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UNDERSTANDING SOCIAL MEDIA MARKETING
ACTIVITIES IN WESTERN BALKANS: EMPIRICAL
INSIGHTS FROM KOSOVO

Digital marketing activities through social media are being developed
extensively by firms in the Western Balkans region, therefore the purpose of
this paper is to investigate the impact of social media marketing activities
on increasing sales of SMEs in the Western Balkans, with special emphasis
on those of Kosovo. Using a sample of 100 manufacturing SMEs, we have
researched the impact of digital marketing activities which are carried out
through social media, on increasing the sales or turnover of these SME:s.
The achieved results were analyzed through probit regression. The results
show that facebook is mostly used for business activities in these SMEs. Also,
the analyzed SMEs give a lot of importance to the opinions and comments
of consumers expressed on social media. They design their business poli-
cies based on the comments and opinions received from online consumers.
This empirical research provides data on the implementation of social media
marketing activities by SMEs in the Western Balkans region.
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1. INTRODUCTION

The Western Balkan region consist of the following countries: Albania, Bos-
nia and Herzegovina, North Macedonia, Kosovo, Serbia and Montenegro (Jusufi
and Bellaga 2019: 74; Jusufi and Lubeniqi, 2019; Jusufi et al. 2020; Jusufi and Ukaj,
2020; Qorraj and Jusufi, 2021). According to Qorraj (2018) this region constitute
a small market, so its development depends on regional cooperation and their in-
tegration into the EU. In 2017, the European Union proclaimed the Regional Eco-
nomic Zone for the Western Balkans. This initiative would enable faster economic
and political integration of this region in Euro-Atlantic structures (Sanfey and Mi-
latovic 2018, 1; Ajdarpasi¢ and Qorraj, 2019; Jusufi and Ajdarpasic¢ 2020: 108; Ju-
sufi and Ramaj, 2020). It should be noted that, the EU has supported in particular
Kosovo and Bosnia and Herzegovina in achieving economic and political stability.

To be competitive in a fiercely competitive market, most businesses in this
region are geared towards developing business activities in the digital environ-
ment, particularly on social media. It can be said that social media as a concept
of electronic platform, where people can interact and have conversations on a
variety of common issues, using computers and the internet become an integral
part of the activity of firms and clients in the Western Balkans (Gerguri, 2016).
The benefits of access in all areas through social media are great and due to their
availability and wide access, they result in better interaction and communication
with the target market and customers by firms in this region. Firms need to adapt
to new customer behavior by creating effective marketing campaigns that attract
people to their business, thus increasing their sales and turnover (BariSi¢ and
Vujnovié, 2018).

The internet and its services are very popular and used by the majority of
the population and firms in Kosovo and other Western Balkan countries (Daku
and Azizi, 2018). Social media marketing has drastically changed the traditional
concept of doing business (Petkovska-Mirchevska et al. 2017: 38; Amon-Prodnik,
2014). This was particularly evident during the period of firms dealing with the
extraordinary circumstances caused by the COVID-19 pandemic. Compared to
many countries, Kosovo has several advantages in using social media for busi-
ness purposes. The countries of the Western Balkans, in particular Kosovo, have
a young population. Young people are well versed in information technologies.
This, if used well by local governments, would create an advantage for local firms
because local firms will have the opportunity to hire skilled workers and skills to
use digital technologies. These young people will enable these firms to carry out
most of their business activities in the social media environment.
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Table 1.

RELATIVE PROPORTION OF PLATFORM USERS TO THE TOTAL
POPULATION OF THE COUNTRY

Western Balkan Facebook YouTube Twitter LinkedIn
country fans subscribers followers follower
Albania 5.50% 0.001% 0.011% 0.33%
EZ;;‘;ZS&; 4.97% 0.004% 0.014% 0.013%
Kosovo 11.52% 0.019% 0.022% 0.25%
North Macedonia 2.34% 0.01% 0.021% 0.28%
Montenegro 7.50% 0.007% 0.48% 0.06%
Serbia 9.06% 1.21% 0.4% 0.22%

Source: Levkov et al. 2015

The table above shows that a large percentage of the population of the West-
ern Balkan countries are users of social media. Some studies such as the study of
Rrustemi et al. (2020) have shown that many businesses and clients are extreme-
ly engaged in social networks to achieve their business goals, such as increasing
sales, marketing their products, finding good quality brands, etc. Many consumers
from Kosovo follow the activities of various firms on social media or in the digital
environment. In addition to tracking their ads, online consumers also express their
opinions, whether positive or negative, about the products and services of these
firms. It is essential for businesses to develop digital marketing strategies, where
social media is the focal point of commercial activities. All firms need to intensify
their marketing activities on social networks if they want to expand their clientele.

The purpose of this study is to analyze social media marketing activities in
the Western Balkans region, with particular emphasis on Kosovo. Therefore, this
paper is of special importance for researchers and researchers in the field of mar-
keting because it contains complex values for an interesting topic. Especially the
current situation, where most businesses from all over the globe are paralyzed as
a result of the spread of the COVID-19 pandemic, best reflects the importance of
social media and activities in the digital environment, where those businesses that
have resources and technology more easily can overcome the consequences of this
pandemic and can more easily adapt to the new reality of digital life.
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2. LITERATURE OVERVIEW

2.1 A critical review of Digital Marketing

As a new field, there is not enough literature on digital marketing activities in
the Western Balkan countries. The concept of digital marketing is about the use of
technologies in marketing activities. Synonymous with this concept is also online
marketing. This concept also has to do with the use of social media to communi-
cate with consumers in order to achieve business objectives (Jarvinen et al. 2012;
Kovac¢ and Zabkar, 2020; Rrustemi et al. 2020).

Meanwhile Kannan and Li (2017) claim that the term digital marketing has
evolved over time from a specific term that describes the marketing of products
and services using digital channels, to an umbrella term that describes the pro-
cess of using digital technologies to gain customers and influence preferences. of
customers, in brand promotion, in customer retention and sales growth. Digital
marketing can be seen as activities, institutions and processes facilitated by digi-
tal technologies for creating, communicating and delivering value to customers.
Digital marketing as an adaptive, technology-enabled process by which firms col-
laborate with customers and partners to create, communicate, deliver and support
value together for all customers.

According to Grubor and JakSa (2018), this ability to adapt through digital
solutions enabled firms to capture customers on social media, collect, store, search,
change course, manage, analyze and visualize all information and reach potential.
full of personalized marketing campaigns. Investing in technology-based market-
ing innovation and shifting business to the digital environment provides numerous
business improvements and a window of new options for a firm.

Today most firms use digital marketing as part of their strategy so that the
success or failure of firms in their activities depends heavily on the quality of
digital marketing tools (Patrutiu-Baltes, 2015; Alghizzawi, 2019). With the spread
of social media in the business world, many companies are shifting traditional
marketing activities to the digital environment with the goal of achieving business
objectives (Taken-Smith, 2011). The following table shows the differences between
these two concepts.
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Table 2.

