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REZIME

Novi okviri poslovanja na medunarodnom
nivou doveli su do potrebe za Sirim i sloZeni-
Jjim ukljucivanjem preduzeca u medunarodne
ekonomske tokove. U takvim uslovima, ori-
Jjentacija na medunarodna i globalna trZista
postaje neizbjezna. Svaki segment preduzeca
mora se prilagodavati i razvijati u skladu sa
takvim uslovima poslovanja. Marketing kao
znacajna aktivnost preduzeca u prodaji pro-
izvoda ili usluga takode mijenja i prosiruje
svoje aktivnosti u skladu sa medunarodnim tr-
Zistem. Tako dolazi do stvaranja medunarod-
nog marketinga, koncepta i sistema kao spe-
cificnog pristupa u odvijanju medunarodnih
ekonomskih odnosa. Vazan segment imple-
mentacije marketing koncepta jeste marke-
ting komuniciranje, koje je u medunarodnim
uslovima ograniceno brojnim barijerama. To
je svakako moguce savladati uz dobro defi-
nisanu marketing strategiju. Jasno definisa-
na marketing strategija i dobro pripremljen
marketing miks uklanjaju barijere, ostvaruju
postavijene ciljeve i dovode do pozitivnih re-
zultata za preduzece.

Kljucéne rijeci: medunarodni marketing,

marketing koncept, marketing komuniciranje,
barijere, promocija.
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SUMMARY

New frameworks operating at the interna-
tional level have led to the need for a broader
and more complex involvement of companies
in international economic flows. In such cir-
cumstances, focus on the international and
global markets becomes inevitable. Each seg-
ment companies must adapt and evolve in ac-
cordance with such conditions. Marketing as
an important activity of the company in sell-
ing products or services is also changing and
expanding its activities in line with interna-
tional market. This leads to the creation of an
international marketing concept and system
as a specific approach to the processing of
international economic relations. An impor-
tant segment of implementation of the market-
ing concept is the marketing communication,
which in terms of the limited number of in-
ternational barriers. It is certainly possible to
overcome with a well-defined marketing strat-
egy. Clearly defined marketing strategy and
well-prepared marketing mix remove barri-
ers, to meet the set goals and lead to positive
results for the company.

Keywords: international marketing, marketing

concept, marketing communication, barriers,
promotion.
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uvaoD

Sa razvojem medunarodnog trziSta nacin
poslovanja svakog preduzec¢a se mijenja.
Potrebno je prilagoditi se novim uslovima
poslovanja, biti u korak sa promjenama pa
nekada cak 1 ispred njih. Svaki segment pre-
duzeca prolazi kroz promjene koje mora sa-
vladati 1 okrenuti u svoju korist. Marketing
kao vazan dio poslovanja preduzeca Siri svo-
je aktivnosti na medunarodno trziste 1 prila-
godava se takvom nacinu poslovanja. Kao
posljedica povecanog znacaja medunarod-
nih poslovnih transakcija proizilazi 1 znacaj
medunarodnog marketinga u savremenom
poslovanju.

Prosirenje poslovanja na medunarodno tr-
ziSte donosi za preduzeée brojne prednosti
ali nosi sa sobom 1 brojne novine i probleme.
Kao i za sve segmente poslovanja preduzeca
tako 1 za merketing poslovanje na meduna-
rodnom trzi$tu predstavlja pravi izazov. To se
posebno odnosi na specifi¢nosti u komunici-
ranju na tako razli¢itim kulturnim, jezickim,
ekonomskim, politi¢kim podrucjima. U tom
kontekstu marketing formira fleksibilnije po-
slovne strukture 1 do sada uspjesno odgovara
izazovima sa kojima se suocava. Uspjesno i
efikasno ukljuc¢ivanje na medunarodno trziste
ostvaruje se kroz primjenu i razvijanje marke-
ting koncepta i kroz optimalnu kombinaciju
instrumenata promocionog miksa u zavisnosti
od ciljeva koji se zele postiéi.

POJAM | ZNACAJ MEDUNARODNOG
MARKETINGA

U vremenu kada je globalizacija zahvatila
svaki segment poslovanja javlja se potreba za
Sirom primjenom marketinga, na medunarod-
nom trziStu. To znaci da se marketing aktiv-
nosti proSiruju sa domaceg na medunarodno
trziSte, na osnovu primjene osnovnih princi-
pa, koncepata i instrumenata koji odgovaraju
novonastaloj situaciji (Jovi¢, 2007, str. 18).

Postoje brojne definicije medunarodnog
marketinga ali zajednicko za sve je da me-
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INTRODUCTION

With the development of the international
market way of business of each company var-
ies. It is necessary to adapt to the new business
environment, to be in step with the changes
but sometimes even in front of them. Each
segment of the company is going through
changes that must be overcome and use to
their advantage. Marketing as an important
part of doing business is expanding its ac-
tivities on the international market and adapt
to such a way of doing business. As a result
of the increased importance of international
business transactions, the importance of inter-
national marketing in modern business.

The expansion into the international market
for the company brings many advantages but it
also has a number of newspapers and problems.
As for all segments of business operations and
for merketing business in the international
market represents a real challenge. This applies
particularly to the specifics of communicating
in such different cultural, linguistic, econom-
ic, political areas. In this context, marketing
forms a flexible business structure and has so
far successfully responding to the challenges
it faces. Successful and effective involvement
of the international market is realized through
the application and development of market-
ing concepts and the optimal combination of
instruments of promotional mix depending on
the objectives to be achieved.

DEFINITION AND IMPORTANCE OF
MARKETING

At a time when globalization has affected
every segment of business there is a need for
a broader application of marketing in the inter-
national market. This means that the marketing
activities extend from the domestic to the inter-
national market, based on the basic principles,
concepts and instruments that correspond to
the new situation (Jovi¢, 2007, p. 18).

There are many definitions of internation-
al marketing but common to all is that inter-
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dunarodni marketing predstavlja obavljanje
marketing aktivnosti (razvoj proizvoda, odre-
divanje cijena, promocija, distribucija i dr) u
viSe zemalja, odnosno na medunarodnom tr-
ziStu. Sli¢an je domacem marketingu, razlika
je u tome $to se aktivnosti obavljaju u razlici-
tim sredinama.

