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Abstract: The main component of generating high-quality, efficient and successful strategic marketing is, first 
of all, the definition of marketing strategies in accordance with business goals, that is, in accordance with the 
company’s business strategy. Marketing strategy generation is the process of determining goals and choos-
ing marketing strategies at the company level, aimed at specific markets, including the process of determining 
vision, mission and strategic goals, but also defining strategic positioning, i.e. detailed analysis of strengths, 
weaknesses, opportunities and threats of business and analysis of factors of the company’s environment, as well 
as defining, choosing and implementing the strategy and auditing the results. As part of the marketing strate-
gy, the marketing plan must be compatible with the business and marketing strategy, communication plans, 
Internet business plan and ICT strategy, which implies a detailed and precise definition of the basic elements 
of the marketing plan, as well as providing information about the markets in which business is conducted and 
current market conditions. movements, ways of measuring success, designing and planning marketing activ-
ities in certain time frames, as well as determining business strategy goals. The paper presents an explanation 
and analysis of the elements of effective digital marketing, which are necessary for the successful generation of 
marketing strategies and the effective implementation of marketing activity plans from the perspective of the 
manufacturer/seller, as well as an explanation and analysis of the elements of operational marketing, i.e. an 
explanation of the possible choices of digital marketing techniques, and recommendations for entrepreneurs 
SME textile and clothing industry.
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DIGITALNI MARKETING SA ASPEKTA  
PROIZVOĐAČA/PRODAVCA U MSP TEKSTILNE  

I ODEVNE INDUSTRIJE
Apstrakt: Osovna komponenta generisanja kvalitetnog, efikasnog i uspešnog strategijskog marketinga, je pre 
svega, definisanje marketinških strategija u skladu sa ciljevima poslovanja, odnosno u skladu sa biznis strategi-
jom preduzeća. Generisanje strategije marketinga je proces utvrđivanja ciljeva i izbora marketinških strategija 
na nivou preduzeća, usmerenih ka određenim tržištima, uz obuhvatanje procesa vizije, misije i strateških cilje-
va, ali i definisanje strateškog pozicioniranja, odnosno detaljne analize snaga, slabosti, mogućnosti i pretnji i 
analize faktora okruženja preduzeća, kao i definisanje,izbor i sprovođenje strategije i revizije rezultata. Kao deo 
marketing strategije, marketing plan mora biti kompatibilan sa poslovnom strategijom, planovima kmunika-
cije, internet biznis planom i IKT strategijom, što podrazumeva detaljno i precizno definisanje osnovnih eleme-
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nata marketinškog plana, kao i obezbeđivanje informacija o tržištima na kojima se posluje i aktuelnim tržišnim 
kretanjima, načinima merenja uspeha, osmišljavanju i planiranju marketinških aktivnosti u određenim vre-
menskim okvirima, kao i određivanju ciljeva biznis strategije. Rad predstavlja eksplikaciju i analizu elemenata 
efikasnog digitalnog marketinga, inače neophodnih za uspešno generisanje marketinških strategija i efikasnu 
implementaciju planova marketinških aktivnosti sa aspekta proizvođača/prodavca, eksplikaciju i analizu ele-
menata operativnog marketinga, odnosno eksplikaciju mogućih izbora digitalnih marketinških tehnika, kao i 
preporuke preduzetnicima MSP tekstilne i odevne industrije.

Ključne reči: digitalni marketing, marketing strategija, tekstilna i odevna industrija.

1. INTRODUCTION 
The time of current digitization implies and re-

quires an increasing emphasis and a more detailed 
look at digital versions of business processes, includ-
ing marketing and trade, through the prism of ICT im-
plementations and adequate business - service infor-
mation systems (e-marketing, e-Commerce, CRM, etc.). 
Marketing belongs to activities of a dual nature, and 
therefore it is necessary to look at it from two aspects 
- the aspect of the buyer or user and the producer or 
seller [1], where in this work the emphasis is on the ex-
planation of the elements of marketing and market-
ing activities from the producer’s or seller’s point of 
view, and which implies the explanation and analysis 
of the elements of generating marketing strategies, 
but also of the trade process and relations with cus-
tomers, because every good marketing strategy im-
plies the consideration of these elements of the busi-
ness process. As the marketing investment is focused 
on meeting the needs of the client with an adequate 
offer, it means that the goal is achieved with an of-
fer that meets the needs of the client, while the pro-
ducer continuously achieves a satisfactory economic 
profit, so it can be said that marketing represents an 
investment in the future, whereby the so-called stra-
tegic marketing insists on the difference in relation to 
the competition and focuses on own strengths and 
opportunities, with the aim of recognizing and using 
positive differences in relation to the competition.

