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1. INTRODUCTION

1.1 Topic and Goals of the Thesis

The topic of the thesis to examine the effect that digital marketing techniques have on the
business development of the companies in Croatia. Digital marketing consists of many different
techniques and channels such as: content marketing, email marketing, SEO, social media
marketing. The main purpose afl the aforementioned types of digital marketing is to attract new
customers, and in turn, grow sales of the business and build brand awareness. Ndowstdgys,
relevant and grow their business opportunities and also cutdsteand decrease the time

consumption on marketing, most of the companies use digital marketing channels.

One of the goals of the thesis is to closely explain digital marketing atethisiques angoint
out how it differs from traditional marketing. 9, in this thesis, the author will analyze one of
the most successful digital marketing campaigns and strategies implemented by companies and

organizationsuch as: Apple, Mercedes, Detroit Pistons.

Ultimately, by conducting research, the author willtyprove that the use of digital marketing
FROQWULEXWHY WR FRPSDQLHVY EUD QWasigedd dev@lbinent \ ABQ HYV JU |
this thesis will try to show that companies that do not adapt digital marketing techniques will

struggle to keep upiti their competition and will not be able to grow their business.

1.2 Explanation of methodology

In order to achieve the proposed objectives of the thesis the following methods were used:
investigation of literature (primary and secondary data) thdtbeilexplained in the chapter
Literature review, collecting and analyzing data of a relevant data sample and graphical and
statistical methods for discussing the research results. Finally, primary researclcaiitbeted,

and empirical data will be celtted in order to answer all of the research questions.

ILWHUDWXUH XVHG LQ WKLV 7KHVLV FDQ EH IRXQG LQ WKH
Business Zagreb), online on the internet in the form of numerous books, newspaper articles, tech

websites, gentific papersand research.



1.3 Structure of the Thesis

The thesis is structured in such a way that the tojmtrisducedand research objectives and goals

are explained, before more complex case studies and research papers are presented. After th
introduction of the topic, the author reviews the literature with similar research topics and goals
and draws the most important conclusions of those papers in order to compare those results with

this thesis results and conclusions.

Next, the reader igamiliarized with digital marketing in general, the beginnings of digital
marketing and comparison between digital marketing with traditional marketing is made.
Furthermorethe thesis explains in detail and with examples most important digital marketing

techniques and tools.

Next, the author demonstrates the application of digital marketing techniques through the analysis
of various case studies, where successful companies used digital marketing techniques and

strategies to their benefit.

After that, theresearch is conducted by the author. Managers? & company owners answer

survey questions in order to answer research questions of the thesis that are:

What companies in Croatia regard aslacess?

" How significant is the impact of digital marketiog a company's business development
in Croatia?

" Which of the digital marketing channels are used the most in Croatian companies,

" How much are companies in Croatia willing to spend on digital marketing campaigns?

In conclusion, empirical evidencedennected to theory and prior research, and the author explains
what has been done and achieved in this thesis. Finally, the author concludes the thesis with the
list of all the references in order and appendix that contains all the graphs and figunresistow

explained in the thesis.



2. LITERATURE REVIEW ON DIGITAL MARKETING

In this part of the thesis, the most important literature that is concerned with digital marketing is
investigated Digital marketing is defined and explained in detail. The rauttii@s about the
history of digital marketing, since its early beginnings to the present day, and the comparison
between traditional marketing and digital marketing is made. After that, most important digital
marketing channels are presented and explaimeletail and some interesting examples of each

of the channels are showcased.

2.1 The overview of digital marketing

In this part of the thesis, the author introduces the reader to the concept of digital marketing. Digital
marketing is defined and exghed in detailNext, theauthor writes about the history of digital
marketing, since its early beginnings to the present day, and the comparison between traditional
marketing and digital marketing is made. Finally, benefits of digital marketing ardivastages

and disadvantages with respect to traditional marketing are presented and explained.

2.1.1 Definition of digital marketing

In this day and age, where more than 4.5B people use the internet on a daily basis (according to
Statista), the majoritpf the people should be familiar with the basics of digital marketing since
GLJLWDO PDUNHWLQJ JLYHV SHRSOH D UDQJH RI RSSRUWXQLYV
marketing encompasses all marketing efforts that use an electronic devibe ortdrnet.

Businesses leverage digital channels such as search engines, social media, email, and other
ZHEVLWHY WR FRQQHFW ZLWK FXUUHQW DQG SURVSHFWLYH F

In simpler words, digital marketing helps companies in product or pem@otion through a
range of digital marketing channels which can easily reach company's target customers.
Nowadays, digital marketing is crucial for business and brand awareness, and companies that
struggle to adopt digital marketing strategies and imptarthem in theieverydayoperations are

likely to fall behind their competition and eventually stop doing business.



2.1.2 The emergence of digital marketing

According to Monnappa (2020), the digital revolution started in the 1990 with the introduction of

the Internet and the Web 1.0 platform. The possibilities on this platform were very limited with

the respect to the platforms we use today, as users weatavegd to share any information, and

there were on interaction opportunities. The only thing that Web 1.0. offered was the mading
requestednformation. Also, in that same year, the first internet search enginEwashedand

LW ZDV F DO Oltaas dgveleped lds a tool for mass discovery. The developers filled the
HQJLQHYV VHUYHUV ZLWK DQRQ\PRXV )73 KRVW GLUHFWRULH
the list was linked to a searchable FTP sites database (Li, 2002).

Today, peoplao not generally click on ad banners, many of them even use ad blockers as those
banners are in most cases unattractive and intrusive. However, in 1993 the first clickable banner
(Figure 1) was made and purchased by AT&T on Hotwired.com, and 44% of {hle pgm saw

that banner clicked on it (Lafrance, 2017).

Figure 1: First clickable banner

Have you ever clicked

your mouse right HERE? -

Source: theatlantic.com (2017)

In the following year new technologies were created suchcasnenerce. In 1994, the first e
commercdransaction took place. That transaction was made by Dan Kohn who was 21 at the time
and ran a website called NetMarket. He sold a CD to his friend who used a credit card to pay 12$
plus shipping cost for the CD (Grothaus, 2015).

In that same year, Yahoawlaunched and immediately it recorded a sucéeeceived 1 million

hits in the first year of existing. This occurrence changed the stance that companies had towards
digital marketing as they saw the amount of people present online, and endles$snigmto

improve their sales, companies started optimizing their websites in order to rank as high as possible
RQ WKH VHDUFK HQJLQH ,Q WKH QH[W FRXSOH RI \HDUV 1RO

such as HotBot, LookSmart, and Alexa wexeriched.

In 1998, one of the most important moments for digital marketing happ@oedle was launched

and used as the most common search engine, and it played a crucial role in optimization of digital

4



marketing campaigns and search marketing (Tiwari8201

Soon enough, marketers started implementing SEO strategies to boost their site ranking on Google.
Also, Google learned to analyze data that was searched for, and developed algorithms, with aim

to show target people with advertisements pertinent toititenest.

In 2004, Web 2.0 appeared on stage. Users were no longer passive readers of information; they
were now able to interact with other users and businesses. Because of this wéinevalubus
networks,and social media platforms such as Linkedhacebook, MySpace, YouTube and
Twitter were created, which enabled users to communicate and interact with each other. Many
companies saw these new websites as opportunities to market their goods and services, and by the
end of 2004, in the United Statal®ne, Internet advertising brought nearly $3 billion.

,Q ILIXUH LW FDQ EH REVHUYHG KRZ LQFUHGLEOH WKH LQF

has been from 2001 to present day.