Primarnost zadovoljenja potreba i Zelja po-
troSaCa u procesu razmjene na trzistu i dalje
je pocetna i zavrSna tacka svih marketing ak-
tivnosti, samo $to je u ovom slucaju trziste
znatno vece. Potrebno je identifikovati po-
trebe potrosaca Sirom svijeta i zadovoljiti te
potrebe bolje od konkurenata a sve to radi
ostvarivanja profita. Sustina medunarodnog
marketinga jeste trziSno usmjeravanje i ko-
ordinacija poslovnih aktivnosti u vise zema-
lja. Primjenjuju ga sve kompanije i organi-
zacije koje posluju van nacionalnih granica,
na medunarodnom trzistu (Milanovi¢-Golu-
bovi¢, 2004, str. 79).

Danas, na medunarodnom trzistu, preduze-
¢e mora da reaguje i odgovara istom brzinom
kojom se promjene stvaraju. U tom kontek-
stu, brojni su razlozi za primjenu marketing
aktivnosti. Prije svega, pristup osvajanju i ra-
zvoju medunarodnog trzista uslovljen je ade-
kvatnom primjenom marketing aktivnosti 1
strategija. Blagovremeno i precizno definisa-
ne medunarodne marketing strategije smanju-
ju rizik donoSenja pogresnih odluka i omogu-
¢avaju koordiniranje marketing aktivnosti na
globalnom trzistu.

Potrebno je, prilagodavati se savremenim
uslovima poslovanja uz ocuvanje osnovnih
stavova i nacina poslovanja, koji su se poka-
zali kao uspjesni u prethodnom poslovanju.
Postoji vise nacina za pilagodavanje marke-
tinga promjenama u okruzenju od kojih je
najvaznija rekonfiguracija poslovnog siste-
ma marketinga i redefinisanje oblika rada.
To znaci formirati fleksibilnije i dinamic¢nije
poslovne strukture koje su sposobne za brze
adaptacije 1 nov nacin poslovanja. Iz tih ra-
zloga dolazi do promjena u marketingu koji
postaje medunarodno orijentisan i kao takav
imperativ je za sve poslovne subjekte koji
zele opstati i razvijati se na medunarodnom

national marketing is carrying out marketing
activities (product development, pricing, pro-
motion, distribution, etc.) In several coun-
tries, and the international market. It is similar
to the domestic marketing, the difference is
that the activities are carried out in different
environments.

The primacy of meeting the needs and de-
sires of consumers in the exchange market
remains the starting and finishing point for
all marketing activities, except that in this
case the market much higher. It is necessary
to identify the needs of consumers around the
world and meet those needs better than its
competitors and all this for profit. The essence
of international marketing is the market guid-
ance and coordination of business activities in
several countries. Applied by all companies
and organizations that operate across nation-
al borders, the international market (Milano-
vi¢-Golubovié, 2004, p. 79).

Today, in the international market, the com-
pany must react and responds the same speed
at which changes are creating. In this context,
there are many reasons for the application of
marketing activities. First of all, access to the
conquest and development of international
markets caused by the application of appropri-
ate marketing activities and strategies. Timely
and precisely defined international marketing
strategies reduces the risk of making wrong
decisions and facilitate the coordination of
marketing activities in the global market.

It is necessary to adapt to modern business
conditions while preserving the basic atti-
tudes and ways of doing business, which have
proved to be successful in a previous business.
There are several ways to adjustment market-
ing changes in the environment from which
the most important reconfiguration of business
systems marketing and redefining forms of
work. This means form a flexible and dynam-
ic business structures that are capable of rapid
adaptation and a new way of doing business.
For this reason, changes in marketing that is
becoming an internationally oriented, and as
such it is imperative for all businesses that
want to survive and prosper in the internation-
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trziStu. Za razvoj 1 primjenu takve vrste mar-
ketinga potrebno je dodatno znanje i napor
za rjeSavanje svih problema i sloZenih od-
nosa koji nastaju na medunarodnom trzistu
(Kancir, 2013, str. 22-23).

Najvaznije odluke koje se donose u medu-
narodnom marketing su:

1. Sa kojim zemljama uspostaviti poslovnu
saradnju;

2. Na koji nacin nastupiti na medunarodnom
trzistu 1 koliko se angazovati;

3. Koja je najbolja kombinacija marketing
instrumenata sa kojom preduzecée nastupa
na pojedinim trziStima tj. odluka o marke-
ting miksu.

Na taj nacin se minimiziraju trokovi poslova-
nja i omogucava donosSenje racionalnih odluka
koje su u skladu sa postavljenim ciljevima.

MARKETING KONCEPT U
MEDUNARODNIM AKTIVNOSTIMA

U uslovima kada sve dobija mnogo Sire
dimenzije 1 kada udaljenost vise nije ogra-
ni¢enje, ve¢ izazov (Bilbilovska i Bilbilov-
ska, 2015, str. 35) medunarodni marketing
predstavlja proces strateSkog usmjeravanja
resursa 1 ciljeva preduzeca na moguénosti
medunarodnih ili globalnih trzista. Kako bi se
postavljeni ciljevi ostvarili, potrebno je dosta
novih aktivnosti i promjena u samom predu-
zecu ali 1 u obliku marketing prakse.

Marketing koncept preduzec¢a obuhvata
definisanje 1 izgradivanje marketing sistema,
politika, strategija i taktika kako bi se ostvarili
postavljeni ciljevi. Sa Sirenjem trzista ciljevi
se mijenjaju ali i marketing koncept takode.
Marketing orijentisane kompanije (IBM, Phi-
lips, Sony, Volkswagen i sl) svojim uspjehom
potvrdile su znacaj dobro definisanog marke-
ting koncepta.

Polaze¢i od ciljeva koji se zele ostvariti u
medunarodnim okvirima, razlikuju se tri kon-
cepta medunarodnog marketinga:

1. Uninacionalni koncept - proizilazi iz
potrebe intenzivnijeg pristupa ukljuci-
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al market. For the development and application
of this kind of marketing is necessary to further
knowledge and effort to resolve all problems
and complex relationships that occur in the in-
ternational market (Kancir, 2013, p. 22-23).

The most important decisions made in inter-
national marketing are:

1. With which countries to establish busi-
ness cooperation;

2. On the way to perform at the international
market and how to engage;

3. What is the best combination of market-
ing tools with which a company performs
on specific markets ie. decisions on mar-
keting mix.

In this way, minimize operating costs and
allows making rational decisions that are in
line with the set objectives.

MARKETING CONCEPT IN
INTERNATIONAL ACTIVITIES

In conditions where everything has a much
wider dimension when the distance is no
longer a limitation, but a challenge (Bilbilovs-
ka and Bilbilovska, 2015, p. 35) international
marketing is the process of strategic targeting
of resources and company goals on the pos-
sibility of international or global markets. In
order to achieve the set goals, it takes a lot of
new activities and changes in the company or
in the form of marketing practices.