873

DIFFERENCES BETWEEN TRADITIONAL AND DIGITAL MARKETING

Traditional Marketing

Digital Marketing

Traditional Marketing activities include
telephony, broadcasting, direct mail and
the like.

Digital marketing activities include

social media, web site advertising, email
marketing, text messaging, affiliate
marketing, internet search engines, pay per
click.

In traditional marketing there is no
interaction with customers.

Digital marketing activities provide
interaction with customers

The results of traditional marketing
activities are easily measurable.

The results of digital marketing are largely
easy to measure

Traditional marketing advertising
campaigns are planned for a long period
of time

Digital marketing advertising campaigns
are planned for a short period of time

The process of traditional marketing
activities is expensive and time consuming

Digital marketing activities are reasonable,
inexpensive and fast to promote the
products or services of the enterprise

Traditional marketing strategies can be
considered successful if the enterprise
reaches a large local audience.

Digital marketing strategies can be
considered successful if the enterprise the
enterprise reaches specific local audiences.

The campaign of traditional marketing
activities prevails for a long period

Campaigns of digital marketing activities
can be easily changed while innovations
can be made in any campaign

Traditional marketing activities reach a
limited number of customers because the
technologies used are limited

In digital marketing activities various
technology is used so it can reach a larger
number of customers

Exposure to these activities throughout the
year is not possible due to limited capacity

Exposure to these activities throughout the
year is possible due to abundant capacity

There is no possibility of going viral

There is possibility of going viral

Communication is one-way

Communication is two-way

Feedback can only arrive during business
hours

Feedback can arrive anytime

Source: Yasmin et al, 2015.

The dynamics of consumer behaviors influence companies to reformulate
their marketing strategies, especially to design strategies in the digital environ-
ment. Digital marketing enterprise activities can be classified according to per-
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ceived benefits and use of digital marketing. Developing and improving digital
marketing activities depends on marketing managers focusing on actions based
on their customer relationships. (Tiago & Verissimo, 2014). So the digital environ-
ment requires the formulation of specific Marketing strategies to meet the needs
of customers.

Digital marketing has several advantages: Cost effectiveness, Easy measur-
ability, easy adaptability, easy personalization, interaction, development effect,
unlimited audience, duration, access to active users, dialogue with and between
internet users, and content rich. Meanwhile the disadvantages are difficulties in
case of slow internet connections, Campaigns in the digital marketing environ-
ment can be easily copied by different competitors, e-commerce does not allow the
internet user to “touch” the product before buying it, internet marketing is not yet
embraced by all people, due to the large number of scams related to virtual promo-
tions there is a lack of trust in digital marketing activities, achieving measurable
success depends heavily on the time it takes to implement digital marketing strate-
gies (Todor, 2016). Authors like Cant and Wild (2016) argue that digital marketing
i1s complementary to digital marketing in SME business activities. So according
to them there are no differences between these two concepts, on the contrary they
complement each other.

According to Kovac and Zabkar (2020); Gati et al. (2018) social media is the
most important channel for the development of digital marketing activities. How-
ever, despite technological developments, the success of digital marketing activi-
ties through social media depends on the possession of the customer account by
consumer on social media as well as on their level of ability to use social media.
Also Adi et al. (2017) emphasize the importance of digital marketing activities
in increasing customer loyalty, in expressing positive and negative opinions from
consumers about various products and services, etc. But the development of these
activities faces similar barriers highlighted by the above authors.

According to the research of Girchenko and Ovsiannikova (2016) the main
trends of digital marketing development in the future can be summarized in the
following points: High level of development dependent on global scientific and
technical progress trends as well as further trend for global coverage of business
processes from digital channels. But the most important trend according to Saura
et al. (2017) 1s that digital marketing will be the main instrument that will bring
business growth in the coming years.
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2.2 Social media marketing activities

Social media marketing is one of the most important components of digital
marketing (Opreana and Vinerean, 2015). Social media marketing activities are
not just about sending a message, but about getting and changing different opin-
ions and alternatives (Drury, 2008). Vejacka (2017) emphasises that social media
offers great opportunities for enterprises in different sectors. This applies to social
media in general, micro-blogs and virtual worlds. Social media, by many digital
marketing researchers is thought to be the most effective medium for organizing
digital marketing campaigns, as well as for launching new products in the market.
The most common uses of social media are in various fields such as marketing
communication, loyalty programs, marketing research, etc (Yadav et al, 2015; Pod-
dar and Agarwal, 2019).

According to Bala and Verma (2018) consumers search more online to find
the best offer from retailers compared to traditional or conventional marketing
methods. The growing use of social media is offering new opportunities for mar-
keters in the digital environment because many customers are taking advantage of
social media activities. Marketers are paying a lot of attention to consumer motives
in the digital environment because through the knowledge of consumer motives
the factors that influence consumer behaviors for certain brands on social media
are revealed. The cost of digital marketing is effective so it has a huge impact on
the business world.

Lesidrenska and Dicke (2012) emphasizes that firms not only introduce their
new products online but more important to them is building a relationship with
potential customers at a very early stage of product development. The most im-
portant means of communication in industrial marketing are digital marketing
channels. But companies have not yet made the most of them. Companies use
these to increase customer relationship communication, boost sales, and build cus-
tomer awareness. Despite the latest developments in the world of technology and
e-business, Karjaluoto et al. (2015) in their study claim that companies still do not
use social media properly. Social media should be part of companies’ digital mar-
keting channels more than traditional marketing tools.

According to the research of Balathandayutham and Anandanatarajan (2020),
people who are older than 45 years, buy more through social media in the digital
environment than people who are under 45 years old. These individuals have a
better level of purchasing knowledge in the digital environment. An additional ele-
ment of AIDA should be added to determine the impact of social media on modern
marketing. This is how the AIDA version is created, including social media. This
new version is called AIDAT: Attention, Interest, Desire, Action and Show. The
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additional “T” indicates that the consumer must inform others about the products
and services used (Charlesworth, 2015).

Killian and McManus (2015) were engaged in the study of four Cs of inte-
gration. Social platforms vary in terms of purpose, so a cohesive product brand
personality is created on each platform by following the four Cs of integration:
Adaptability, sustainability, dedication and care. Stockdale et al. (2012) empha-
sizes that SMEs increase business value by increasing customer turnover on their
digital sites or social media groups. Business value is also generated by increasing
customer engagement, then through greater knowledge of the features of the SME
customer base. Value will also increase through the provision of information and
knowledge that will enhance the reputation of the enterprise, and through confi-
dence building. This will affect the enterprise to create a competitive advantage
in the market. Also, according to them, community formation ensures more long-
term loyalty from customers, but this requires more confirmation in a variety of
industry contexts. Also, according to them, the formation of the community on so-
cial media enables more loyalty from consumers in the long run. But this requires
more confirmation in a variety of industries.