On the other hand, it should be emphasized that 
fashion, as part of the textile and clothing industry, 
sets trends, affects the demand, shape or design of 
products, as well as sales itself, and is closely related to 
marketing, which by definition is the key to attracting 
the attention of most customers and activities in the 
creation of fashion trends, but also in the creation of 
images or brands of textile products - clothing. In fact, 
as fashion is more and more exposed in the phase 
of growing competition, and as modified products 
with lower prices are created, and sales grow rapid-
ly and distribution is selective, fashion marketing or 

promotion has the task of shaping a positive image 
on such a mass market, i.e. it has the task of explores 
the connection between fashion design and market-
ing, including the development, promotion, sales and 
pricing aspects of the fashion industry, and uses cur-
rent trends in fashion to analyze, develop and imple-
ment adequate and effective sales strategies [2, 3, 4, 
5]. That’s why successful fashion marketing managers 
emphasize the recognition of consumer trends, the 
building of strong brands and the creation of a pos-
itive product image, as key elements of fashion mar-
keting. It can be said that in the textile and clothing 
industry, the promotional strategy changes in accord-
ance with the movement of fashion through accept-
ance cycles, where propaganda is in fact the most 
visible part of the promotional activities of a fashion 
company, and has a very important role in the deci-
sion-making process and creating consumer aware-
ness of the existence brand [3, 6].

It is necessary to emphasize the close connection, 
permeation and upgrading of the marketing process 
itself, lead generation and effective communication 
and relations between customers and manufacturers/
sellers, as well as their information systems - IS (ERP, 
marketing and CRM IS) within the so-called e – busi-
ness [1]. In fact, it can be said that within the frame-
work of e-business, elements of marketing are contin-
uously and deeply intertwined with other elements 
of e-business, i.e. with business information systems 
such as Product Lifecycle Management (product life 
cycle management with the integration of product 
development functions, security, quality and mainte-
nance), Supply Chain Management (integrated plan-
ning and management of the flow of goods and ser-
vices, information and money through supply chain 
activities), Enterprise Resource Planning (integrates 
and automates all aspects of the company’s opera-
tions) and Customer Relationship Management (inte-
grates processes and relationship management with 
clients-consumers), which represent infrastructure or 
are mandatory integral parts of modern, efficient and 
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profitable e-business. On the basis of the above, it can 
be said that, viewed from the point of view of the pro-
ducer or seller, the generation of marketing for SMEs 
in the textile and clothing industry requires a qualita-
tive and expert analysis of the work and development 
of the company, for the sake of precisely defining the 
mission, vision and goals of the company, as well as an 
adequate selection of marketing strategies and tech-
niques. and operational marketing tactics, but also ef-
fective evaluation of marketing plan implementation 
with strong support of analytical programs.

2. MARKETING IN SME TEXTILE AND 
CLOTHING INDUSTRY FROM THE 
SELLER/ MANUFACTURER ASPECT

2.1. Traditional – classic marketing 
Traditional or classic marketing exists most of-

ten in the form of printed ads, telephone communi-
cations, TV, radio, billboards, illuminated advertise-
ments or personal contact. By observing and ana-
lyzing the functioning of traditional media, it can be 
seen that today these types of advertising or this type 
of marketing can be treated as obsolete, because 
their visibility, as well as the influence on potential 
clients, is decreasing, and therefore the interest of po-
tential producers or sellers is also decreasing. for their 
use quite small. Nevertheless, it is obvious that the 
owners of such media or the bearers of such market-
ing methods (TV, press, radio), very quickly became 
aware of the situation and new influences and, for the 
sake of survival on the market and the further work of 
their companies, very quickly adapted their business 
to new trends and ways of working, mostly by trans-
formations into some form of digitized programs. 

Thus, for example, printed media, with decreasing 
circulations, rather high prices and of course a con-
stant decline in interest (both from the buyer’s point 
of view, and causally from the seller’s point of view), 
good practice and the survival of such media in the 
field of textile and clothing industry, have ensured by 
generating specialized fashion magazines (both glob-
ally - Elle, Cosmopolitan, Vogue, Brigitte... and locally 
- Harper’s Bazar, Grazia, Burda), but also by transform-
ing them into modern and efficient internet editions, 
i.e. web solutions.

Television is the medium that first supplanted 
print media and to a large extent took over, and still 
maintains, the pedestal of a quality platform for effec-
tive marketing. Regardless of the quantitative-qualita-
tive devaluation of TV companies and the often poor 

quality of marketing activities, the biggest problem of 
quality and efficient marketing on this medium today 
is still the problem of profitability, that is, the high cost 
of advertising. Of course, this media also looked for 
new opportunities for efficient work in a timely man-
ner, so for the area of the textile and clothing industry, 
for example, created a specialized fashion channel - 
Fashion TV, which, along with digitally recorded ad-
vertising spots presented on Internet channels, still 
somehow justifies the position of media leader.