Figure 2: Advertising revenue of Googlem 2001 to 2019
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develosSHG ZLWK WKH JRDO RI DQDO\VLV RI XVHUYV EURZVLQJ KI
important piece of the-eommerce sector as they authorize for literal data collection.

$OVR EHFDXVH WKH GRW FRP EXEEOH KB® EXARH WR FEDVOULHNIX
companies) such as Oracle, PeopleSoft, Siebel, and SAP embraced the digital transformation

model and started treating the internet as a main aspect of their services.

In 2009, Google launched Google AdWords, which alie&words hat pop up in the corner of

search engine results, and Google AdSense, which works on-pecatitk principle. Also, at

that time, Google started with target advertising and separated themselves as leader of the digital
business world. In 2010, mobileamnketing experienced its own boom and prosperity. According

to Badenhorst (2010), in the period between 2008 and 2010 there was an 25% increase in the use
of the internet via mobile phones (mostly by young audiences). This was triggered by the entry of
the smartphones such as iPhone and HTC in the mobile market and since they became more
reasonably priced and user friendly, marketing campaigns were designed to encourage people to
use their smartphone for web browsing. As an attempt to remain the indadey, I&oogle started
acquiring numerous mobile and social based companies and spent $750 million on AdMob alone.
What is more, in 2014, the number of smartphone and mobile phone users exceeded the number
of PC users, which encouraged companies to putreees emphasis on mobile marketing (Vivek,
2017).

Another search engine called Bing, developed an app that allows them to be the default search
engine from the first time the app is used on a mobile phone. By doing research, Bing realized that

half of the nobile searches have local intent, which helped them to give users relevant information
DQG UHPDLQ XVHUVY SUHIHUUHG VHDUFK HQJLQH DQG E\ GRL
Google. As can be seen from this chapter, digital marketing experigrosehdous growth over

the last 30 years, it has gone through significant change and will continue to change and grow

exponentially in the years to come.
2.2 Digital marketing vs traditional marketing

Before digital transformation had taken place, traddil marketing, as we call it today, was the
only form of marketing.
Traditional marketing is a very wide term that includes various formmdfeting and advertising.

According to Durmaz & Efendioglu (2016), the main objective of traditional markesirtg i



provide time, place, and possession utility, to create value for customers and convince them to buy
what the company is selling. Traditional marketing is made up of all the channels that had existed
before digital marketing came to the equation. tigsally divided into two groups: ATL (above

the line marketing) which reaches more users than just target audience usirgpblgkchannels

such as TV ads, conferences, billboards, radio ads, and BTL (below the line marketing) which has

an objective togach only target audience using guerilla campaigns, mail, telephones, sponsorships
(Sloan, 2020).

In the last few decades, traditional marketing might have changed and advanced, however, selling
techniques used today, depend heavily on-welD R Z Q | RoX bhar&dtixg: price, product,
placement, and promotion. Seemingly, digital marketing may appear different to traditional
PDUNHWLQJ EXW LW GRHV QRW LJQRUH DQ\ RI WUDGLWLRQD
in a distinctive manner, often insaiperior way than traditional marketing.

Running a successful business is not all about selecting the right market or having great products,

it also has something to do with choosing the right marketing strategies, which help companies
reach their targetudiences and convert them into their customers.

Traditional marketing plays significant part in appealing to the local audiences, and it is valued

and appreciated more by older audiences as they struggle to keep up with constant progress in
WHFKQRORJLFDO WUHQGYV ,Q WRGD\YfV ZRUOG VSHQGLQJ RQ
equally, however it is projected that digital media expenditure will surpass traditional media

expenditure as can be observed from the figure 3.



Figure 3: Total media spending in the US, traditional vs digital, 2@023
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Source: eMarketer (2018)

In this part of the thesis, maamlvantagesand disadvantages, as well as the biggest differences of

digital and traditional marketing will be explained.

2.2.1 Advantages and disadvantages of digital marketing

As it was stated in the previous chapter, digital marketing is in essence, the userradtin
platforms to promote brandproducts,and services. The advantages of digital marketing are
becoming more and more widespread every day. According to Forbes, 82% of retail store
customers conduct their research online (Forbes Press Releasey2idithasically means that

even before customers realize what product or service they want, they go online to look for the
solutions for their problems and to better understand the issue at hand. Data like this encourages
even small businesses to implemgoine of the digital marketing strategies to expand their reach.
First advantage of digital marketing is the fact that marketeranalyze traffic information which
KHOSV WKHP XQGHUVWDQG XVHUfV KDELWYV DQG SUHIHUHQF
accordingly.

One of the crucial advantages of digital marketing is that it is much more cost effective with respect

to tradiional marketing channels. This gives opportunities to small businessgtsengddo reach



their audiences without spending a fortune of traditional marketing channels e.g. TV commercials.
Figure 4 shows what the costarfeach of thenarketing channslto exposure to 1000 people is.

Figure 4: Cost of marketing channels for exposure of 1000 people
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Source: Lyfemarketing.com (2019)

As can be concluded from the Figure 4, there is a tremendous difference in price to reach the same
number of people, for example, it is more than 20 times cheaper to use advertising through social
media than direct mail, which makes it much more appealing to use, especially for small
businesses.

Another important advantage of digital marketing is thalows companies to pinpoint their ideal
customers. By looking at social media analytic tools, companies are able to identify different types

of personas to define each segment of a company's customer base. In order to develop the image

of a persona, co8DQLHY DFTXLUH DGGLWLRQDO GHWDLOV VXFK D!
lifestyle, salary, worldvievetc. 2ZHQ 7KH DLP LV WR SXW WKHPVHOYH
to recognize the problem that their product or service helps solve. If thisasrdtre right way,

it will help a company optimize their marketing budget and that their content will reach their target
customers. In some traditional form of marketing such as handing out brochures, purchasing a
billboard space or sending direct mail nketers cannot be sure if people have actually bothered

to read the content. On the other hand, digital marketing allows marketers to measure the exact



number of people that have read their content, generate qualifying leads and as a result, grow their
cugomer base and build better brand awareness.

The real time data analysis enables companies to understand if their marketing strategy is
successful, and consequently, companies can act on that feedback by either shutting down a
campaign or making improveants, and use this experience and knowledge to make future
campaigns better.

Possibly one of the most beneficial digital marketing advantages is the improvement of the
company's conversion rate, which is a direct consequence of specific lead targetimg Z820).

Higher conversion ratdeadto higher revenue which helps companies grow their businesses and
expand their operations.

Although digital marketing has many advantages, there are also some downsides. First
disadvantage that is worth mentioning that digital marketing is timeonsuming. Digital
marketing tasks such as writing blogs and optimizing websites to rank higher in search engines,
creating online campaigns, take a lot of time of a working day to be completed. According to Cyber
Planet (219), 60% of digital marketing workers report spending at least 6 hours per day on digital
marketing. Also, search engine optimization requires time and patience before seeing concrete
evidence of it actually working. Many digital marketing companies $hatieit takes four to six
months of SEO to start seeing progress in the ranking of a website. In figure 5, it can be observed
that only 5.7% of all pages in a study ranked in top 10 for at least one keyword within the first year
(Soulo, 2020).