According to Derham et al. (2011) the value of SMEs’ use of digital market-
ing or social media stems from four factors: Efficiency, novelty, lock-in and com-
plementarities. Facebook and its use in business activities has provided value for
SMEs. This social media has solved the problem of communication with custom-
ers that was intended. Since Facebook offers the opportunity for consumers and
SME:s to be direct, many comments and opinions on products and services can be
obtained and provided more easily. However, their study did not provide any evi-
dence of any facebook impact on SME performance. Even authors like Ho (2017);
Wijaya (2017) claimed that consumers use social media to express opinions about
the products of various companies that are traded online. Therefore, companies
should convey these opinions to their groups, in order to design a business strategy
based on the criticisms, needs and requirements of online customers.

McCann and Barlow (2015) focused on studying the impact of use of social
media by SMEs on its return on investment (ROI). SMEs find some social media
applications more valuable than others. SMEs need to include the use of social
media within their business strategy. Also through quantitative and qualitative
data to measure the impacts of this data on turnover and investment. Throughtout
hierarchical logistic regression Wamba and Carter (2016) analysed usage of social
media by SMEs. Their results provide evidence that the age and experience of the
manager, SME innovations, the size of SMEs, and the industry sector play a major
role in mastering social media. Meanwhile, Zabin (2009) claims that social me-
dia marketing increases the return on marketing investment, so the firm benefits
greatly from social media marketing activities.
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According to Stelzner (2012) social media marketing expands the clientele of
firms as well as reduces the marketing costs of the firm. Hunjet et al. (2019) con-
firmed that the use of social media has influenced the online shopping to increase
steadily increasing the profit of companies that use these media. Their research
proves that some platforms are extremely important in the information search phase
when selecting the product, but the research has also confirmed the importance of
the published user generated content versus FGC when selecting the product. The
paper has confirmed unfathomable role of social media in product selection and
highlighted their importance in the individual stages of the selection process.

From this literature review it can be concluded that digital marketing, in par-
ticular digital marketing activities on social media are of particular importance
for the development of business activities of SMEs and various firms. Over time
digital marketing activities will largely replace traditional marketing activities.

3. METHODOLOGY AND DATA

In this research, we tried to analyze the impact of digital marketing or social
media activities on increasing sales of Kosovo SMEs. Therefore, in this research
are included 100 exporting SMEs of Kosovo which sell their products in Kosovo,
in the market of the Western Balkans and in that of the EU. Kosovo as a country
of the Western Balkans, has undertaken important political and economic reforms
since 1999 (Gashi 2017: 87; Qorraj and Jusufi 2018: 65; Qorraj and Jusufi, 2019).
But despite this, Kosovo has a limited number of manufacturing enterprises as
well as those that export to foreign markets. Almost 90% of enterprises in Kosovo
are commercial and service enterprises. So far, the digital marketing activities
of manufacturing companies have not been analyzed. Therefore, this research is
probably the only one that the object of study is the digital marketing activities of
such enterprises. The sample of 100 manufacturing enterprises constitutes 50% of
these enterprises because according to the data of the Ministry of Trade and Indus-
try in Kosovo in 2019 there were about 200 manufacturing enterprises.

The interview was conducted personally by the authors of the research. The
interview took place at the locations of these enterprises and lasted approximately
40 minutes. Marketing managers have answered the questions posed, while in
some companies even production managers. The questionnaire did not include
questions related to the personality of these individuals. These enterprises are from
7 regions of Kosovo. Since Prishtina is the economic, political and administrative
capital of Kosovo, over 50% of these enterprises are from Prishtina. While the rest
of the companies are from Mitrovica, Prizren, Gjilan, Peja, Ferizaj and Gjakova.



878 V. RRUSTEMI, G. JUSUFI: Razumijevanje marketinskih aktivnosti drustvenih medija na zapadnom Balkanu: empirijski...
EKONOMSKI PREGLED, 72 (6) 869-893 (2021)

The achieved results are processed through the Probit Model in SPSS. The
probit model is used in cases where the dependent variable has 2 categories. The
probit regression equation is as follow:

P (Y, =1)=®(B,+ B, Type of social media + 3, Use of social media for
business purposes + [, Considering consumer comments on social media
+ [3, Organizing contests on social media + &)

The following table presents the variables, their categories and the reference
category. Through our analysis, we have tried to find the impact of these variables
on the dependent variable which represents sales growth during the period 2016-
2019.

Table 3.
VARIABLES DESCRIPTION
Dependent variable Variable categories
Increase the level of sales 1 (if the sales growth), O (otherwise)
Independent variables Variable categories
Type of social media Facebook (reference category), 1. Twitter,

2. Instagram, 3. Snapchat;

Use of social media for business purposes | Always (reference category); 1-Often;
2-Sometimes; 3-Rarely; 4-Never;
Considering customer comments on social | Excellent (reference category); 1- Good;
media 2-Fair; 3-Poor; 4-Very poor;

Organizing contests on social media 1-Yes, 2-No

Source: Own study.

So, we will analyze how much digital marketing activities through social me-
dia have influenced the sales growth of 100 manufacturing SMEs during the three-
year period. Representatives of these SMEs were asked if their sales had increased
during this period. It should be noted that all these SMEs are active users of social
media for business purposes. The results achieved through the probit model and
their commentary will be presented in the following section.

From the literature review it can be stated that based on the evidence of vari-
ous authors digital marketing is used to achieve the business objectives of many
enterprises. Theoretical evidence also showed that the success of firms depends
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on the use of social media within their business strategy. So social media has in-
fluenced the growth of sales of many companies. The question of whether online
consumers express their opinions on products marketed online on social media has
found theoretical consideration in the papers of some authors.

The literature has shown that they express their positive or negative opinions
on social media and that these opinions should be analyzed by enterprises in order
to improve and formulate their business strategy. A review of the literature has
shown that most authors claim that facebook is mostly used by social media to
achieve business goals. These evidences obtained from the literature review have
served as a guide for the formulation of our objectives.

The major objectives of the survey were to:

1. Identify the role and importance of digital marketing activities through
social media in increasing the sales of analyzed SME:s;

2. Identification of social media which is mostly used by SMEs to carry out
digital marketing activities;

3. Identify how SME managers take into account the positive and negative
customer comments expressed on social media;

4. Identify the importance of various contests organized by SMEs in sales
growth.

4. RESULTS AND DISCUSSION

In this section, descriptive statistics of our model variables will be presented
first. The following table presents the answers given by the respondents of the 100
SME:s surveyed. As can be seen, 62% of SMEs surveyed responded that their sales
increased during the three-year period, while the rest responded that their sales did
not increase. Meanwhile, 78% of companies have stated that they use Facebook
the most from social media. This same result has been confirmed by several other
researches which are presented below, where even in these researches Facebook is
presented as a social media which is mostly used by different businesses.
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Table 4.