Radio marketing survives today thanks radios in 
the car, as it has almost completely disappeared from 
the market as a media tool.

Billboards and illuminated advertisements as clas-
sical media, whose activities interpenetrate and com-
plement each other, and which can be treated much 
more from the aspect of sales than from the aspect of 
marketing, can be talked about through their positive 
effects on the overall marketing story and efficient 
operations of the company. It is known that the price 
of such advertising methods is much lower today 
than before, but it is still quite expensive for SMEs, so 
in practice the profitability of their influence is ques-
tionable. Of course, like all other opportunities, mar-
keting by telephone communication has completely 
changed the basic features of its work and ways of 
functioning, with the appearance and mass exploita-
tion of mobile phones with all their applications and 
Internet connections and features, which today him, 
completely unexpectedly, placed it at the top of the 
good and effective marketing methods (telephone 
messages and notifications are the most common 
and effective marketing methods today) [1].

In the clothing industry, fashion shows were 
once treated as the most attractive way of marketing, 
which otherwise completely died out in some previ-
ous times and lost its position as a marketing leader, 
only to return to the stage of quality, attractive and 
efficient marketing today with full capacity. The irre-
placeable role of direct contact, as well as exclusive 
visual contact with products, during direct use - wear-
ing, this type of marketing is still treated as the queen 
of marketing (primarily fashion), where the biggest 
problem of fashion shows today (and in the earli-
er period), the high cost of organizing such events, 
which leads to more massive exploitation only in the 
domains of the so-called high fashion.

2.2. Digital marketing 
Digital marketing normally takes place electron-

ically, that is, via the Internet, which means that it 
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includes all marketing activities related to the use of 
electronic devices and the Internet, such as various 
digital channels (browsers, social networks, e-mail, 
websites, etc.), and in order to effectively connect 
with potential customers. Today, business owners can 
use a new type of effective, flexible and adaptive mar-
keting - digital marketing, with the possibility of three 
key forms of application: online marketing (websites, 
e-mail, ads at the top of search results and advertise-
ments), social media ( social networks, blogs, on-line 
communities and forums) and mobile marketing 
(SMS, applications), noting that in practice, combina-
tions of the above possibilities are most often applied 
[1]. By the way, some of the most famous digital mar-
keting techniques today are: E-mail marketing, Affiliate 
Marketing, Social Media Marketing - marketing on so-
cial networks (Facebook, Instagram, Twitter, LinkedIn, 
Snapchat, Pinterest, etc.), Content marketing - content 
marketing (blog, vlog, e-books, infographics), Pay Per 
Click (Google Ads, Facebook Ads, Instagram Ads and 
Twitter Ads), etc.

It should be noted that digital marketing is a gen-
erally accepted term for describing online marketing 
tactics of any kind, regardless of whether they are in-
bound or outbound, that is, it does not differentiate 
between marketing tactics and the so-called moves 
(Inbound and Outbound methods), while digital out-
going - outbound tactics aim to place the marketing 
message directly in front of as many people as pos-
sible in the network space - regardless of whether it 
is relevant or welcome. Inbound inbound tactics use 
digital marketing assets such as online content to at-
tract target customers to websites by providing them 
with helpful resources. While digital marketing ena-
bles the recognition of trends and patterns in peo-
ple’s behavior, long before they decide to buy, which 
of course can help in creating adequate and effective 
marketing actions, plans or strategies, with the so-
called offline marketing, it is very difficult to tell if and 
how people interact with a brand before interacting 
with a seller or making a purchase. It can be said that 
today the so-called social networks are very impor-
tant in the business of efficient and quick sharing of 
information or content, and thus in the business of 
advertising and creating various brands, because by 
timely launching paid campaigns on the Internet - 
social networks, with a large number of followers, the 
reach can be increased, and therefore sales [1, 7, 8]. 
As an effective performance on the Internet implies 
the application of all classical knowledge from the 
field of marketing, in this context, marketing activi-
ty on the Internet can be seen as moving products 

or services from producers to consumers, using the 
Internet as a means of promotion and sales, or a dis-
tribution channel.

2.3. Marketing strategy 
The problems and failures of many companies 

today are not the result of the lack of a market, but 
rather the reason for starting a business without clear 
and prepared business plans and strategies, as well 
as attempts to improvise marketing, i.e. advertising 
via the Internet without a clear marketing strategy or 
concrete plan, which indicates that without regard-
less of the size of the company or business, new busi-
ness ventures must be entered with a clear vision and 
goals, as well as a good marketing strategy and plan.