Marketing company concept involves de-
fining and building marketing systems, poli-
cies, strategies and tactics in order to achieve
the set goals. With the expansion of market
targets are changed or the marketing concept
as well. Marketing-oriented companies (IBM,
Philips, Sony, Volkswagen, etc.) To their suc-
cess confirmed the importance of a well-de-
fined marketing concept.

Starting from the objectives to be achieved
at an international level, there are three inter-
national marketing concepts:

1. Uninacionalni concept - derives from the
need of more intensive approach to the in-
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vanja nacionalnih privreda u procese
medunarodne razmjene i odnosi se na
preduzeca koja imaju proizvodnu osno-
vu na domacem trziStu ali su marketing
aktivnosti usmjerene na medunarodno
trziSte. Ovaj nacin poslovanja svodi se
na medunarodnu nabavku i medunarod-
ni plasman i mijenja konvencionalni
izvoz 1 uvoz tako Sto ga transformise u
trajan vid ukljuc¢ivanja preduzeca u me-
dunarodnu razmjenu.

2. Multinacionalni koncept - predstav-
lja Sire internacionalizovanje procesa
razmjene ali i pojedinih aspekata pro-
izvodnje na veéem broju pojedinacno
odabranih trziSta da bi se maksimalno
iskoristile pogodnosti na tim trziStima.
Kako bi se realizovali postavljeni ciljevi
otvaraju se novi pogoni odredene firme u
inostranstvu a nabavka i plasman se vrse
u okviru same firme pri ¢emu se zane-
maruju nacionalne ekonomske katego-
rije a na znacaju dobijaju medunarodne
ekonomske kategorije. Multinacionalni
pristup svjetskom trziStu predstavlja visi
stepen razvoja marketing aktivnosti ali i
proizvodne funkcije u odnosu na nacio-
nalne firme.

3. Globalni marketing koncept — razvija se
u skladu sa tehnoloSkim, komunikacio-
nim, ekonomskim i marketing promje-
nama. Proizilazi iz proSirenih trziSnih
mogucnosti koje sa sobom donosi glo-
balizacija 1 podrazumijeva koordina-
ciju, integraciju 1 kontrolu marketing
aktivnosti koje treba da obezbjede isto-
vremeno postizanje ciljeva i zadataka u
okviru pojedinih i na ukupnim inostra-
nim trZiStima. Poenta globalnog marke-
ting koncepta je kreiranje integrisanog
marketing programa na globalnoj stra-
teskoj osnovi.

Za sva tri slucaja se moze reci da predstav-
ljaju sprovodenje principa marketing koncep-
ta kroz izgradivanje odgovarajuéih sistema,
politika i strategija marketinga ali u skladu sa
koncepcijskim okvirima pojedinacanih pri-
stupa (Jovi¢, 1997, str. 84-92).

clusion of national economies in the pro-
cess of international trade and applies to
companies that have manufacturing base in
the domestic market or marketing activities
aimed at the international market. This way
of doing business comes down to interna-
tional procurement and international mar-
keting and changing the conventional ex-
port and import by making it transformed
into a permanent form of involvement of
companies in international trade.

2. The multinational concept - represents
a wider internationalization process of
exchange and also certain aspects of
production on a number of selected in-
dividual markets in order to maximize
the benefits in these markets. In order to
achieve the set objectives opening new
drives some companies abroad and sup-
ply and marketing are carried out within
the same company while neglecting na-
tional economic category and the impor-
tance of getting international economic
categories. The multinational approach
to the global market is the high level of
development activity or marketing and
production functions in relation to na-
tional companies.

3. Global marketing concept - developed
in accordance with the technological,
communication, economic and mar-
keting changes. It follows from the ex-
panded market opportunities brought
by globalization and involves coordi-
nation, integration and control of mar-
keting activities to ensure simultaneous
achievement of the objectives and tasks
in the context of individual and overall
foreign markets. The point of global
marketing concept is to create an inte-
grated marketing programs on a global
strategic basis.

For all three cases, it can be said to represent
the implementation of the principles of mar-
keting concepts through building appropriate
systems, policies and marketing strategies, or
in accordance with the conceptual framework
approach individual (Jovic, 1997, p. 84-92).
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MARKETING KOMUNICIRANJE NA
MEDUNARODNOM TRZISTU

Veoma vazan segment poslovanja na medu-
narodnom trziStu 1 implementacije marketing
koncepta jeste komuniciranje. Za medunarod-
no orijentisana predzeca to je veoma specific-
na oblast, koja moze da se realizuje aktivnhom
politikom marki proizvoda (brendova), aktiv-
nom politikom cijena, angazovanjem brojnih
1 razli¢itih marketing posrednika. Marketing
komuniciranje predstavlja svaku vrstu komu-
niciranja koja doprinosi stvaranju Zeljene sli-
ke o preduzecu 1 njegovim proizvodima. Svr-
ha marketing komuniciranja jeste prenoSenje
promotivnih poruka potroSa¢ima na medu-
narodnom trZistu o koristima 1 vrijednostima
koje ponudeni proizvodi nude. Na taj nacin se
uti¢e na ponaSanje potroSaca.

Nakoji nacin ¢e se komunicirati na medunarod-
nom trzistu zavisi od marketing strategije predu-
zeca 1 vezano je za sve instrumente medunarod-
nog marketing miksa, sa posebnim naglaskom na
promociju. Naravno, promocija moze uticati na
vecu privlacnost proizvoda na medunarodnom
trzistu, ali potpuni efekat se moze ostvariti u inte-
rakciji sa ostalim instrumentima medunarodnog
marketing miksa. Potrebno je pronaci optimalnu
kombinaciju instrumenata promocionog miksa u
zavisnosti od ciljeva koji se Zele postici.

Specifi¢nost u medunarodnom komuniciranju
u odnosu na domace trziste jeste ¢injenica da su
ljudi po mnogo ¢emu razli€iti, to na neki nacin
predstavljaju ograni¢enja i barijere sa kojima se
suocavaju medunarodno orijentisana preduzeca
(Jovi¢, 2007, str. 293). Prilikom komunikacije
na medunarodnom trzi$tu javljaju se sljedece
prepreke: jezicke barijere, kulturne prepreke, lo-
kalni odnosi prema oglasavanju, slaba medijska
infrastruktura i pravno regulisanje oglasavanja
(Kotabe 1 Helsen, 2000, str. 95).