DESCRIPTIVE STATISTICS

Variables Frequency Percent
Sales growth:
1- if the sales increased 62 62.0
0- otherwise 38 38.0
Type of social media:
Facebook 78 78.0
Twitter 13 13.0
Instagram 8 8.0
Snapchat 1 1.0
Use of social media for business purposes:
Always 66 66.0
Often 28 28.0
Sometimes 4 4.00
Rarely 2 2.0
Never 0 0.0
Considering customer comments on social media:
Excellent 52 52.0
Good 42 42.0
Fair 5 5
Poor 1 1
Very poor 0 0.0
Organizing contests on social media:
Yes 59 59.0
No 41 41.0

Source: Own calculations.

Also 66% of enterprises stated that they always use social media for business
purposes. These evidences show that social media is widely used by manufactur-
ing businesses in Kosovo. From the literature review it was understood that dif-
ferent consumers express their opinions in the online environment specifically in
enterprise groups on social media regarding the products of these enterprises. This
variable indicates that the managers of these businesses are aware of developments
in the online market. Simply forward opinions or comments whether positive or
negative to consumers about the products used. The last variable is evidence relat-
ed to the organization of various activities by enterprises on social media. Through
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this variable we have tried to assess whether companies organize different disputes
on social media and how much this organization has an impact on their business
activity, ie how much they affect sales growth. Over 50% of companies organize
contests on social media to draw consumers’ attention to their products or brands.

Cronbach’s Alpha shows the reliability. The variables of our model have reli-
ability and give a pretty good picture of the problem analyzed.

Table 5.
TEST OF RELIABILITY
Cronbach’s Alpha Cronbach’s based on Items
standardized items
0.715 0.717 5

Source: Own calculations.

In our paper the pseudo R2 is 0.31. In our research we will use LR chi2. The
value of this test is 29.11. Prob> chi2 has the value 0.05. This value indicates that
these coefficients are very significant in our analysis. So our research has signifi-
cance. Meanwhile, the Wald test has a value of 28.09. All of these tests show that
our model is statistically significant.
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Table 6.
PROBIT RESULTS

Variables B %tf::i Wald | df |Signific. 1?%’
Type of social media:
Facebook (reference category)
Twitter 1.166 | 1.036 | 1.223 1 0.106 | 2.752
Instagram 0.567 | 0.512 | 1.291 1 0.142 1.450
Snapchat 0.633 | 0.611 | 1.184 1 0.236 | 0.963
Use of social media for business purposes:
Always (reference category)
Often 0.481 | 1.343 | 0.139 1 0.024** | 1.851
Sometimes 0.380 | 1.204 | 0.371 1 0.256 | 1.632
Rarely 0.182 | 1.102 | 0.310 1 0.310 | 0.942
Never 0.109 | 0.825 | 0.005 1 0.345 | 0.238
Considering customer comments on social media:
Excellent (reference category)
Good 1.185 | 1.237 | 0.461 1 0.039** | 2.560
Fair 0.569 | 1.105 | 0.039 1 0.213 1.752
Poor 0.698 | 1.036 | 0.091 1 0402 | 0.872
Very poor 0.652 | 0.574 | 0.072 1 0.169 | 0.543
Organizing contests on social media:
Yes 1.425 | 1.128 | 1.236 0.152 1.859
No 1.268 | 1.119 | 1.123 1 0.143 | 0.985

Notes: **significant at 5%.

Source: Own calculations.

The first variable provides data on the type of social media most used by
these SMEs for business activities. Facebook is a reference category which is not
included in the calculation. According to the results achieved, only the last cat-
egory has no direct connection with the reference category. Also from the obtained
data it can be claim that facebook is the most platform which is used by SMEs in
the development of digital marketing activities by these SMEs. Such results have
also been achieved by various authors in their research.

Siricharoen (2012); Pradiptarini (2011) have achieved the same results. Ac-
cording to them, facebook is the dominant media which is used by various com-
panies for business purposes. Facebook is very important for most businesses be-
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cause thanks to this media, businesses reach a larger audience thus increasing their
sales. Shabbir et al. (2016) also emphasize in their study the importance of social
media, especially Facebook, in increasing the turnover of enterprises, especially
SMEs, but according to them the managers of these businesses should have clear
strategic objectives before launching promotional and advertising campaigns on
social media.

Meanwhile, the second variable is related to the use of social media for busi-
ness objectives. Quite a large number of SMEs surveyed stated that they always
use social media for business objectives. Also, the first category of this variable
represents significance in our model. In conclusion, it can be said that Kosovo
SMEs use social media a lot for business or marketing purposes of their outputs.
So social media, in particular facebook is quite popular in conducting digital mar-
keting activities in the Western Balkan countries. Despite the fact that Kosovo
businesses are in the initial stage of using social media, Beqaj et al. (2019) in their
empirical research have obtained similar results where most managers of enter-
prises that use social media have superior education, use appropriate and low cost
strategies. Annabi et al. (2012) have also achieved evidence for the use of social
media for business purposes, where they have emphasized that social media has an
irreplaceable role in achieving business goals.

Through the third variable we wanted to get information about how these
SMEs evaluate the comments of different clients on social media. According to
Bartosik-Purgat (2019) consumers from many countries communicate through so-
cial media especially through facebook with companies that have groups on so-
cial media for different purposes. These consumers try to find information about
various discounts and information about the services and goods offered on social
networks. Another group of consumers is interested in advertising companies on
social networks. There are also consumers who are interested in various disputes
organized by companies on social networks. Our results also show that the ana-
lyzed SMEs value the communications, specifically the comments of the clients on
social media. Even the “good” category is significant in our model.

Such results have also been achieved by Singh and Sinha (2017). According
to them, consumers recommend different products to other consumers on social
media. Even social media is so influential that it turns potential customers into loy-
al and current customers. All of these also affect the growth of brand awareness.
Thus, Polldk and Dor¢dk (2016) emphasize that companies should make continu-
ous efforts to increase the base of their users on facebook and other social media.

Matié¢-Sogi¢ (2019) in her paper conludes that social media purchases are not
much different from purchases that can be made through the official SME website.
Thus, facebook and social media users are neutral when shopping on social media
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or the SME website. Social media can be an effective sales channel. In short, it can
be a place where SMEs create a positive image for the product and achieve sales
growth. Despite advances in social media, consumers who trade on these media
can feel insecure when sharing their experience and opinion regarding products
purchased through digital marketing channels.

