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FOREWORD  

 

The book titled ñSUCCESSFUL IMPLEMENTATION OF INFORMATION 

TECHNOLOGY: IT, MARKETING, EDUCATION AND BUSINESS 

WORKING TOGETHER FOR BUSINESS SUCCESSò tells us about the 

intertwinement of information technologies with all business spheres, be that 

management, marketing, education, etc. Technological development has brought 

about many changes that influence the way companies do their business. They 

often use information technologies as a source of competitive advantage and as an 

integral part of their business strategies. The gaining of competitive advantage is a 

continuous, serious and a very difficult task put before companies striving to 

become market leaders. Collection of a large quantity of data, constant monitoring 

of happenings and changes on the market, recognizing market needs, revisiting 

goals, strategies and readiness of the company to constantly react to changes in the 

environment, implementation of novelties and adjustment to customersô needs are 

factors companyôs survival, success and performances depend on. 

One of the primary tasks of modern companies is researching and recognizing 

market needs for new products and services. If companies wish to meet these 

needs, they need to plan the appropriate activities and development by 

encouraging the development of new needs or expanding the consumer circle. The 

influence of modern information and communication technologies on marketing 

activities is quite evident. Business is much more efficient and effective and 

consumers are more than ever placed in the center of every companyôs attention, 

and the integration of the Internet with the traditional marketing principles is 

leading companies towards success in an incredible speed. 

The book is thematically divided into two sections. The first section tells us 

about the crucial reasons for a successful implementation and adoption of 

information technologies, whereas the second section studies the efficient 

marketing management. As editors, we have tried to group all papers according to 

their research subject and topicality and we are hoping that we have managed to 

contribute to a better understanding of this matter. We are using this opportunity to 

thank all the authors who have given their contribution to this book. 

 

September, 2018. 

Editors 
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MOBILE TECHNOLOGY IN HIGHER 

EDUCATION ï A STUDENTS PERSPECTIVE ON 

LEARNING WITH M OBILE COMPUTING 

DEVICES 

Ljiljana Stanojevic
1
 

Beba Rakic
2
 

ABSTRACT 

Technological developments in higher education brought about many 

changes affecting the way we teach and learn. The aim of this study was to 

investigate studentsô attitudes towards the use of mobile technologies in higher 

education as well as to obtain a deeper insight in the nature of studentsô use of 

mobile technology in order to design successful teaching interventions. For the 

purpose of this research a questionnaire was designed (reliability based on 

Cronbachôs alpha = 0.875) aiming to investigate the actual daily habitual use, 

as well as the attitudes of students towards mobile technologies for their 

university education purposes. The survey was used to collect data from 107 

undergraduate students from two private university in Serbia. Data were 

collected during winter semester 2017/2018 academic year. The conclusions 

indicate that majority of students use mobile technology for self-directed 

learning rather than within classroom or for subject-specific studies. In 

addition, there were no statistically significant differences in student use of 

mobile technologies due to their gender, age or major. Our research attempts to 

fill a gap in the individual country-level mobile learning research. We believe 

that the findings of current research could help authorities to lay the ground for 

mobile-based learning in universities. 

Key words: Mobile Technologies, Mobile Learning, Wireless Technologies, 

Higher Education 

JEL Classification: O14, D83, I23 
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INT RODUCTION  

In recent years, mobile devices have spread at an unprecedented rate and 

their use to support teaching and learning in higher education is becoming much 

more popular. Today`s generation of students are already vary familiar with 

various kind of mobile technology (Pegrum et al, 2013, pp. 66-81; Henderson 

and Yeow, 2012, pp. 78-87; Looi et al, 2016, pp.79-96). This generation, so 

called ñMillennial generationò, were born in a time when the use of computers 

was already disseminated among common users, and when most of the digital 

technologies available today were already part of everyday life (Brantes et al, 

2013, 47-82). For this generation traditional way of teaching (teacher centred), 

where learners are passive subject of learning process are no more acceptable 

(Stanojeviĺ, RanĽeloviĺ 2018, pp. 213-232). It is a generation empowered by 

massive use of technologies that expect to produce content not just only to 

absorb it. Such content is not limit to the text, but involves multiple media 

(sound, images, videos, animations) (Brantes et al, 2013, pp. 47-82).  

According to the ITU (2016) seven billion people (95% of the global 

population) live in an area that is covered by a mobile-cellular network. Mobile-

broadband networks (3G or above) reach 84% of the global population and LTE 

networks reach almost 4 billion people today (53% of the global population) 

(Picture 1).  

 

Picture 1 ï Mobile network coverage 

 Source: ITU, 2016, pp. 1-8 
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The largest demographic of mobile device users is 18ï29 year olds (Pew, 

2017; Poushter, 2016) which is also the typical age of college attendees 

(Crompton, Burke, 2018, 53-64). The survey on Mobile IT in higher education 

(Educause Center for Applied Research [ECAR], 2012) reviled that 67% of 

surveyed students believe mobile devices are important to their academic 

success and they use their mobile devices for academic activities. With 

expansion of wireless and 4G technologies possibilities of using mobile devices 

for learning become endless. Together, these technologies enables learners to 

study whenever and wherever they want facilitating ójust-in-timeô learning, 

since learners usually have their devices with them. 

The rapid growth of information and communication technologies (ICT) 

has influenced every aspect of our life. Contemporary ICT components like 

Smartphone, broadband Internet, and Wi-Fi networks have changed the way we 

seek information and learn. In order to keep up with the progress, higher 

education institutions have begun to invest in new technologies. Nowadays, ICT 

equipment, such as various types of computers, projectors, smart board etc., 

represents an essential part of a 21st-century classroom. The integration of new 

technologies in the classrooms opens new possibilities for the teaching and 

learning and provides educational institutions an opportunity to increase student 

enthusiasm and enhance learning outcomes (Stanojeviĺ, RanĽeloviĺ 2018, pp. 

213-232).  

Today`s higher education institutions in Serbia are facing numerous 

challenges, likes decreased numbers in newborns that latter affect number of 

freshmen, growing competition in the field of higher education, rapid growth of 

new technologies and their influence on teaching and learning process, etc. In 

order to respond to challenges of growing competitions higher education 

institutions are changing subjects, marketing strategies and even partnerships 

(Rakiĺ, Rakiĺ, 2012, pp. 293-304). Fast changes in the surrounding, demand 

from higher education institutionsô management more flexible approach in 

organizing and efficiency in carrying out activities (Miljkovic et al, 2011, pp. 

117-141). In order to adapt to changes and market trends, higher education 

institutions develop their activities and programs on the basis of continual 

monitoring of education needs (Gerasimovic et al, 2011, pp. 175-188). Internet 

and other digital media also affect co-creation of unique value with end users 

(Rakiĺ, Rakiĺ, 2013. pp. 446-455). In a conclusion, all of this requires a 

comprehensive understanding of the factors that lead to positive perceptions of 

the institutions services. 

For higher education institutions, the retention of students is as equally 

important as enrolment. To retain students means to understand theirs needs, the 

way they learn, communicate, share ideas. Higher education institutions are 

dealing with highly technologically adept students who are accustomed to using 

technological advancements during their education. Nowadays, students greatly 

rely on mobile technologies in every aspect of their lives including education, 
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because it enables them to be engaged in interactions that are free from the 

constraints of physical proximity (Primmer et al, 2016).  

Research is required to explore whether these usage of mobile technologies 

in educational purpose is self-directed only, or students use them in within 

classroom or for subject-specific studies. 

The purpose of this research to investigate studentsô attitudes towards the 

use of mobile technologies in higher education as well as to obtain a deeper 

insight in the nature of studentsô use of mobile technology in order to design 

successful teaching interventions and facilitate the future development of the 

technology infrastructure. 

MOBILE TECHNOLOGIES AND MOBILE LEARNING  

Advances in mobile and wireless technologies have influenced the entire 

society. Mobile technologies is the term that include wireless technologies and 

mobile devices (Caudill, 2007, p. 1-13). The term wireless refers to technologies 

that enable communication without cables or cords, mainly through use of radio 

frequency, bluetooth or infrared rays (Wagner, 2005, pp. 40-53). Wireless 

communications are managed via networks and one of the most available, 

widespread and known network technology is the Internet. M-Learning 

resources depend on access to the Internet to exchange information and access 

up-to-date information. There are several standards that enable mobile devices 

to access network without plugging into a land line connection. Currently the 

most widespread standard used for this purpose is IEEE 802.11 wireless 

communication standard, commonly called Wi-Fi. Regardless of which standard 

is in use, wireless networking provides learners with the opportunity to connect 

with colleagues and instructors via online resources from a much broader 

variety of places than are accessible via traditional cable connections. 

The second technological key component of mobile technologies is mobile 

devices. According to Peters (2005, pp. 2) there are three criteria to determine 

whether devices should be classified as mobile technology or not: 

¶ small enough to be easily carried, 

¶ capable of providing communication and/or information functions, 

¶ can be used (at least part of the time) without a physical connection to 

fixed power or telecommunications services. 

Using these criteria and for the sake of our research, under the terms of 

mobile devices we considered smartphones and tablets.  

The growth of mobile technologies presents a huge opportunity for the 

delivery of learning via devices such as smartphones and tablets. The new 

generation of mobile devices makes it possible for students to learn, collaborate, 

and share ideas with each other at any time and anywhere and has become an 

important educational technology component in higher education. The 
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educational use of digital mobile technology is known as mobile learning or m-

learning. 

M-Learning as an educational method is more flexible than e-Learning 

applications (Georgiev, Georgieva, & Trajkovski, 2006, pp. 349-353) since 

mobile applications are not restricted to desktop computer technology. Mobile 

learning is considered as a new component of distance learning (Caudill, 2007, 

p. 1-13). To understand the distinctions between e-learning and m-learning, it is 

necessary to look at what e-Learning really is, followed by the emerging 

definitions of m-Learning. 

Pinkwert, et. al. (2003) define e-Learning as, ñlearning supported by digital 

óelectronicô tools and mediaò, while Ramshirish and Singh (2006, pp. 2) see e-

Learning as ñ. . . essentially education via electronic network in which content 

is transferred via the Internet, intranet, extranet, audio/ video tapes, satellite 

television, and CD-ROMsò. What is important to recognize is that definitions of 

e-Learning almost always specify that learning taking place in an environment, 

and that environment happens to utilize some kind of electronic devices to 

convey the learning experience (Caudill, 2007, pp. 1-13). 

Mobile learning has been described and defined in a variety of ways. 

Winters (2006, pp. 7-11) define mobile learning as any form of learning that is 

mediated through mobile devices, and Hwang and Tsai (2011, pp. E65-E70) 

define mobile-learning as the use of mobile technologies that facilitate learning. 

Brantes et al (2013, pp. 47-82) define mobile learning as learning process 

supported by the use of mobile and wireless information and communication 

technologies which have as a fundamental characteristic the studentsô mobility.  

The common characteristic of all these definitions is that they incorporate 

the use of mobile technology to in order to transfer and acquire knowledge. M-

Learning, like e-Learning also, can be utilized on different scales. While one 

environment may utilize m-Learning as a single component of a single topic, the 

other one may be dedicated to using m-Learning as the only means for learning. 

In either case the technology applied will be mobile (Caudill, 2007, pp. 1-13). 

Mobility is the most important aspect of mobile learning. Physical mobility 

is not the only characteristic of mobile learning. According to Brantes et al 

(2013, pp. 47-82) besides physical mobility, a mobility of technology, mobility 

in conceptual space, social mobility and temporal mobility also constitutes 

mobile learning. Regardless of whatever mobile learning is seen, the notion of 

the facilitation of learning is crucial since mobile technologies creates new 

possibilities in learning process (Wankel, et al, 2013, pp. 3-17). The main 

outcome of their use is more meaningful and more purposeful learning, as these 

technologies have a potential to enable anytime anywhere learning.  

Though there are some differences lies between E-learning and M-learning, 

they are closely related. According to Low and OôConnell, (2006, pp. 71-82) m-

learning is a sub-set of E-learning. Their relationships are presented on Picture 
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2. Low and OôConnell, (2006, pp. 71-82) describes mobile learning as ñjust 

enough, just in time, just for meô model of flexible learningò. 

 

 

Picture 2. Relationship of e-learning, m-learning and flexible learning 

Source: Low and O`Connell, 2006. pp. 71-82 

Mobile learning, as an educational approach, encourages flexibility. 

Students do not need to be a specific gender, age or member of a specific group 

or geography, to participate in learning opportunities. Restrictions of time, space 

and place have been overcome. 

Widespread adoption of mobile devices initiated many research in regards 

to the potential and use of mobile devices in higher education. Many higher 

education institutions are implementing mobile learning to provide flexibility in 

learning. With the proliferation of wireless devices and technologies, it is 

expected that this will continue to be a growing trend. It is expected that the 

next generation of mobile learning will be ubiquitous and learners themselves 

will be more mobile and able to learn using multiple devices (Ally & Prieto-

Bl§zquez, 2014, pp.142-151). 

BACKGRO UND AND LITERATURE REVIEW  

Previous researches on mobile learning were mostly focused on effect of 

mobile learning (Chu, 2014), followed by design aspects (Viberg, & Grºnlund, 

2017, pp. 357-377), motivations (Furi· et al, 2015, pp. 189-201), performance 

(Sung et al, 2016, pp. 252-275) the ease of use (Hyman, Moser, and Segala, 

2014, pp. 35-52) and to identify trends of students and faculty members on the 

use of m-learning in higher education institutions (Al -Emran, Elsherif and 

Shaalan 2016, pp. 93-102). Mobile learning were observed through formal 

education in and out of classroom (Frohberg, Goth, & Schwabe, 2009, pp. 307-

331) and in the context of lifelong learning (Sharples, 2000, pp. 1-9). Sharples 

et al. (2007, pp. 1-9), and Traxler (2007), identified mobile learning as both 
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formal and informal, where formal learning, by design, is where learners are 

engaging with materials developed by a teacher and informal learning is any 

other forms of learning that occurs when learners use their mobile computing 

devices to research, investigate, or collect information to be used in their formal 

learning environment.  

Regarding the course subjects, mobile learning was studied primarily in the 

setting of language and linguistics courses, followed by computer classes and 

health sciences (Wu et al., 2012, pp. 817-827). 

Even though these studies add to the scholarly understanding on the use of 

mobile learning, it is not easy to parse out what is specifically happening in 

higher education to understand how the devices are supporting learners in those 

settings.  

Crompton and Burke (2018, pp. 53-64) in their comprehensive analysis of 

the use of mobile learning in higher education, point out that there is only a few 

researchers that conducted more granular reviews with a focus on higher 

education (viz. Alrasheedi et al., 2015, pp. 257ï276; Kaliisa & Picard, 2017, pp. 

1ï13; Pimmer et al., 2016, pp. 490ï501). However, these research were focused 

only on certain aspects of higher education. Alrasheedi et al. (2015, pp. 257ï

276) research were focused on critical factors that impact mobile learning 

implementation. Their analysis identified 14 critical factors which strongly 

impact mobile learning implementation. According to their findings the most 

critical factor for success was whether or not students perceived that their 

productivity was increased by using mobile learning. Pimmer et al. (2016, pp. 

490ï501) research were primarily focused how mobile learning is used in 

higher education in relation to existing learning theories. Their research 

indicated that instructionism was the most prevalent educational design. Kaliisa 

and Picard (2017, pp. 1ï13) in their study were focused on various 

characteristics, such as type of device, instructors and student's perceptions, 

methodologies, and theoretical frameworks. This study was narrow in focus as it 

only included studies conducted in Africa.  