The initial step of the marketing strategy must first 
of all be the definition of the business objectives of the 
company - SME, as wall as how and in what way the 
product will be positioned on the market and which 
marketing strategies and techniques will be exploited 
[9]. The basis of a good marketing strategy is also the 
choice of some combinations of so-called concepts. 
marketing mix - 4P (Product, Price, Place, Promotion), 
otherwise often supplemented with the so-called life 
cycle (PLC - Product Life Cycle) and product portfolio 
management - PPM, where it should be emphasized 
that a good marketing strategy most often includes a 
trade strategy with three indispensable factors: a wide 
range of products, location and the appearance of the 
store (elements that normally belong to the domain 
of classic marketing) [1, 10, 11]. It can be said that for 
efficient business and successful marketing of SMEs 
in the textile and clothing industry from the point of 
view of the manufacturer/seller, it is necessary to pre-
cisely determine and define the basic elements of the 
way of working and doing business, the generation 
of adequate and effective marketing strategies, com-
patible with business strategies, as well as the selec-
tion of adequate method of operational marketing, 
where the definition of the goal and the implemen-
tation plan stand out as the most important elements 
of marketing activities. In general, the marketing plan 
represents a working framework that includes all the 
market studies carried out by the company, the mar-
keting goals to be achieved in accordance with the 
vision and mission, the strategies to be implemented 
and the plans to be followed, whereby the implemen-
tation of marketing strategies in fact, in some way it 
implies the very evaluation of the marketing plan, co-
ordinated with the business strategy, communication 
plans, internet business plan and IT strategy. From the 
aforementioned postulates, it follows that the pro-
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cess of generating and implementing a marketing 
strategy (with an emphasis on digital marketing) first 
requires the preparation of a situational analysis and 
positioning of the company, i.e. a decisive determi-
nation of the vision, mission and strategic goals, and 
within that, detailed research into the factors of the 
economic, social, tehnical and political environment 
(PEST analysis), as well as research into the possibili-
ties of development and the company’s strengths and 
weaknesses (SWOT analysis) [10, 12, 13].

After that, a selection is made and an adequate 
strategy is defined, with the possibility of different 
conceptions, i.e. the selection of some of the four ge-
neric strategies based on:

• product concept (characteristics of 
diversity, quality, design, logo, packaging 
and services);

• the concept of price (characteristics of sales 
promotion including price list, discount, 
benefits, payment period and credit terms);

• the place concept (locations, supplies, 
transport, logistics, channels, coverage and 
assortment);

• the concept of promotion (advertisements, 
personal selling, sales promotion and 
public relations) [10].

At the end of a series of necessary marketing ac-
tivities, there is a plan for implementing the selected 
strategies, the so-called the evaluation plan, as well as 
the control of the obtained results, that is, identifying 
the expected return on investment - ROI.

3. ANALYSIS
Today, every market has fierce competition, so 

before starting any business, it is necessary to empha-
size that the idea itself or the best-designed e-market-
ing and e-commerce website has no meaning in busi-
ness without the interest of customers, which funda-
mentally indicates the need for adequate marketing 
strategies. and generating a coherent and compatible 
marketing plan, as well as the need to define and real-
ize the goals of business and marketing plans. Dealing 
with marketing today means managing the business 
exclusively in accordance with the needs and wishes 
of clients, while on the other hand it means that man-
ufacturers, before starting to generate a marketing 
plan, must also have a business plan and know what 
their target markets and customers are. they must 
know the character, strength and possibilities of ex-
istence of local or global competition, as well as key 
product characteristics, customer wishes, macroeco-
nomic variables with a direct impact on business and 
other components of efficient marketing, work and 
business. Entrepreneurs, most of whom do not have 
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any formal education, and therefore do not trust the 
education sector, do not want to cooperate or possi-
bly pay for subsequent professional training of their 
employees, and still very often start implementing 
their business ideas without plans or paying atten-
tion to marketing and activities within this function, 
so marketing is generally considered an expense 
rather than an investment. Generally speaking, one 
of the biggest problems of marketing in practice is 
the established opinion that “everyone knows how 
to advertise their products”, which very often leads to 
the position of low-quality and inefficient business, 
which leads to the expulsion of existing existing im-
provised marketing activities, and further pushing 
of these activities on the margins of business, while 
serious and professional marketing strategies and 
plans are not even thought about. All this points to 
the need for serious changes in the ways of thinking 
about marketing and starting a business in a new way, 
which would mean that marketing from the aspect 
of the producer/seller must first of all be focused on 
marketing activities related to the selection and im-
plementation of new marketing strategies and opera-
tional marketing methods, that is, the basic elements 
of the marketing plan must be defined, information 
on the markets in which the SME operates, as well as 
information on current market trends, the organiza-
tion and the product must be provided, but with a 
precise definition of goals and methods of measuring 
success. It can be observed that, unlike the implemen-
tation of production systems (CAD and CAM), which 
requires reengineering of the business/production 
process, while all other elements of the business 
must inevitably be adapted and changed, the imple-
mentation of business-service IS (which also includes 
marketing IS) implies adaptation and harmonization 
of IS with other elements of business, i.e. it implies 
necessarily compatible and coherent relations with 
other (production and non-production) elements of 
the company’s efficient operation, which indicates a 
kind of reversibility of the procedure and cause-and-
effect relationships [12]. That is why the processes of 
generating and implementing marketing strategies 
require expert knowledge of the production and busi-
ness processes of companies the textile and clothing 
industry, then the precise selection and definition of 
goals, missions and vision, as well as the most impor-
tant elements of marketing, work and business, and 
finally, their inclusion in the generation processes and 
implementation of new marketing strategies. All of 
the above this points to the need for a special defini-
tion of responsibility for basic business activities and 
some of the constituent elements of marketing and 