PROCES MARKETING
KOMUNICIRANJA

Proces marketing komuniciranja pred-
stavlja informacioni tok i meduodnos iz-
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MARKETING COMMUNICATIONS IN
INTERNATIONAL MARKET

A very important segment of business in the
international market and the implementation
of the marketing concept is communication.
For internationally oriented startups to the
very specific area, which can be implement-
ed an active policy of brands (brands), active
pricing policy and engagement of numerous
and various marketing intermediaries. Mar-
keting communication is any kind of commu-
nication that contributes to the creation of the
desired image of the company and its prod-
ucts. The purpose of marketing communica-
tion is the transfer of promotional messages
to consumers on the international market on
the benefits and values offered products offer.
That properly influence consumer behavior.

In what way will interact on the international
market depends on the marketing strategies of
companies and is related to all instruments of in-
ternational marketing mix, with special emphasis
on the promotion. Of course, the promotion may
affect more attractive products in the internation-
al market, but the full effect can be expected to
interact with other instruments of international
marketing mix. It is necessary to find the optimal
combination of instruments of promotional mix
depending on the objectives to be achieved.

Specificity in international communication
in relation to the domestic market is the fact
that people are in many ways different, to in
some way represent the constraints and barriers
faced by internationally-oriented companies
(Jovic, 2007, p. 293). When communicating to
the international market affects the following
obstacles: language barriers, cultural barriers,
local relations to advertising, media infrastruc-
ture and poor legal regulation of advertising
(Kotabe and Helsen, 2000, p. 95).

THE PROCESS OF MARKETING
COMMUNICATIONS

The process of marketing communication
represents the information flow and the inter-
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medu poSiljaoca koji definiSe poruku i pri-
maoca kome je ta poruka upucena. Sustina
marketing komuniciranja jeste odnos izme-
du posiljaoca i primaoca koji se uspostavlja
na osnovu odredenih poruka i medija i na
osnovu cetiri funkcije: kodiranja, dekodi-
ranja, odgovora i povratne sprege. Poruka
se definiSe ili kodira od strane posiljaoca
i Salje preko razli¢itih medija prenosa ka
primaocu sa ciljem da je on na pravi nacin
shvati 1 dekodira 1 na osnovu toga adekvat-
no odgovori odnosno reaguje Sto predstav-
lja povratnu informaciju.

Za efikasno marketing komuniciranje u me-
dunarodnom marketingu potrebno je (Mili-
savljevié, 2006, str. 300): (1) Izabrati ciljna
trzista; (2) Ustanoviti stepen svjetske standar-
dizacije; (3) Obezbjediti promocioni miks na
medunarodnom trzistu; (4) Stvoriti najefika-
snije poruke; (5) Izabrati efektivne medije;
(6) Ustanoviti kontrolu koja ¢e pratiti realiza-
ciju medunarodnih marketing ciljeva.

Kako bi komuniciranje u medunarodnom
marketingu bilo efikasno poruke moraju biti
jasno definisane odnosno kodirane kako bi
prenijele tacnu 1 jasnu poruku onima kojima
su 1 namjenjene. Medutim, u medunarodnom
marketing okruZenju poslovanje se odvija u
slozenom dejstvu niza faktora koji uticu na
komuniciranje (jezicke, kulturne, pravne, teh-
noloske, ekonomske 1 druge razlike) potrebno
je mnogo vise napora kako bi komuniciranje
rezultiralo pozitivnim efektima za preduzece
posiljaoca poruka (Jovi¢, 1997, str. 537-540).

JeziCke barijere u medunarodnom
marketingu

U komuniciranju na medunarodnom trZiStu
1 medunarodnom marketingu veliku prepreku
mogu predstavljati jezicke barijere, zbog cega
su Cesto odredeni komunikacioni napori me-
dunarodno orijentisanih preduzeca neuspjes-
no zavrsili.

Jezik kao kljucna karakteristika kulture u
marketingu predstavlja osnovne sredstvo ko-
municiranja. Na osnovu jezika preduzece se

relationship between the sender that defines
the message and the recipient to whom the
message was sent. The essence of marketing
communication is the relationship between the
sender and the recipient which is established on
the basis of certain messages and media, and
on the basis of four functions: encoding, de-
coding, response and feedback. The message is
defined either by the sender encodes and sends
it via a variety of media transfer to the recipient
with the aim that he properly understood and
decoded and made based on a rigid adequately
respond or react representing feedback.

For effective marketing communication in
international marketing is necessary (Milisav-
ljevic, 2006, p. 300): (1) Select target markets;
(2) Determine the degree of global standardi-
zation; (3) Provide promotional mix in the in-
ternational market; (4) Create the most effec-
tive message; (5) Select effective media; (6)
Establish control that will monitor the imple-
mentation of international marketing goals.

To communicate in international marketing
to be effective messages must be clearly de-
fined and coded to convey accurate and clear
message to those who are intended. Howev-
er, in an international business environment,
marketing is carried out in a complex fact a
number of factors that affect communica-
tion (linguistic, cultural, legal, technologi-
cal, economic and other differences) it takes
a lot more effort to communicate resulting in
positive effects for the company the message
sender (Jovic, 1997 p. 537-540).

Language barriers in international
marketing

The communication on the international
market and international marketing major ob-
stacle may pose language barriers, which are
often specific communication efforts interna-
tionally oriented companies unsuccessfully
completed.

Language as a key feature of culture in mar-
keting represents a primary means of communi-
cation. Based on the language of the company to
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integriSe u lokalnu zajednicu 1 Salje promo-
tivne poruke cijelom auditorijumu. Medu-
tim, kako postoje odredene jezicka pravila u
svakom jeziku, nedovoljno poznavanje i po-
greSno tumacenje ¢esto upropasStava smisao
poruke. NajceS¢e greske u prevodenju i ko-
municiranju u medunarodnom marketingu su:
nemarnost u prevodenju, izmjenjeni smisao
prevedenih poruka ili viSeznac¢nost, karakteri-
stike lokalnog govora 1 sporazumijevanja.

Kako bi se izbjegle navedene prepreke i
barijere najbolje rjesenje je koristiti jezik go-
vornog podruc¢ja na kome se vrsi promocija.
Naravno, za to je potrebno upoznati kulturu i
socijalne karakteristike potrosaca na meduna-
rodnom trzistu.

Poznavanje stranog jezika ima Cetiri bitne
uloge u medunarodnom marketing komuni-
ciranju:

1. Uspjesno prikupljanje, vrednovanje i ra-
zumijevanje informacija sa inostranog tr-
7i8ta;

2. Adekvatno uklapanje u inostranu sredinu
1 bolje povezivanje sa partnerima ali 1 in-
stitucijama strane drzave;

3. Uspjesno eksterno i interno komunicira-
nje preduzeca, naroCito kada preduzece
ima svoje filijale u inostranstvu;

4. Pravilnu interpretaciju pojedinih situa-
cija, zahvaljuju¢i razumijevanju kulture
1 obicaja u stranoj zemlji (Rakita, 1998,
str. 127-128).

