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APSTRAKT 

Savremeno poslovno okruţenje obiljeţeno je ubrzanim razvojem digitalnih tehnologija,

promjenama u ponašanju potrošaĉa i sve većom konkurencijom na trţištu. U takvim

uslovima digitalni marketing i savremena poslovna komunikacija postaju kljuĉni elementi

uspješnog poslovanja organizacija. Cilj ovog magistarskog rada jeste ispitati i analizirati

ulogu i znaĉaj digitalnog marketinga i komunikologije u savremenom poslovanju

organizacija, s posebnim naglaskom na njihovu praktiĉnu primjenu u realnim poslovnim

uslovima. 

U teorijskom dijelu rada analizirani su osnovni koncepti digitalnog marketinga, savremene 

poslovne komunikacije i komunikologije, kao i znaĉaj integrisanih marketinških

komunikacija u digitalnom okruţenju. Poseban fokus stavljen je na ulogu komunikacije u

izgradnji odnosa s potrošaĉima, kao i na primjenu storytellinga kao savremene

komunikacijske tehnike u digitalnom marketingu. 

Empirijski dio istraţivanja proveden je primjenom kvalitativne metode polustrukturiranog

intervjua sa poduzetnicima i marketing menadţerima koji su direktno ukljuĉeni u

planiranje i realizaciju digitalnih marketinških aktivnosti u svojim organizacijama. Analiza 

dobijenih rezultata pokazala je da digitalni marketing ima znaĉajnu ulogu u promociji

proizvoda i usluga, komunikaciji s potrošaĉima i izgradnji prepoznatljivosti brenda.

TakoĊer je utvrĊeno da organizacije sve više koriste digitalne komunikacijske kanale, dok 

komunikološki aspekti, poput dvosmjerne komunikacije i personalizacije sadrţaja, imaju

vaţnu ulogu u percepciji uspješnosti digitalnih marketinških aktivnosti. 

Rezultati istraţivanja potvrĊuju da digitalni marketing i savremena poslovna komunikacija 

predstavljaju vaţne faktore razvoja i konkurentnosti organizacija u savremenom

digitalnom okruţenju. Organizacije koje strateški pristupaju digitalnom marketingu i

aktivno razvijaju komunikaciju s potrošaĉima imaju veće mogućnosti za ostvarivanje

poslovnih ciljeva i izgradnju dugoroĉnih odnosa s trţištem. 

Kljuĉne rijeĉi: digitalni marketing, poslovna komunikacija, komunikologija, storytelling, 

savremeno poslovanje 

 

 



                                         ABSTRACT 

The modern business environment is characterized by rapid technological development, 

digitalization of markets and increasing competition among organizations. In such 

conditions, digital marketing and contemporary business communication have become key 

factors of successful organizational performance. The aim of this master's thesis is to 

examine and analyze the role and significance of digital marketing and communication 

studies in the modern business operations of organizations, with a particular focus on their 

practical application in real business conditions. 

The theoretical part of the paper analyzes the fundamental concepts of digital marketing, 

contemporary business communication and communication studies, as well as the 

importance of integrated marketing communications in the digital environment. Special 

attention is given to the role of communication in building relationships with consumers 

and to the application of storytelling as a modern communication technique in digital 

marketing. 

The empirical part of the research was conducted using a qualitative method of semi-

structured interviews with entrepreneurs and marketing managers who are directly 

involved in planning and implementing digital marketing activities within their 

organizations. The analysis of the obtained results indicates that digital marketing plays a 

significant role in product and service promotion, communication with consumers and in 

building brand recognition. The research also shows that organizations increasingly rely on 

digital communication channels, while communication aspects such as two-way 

communication and content personalization have an important impact on the perceived 

effectiveness of digital marketing activities. 

The results confirm that digital marketing and modern business communication represent 

important factors for the development and competitiveness of organizations in the 

contemporary digital environment. Organizations that strategically approach digital 

marketing and actively develop communication with consumers have greater opportunities 

to achieve their business goals and build long-term relationships with the market. 

Keywords: digital marketing, business communication, communication studies, 

storytelling, modern business environmen 
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