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ABSTRACT 
The paper emphasizes the importance of using online tools in communication development role 
of small and medium sized Croatian enterprises. Technology currently moves at a rapid pace 
that can be difficult to follow, but it is important, and even essential, that the enterprises 
implement and keep track with the new technological possibilities and strategic approaches to 
be competitive in a global economy. In modern economy, it is crucial for enterprises to change 
business models and adopt new techniques because of new consumer behavior in a digital age. 
To stay relevant enterprises, need to adapt their marketing approaches, where understanding 
and application of information and knowledge become a key to success. The research is focused 
on how small and medium sized enterprises in Croatia are considering the importance of 
technological changes, and are they giving enough attention to the changes in business that 
need to be done. The focus in the research is on internet tools usage in developing marketing 
communication with emphasis on Google products. It was meant to measure the level of 
knowledge, understanding, and willingness to learn and embrace a new form of communication 
to reach potential customers. An online survey was carried out and a questionnaire was sent to 
1500 small and medium sized enterprises in Croatia, with 275 of them being filled it out. Results 
of the research gave insight about current usage of internet tools, reasons for not using internet 
tools, which tools are being used the most, and knowledge about customer behavior regarding 
information gathering and shopping online.  
Keywords: business communication, information technology, internet tools, marketing 
communication, marketing strategy, small and medium sized enterprises 
 
1. INTRODUCTION  
Each day more and more consumers use and spend more time using internet and different online 
platforms. Thanks to the available technology consumers are more informed, more connected 
with each other, more powerful, and gain greater control over communication with companies 

transformation from industrial to digital economy that has knowledge, information, and new 
technology as the main backbone of prosperity. With the new technology, we have a new way 
of communication and a whole new spectrum of tools to use (Castells, 1996, referenced by 

way of communication with clients. 



 
Businesses today not only need to be present on the internet, they also need to differentiate 
themselves from competitors, and their websites need to offer more than just information for a 
price comparison. The point is that consumers are attracted to the websites not only for a 

 2013). To stay on top, and to ensure that 
current clients continue to stay with the company and to attract new ones, companies have to 
be involved in continuous change that is happening in marketing field and technology progress.  
To stay competitive, they need to be up to date with new trends in the consumer world that 
changes rapidly, and carefully choose which path to follow considering numerous possible 
options.  

 
Consumers expect a fast, convenient and efficient process of shopping with a plenty of 
information available on hand. One big change that has happened with the new technology is 

something that businesses worldwide and in Croatia must realize and respect; for consumers, 
time is essential. A lot of information is consumed online and there is lot to choose from, so 
companies need to develop a marketing strategy that is suited for their business situation. There 
is no one strategy that fits to every business, each must recognize what is the best approach to 
their consumers; where to find them and how to get their attention. Today everything is just a 
click away and easy for consumers, but on the other hand, for companies is getting more 
complicated and difficult to select the right way to approach more demanding customers.  
 
Furthermore, 54% of consumers agree that if new technology is not easy to use they lose interest 
(GfK, 2017). Simplicity is the key, easy and fast website as well as simple and fast response 
will drive consumers to come back knowing what they can expect. The primary issue that 
companies need to realize is that new communication is not just adding to what exists, but 
communication needs to be completely transformed (Laick and Dean, 2010).  
 
2. USAGE OF INTERNET TOOLS IN CROATIA  
Considering the level of integration of new technologies into all aspect of life and business, 
new techn
to the Consumer Barometer Survey 2014/15 from Google, consumers in Croatia are using the 
internet mostly for research and comparing purposes, which include comparing prices, quality 
and availability (60%). Other reasons include: inspiration and confirmation, proven opinions 
and brand search, as well as search for locations and directions where to buy the product.  
 
New market possibilities, offering services and products worldwide and reaching consumers 
that would not have been reached before, are good reasons for businesses to learn how to use 
new technologies and to adopt new tools available for business growth. There is a variety of 
internet tools to choose from; in this research Google tools were taken as an example. 
Considering Google as one of the biggest search engine used worldwide and their level of 
contribution to businesses, it is justified to say that Google is the most prominent information 
gatherer concerning consumers and their habits. In Table 1 is a comparison of Google Searches 
worldwide in the year they started to operate and in 2015.  

 
 
 
 



Table 1: Google Search comparison 1998 and 2015, (Google Annual Search Statistics, 
http://www.statisticbrain.com/google-searches) 

Year Annual Number of Google Searches Average Searches Per Day 

2015 2,834,650,000,000 7,766,000,000 

1998 (Google's 
official first year) 3,600,000  9,800 

 
Therefore, businesses can use this information in creating accurate strategy; from facts on 
devices based on how consumers shop, when and where they are searching for a product before 
purchase, location of purchase, and other related details necessary and available for everyday 
decision making. Tools for marketing strategy development and decision making are available 
to use for free if you know where to find them. Some of the tools businesses can use include: 
Google Trends, Google Barometer, Google My Business, Google AdWords and Google 
Analytics. These are just examples of possible tools that companies should consider to use with 
more available options depending on individual purpose and goal. 
 