Kulturne prepreke u medunarodnom
marketingu

Nauceni, specifi¢an nacin zivota predstav-
lja kulturu jednog drustva i ukljucuje u sebe:
drustveno uredenje, vjeru, obic€aje, vrijedno-
sti i stavove prema zivotu u zemlji i inostran-
stvu, sistem obrazovanja i nivo pismenosti,
politicki sistem 1 jezik. Prilikom plasiranja
svog proizvoda na inostrano trziste kao 1 pri-
likom odredivanja medunarodne marketing
strategije preduzea moraju razumjeti na
koji nacin kultura uti¢e na ponasanje potro-
Saca na svakom odabranom trzistu. To Cesto
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integrate into the local community and sends pro-
motional messages throughout the auditorium.
However, as there are certain linguistic rules in
every language, insufficient knowledge and mis-
interpretation often ruins the meaning of the mes-
sage. The most common errors in translation and
communication in international marketing are:
negligence in translation, altered the meaning of
translated messages or ambiguity, the characteris-
tics of the local speech discussing these matters.

In order to avoid these obstacles and barriers
the best solution is to use a language-speak-
ing countries where the promotion is done. Of
course, it is necessary to know the culture and
social characteristics of consumers in the in-
ternational market.

Knowledge of a foreign language has four
important roles in international marketing
communication:

1. Successful collection, evaluation and un-
derstanding of information with foreign
markets;

2. Adequate integration into foreign envi-
ronment and better connect with partners
and institutions or the state;

3. Successful external and internal commu-
nications companies, especially when a
company has branches abroad;

4. The proper interpretation of the situation,
thanks to the understanding of culture
and customs in a foreign country (Rakita,
1998, p. 127-128).

Cultural narriers in international
marketing

Taught specific way of life is the culture of
a society and includes within it: social organi-
zation, religion, customs, values and attitudes
towards life in the country and abroad, the
system of education and literacy levels, the
political system and language. When placing
their products on foreign markets, as well as
the determination of the international market-
ing strategy, companies must understand how
culture influences the behavior of consumers
in each selected market. It can often appear as
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moze da se pojavi kao prepreka u marketing
komuniciranju na medunarodnom trziStu
(Kotler, Vong, Sonders i Armstrong, 2007,
str. 219). Zbog toga je potrebno upoznati se
sa ciljevima, Zeljama, o€ekivanjima, zahtje-
vima 1 drugim kulturnim karakteristikama
koje mogu odrediti ponasSanje potroSaca na
medunarodnom trzistu.

Osnovni vrijednosni okvir koji usmjerava in-
dividualna ponasanja na osnovu subjektivne re-
alnosti (vjerovanja i naklonosti) i uti¢e na nacin
reagovanja u odredenim situacijama je kultura.
Takode, oznacava okruZenje objektivne realno-
sti koja se manifestuje u odgovaraju¢im drus-
tvenim institucijama (Johansson, 2000, str. 58).

Smatra se, da su kulturne razlike najvece
prepreke u medunarodnom marketing komu-
niciranju, zbog ¢ega se posebna paznja mora
posvetiti svim aspektima kulturnih prepreka.
Pod tim se misli na (Previsi¢ 1 Ozreti¢-Dosen,
1999, str. 286): dominantnu religiju, prihva-
¢eni sistem vrijednosti, navike 1 obic¢aje, ma-
terijalne aspekte kulture, drustvene institucije
i neverbalne aspekte kulture.

Znacaj religije u medunarodnom
marketing komuniciranju

Uticaj religije na ukupan vrijednosni sistem
jednog drustva je veoma veliki 1 na osnovu
nje se formiraju vrijednosni stavovi, pogled
na svijet, odredene norme u poslovanju, a sa-
mim tim 1 u ponaSanju potrosaca. U svijetu
postoje brojne religije i religijske grupe koje
na razne nacine uti¢u na ponasanje ljudi 1 nji-
hove redne navike. Najdominantnije svjetske
religije su hris¢anstvo, islam, hinduizam, bu-
dizam 1 konfucizam i njihovo poznavanje me-
dunarodno orijentisanim preduze¢ima olaksa-
va izbor na¢ina marketing komuniciranja.

Religija ima ogroman i viSedimenzionalan
uticaj na medunarodni marketing. Posebno
se mora obratiti paznje na (Rakita, 1998, str.
132-135):

1. Religiozne praznike koji variraju od ze-
mlje do zemlje a koji mogu imati znacajan
uticaj na izvodenje odredenih marketing

obstacles to the marketing communication in
the international market (Kotler, Wong, Saun-
ders and Armstrong, 2007, p. 219). Therefore,
it is necessary to become familiar with the
goals, desires, expectations, requirements and
other cultural characteristics that can deter-
mine the behavior of consumers in the inter-
national market.

The basic value framework that guides in-
dividual behavior on the basis of subjective
reality (beliefs and affection) influences the
response in certain situations is culture. It
also means setting an objective reality that is
manifested in appropriate social institutions
(Johansson, 2000, p. 58).

It is believed that cultural differences are
the biggest obstacles in international market-
ing communication, which is why special at-
tention must be paid to all aspects of cultural
barriers. By that is meant (Previsi¢ Ozreti¢-
Dosen, 1999, p. 286): a dominant religion, ac-
cepted system of values, habits and customs,
material aspects of culture, social institutions
and non-verbal aspects of culture.

The importance of religion in
international marketing communication

The influence of religion on the overall val-
ue system of a society is very high and based
on it to form a securities attitudes, worldview,
specific standards in business, and therefore in
consumer behavior. In the world there are many
religions and religious groups in various ways
affect the behavior of people and their regular
habits. The most dominant world religions are
Christianity, Islam, Hinduism, Buddhism and
Konfuchism and their knowledge of internation-
ally oriented companies facilitates the choice of
ways of marketing communication.

Religion has a huge and multidimensional
impact on international marketing. Particular
attention must be paid to (Rakita, 1998, pp.
132-135):

1. Religious holidays, which vary from
country to country and which can have a
significant impact on the performance of
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akcija (npr. mjesec Ramazana u musli-
manskom svijetu predstavlja praznik koji
podrazumjeva potpunu izmjenu u ponasa-
nju potrosaca i u njihovom nacinu Zivota);
2. Sistem i okvir potrosnje, koji takode za-
visi od odredene religije (npr. riba, kao
posno jelo se posebno koristi petkom u
pravoslavnom hris¢anstvu);

3. Drustveni 1 ekonomski poloZaj Zene (u
mnogim zemljama u kojima je islam do-
minantna religija uloga Zene je minimali-
zovana ali 1 ogranicena);

4. Religiozne institucije (crkva se ukljucuje
ukoliko smatra da odredeni proizvod nije
u skladu sa religijskim principima).