marketing strategies, so for example the situational 
analysis should include an overview of the company’s 
strengths and weaknesses, weaknesses and oppor-
tunities (data that can be obtained through a SWOT 
analysis), then an overview and analysis of the exist-
ing marketing plan and implemented strategies, as 
well as goals and performance indicators, while on 
the other hand, the activities of the strategic market-
ing planning, through data obtained by PEST analysis, 
should provide a realistic and detailed overview of the 
market situation, and thus segmentation, targeting, 
differentiation and positioning of products and com-
panies [13, 14].

In the entire process of choosing and generat-
ing marketing strategies, as well as generating and 
implementing marketing plans, special attention 
should be paid to the choice correct of the executor 
of marketing activities, because premises obtained 
from wrong initial data would lead to wrong con-
clusions, i.e. to inadequate choices of strategies and 
techniques, or finally to unsuccessful, ineffective and 
ineffective marketing. Thus, in practice, one can ob-
serve frequent cases of bad and inexpedient choices 
of executors - for example, the selection of experts in 
the implementation of selected strategies or the col-
lection or selection of data and communication with 
customers, which are tasks for a well-trained market-
er, or on the other hand, insufficient engagement of 
the owner and company directors for the sake of ob-
taining good and accurate initial introductory infor-
mation, as well as experts in the preparation of SWOT 
and PEST analyses, the results of which are normally 
used in defining business and marketing goals, and 
therefore also in the selection and definition of mar-
keting strategies and tactics. Of course, experts are 
necessary in the very phases of generating strategies, 
tactics and plans, as well as in the phases of analysis, 
evaluation or ROI activities, because only with such 
adequate engagement of all direct and indirect fac-
tors and potential job holders, it is possible to provide 
all the necessary and relevant data for the generation 
of new business plan and strategy and plan of market-
ing activities.

It is obvious that defining the goals of business in 
general and marketing in particular, are some of the 
priority elements of efficient generation and selec-
tion of marketing strategies and plans, because they 
must contain in detail some of the most important el-
ements of business such as: increasing market share 
and income, reducing business costs, opportunities 
and opportunities to gain competitive advantage, 
customer needs, increasing brand awareness, collect-
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ing and storing essential business data, brand build-
ing, customer relationship management, improving 
supply chain management processes, etc. [10]. Mar-
keting goals can be interpreted as concrete results 
that are expected and set for the company, for a rela-
tively fixed period, with the necessary resources (per-
sonnel, budget and tools), without which it is difficult 
to achieve the set goals or operate satisfactorily, such 
as e.g. . elements of increasing reach and awareness of 
the brand by mass targeting and generating impres-
sions, for a small and extremely specific audience (by 
liking, sharing or commenting), increasing web traffic, 
generating potential leads, etc.

One of the most important elements of the mar-
keting plan are the activities of the implementation 
plan, which first of all includes the evaluation of the 
necessary implementation activities, but also the defi-
nition of the way of offering products or services and 
the way of distribution or supply chain, and then the 
definition of relationship management tactics, infor-
mation gathering strategies and organizational struc-
tures for implementation. An integral part of the eval-
uation of the implementation plan is the identification 
of the expected return on investment - ROI, whereby 
the evaluation plan itself has the task of assessing the 
effects of applying the marketing plan, but also of 
constantly monitoring the trends of client response, 
as well as monitoring marketing activities on the mar-
ket, measuring the effects of the internet activities, 
site rank checks on search engines, analysis of results, 
etc., which indicates the possibility of determining 
and measuring: when and from whom most messages 
arrive, who visits and how long they stay on the site, 
visitor interest, etc., i.e. the possibility of calculating 
the return on investment in advertising, campaigns, 
etc. or marketing in general, which can significantly 
help in determining target groups, as well as choosing 
marketing strategies or tactics [15]. Return On Invest-
ment is one of the most important features of digital 
marketing because, unlike most other marketing ac-
tivities, it allows manufacturers/sellers insight into the 
evaluation, analytics of any aspect of marketing steps 
and activities, so that the results of those can be seen 
and accurately measured in real time activities.