According to Crompton and Burke (2018, pp. 53-64) comprehensive 

analysis of the use of mobile learning in higher education form 2010 to 2016, 

research on the use of mobile technologies was the mostly conducted in Asia 

(50% of studies), followed North America (21%) Europe (13%), 

Australia/Oceania (13%) and Africa (3%). Picture 3 represents the specific 

countries in which the research occurred. 
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Picture 3 - Countries of study where the studies took place 

Source: Crompton and Burke, 2018, pp. 53-64 

Our research attempts to fill a gap in the individual country-level mobile 

learning research. We believe that the findings of current research could help 

authorities to lay the ground for mobile-based learning in universities. 

Some researchers focused on frameworks for theorising about mobile 

learning.  Sharples, Taylor, and Vavoula (2005, pp. 1-9) proposed a framework 

adopted from Engestrom's expansive activity model.  

 

Picture 4 - A framework for analyzing mobile learning  

Source: Sharples et al., 2005, pp. 1-9 
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They proposed a framework that describe learning: ñas a labile process of 

ócoming to knowô through conversation in context, by which learners in 

cooperation with peers and teachers construct transiently stable interpretations 

of their worldò (see Fig. 4). The structure of the learning is created by the 

learner and the device is just a tool for information and direction. 

On a Picture 4 educators and technology are presented as the Controls, 

Context consist of multiply actors (people and technology) who interact around 

a shared objective, and Communication represents new forms of communication 

arise from usage of new technologies.  

Liaw et al. (2010, pp. 299-305) proposed a mobile learning framework 

based on Sharples framework. Theirs framework is based on the activity theory 

which focuses on mobility of learning and is focused on how new technologies 

can support knowledge management, accessibility, exchangebility and delivery 

of both knowledge and learning materials. 

In our research we adopt Sharples framework. In order to design successful 

teaching interventions our research focused of studentsô attitudes towards the 

use of mobile technologies and the nature of studentsô use of mobile technology. 

The study of students' perceptions regarding the use of mobile learning is 

important, as people's perceptions influence how they behave (Ferguson & 

Bargh, 2004, pp. 33ï39). If students perceive that mobile learning has little or 

no value, they are less likely to embrace the use of mobile learning. (Crompton 

& Burke, 2018, 53-64). 

RESEARCH PROBLEM 

Mobile technologies has become an important educational technology 

component in higher education since they make it possible for students to learn, 

collaborate, and share ideas among each other and. We have perceived that 

mobile learning has not yet been explored intensively within the private 

universities in Serbia. We observed several factors that could help in decision 

making whether or not to adopt mobile learning. For higher education 

institutions it is important to investigate the end-user attitudes towards the use 

of such technology in order to set up a developing plan. Therefore, our research 

seeks to answer the following research questions: 

 

 RQ1: Is there any significant difference among the students' attitudes 

towards the use of mobile technologies in terms of gender? 

 RQ2: Is there any significant difference among the students' attitudes 

towards the use of mobile technologies in terms of their specialization? 

RQ3: Is there any significant difference among the students' attitudes 

towards the use of mobile technologies in terms of mobile technologies 

ownership? 

RQ4: What is the students' attitudes towards mobile technology? 
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RESEARCH METHODOLOGY  

The aim of this study was twofold. First to investigate studentsô attitudes 

towards the use of mobile technologies in higher education and the second to 

explore the role of mobile technologies in learning process from studentsô 

perspective. To do so, we accepted the framework proposed by Sharples et al. 

(2005, 1-9). Similar to these framework, we presume that the differences in 

attitudes among the sample groups as well as benefits of mobile technologies 

that will rise from students perspective, could lead the understanding of 

students` needs, their perceptions of mobile technologies usefulness and better 

teaching. 

Our research was conducted during winter semester 2017/2018 academic 

year on two private universities in Serbia. Data were collected by conducting 

online survey. Total sample included 107 students. Students were from different 

majors and from different departments. The participants were informed that 

their participation is entirely voluntary in the study and their responses are 

completely confidential. Sample structure is presented in Table 1. 

Table 1. Sample structure 

No University Department  Major Number of 

participant 

1 University 

Business 

Academy in 

Novi Sad 

Faculty of applied 

management, economics 

and finance 

IT 

Management 

Economy  

19 (17%) 

29 (27%) 

3 (2%) 

2 Megatrend 

University 

Graduate School of 

Business Studies 

Management 36 (35%) 

 Megatrend 

University 

Faculty of Geoeconomics Economy  20 (19%) 

 

The survey that consists of 22 questions and was divided in three sections. 

The first section consists of four items that represents the student personal 

information data. The second section consists of eight items that represents the 

student information regarding the mobile technology. The third section of the 

survey consists of ten items that represents the attitudes towards the use of 

mobile technology in learning process and assessment of use. A five-point 

Likert Scale, with Strongly Agree (5), Agree (4), Don`t know (3), Disagree (2), 

and strongly disagree (1), has been used to measure the ten attitude questions 

(Table 2). 

The survey was developed according to relevant studies, such as (Al -

Emran, Elsherif and Shaalan 2016, pp. 93-102; Alwraikat & Al  Tokhaim, 2014, 

pp. 114-135; Liaw & Huang, 2012, pp. 299-305; Cavus, 2011, pp. 1469-1474) 

in order to ensure content validity. The questions used to determine students 



 

 

18 

 

attitudes towards using mobile technologies in learning process, are presented in 

Table 2. 

Table 2 ï Questionnaire structure of students' attitudes and use of mobile technology 

 Question S t r o n g l y  D i s a g r e e  ( 1 ) D i s a g r e e  ( 2 ) D o n ` t  k n o w  ( 3 ) A g r e e  ( 4 ) S t r o n g l y  A g r e e  ( 5 ) 

Q1 Mobile technology is a useful tool 

for my study. 

     

Q2 Mobile technology can offer 

opportunities for communication and 

team-working. 

     

Q3 Mobile technology can help me in 

finding resources related to my 

study. 

     

Q4 Mobile technology can bring many 

opportunities to the learning process. 

     

Q5 Mobile technology can help me to access 

the course-material anytime anywhere. 

     

Q6 Mobile technology can be an easy way to 

get feedback and notifications from my 

instructors. 

     

Q7 Mobile technology can help me to 

exchange the course-material with my 

friends. 

     

Q8 Mobile Apps can help me to manage my 

study. 

     

Q9 Mobile technology can help me to do my 

coursework. 

     

Q10 Mobile technology can help me to 

develop my learning skills. 

     

 

In order to explore studentsô attitudes toward using mobile technology, we 

established measures. They are presented in Table 3.  

Table 3. Measures of students attitudes towards using mobile technology 

Questions Measure  

Q1, Q8, Q9 perceiving of the usefulness of using the mobile devices 

in their study 

Q2 and Q6 communicating with colleagues and instructors  

Q3, Q5 and Q7 information and materials access, retrieval and 

exchange 

Q4 and Q10 perceiving of self-improvement, and development of 

their learning processes and skills 
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According to Ardies et al. (2014, pp. 1-23), the questions were randomized 

in order to avoid the bias due to the grouped questions that covers the same 

theme which might influence each other. 

RESULTS AND DISCUSSION 

The collected data were analyzed using the Statistical Package for Social 

Science (SPSS). First, normal distribution was approved by Kolmogorov-

Smirnov test. Then, reliability test, for the ten independent variables that 

represent the attitudes, has been checked by calculating Cronbach's alpha 

(Ŭ=0,875). 

The first part of survey that deal with studentsô personal information 

revealed that in total sample 67% were female students as compared to the 33% 

of male students. 81% of the students age ranges between 19 and 24, 13% are 

between 25 and 29 years old and 6% are older than 29.  62% of students were 

form Management major, 21% form Economy major and 17% form IT major. 

All the students are studying at the undergraduate level. 

By analyzing the students' mobile technology information, from the second 

part of survey, results have shown that 99% of students own some kind of 

mobile technologies (smartphone, tablet) and only 1% of the students do not 

have any of them; 84% of the students are using their mobile devices 

(smartphone, tablet or laptop) for browsing the Web, accessing social networks 

or their emails while 16% of them were using their mobile devices in their 

education; 85% of the students are using their mobile devices in their study 

while only 15% do not do so.  

The rest of this section presents the findings that answer the research 

questions.  

 

RQ1: Is there any significant difference among the students' attitudes 

towards the use of mobile technologies in terms of gender? 

In order to examine first research question an independent samples t-test 

was carried out. The results are presented in Table 4: 

Table 4 ï Results of t-test 

 Gender N Mean SD t p 

Attitudes Male 35 3.623 1.132 1.012 0.104
*  

 Female 72 3.212 0.931   
*
Significant at (p<0.05). 

 

Results of an independent samples t-test shows that there is no statistically 

significant difference between genders regards to students attitudes towards 
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using mobile technology in learning process. One of the explanations of such 

results could be that a great number of university students today are now part of 

the ñMillennialò generation that grow up with digital media in multiple forms 

and they are extremely adept to use multiple mobile devices regardless to their 

gender.  

This findings are consistent with the findings of Al -Emran, M., Elsherif, H. 

M., & Shaalan, K. (2016, 93-102) who target students form Oman and UAE, 

Khaddage and Knezek (2013, pp. 256-258) (who intended students from 

Midwestern University in USA and students from Higher College of 

Technology in UAE), Yang (2012, pp. 148-154) (who targeted students at the 

Engineering Department at the Technical University in Taiwan) and Cavus 

(2011, pp. 1469-1474) (who targeted students at Computer Information Systems 

Department at Near East University).  

 

RQ2: Is there any significant difference among the students' attitudes 

towards the use of mobile technologies in terms of their major? 

In order to examine whether there is any significant difference in the 

students' attitudes towards the use of mobile technologies with regard to their 

major, one-way ANOVA was used with Turkeyôs post hoc test. The results are 

shown in Table 5.  

Table 5. One-way ANOVA and post hoc comparisons for major 

  Education major  post hoc comparisons 

Question 

IT 

 (1) 

Management 

(2) 

Economy 

(3) 

 1 vs. 

2 

1 vs. 

3 
2 vs. 3 

 

M SD M SD M SD p p p p 

Q1 3.42 0.506 3.39 0.488 3.29 0.951 0.097 0.132 0.101 0.086 

Q2 3.63 1.134 3.42 1.311 3.86 1.345 0.271 0.324 0.060 0.321 

Q3 4,1 0.816 3.93 1.115 4.01 0.756 0.314 0.125 0.081 0.354 

Q4 3.13 1.044 3.51 1.215 3.71 1.113 0.098 0.432 0.121 0.367 

Q5 3.93 1.512 4.03 0.985 3.95 0.816 0.143 0.354 0.324 0.211 

Q6 3.46 1.069 3.83 1.115 3.71 1.604 0.232 0.234 0.143 0.311 

Q7 3.86 1.069 3.75 1.138 3.97 1.604 0.325 0.123 0.234 0.075 

Q8 3.17 1.267 3.14 1.345 3.56 1.604 0.354 0.416 0.264 0.254 

Q9 2.89 0.871 2.67 0.488 3.71 0.426 0.265 0.115 0.092 0.304 

Q10 3.14 0.962 3.45 0.892 3.12 1.092 0.092 0.287 0.102 0.187 

 

The result presented in Table 6 indicated that there is no significant 

difference in the students' attitudes towards the use of mobile technologies with 
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regard to their major. It can be concluded that mobile technology can be adopted 

by all students from different majors without any additional special features. 

This findings are consistent with the findings of Taleb and Sohrabi (2012, 

pp. 1102-1109) (who targeted students of Psychology and Educational Science 

in Islamic Azad University of South Tehran in Iran) and Al -Emran, M., 

Elsherif, H. M., & Shaalan, K. (2016, pp. 93-102) who target students form 

Oman and UAE, 

RQ3: Is there any significant difference among the students' attitudes 

towards the use of mobile technologies in terms of in terms of their age? 

In order to examine whether there is any significant difference in the 

students' attitudes towards the use of mobile technologies with regard to their 

age, one-way ANOVA was used with Turkeyôs post hoc test. The results are 

shown in Table 6.  

Table 6 - One-way ANOVA and post hoc comparisons for age groups 

  Age groups   post hoc comparisons 

Question 19-24 (1)  25-29 (2) 

Above 29 

(3)  

1 vs. 

2 

1 vs. 

3 

2 vs. 

3 

 

M SD M SD M SD p p p p
 

Q1 3.32 0.823 3.38 0.495 3.72 0.516 0.077 0.651 0.201 0.186 

Q2 3.43 1.059 3.13 1.727 3.38 1.061 0.341 0.752 0.161 0.421 

Q3 3.81 0.632 4.35 1.389 4.04 0.756 0.134 0.723 0.181 0.354 

Q4 2.63 0.916 3.48 1.282 3.25 1.054 0.191 0.092 0.321 0.367 

Q5 3.87 0.949 3.93 1.195 3.87 1.195 0.245 0.341 0.314 0.211 

Q6 3.63 1.408 3.88 1.246 3.43 1.101 0.431 0.342 0.143 0.251 

Q7 3.98 1.302 3.92 1.101 4 1.309 0.125 0.543 0.434 0.375 

Q8 3.13 1.356 3.38 1.302 3.5 1.269 0.454 0.423 0.164 0.254 

Q9 3.65 0.471 3.75 0.463 3.37 0.991 0.164 0.655 0.121 0.304 

Q10 3.01 0.923 3.29 1.092 3.47 1.087 0.092 0.113 0.212 0.187 

 

The result presented in Table 6 revealed that there is no significant 

difference in the students' attitudes towards the use of mobile technologies with 

regard to their age. Results demonstrated positive attitudes by the students 

towards mobile technologies with non-significant differences in mean. It can be 

concluded that students (with regard to their age) are motivated and encouraged 

to use mobile technology in learning. 

This findings is consistent with the findings of Alwraikat, (2017, pp. 114-

135) (who target the group at The University of Jordan).  
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RQ4: What is the students' attitudes towards mobile technology? 

By analyzing the students' attitudes towards mobile technology, it has been 

found that the total average score of the students' attitudes was (3.51). The score 

average of their usefulness perception of using mobile devices in their study 

was (3.30), their perception of its role in supporting communication with 

colleagues and instructors has achieved the highest average score (3.54), while 

the average score of the perception of facilitating information and materials 

access, retrieval and exchange was (3.96), and the average score of the 

perception of the self-improvement and the development of their learning 

processes and skills was (3.27) (Table 7). 

Table 7. Students' attitudes towards mobile technology 

Questions Measure  Average 

Q1, Q8, Q9 perceiving of the usefulness of using the mobile 

devices in their study 

3.30 

Q2 and Q6 communicating with colleagues and instructors  3.54 

Q3, Q5 and 

Q7 

information and materials access, retrieval and 

exchange 

3.96 

Q4 and Q10 perceiving of self-improvement, and development of 

their learning processes and skills 

3.27 

  

According to the results presented in Table 7, it can be concluded that 

majority of students agree that mobile technologies are helpful in information 

and materials access, retrieval and exchange and for communication with 

colleagues and instructors. Even though the score average for two other factors 

are slightly lower, the total average scores of students` attitudes indicate that the 

students` are very optimistic regarding use of mobile technologies. 

This findings are consistent with the findings of other authors who have 

reported that mobile devices are used primarily by students for self-regulated 

learning (Sevillano-Garcia and Vazquez-Cano, 2015, pp. 106-118) and to 

enhance learning outside the classroom (Foti, 2014, pp. 58-78).  

CONCLUSION AND FUTUR E WORK  

 

Mobile technologies are becoming more and more popular and useful as 

educational tools across as a means to engage and retain students. Higher 

education institutions and today`s educators have at their disposal a wide array 

of digital technologies that enable them to enhance the teaching and learning 

process. In other to embrace the full potential of these new technologies, higher 

education representatives and educators must be aware of present students` 
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attitudes toward using mobile technologies in other to design appropriate 

teaching interventions.  

In this paper, we have highlighted the state-of-the-art mobile technologies 

(smartphones and tablets) in mobile learning regarding students' attitudes 

towards the use of mobile technologies in the higher educational universities. 