Prihvaceni sistem vrijednosti, navike i
obicaji

Sistem vrijednosti koji je prihvacen u odre-
denoj zemlji moze znacajno uticati na stavove
potrosaca o stranim proizvodima i preduzeci-
ma i moze se nazvati jos ,,potrosacki patrio-
tizam*. Cesto predstavlja znadajan faktor za
ulazak na odredeno trziste. Sistem vrijednosti
odredene zemlje je u korelaciji sa institucio-
nalnim 1 strukturnim karakteristikama kao 1
obrazovnim sistemom jedne zemlje.

Takode, estetske vrijednosti pojedinih kul-
tura imaju uticaj na medunarodni marketing.
Pod tim se misli na estetski izgled 1 oblik
proizvoda, muziku, dizajn, upotrebu boje i
dr. Zbog toga se u medunarodnom marketing
komuniciranju paznja mora posvetiti 1 uvaza-
vanju 1 prihvatanju sistema vrijednosti, kroz
kojih se dolazi do idejnih rjeSenja za: izbor
imena proizvoda, oblikovanju proizvoda, nje-
govom dizajnu i simbolu.

Navike 1 obicaji predstavljaju kulturne
barijere u medunarodnom marketingu koje
uti¢u na ponasanje potrosaca i na njihove
odluke o kupovini a samim tim i na potros-
nju pojedinih proizvoda ili usluga. U duzem
vremenskom periodu mogu se modifikovati i
mijenjati, ali doprinose podizanju intenziteta
i kvaliteta marketing komuniciranja na me-
dunarodnom trzistu.
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certain marketing actions (eg. The month
of Ramadan in the Muslim world is a hol-
iday that involves a complete change to
consumer behavior and their way of life);

2. System and expenditure framework, which
also depends on the particular religion (eg.
fish, as well as lean meal is used in particu-
lar on Fridays in Orthodox Christianity);

3. The social and economic status of wom-
en (in many countries where Islam is the
dominant religion of the role of women is
minimized but limited);

4. Religious institutions (including the church,
if it considers that a specific product is not in
accordance with religious principles).

The accepted system of values, habits
and customs

The system of values that is accepted in a
particular country can significantly influence
consumers’ attitudes to foreign products and
companies and can be called more “consumer
patriotism”. It is often an important factor for
entry into a particular market. The system of
values of a certain country is correlated with
institutional and structural characteristics as
the education system of a country.

Also, the aesthetic value of individual cul-
tures influence the Inter- national marketing.
Under these thoughts on the aesthetic appear-
ance and shape, music, design, use of color
and others. Therefore, the international mar-
keting communications attention must be paid
to the respect and acceptance of the system of
values, through which it can be ideal solutions
for: choice of product name, product design,
its design and symbol.

The habits and customs are cultural barriers
in international marketing that affect the
behavior of consumers and their purchas-
ing decisions and hence the consumption
of certain products or services. In the long
run can be modified and changed, or con-
tribute to raising the intensity and quality
of marketing communication in the inter-
national market.
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Materijalni aspekti kulture i izgradene
drusStvene institucije

Materijalni aspekti kulture ili odnos pre-
ma materijalnim predmetima i1 vrijednosti-
ma zavise od opSteg ekonomskog razvoja
ali 1 razvoja tehnologije 1 visoko sofisticira-
nih proizvoda. Oni obuhvataju razna sred-
stva, metode, tehnike i1 procese koji se ko-
riste za proizvodnju proizvoda 1 usluga ali
i za njihovu distribuciju i potronju. Cesto
je rezultat tehnoloske 1 ekonomske razvije-
nosti odredene zemlje, druStvenog standar-
da, normi 1 uslova Zivota. Takode, brojnost
srednje klase kao 1 ostalih grupa potroSaca
uti¢e na prepoznatljiv odnos prema materi-
jalnim predmetima. Na osnovu poznavanja
materijalnih aspekata odredene kulture mo-
guce je odrediti promotivne 1 distributivne
aktivnosti kao 1 politiku cijena.

Izgradene druStvene institucije mogu biti
prvostepene 1 pod tim se misli na porodicu i
odredene statusne, odnosno neformalne grupe
1 drugostepene u vidu razli¢itih profesional-
nih 1 druStvenih organizacija i udruZenja. Po-
rodica kao najznacajnija druStvena institucija
uti¢e na potrebe, traznju i finalnu potroSnju
velikog broja proizvoda i usluga. Razlicite
profesionalne i druStvene organizacije zavi-
sno od znacaja i uticaja uticu na potros$nju po-
jedinih vrsta proizvoda ili usluga.

Socijalni i neverbalni aspekti kulture

Realni okvir svake kulture moze se po-
smatrati kroz druStvene organizacije, insti-
tucije ali 1 opStu socijalnu klimu. Pod tim
se misli na: socijalne institucije, drustvene
uloge 1 interakcije, nacionalizam, odnos
prema strancima, obrazovni sistem, porodi-
cu, referentne grupe, drustvene klase, odnos
prema inovacijama i promjenama, druStve-
ne norme, vrijednosti i o¢ekivanja. Socijal-
no kulturne karakteristike vazni su ¢inioci
na kojima pociva medunarodno marketing
komuniciranje i1 na njima pociva traznja za
odredenim proizvodima ili uslugama (Do-
uglas i Craig, 1997, str. 67).

Material aspects of culture and social
institutions built

Material aspects of culture or relationship
to material objects and values depend on both
general economic development and the devel-
opment of technology and highly sophisticat-
ed products. They include a variety of means,
methods, techniques and processes used to
produce goods and services but also for their
distribution and consumption. Often the result
of technological and economic development
of certain countries, social standards, stand-
ards and living conditions. Also, the number
of middle class and other groups of consum-
ers affected by a recognizable relationship to
material objects. Based on the knowledge of
the material aspects of the culture it is possi-
ble to determine the promotional and distribu-
tion activities and pricing policies.

Built social institutions may be the first in-
stance, and by that is meant the family and a
certain status, or informal groups and the second
instance in the form of various professional and
social organizations and associations . The family
as the most important social institution affects the
needs, demand and final consumption of many
products and services. Various professional and
social organizations, depending on the impor-
tance and influence of influencing the consump-
tion of certain types of products or services.