Marketing strategies largely depend on defined 
and already set business goals, but also on the size 
of the market and the market position of the com-
pany, and one or more (generation of combinations) 
possible concepts can be chosen (differentiation of 
products, low costs, focus on markets and leadership 
in price and quality) and appropriate marketing tech-
niques, in which the activities of marketing strategy 

- selection, generation and implementation, are de-
termined by finding good reasons that the product 
offered is unique and different, interesting and new, 
modern and necessary, i.e. by finding unique rea-
sons it is clearly shown what are the key competitive 
advantages of the product and solid reasons for ex-
istence on the market. Increasing brand recognition 
and direct effects on sales are the two primary goals 
for which online advertising platforms are used to-
day, and in general, it can be said that today for the 
marketing of consumer goods, such as clothing and 
textile items, the so-called approach is automatically 
adopted. market-oriented strategies, which in order 
to win new consumers must include the activities of 
developing new products, expanding existing pro-
duction lines and production capacities, improving 
product control and building a distribution network 
and analyzing competitors, so from the aspect of dig-
ital marketing it should be emphasized, for the devel-
opment of business on  the Internet, it is recommend-
ed to use a mass marketing strategy, with the ultimate 
goal of winning and maintaining a high share of the 
total market for new products [4,10].

On the other hand, as the strategy of mass mar-
keting can be a strategy of penetration into small-
er specialized but potentially successful markets, or 
a strategy of maintaining the achieved position in 
the market, depending on the set goals and visions 
of the business, a choice of one of these possibilities 
must be made. So, for example, for companies work-
ing on building a brand, it would be a better strategy 
to maintain a position at the beginning, where the 
brand would be promoted on an already known mar-
ket, while in the later period, a more suitable strategy 
would be to penetrate new smaller markets, which 
would indicate that a strategy of penetration into new 
markets more suitable for companies that already 
have a built brand or are not interested in generating 
brands, but are interested in expanding their produc-
tion capacity, and therefore in expanding their influ-
ence or conquering new markets.

The issue of operational marketing or the choice 
of marketing models - tactics or techniques, indicates 
the need for professional analysis and presentation of 
good and bad sides, so for example a website on the 
one hand must represent the company and the prod-
uct, but also the vision of the company, while on the 
other hand it must be attractive, but also simple, com-
prehensible and sufficiently interesting, because po-
tential users perceive and accept web sites according 
to ease of use (fast loading and comprehensibility of 
content) or according to physical attractiveness (clear-
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ness of the page, harmonious colors and sound, and 
easy-to-read text). For web sites, you should also know 
that the contents on them are not read in detail, but 
the pages are skimmed and scanned in search of in-
formation, which indicates the need for comprehensi-
bility, transparency and objectivity of the information 
and the web pages themselves, with clearly visible 
and emphasized titles and moderately informal writ-
ing style, where the information must be accurate and 
free of grammatical and spelling errors and in stand-
ard, recognizable and clear fonts. As one of the most 
important components of the website’s efficiency, it is 
necessary to highlight the need for regular updating 
and supplementation with new and quality content, 
in which the so-called Content Management Systems 
- CMS. In this part, it should be noted that, if a small 
percentage of traffic comes from organic - free search, 
it is recommended that the seller/producer make cer-
tain investments in the so-called website optimization 
according to search engine requirements - Search En-
gine Optimization (note that SEO techniques are free), 
through paid advertising and search results - the so-
called Paid Search [15]. The price of the so-called of 
inbound techniques such as SEO, social media and 
content creation for a pre-existing website, relative to 
the benefits of such activities, is otherwise not high. A 
digital marketer is in charge of SEO, key performance 
indicators and measuring organic traffic on the web, 
who in SMEs can apply and implement several digi-
tal marketing tactics at the same time, while in larger 
companies these tactics require more experts, while 
for other tasks of optimization and the best possible 
ranking of the website, the so-called SEO Managers, 
Social Media Managers, Managers, etc. [15].