The main contribution of this study is to explore the students` attitudes, which 

in turn will support the decision makers in designing the required mobile 

learning infrastructure and educators in creating new contents and learning 

materials that could be accessed through mobile devices and also to fill a gap in 

the individual country-level mobile learning research. 

The factors, like gender, age and major have been taken into concern in 

order to examining students' attitudes. A survey was conducted on a sample of 

107 students from two private universities in Serbia. Different statistical 

analyses have been performed in order to test whether there is any significant 

difference among the students` attitudes towards using mobile technologies in 

learning process with regard to the aforementioned factors. 

Results reviled that 99% of students own some kind of mobile technologies 

(smartphones, tablet) and only 1% of the students do not have any of them; 84% 

of the students are using their mobile devices (smartphone, tablet or laptop) for 

browsing the Web, accessing social networks or their emails while 16% of them 

were using their mobile devices in their education. 85% of the students are 

using their mobile devices in their study while only 15% do not do so. It can be 

concluded that students rely on mobile devices a great lot for information 

retrieval and are highly motivated to continue to use them in the future. So, 

investments in mobile infrastructure and all efforts in creating contents for 

mobile platforms will eventually pay off, increase students` retention and 

enrollment.  

Although no significant difference has been noticed in gender, age and 

majors, the mean scores are very promising for such factors. The results 

indicated that students' genders have positive attitudes towards mobile learning 

with non-significant differences in genders, so it can be adopted by both genders 

without any additional special features. The results also indicated that almost all 

of the majors have positive attitudes towards mobile learning with non-

significant differences in means. Since today`s generations of students are very 

familiar with various kind of mobile technology it can be concluded that for this 

ñMillennial generationò mobile learning is quite appropriate and acceptable way 

of learning since it is complement with their way of living. Results 

demonstrated positive attitudes by the students towards mobile learning with 

non-significant differences with regard to their age, concluding that students of 

all ages are motivated and encouraged to use their mobile technology into their 

learning. The overall conclusion, based on results is that majority of students 

use mobile technology for self-directed learning rather than within classroom or 

for subject-specific studies.  
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As a limitation of this study, we have focused on two private universities in 

Serbia and only 107 students took part in this survey. As a future direction, we 

are intend to improve sampling approach, the instrument, and conduct the same 

research within the other universities in Serbia. Also, qualitative research will 

be included in collecting a data through open questions. According to the results 

of this study, our next step is to modernized universities infrastructure, create 

more appropriate contents for mobile platforms and redefine mobile website 

strategy.  

REFERENCES 

Alrasheedi, M., Capretz, L. F., & Raza, A. (2015). A systematic review of the 

critical factors for success of mobile learning in higher education (university 

students' perspective). Journal of Educational Computing Research, 52(2), 

257ï276. 

Alwraikat, M. A. (2017). Smartphones as a new paradigm in higher education. 

Overcoming obstacles. International Journal of Interactive Mobile 

Technologies (iJIM), 11(4), 114-135.  

Al -Emran, M., Elsherif, H. M., & Shaalan, K. (2016). Investigating attitudes 

towards the use of mobile learning in higher education. Computers in 

Human Behavior, 56, 93-102.  

Ally, M., & Prieto-Bl§zquez, J. (2014). What is the future of mobile learning in 

education? International Journal of Educational Technology in Higher 

Education, 11(1), 142-151 

Alwraikat, M. A., & Al Tokhaim, H. (2014). Exploring the potential of mobile 

learning use among faculty members. International Journal of Interactive 

Mobile Technologies (iJIM), 8(3), 4.  

Ardies, J., De Maeyer, S., Gijbels, D., & van Keulen, H. (2014). Students 

attitudes towards technology. International Journal of Technology and 

Design Education, 1-23. Springer.  

Brantes Ferreira, J., Zanela Klein, A., Freitas, A., & Schlemmer, E. (2013). 

Mobile learning: definition, uses and challenges. In Increasing student 

engagement and retention using mobile applications: Smartphones, Skype 

and texting technologies (pp. 47-82). Emerald Group Publishing Limited.  

Cavus, N. (2011). Investigating mobile devices and LMS integration in higher 

education: student perspectives. Procedia Computer Science, 3, 1469-1474.  

Caudill, J. (2007). The growth of m-learning and the growth of mobile 

computing: Parallel developments. International Review of Research in 

Open and Distance Learning, 8(2), p.1-13 

Chu, H. C. (2014). Potential Negative Effects of Mobile Learning on Students' 

Learning Achievement and Cognitive Load--A Format Assessment 

Perspective. Journal of Educational Technology & Society, 17(1).  

Crompton, H., & Burke, D. (2018). The use of mobile learning in higher 

education: A systematic review. Computers & Education, 123, 53-64.  

Ferguson, M. J., & Bargh, J. A. (2004). How social perception can automatically 



EEE 2018   

25 

 

influence behavior. Trends in Cognitive Sciences, 8(1), 33ï39.  

Foti, M. K. (2014). Mobile learning: How students use mobile devices to 

support learning. Journal of Literacy and Technology, 15(3), 58-78.  

Frohberg, D., Goth, C., & Schwabe, G. (2009). Mobile Learning projects. A 

critical analysis of the state of the art, Journal of Computer Assisted 

Learning, 25, 307-331  

Furi·, D., Juan, M. C., Segu², I., & Viv·, R. (2015). Mobile learning vs. 

traditional classroom lessons: a comparative study. Journal of Computer 

Assisted Learning, 31(3), 189-201.  

Georgiev, T., Georgieva, E., & Trajkovski, G. (2006, June). Transitioning from 

e-Learning to m-Learning: Present issues and future challenges. In Software 

Engineering, Artificial Intelligence, Networking, and Parallel/Distributed 

Computing, 2006. SNPD 2006. Seventh ACIS International Conference on 

(pp. 349-353). IEEE. 

Gerasimovic, M., Stanojevic, Lj., Bugaric, U., Miljkovic, Z., Veljovic A., 

(2011). Using Artificial Neural Networks for Predictive Modeling of 

Graduates` Professional Choice, New Educational Review, 23/2011, p. 175-

188.  

Henderson, S. and Yeow, J. (2012) óIpad in education: A case study of IPad 

adoption and use in a primary school.ô 45th Hawaii International Conference 

on System Science (HICSS),78-87.   

Hyman, J. A., Moser, M. T., & Segala, L. N. (2014). Electronic reading and 

digital library technologies: Understanding learner expectation and usage 

intent for mobile learning. Educational Technology Research and 

Development, 62(1), 35-52.  

Hwang, G. J., & Tsai, C. C. (2011). Research trends in mobile and ubiquitous 

learning: A review of publications in selected journals from 2001 to 2010. 

British Journal of Educational Technology, 42(4), E65-E70. 

ITU (2016). ICT facts and Pictures 2016. Geneva, Switzerland: International 

Telecommunications Union. Retrieved August, 2018 from 

http://www.itu.int/en/ITU-D/ 

Statistics/Documents/facts/ICTFactsFigures2016.pdf.  

Kaliisa, R., & Picard, M. (2017). A systematic review on mobile-learning in 

higher education: The African perspective. The Turkish Online Journal of 

Educational Technology. 16(1), 1ï13.  

Khaddage, F., & Knezek, G. (2013). iLearn via mobile technology: a 

comparison of mobile learning attitudes among university students in two 

nations. In Advanced learning technologies (ICALT), 2013 IEEE 13th 

international conference, pp. 256-258. IEEE.  

Liaw, S. S., & Huang, H. M. (2012). A case of study of investigating users' 

acceptance toward mobile learning. In Recent progress in data engineering 

and internet technology (pp. 299-305). Heidelberg: Springer Berlin.  

Looi, C.-K., Lim, K. F., Pang, J., Koh, A. L. H., Seow, P., Sun, D., Boticki, I., 

Norris, C. and Soloway, E. (2016) óBridging formal and informal learning 

http://www.itu.int/en/ITU-D/


 

 

26 

 

with the use of mobile technology.ô In: Chai, S. C., Lim, P. C. and Tan, M. 

C. (eds.) Future learning in primary schools: A Singapore perspective. 

Singapore: Springer.  

Low, L., & OôConnell, M. (2006, September). Learner-centric design of digital 

mobile learning. In Proceedings of the OLT Conference (pp. 71-82). 

Miljkoviĺ, Z., Gerasimoviĺ, M., Stanojeviĺ, Lj., Bugariĺ, U. (2011) "Using 

Artificial Neural Networks To Predict Professional Movements Of 

Graduates", Croatian Journal of Education, Vol: 13 (3/2011), pages: 117-

141.  

Mobile Learning Network (MoLeNET) (2009). What is mobile learning. 

Retrieved September 2018, from http://www.molenet.org.uk.  

Nortcliffe, A., & Middleton, A. (2013). The innovative use of personal smart 

devices by students to support their learning. In Increasing student 

engagement and retention using mobile applications: Smartphones, Skype 

and texting technologies (pp. 175-208). Emerald Group Publishing Limited.  

Pegrum, M., Oakley, G. and Faulkner, R. (2013) 'Schools going mobile: A study 

of the adoption of mobile handheld technologies in western Australian 

independent schools.ô Australasian Journal of Educational Technology, 

29(1), 66-81.  

Peters, K. (2005, November). Learning on the move: Mobile technologies in 

business and education. Canberra: Commonwealth of Australia. Retrieved 

from 

http://pre2005.flexiblelearning.net.au/projects/resources/2005/Learning%20

on%20the%20move_final.pdf. Accessed on September 2018. 

Pew (2017). Mobile fact sheet. Retrieved January, 2017 from Pew Research 

Center http://www.pewinternet.org/fact-sheet/mobile/.  

Pimmer, C., Mateescu, M., & Grohbiel, U. (2016). Mobile and ubiquitous 

learning in higher education settings: A systematic review of empirical 

studies. Computers in Human Behavior, 63, 490ï501.  

Poushter, J. (2016). Smartphone ownership and Internet usage continues to 

climb in emerging economies. Retrieved August 2018 from 

http://www.pewglobal.org/2016/02/22/smartphone-ownership-and-internet-

usage-continues-to-climb-in-emerging-economies/.  

Rakiĺ Beba i Rakiĺ Mira (2012). Studija sluļaja ï nastavna metoda za teorijska i 

praktiļna znanja u oblasti ekonomskih nauka, Teme, broj 1, januar-mart, str. 

291-304. 

Rakic Beba, Rakic Mira (2013). Marketing challenges at the beginning of the 

21st century, Actual Problems of Economics, No 10 (148) 446-455.  

Ramshirish, M., & Singh, P. (2006). e-Learning: tools and technology. 

Proceedings for the DRTC Conference on ICT for the Digital Learning 

Environment. January 11-13, Bangalore, India. Retrieved September, 2018 

from: https://drtc.isibang.ac.in/bitstream/1849/226/1/paperS_prachi_ram.pdf 

Sevillano-Garcia, M. L. and Vazquez-Cano, E. (2015). The impact of digital 

mobile devices in higher education, Educational Technology & Society, 

http://www.molenet.org.uk/
http://www.pewinternet.org/fact-sheet/mobile/


EEE 2018   

27 

 

18(1), p.106-118.  

Sharples, M. (2000). The design of personal mobile technologies for lifelong 

learning. Computers & Education, 34, 177-193.  

Sharples, M., Taylor, J., & Vavoula, G. (2005, October). Towards a theory of 

mobile learning. In Proceedings of mLearn, Vol. 1, No. 1, pp. 1-9.  

Stanojeviĺ, Lj., RanĽeloviĺ, M. (2018), The effect of web-based classroom 

response system on students learning outcomes: results from programming 

course, Megatrend review, Vol. 15 (2), str. 213-232  

Sung, Yao-Ting, Kuo-En Chang, and Tzu-Chien Liu. (2016). The effects of 

integrating mobile devices with teaching and learning on students' learning 

performance: A meta-analysis and research synthesis. Computers & 

Education 94 (2016): 252-275.  

Taleb, Z., & Sohrabi, A. (2012). Learning on the move: the use of mobile 

technology to support learning for university students. Procedia-Social and 

Behavioral Sciences, 69, p. 1102-1109.  

Traxler, J. (2007). Defining, discussing and evaluating mobile learning: The 

moving finger writes and having writ. The International Review of Research 

in Open and Distance Learning, 8(2).  

Viberg, O., & Grºnlund, ¡. (2017). Understanding studentsô learning practices: 

challenges for design and integration of mobile technology into distance 

education. Learning, Media and Technology, 42(3), 357-377.  

Yang, S. H. (2012). Exploring college students' attitudes and self-efficacy of 

mobile learning. Turkish Online Journal of Educational Technology-TOJET, 

11(4), 148-154.  

Wankel, L. A., & Blessinger, P. (2013). New pathways in higher education: An 

introduction to using mobile technologies. In Increasing student 

engagement and retention using mobile applications: Smartphones, Skype 

and texting technologies (p. 3-17). Emerald Group Publishing Limited.  

Wagner, E. (2005). Enabling mobile learning. EDUCAUSE Review, 40(3), p. 

40ï53 

Winters, N. (2007). What is mobile learning, Big issues in mobile learning, 7-

11. 

Wu, W. H., Jim Wu, Y. C., Chen, C. Y., Kao, H. Y., Lin, C. H., et al. (2012). 

Review of trends from mobile learning studies: a meta-analysis. Computers 

& Education, 59, p. 817-827.



 

28 

 

THE APPLICATION OF MODERN 

INFORMATION -COMMUNICATION 

TECHNOLOGIES IN COMMUNICATION  

WITH STUDENTS TO IMPROVE STUDENTS' 

SATISFACTION 

Ana Skorup
3
 

Gordana Gavric
4
 

ABSTRACT 

Higher education institutions, like all other service companies, must behave in 
accordance with the basic marketing principles, which means that the satisfaction of 
their students should be at the center of their attention and all their activities. Numerous 
research have shown that students' satisfaction has a positive impact on student 
motivation and attendance, as well as on attracting future students and increasing the 
income of higher education institutions. As the number of competitors grows in higher 
education every day, it is necessary to have an approach in which the client will be in 
the first place. Students want the best service, not only from the teaching staff, but also 
from the others with whom they come in contact during their studies. Research shows 
that there are many factors that influence students' satisfaction (teaching process, 
learning mechanisms, student expectations, image of higher education, communication, 
etc.), and that the impact of these factors on students' satisfaction increases significantly 
with the use of modern information and communication technology (ICT). For this 
reason, the authors of this paper especially dealt with the question of the impact of the 
application of modern ICT used in communicating with students on their satisfaction 
with the educational service. The theoretical aim of the research conducted by the 
authors of this paper among students is to indicate the modules of modern ICT-based 
communication that students apply. The social aim of the research is to help higher 
education institutions, primarily the Faculty of Business Economics and 
Entrepreneurship from Belgrade and the College of Profesional Studies "Radomir 
Bojkovic PhD" from Krusevac, in redefining the strategy of communication to the 
current trends of modern society, and to give recommendations for communication with 
students in order to improve the level of their satisfaction, create a positive image and 
improve the business.  

Key words: Education, Students' Satisfaction, Communication, Information And 
Communication Technologies  
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INTRODUCTION  

The environment in the sphere of higher education is changing more and 

more rapidly. The number of higher education institutions is constantly 

increasing, so we can say that competition is becoming more and more intense 

every day, both at the local and global level. According to (Gavriĺ & 

Majdareviĺ, 2014, pp. 592), the modern way of doing business has become a 

kind of hazard, and it awakened the spirit of competition between these 

institutions. 

What is also evident at the higher education institutions in Serbia is the 

drop in the number of enrolled students, as a result of the decline in birth rates, 

which has led many higher education institutions to lose their battle in the 

education market. A small number of potential students is probably the most 

serious challenge higher education institutions in Serbia are facing nowadays. 