A significant number of these SMEs organize contests on social media. Also
the statistical values of the fourth variable of our model show a positive feedback
with the dependent variable. So with increase of value of independent variable,
possibility of increasing the sales of these SMEs increases. Despite these results,
this variable does not represent significance in our model. Through these innova-
tive activities, these SMEs aim to increase their sales and turnover. These innova-
tive activities are essential for increasing the business performance of all firms
(Slogar & Bezi¢, 2020). Such results have been achieved by Venkateswaran et al.
(2019) in their study. But unlike the results of this paper, in their paper these activi-
ties of enterprises represent significance. So they have an extremely large impact
on the organization of business and on increasing the turnover of businesses.

According to the authors Trkman and Trkman (2018), enterprise IT officials
should have knowledge of software technology to organize such activities in en-
terprise groups on social media. To achieve this skill and ability, IT staff training
must be done. These officials should always be up to date by constantly following
the developments and advancements of social media. So follow the techniques and
methods that measure the impact of social media on business growth.

5. LIMITATION AND DESIRABLE FUTURE RESEARCH

The main limitation of this paper is that the paper includes data only for Ko-
sovo SMEs. Better understanding and identification of digital marketing activities
would be better if the SMEs of five other Western Balkan countries could also be
analyzed. Involving five other countries in the research requires more time and
cost. The countries of the Western Balkans have similar economic, social and cul-
tural characteristics, so the results obtained from this research may have implica-
tions for other countries of the Western Balkans. It would also be good to include
more variables in the research, related to the characteristics of the interviewed
managers, for example, their education, experience in business and marketing, etc

Regarding the desirable future research streams, it can be stated that this
paper is one of the few papers that has addressed the impact of digital marketing
activities on the business performance of manufacturing enterprises in the West-
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ern Balkans, with particular emphasis on those of Kosovo. Therefore this paper is
important for digital marketing researchers. In the future there should be studies
that would explore the impact of digital marketing activities separately in each
Western Balkan country.

Future work should also include more econometric analyzes, which would
further expand the digital marketing literature, especially for the Western Balkan
countries. Future research should also include cross-cultural studies. Although
the countries of the Western Balkans have similar characteristics, future studies
should focus on investigating the impact of variables or demographic, cultural,
religious characteristics on the development of digital marketing activities in these
countries.

6. CONCLUSIONS

The concept of digital marketing is quite widespread in firms in the Western
Balkans region. A large number of SMEs and firms in this region have developed
digital marketing activities to achieve greater turnover and sales inside and outside
the region. Social media in particular facebook is widely used in the realization of
digital marketing or social media activities. So facebook is widely used by SMEs
in this region to make various ads, to exchange creative ideas and opinions with
the audience, to organize various contests in the digital environment, etc. This is
among the most important theoretical implications of our research because the
reviewed theoretical evidence shows that facebook is widely used by various busi-
nesses. The results of descriptive statistics and the probit model, even in our paper
have confirmed this theory.

This research was conducted to research digital marketing activities on so-
cial media from the perspective of SMEs. It should be noted that this is one of the
first researches on digital marketing activities for the Western Balkans region. So
there is a lack of literature on digital marketing or social media activities in West-
ern Balkan region, despite the fact that these activities have developed extremely
much in recent years. Especially during this period when the COVID 19 pandemic
has hampered the business activities of thousands of SMEs, digital marketing in
particular social media has served as a long-term solution for these SMEs. This
is also a theoretical implication of our work because from the literature review it
is understood that digital marketing activities are extremely important in the de-
velopment of business activities, the use of social media has a positive impact on
increasing sales of many companies. So the results of our research are consistent
with the theoretical evidence reviewed in the paper.
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In this paper, empirical evidence is provided by Kosovo, because Kosovo not
only has many similarities in mentality with other Western Balkan countries, but
has a population that uses digital marketing extremely, especially social media.
Empirical results reflect a reality that shows the use of social network quite a lot in
business and trade relationships between consumers and businesses. SME manag-
ers pay a lot of attention to customer opinions whether positive or negative, which
they express on social media. So through social media, consumers try to get the
right and fair information about the product and service offered by different cus-
tomers. This is one of the most important managerial implications of our paper.
Every company should have an official or manager who will follow 24 hours on
social media the opinions of online consumers about their products and brands.
Always taking into account these opinions and criticisms, the strategy and busi-
ness objectives related to the online activity of enterprises on social media should
be evaluated and reviewed.

The data also show that SMEs organize many business activities on social
media such as various competitions and contests. Through these activities, SMEs
aim to increase the interest and attention of consumers for the products and ser-
vices offered so that this then affects the increase of their sales and turnover. From
all this, it can be concluded that SMEs in the Western Balkans conduct a lot of
business activities in the digital Marketing environment, especially in social media
which are widely used by the population of this region. So there is no essential
difference in this area between SMEs in the Western Balkans and those in other
regions of the European continent. This finding presents an important manage-
rial implication as managers need to frequent innovative social media activities.
So managers need to develop creative ideas related to various online discounts,
organizing different games which will attract the attention of different customers,
thus increasing consumer interest in the products and brands of these companies.

REFERENCES

1. Adi, H.P, Wihuda, F., Adawiyah, RW. (2017). The Role of Social Media
Browsing Intention for Behavioral Outcomes of Young Consumers. Market
TrZiste, 29 (1), 39-57.

2. Ajdarpasic, S., & Qorraj, G. (2019). Does university performance matter for
EU programmes in the Southeast Europe: Case study HORIZON 2020. Man-

agement: Journal of Contemporary Management Issues, 24 (2), 4-5. https://
hrcak.srce.hr/index.php?show=clanak&id_clanak_jezik=324050



V. RRUSTEMI, G. JUSUFI: Razumijevanje marketingkih aktivnosti drustvenih medija na zapadnom Balkanu: empirijski... 887
EKONOMSKI PREGLED, 72 (6) 869-893 (2021)

10.

11.

Alghizzawi, M. (2019). The role of digital marketing in consumer behav-
ior: A survey. International Journal of Information Technology and Lan-
guage Studies (IJITLS), 3 (1). 24-31. https://www.researchgate.net/publica-
tion/332593102_The_role_of_digital_marketing_in_consumer_behavior_
A_survey

Amon- Prodnik, J. (2014). The brave new social media: Contradictory infor-
mation and communication technologies and the state-capitalist surveillance
complex. Teorija in Praksa, 51 (6).

Annabi, H., McGann, S.T., Pels, S., Arnold, P., Rivinus, Ch. (2012). Guide-
lines to Align Communities of Practice with Business Objectives: An Ap-
plication of Social Media, 45th Hawaii International Conference on System
Sciences, Maui, HI, 3369-3878.