Figure5 5DQNLQJ SHUIRUPDQFH RI SDJHV ZLWKLQ \HDU IURP 3IL

74.8%

All Pages

. Rank in Top 10 Rank in Top 11-100 Not in Top 100

Source: Ahrefs.com (2020)
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Another disadvantage is that digital marketing strategies are often subject to piracy. Many have
copied content from other marketers who worleedy hard to create their content and used them

as their own. Furthermore, some use photos and images that are misleading and do not represent
their businesses for what they are, which is unfair towards their competitors (Vengadesh, 2019).
While on the suject of competition, it is noteworthy to point out that since every company in the
world has some sort of online presence, the competition in digital marketing is fierce. In order to
stand out from the others, it is crucial to devote a good amount oftiomey,and effort to digital
PDUNHWLQJ $OVR PDUNHWHUV KDYH WR NHHS XS ZLWK *RF
constantly adjusts their algorithms, which can be really frustrating for the business owners as they
may be investing in marketing stegies today that could be less effective in the near future
(Weber, 2018).

Finally, there is a security issue. There are a lot of hackers dntémeet whocan hack social

media accounts, breach through security and access valuable private datan&ldgibblem

could be if the company does not present whole information about their goods or services online,

customers may use this against that company and sue them.

2.2.2 Advantages and disadvantages of traditional marketing

While digital marketing can increase brand exposure, there are some advantages that traditional
marketing has over digital marketing. To start with, traditional marketing is great for the local
audiences. For example, radio ads, local newspapers anddhgemne of the most successful
methods of traditional marketing when targeting the local audiektseyrly are more inclined to
methods of traditional marketing as they struggle to keep up with technological advancements that
happen every day. This is@her benefit of traditional marketing because in developed countries,
the percentage @lderlypeople is around 15% (almost 20% in Europe), and those people would
rather receive a flyer to read than an email that, in most cases, do not even have.

According to Todor (2016), if the ads are placed appropriately and if they are suitable for the
company's targeted audience, traditional marketing methods deliver faster and more effective
results than digital marketing channels that, in some cases, can takbamaeg/ear to accomplish

their objectives (SEO).
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It can be observed that tangibility is an advantage that traditional marketing has in this digital age.

In one study, it was proven that people are more likely to remember what they read in printed
advertsement than digital advertisement (Widjaya, 2017).

People sometimes save flyers and read them in their own leisure time e.qg. if they received pizza
IO\HUV LQ WKHLU PDLOER[] UDWKHU WKDQ VHDUFKLQJ IRU Wt
flyer to see what the pizza place offers. Tangible marketing channels are useful because, instead
of waiting for the potential customers to find you online (and possibly in the process, stumble upon
FRPSDQ\fV FRPSHWLWRUYV FRP SDQ Litd tie budtbméds= OratitidhBl EUL Q J
promotional strategies, such as sendifgistmascards with promotional offers through direct

mail, enables companies to establish a personal connection that may attract target customers to
buy their products and services.

Finally, traditional marketing is a much more tested and reliable form of marketing, and even
though it does not reach as many people as digital marketing, it has a higher success rate than
digital marketing.

With the rise of digital marketing, disadvantage traditional marketing became more apparent.

Many traditional marketing methods are expensive @st prohibitive(Lilyquist, 2019). For
example, buying television commercials may be too expensive for many small businesses who
often resort to methodsf digital marketing. Average time of a TV commercial is around 15
seconds which further proves that companies are trying hard to squeeze their messages to pay less
for their commercials.

In figure 6, the average cost of a88cond TV commercial in thauBer Bowl is presented and it

shows how expensive it is for companies to advertise their products and servireéaestime

TV.

12



Figure 6: Super Bowl average costs of a88cond TV advertisement from 2002 to 2020

Average advertisement cost in million U.S. dollars

Source:Statista (2020)

Another issue is that, in traditional marketing, marketers have a lack of time to update their
advertisements. They have to plan the content of the commercial days or weeks in advance, and it
is hard toadjustonce the commercial is out. Gime othethand,digital marketers can update their
content quickly, whenever they wish to do so.

In addition, according to Ashedmunds (2017), traditional ads provide less information as the
print and broadcast media do not offer enough space nor tiraefmpany to present and explain

all of its different products and product information. On the other hand, customers can easily find
all of the information they want on a company's website.

:KLOH GLJLWDO WHFKQRORJLHV XV HatixavaNarIe ehuwelisitesthaly R Q D O
allow marketers to target potential customers more accurately, traditional methods provide media
kits with audience demographics. However, once the ad is delivered (print or broadcast), there are
no means for determininfpotential customers actually read or saw the ad.

Lastly, as can be concluded from the figure 7, it is important to note that we live in an era of digital
revolution, where shift from traditional to digital is more than obvious.

13



Figure 7: Time spent per day with digital vs traditional media in the USA ZIPD (in minutes)
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Source: Statista (2020)
This means that some forms of traditional marketing are rapidly becoming obsolete, and that more
and more businesses and custonmmeser digital marketing channels to traditional marketing

methods.

2.3 Defining and explaining crucial digital marketing channels

The internet opened a whole new area of opportunities for marketers. Digital marketing channels
became much more common &gyt are affordable and easy to explore, especially for small
businesses with less money and workforce. In this part of the thesis, the most important digital

marketing channels will be defineahalyzedand exemplified.

2.3.1 Email marketing

According toStokes (2011), email marketing is one of the oldest and most influential forms of
direct marketing, which uses electronic ways in order to deliver commercigbranttional
messaget potential and existing customers. Research shows that there areabiiocen email

users in the world, and that in 8H D U V {thérée RilHbe 500 million additional email users

(Vujasin, 2020). The figure 8 shows that every year the number of emails sent/received is

14



increasing, and projections show that in the pefroth 2017 to 2023 there will be 30% more
emails sent/received.

Figure 8: Number of sent and received emails per day worldwide-2023
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Therefore, email marketing is mostly valued by companies, as thin&avery other person in

the world has an email address enables them to reach a wide target audience.

There are two main types of commercial emails: promotional emailsstarttionbasedemails.
Promotional emails are more direct and aim to attracsuedake immediate action. On the other
hand,retentionbasedemails (also known as newsletters) are more focused on providing valuable
information, withthe goal of building longerm relationships with users. Aside from promotional
andretentionbasedemails, there are also: transactional emails, catalogues, eeittstjons,and
communicational messages.

There are many advantages to using email marketing as a part of a company's digital marketing
strategies. First of all, companies can segment thestomers into different groups and send
SHUVRQDOL]HG FRQWHQW DQG PHVVDJHVY EDVHG RQ FXVWRP
By adjusting content for different audiences, companies make certain that their emails appeal to

every segmented customer group.

15



One of the grat advantages of email marketing is the possibility of completely automating it, by
creating specific triggers. The company decides when to send personalized messages to potential
customers. That trigger can be based on particular time of the day aulpadution that potential
customer had with previous content. For example, a customer is browsing through a company's e
commerce website, and decides to put an item in the cart. However, something happens, and they
decide to abandon the cart in the midaie¢he purchasing process, which is a common issue in

the e commerce business. Numerous companies send an email a day or two later, to remind
customers of the abandoned cart, and sometimes offer special discounted offers for that particular
item to give he customers additional push to buy the product. Also, email marketing methods are
easy to measure, and this is important for companies to understand if their email marketing strategy
is working or if it needs improvements. Metrics and reports are awailaldhow: click through

rates (CTR), which reveal how many customers actually went through email content (the average
click-through rate across all industries is around 7% (Bhujwala, 2019)), open rates, which show
how many customers have opened the eraad,finally conversion rates, which reveal how many
customers followed through on the action taailasked them to.

If there are relevant links to the company's website or blog included, email can be a good way to
direct customers to other content tltain be explored by customers. For example, language
schools can send emails to customers to inform them about new language courses created, or that
particular language courses are almost full or starting soon. By doing this, language school calls
customes to action, and all of the seats will probably be filled.