The survival of private higher education institutions on education market 

depends exclusively on themselves or the number of enrolled students. 

Permanent identifying students needs and expectations is becoming their 

primary preoccupation. Only those higher education institutions that behave in 

line with the basic marketing principle (consumers in the first place) have a 

chance of survival in a market game. In other words, in contemporary 

circumstances in the education sector, identifying consumer needs should be the 

starting and end point of the activities of educational institutions. 

A new task has been set up before the management of higher education 

institutions in Serbia, which is to familiarize themselves with their market, and 

strive to ensure that the quality of study programs and services they provide 

attract a sufficient number of students. Identifying the needs and wishes of 

students and their satisfaction will lead to a better image of the institution and 

its positioning among potential beneficiaries. Gavin believes that university 

prestige or reputation is more important for students when making a decision on 

quality of service, but he suggests that universities focus primarily on measuring 

the quality of service they have received in order to differentiate their service 

from a competitive one (Durvasula, Lysonski, 2011, p. 33-46) (Gajiĺ, 2011, pp. 

72). 

Service marketing is gaining in its growing importance. The central place in 

this sphere of marketing occupies the interaction between the service provider 

and the service user. Communication has thus become a key item in marketing 

activities. For this reason, the aim of this paper is to examine the ways of 

modern communication that students from the Faculty of Business Economics 

and Entrepreneurship from Belgrade and the College of Profesional Studies 

"Radomir Bojkovic PhD" from Krusevac prefer and based on this, to make 

recommendations for the management of these two higher education institutions 

in order to (re)define a communication strategy that will positively affect the 

quality of the service and increase the satisfaction of students, and consequently 

the image of the institutions themselves. 
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STUDENTS SATISFACTION  

The survival of private high-school institutions depends solely on 

themselves or the number of enrolled students. The struggle for each student has 

become their everyday life. For this reason, they have to adapt to changes in the 

environment and to modern business principles. According to them the 

consumer must be in the first place. In case of education, those are students - 

users of educational services. Students are those whose needs and desires must 

be permanently identifyed and must be answered. 

When selecting what university to enroll, students mainly want to choose 

one that will enable them to obtain a diploma that is recognized in society and 

has degree programs that are modern and allow the acquisition of practically 

usable knowledge. In other words, students primarily expect study programs 

that will best prepare them for the business world. After enrollment, it is 

inevitable to expect the best service, not only from the teaching staff, but also 

from other staff with whom they come in contact during the study. The 

interaction with of the administrative staff with students  and their service will 

affect the overall picture of the faculty in the eyes of students, who will spread 

their voice about the university and thus nurture her image in society. Potential 

students create an image of a higher education institution on the basis of the 

information they receive about it and the image that the institution has created in 

public, and on that basis make a final decision on enrollment. 

According to (Stankov, Joviļiĺ & Marjanski Laziĺ, 2016, pp. 43), the 

intensification of competition in the higher education market is increasingly 

emphasizing the importance of the application of service management and 

service marketing in the systems of management of higher education 

institutions. In modern society, marketing in education has an extended 

dimension, such as attracting funding sources, building image of the institution 

and the like, but with the focus of attracting students (Maringe, Gibbs, 2009, pp. 

44). 

Marketing orientation implies that the main task of each (educational) 

institution is to establish the needs and desires of the target markets and to 

satisfy them through communication, prices and delivery of adequate, 

competitive and vital programs and services (Gliġoviĺ, 2003, pp. 250-251). 

According to Grºnroos, the marketing goal should be the development of long-

term relationships with students, because they are the most valuable resources of 

the university (Jurkowitsch, Vignali, Kaufmann, 2006, p. 10) (Gajiĺ, 2011, 

pp.74). Organizations leveraging on service quality capabilities have reported 

competitive advantages such as increasing retention and loyalty (Ruyter, 1997; 

Shemwell, Yavas & Bilgin, 1998; Alexandris, Dimitriadis & Markate, 2002) 

(Chuah, Sri Ramalu, 2011, pp2). Also, according to (Dimitrijeviĺ Lj., 

Cogoljeviĺ M., 2105, pp. 16) the implementation of marketing is helping large 

and small systems to modernize its appearance and identity on the market. 
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Numerous studies had been conducted on service quality and customer 

satisfaction in the marketing/management field for the past 30 years. Despite 

this development, limited research has been done in education field. Few 

noticeable research on service quality in higher education institutions are those 

of Hishamuddin, Azleen, Rahida and Mohd Zulkeflee (2008), Nek Kamal, 

Azman, Zubrina and Salomawati (2009), and Muhammad, Rizwan and Ali 

(2010). Findings from these studies reported that studentôs satisfaction towards 

services provided by the university is crucial determinants of institutional 

survival and excellence. Nek Kamal et al. (2009) for instance emphasizes that 

the proper use of dimensions in service quality in providing services will 

increases the studentôs perception towards the value of services. For example, 

the tangibility of facilities within the institution is important in creating the 

image of excellence of the institutions (Muhammaed, Rizwan & Ali, 2010). 

This finding echoed in Landrum (2007) whereby service quality found to be an 

important element that determines the success of an institution (Chuah, Sri 

Ramalu, 2011, pp 2). 

A high education institution with an adequately designed communication 

strategy will promote interaction between students and teaching staff, develop 

relationships based on mutual trust and respect, meet expectations and provide a 

high level of satisfaction of educational service users. ICTs have made a lot of 

positive in improving communication, in terms of mass accessibility, time of 

communication (online, offline), communication speed, possibilities of 

combining various multimedia forms, ease of communication, and others 

(Krstiĺ, Skorup, Gavriĺ, 2018, pp. 56). 

The fact is that ICT is one of the fastest growing branches in the world. 

According to relevant macroeconomic analyzes, ICT was responsible for 50% 

of productivity growth in the economy in the decade 1994-2004. (Reding, 

2008), causing even rapid social changes (Peġikan, 2016, pp. 32). ICT also 

provides many opportunities to enhance the quality of educational services. 

Thanks to them, the public has the opportunity to get information on events at 

the university in a very short time through websites, profiles on social networks, 

and through mobile applications of higher education institutions. 

Modern universities strive to continuously monitor market developments, 

build relationships with students, invest in marketing research, respond 

effectively to changes in the environment, and become innovators.  

RESEARCH METHODOLOGY   

As it was mentioned earlier, the aim of this paper is to examine the ways of 

modern communication that students from the Faculty of Business Economics 

and Entrepreneurship from Belgrade and the College of Profesional Studies 

"Radomir Bojkovic PhD" from Krusevac prefer and based on this, to make 

recommendations for the management of these two higher education institutions 

in order to (re)define a communication strategy. 
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The above mentioned survey was conducted by applying the written 

interviewing technique. A questionnaire in the form of the Likert scale for 

measuring attitudes has been used (1  - very little extent, 2  - little extent, 3 - 

some extent, 4  - great extent, 5 - very great extent). With each question, 

respondents were given the option "other" with the possibility to add their 

answer. The questionnaire was distributed in direct contact with the 

respondents. The obtained data were processed, analyzed and interpreted by 

applying the IBM SPSS Statistics 21 program. 

In order to elucidate which communication means students of the Faculty 

of Business Economics and Entrepreneurship from Belgrade and the College of 

Profesional Studies "Radomir Bojkovic PhD" from Krusevac use and in what 

purpose, a research study was conducted on a sample of 214 randomly selected 

respondents, students from both institutions. The data were being collected from 

November 2017 to June 2018. 

The respondents evaluated to what extent they use certain means of 

communication, to what extent they use them in private and business 

communication, for what purpose they use social networks and the usefulness of 

modern means of communication. 

The respondentsô answers to the above-mentioned questions were used to 

test the following three research hypotheses: 

H1: Students have a positive attitude on modern means of communication. 

H2: Students have a positive attitude on the use of modern means of 

communication in formal communication. 

H3: There is a difference in the degree of use of modern means of 

communication in formal communication between students of the Faculty of 

Business Economics and Entrepreneurship from Belgrade and the College of 

Profesional Studies "Radomir Bojkovic PhD" from Krusevac. 

In order to test Hypothesis 1 and 2, aimed at analyzing studentsô opinion 

about modern communication means, a descriptive analysis was applied. In 

order to test Hypothesis 3, aimed at analyzing differences between students of 

the Faculty of Business Economics and Entrepreneurship from Belgrade and the 

College of Profesional Studies "Radomir Bojkovic PhD" from Krusevac, the 

independent sample t-test was applied. 

The research involved 102 male respondents (47.7%) and 112 female 

respondents (52.3%), Picture 1. 
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Picture 1. Structure of the sample by 

gender 

 

Picture 2. Structure of the sample by 

institution 

When it comes to the structure of the sample in relation to the higher 

education institution in which the respondents are studying, 123 respondents 

(57%) are students of the Faculty of Business Economics and Entrepreneurship 

from Belgrade, while 91 respondents (43%) are students of the College of 

Profesional Studies "Radomir Bojkovic PhD" from Krusevac, Picture 2. 

Half of the total number of respondents (107, ie 50%) belongs to the age 

structure of 18-25 years,  59 respondents (27.6%) are of age from 25-30 years, 

22 respondents (10.3%) from 30-35 years, 18 of them belong to the age 

structure of 35-40 years, while the smallest number of respondents (5) have 40-

45 years (2.3%) and 50-55 years of age (3 repondents, ie 1.4%), Picture 3. 

 

Picture 3. The age structure of the sample 

DISCUSSION OF RESEARCH FINDINGS  

This chapter gives detailed results of the research, which include the 

respondents evaluation: 

¶ to what extent they use certain modern means of communication,  

¶ to what extent they use them in private communication 

¶ to what extent they use them in formal communication,  

¶ for what purpose they use social networks and  

¶ the usefulness of modern means of communication. 
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The use of the certain modern means of communication by students 

 

Table 1 presents the data about the central tendency (the mean) and the 

standard deviation relating to the means of communication students use, for the 

sample size of N = 214 respondents. 

Table 1. Descriptive Statistics: The use of the certain modern means of 

communication by students 

Descriptive Statistics 

Means of 

communication 
N Minimum  Maximum Mean Std. Deviation 

Phone 214 1 5 1,56 ,869 

Mobile phone 214 3 5 4,71 ,573 

Social networks 214 1 5 4,08 1,104 

E-mail 214 1 5 3,74 1,015 

Other 214 1 5 1,54 1,042 

Valid N (listwise) 214     

 

The obtained results show that respondents to a great extent use mobile 

telephony as a means of communication (the average score is 4.71), to a 

significant extent use social networks (4.08) and e-mail (3.74), while the fixed 

telephone (1.56) and other means of communication (1.54) use a little, Table 2. 

The respondents did not specify what other means of communication were. 

Table 2 accounts for the descriptive statistics, comparing the results for the 

above mentioned questions of the students of  Faculty of Business Economics 

and Entrepreneurship (FBEE) and the College of Profesional Studies "Radomir 

Bojkovic PhD" from Krusevac (CPS).  

According to the obtained results, all evaluated means of communication 

are better rated by the students of the College of Profesional Studies "Radomir 

Bojkovic PhD" from Krusevac. 

Table 2. Descriptive Statistics:  

The use of the certain modern means of communication by students (comparing) 

Descriptives 

Means of 

communication 
N Mean 

Std.  

Deviation 
Std. Error  

Phone 

FBEE 123 1,50 ,843 ,076 

CPS 91 1,64 ,901 ,094 

Total 214 1,56 ,869 ,059 
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Mobile 

phone 

FBEE 123 4,66 ,612 ,055 

CPS 91 4,78 ,512 ,054 

Total 214 4,71 ,573 ,039 

Social 

networks 

FBEE 123 4,05 1,062 ,096 

CPS 91 4,12 1,163 ,122 

Total 214 4,08 1,104 ,075 

E-mail 

FBEE 123 3,63 1,066 ,096 

CPS 91 3,88 ,929 ,097 

Total 214 3,74 1,015 ,069 

Other 

FBEE 123 1,41 ,848 ,076 

CPS 91 1,73 1,239 ,130 

Total 214 1,54 1,042 ,071 

 

Table 3 reveals the results of the t-test for independent samples. The first 

part of the table shows the results of Leveneôs test of the variances equality. The 

outcome of this test determines whether the t-value is used when the equality of 

the variance (Sig> 0.05) or the t-value is implied, when the equality of the 

variance (Sig<0.05) is not implied. 

The results of the independent sample t-test provided in Table 3 point out 

that statistically significant differences exist only in cases where respondents 

could respond if they use some other means of communication. Respondents did 

not write their answers to this question.  

We can conclude that the statistically significant difference between 

students of the Faculty of Business Economics and Entrepreneurship and the 

College of Profesional Studies "Radomir Bojkovic PhD" from Krusevac 

regarding the means of communication they use does not exist, the Table 3. 
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Table 3. Independent Samples Test:  

The use of the certain modern means of communication by students 

Independent Samples Test 

Means of  

communication 

Levene's Test 

for Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. (2-

tailed) 

Mean 

Differenc

e 

Std. Error 

Differenc

e 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

Phone 

Equal variances 
assumed 

,488 ,486 
-

1,110 
212 ,268 -,133 ,120 -,370 ,103 

Equal variances 

not assumed 

  -

1,099 

186,64

7 
,273 -,133 ,121 -,372 ,106 

Mobile 

phone 

Equal variances 
assumed 

7,871 ,005 
-

1,540 
212 ,125 -,122 ,079 -,277 ,034 

Equal variances 

not assumed 

  -

1,581 

208,72

4 
,115 -,122 ,077 -,273 ,030 

Social 

network
s 

Equal variances 
assumed 

,989 ,321 -,471 212 ,638 -,072 ,153 -,374 ,229 

Equal variances 

not assumed 

  
-,465 

183,79

5 
,642 -,072 ,155 -,378 ,234 

E-mail 

Equal variances 

assumed 
5,388 ,021 

-

1,754 
212 ,081 -,245 ,140 -,520 ,030 

Equal variances 

not assumed 

  -

1,791 

206,29

6 
,075 -,245 ,137 -,515 ,025 

Other 

Equal variances 

assumed 
17,932 ,000 

-

2,234 
212 ,027 -,319 ,143 -,600 -,037 

Equal variances 

not assumed 

  -

2,115 

149,88

6 
,036 -,319 ,151 -,617 -,021 

 

The use of the certain means of communication by students in private 

communication 

Table 4 presents the data about the central tendency (the mean) and the 

standard deviation related to the means of communication used by respondents 

in private communication, for the sample size of N = 214 respondents. 

Table 4. Descriptive Statistics: The use of the certain means of communication 

by students in private communication 

Descriptive Statistics 

Means of  

communication 
N Minimum  Maximum Mean Std. Deviation 

SMS 214 1 5 3,42 1,167 

Viber, WhatsApp, Skype, Messenger 214 1 5 4,38 ,960 

Social networks 214 1 5 3,87 1,209 

Email 214 1 5 3,46 1,169 

Phone calls 214 1 5 3,84 1,196 

Letter 214 1 5 1,26 ,708 

Other 214 1 5 1,29 ,758 

Valid N (listwise) 214     
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Table 5. Descriptives: The use of the certain means of communication by 

students in private communication (comparing) 

Descriptives 

Means of  

communication 
N Mean 

Std. 