Bala, M., & Verma, D. (2018). A Critical Review of Digital Marketing. Inter-
national Journal of Management, IT & Engineering, 8 (10), 321-339. https://
papers.ssrn.com/sol3/papers.cfm?abstract_id=3545505

Balathandayutham, P., & Anandanatarajan, K. (2020). Digital Marketing
Through Social Networking Sites (Sns): A Field Of Digital Empowerment.
International Journal of Scientific & Technology Research, 9 (2), 734-736.
https://www.researchgate.net/publication/342902051_Digital_Marketing_
Through_Social_Networking_Sites_Sns_A_Field_Of_Digital_Empower-
ment

Barisi¢, F.A., Vujnovié, K. (2018). Attitudes of Entrepreneurs Towards So-
cial Media as a Marketing Tool. Education for Entrepreneurship — E4E :
International Journal of Education for Entrepreneurship, Vol. 8 No. Special
issue/Posebn. https://hrcak.srce.hr/index.php?show=clanak&id_clanak_
jezik=290112

Bartosik-Purgat, M. (2019). Digital Marketing Communication from the
Perspective of Individual Consumers: A Cross-Country Comparison. Entre-
preneurial Business and Economics Review, 7 (3), 205-220. https://eber.uek.
krakow.pl/index.php/eber/article/view/518

Beqaj, B., Krasniqi, A., Beqaj, V. (2019). Consumer Satisfaction on Online
Services in Kosovo. Zagreb International Review of Economics & Business,
22, Special Conference Issue, 39-53. https://hrcak.srce.hr/index.php?show=
clanak&id_clanak_jezik=339975

Cant, C.M., Wild, A.J. (2016). The use of traditional marketing tools by
SMEs in an emerging economy: A South African perspective, Problems and
Perspectives in Management, 14 (1), 64- 70. https:/businessperspectives.org/
journals/problems-and-perspectives-in-management



888

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

V. RRUSTEMI, G. JUSUFI: Razumijevanje marketinskih aktivnosti drustvenih medija na zapadnom Balkanu: empirijski...
EKONOMSKI PREGLED, 72 (6) 869-893 (2021)

Charlesworth, A. (2015). An Introduction to Social Media Marketing. Rout-
ledge, https:/keenr.nl/wp-content/uploads/2019/01/9780203727836_googlere-
view.pdf

Daku, S., Azizi, A. (2018). The Impact of Social Media on the Development of
International Relations in Western Balkan Countries. Zbornik radova Pravnog
fakulteta u Splitu, 55 (4). https:/hrcak.srce.hr/index.php?show=clanak&id_
clanak_jezik=307811

Derham, R., Cragg, P., & Morrish, S. (2011). Creating Value: An SME and
Social Media. PACIS 2011 Proceedings. https://www.researchgate.net/publi-
cation/221229527_Creating_value_An_SME_and_social_media

Drury, G. (2008). Opinion piece: Social media: Should marketers engage and
how can it be done effectively?. Journal of Direct, Data and Digital Mar-
keting Practice. 9 (3), 274-277. https://link.springer.com/article/10.1057/pal-
grave.dddmp.4350096

Gashi, P. (2017). Free Trade and FDI in Kosovo: Prospects for Integration into
the EU and Turkish Production Networks. Turkish Economic Review, 4 (1),
87-90. https://econpapers.repec.org/article/kspjourn2/v_3a4_3ay 3a2017_3ai
_3al_3ap_3a86-95.htm

Gati, M., Mitev, A, Bauer, A. (2018). Investigating the Impact of Salesper-
sons’ Use of Technology and Social Media on Their Customer Relationship
Performance in B2B Settings. Market TrZiste, 30 (2), 165-176.

Gerguri, D. (2016). Political Power of Social Media in Kosovo. Romanian
Review of Political Sciences and International Relations, XIII (1), 95-111.
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2716628

Girchenko, T., Ovsiannikova, Y. (2016). Digital Marketing and its Role in
the Modern Business Processes, Wspdtpraca Europejska/European Co-
operation, 11 (18), 24-33. http://we.clmconsulting.pl/index.php/we/article/
view/244/616

Grubor, A., Jaksa, O. (2018). Social Media Marketing: Engaging with Con-
sumers in Digital Era. Proceedings of the ENTRENOVA — ENTerprise RE-
search InNOVAtion Conference (Online), 4(1), 275-282. https://hrcak.srce.hr/
index.php?show=clanak&id_clanak_jezik=365109

Ho, Ch. W. (2014). Consumer behaviour on Facebook: Does consumer partic-
ipation bring positive consumer evaluation of the brand?, EuroMed Journal
of Business, 9(3), 252-267.

Hunjet, A., Kozina,G., & Vukovi¢, D. (2019). Consumer of the Digital Age.
Economic Thought and Practice, 28 (2), 639-654. https://hrcak.srce.hr/index.
php?show=clanak&id_clanak_jezik=335140



V. RRUSTEMI, G. JUSUFI: Razumijevanje marketingkih aktivnosti drustvenih medija na zapadnom Balkanu: empirijski... 889
EKONOMSKI PREGLED, 72 (6) 869-893 (2021)

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

Jarvinen, J., Tollinen, A., Karjaluoto, H., & Jayawardhena, Ch. (2012). Digital
and Social Media Marketing Usage in B2B Industrial Section. Marketing
Management Journal, 22 (2). http://web.b.ebscohost.com/ehost/pdfviewer/
pdfviewer?vid=1&sid=fd3dbe3e-8c3d-42c4-a05e-681f6114caae%40pdc-v-
sessmgr04

Jusufi, G., & Ukaj, M. (2020). Migration and Economic Development in West-
ern Balkan Countries: Evidence from Kosovo. Poslovna izvrsnost-Business
Excellence, 14 (1), 135-158. https://hrcak.srce.hr/index.php?show=clanak&id_
clanak_jezik=347272

Jusufi, G., & Ajdarpasi¢, S. (2020). The Impact of EU Programmes on Fi-
nancing Higher Education Institutions in Western Balkans — Evidence from
Kosovo. LEXONOMICA Journal of Law and Economics, 12 (1), 107-128.
https://journals.um.si/index.php/lexonomica/article/view/530

Jusufi, G., & Bellaqa, B. (2019). Trade Barriers and Exports between Western
Balkan Countries, Nase Gospodarstvo/Our Economy-Journal of Contempo-
rary Issues in Economics and Business 65 (4), 72-80. http:/www.ng-epf.si/
index.php/ngoe/article/view/219

Jusufi, G., & Lubenigqi, G. (2019). An Overview of Doing Business in Western
Balkan: The Analysis of Advantages of Doing Business in Kosovo and North
Macedonia. ILIRIA International Review, 9 (2), 167-180. https://iliriapublica-
tions.org/index.php/iir/article/view/512