Finally, email marketing is extremely cost effective due to a low cost per contact, and has a high
return on investmenin 2020, on average, for every dollar spent on email marketing, the company
made 38$ (Serrano, 2020).

2.3.2 Content marketing
$FFRUGLQJ WR &RQWHQW ODUNHWLQJ ,QVWLWXWH p&RQWHQ

focused on creating and distributing valuable, relevant, and consistent content to attract and retain

a cleary defined audiencé DQG XOWLPDWHO\ WR GULYH SURILWDEOH F
In other words, content marketing is a type of digital marketing channel that companies use with

the aim to build strong relationships with their target customers by providingghagity and

relevant content. Statistics retrieved from neilpatel.com reveals that 60% of marketers create at
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least one piece of content on a daily basis, 57% marketers report custom content as their top priority
in 2014, content marketing cost 62% ldsmttraditional marketing and generates 3 times as many
leads. Figure 9 proves the importance that content marketing has for marketers, as the most of
them pointed to content marketing as the digital marketing channel that makes the largest impact
ontherRU FOLHQWVY EXVLQHVVHV

Figure 9: Most effective digital marketing techniques according to marketers worldwide in 2018
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Wearables
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Other
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Source: Statista (2018)

Great example of content marketing done right is hubspot.com. They wdgpih blog posts

about particular problems that users are looking to solvesBddksto their blog posts and create
Facebook videos and ukmkedInto send traffic to those vids.

Regardless of what type of digital marketing strategy company employs, content is the key
ingredient for that strategy to be successful. For example, because Google strives to provide their

users with great experience, in a sense that they wantierdbe most accurate information users
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DUH ORRNLQJ IRU *RRJOHTV DOJRULWKPV DUH ZULWWHQ LQ
content. Without great content, SEO, social media PPC campaigns will come to nothing.

Also, good content marketingrategy leads to increase in sales. Most of the compfirsy“sme

customers go through the decision buying process before actually purchasing a product or a
service. This especially applies to more expensive purchases such as smartphones, computers, cars
etc. Before making a purchase, many customers do extensive hebgdmowsing through the
company's website. If content is well writtér@nsparent&and engaging, customers are more likely

to make a purchase, as they feel reassured by that content. This way, content marketing helps
companies in bringing potential casters one step closer to making a purchase, and it helps
building a relationship with customers.

Sometimes customers are not able to find desired information online, which can lead to repetitive
guestions that customer service teams have to deal wilfatlistthe case, content marketing can

be used to relieve the workload of the customer service team. If customer service answers the same
guestion every day, marketers can solve this problem by writing a blog to answer all questions and
inquiries in demandBy investing in content marketing, companies are able to amplify their brand
awareness and credibility (Ahern, 2020) For example, if an accounting company writes an useful
and informative article about how to apply for and get money from EU funds &ld eabks in

top 3 results of google search, thousands of people search for that information on a daily basis,
ZKLFK H[KLELWYV WKH FRPSDQ\fVY QDPH DQG VHUYLFHV WR KX
the article was really helpful, people will dtéw perceive that company as a credible source and
ODQ\ RI WKHP ZLOO EHFRPH FRPSDQ\TV FXVWRPHUV

2.2.3 Social media marketing

,Q WRGD\TV PRGHUQ ZRUOG VRFLDO PHGLD LV KLJKO\ LQWH
thoughts,ideas,and beliefs, whih consequently influenced the way that companies started
interacting with their customers and market their products and services. Neil Patel defined social
media marketing as a process of creating tailored content for each individual social media platform

in order to increase user engagement and sharing.

In the last decade, social media experienced explosive growth as is evident in the increase of the
number of social network users in the last ten years. It can be observed from Figure 10, that the

numberof social network users almost tripled in the period 22020.
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Figure 10: Number of social network users worldwide 2210021
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Yet another indicator of this boom is that 97% of marketers are using swza marketing.

Social media marketing enables companies to directly connect with their customers which
increases customer loyalty, improves sales, helps in building brand equity and brand awareness.
Well thought social media strategy involves develomingtent that individuals will share with

their friends,family, and colleagues, and relying on word of mouth strategy. By doing this
companies increase the reach of their messages, and their messages carry implicit endorsement
when shared by people clogethe recipient (Kenton, 2018).

Social media marketing increases exposure which leads to the increase in traffic and more revenue.
Also, because most small businesses have a limited marketing budget and they are cautious when
investing in marketing stratexg, the majority of them use social marketing media to increase sales
and reach target customers, as social media marketing is one of the most flexible and cost effective
marketing channels.

The most important social media platforms that impact digitaketimg the most are: Facebook,
YouTube Twitter, WhatsApp WeChat, Instagram and most recently TikTok.
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As the figure 11 shows, Facebook is the most used social media platform in the world, and because
of this, Facebook is used by 94% of the social medaketers to promote their businesses
(Guttman, 2018).

Figure 11: Most popular social media networks worldwide as of July 2020 ranked by the number
of users

Facebook

2 603

YouTube*

WhatsApp

acebook Messenger®

Weixin / WeChat

Instagram®*

TikTok

QQ

Sina Weibo

QZone

Reddit

Kuaishou

Snapchat**

Finterest

Twitter**

Number of active users in millions

Source: Statista (2020)

Even though there are a lot of advantagesoofal media marketing, there are also some problems
that may arise. For example, if a customer is disappointed in a company's product or a service,
they are able to voice their opinion on any social media platform, and by doing that, harm brand
image andhffect purchasing decisions of other potential or even existing customers, especially the
ones that are close to that unhappy customer.
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2.2.4 Search engine optimization

Search engine optimization, better known as SEO, refers to all the techniques tappéadch
HQJLQHV WKDW LPSURYH ZHEVLWHIV YLVLELOLW\ E\ PDNLQJ |
Google, Yahoo and Bing. It is one of the most powerful forms of digital marketing. As can be
observed from the figure 12, organic search is thmidant source of trackable web traffic with

53% of all trackable searches being sourced from organic search.

Figure 12: Source of web traffic in 2019
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Source: BrightEdge (2019)

Alongside PPC advertising, SEO is a part of sociajiren marketing, but unlike PPC, SEO
LPSURYHYV ZHEVLWH®YS MDA NRLWQIDIQQ AV RHHRWIOR Q RI WKH VHDUF
is to optimize website pages, conduct keyword research and get backlinks.

As mentioned before, Google (and other search engines) is focused on providing quality content
to their users. They are able to do that by writing real time algorithms to bring, what they consider
to be, the best results. Search engines have crawlegotiiatn page to page to gather information

about all the content that can be found on the internet. After all the data is gathered, search engines
build an index (library of internet pages), which is fed through an algorithm that attempts to match
all the data with the requested query. In order to show best results, search engines based their
ranking on various factors.

First and most important factor is relevancy, which means that it is crucial that Search engines
look primarily for closely related pagés search keywords, which means that it is crucial for a
website to offer the information that user is looking for (Google considers over 200 factors when

determining the relevance of the content). However, due to the fact that there are thousands of
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relevant pages for every search term, search engines do not simply rank the most relevant pages at
the top. It is important to rank as high as possible because as it can be seen from the figure 13, top
five search engine organic results almost 70% of all ltblkesc

Figure 13: Organic search click through rates in 2020
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Source: Advanced web marketing (2020)

In order to put the best content on top of the search results they rely on other elements of the
algorithm. For instance, authoritfThis means that search engines look for content that is accurate
and trustworthy. The best way to influence a page's authority is to increase the number of links
that link to that webpage, especially by getting external links from existing high aythagts.
Another important element is usefulness. Even though a website is authoritative and relevant, if it
is not useful, search engines will not position that site at the top of the search results. According
to Backlinko (2020), this means that whensgmclicks on a website, the information they are
looking for has to be easily found. If that is not the case, users will click back and look for an
answer on a different website.