Deviation 
Std. Error  

SMS 

FBEE 123 3,41 1,108 ,100 

CPS 91 3,43 1,248 ,131 

Total 214 3,42 1,167 ,080 
Viber, 

WhatsApp, 

Skype, 
Messenger 

FBEE 123 4,27 1,056 ,095 

CPS 91 4,53 ,794 ,083 

Total 214 4,38 ,960 ,066 

Social 

networks 

FBEE 123 3,89 1,216 ,110 

CPS 91 3,86 1,207 ,127 

Total 214 3,87 1,209 ,083 

EMail 

FBEE 123 3,24 1,229 ,111 

CPS 91 3,77 1,012 ,106 

Total 214 3,46 1,169 ,080 

Telephone 

FBEE 123 3,82 1,153 ,104 

CPS 91 3,87 1,258 ,132 

Total 214 3,84 1,196 ,082 

Letter 

FBEE 123 1,22 ,684 ,062 

CPS 91 1,31 ,741 ,078 

Total 214 1,26 ,708 ,048 

Other 

FBEE 123 1,24 ,615 ,055 

CPS 91 1,37 ,915 ,096 

Total 214 1,29 ,758 ,052 

 

In general, respondents in private communication to a great extent use 

applications such as Viber, WhatsApp, Skype, Messenger (average score 4.38), 

and also social networks (average score 3.87) and phone calls (average score 

3.84). Respondents to some extent use e-mail (3.46) and SMS (3.42) as a means 

of communication for private purposes. Other means of communication (1.29), 

as well as letters (1.26), are not used at all by the respondents, Table 4. 

Table 5 accounts for the descriptive statistics for all of the questions 

comparing the scores of the students of the Faculty of Business Economics and 

Entrepreneurship (FBEE) and the College of Profesional Studies "Radomir 

Bojkovic PhD" from Krusevac (CPS). According to the obtained results, it is 

noticeable that all interrogated means of communication used for private 

purposes, except when it comes to using social networks, received better scores 



 

38 

 

from respondents who study at the College of Profesional Studies "Radomir 

Bojkovic PhD" from Krusevac. 

Table 6 reveals the results of the t-test for independent samples. The first 

part of the table shows the results of Levenôs test of the variances equality. The 

outcome of this test determines whether the t-value is used when the equality of 

the variance (Sig> 0.05) or the t-value is implied, when the equality of the 

variance (Sig<0.05) is not implied. 
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Table 6. Independent Samples Test:  

The use of the certain means of communication by students in private 

communication 

Independent Samples Test 

Means of  

communication 

Levene's Test 

for Equality 

of Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. (2-

tailed) 

Mean 

Differen
ce 

Std. Error 

Differenc
e 

95% Confidence 
Interval of the 

Difference 

Lower Upper 

SMS 

Equal 
variances 

assumed 

2,102 ,149 -,136 212 ,892 -,022 ,162 -,341 ,297 

Equal 
variances not 

assumed 

  
-,134 

180,24

6 
,894 -,022 ,165 -,347 ,303 

Viber, 

WhatsA
pp, 

Skype, 

Messeng
er 

Equal 
variances 

assumed 

11,97

3 
,001 

-

1,965 
212 ,051 -,259 ,132 -,519 ,001 

Equal 

variances not 
assumed 

  
-

2,049 

211,94

2 
,042 -,259 ,126 -,508 -,010 

Social 
networks 

Equal 

variances 
assumed 

,004 ,948 ,173 212 ,863 ,029 ,168 -,301 ,359 

Equal 

variances not 

assumed 

  

,173 
194,85

0 
,863 ,029 ,167 -,301 ,359 

EMail 

Equal 

variances 

assumed 

5,216 ,023 
-

3,379 
212 ,001 -,533 ,158 -,845 -,222 

Equal 
variances not 

assumed 

  
-

3,478 

209,52

0 
,001 -,533 ,153 -,836 -,231 

Telepho

ne 

Equal 
variances 

assumed 

1,882 ,172 -,284 212 ,777 -,047 ,166 -,374 ,280 

Equal 
variances not 

assumed 

  
-,280 

184,11

8 
,780 -,047 ,168 -,378 ,284 

Letter 

Equal 

variances 
assumed 

2,087 ,150 -,900 212 ,369 -,088 ,098 -,281 ,105 

Equal 

variances not 
assumed 

  

-,889 
185,03

5 
,375 -,088 ,099 -,284 ,107 

Other 

Equal 

variances 

assumed 

7,088 ,008 
-

1,317 
212 ,189 -,138 ,105 -,344 ,068 

Equal 

variances not 

assumed 

  
-

1,245 
148,07

5 
,215 -,138 ,111 -,357 ,081 

The results of the independent sample t-test provided in Table 6 point out 

that statistically significant differences exist in questions relating to the use of 
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applications such as Viber, WhatsApp, Skype, Messenger and e-mail in private 

communication for the benefit of students of the College of Profesional Studies 

"Radomir Bojkovic PhD" from Krusevac. We can conclude that the students of 

this institution use the aforementioned means of communication more often in 

private communication than their colleagues from the Faculty of Business 

Economics and Entrepreneurship. 

THE USE OF THE CERTAIN MEANS OF  

COMMUNICATION BY STU DENTS IN FORMAL  

COMMUNICATION  

Table 7 presents the data about the central tendency (the mean) and the 

standard deviation related to the means of communication that respondents use 

in formal communication, for the sample size of N = 214 respondents.  

The results of the research show that students of the Faculty of Business 

Economics and Entrepreneurship and the College of Profesional Studies 

"Radomir Bojkovic PhD" from Krusevac significantly use telephone calls (3.93) 

and e-mail (average score 3.91) for formal communication. They in some extent 

use applications such as Viber, WhatsApp, Skype, Messenger (3.07), and also 

SMS (2.64) and social networks (2.54), while the letter as a means of formal 

communication is very little used, Table 7. 

Table 7. Descriptive Statistics:  

The use of the certain means of communication by students in formal 

communication 

Descriptive Statistics 

Means of  

communication 

N Minimum  Maximum Mean Std. Deviation 

SMS 214 1 5 2,64 1,372 

Viber, WhatsApp, Skype, Messenger 214 1 5 3,07 1,427 

Social networks 214 1 5 2,54 1,484 

Email 214 1 5 3,91 1,286 

Phone calls 214 1 5 3,93 1,254 

Letter 214 1 5 1,54 1,033 

Other 214 1 5 1,36 ,860 

Valid N (listwise) 214     

 

Table 8 accounts for the descriptive statistics for all of the questions 

between the students of Faculty of Business Economics and Entrepreneurship 

(FBEE) and the College of Profesional Studies "Radomir Bojkovic PhD" from 

Krusevac (CPS). According to the obtained results, it can be concluded that 

only phone calls and letters as a means of communication for formal purposes 

received greater scores from respondents who are studying at the Faculty of 

Business Economics and Entrepreneurship, while other formal communication 
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tools were better rated by students of the College of Profesional Studies 

"Radomir Bojkovic PhD" from Krusevac, Table 8. 

Table 8. Descriptive Statistics:  

The use of the certain means of communication by students in formal 

communication (comparing) 

Descriptives 

Means of communication N Mean Std. Deviation Std. Error  

SMS 

FBEE 123 2,57 1,368 ,123 

CPS 91 2,75 1,379 ,145 

Total 214 2,64 1,372 ,094 

Viber, WhatsApp, Skype, 

Messenger 

FBEE 123 3,02 1,443 ,130 

CPS 91 3,14 1,411 ,148 

Total 214 3,07 1,427 ,098 

Social Networks 

FBEE 123 2,46 1,439 ,130 

CPS 91 2,66 1,544 ,162 

Total 214 2,54 1,484 ,101 

EMail 

FBEE 123 3,78 1,352 ,122 

CPS 91 4,08 1,176 ,123 

Total 214 3,91 1,286 ,088 

Telephone 

FBEE 123 3,94 1,263 ,114 

CPS 91 3,90 1,248 ,131 

Total 214 3,93 1,254 ,086 

Letter 

FBEE 123 1,56 1,103 ,099 

CPS 91 1,52 ,935 ,098 

Total 214 1,54 1,033 ,071 

Other 

FBEE 123 1,29 ,776 ,070 

CPS 91 1,46 ,958 ,100 

Total 214 1,36 ,860 ,059 

 

Table 9 reveals the results of the t-test for independent samples. The first 

part of the table shows the results of Leveneôs test of the variances equality. The 

outcome of this test determines whether the t-value is used when the equality of 

the variance (Sig> 0.05) or the t-value is implied, when the equality of the 

variance (Sig<0.05) is not implied. 
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Table 9. Independent Samples Test: The use of the certain means of 

communication by students in formal communication 

Independent Samples Test 

Means of  

communication 

Levene's Test 
for Equality 

of Variances 

t-test for Equality of Means 

F Sig. t df 
Sig. 
(2-

tailed) 

Mean 
Differen

ce 

Std. 

Error 

Differen

ce 

95% 
Confidence 

Interval of the 

Difference 

Lowe
r 

Upper 

SMS 

Equal 

variances 
assumed 

,020 ,887 -,939 212 ,349 -,178 ,190 -,552 ,196 

Equal 

variances not 
assumed 

  

-,938 
193,16

0 
,350 -,178 ,190 -,553 ,197 

Viber, 
WhatsAp

p, Skype, 

Messenge
r 

Equal 

variances 

assumed 

,455 ,501 -,641 212 ,523 -,127 ,198 -,516 ,263 

Equal 

variances not 

assumed 

  

-,643 
196,41

1 
,521 -,127 ,197 -,515 ,262 

Social 

Networks 

Equal 
variances 

assumed 

,860 ,355 -,994 212 ,321 -,204 ,205 -,609 ,200 

Equal 
variances not 

assumed 

  
-,984 

186,13

8 
,326 -,204 ,207 -,613 ,205 

EMail 

Equal 

variances 
assumed 

5,679 ,018 -1,674 212 ,096 -,296 ,177 -,645 ,053 

Equal 

variances not 
assumed 

  

-1,710 
206,45

8 
,089 -,296 ,173 -,638 ,045 

Telephon
e 

Equal 

variances 

assumed 

,005 ,947 ,242 212 ,809 ,042 ,174 -,300 ,384 

Equal 

variances not 

assumed 

  

,242 
195,35

3 
,809 ,042 ,173 -,300 ,384 

Letter 

Equal 

variances 

assumed 

,630 ,428 ,311 212 ,756 ,044 ,143 -,238 ,327 

Equal 
variances not 

assumed 

  
,319 

207,99

9 
,750 ,044 ,140 -,231 ,320 

Other 

Equal 
variances 

assumed 

7,145 ,008 -1,423 212 ,156 -,169 ,119 -,403 ,065 

Equal 

variances not 
assumed 

  

-1,379 
169,16

3 
,170 -,169 ,122 -,410 ,073 
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A statistically significant difference is not noticeable in any of the observed 

means of formal communication communication, Sig> 0.05, Table 9. 

THE USE OF SOCIAL NETWORKS BY  STUDENTS  

Table 10 presents the data about the central tendency (the mean) and the 

standard deviation related to the purpose of using social networks by the 

respondents, for the sample size of N = 214 respondents. 

Table 10. Descriptive Statistics: The use of social networks by students 

Descriptive Statistics 

The purpose of using social networks N Minim um Maximu

m 

Mean Std. 

Deviation 

New acquaintances 214 1 5 2,43 1,290 

Contact with friends 214 1 5 4,17 1,063 

For formal purposes 214 1 5 2,70 1,344 

Tracking social events 214 1 5 3,31 1,314 

Tracking celebrities 214 1 5 2,06 1,205 

Other 214 1 5 1,36 ,848 

Valid N (listwise) 214     

 

The research results show that students of the Faculty of Business 

Economics and Entrepreneurship and of the College of Profesional Studies 

"Radomir Bojkovic PhD" from Krusevac to a significant extent use social 

networks for making contacts with friends (average score is 4.17). They use 

them in some extent to track social events (3.31) and for formal purposes (2.70), 

and in small extent to make new contacts (2.43) and to track celebrities (2.06), 

Table 10. 

Table 11 accounts for the descriptive statistics for all of the questions 

between the students of the Faculty of Business Economics and 

Entrepreneurship (FBEE) and the College of Profesional Studies "Radomir 

Bojkovic PhD" from Krusevac (CPS).  

Table 11. Descriptive Statistics: The use of social networks by students 

(comparing) 

Descriptives 

The purpose of using social 

networks 
N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 
Min Max 

Lower 
Bound 

Upper 
Bound 

New 
acquaintances 

FBEE 123 2,37 1,197 ,108 2,16 2,59 1 5 

CPS 91 2,49 1,409 ,148 2,20 2,79 1 5 

Total 214 2,43 1,290 ,088 2,25 2,60 1 5 

Contact with FBEE 123 4,14 1,035 ,093 3,95 4,32 1 5 
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According to the obtained results, it can be concluded that all the examined 

reasons for the use of social networks, apart from the issues related to the use of 

social networks for tracking celebrities, were evaluated with higher scores by 

respondents who study at the College of Profesional Studies "Radomir Bojkovic 

PhD" from Krusevac, Table 11. 

Table 12 reveals the results of the t-test for independent samples. The first 

part of the table shows the results of Leveneôs test of the variances equality. The 

outcome of this test determines whether the t-value is used when the equality of 

the variance (Sig> 0.05) or the t-value is implied, when the equality of the 

variance (Sig<0.05) is not implied. 

Table 12. Independent Samples Test: The use of social networks by students 

Independent Samples Test 

The purpose of using 

social networks 

Levene's Test 

for Equality 

of Variances 

t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 
Differenc

e 

Std. 

Error 

Differen
ce 

95% 

Confidence 

Interval of 

the 

Difference 

Low
er 

Upper 

New 
acquaintan

ces 

Equal 

variances 

assumed 

4,02

8 
,046 -,675 212 ,500 -,121 ,179 

-

,473 
,231 

Equal 

variances 

not assumed 

  

-,659 
174,9

44 
,511 -,121 ,183 

-

,482 
,241 

friends CPS 91 4,22 1,104 ,116 3,99 4,45 1 5 

Total 214 4,17 1,063 ,073 4,03 4,32 1 5 

For formal 

purposes 

FBEE 123 2,62 1,352 ,122 2,38 2,86 1 5 

CPS 91 2,81 1,333 ,140 2,54 3,09 1 5 

Total 214 2,70 1,344 ,092 2,52 2,88 1 5 

Tracking social 
events 

FBEE 123 3,27 1,355 ,122 3,03 3,51 1 5 

CPS 91 3,36 1,261 ,132 3,10 3,63 1 5 

Total 214 3,31 1,314 ,090 3,13 3,49 1 5 

Tracking 

celebrities 

FBEE 123 2,09 1,228 ,111 1,87 2,31 1 5 

CPS 91 2,01 1,178 ,124 1,77 2,26 1 5 

Total 214 2,06 1,205 ,082 1,89 2,22 1 5 

Other 

FBEE 123 1,30 ,768 ,069 1,16 1,44 1 5 

CPS 91 1,43 ,944 ,099 1,23 1,63 1 5 

Total 214 1,36 ,848 ,058 1,24 1,47 1 5 
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Contact 

with 
friends 

Equal 

variances 

assumed 

,005 ,945 -,554 212 ,580 -,082 ,147 
-

,372 
,209 

Equal 

variances 

not assumed 

  

-,549 
186,8

55 
,584 -,082 ,149 

-

,375 
,212 

For formal 

purposes 

Equal 

variances 

assumed 

,202 ,653 

-

1,05

1 

212 ,294 -,195 ,186 
-

,562 
,171 

Equal 

variances 

not assumed 

  -

1,05

3 

195,6

00 
,293 -,195 ,185 

-

,561 
,170 

Tracking 

social 

events 

Equal 

variances 

assumed 

,982 ,323 -,518 212 ,605 -,094 ,182 
-

,453 
,264 

Equal 

variances 

not assumed 

  

-,524 
201,2

08 
,601 -,094 ,180 

-

,449 
,261 

Tracking 
celebrities 

Equal 

variances 

assumed 

,768 ,382 ,470 212 ,639 ,078 ,167 
-

,251 
,408 

Equal 

variances 

not assumed 

  

,473 
198,2

96 
,637 ,078 ,166 

-

,249 
,406 

Other 

Equal 

variances 

assumed 

4,47

2 
,036 

-

1,09

1 

212 ,277 -,128 ,117 
-

,359 
,103 

Equal 

variances 

not assumed 

  -

1,05

8 

169,5

67 
,292 -,128 ,121 

-

,366 
,111 

 

A statistically significant difference is not noticeable in any of the observed 

purposes of using social networks, Sig> 0.05, table. 