One of the methods or techniques of marketing 
on the rise are the so-called social media, as a means 
by which consumers share text, images, audio and 
video with each other or with businesses, and in 
which marketers can join or build an online platform, 
and thus inform or invite consumers to participate 
in something, i.e. they perform latent marketing and 
generation of leads, whereby a part of social media 
is also represented by the so-called social networks, 
as an internet space that serves for the mutual con-
nection and communication of users - potential con-
sumers, so they also use them for marketing purposes 
(Facebook, Instagram, LinkedIn, Twitter, etc.) [1, 7, 8, 16]. 
Regardless of the fact that the marketing expert, in his 
marketing plan, makes proposals for the implementa-
tion of certain marketing strategies and techniques, 
it should be emphasized that the producer or entre-
preneur, as well as the person in charge of marketing 

affairs, must have sufficient knowledge and informa-
tion about the possibilities and ways of exploiting 
each form of marketing technique, in order to make 
an adequate choice and proposal of specific business 
measures. So, for example, entrepreneurs and people 
in charge of marketing can use one of the largest Inter-
net marketing platforms for advertising in the world - 
Google AdWords, where within Google Search there are 
advertising opportunities within the network of sites 
(supporting, for example, Google AdSense, YouTube 
and G-mail), and with whose knowledge of the way it 
works and the possibility of proper use, it becomes an 
indisputable tool that can compensate for the weak 
SEO performance of the site and the thematic specif-
ics of the business of a certain company and helps to 
achieve direct effects on sales or branding. Also, the 
Facebook Ads platform is an increasingly serious and 
useful tool for modern marketing managers, because 
it offers ads that collect important user data (emails, 
phone numbers, etc.) - the so-called Lead ads, but also 
campaigns to increase the number of conversions and 
visitors on the site or campaigns to increase the visibil-
ity of the text/post published on the Facebook page. 
Even if it faces great pressures and fierce competition, 
Facebook should still be singled out as the most rep-
resented form of social networks in practice, with a 
special feature compared to the competition, such as 
enabling a deeper and more thorough engagement 
of consumers, but also with an exceptional tool for an-
alytics, Facebook Insights, which with its information, 
it enables a particularly important proper selection of 
the target market, which actually selects the members 
of the network, i.e. potential users - leads, and which 
is especially important for qualitative differentiation, 
as well as effective branding of textile and clothing in-
dustry products.

Regardless of the fact that all social networks glob-
ally are more or less represented in the communica-
tion and marketing business, today Instagram should 
be singled out, as a representative social network of 
the younger population on the rise and a simplified 
version of Facebook, with an emphasis on information 
visualization and a minimum of text, as a specific char-
acteristics, and Twitter with the specificity of the infor-
mal nature of conversation and short messages, with 
a difference in the very characteristics of the posts or 
user demographics, but also the characteristics of fa-
cilitated sharing of information and content, effective 
interaction with consumers and quick reactions to 
unforeseen circumstances [1, 7, 8, 16]. The mentioned 
characteristics of Instagram indicate the possibility 
of effective applications of these techniques in the 
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marketing of products of the textile and clothing in-
dustry for teenagers, as part of the global society that 
usually uses social networks, while the characteristics 
of Twitter Ads - an internet advertising platform and 
similar characteristics of the AdRoll platform indicate 
on the possibility of effective management of brands 
and reputation, which could be a direct indicator of 
their adequate implementation in strategies of re-
marketing campaigns, rebranding and generation of 
new brands. In addition to the above, there are other 
platforms for internet advertising, such as the LinkedIn 
Ads platform - intended for B2B promotion and retar-
geting, or the Httpool localized platform, which buys 
space on the most visited sites in certain countries 
and sells that space to interested companies, which 
shows good possibilities of effective implementation 
in marketing strategies with the concept of retaining 
or conquering new markets [1, 7, 8, 16].

On the other hand, the increasing engagement 
and representation of the so-called smart mobile 
phones and tablet computers - the so-called mobile 
marketing automatically leads entrepreneurs to strive 
for effective exploitation of this form of communica-
tion, marketing and sales, through the offered oppor-
tunities such as SMS or text messages, mobile appli-
cations and advertisements, where it should be em-
phasized that, regardless of all the shortcomings (lack 
of visual display, interpretation of messages as spam, 
etc.), electronic mail or e-mail is still today, according 
to all researches, the most effective and widespread 
online marketing technique [1].