Other factors that search engine algorithms take into consideration wieemidetg the rank of

the websiteare geographical location of the user, clicks, bounce rates, keywords, meta tags,
pictures, HTML of webpage and link types.

There are two SEO practices:-page SEO and offage SEO. Opage SEO refers to all the
elements that can be optimized directly within the website with the goal of positioning higher in
the search engine rankings. It includes content optimization (textiigal text elementanage,

and video optimization), meta description and title tag refinement, internal linking, use of search

engine friendly URL structure and mobile optimization. Apart from the fact thaage SEO
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helps in achieving higher SERBe@rch engine result page) rank and in earning more relevant
traffic, it also helps searchers in a way that allows them to quickly and clearly understand page
content and if it answers their problems.

Off-page SEO refers to all the activities that are domay from the website in order to increase

the webpage rank in search engines. The maipaife SEO activity is link building. Links are
extremely important for search engines and they are not able to determine the value of the webpage
if there are no fiks directed at it.

There are two main types of SEO which are determined by how close SEO tactics follow Google
guidelines. White hat SEO are all the tactics in line with terms and conditions of search engines.
On the othehand,black hat SEO opposes seaengine guidelines and manipulates them in order

to get a higher SERP rank. This type of SEO is generally unethical, and it is risky as it may lead
to the webpage being completely removed from search results. Some of numerous techniques
involved in blackhat SEO involve: keyword stuffing ( filling content with irrelevant keywords to

rank higher), cloaking (present different content presented to users is different to the content shown
to search engines), sneaky redirects (using them for different puthasestended), poor quality
content (copied content), paid links.

To sum up, SEO is the main source of leads, brings higher close rates and conversion rates, lowers

advertising cost (as it is organic), and builds brand awareness and credibility.

2.2.5 Py-per-click marketing

As opposed to organic search methods, PPC marketing is a method of using search engine
advertising to generate clicks on the website. According to Sentance (2018), PPC marketing allows
businesses advertising opportunities in the sp@uklisting section of a SERP, by paying a fee
every time the ad is clicked on. Although organic search is more cost effective than PPC, there are
certain circumstances when it is more useful to choose PPC over SEO. For example, if a company
is in need ofmmediate results, they will choose PPC as their ads will be displayed instantaneously
for thousands of people to see (e.g. launching a new product or a service, or if SEO campaign fails
and the offer expires soon) (Kim, 2020).

Additionally, PPC ads araistomizable which allows for many small adjustments to improve their
performance and they are easy to measure and track return on investment. Also, PPC allows

companies to focus on candidates based on their demographic characteristics. They can show their
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ads and target customers based on their age, gender, education, relationship status or even hobbies,
which is a convenient way to lead the right people to a company's business to their website. It can

be seen in a figure 14 that another advantage thahB®G6ver SEO is the position on the SERP.

PPC results are positioned above the organic search results, and many people will click on the first
thing they see in SERP.

Figurel4 6HDUFK HQJLQH UHVXOW SDJH IRU BUDFXQRYRGVWYHQ

6RXUFH $XWKRUYV ZRUN

Google Ads is the most popular PPC advertising system in the world. Users create Google
campaignseach campaign has a group of ads that contain different keywords that users are trying
to rank. Each of those keywords has its own price depending on the frequency that that keyword
is being searched for. The cost of keywords may vary from 50 cents tiwlB0s. Cost is
determined by the competition level and the industry that the company is in. In figure 15, there is
an example of how the keywords are displayed in the keyword tool.

Figure 15: Keyword tool example
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Source: ReveraRiver (2019)

,Q WKH H[DPSOH NH\ZRUG :DJHQW PDUNHWLQJ" LV ODEHOHG
ZKLOH NH\ZRUG 3ZHEVLWH PDUNHWLQJ FRPSDQ\" LV ODEHOHG
more. According to Revenue River (2019), technologlystries and legal, financial and insurance
industries have the highest keyword cost on the search network. Finally, it is important to mention

that traffic generated from PPC ads 50% more conversion than organic search, and paid

advertising, on averagkas a 200% ROI rate (Milenkovic, 2019).

25



3. CASE STUDIES OF SUCCESSFUL UTILIZATION OF DIGITAL MARKETING
STRATEGIES

3.1. Search engine optimization campaign

In this case study, it will be observed how Croatian digital marketing agency Arbona, implemented
an SEO strategy for a company named Encian, and increased their organic search by more than
$UERQD LV D FHUWLILHG p*RRJOH $G:RUGV" SDUWQHU ZzZL"

implementing digital marketing campaigns.
As the lack of experiencend knowledge proved to be an insurmountable obstacle for Encian,
they decided to hire Arbona to improve their SEO results. Encian wanted to achieve the website
traffic increase, which leads to better search engine ranking and consequently this woudd increa
conversion rate.
These two companies made an agreement that Encian would be in charge of content marketing
(writing blogs, and other relevant content), while Arbona would be in charge of SEO (keyword
research, SERP ranking improvement).
They set threemain goals for Arbona to achieve for them:

1 Increase in organic search

1 Increase in specified keywords ranking

1100 keywords in top 10 Google ranks

%\ GRLQJ NH\ZRUG UHVHDUFK UHOHYDQW WR WKH (QFLDQTV
ZKLFK NH\ZRUGY DUH VHDUFKHG IRU WKH PRVW $OVR LW ZD
competition since many of them also use SEO, which helpeddmdrthe most relevant and

profitable keywords.

As mentioned in the theoretical part of the thesis, unique wedasitent isa very important factor

when search engines are determining which webpage to rank higher. Another important aspect of
this campain is the communication between Arbona and Encian, and because it was on a high
level, they were able to react promptly if keywords fell in ranking. The optimization process began

with monitoring Google Search Console, which enabled Arbona to monitoretheage's index

status as well as webpage visibility in order to reactaalalstif necessary.
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Moreover, in the search performance report, they monitor the number of clicks, click through rate
and average/current keyword rank, and by using Index cové@mgmle Search Engine report),

they were able to find URL indexing issues and fix them immediately.

IDWHU $UERQD QRWLFHG WKDW DQ LQFUHDVLQJ QXPEHU RI X
smartphones, which put their focus on optimizing the vtelisr mobile phones.

All of this contributed to successful results of this SEO campaign.

With the help of constant monitoring of available data, there ame85% increase in organic
website traffic, meaning that the number of users that came to theeAmsause of the keywords
increased drastically. Content optimization was responsible for a 17% decrease in the bounce rate,
which means that users were satisfied with the content avakitvhathey were looking for. In
addition, average time on pageieased by 21% as users were reading the content and product
information. Finally, there was a 55% increase in the number of transactions, and most importantly
40% increase in revenue with respect to the prior year.

3.2 Exploiting the full potential of email marketing

As it was already interpreted from figure 8, there are almost 4 billion email users in the world.
However, many companies do not realize the potential that email marketing can have and affect
their business development. Great example of ssfgleutilization of email marketing is the case

of the NBA organization Detroit Pistons. Rather than using email as a static means of
communication, Pistons implemented an innovative email marketing strategy in order to increase

fan engagement. Pistonseaswned by a company named Palace Sports and Entertainment who
cooperated with Moveable ink to send emditsefactive Gameday Guid#&)at would be updated

HYHU\ WLPH WKH\ ZHUH FKHFNHG WR WKH IDQV ZKR ZHUH J}
Training Academy).