THE USEFULNESS OF MODERN MEANS OF 

COMMUNICATION  

Table 13 presents the data about the central tendency (the mean) and the 

standard deviation related to the respondents attitude to the usefulness of 

modern (electronic) means of communication, for the sample size of N = 214 

respondents. 
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Table 13. Descriptive Statistics: The usefulness of modern means of 

communication 

Descriptive Statistics 

The usefulness of modern means 

of communication 
N Minimum  Maximum Mean 

Std. 

Deviation 

Useful and facilitate 

communication 
214 1 5 4,40 ,831 

Useful, but distancing people 214 1 5 3,89 1,135 

Other 214 1 5 1,19 ,630 

Valid N (listwise) 214     

 

The results show that most respondents, from both observed higher 

education institutions, stated that modern (electronic) communication means are 

useful and facilitate communication (the average score is 4.40). They also stated 

that modern communication means are useful, but they are distancing people (a 

slightly lower score of 3.80 which we can also describe "to a significant extent" 

because the value is close to 4). Respondents in the "other" field did not provide 

any other opinion about the (un)usefulness of modern means of communication, 

Table 13. 

Table 14 accounts for the descriptive statistics for all of the questions 

related to the usefulness of modern means of communication between the 

students of  Faculty of Business Economics and Entrepreneurship (FBEE) and 

the College of Profesional Studies "Radomir Bojkovic PhD" from Krusevac 

(CPS).  

Descriptives 

The usefulness of modern 

means of communication 
N Mean 

Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for 

Mean Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Useful and 

facilitate 

communication 

FBEE 123 4,37 ,871 ,079 4,21 4,52 1 5 

CPS 91 4,44 ,778 ,082 4,28 4,60 2 5 

Total 214 4,40 ,831 ,057 4,29 4,51 1 5 

Useful, but 

distancing people 

FBEE 123 3,89 1,144 ,103 3,69 4,10 1 5 

CPS 91 3,89 1,130 ,118 3,65 4,13 1 5 

Total 214 3,89 1,135 ,078 3,74 4,05 1 5 

Other 

FBEE 123 1,17 ,623 ,056 1,06 1,28 1 5 

CPS 91 1,21 ,641 ,067 1,08 1,34 1 5 

Total 214 1,19 ,630 ,043 1,10 1,27 1 5 
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Table 14. Descriptive Statistics: The usefulness of modern means of 

communication (comparing) 

 

Students of the College of Profesional Studies "Radomir Bojkovic PhD" 

from Krusevac stated that modern (electronic) means of communication are 

useful and facilitate daily communication (4.44). On the other hand, their 

attitude is equal with colleagues from the Faculty of Business Economics and 

Entrepreneurship as for the statement that modern means of communication 

were useful, but that led to the distancing of people (3.89), Table 14. 

Table 15 reveals the results of the t-test for independent samples. The first 

part of the table shows the results of Leveneôs test of the variances equality. The 

outcome of this test determines whether the t-value is used when the equality of 

the variance (Sig> 0.05) or the t-value is implied, when the equality of the 

variance (Sig<0.05) is not implied. 

Table 15. Independent Samples Test: The usefulness of modern means of 

communication 

Independent Samples Test 

The usefulness of modern 
means of communication 

Levene's Test 
for Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Differenc

e 

Std. Error 

Differenc

e 

95% 

Confidence 

Interval of the 

Difference 

Lowe

r 

Upper 

Useful and 

facilitate 

communicati

on 

Equal 
variances 

assumed 

1,251 ,265 -,640 212 ,523 -,074 ,115 -,301 ,153 

Equal 

variances not 
assumed 

  

-,651 
204,58

2 
,516 -,074 ,113 -,297 ,149 

Useful, but 

distancing 
people 

Equal 

variances 
assumed 

,000 ,997 ,027 212 ,979 ,004 ,157 -,306 ,314 

Equal 

variances not 
assumed 

  

,027 
195,36

5 
,979 ,004 ,157 -,306 ,314 

Other 

Equal 

variances 

assumed 

,487 ,486 -,436 212 ,663 -,038 ,087 -,210 ,134 

Equal 

variances not 

assumed 

  

-,434 
190,94

6 
,665 -,038 ,088 -,211 ,135 

 

A statistically significant difference is not noticeable in any research on the 

usefulness of modern (electronic) communication means, Sig> 0.05, Table 15. 
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CONCLUSION 

Educational institutions today are focused on the satisfaction of students 

seeking to improve their offer in order to attract as many users. Creating 

satisfied users - whether they are students, their parents, donors, professors or 

employers "should be the primary goal that will contribute to quality in 

educational institutions" (Rodiĺ, 2011, pp. 192) . Therefore, higher education 

institutions should continuously work on improving the quality of service and 

building relationships with students in order to make the institution efficient in 

order to achieve student satisfaction. An unsatisfied student will easily decide to 

leave the college and will most likely spread the negative picture further about 

the college, while on the other hand, a satisfied student will be the best promoter 

of that institution among potential students and remain loyal to the institution 

until the end of the education cycle. 

The authors of this paper especially dealt with the question of the impact of 

the application of modern ICT used in communicating with students on their 

satisfaction with the educational service. The theoretical aim of the research 

conducted by the authors of this paper among students is to indicate the modules 

of modern ICT-based communication that students apply. The social aim of the 

research is to help higher education institutions, primarily the Faculty of 

Business Economics and Entrepreneurship from Belgrade and the College of 

Profesional Studies "Radomir Bojkovic PhD" from Krusevac, in redefining the 

strategy of communication to the current trends of modern society, and to give 

recommendations for communication with students in order to improve the level 

of their satisfaction, create a positive image and improve the business. 

In order to elucidate which communication means students of the Faculty 

of Business Economics and Entrepreneurship from Belgrade and the College of 

Profesional Studies "Radomir Bojkovic PhD" from Krusevac use and in what 

purpose, a research study was conducted on a sample of 214 randomly selected 

respondents ï students from both institutions. The data were being collected 

from November 2017 to June 2018. 

The respondents evaluated to what extent they use certain means of 

communication, to what extent they use them in private and business 

communication, for what purpose they use social networks and the usefulness of 

modern means of communication. 

The results of the research show that mobile phones, social networks and e-

mails are mostly used as a means of communication by the respondents, while 

the least-used is wired telephone. 

In private communication, students of the Faculty of Business Economics 

and Entrepreneurship from Belgrade and the College of Profesional Studies 

"Radomir Bojkovic PhD" from Krusevac are mostly using applications such as 

Viber, WhatsApp, Skype, Messenger etc., and  social networks and phone calls, 

while the letters are least used. Students of the College of Profesional Studies 
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"Radomir Bojkovic PhD" from Krusevac are using applications such as Viber, 

WhatsApp, Skype, Messenger and e-mail in private communication in greater 

extent than their colleagues from another observed higher education institution.  

In formal communication, respondents mostly use e-mail and phone calls, 

while the letter is used the least. Respondents are mostly using social network 

for making contacts with friends and tracking social events, and at the very least 

for tracking celebrities. Respondents believe that modern means of 

communication are useful and facilitate daily communication, but also consider 

that they have also greatly led to distancing of people. 

The respondentsô answers were used to test the three research hypotheses. 

The first hypothesis that stated that students have a positive attitude on 

modern means of communication was confirmed, as the respondents stated that 

modern means of communication are significantly useful because they facilitate 

the daily communication of people. 

As for the second hypothesis that stated that students have a positive 

attitude on the use of modern means of communication in formal 

communication, it is also confirmed. Respondents said that from the modern 

means of communication for formal purposes they mostly use telephone calls 

and email, and then Viber, WhatsApp, Skype, Messenger, SMS and social 

networks. Given that the presented results of the research clearly show that the 

use of the wired telephone by the respondents is little, obviously the telephone 

calls refer to the use of the mobile phone, which belongs to modern means of 

communication. 

The third hypothesis which stated that there is a difference in the degree of 

use of modern means of communication in formal communication between 

students of the Faculty of Business Economics and Entrepreneurship from 

Belgrade and the College of Profesional Studies "Radomir Bojkovic PhD" from 

Krusevac was rejected. The reason was that a statistically significant difference 

in the use of modern means of communication for formal purposes among 

students of the mentioned higher education institutions does not exist. 

Given that there is no statistically significant difference between attitudes 

of student of these two higher education institutions, recommendations to the 

management of institutions in defining a communication strategy in order 

to increase the level of student satisfaction can be also common.  

In communication of higher education institutions with their students 

phone calls and emails should be used. The fact that students are pretty much 

using applications such as Viber, WhatsApp, Skype and Messenger in formal 

communication, higher education institutions should consider using these 

apllications for creating groups and informing students via group messages. 

The other recommendation is to consider launching an mobile application that 

students can install on their mobile phones and follow important notifications 

from the higher education institution. Sending SMS messages is also an 
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acceptable way of communicating with students, as well as through social 

networks. 
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ANALYSIS OF ATTITUDES ABOUT THE USE OF 

INFORMATION TECHNOLOGIES AND 

INTERNET MARKETING WITHIN DIFFERENT 

PROMOTIONAL STRATEGIES  
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5
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6
  

ABSTRACT 

Fast, rapid social changes are based on the changes in modern 

technologies as one of the most important development potentials. Modern 

technologies represent an important support in the field of business, as well as 

within overall marketing activities. The integration of the Internet with the 

traditional postulates of the marketing concept causes the creation of its new 

form ï online marketing. Its continuous development constantly creates new 

possibilities available for marketers in the process of communication with the 

target market. Online marketing can be considered as a separate part, but also 

as a link that improves and connects all the existing elements of the marketing 

communication mix. Users' reactions represent the main indicative of 

promotional activity success because the consumers are the centre of attention 

in marketing. All people are different, therefore their behaviour towards certain 

types of influencing them will also be different, and this is very impotrant 

information for the marketer in the creation of the appropriate promotional 

strategies. The aim of this paper is to point out the role and position of 

marketing based on the modern IT, as well as the results of the research on the 

relations and attitudes of the young people to online marketing promotion usage 

of different types, realised through mobile phones, emails, social networks, Web 

sites, blogs, forums and discussion groups.  

Key words: Marketing, Online Marketing, Internet, IT, Promotion  

JEL Classification: M30, M31  

 

INTRODUCTION  

  The changes in technology have become one of the most striking features 

of the modern world. They are constantly created and implemented even faster 
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in various areas of society, thus becoming one of the main determinants in 

people's lives, the ways of doing business and its success. It is important to 

understand that nothing has remained the same; there is nothing unchangeable 

over a longer period of time. Nothing is progressive enough except at the 

moment of its appearance, and there is a constant tendency to improve the 

existing and eliminate the identified deficiencies. The focus on development and 

acceptance of technological solutions reflects the attitude of the society to itself, 

its future and further development. However, without a man no technology can 

be created, used or improve further. Man has always been the central figure in 

the advance of technology, and the key element of its humanization. 

Technologies change, but essentially, people remain the same. The tendency to 

discover something unknown and create something that has never existed before 

is the essence of mankind, the point of its constant search and realization about 

the meaning of life. Still, it is wrong to say that only man influences technology 

because, in return, the technology also influences people. Thinking about 

technology improvement, people actually improve themselves.  

  It is also possible to observe the influence of modern information and 

communication technologies through marketing activities in the field of 

business, especially if it is additionally connected to the Internet technologies. 

Online marketing is one of the most important factors of the modern 

communication mix, and at the same time, it is a carrier of changes in the field 

of complete marketing. The users' opinion, the opinion of marketers, as well as 

consumers, represents the key for determination of influence it may have, 

primarily caused by the attitudes of the potential consumers have on its certain 

varieties. Unless the consumers accept some of the technological solutions 

applicable in marketing, they will remain only that - the solutions rarely used - 

even within the marketing activities.  

According to the research (Statistical Office of the Republic of Serbia, 

2017), the Internet is present among the population in the territory of the 

Republic of Serbia to a large degree, which leaves a lot of space for application 

of online marketing tools. This is the reason to establish the type of relations the 

individuals have towards various forms of the Internet promotion in order to 

adjust the above mentioned to the characteristics of the target audience even 

better.  

This paper will analyse marketing promotion from the aspect of integration 

with the modern technologies, especially from the position of its most famous 

forms and characteristics that distinguish it. The results of research on the 

frequency of information and communication technologies usage for gathering 

information on the existing or new products/services will be added to the above 

information, as well as the attitudes about these forms and purchase after the 

information/promotion conducted in this way.  

The subject of this paper is the analysis of the modern information 

technologies' role in marketing promotional activities through the observation of 
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their position in relation to other ñtraditional mediaò, determination of contact 

frequency between young consumers and marketers, the frequency of usage by 

consumers, the attitude of the young and the frequency of purchase completion 

following this type of informing/promotion.  

The aim of this paper is to establish the form of information/promotion 

through modern information technology with the largest potential for successful 

acting from the aspect of the young.  

The tasks arising from the above mentioned aim are to establish:  

¶ The frequency of marketers' contacts with the respondents through the 

analyzed forms of promotion (phone calls, messages, social networks and 

email),  

¶ The frequency of using the analyzed forms of technology for information 

about the existing or new products/services,  

¶ The attitude of the young towards the analyzed forms of informing and 

promotion,  

¶ The frequency of purchase following the informing/promotion conducted 

in the analyzed manner.  

The comparison of the results on technology tools used for promotional 

purposes received from the performance of the above mentioned tasks creates 

the conditions for achieving the aims of this paper.  

The main hypothesis of this paper is:  

¶ The websites and social networks stand out from other modern types of 

promotion based on the usage frequency, positive attitudes and influences 

on decision making about purchase among the young.  

The supporting hypothesis is:  

¶ The Internet is the main media where the young usually look for 

information.  

The main contribution of this paper is reflected in information gathering 

about the attitude of the young people from the city of Ļaļak territory 

(Moravica District, the Republic of Serbia) towards the usage of the analysed 

technological tools for promotional purposes (both online as well as offline), 

which will enable the adjustment of the additional marketers' activities to the 

characteristics of this consumer market segment in the field of marketing.  

MARKETING PROMOTION  

Company's business orientation based on consumers, also well-known as 

marketing concept, represents one of the main characteristics that lead to 

business success in modern world. The variety of marketers' promotional 

activities offers a lot of opportunities to create the appropriate access to the 

target market by choosing certain activities or their mutual combination. The 
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inclusion of modern IT is increasingly present nowadays in these processes, 

therefore becoming an essential part of the marketing concept itself.  

Within the marketing mix, the promotion represents an element directly 

connected to and based on communication as a set of activities. Marketing 

Communications (MarCom) are coordinated promotional messages and related 

media used to communicate with a market. Marketing communications 

messages are delivered through one or more channels such as print, radio, 

television, direct mail, and personal selling. (American Marketing Association, 

https://www.ama.org/resources/Pages/Dictionary.aspx?dLetter=O, 10
th
 April, 

2018.). On the other hand, Perreault and McCarthy state that ñpromotion is 

communicating information between seller and potential buyer or others in the 

channel to influence attitudes and behaviourò (Perrault, McCarthy, 2002, p. 

392).  

The diversity that distinguishes promotion leaves a lot of opportunities for 

designing and application of numerous creative strategies in the field of 

promotion. They are based on the forms that imply direct contact with the 

buyers, as well as the approach to the large public, so called mass promotion. If 

we start from the classic forms of communication defined by Kotler and 

Armstrong (2012, p. 408) (advertising, sales promotion, personal selling, public 

relations, direct marketing) or Perrault and McCarthy (2002, p. 393) (personal 

selling, mass selling ï advertising and publicity, and sales promotion), over 

new, improved forms and criteria for classification, promotion has always been 

and it still remains the element of the marketing mix which largely influences 

the perception of the target market, and the perception is everything in 

marketing.  

