with horizontal and vertical
levels of production, distribution and content management. Thanks to the IP technology
used for viewing, the programme broadcasting system knows at all times which programme
is being watched on which device, thus creating valuable guidelines for each household
and individual user.

According to this model, each form of content distribution implies a specially de-
signed user interface of the content provider’s portal, allowing the user to choose between
already produced content stored in the database and programmes that are broadcast line-
arly. It envisages that the content base develops complex interactive functions, which is a
significant innovation compared to the traditional, and currently present on our market,
forms of communication with the audience, including advertising itself. Thus, the viewer
himself determines what he does not want to watch, so that, for example, a user in Novi
Sad will not be offered an advertisement for a store in Vranje and the like.

The paper proved that by using digital technologies, servers and platforms, adver-
tising on interactive televisions can be adjusted according to the users’ interests, and also
according to their free time. The so-called granular advertising is a significant advantage of
such contextual communication, which enables addressing targeted groups and clients in
a limited geographical area. This means that in the future, the role of algorithms collecting
data on the habits, needs and desires of consumers will be strengthened, so that media
powered by artificial intelligence will offer them the ultimate realization of all their dreams.
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APPENDIX / ITPVJIOT

Pristupne tacke za
oglasavanje /
Advertising access
points

» video klip
(pre, posle ili u toku
emitovanja sadrzaja) /
video clip (before, after
or during video
broadcasting)

@ baner u raznim
segmentima interfejsa /
banner in different
interface segments

W brendirani interfejs /
branded interface

@ plasiranje proizvoda
/ product placement

4m HA3AL

4@m BACK

NIVO PRETPLATE /
SUBSCRIPTION
LEVEL

varijabilnost koliine
oglasnih poruka /

variability of the amount
of advertising messages

1ZBOR SADRZAJA / CONTENT SELECTION
varijabilnost koli¢ine oglasnih poruka
variability of the amount of advertising messages

TV portal

KORISNICKI INTERFEJS/ USER INTERFACE

UX/UI Design

personaliza ja izbornog menija
odabir nivoa pretplate

o
Baza sadrzaja / Database Content

SORTIRANJE | GRUPISANJE

LISTA OMILJENIH
SADRZAJA / CONTENT DRZAJA /

PREPORUCENI
SADRZAJI /

SORTING. LisT
CONTENT

UMREZAVANJE

| DELJENJE SADRZAJA /
NETWORKING AND
CONTENT SHARING

PRETRAGA / OCENE
SEARCH KORISNIKA /
USER RATINGS

- filmovi, serije, dokumentarne emisije, posebne kategorije itd.
- films, series, documentary shows, special etc.

Pratece interaktivne funkcije /
Referred interactive features
-povezani sadrzaji, deljenje, memorija gledanja,
podsecanje itd.

-related content, sharing, playing memory, reminder,
etc.

AVoD

v v

ttings

set
personahzuuon of user interface
choosing a subscription level

Programi uzivo / Live stream
linerano emitovanje sadrzaja uzivo
linear broadcast of live content

- sportski dogadaji

- emisije uzivo

- rijaliti Sou

- informisanje i novosti itd.

- sports events

- live broadcasts

- reality show

- information and news, etc.

Pratece interaktivne funkcije

- interfejs sa dodatnim informacijama
(statistike, glasanje, drugi ugao
kamere, usporeni snima, deljenje
sadrzaja, itd.)

- interface with additional information
(statistics, voting, other camera angle,
slow motion, content sharing, etc.)

Emitovanje uzivo
(live stream)

TVoD

v v

i€ki kvalitet sadrzaja (4k UHD, DOLBY, 3D itd.)
Technical video and audio quality
(4k UHD, DOLBY, 3D etc.)

Dodatne interaktivne funkcije
Additional interactive features

N i
°» Interaktivni meni Interactive menu
mikrosajtovi brenda . . brand microsites
dodatni reklamni sadrzaj Sadrza ]] / Content additional advertising content

povezivanje
dodatne funkcije

se

N AN

-0 g

connectivity
additional functions

KORISNICKI PODACI / USER DATA
profilisanje publike - segmentacija trzista / audience profiling - market segmentation

Vnycrpauuja Sp. 1: Mogen dyayhe Tenesusuje — MHTepaKTUBHU HOPTAI
/ Mlustration no. 1: Model of future television - interactive portal
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Tadena 1. Cupyxiiypa uchuitiaHuxka K6AHMUTHATIUEHOT UCTPANUBAtLA:
ciiygenitiu paxynitieitia y beoipagy (OO, ©OH, OIIH u Exoromcku
paxynitiett), anu u3 pasnuuuiiux ipagosa Cpduje / Table 1. The structure of
quantitative research respondents: students of faculties in Belgrade (Faculty
of Dramatic Arts, Faculty of Organizational Sciences, Faculty of Political
Sciences and Faculty of Economics), but from different cities of Serbia

AnekcaHpapoBau/Aleksandrovac 3 | HerotnH /Negotin 5
bajuHa bawTa / Bajina Basta 3  |Huw/Nis 18
bauka Tonona / Backa Topola 2 | Hoswu [Ma3ap / Novi Pazar 6
Beorpag / Belgrade 43 | Hoswu Cap/ Novi Sad 17
Bbop / Bor 4 | [llaHyeBo /Pancevo 7
BameBo / Valjevo 6 |MapahuH / Paradin 4
Bparbe / Vranje 4 |Teh/Pec 2
Bpbac / Vrbas 4 | MNoxape.ay / Pozarevac 7
€= HA3AL MbunaHe / Gnjilane 3 | Mpwnboj/ Priboj 4
& BACK loptbun MI/IJ'IaVHOBaLl, / Gornji Milanovac 3 |Mpwjenose / Prijepolje 4
’Karybuua / Zagubica 2 | Pawka/Raska 3
3ajeyvap / Zajecar 7 | CmepepeBo /Smederevo 5
3peraHuniH / Zrenjanin 6 | Cvmegepescka lNanaHka 2
/ Smederevska Palanka
JaroguHa / Jagodina 4 |Cy6otuua / Subotica 5
Knaposo / Kladovo 4 | TemepuH /Temerin 2
Kocoscka MuTposuua 5 |Tonona/Topola 2
/ Kosovska Mitrovica
KparyjeBal, / Kragujevac 8 | TpcTeHuk / Trstenik 3
KpameBso / Kraljevo 7 | hynpuja/ Cuprija 2
Kpyweal, / Krusevac 7 | Yxuue / UzZice 5
JleckoBaly / Leskovac 6 | Yauak/ Cacak 7
NosHuua / Loznica 6 | lla6ay /Sabac 7
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