2.1. Usage of ICT in Croatian enterprises 
 
Chart 1 has showed usage of information and communication technologies (ICT) in Croatian 
enterprises in different business areas in 2016.  

 
 

Chart 1: ICT usage in Croatian enterprises in 2016 (Croatian Bureau of Statistics, 
http://www.dzs.hr/Hrv_Eng/publication/2016/02-03-01_01_2016.htm)  

 
There is on average, high level of ICT integration in business sectors in Croatia; 92% of 
enterprises use computers; 91% have internet access; but only 69% of enterprises own a web 
site.1 Chart 2 shows internet access according to the type of enterprises in Croatia, where small 
enterprises slightly lag behind others.  
 

1 Croatian Bureau of Statistics (2016). Usage of information and communication technologies (ICT) in 
enterprises, 2016, first results, http://www.dzs.hr/Hrv_Eng/publication/2016/02-03-01_01_2016.htm 



 
 

Chart 2: Access to internet in Croatian enterprises in 2016 (Croatian Bureau of 
Statistics, http://www.dzs.hr/Hrv_Eng/publication/2016/02-03-01_01_2016.htm) 

 
Croatian enterprises are integrating ICT in their business process and business communication 
with other business entities which enables increase of efficiency. But the total volume of e-
commerce compared to conventional commerce is still rather low; only 14% of sales were 
conducted via the internet. Two thirds of transactions were completed via the electronic data 
interchange systems (EDIs), while one third was completed by selling via web pages2 according 
to the survey of Croatian Bureau of Statistics. 
 

 
 

Chart 3: Social media internet usage in Croatian enterprises, 2016 (Croatian Bureau of 
Statistics, http://www.dzs.hr/Hrv_Eng/publication/2016/02-03-01_01_2016.htm) 

 
Chart 3 points on social media internet usage among Croatian enterprises. Social media are 
mostly used for advertising and exchanging information with customers via blogs or social 
networks. They are predominantly used in small enterprises, while medium 
-sized and large enterprises rarely use social internet media for business purposes, according to 
the survey of Croatian Bureau of Statistics.3 
 

2 Ibid  
3 Ibid 



Investments in ICT and new business models allows inclusion of enterprises in the internet 
economy and creation of opportunities for development and growth of the business outside the 
physical market. This is especially important for companies and economies that operate in 
markets of limited size, such as the 
changes happening, there are greater changes that need to occur to connect all segments in 

businesses that do not have resources and information to adapt in timely manner (Castells, 2001, 

generate more profits and higher growth rates, according to research conducted on large 
 

 
2.2. Usage of ICT in Croatian households and by individuals 
 
Survey from Croatian Bureau of Statistics for 2016 shows increase in the number of internet 
users among all age groups, except for the user group aged over 65 compared to 2015.  
 

 
 

Chart 4: Usage of internet by individuals in Croatia, 2016 (Croatian Bureau of Statistics, 
http://www.dzs.hr/Hrv_Eng/publication/2016/02-03-02_01_2016.htm) 

 
The comparison of the results with the data from the previous year showed that individuals 
mostly used the internet for obtaining information on goods and services 91%, obtaining 
information on health 73%, e-mail usage 79%, for reading daily news and magazines 91%, 
watching video content from sharing websites such as YouTube 80% and participating in social 
networks 69% according to Croatian Bureau of Statistics.4 
 
There is also an increase of commerce via the internet. In 2016 there were 33% of individuals 
who purchased goods and services via the internet, which is an increase of 2% compared to 
2015. 
 

4 Croatian Bureau of Statistics (2016). Usage of information and communication technologies (ICT) in 
households and by individuals, 2016, first results, http://www.dzs.hr/Hrv_Eng/publication/2016/02-03-
02_01_2016.htm 
 



 
Chart 5: Internet purchases from individuals in Croatia, (Croatian Bureau of Statistics, 

http://www.dzs.hr/Hrv_Eng/publication/2016/02-03-02_01_2016.htm) 
 
Based on the information from the Croatian Chamber of Commerce, only 25% of Croatian 
consumers buy online, compared to 53% on average in EU. On the other hand, only 15% of 
Croatian companies have online shops. However, considering shipping prices that are usually 
double then in the rest of EU, it is evident why Croatian consumers do not have consistency of 
online shopping and paying extra for a product that can obtained in the nearest shopping mall. 