Before the start of the game, emails contained information about team matchups, records, current
standings, previous fixtures results, head to head results, player information. When the game
kicked off, email displayed all the players on fled with their matchday stats (Figure 16), and
DIWHU WKH JDPH HPDLO GLVSOD\HG WKH ILQDO VFRUH DQG

matchday.
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Figure 16: Interactive Gameday Guide

Source: Digiperform (2016)

Additionally, also by email, fans were provided with a live traffic map of the area around the arena
in order to help them find optimal routes to avoid traffic congestion.

The campaign was rated as successful as it helped Detroit Pistons in meetirg tigectives.

The email marketing campaign resulted in an 18% increase intblickghrate, 45% increase in
engagement time and 49% increase in mobile engagement (Digiperform).

Another great example of successful use of email marketing strategy asthefd&Evans Cycles.

They wanted to increase customer engagement in order to improve brand loyalty and make sure
that they had buyers return to their stores for more products. The idea wagetlydimea new
customer made any purchase in their stoeec#ishier would ask them to provide their emails with

the purpose of sending them receipts for their purchases. In addition to sending receipts to the
emails, Evans Cycles were also sending marketing content to customers.

For example, in the initial email, together with the receipt, there was an option to complete an
online review about products that were purchased. If reviews were indeed completed, those
customers would enter the prize draw with the possibility tof2B0, which is a smart way to
motivate customers to provide some additional and potentially useful customer data (Digital
Training Academy). Also, when registering to the page with an email, customers are welcomed to
WKH 3(YDQV &\FOH & O XE" roddéet Eustomers Witk £5DIMebudt) S
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What is more, customers were offered some other benefits such as: being first to know about new
products and brands coming into the stock, receiving personalized offers and exclusive voucher
codes, receiving informath when sales were coming up, having the right for their bikes to be
checked up for free within 6 from the purchase (Moth, 2013).

This case shows how customer service satisfaction and brand engagement can be achieved by
simply collecting email addressesstore, and sending relevant, useful emails in order to connect

with them on a personal level.

3.3 Creative social media marketing campaigns

There are millions of social marketing ads and competition is high which makes creating a
successful, eyeatching social media campaign a much more challenging task than it may seem.

The first example of a successful social media marketing campaigniltina¢ wxamined is tech

JLDQW $SSOHPWNEeVKRMWLIR@Q PHGLD PDUNHWLQJ FDPSDLJQ 7Kl
extremely competitive. Year after year there are new smartphone releases and new industry players
which is pushing companies to be more dweatvith their marketing campaigns. Before the

iPhone 6 was launched, Apple was starting to gain a bad reputation as having a camera that was
IDOOLQJ EHKLQG LQ TXDOLW\ DQG IHDWXUHYVY FRPSDUHG WR
L3IKRQH" F Dd $&brcheg (Zonveniently, on the same dagamsungeleased their new
IODJVKLS VPDUWSKRQHYV 7KH FDPSDLJQ &ma@ndr@veRraekéHFW LY H
to increase user engagement and to use their own customers for brand marketing (ydnegletel

which is known as usegenerating content campaign. Users would simply take a photo with their
iPhone and use hashtag (#shotoniphone) when posting this content on Instagram. By using this
strategy, Apple differentiated themselves from the competis younger people are more likely

to trust unbiased redife campaigns, than polished marketing messages such as expensive TV

commercials (Figure 17).
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Figurel7 OLOOHQQLDOVY WUXVW LQ YDULRXV IRUPV RI PHGLD

SourceCrowdtapand Ipsos (2014)

The worldwide campaign included photos and videos from 77 people, in 70 different cities, in 24
different countries (Davey, 2017), which were displayed on large billboards in cities like London,

Paris and Dubai to show off their newKFRQHTV FDPHUD SHUIRUPDQFH 7KH IDI
was named a winner of the 2015 Cannes Lions GPaindandreceived an estimated 6.5 billion

media impressions proves how successful the campaign really was (Yost, 2017).
Another great use of socialmf@®LD PDUNHWLQJ LV HYLGHQW L Q@QuecHedFHGHV |
a very creative Instagram marketing campaign. Mercedes reached out to five Ipstagyam
photographers with a considerate number of followensistagram angave each of them highly
anicipatedMercedesBenz CLA vehicles.

It was a competition between those five photographers, and whoever got the most likes in that
week was a winner, and the prize WlercedesBenz CLA. As a consequence of this social media
marketing approach, Mercede=ceived 87 million organitnstagrammpressions and 2 million
Instagranlikes (Chittenden, 2020).
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4. RESEARCH METHODOLOGY
4.1. Research design & Data collection

According to QuestionPro, a survey can be defined as a research method used for data collection
from a predetermined group of respondents to obtain informatidngaininsights into various

subjects of interest.

The method that was used for the purposthisfresearch is an online survey. Onlgugvey isa

more intuitive way to reach out to the respondents (especially in CQYIperiod where social
distancing is recommended) as it takes less time to complete and is meefexiste tharthe

traditioral survey. The approach used in the survey is a quantitative research method. According
WR %KDQGDUL 34XDQWLWDWLYH UHVHDUFK LV WKH SURFHVYV [
be used to find patterns and averages, make predictions, tedtretatganships, and generalize
UHVXOWY WR ZLGHU SRSXODWLRQV ’

As the desired information necessary to complete the objectives of the research was not easy to
access, the target population was limited to the people who had full insight in the company's
operation and had deeper knowledge of the topic. This means that only company owners, chief
executives and managers of the companies were approached with the message (as displayed in
figure 18) and provided with the survey questionnaire.

Figure 18 Survey invitation

Survey contained 21 questions, split in 5 groups of questiostsgroup of questions was about

the respondent's personal information and involvement in their company and industry, while the
rest four groups of questis covered research questions. Most of the questions were multiple
choice guestions. For some guestions only one answer was available, and for some respondents

had to pick two answers. Survey was successfully completed by 30 participants.
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4.2 Research ofectives

The primary research objective was to understand to what extent is digital marketing represented
LQ FRPSDQLHYV LQ &&URDWLD DQG KRZ PXFK RI DQ LPSDFW LW
In addition. Another objective was to explore wBabatian companies regard as a success, and if

they are ready to invest in digital marketing channels.

4.3 Research questions

For the purpose of this research, four research questions were fornmiliteisdresearaypuestions
cover the digital marketingpic of the research. Remaining research question should cover the

topic of the company's business mentality and culture.

4.3.1What companies in Croatia regard as auccess?

As the main topic of this thesis is to understand how digital marketing affects a company's business
development, it is important to realize what exactly people in high positions in companies
recognize as a success. There were four survey questions grdhjs of questions. Firstly,
respondents were asked to pick the most important objectives of their respective corNjexhies.

they were asked to evaluate working habits of theiwodkers/employees amalerall, their job
satisfaction. After that they were asked to assess business priorities of their companies, which they
find more important. Finally, they were asked to rate how important it is for them to stay ahead of

their competition.

4.3.2How significant is the impact of digital marketing on a company's business development

in Croatia?

This group of questions tries to prove that digital marketing has positively affected the business
development of Croatian companies. The participants were asked to ansheyr #gree that

digital marketing contributed to the success of their companies, and if the results accomplished
with implementation of digital marketing were the results they expected.

Also, they were asked if they prefer traditional marketing methodsgital marketing methods,

and if that is the case, to explain their answers briefly.
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4.3.3Which of the digital marketing channels are used the most in Croatian companies?