Social and non-verbal aspects of culture

The real framework of every culture can be
viewed through community organizations,
institutions and the general social climate.
By that is meant to: social institutions, social
roles and interactions, nationalism, attitude
towards foreigners, the education system,
family, reference groups, social classes, the
attitude towards innovation and change, so-
cial norms, values and expectations. Social
and cultural characteristics are important fac-
tors underlying the international marketing
communications and on them rests the de-
mand for certain products or services (Doug-
las and Craig, 1997, p. 67).
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Poslovanje u savremenim uslovima prace-
no je brojnim inovcijama na svim poljima.
Odnos odredene drzave prema inovacijama
je razli¢it u razli¢itim zemljama i izrazava se
njihovom spremno$¢u na promjene, na nov
nacin poslovanja, nove proizvode. Nerijetko
se deSava da su firme, pa i cijele drzave ve-
oma ograni¢ene 1 nepovjerljive kada je rijec¢
o ne¢emu novom. Pored inovacija obrazovni
sistem predstavlja znacajnu drustvenu i so-
cijalnu instituciju koja oblikuje vrijednosni
sistem, prohtjeve, ambicije i motive ljudi ali
1 nain poslovanja i komuniciranja (Rakita,
1998, str. 141-145).

Na kraju, neverbalni aspekti kulture (,,tihi
jezik®) koji predstavljaju govor tijela, pokre-
te, mimiku, gestikulaciju, reagovanje u toku
komunikacije slicnu ulogu imaju kao i izraza-
vanje i prenoSenje komunikacionih poruka u
medunarodnom marketingu.

Pored svih navedenih kulturnih prepreka
1 lokalni odnosi prema oglasavanju mogu
biti prepreka za medunarodno marketing
komuniciranje. Na taj nacin uti¢e se na in-
strumente promocije koja na neki nacin uti-
¢e na izbor vode¢ih marki odnosno brendo-
va. Takode, u marketing komuniciranju na
medunarodnom i domacem trziStu postoje
razlike 1 u pristupu instrumentima promo-
tivnog miksa.

INSTRUMENTI PROMOCIJE NA
MEDUNARODNOM TRZISTU

Promocija kao najvidljiviji instrument me-
dunarodnog marketing miksa na osnovu ko-
jeg se preduzeée predstavlja i obraca trzistu
zarad ostvarivanja definisanih ciljeva. Kao
dio procesa komuniciranja na medunarodnom
trzistu, predstavlja prenos poruka odredenog
sadrzaja ciljnom auditorijumu, posredstvom
prenosnika tj. medija sa ciljem isticanja odre-
denenih proizvoda i usluga u odnosu na kon-
kurenta (Salai i Grubor, 2011, str. 331-359).

U marketing komuniciranju na medunarod-
nom trzistu promotivni miks obuhvata sljede-
¢e instrumente:
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Doing business in modern conditions is as-
sociated with many the Innovation in all fields.
Attitude of the state towards innovation is dif-
ferent in different countries and expressed their
willingness to change, a new way of doing
business, new products. It often happens that
the company, as well as the whole country is
very limited and distrustful when it comes to
something new. In addition to the innovation
education system represents a significant so-
cial and public institution that shapes the sys-
tem of values, desires, ambitions and motives
of the people but also the way we do business
and communicate (Rakita, 1998, p. 141-145).

Finally, non-verbal aspects of culture ( ““silent
language”) represent the body language, ges-
tures, facial expressions, gestures, reactions in
the course of communication and a similar role
as the expression and transmission of commu-
nication messages in international marketing.

In addition to all the above cultural bar-
riers and local treats advertising may be
an obstacle for the international marketing
communications. This way prejudice the
promotion instruments that in some way af-
fect the choice of leading brands or brands.
Also, in the marketing communication in the
international and domestic markets, there are
differences in access to instruments of pro-
motional mix.

INSTRUMENTS OF PROMOTION ON THE
INTERNATIONAL MARKET

Promotion as the most visible instrument of
international marketing mix based on which the
company represents and speaks to the market
in order to achieve defined goals. As part of the
process of communication in the international
market, the transfer of messages for specific
content target audience, ie via laptop. the me-
dia with the aim of highlighting odredenenih
products and services compared to competitors
(Salai and Grubor, 2011, p. 331-359).

In the marketing communication in the in-
ternational market promotion mix includes
the following instruments:
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1.

Ekonomsku propagandu - kao izuzetno
znacajan instrument promotivnog miksa
u medunarodom marketingu usmjerena je
na izgradnju imidza preduzeca pri ¢emu
je potrebno voditi ra¢una o: odrediva-
ju propagandnog budZzeta, izboru oblika
ekonomske propagande, izboru strategije
propagandne poruke, izboru medija a sve
to kako bi se efikasno i efektivno prenijele
kreativne propagadne poruke.

Ekonomski publicitet - predstavlja tradi-
cionalnu formu medunarodnog marketing
komuniciranja i realizuje se izdavanjem
saopStenja Stampanim i elektronskim me-
dijima, odredenim c¢lancima u stru¢nim
Casopisima kao i razli¢itim TV i radio
emisijama. Danas se sve slabije koristi jer
se iz njega razvio najznacajniji instrument
promocije na medunarodnom trzistu a to
je marketing aspekt odnosa sa javnoscu.

Marketing aspekt odnosa sa javnoscu -
usmjeren je na ukupnu javnost pod kojom
se podrazumjevaju: potroSaci, marketing
posrednici, mediji, predstavnici vlasti,
sindikati, stejkholderi, akcionari, strates-
ki poslovni partneri, ¢lanovi poslovnih
mreza, itd. Na ovaj nacin se podstice iz-
gradivanje naklonosti 1 pozitivnog ras-
polozenja prema odredenom preduzecu.
Marketing koncept odnosa sa javnoS¢u
podrazumijeva: premijerna saopStenja
najinteresantnijih vijesti, saopsStenja za
javnost, konferencije za novinare, orga-
nizovanje specijalnih dogadaja, kreiranje
internet stranice, organizovanje odredenih
TV iradio emisija sa u¢eS¢em sopstvenog
PR personala. Na ovaj nacin se lakSe do-
lazi do ostvarivanja definisanih ciljeva na
medunarodnom trzistu.

Unapredenje prodaje - predstavlja in-
strument marketing miksa koji se snaz-
no razvija i usmjeren je na realizaciju
promotivnog programa kojim se utice
na povecanje prodaje na medunarodnom
trziStu, na osnovu povecanja vrijednosti
medunarodne ponude. Na ovaj nacin po-
kusava se privuci paznja potroSaca kako
bi kupili proizvod ili uslugu.

1.