Garabinovic and Nikitovic (2017, pp. 81-102) conducted the research on 

the sample of 171 respondent (employed people, managers, owners/founders) 

on the use of marketing mix tools in business entities in the Moravica District in 

the Republic of Serbia (the same area used for the research in this paper), where, 

among other things, the forms of promotional activities were analyzed. The 

results showed that in case of micro enterprises personal selling was most often 

represented (89.66%), followed by direct marketing (20.69%), advertising 

(2.30%), public relations and publicity (1.15%), no answer (6.90%). Personal 

selling was also in the first place in case of small enterprises (75. 93%), 

followed by advertising (33.33%), direct marketing (25.93%), selling 

improvement (18.52%), events and experiences (7.41%), public relations and 

publicity (3.70%), no answer (3.70%). Personal selling is also well-positioned 

among the respondents from medium enterprises (55.00%), but there is an 

important application of advertising (50.00%), selling improvement (40.00%), 

direct marketing (30.00%), while events and experiences (5.00%) are least 

represented. Personal selling is also most often represented among the 

respondents from large enterprises (66.67%), while advertising is present among 

the third (33.33%). As we can see, personal selling is in the first position among 

https://www.ama.org/resources/Pages/Dictionary.aspx?dLetter=O
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the respondents from all business entities regardless of the size (micro, small, 

medium or large) with over 50% share, regardless of the fact whether we speak 

of classical or the type adapted to the new technology usage.  

Sheth and Sisodia describe a new concept called 4A: ñThe 4A framework is 

a tool that helps marketers align their actions with the four essential values 

sought by customers. These values can be summarized as: Acceptability, 

Affordability, Accessibility and Awarenessò (Sheth, Sisodia, 2012, p. 14).  

 The integration of the Internet in the above mentioned activities, as one of 

the most prominent representatives of the information and communication 

technologies, leads to the creation of a new, improved marketing 

communication mix.  

INTERNET MARKETING A ND ITS TYPES 

The Internet represents one of the key factors in all types of promotion, 

including marketing as a whole, but it is also considered as a separate part in the 

set of all marketing activities due to its great importance which is distinguished 

primarily through the constant changes it has caused or it will cause in the 

future. This is the way to create a new marketing model also known as Internet, 

online, digital or electronic marketing.  

Online or Internet marketing is a óterm referring to the Internet and e-mail 

based aspects of a marketing campaign. It can incorporate banner ads, e-mail 

marketing, search engine optimization, e-commerce and other toolsò (American 

Marketing Association, 

https://www.ama.org/resources/Pages/Dictionary.aspx?dLetter=O, 10th April, 

2018). Constantinides analyses Web-marketing mix which, unlike the classic 4P 

also includes 4S, and they are:  

¶ Scope (strategic issues), 

¶ Site (operational issues), 

¶ Synergy (integration into the physical processes) and 

¶ System (technical issues) (Constantinides, 2002, pp. 57-79).  

Kotler et al (2017, p. 50) speak of the following when they compare 

traditional and digital marketing ñthe concept of marketing mix has evolved to 

accommodate more customer participation. Marketing mix (the four Ps) should 

be redefined as the four Cs (co-creation, currency, communal activation, and 

conversation)ò. The relationship between traditional and digital marketing can 

be seen in the following picture 1.  

https://www.ama.org/resources/Pages/Dictionary.aspx?dLetter=O
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Picture 1. The Interchanging Roles of Traditional and Digital marketing  

Source: Kotler et al, 2017, p. 52  

Various types are included within the online marketing, most often 

connected to Search Engine Optimization (SEO), social media usage, e-mail 

marketing, Websites, internet advertising, as well as, according to (F§ilte 

Ireland, National Tourism Development Authority, 2012, p. 20) increasingly 

present other types, Location Based Check-ins and Mobile Marketing included. 

Ģivadinoviĺ, Mediĺ and Radovanoviĺ (2015, p. 185) point out online marketing 

communication, online advertising (banners) and electronic mail as the methods 

most often used in advertising on the Internet (Web). According to Jevremoviĺ, 

Ġtrbac Saviĺ and Staletiĺ (2017, pp. 185-192), digital marketing includes:  

¶ The application of digital technologies which create online channels in 

the market: web, e-mail, database, mobile telephony and digital 

television.  

¶ Marketing activities support, with the aim of achieving a profitable 

customer acquisition and retention, within a multicultural process of 

purchase and users' lifecycle.  

¶ Marketing tactics realization through the application of digital 

technologies with the aim of reaching, transfer and retention of customers 

in online services, through electronic and traditional communication 

(Jevremoviĺ, Vasiĺ, Ġtrbac Saviĺ, Staletiĺ, 2017, pp. 185-192).  

The Internet marketing scope display with its inputs and actions can be seen 

in the following Picture (picture 2).  
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Picture 2. The Internet Marketing Paradigm  

Source: Roberts, Zahay, 2013, p. 11, É Cengage Learning 2013  

Conducting marketing activities on the Internet brings along a lot of new 

opportunities that could not have been imagined before the appearance of this 

communication media. The usage of the Internet creates a new basis for the 

access to almost limitless public, the market which represents the whole world. 

Everyone with the access to the Internet represents a potential individual the 

promotional message can be directed to, regardless of the type of connection. 

This is the situation where the strict division into local and globally present 

companies ceases to exist so the key issue becomes who and to what extent 

people use the Internet, or who does not do that at all. We could say that the 

usage of both classic and new types of marketing is the best solution, targeting 

the entire target market in this way, regardless of the fact whether it is inclined 

or not to modern technology usage.  

The usage of online marketing could be far more acceptable way for 

consumers to inform themselves if compared to the other types (phone calls, 

personal selling, TV, radio and newspaper advertising, etc.), especially for the 

reason of it being conducted at the most suitable moment for the individual 

consumer. The absence of persuasion on behalf of the salespeople, as well as the 

need for some purchase, e. g. newspapers, is also a good side of this type of 

promotion. To put it briefly, constant availability and fast communication make 

it easier to establish the contacts between a marketer and a consumer.  
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Database marketing in the Internet technology age has become an 

inevitable part of the entire business activities. Easier data collecting and 

processing create the conditions where it is possible to choose the message 

recipients with the best characteristics, as well as adjust the existing according 

to the preferences of certain groups, or even individuals. The involvement of 

consumers in the processes of product creation and other marketing mix 

elements through the new technologies is becoming increasingly represented, 

thus emphasizing the growing importance of the consumers' role in the 

ñcompany's lifeò through so called consumer concept. The presence of the 

consumer relations marketing as well as marketing permits is also increasing.  

The absence of the physical contact is often stated as one of the main 

negative aspects of online marketing. Despite the fact that it is possible to 

establish the direct communication and individual focus through modern 

technologies, face-to-face communication will never completely disappear. It is 

the essential part of human personality. We can make a comparison here 

between these in the field of online education. Namely, Bester and Brand (2013, 

pp. 1-15) state that no technology is able to replace the teacher in the classroom. 

On the other hand, RanĽeloviĺ, Papiĺ and Blagojeviĺ (2017, pp. 229-238) state 

that ñtechnology, however, can be successfully integrated into lessons which 

could maximize the learning experience since technology has become an 

integral part of the life world of today's learnersò. In this respect, the analysis by 

Garabinoviĺ and Markoviĺ Blagojeviĺ (2016, pp. 94-95) state that computer, 

multimedia resources and other ICT tools usage is one of the main 

characteristics of the modern system of education as opposed to the traditional 

one, but through the realization of the interactive communication between the 

teachers and their students. 

On the basis of its global character and a large amount of information it 

possesses, the Internet can sometimes be very confusing and ñheavyò for its 

users. The appropriate information should be chosen from the abundance, and 

danger lurks around every corner. The issue of safety is therefore one of the key 

issues that still represents the main obstacle in its wider usage, in addition to the 

existence of a certain number of the Internet non-users.  

WEBSITE PROMOTION   

Websites are very important for promotion, and they are some of the key 

elements of online marketing. Kotler and Keller (2006, p. 613) think that the 

website quality evaluation should be primarily based on (1) easy usage (easy 

loading, understandable homepage, easy transfer to other pages and their fast 

loading), and (2) physical attraction (each page is clear and it is not 

ñoverloadedò with various content, font size and type make it easy to read the 

text, the colours are consistent, as well as the sound). Rayport and Jaworski 

(2001, p. 116) think that there are 7 elements that form the basis of the website 

effectiveness, and their common feature is C as the first letter. Based on the 
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above, website 7Cs are: context, content, community, customization, 

communication, connection, commerce. Tedeschi (2002, p. C8), as well as 

Kotler and Keller (2006), also states an addition to the above mentioned 7 

elements which is extremely important in the modern condition of doing 

business, and that is constant change.   

Ġarac, Jevremoviĺ and Radovanoviĺ (2015, pp. 129-131) emphasize the 

usage of discussion groups, e-mail communication (newsletters), surveys, polls 

and loyalty programs as the techniques of visitor (consumer) retention. They are 

very important if there is a desire to keep the contact with the consumers 

because it is more important to know how to keep your consumers than how to 

encourage them to make just one purchase. There is a need of trying to establish 

the long-term relationships with the consumers because they lead to loyalty.  

Blogs are distinguished as a specific type of websites. A blog is ña website 

comprising blog posts, or content written by the blogger, which are typically 

organized into categories and sorted in reverse chronological orderò, while bog 

posts are ñthe individual items posted to the blog (using blogware) by the 

bloggerò (Wright, 2006, p. 7). There is often a possibility to comment in blogs, 

which leaves a possibility to gain feedback from the visitors (readers). 

Ģivadinoviĺ, Mediĺ and Radovanoviĺ (2015, p. 189) state the basic reasons for 

every company to have its blog: 

¶ Blog directs the turnover towards the company's main pages; 

¶ Blog provides a better product sale or service placement; 

¶ Blog enables the achievement of the additional income from advertising; 

¶ Blog helps the organization to approach the target audience and 

understand the users' needs in a better way. (Ģivadinoviĺ, Mediĺ, 

Radovanoviĺ, 2015, p. 189). 

Wright (2006, pp. 71-72) states the ways of blog usage based on the 

answers to Arieanna Foley of Blogaholics, considering them as external 

(communication, marketing, e-mail newsletter support, FAQ section, industry 

news opinion, service updates, public feedback, customer service, public 

relations, viral marketing, community building, sales mechanism, brand loyalty 

ï a human face, buying behaviour, etc.) and internal (knowledge management 

and sharing, administrative tool, internal document review, collaboration, idea 

archiving, internal dialogue, etc.). As we can see, blogs represent one of the 

tools for desired consumer category targeting, but the question remains to what 

extent they really read the blogs. 

Ġarac, Jevremoviĺ and Radovanoviĺ (2015, p, 72) think that the benefits of 

using blogs as an integral part of Internet marketing include the following:  

¶ Easy information distribution 

¶ Connections with the users 

¶ Establishing a higher level of consumers' trust 

¶ Official company follow-up 
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¶ Possibility of attracting the users with a lack of trust 

¶ Improved communication with the users, easier market research 

¶ Increased visibility and interest 

¶ Market pulse tracking 

¶ Increased visibility and flow 

¶ Contextual communication 

The same authors emphasize the traps of blog usage in marketing activities 

on the Internet, and they are: 

¶ Insincere and marketing blog usage 

¶ False statements 

¶ Fake blogs 

¶ False transparency and comments 

¶ Irregular updates, information posts, replies to comments 

¶ Variability of article, text and research quality 

¶ Hasty actions 

¶ Representative individuals (Ġarac, Jevremoviĺ, Radovanoviĺ, 2015, pp. 
72-73). 

As we can see, blogs represent one of the ways for marketers to follow in 

their Internet marketing strategy design, while the positive and negative sides 

inherent to blogs should be taken into consideration, observed together with the 

characteristics of the audience for which the appropriate message is desired to 

be sent in this way. 

E-MAIL MARKETING   

E-mail marketing is, in fact, a modern way of mail usage in order to reach 

the potential consumers. It includes e-mail usage as an Internet service, with the 

aim of marketing promotion for the users who own their email addresses. 

According to Kotler and Keller (2006, p. 607), if we consider email as an 

integral part of direct mail marketing, it is possible to connect it to the phases 

that direct mail undergoes, increasing gradually the answer probability: 

intensive bombardment, database marketing, interactive marketing, personalized 

marketing in real time and life values marketing. Based on that, an increasing 

number of marketers advocate the point of view known as permission marketing 

in order to increase the probability of the message being read and replied to, not 

understood as a spam. ñPermission marketing - an interactive marketing 

technique which uses e-mail to advertise and sell to individuals, but only with 

their express permissionò (Yadin, 2002, p. 282). E-mail newsletter registration 

has thus become a way of delivering latest information on company's business 

and products/services it offers to the interested parties in a timely manner. That 

could also be a good way of staying in touch with the consumers through 

reminders, as well as encouraging them to visit the seller in a store or on a 

website.  
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Mullen and Daniels (2014, pp. 6-14) analyze five types of e-mails which 

can be used in a promotional campaign: awareness, consideration, conversion, 

usage and loyalty, also stating these five critical elements of every email ï 

creating brand impact, adding intelligence to your design, driving the purchase, 

creating transactional/service messages, and adding viral marketing elements 

(Mullen, Daniels, 2014, pp. 17-37).  

  Some of the functions e-mail marketing tools can provide (and this is not 

an exhaustive list) include:  

¶ Easy-to-use tools that let you create and work from e-mail templates 

without having to be a technical expert; 

¶ Testing tools that allow you to check that your message will make it past 

major spam filters; 

¶ Tracking tools that show how many people have ignored, opened or 

responded to your email (more about this is mentioned in detail towards 

the end of the chapter); 

¶ Personalization tools that let you modify the content dynamically to 

individuals or specific target profiles on your list (Ryan & Jones, 2009, p. 

135). 

SOCIAL NE TWORK MARKETING  

One of the most important parts of online marketing is certainly social 

network marketing. Social networks represent one of the basic ways of 

communication among people, especially when we consider younger 

generations, but by itself, they are nothing new, only a way of information 

exchange that has always existed improved by the Internet technologies. Social 

network advertising is very common and often used, especially because of the 

possibility to specifically determinate the characteristics of users to whom the 

information will be sent/displayed. There is also a possibility to enable direct 

message sending from a company to the interested users, based on their 

registration as followers, thus making them a part of the company's ñfamilyò. 

Gambhir makes a difference between the traditional, digital and social media 

marketing, where, among other things, he states that in case of social media, 

marketing mix 4P has a different meaning:  

¶ People 

¶ Platform 

¶ Participation 

¶ Promotion (Gambhir, 2011). 

Some of the differences between the traditional and multimedia 

communications could be seen in the following table 1.  
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Table 1. Differences between traditional and multimedia communications  

Traditional  Multimedia  

One-way communication  

Focus on fixed media  

Producer initiates  

Channel costs high  

Appeals to customer self-image  

'Tell/sell'  

Large companies  

Two-way communication  

Focus on flow ï the clickstream  

User initiates  

Bandwidth costs high  

Customer as part of community  

'Link/think'  

All sizes  

Source: Stone, Desmond, 2007, p. 381  

Tomġe and Snoj (2014, pp. 131-138) emphasize the role of social networks 

as one of the most important elements of online marketing, considering the most 

significant differences between the traditional means of communication and 

their modern forms on social networks with the focus on the times of crises. 

They state lower costs as one of the main positive characteristics of this type of 

promotion as the advantages of social network marketing usage. Social 

networks also offer various options of advertising as a paid form of 

communication (such as banners, sponsored links, etc.), but most of them offer 

completely free options, for example, Facebook and Twitter profiles, blog 

writing and/or taking part in other authors' blogs, taking part in forums, posting 

videos on YouTube, etc. The possibilities of complete viral marketing strength 

usage and its global orientation are just some of the conveniences of this form 

of communication (Tomġe, Snoj, 2014, pp. 131-138). 