In order to understand which of the digital marketing channels are most pamagst the

companies in Croatia, respondents were asked about digital marketing channels they use in their
companies, and which they find to be most effective. Furthermore, they had to answer which of

the digital marketing goals were the most importamtthem. Lastly, they were asked to pick
ZKLFK RI WKHLU ZHEVLWHYV IHDWXUHYVY DUH WKH PRVW LPSRU

4.3.4How much are companies in Croatia willing to spend on digital marketing campaigns?

In the last group of questions, participants were asked aboutitshaspects of digital marketing

in their companies. They were asked to reveal the percentage of their marketing budgets (% of
revenue), and the percentage of their digital marketing budget (% of marketing budget).
Additionally, they were asked if theirgital marketing budget has increased in the last three years.
Finally, they were asked to reveal if their digital marketing budget will change because of COVID
19 pandemic.

4.4 Survey questionnaire

In this part, all 21 questions, and all of the potertiewers are displayed.
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5. RESEARCH RESULTS & DISCUSSION

The methodological data that was described in the previous chapter was the foundation for the data
analysis and data interpretation. Also, research questiomassnered, explained and each of the

survey questions is graphically interpreted.

5.1 Demographic and personal data

In this chapter demographic and personal data about respondents working experience is displayed
(Table 1).

Tablel: Summary of participants data (first group of questions)

What is the name oWhat is your What industry is How long have you
the company you work position in the How old your company been working in that
at? company? are you? in? industry?
Business
Ingressuwiridis d.o.o. Company owner 30-40 consulting 10-20 years
Galeb1950 Manager 20-30 Laundry Less than 5 years
Dm-drogerie markt ab.
0. Manager 20-30 Pharmacy Less than 5 years
Whole Life
Ustanova CTZ d.o.o. Company owner 50-60 learning 20+ years
Librus Manager 40-45 Education 5-10 years

Trius Nekretnine d.o.o0 Executive level  50-60 Real estates 10-20 years

Business
Promo produkt d.o.o. Company owner 50-60 consulting 20+ years

Panamera sala d.o.o. Company owner 30-40 Wedding industn 5-10 years

Accounting
Tamago d.o.o. Company owner 60+ industry 20+ years
Apartmani Jadran Company owner 20-30 Tourism Less than 5 years
PlamegalTrio d.o.o.  Manager 50-60 Plastic bottles 10-20 years
OTUU Obzor d.o.o. Company owner 4550 Food industry  10-20years
Garfield gift shop Company owner 50-60 Souvenir store 20+ years
Libor d.o.o. Manager 50-60 Marketing 20+ years
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yDUREQL WLP Manager

Fortenova grupa dd
Ross d.o.o.

Romi trade d.o.o.

Real Grupa
Zvonijada jdoo

Croatian Chamber
Economy

Premium Marketing

VUKPAN d.o.o.
Restaurant Olea

CTP
E-plus d.o.o.

Tele 2
HRT

Villa Bougenvillia

Manager
Manager

Company owner

Manager

Company owner

Executive level

Executive level

Company owner
Executive level

Executive level

Manager

Manager
Manager

Company owner

Samoniklo Bilje d.o.0. Company owner

As can be observed from the figure 19, the majority of the participants belong to-50eadge

group, which was expected as it takes timkort, and capital to be a company owner or an
executive of a company. It is not that surprising that 23.3% opdhcipants are younger than

30, as the author's circle of friends and acquaintances is full of young people with a lot of potential

and entrepreneurial spirit, who are already company owners or working in managerial positions in

companies.
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20-30
20-30
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Figure 19: Distribution of participants according to their age

The companies that participants work for come from a range of different industrieasuch
Business consulting, Pharmacy, education, real estates, accounting, tougsammelinication

etc. This is a positive factor because it gives a better insight to the results as the goal of the thesis
is to understand the impact of digital marketing on all the companies in Croatia, rather than
focusing on a single industry. Also, ande observed from the figure 20, 70% of the participants
have been working for more than 10 years in their respective industries, which alongside with the
fact that they have a good knowledge of a company in general, qualifies them to answer survey
guestons.

Figure 20: Distribution of participants according to their experience in an industry
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5.2 Perception of success and business culture of Croatian companies

Participants were asked to pick their compafiiesVrdd objectives. In figur@l, it can be

observed that 73.3% of respondents think that the main objective of their company is to become

and remain profitable. 40% of participants believe that the most important goal of their company

is to provide qualitynd reliable products/services. 30% of them feel that one of the most important
objectives of the company is to capture the biggest market share and 23.3% of them think that
brand image is a very important objective. 20% of respondents consider thatdragingustomer

value is the main objective, while 10% of them think that their main aim is to improve the
efficiency of the company. Only one participant highlighted the objective of improving and
maintaining the workplace safety.

Figure2l 5HVSRQGHQWVY RSLQLRQV RQ PDLQ REMHFWLYHV RI W

Next, participants were asked to assess if theiwarkers and employees have appreciable
working habits and if they genuinely enjoy working for their companies. As can bé&ceetne

figure 22, almost 90% of respondents believe that people in their company like working in their
working place and have great working habits (20% of them firmly believe in this). Only 4

participants are not sure if this is the case, while notglesrespondent disagrees with this.
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Figure22 5HVSRQGHQWYV DVVHVVPHQW RI WKHLU ZRUNSODFH H¢

Furthermore, participants were asked to analyze business priorities of their companies (Figure 23).

It can be noted that most the respondents recognize all of the stated priorities as very important.
2Q0\ H[FHSWLRQ LV WKDW RQH SDUWLFLSDQW ILQGYVY HPSOR\H
find brand value less important.

Figure23 5 HVSRQGHQWVY YLHZV RQ EXVLQHVYV SULRULWLHV RI W

In the final question in this group of questions, participants were required to share their thoughts

on their competition. As can be seen from the figure 24, more than 75% of respondents beli
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that it is either very important or crucial to be ahead of the competition, while less than 25% of
them do not recognize the need to beat their competitors as a determining factor of their success.
Figure24 5HV SR Q G H@\sbwfietitirH Z V

In conclusion, after analyzing this second group of questions, it can be concluded that in general,
most of the companies believe that the most important factors of success are to be a profitable
company that offers quality and relialpieoducts and services, and stay ahead of the competition.
Even though not many of them recognize employee efficiency and safety as an important objective,
it can be observed that most of them agree that it is important to keep their employees content, and

to create and maintain a healthy workplace environment.

7KH LPSDFW RI GLILWDO PDUNHWLQJ RQ FRPSDQLHVY SHUI

In this part, respondents were required to analyze digital marketing strategies in their companies.
Firstly, they were asked if thegree that implementing digital marketing had a positive effect on
WKHLU FRPSDQLHVY VXFFHVV $V FDQ EH QRWLFHG IURP WKH
WKDW GLJLWDO PDUNHWLQJ FRQWU L% of WdinGaré\hButhphidh. U FRP S|
means they are not convinced if that is the case, while only one participant thinks that digital
PDUNHWLQJ ZDV QRW DQ LPSRUWDQW IDFWRU FRQWULEXWLQ
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Figure25 'LJLWDO PDUNHWLQJ Istk8BFW RQ FRPSDQLHVY

Secondly, participants were asked to estimate if digital marketing strategies met their criteria, or
if it did not deliver expected results. It can be observed from the figure 26 that 36.7% of the
respondents believe that digital marketsitategies delivered results that were expected, while
56.7% of participants see room for improvement as the results delivered did not meet criteria
completely. Only two respondents consider results delivered by implementing digital marketing
strategies tte not good enough, not as expected.