Economic propaganda - as a very impor-
tant instrument of the promotional mix in
the multinational marketers focused on
building the corporate image in it is nec-
essary to take account of: Determination
of advertising budget, choice of forms of
advertising, selection strategies propagan-
da message, choice of media and all that
in order to efficiently and effectively con-
vey creative propaganda messages.

Economic publicity - is a traditional form
of international marketing communication
and is implemented by issuing press releas-
es printed and electronic media, certain ar-
ticles in professional journals and a variety
of TV and radio broadcasts. Today sesvete
less benefit from it because it has devel-
oped the most important instrument of pro-
motion in the international market and to
the marketing aspect of public relations.

Marketing aspect of public relations
- is focused on the total release under
which imply: Consumers, marketing in-
termediaries, media, government repre-
sentatives, unions, stakeholders, share-
holders, strategic business partners,
members of business networks, etc. In
this way it encourages the building of
affection and positive mood towards a
particular company. Marketing concept
of public relations means: the premiere
of the most interesting releases of news,
press releases, press conferences, or-
ganizing special events, creating web-
sites, organizing certain TV and radio
programs with the participation of its
own PR staff. In this way it’s easier to
achieving the objectives defined in the
international market.

Sales Promotion - an instrument of the
marketing mix that is rapidly growing
and is focused on the implementation of
promotional programs, which affects the
increase in sales in the international mar-
ket, on the basis of increasing the value of
Inter- national offers. In this way, trying to
attract the attention of consumers to buy a
product or service.
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5. Li¢nu prodaju - predstavlja dvosmjernu
komunikaciju gdje prodajno osoblje pred-
stavlja izvrSioca aktivnosti licne prodaje
1 nalazi se u funkciji ostvarivanja li¢nih
kontakata izmedu prodavaca i kupaca na
medunarodnom trziStu. Na ovaj nacin je
omoguceno prenoSenje neophodnih in-
formacija kupcima i dobijanje povratnih
informacija od njih. Na osnovu toga se
vr$i prilagodavanje medunarodne ponu-
de kako bi se zadovoljile potrebe kupaca.
Kao problem kod ovakve vrste komuni-
kacije javlja se razli¢itost ekonomskog,
kulturnog 1 politi¢ko — pravnog okruznja.

6. Direktni marketing - predstavlja direktnu i
licnu komunikaciju sa individualno posma-
tranim kupcem, posredstvom interaktivnog
komuniciranja i predstavlja kombinaciju
ekonomske propagande, unapredenja pro-
daje 1 marketing istrazivanja. Koristi se za
promociju proizvoda, usluga ali i ponuda
neprofitnih organizacija. Na ovaj nacin po-
vezuju se maloprodajna mjesta i zahtjevi
potrosaca na medunarodnom trzistu.

7. Trgovacke izlozbe i1 sajmovi - predstav-
ljaju instrumente medunarodne promoci-
je na osnovu kojih se ostvaruju direktni
prodajni rezultati jer posjetioci ovih doga-
daja su u direktnom kontaktu sa robom.
Ovakve vrste promocije organizuju se u
cilju pospjesivanja prodaje i uspostavlja-
nja kontakta sa poslovnim partnerima ali
1 potroSa¢ima.

8. Sponzorska promocija - koristi se u cilju
podizanja ugleda medunarodno orijenti-
sanih preduzeca u javnosti, izgradivanja
marki na medunarodnom trzistu. Uglav-
nom prati dogadaje kao Sto su: kulturni,
umjetnicki, poslovni, drustveni i sportski
dogadaji (Keegan, 2002, str. 428).

ZAKLJUCAK

U savremenim uslovima poslovanja, kada
su promjene sastavni dio svih poslovnih pro-
cesa, marketing kao znacajan segment poslo-
vanja dozivljava svoje promjene i §irenje na
medunarodno trziSte. Naravno, vece trziSte
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5. Personal selling - is two-way communi-
cation, where the sales staff constituted
an executor personal sales activities and
is in the function of the realization of
personal contacts between buyers and
sellers in the international market. In
this way it is possible to transmit neces-
sary information to customers and get-
ting feedback from them. On this basis,
the international supply adjusts to meet
customer needs. A problem in this type
of communication, there is the diversity
of economic, cultural and political - le-
gal okruznja.

6. Direct marketing - is a direct and per-
sonal communication with pomatranim
individual customers through interac-
tive communication and a combination
of advertising, sales promotion and
marketing research. is used to promote
products, services or offers and nonprof-
it organizations. In this way, linked to
retail outlets and consumer demand in
the international market.

7. Trade shows and fairs - are instruments
of international promotion on the basis
of which generate direct sales results, be-
cause the visitors of these events are in
direct contact with the goods. These types
of promotions are organized in order to
strengthen the sales and establishing con-
tact with business partners as well as con-
sumers.

8. Sponsorship promotion in order to raise
the reputation of an internationally ori-
ented companies to the public, building
brands in the international market. Mostly
monitors events such as cultural, art, busi-
ness, social and sporting events (Keegan,
2002, str. 428).

CONCLUSION

In modern business conditions, when
changes are an integral part of all business
processes, marketing as an important seg-
ment of their business is experiencing chang-
es and expansion in the international market.
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donosi sa sobom viSe moguénosti ali 1 odrede-
nih promjena i problema. Tako se marketing
suo€ava sa nekim novim pitanjima sa kojima
nije prilikom poslovanja samo na domacem
trzistu. Prije svega, kako treba da izgleda mar-
keting komuniciranje u uslovim tako mnogo
razli€itosti. Javljaju je jeziCke barijere usljed
velikog broja razli¢itih drZzava na meduna-
rodnom trziStu. Takode, medunarodno trziste
nosi sa sobom i brojne druge prepreke u po-
slovanju kao §to su: kulturne razlike, vjerske
razlike, razlike u stavovima, vrijednostima,
obrazovanju, politickim, ekonomskim uslo-
vima poslovanja. Samo dobro definisan i pri-
premljen marketing koncept moze adekvat-
no odgovoriti novim uslovima poslovanja.
Posebna paznja se posvecuje instrumentima
promocije na osnovu kojih se najlakse dolazi
do kupaca i ostvarenja Zeljenih rezultata. Me-
dunarodni marketing kao specifi¢an pristup u
odvijanju medunarodnih ekonomskih odnosa,
relativno je mlada nauc¢na disciplina koja se
intenzivno razvila u okviru marketinga s jed-
ne strane i medunarodnog poslovanja s druge
strane. Kao takav uspjes$no je odgovorio svim
promjenama u savremenim uslovima poslo-
vanja 1 prilagodio se medunarodnim tokovi-
ma poslovanja.
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