Jusufi, G., Ukaj, F., Ajdarpasi¢, S. (2020). The Effect of Product Innova-
tion on the Export Performance of Kosovo SMEs. Management: Journal

of Contemporary Management Issues, 25, (2). https://hrcak.srce.hr/index.
php?show=clanak&id_clanak_jezik=360019

Jusufi, G. & Ramaj, V. (2020). The Impact of Human Resources on the Ex-
port Performance of Kosovo SMEs. Ekonomski Vjesnik/Econviews: Review
of Contemporary Business, Entrepreneurship and Economic Issues, 33 (2).
https://hrcak.srce.hr/index.php?show=clanak&id_clanak_jezik=362227

Kannan, K.P,, Li, A.H. (2017). Digital marketing: A framework, review and
research agenda. International Journal of Research in Marketing, 34(1), 22-
45. https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3000712

Karjaluoto, H., Mustonen, N., & Ulkuniemi, P. (2015). The role of digital
channels in industrial marketing communications. Journal of Business &
Industrial Marketing, 30 (6), 703-710. https://www.emerald.com/insight/con-
tent/doi/10.1108/JBIM-04-2013-0092/full/html

Killian, G., & McManus, K. (2015). A marketing communications approach
for the digital era: Managerial guidelines for social media integration. Busi-



890

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

V. RRUSTEMI, G. JUSUFI: Razumijevanje marketinskih aktivnosti drustvenih medija na zapadnom Balkanu: empirijski...
EKONOMSKI PREGLED, 72 (6) 869-893 (2021)

ness Horizons, 58 (5), 539-549. https:/www.sciencedirect.com/science/arti-
cle/pii/S0007681315000634

Kova¢, M., & Zabkar, V. (2020). Do Social Media and E-mail Engagement
Impact Reputation and Trust-Driven Behavior?. Market TrZiste, 32 (1), 9-25.
https://hrcak.srce.hr/index.php?show=clanak&id_clanak _jezik=347310

Lesidrenska, S., & Dicke, P. (2012). Social-Media Platforms and its Effect on
Digital Marketing Activities. Marketing and Management Innovation, 2, 44-
52. https://mmi.fem.sumdu.edu.ua/sites/default/files/mmi2012_1_44_52 pdf

Levkov, N., Mijoska, M., Jovevski, D. (2015) Social Media Marketing Ac-
tivity in Western Balkan Banking Industry, Conference: 38th International
Convention on Information and Communication Technology, Electronics and
Microelectronics (MIPRO), Croatia.

Matié-Sosi¢, M. (2019). Examining Social Media usage in the Context of
Consumer Behaviour. Economic Thought and Practice, 28 (2), 553-566. htt-
ps://hrcak.srce.hr/index.php?show=clanak&id_clanak_jezik=335133

McCann, M., & Barlow, A. (2015). Use and measurement of social media for
SMEs. Journal of Small Business and Enterprise Development, 22 (2), 273-
287. https://www.emerald.com/insight/content/doi/10.1108/JSBED-08-2012-
0096/full/html

Patrutiu-Baltes., L. (2015). Content marketing — the fundamental tool of dig-
ital marketing. Bulletin of the Transilvania University of Brasov, 8 (57), 111-
118. http://webbut.unitbv.ro/BU2015/Series%20V/BILETIN%201/15_Patru-
tiu.pdf

Opreana, A., Vinerean, S. (2015). A New Development in Online Marketing:
Introducing Digital Inbound Marketing. Expert Journal of Marketing, 3(1),
29-34. http://marketing.expertjournals.com/23446773-305/

Petkovska-Mirchevska, T., Daniloska, N., Hadzinaumova-Mihajlovska, K.,
& Filkov, G. (2017). The Importance of Marketing Research for the com-
petitiveness of Small Enterprisess in Republic of Macedonia. Economic De-
velopment, 3, 37-49. http://eds.b.ebscohost.com/eds/pdfviewer/pdfviewer?
vid=0&sid=bfdb8604-8fdf-4f6c-8d53-d49425cebSea%40pdc-v-sessmgr05

Polldk, F., Dorc¢ék, P. (2016). The Effective Use of Facebook by Small and
Medium-Sized Enterprises Operating in Slovakia. Market TrZiste, 28 (1),
79-91.

Poddar, N., & Agarwal, D. (2019). A comparative study of application effective-
ness between digital and social media marketing for sustainability of start-ups.
International Journal of Business Insights & Transformation, 12 (2), 50-54.
http://web.b.ebscohost.com/ehost/pdfviewer/pdfviewer?vid=1&sid=103d3214-
dde5-424a-9897-c3d773f2ba89%40sessionmgrl01



V. RRUSTEMI, G. JUSUFI: Razumijevanje marketingkih aktivnosti drustvenih medija na zapadnom Balkanu: empirijski... 891
EKONOMSKI PREGLED, 72 (6) 869-893 (2021)

43.

44,

45.

46.

47.

48.

49.

50.

S1.

52.

53.

Pradiptarini, Ch. (2011). Social Media Marketing: Measuring Its Effective-
ness and Identifying the Target Market. UW-L Journal of Undergraduate
Research X1V, 1-11.

Qorraj, G., & Jusufi, G. (2018). The EU Stabilisation and Association Agree-
ment for the Western Balkans: Between Challenges and Opportunities. Croa-
tian International Relations Review, XXIV (81), 52-54. https://hrcak.srce.hr/
index.php?show=clanak&id_clanak_jezik=294497

Qorraj, G., & Jusufi, G. (2019). EU vs Local Market Orientation: Western Bal-
kan Entrepreneurs’ Challenge. Entrepreneurial Business and Economics Re-
view, 7(4), 21-32. https://eber.uek .krakow.pl/index.php/eber/article/view/572

Qorraj, G., & Jusufi, G. (2021). Does EU Trade Integration Support Export
Promotion: Probit Analysis, Evidence from Kosovo. InterEULawEast: Jour-
nal for the International and European Law, Economics and Market In-
tegrations, 8 (1). https://hrcak.srce.hr/index.php?show=clanak&id_clanak _
jezik=378718

Qorraj, G., (2018). Towards European Union or Regional Economic Area:
Western Balkans at Crossroads. Nase Gospodarstvo/Our Economy-Journal
of Contemporary Issues in Economics and Business, 64 (1). http://www.ng-
epf.si/index.php/ngoe/article/view/161

Rrustemi, V., Podvorica, G., Jusufi, G. (2020). Digital Marketing Communi-
cation in Developing Countries: Evidence from the Western Balkans. Lexo-
nomica Journal of Law and Economics, 12 (2).

Rrustemi, V., Hasani, E., Jusufi, G., Mladenovié, D. (2021). Social media in
use: A uses and gratifications approach. Management: Journal of Contem-
porary Management Issues, 26 (1). https://hrcak.srce.hr/index.php?show=
clanak&id_clanak_jezik=376909

Shabbir M.S, Ghazi M.S, Mehmood A.R. (2016). Impact of Social Media
Applications on Small Business Entrepreneurs. Arabian Journal of Business
and Management Review, 6 (3), 1-3.