Jevremoviĺ, Vasiĺ, Ġtrbac Saviĺ and Staletiĺ (2017, pp. 185-192) 

conducted a research of the Internet usage level as an important prerequisite for 

digital marketing usage, the Internet usage thorough portable devices, as well as 

the level of social network usage on a sample of 156 individuals aged 15-21 in 

the form of a questionnaire for the analysis of digital marketing influence 

through social media. For 98% of respondents aged between 15 and 21 

regardless of gender, everyday usage of the Internet represents the satisfaction 

of the basic needs and largely facilitates performing everyday life activities. A 

very high percentage of the respondents use the Internet on portable devices 

every day or almost every day (63.71%). The research also shows that the 

respondents of this age group use social networks on daily basis or almost every 

day in a large number (85.90%), Facebook being the most often used (82.05%), 

far more than all the other analyzed, so Facebook and all social networks 

represent a strong marketing resource of digital marketing for this age group.  

Mariĺ, Kovaļ Ģniderġiĺ, Paskaġ, Jevtiĺ and Kanjuga (2017, pp. 147-154) 

deal with the analysis of the modern consumer and electronic interpersonal 

communication he is exposed to, especially emphasizing his place in the virtual 

space, as well as the general characteristics of electric interpersonal 
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communication and its state in the Republic of Serbia. In their analysis of social 

networks, they emphasize that the key motive for joining social networks is that 

they offer the possibility of social influence on others, as well as the wish to 

belong to a certain group of people (social group). The technological dimension, 

personalized through the creation of so called electronic environment, represents 

one of the great changes which influences companies as well as the change in 

the consumer's role within his environment. They draw the conclusion that ñwe 

could say that the phenomenon of virtual social networks and communities is 

becoming more dominant pattern in consumer behavior, and a type of the 

obsession in the current information and social environment which equally 

causes delight as well as worries about the above mentionedò (Mariĺ, Kovaļ 

Ģniderġiĺ, Paskaġ, Jevtiĺ, Kanjuga, 2017, pp. 147-154).  

It is undeniable that social networks have become a part of man's everyday 

life (especially for younger generations), and they have therefore become 

suitable for the selected target market. The real and virtual world are interlacing 

increasingly, so making boundaries between them is also more difficult. In such 

conditions, there is a question for marketers ï why not use the conveniences 

offered by the social networks, which makes them a part of the promotional 

activity mix.  

INTERNET FORUMS  

   Forums (so-called Internet, Web forums) or discussion groups appear as 

one form of interactive communication between individuals (consumers, as well 

as salespeople and consumers) and they represent a modern form of viral and by 

word of mouth marketing (especially if they are independent ï not connected to 

the salesperson). Simple usage without leaving true identities and cost creation 

make some of the reasons to access the forums. They can also be a component 

of a Website, which additionally completes its contents and the possibility to 

communicate with consumers. 

Morzy (2013, pp. 615-630) offers the analysis of online forum 

communities' evolution from the interpretation of its meaning to the 

introduction of the micro-community model for measuring the evolution of 

Internet forum communities over time, identification of key features that can be 

used to characterize an Internet forum community, and validation of the 

presented model using hierarchical clustering algorithm on a set of Internet 

forums.  

MOBILE INTERNET MARK ETING  

The increasing application of portable devices and their increasing 

connectivity to the Internet leads to the creation of the basis for the adaptation of 

the classic form of communication to the demands in modern business and life 

in general. This is the way to create marketing adapted to the portable, mobile 

devices, mostly well-known as mobile marketing. Over 4, 946, 000 individuals 
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in Serbia use mobile phones. Mobile phones are mostly used by men aged 16-24 

(98.6%), followed by men aged 25-54 (97.3%) and 55-74 (84.2%). The 

situation among women is as follows: 25-54 years old (98.4%), 16-24 (97.2%) 

and 55-74 (81.2%), (the Statistical Office of the Republic of Serbia, 2017, p. 

22). Among portable devices used for Internet access outside home or work, 

more than a half respondents use mobile phones (a smart phone) with 73.7%, 

mobile phones using wireless (Wi-Fi) with 61.6% and mobile phones using 

GPRS or 3G network with 54.5% (the Statistical Office of the Republic of 

Serbia, 2017, p. 27). 

According to the Mobile Marketing Association, n. d., there are especially 

important examples in mobile marketing: mobile video, display or audio ads, 

mobile websites, mobile applications (mobile apps), response codes, Mobile 

Search Marketing, SMS and MMS, Location-Based Marketing (LBM) and Near 

Field Communication (NFC). Hopkins and Turner (2012) also analyse nine 

ways of using mobile marketing in business, and they are: Short Message 

Service (SMS), Multimedia Messaging Service (MMS), Near Field 

Communication (NFC) and Bluetooth, Mobile Websites, Mobile Display 

Advertising and Paid Search, Location-Based Marketing, Mobile Apps, QR 

Codes/2D Codes, and Tablet Computing.  

In addition to accessing Web as the key activity among the smart phone 

users, Pasqua and Elkin (2013, pp. 23-24) point to the existence of the key 

mobile activities including text messaging, social networking, search, shopping 

and entertainment. 

Mobile applications are special software types adapted to a certain portable 

device category (e. g. Android), and they are useful as a possibility to improve 

business directing the users with the information they need, chosen by the 

marketers. Under such circumstances, from consumers' point of view, a 

company may seem as an organization trying to additionally improve its 

relationships with clients which also improves its image, certainly if the 

application is well-designed from the consumers' standpoint, in terms of 

functionality and good design. 

Websites for portable devices target the adaptation of classic Websites 

according to the characteristics of the devices they are displayed on, in terms of 

compatibility and in order to create a transparent, well-designed display with all 

necessary information that the classic Website display also contains. 

QR Codes (Quick Response Codes) are becoming more popular as a 

possibility of fast and easy routing for the interesting parties towards certain 

Internet location, but in addition, Microsoft Tags, as well as many other similar 

response code types are represented to a significant extent.  

ñMobile video: Delivered via the mobile network; can be streaming or 

downloaded video.ò (Hopkins & Turner, 2012, p. 31). 
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Phone usage, regardless of whether we speak about landline, radio or 

wireless, satellite or Voice over Internet Protocol (VoIP) based phones, 

especially more recent ñsmartò versions, can also be considered as a part of 

modern communication technologies. Smart phones often include Internet 

usage, e-mail, voice and video calls via Internet and social networks are adapted 

to these devices, etc. SMS, as a text message, and MMS, as a video/multimedia 

message are surely some of the oldest forms of marketers contact with 

consumers if we exclude the calls typical for landline phones as well. Although 

platform usage for communication based on the Internet technologies is 

becoming increasingly present, the above mentioned forms of contact still exist, 

and they are far from extinction. According to Hopkins and Turner (2012, p. 

44), SMS creates many advantages, and some of them are: ubiquity, 

compatibility, personable, environment friendly, cost effective. 

One of the possibilities offered online, but also if we consider it in a narrow 

sense of mobile marketing is the adaptation of marketers' promotional activities 

on the basis of movement or current location of the (potential) consumer. 

According to Hopkins and Turner (2012), ñlocation-based marketing also 

provides the marketer with an opportunity to target engaged consumers in the 

moment when they are much more likely to make a purchaseò and ñonce you 

have been able to draw likely customers to your doorstep, there are many ways 

to enhance the customer experience, increase your potential for generating 

revenue and encourage repeat business, including: 

¶ Promotional discount and give ways for initial check-in and repeat visits 

¶ Ongoing promotions where incremental discounts and special prizes are 

awarded based on the number of customer check-ins 

¶ Targeted promotions through social network sites such as Twitter or 

Facebookò (Hopkins, Turner, 2012). 

Hopkins and Turner (2012) state 17 Rs of Mobile Marketing as 17 

important goals which should be considered constantly in the course of mobile 

marketing campaign management, and they are: review, relevant, request, 

recruit, registering, rate, regional, reminders, respect, return, respond, record, 

responsible, referral, rely, reality and rapid.  

According to Bernard (2018), six trends to direct the mobile marketing 

development in 2018 are: ñthe Amazon Effectò will challenge the duopoly, 

programmatic direct will surge, omnichannel will continue to drive consumer 

narratives, emerging user interfaces will put pressure on mobile definitions, 

single-vendor data partnerships will intensify market-share competition and IT 

budgets will shift to marketing as advertiser CMOs protect media spending. 

The analysis of mobile marketing in terms of this paper is very important 

because of the increasing Internet usage on portable devices, and therefore the 

usage of these devices for information/promotion purposes.  
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METHODOLOGY  

The research was conducted in the period from February to April 2018, 

applying an anonymous, closed type survey, especially created for this research. 

The sample consisted of 145 respondents from city of Ļaļak territory (Moravica 

District, the Republic of Serbia). There were 79 men (54.48%) and 66 women 

(45.52%) among the respondents (picture 3). The average age was about 22.11.  

 

Picture 3. Gender structure of respondents  

The questions were offered in the form of multiple choice answers. The 

first question related to the media that the respondents usually used for 

information on products or services in order to establish the representation share 

of radio, TV, press and the Internet, and then establish whether there was any 

media that was specifically singled out in this domain. 

Next, there were questions about modern technologies embodied in using a 

phone for promotion purposes, and they are as follows: 

¶ Phone calls, and  

¶ Phone messages.  

Within the above mentioned, the questions relate to: 

¶ The frequency of contact between the marketers and the respondents in 

the course of the previous year, 

¶ The attitude towards the analyzed form of informing and promoting, and 

¶ The frequency of purchase following the informing/promoting conducted 

in the analyzed way.  

When the Internet technologies and their position in promotional activities 

are concerned, the questions are divided into the following fields: 

¶ Websites,  

¶ Blogs, 

¶ Social networks and  

¶ Mailing lists. 
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In addition to the above mentioned fields, the questions are also related to 

the frequency of customers using the analyzed technology type for information 

about the existing or new products/services (all fields). 

There is also an additional part consisting of two questions related to the 

frequency of forums and discussion group usage for information about the 

existing or new product/service, as well as the frequency of purchase following 

the information/promotion in this way. The attitudes for these two questions 

were not separately analyzed.  

RESULTS AND DISCUSSION 

If we consider the respondents as a group, when it comes to advertising, the 

media they often use for information on products or services, for most of them 

is the Internet (136; 93.8%). The other media are television (15; 10.3%) and 

press (3; 2.1%), while radio was not specified by any of the respondents (picture 

4). Although the task was to single out a media as the main one, 9 respondents 

still specified two, which was also taken into account. It is interesting that all of 

them chose the Internet usage as an answer. Therefore, the Internet is the key 

source of information among the young, which should not come as a surprise if 

we consider speaking about the generation that grew up in the times of rapid 

development of this technology and its increasingly wider availability. 

Communication without limits, multimedia, information comparison 

possibilities, the integration of the ñtraditionalò media with the new 

technologies and their increasing availability, etc., together with the dynamics 

which reflects the dynamism of their lifestyles, brings the Internet closer to the 

young as the main bearers of changes in the modern world.  

 

Picture 4. The media respondents often use for information on products or 

services  

Source: Authors  
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The frequency of marketers contacting the respondents via phone calls is 

represented quarterly for the third of them (50; 34.5%) or monthly (47; 32.4%). 

Of course, there are other answers: never (23; 15.9%), weekly (18; 12.4%) and 

daily (7; 4.8%). 

The attitude to phone calls as a form of promotion is extremely negative 

(46; 31.7%), indifferent (36; 24.8%) or negative (32; 22.1%), and positive (21; 

14.5%) or very positive (1; 0.7%) to a lesser extent. Nine respondents (6.2%) 

did not give any answer. 

The influence of phone calls as a form of direct marketing does not exist for 

most of the respondents (81; 55.9%), while the other answers are: rarely (26; 

17.9%), sometimes (19; 13.1%), often and no answer (9; 6.2% each) and always 

(1; 9.7%). 

On the basis of the above mentioned data, it is clear that the phone calls as a 

form of promotion have influence on less than a half of respondents.  

The graphic analysis of the phone calls as a resource for information and 

promotion can be seen in the following graph (picture 5).  

 

Picture 5. Phone (calls)  

Source: Authors  
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Receiving text messages (SMS) is a way of promotion realization for the 

people who took part in the survey by frequency: quarterly (45; 31.0%), never 

(41; 28.3%), monthly (35; 24.1%), weekly (20; 13.8%) and daily (4; 2.8%). 

The attitude to SMS promotion as a form of telemarketing, that is direct 

marketing in a wider sense, is indifferent for a little over a third of respondents 

(52; 35.9%), negative for a little over a fourth (38; 26.2%), positive for a little 

under a fifth (27; 18.6%), extremely negative (20; 13.8%) and very positive (2; 

1.4%). Six respondents did not answer (4.1%). 

There was no purchase following the promotion based on text messages for 

most of the respondents (75; 51.7%). All the other answers appeared in a much 

lesser degree: sometimes (27; 18.6%), rarely (25; 17.2%), often (10; 6.9%), no 

answer (6; 4.1%) and always (2; 1.4%). The graphic analysis of the phone calls 

as a form of information and promotion can be seen in the following graph 

(picture 6).  

 

Picture 6. Phone (SMS)  

Source: Authors  

Websites are often used by a large number of respondents for information 

on the existing or new products/services (53; 36.6%), followed by from time to 
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time (46; 31.7%), then a much lower percentage of very often (27; 18.6%) and 

rarely (14; 9.7%). The answer ñneverò does not exist, while 5 respondents did 

not give any answer.  

When we speak about the attitude on Website usage for information and 

promotion, more than a half of respondents have a positive attitude (84; 57.9%), 

while the other answers are represented in a much smaller percentage: very 

positive (24; 16.6%), indifferent (22; 15.2%), no answer (7; 4.8%), negative (6; 

4.1%) and extremely negative (2; 1.4%).  

The frequency of purchase following the information obtained via Websites 

is sometimes (73; 50.3%), and only some of the answers are present in a larger 

percentage: rarely (33; 22.8%) and often (21; 14.5%), followed by never (10; 

6.9%), no answer (5; 3.4%) and always (3; 2.1%).  

The graphic analysis of the websites as a resource of information and 

promotion can be seen in the following graph (picture 7).  

 

Picture 7. Websites  

Source: Authors  

Observing the frequency of social networks usage for information about 
the existing or new products/services, we received the following answers: often 
(56; 38.6%), from time to time (49; 33.8%), rarely (16; 11.0%), very often (15; 
10.3%), never (5; 3.4%) and no answer (4; 2.8%). 
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Marketers' contact with the responders via social networks cannot be 
exclusively related to just one answer by frequency: never (37; 25.5%), 
quarterly (36; 24.8%), monthly (31; 21.4%), weekly (27; 18.6%), daily (13; 
9.0%) and no answer (1; 0.7%).  

Positive attitude about social networks usage as a form of information and 
promotion dominates among almost a half of respondents (71; 49.90%). Only 
indifferent attitude is very common (40; 27.6%), followed by the rest of the 
answers: very positive (12; 8.3%), negative (11; 7.6%). No answer (6; 4.1%) 
and extremely negative (3.4%).  

The frequency of purchase following the information/promotion via social 
networks is mainly occasional (59; 40.7%). The other answers are: rarely (40; 
27.6%), never (24; 16.6%), often (19; 13.1%), no answer (3; 2.1%). None of the 
respondents gave the answer ñalwaysò. 

The graphic display of the social networks as the information/promotion 
resource analysis can be seen in the following graph (picture 8).  

 

Picture 8. Social networks  

Source: Authors  








































































































































































































































































































































































































































































































































