Figure 26. Evaluation of the results delivered by implementing digital marketing strategies
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Finally, respondents were required to decide if they prefer traditional marketing methodsato digit
marketing methods, and in thadsethey were asked to explain their choice.
As can be noted from the figure 27, 23 participants prefer digital marketing methods to traditional
marketing methods, and 7 of thdavor traditional marketing methods. Heage some of the
explanation to why certain participants prefer traditional marketing methods:
® 3Currently my target group of customers is not very inteliteraite, so | depend more on
SHUVRQDO FRQWDFWY , KDYH DFTXLUHG GXULQJ P\ WLPH
® 3, WV QRW DV FRQIXVLQJ DV GLJLWDO PDUNHWLQJ ~
® 3%HFDXVH , DP PRUH IDPLOLDU ZLWK WKRVH NLQGV RI PD

Figure 27: Distribution of respondents according to their marketing preferences

To concludemost ofthe participants think that implementing digital marketing strategies in their
FRPSDQLHVYT LV DQ LPSRUWDQW IDFWRU IRU EXVLQHVV VXFFI
marketing methods to traditional marketing methods, which is in accordaicie/gxpectations

because we live in a digital era. Finally, participants believe there is more room for progress as the

majority feels that digital marketing did not in full meet their expectations.

5.4 Most effective digital marketing channels

In this part of the survey, respondents were asked to analyze which of the digital marketing
channels are most effective for their companies. First of all, they were required to pick which of

the following digital marketing channels their companies employ (fig8)e
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Social media marketing is used in 80% of the companies participating in this research. Next highest
represented digital marketing channel is email marketing, with 43.3% using it in their marketing
strategy. Paigperclick advertising is used by 33.3&6 the companies, while SEO and content
marketing are represented in only 26.7% of the companies.

Figure28 5 HSUHVHQWDWLRQ RI GLIJLWDO PDUNHWLQJ FKDQQHOV

Moreover, participants were required to rewshich digital marketing channel had the biggest
LPSDFW RQ WKHLU FRPSDQLHVY VDOH )URP WKH ILIXUH
companiesstate that social media marketing has the biggest impact on their sétethha®BEO

is driving their sals the most. 16.7% of them state that email marketing improves their sales the

most, while only two companies acknowledge PPC as having the biggest impact on their sales.
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Figure 29: Digital marketing channel with the biggest impa&®tQ FRPSDQLHVY VDOHV

Next, asthe website is a very important element of digital marketing, participants were asked to
pick two features of their websites that they consider to be the most important factor in motivating
the users to buy the products/seevthat the company is offering (Figure 30). Majority of them
(66.7%) believe that ease of navigation of a website is the most important feature and 53.3% of
them think that it is key to have clear and transparent product information included on their
welsites. 33.3% are convinced that relative and authoritative content on their websites is crucial,
while 20% of them believe that it is most important to have social media integrated on their
websites. 16.7% think that website design is of crucial importaarwk three companies do not

have websites.
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Figure 30: Website features that drive users to make purchases

Finally, respondents were asked to pick two main digital marketing goals of their companies
(figure 31). 63.3% of themstate increase in sales revenue as the main digital marketing goal of
their company, while half of them believe that brand awareness is the main objective of their digital
marketing strategy. 40% of the respondents recognize increase in lead genetagokegsgoal

while 26% state that improving user experience is the most important goal. Only 13.3% selected

increase in website traffic as digital marketing goal and 10% picked improvement in data quality.
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Figure 31: The most important digital marketimggpals

After analyzing this group of answers, it can be concluded that social media marketing is the most
represented digital marketing channel in Croatian companies, and what is more, social media
marketing has the biggest impact on sales, followed 9 &k&d email marketing. Finally, most

of the respondents believe that for the website to be successful, it is important that the website is

easy to use and understand, to be transparent and offer clear product/service information.

5.5 Digital marketing spending

In the last group of questions, participants were asked to disclose information about their
FRPSDQLHVY VSHQGLQJ RQ GLJLWDO PDUNHWLQJ )LUVW RI DC
in Croatia spend on marketing, respondents were askeddal the percentage of their marketing

budget with respect to the revenue (Figure 32). Half of the companies gpead% of their

revenue on their marketing budget, 33.3% of them sperfb 4n their marketing budget. Four
companies in focus spend-14% while only one company spends-19% of their revenue on

marketing budget.

51



Figure 32: Percentage of revenue spent on marketing budget

Next, participants were asked to reveal the portion of the marketing budget that is spent on digital
marketing. As can be observed from the figure 33, 40% of the companieugpe2d% of their
marketing on the budget, while 37%of the companies spdata portion of their marketing
budget on digital marketing (6100%). 23% of the companies spend between 21 and 60 percent
of their marketing budget on digital marketing.

Figure 33: Percentage of marketing budget spend on digital marketing

In order tocheck if the trend of the increase in digital marketing spending is present in Croatian
FRPSDQLHVY SDUWLFLSDQWYV ZHUH DVNHG LI WKHLU FRPSDQL
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in the last three years (Figure 34). 23 companies have increaseddhalrrdarketing budgets,
while 7 of the companies did not increase their digital marketing budget in the last three years.

Figure 34: Change in digital marketing budgets

Finally, as we live in the most extraordinary pandemic that probably nonehafdusxperienced

ever before, it is interesting how companies behave in times like this. Participants were asked to
predict if their digital marketing spending will change in the time to come. As can be seen in the
figure 35, only one patrticipant statesiva WKHLU FRPSDQ\TV GLJLWDO PDUNHW
significantly, while 8 of them believe that there will be a small reduction in their digital marketing
budget. 14 participants say that digital marketing spending will remain the same, and 7 of them

even believe that their companies will invest even more in digital marketing.
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Figure 35: Covid-19 effect on digital marketing spending

This group of answers reveals companies are very divided when it comes to digital marketing
spending. While some spetite bare minimum of their marketing budget on digital marketing,
others spend almost all of their marketing budget on digital marketing. Also, the trend that is the
increase in digital marketing strategies was confirmed. Lastly, the pandemic thattiagtfee

global economy is not going to have severe consequences on digital marketing spending, in fact,
some of the companies see their chances, and will try to take advantage of this situation by

increasing their digital marketing budgets.
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6. CONCLUSION

Technological advances continuously transform the ways in which companies operate and conduct
their businesses. Marketing is affected to a great extent. Digital transformation completely changed
the way that companies use their marketing strategieephéd to adopt new digital marketing
strategies in order to keep up with their competition.

One of the objectives of this thesis was to understand tvbaneaning of success for Croatian
companies isGenerally, companiebelieve that the most important factors of success are
profitability, offering quality and reliable products and services to their customers and being better
than their competitors.

The main objective was to investigate if the use of digital marketangepla noticeable role in
contributing to the success of the company. It can be conclidgdimplementing digital
PDUNHWLQJ VWUDWHILHY LQ WKHLU FRPSDQLHVY LV DQ LPSR
is additional room for improvement asgiial marketing is a relatively new and unexplored
industry, especially in Croatia.

Furthermore, with the help of the research conducted, it can be observed that social media
marketing is the most common digital marketing channel and that it affeatsctkase in sales

the most. Finally, the research revealed thatnéw, companieare very divided when it comes

to digital marketing spending. While some spend the bare minimum on digital marketing, others
spend almost a lot, however the trend thathis increase in digital marketing strategies was
confirmed. It is worth to note that the pandemic that is affecting the global economy is not going
to have severe consequences on digital marketing spending, in fact, some of the companies see
their chancesand will try to take advantage of this situation by increasing their digital marketing

budgets.
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