Sanfey, P., & Milatovic, J. (2018). The Western Balkans in transition: Diag-
nosing the constraints on the path to a sustainable market economy. Back-
ground paper for the Western Balkans Investment Summit, hosted by the
EBRD. https://www.ebrd.com/home

Saura, R.J., Palos-Sédnchez, P., Cerdd Sudrez, M.L. (2017). Understanding the
Digital Marketing Environment with KPIs and Web Analytics. Future Inter-
net, 9 (76), 2-13. https:/www.mdpi.com/1999-5903/9/4/76

Singh, PT., Sinha, R. (2017). The Impact of Social Media on Business Growth
and Performance in India. International Journal of Research in Manage-
ment & Business Studies. 4 (1), 36-40.



892

54.

55.

56.

57.

38.

59.

60.

61.

62.

63.

64.

65.

V. RRUSTEMI, G. JUSUFI: Razumijevanje marketinskih aktivnosti drustvenih medija na zapadnom Balkanu: empirijski...
EKONOMSKI PREGLED, 72 (6) 869-893 (2021)

Siricharoen, VW. (2012). Social Media, How does it Work for Business?. Inter-
national Journal of Innovation, Management and Technology, 3 (4), 476- 479.

§logar, H., & Bezi¢, H. (2020). The Relationship between Innovative Ori-
entations and Business Performance in Companies. Economic Thought and
Practice, 29 (1), 57-76. https://hrcak.srce.hr/index.php?show=clanak&id_cla-
nak_jezik=347739

Stelzner, M. (2012). Social Media Marketing Industry Report. How marketers
are using social Media to grow their business. Social Media Examiner.

Stockdale, R., Ahmed, A., & Scheepers, H. (2012). Identifying Business
Value From The Use of Social Media: An SME Perspective. PACIS 2012
Proceedings. https://aisel.aisnet.org/cgi/viewcontent.cgi?article=1117&contex
t=pacis2012

Taken-Smith, K., (2011). Digital marketing strategies that Millennials find
appealing, motivating, or just annoying. Journal of Strategic Marketing, 19
(6), https://www.tandfonline.com/doi/abs/10.1080/0965254X.2011.581383

Tiago, B.M.PT.M., & Verissimo. C.M.J. (2014). Digital marketing and social
media: Why bother?. Business Horizons, 57 (6), 703-708. https://www.scien-
cedirect.com/science/article/pii/S0007681314000949

Trkman, M., Trkman, P. (2018). A framework for increasing business val-
ue from social media, Economic Research-Ekonomska IstraZivanja, 31 (1),
1091-1110.

Todor, D.R., (2016). Blending traditional and digital marketing. Bulletin
of the Transilvania University of Brasov, Series V: Economic Sciences, 9
(58). http://webbut.unitbv.ro/BU2016/Series%20V/2016/BULETIN%201%20
PDF/06_Todor%20R .pdf

Vejacka, M. (2017). Social Media Marketing in Comparison With Other
Forms of Marketing in the Slovak Banking Sector. Market-TrZiste, 29 (1), 23-
38. https://hrcak.srce.hr/index.php?show=clanak&id_clanak_jezik=270560

Venkateswaran, R., Ugalde, B., Gutierrez, T.R. (2019). Impact of Social Me-
dia Application in Business Organizations. International Journal of Com-
puter Applications, 178 (30), 5-10.

Wamba, E.S., & Carter, L. (2016). Social Media Tools Adoption and use by
SMEs: An Empirical Study. Journal of End User and Organizational Com-
puting, 26 (1), 1-16. https:/www.igi-global.com/chapter/social-media-tools-
adoption-and-use-by-smes/130396

Wijaya, A. (2017). Role of Experience in Customer Self-Congruity to Main-
taining Loyalty: A Study on Fashion Store, Entrepreneurial Business and
Economics Review, 5 (3), 189-198.



V. RRUSTEMI, G. JUSUFI: Razumijevanje marketingkih aktivnosti drustvenih medija na zapadnom Balkanu: empirijski... 893
EKONOMSKI PREGLED, 72 (6) 869-893 (2021)

66. Yadav, M., Joshib, Y., & Rahmanc, Z. (2015). Mobile social media: The new
hybrid element of digital marketing communications. XVIII Annual Inter-
national Conference of the Society of Operations Management (SOM-14).
https://fardapaper.ir/mohavaha/uploads/2018/02/Fardapaper-Mobile-social-
media-The-new-hybrid-element-of-digital-marketing-communications.pdf

67. Yasmin, A., Tasneem, S., & Fatema, K. (2015). Effectiveness of Digital Mar-
keting in the Challenging Age: An Empirical Study. International Journal
of Management Science and Business Administration, 1 (5), 69-80. https://
ideas.repec.org/a/mgs/ijmsba/vly2015i5p69-80.html

68. Zabin, J. (2009). The ROI of Social Media Marketing: Why it pays to drive
word of Mouth. San Carlos, CA: Aberdeen Group.

RAZUMIJEVANJE MARKETINSKIH AKTIVNOSTI DRUSTVENIH MEDIJA
NA ZAPADNOM BALKANU: EMPIRIJSKI UVID S KOSOVA

Sazetak

Digitalne marketinSke aktivnosti putem drustvenih medija intenzivno se razvijaju od strane
tvrtki u regiji zapadnog Balkana pa je stoga svrha ovog rada istraziti utjecaj marketinskih aktiv-
nosti drustvenih medija na povecanje prodaje malih i srednjih poduzeca na zapadnom Balkanu, s
posebnim naglaskom na Kosovo. Koriste¢i uzorak od 100 proizvodnih malih i srednjih poduzeca,
istrazivali smo utjecaj digitalnih marketinskih aktivnosti koje se provode putem drusStvenih medija
na povecanje prodaje ili prometa tih malih i srednjih poduzeca. Postignuti rezultati analizirani su
probit regresijom. Rezultati pokazuju kako se uglavnom za poslovne aktivnosti u tim malim i sred-
njim poduzecima koristi Facebook. Takoder, analizirana mala i srednja poduzeca pridaju veliku
vaznost misljenjima i komentarima potrosaca izrazenim na drustvenim mrezZama. Svoju poslovnu
politiku osmisljavaju/kreiraju na temelju komentara i misljenja primljenih od online potrosaca. Ovo
empirijsko istraZivanje pruza podatke o provedbi marketinSkih aktivnosti na druStvenim mreZama
od strane malih i srednjih poduzeca u regiji Zapadnog Balkana.

Kljuéne rijeci: digitalni marketing, drustveni mediji, Kosovo, zapadni Balkan, mala i srednja
poduzecda.