 
 
3. METHODOLOGY OF RESEARCH  
The research is focused on internet tools usage in small and medium sized enterprises in Croatia. 
The main idea is to highlight current business practice, major obstacles as well as areas for 
improvement. Research was done with primary purpose of finalizing graduate thesis, from 
which here are shown a couple of indicative results.5 An online survey was carried out and a 
questionnaire was sent to 1500 small and medium sized enterprises in Croatia. It was collected 
275 replies, which made satisfactory return of 18,3%. Survey was conducted from September 
of 2015 until April 2016. The enterprises were chosen as potential users for Google AdWords 
advertising according to size; namely from the pool of small or medium enterprises in Croatia. 
 
 
 

5 Kobak Walaitis, B. (2016). Intern
Vern  University of Applied Sciences, Zagreb. 



4. RESEARCH RESULTS  
The main objective of the research was to create insight about current business practice 
concerning internet tool usage in small and medium Croatian enterprises. Based on gathered 
information some suggestions for further research and for improvement of marketing and 
business practice should be made. From total sample of 275 enterprises, out of which 89% have 
web site, which is better than Croatian average of 69% (see 2.1.). From all web sites; only 52% 
are adjusted for mobile devices, while 28% were not, but 20% are in the process of change 
(Chart 6). That means that only a half of respondents are aware of importance of having mobile 
friendly website in order to create some experience for their visitors. Namely, it is estimated6 
that half of the internet searches are coming from mobile devices. On the other hand, second 
half of websites will lose potential audience even without looking at the content on their web 
page. Chart 7 is revealing reasons for not using internet tools; where lack of resources was in 
the first place (57%), lack of time on second (20%), and no need for internet on third place 
(17%).  
 

Website adjusted for mobile devices              Reason for not using internet tools 

 
Chart 6: Website adjusted for mobile                Chart 7: Reasons for not using    
   devices (Walaitis, 2016, p. 56)                     internet tools (Walaitis, 2016, p. 63) 
    

Sadly enough, most of internet tools are free, and there is an opportunity for small and medium 
enterprises to raise awareness about available options for building communication and 
relationship with the consumers. Furthermore, time should not be an issue, since all of this 
activities need to be integrated in the standard business activities and not require extra time. 
 
 
 
Chart following on the next page 
 
 

 
 
 
 
 

6 Poslovni dnevnik (2016). , 
http://www.poslovni.hr/poduzetnik/evo-zasto-hrvatski-poduzetnici-i-dalje-gube-novac-315082. 



 
Google tools usage in small and medium sized businesses in Croatia 

 
Chart 8: Google tools usage in SME, Croatia (Walaitis, 2016, p. 59) 

 
Chart 8 is showing the most used Google tools, which was a multi answer question in the 
research. All tools except Google AdWords are free to use. Google AdWords used 64% of 
businesses, even though it was only tool that needs resources to be used. It can be connected to 
push channels with intention to sell. The rest of the mentioned tools have very low usage, which 
implies that small and medium enterprises in Croatia lack information and understanding about 
benefits of offered tools and new options for communication with consumers.  
 

Tracking consumer behavior changes/Strategy changes regarding new trends 

 
Chart 9: Tracking consumer behavior changes/Strategy changes  

regarding new trends (Walaitis, 2016, p. 60-61)  
 
From Chart 9 could be noticed that only 44% of small and medium enterprises in Croatia track 
changes in consumer behavior, and only 36% of them change their strategy regarding new 
trends. 



Shown data clearly point that majority of small and medium enterprises in Croatia are lacking 
information and knowledge about available possibilities about internet tools and consumer 
behavior. There is a plenty to choose from to help business to stay on track and to follow trends 
and consumers. 
 
5. CONSLUSION  
In modern economy enterprises must adopt new business models and methods if they want to 
succeed. Traditional marketing, sales and communication channels need to be fused with 
internet channels in an attractive and convenient way for consumers, and affordable and 
efficient way for companies. Marketing strategy and communication need to be reinvented in 
order to appeal to more demanding customers. 
 
Behavior of Croatian consumers is following the global trends in spending more time on 
internet and using it for different purposes; from entertainment, gathering information and 
shopping.  
 
At the same time, 44% of Croatian small and medium enterprises are aware and track changes 
in consumer behavior, while only 36% change their strategy accordingly. Majority of small and 
medium enterprises in Croatia lack information and knowledge about options and possibilities 
of usage different internet tools and therefore missing benefits of available tools, as well as 

order to 
survive in competitive environment, Croatian enterprises need to be fast in adapting to new 
consumers' behavior and usage of appropriate marketing communication strategy and tools.  
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