However, as the first and key questions of entre-
preneurs for everything, including marketing jobs, 
are: what is the price, as well as: after how long does it 
pay off, or does it give results, it should be emphasized 
that this type of advertising and branding does not 
cost much, that it depends on the volume work as well 
as from an adequate choice of strategies and tech-
niques of digital marketing and that it mostly gives 
results, with a reduction of costs by 5-10%. The imple-
mentation of marketing activities is normally in very 
close and compatible relations with the activities of 
the sales process, because the procedure of the sales 
plan includes a clear definition of the product and fi-
nalization of the concept and domain, analysis of tar-
get customers, preparation and exploitation of a very 
effective SWOT analysis in defining recommendations 
on improving or innovating business management, 
determining prices, planning the volume of sales, 
calculating the value of sales, as well as estimating 
sales growth, all based on the market growth rate and 
business trends of competitors. It is obvious that the 

choice of an e-commerce platform and the existence 
of online stores, as well as the good technical skills 
of the business and marketing team, are clearly and 
decisively defined business goals and key elements 
of online business, where one of the most important 
tools of effective online business should be singled 
out. of sales in the analysis of a potential customer and 
in connection with a specific product, service or brand 
- the so-called the user journey map, which otherwise 
represents every potential experience that the client 
will have when purchasing a product, which at the 
level of digital marketing means selection, purchase, 
registration, information, download, etc. [4]. In accord-
ance with that, as well as with the business logic that 
production and marketing have no purpose if there 
are no customers, one more component of effective 
marketing (especially digital marketing) should be 
highlighted in modern business conditions - a quality 
relationship with customers - Customer Relationship 
Management, where customer satisfaction with good 
business cooperation, as well as knowledge of cus-
tomer wishes, needs and habits, indispensable factors 
for increasing their loyalty in conditions of dynamic 
market competition. There are, of course, numerous 
reasons why loyalty, and thus the retention of existing 
customers, are very important, because it should be 
noted that selling to a new customer is 5-8 times more 
expensive than selling to an existing customer, while 
the probability of selling to a new customer is around 
15%, and to an existing customer even around 50%, as 
well as for one average unsatisfied customer to inform 
8-10 other people about their dissatisfaction and bad 
experience, so companies can, by retaining e.g. only 
about 5% of their customers, to increase their profits 
up to 85%.

Finally, it should be added that business and mar-
keting strategic plans are usually made for a period 
of three to five years, while the results of implement-
ed strategies, plans and techniques are continuously 
monitored during that period, in order to notice and 
possibly repair some of the building elements, with 
the statement that digital marketing is applicable in 
all industries, which does not mean that the choice of 
strategies or methods of implementation is the same 
in the same areas, and even in SMEs engaged in relat-
ed or the same business.

4. CONCLUSION
From the point of view of the manufacturer or 

seller, marketing begins long before the product is 
made and presented, i.e. from the first appearance 
on the market, or from the moment when potential 
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customers are thought about, which indicates the 
need for detailed planning of the work and develop-
ment of the company, through defining the vision, 
business mission and goals, the need to choose mar-
keting strategies at the strategic level and market-
ing methods at the operational level. The process of 
choosing and generating a strategic marketing strate-
gy requires, first of all, the preparation of a situational 
analysis and positioning of the company, i.e. a deci-
sive determination of the vision, mission and strategic 
goals, based on the data of research on environmen-
tal factors (PEST analysis), as well as research on the 
strengths and weaknesses of work and development 
(SWOT analysis ), which requires expert knowledge 
of the production and business processes of enter-
prises - SMEs of the textile and clothing industry, and 
then precise separation, definition of the most impor-
tant elements and their inclusion in the processes of 
generating new marketing strategies. After that, and 
based on the obtained results, an adequate strategy 
is chosen and defined, with the possibility of choos-
ing different concepts, that is, choosing some of the 
four generic strategies, as well as the choice of inno-
vative and adequate methods (tactics or techniques) 
of operational marketing. At the end of a series of 
necessary marketing activities, there is a plan for im-
plementing the selected strategies, or so-called. the 
evaluation plan, as well as the control of the obtained 
results, that is, identifying the expected return on in-
vestment - ROI.

As the choice of marketing strategies depends 
above all on the set and defined goals of business 
and marketing, where for the marketing of consumer 
goods, such as clothing and textile items, increasing 
recognition or brand generation and direct influences 
on sales are the two primary goals, so today for SMEs 
in the textile and clothing industry, primarily suggests 
the choice of market-oriented mass marketing strat-
egies. It can be said that the strategy of mass mar-
keting with the ultimate goal of winning and main-
taining a high share of the total market is adequate 
and recommended for the strategy of new products 
or brand generation, while the strategy of penetrat-
ing new markets is more suitable for companies that 
are interested in expanding production capacity, and 
therefore team and for influencing or conquering new 
markets.

Also, in the processes of implementing marketing 
activities, special attention should be paid to the ele-
ments of digital sales - e-commerce and the elements 
of relations with customers - CRM, treating them as 
integral elements of effective digital marketing. From 

all of the above, some of the key advantages of digital 
marketing can be seen, such as: diffusion of influence 
- huge opportunities, greater interactivity, differen-
tiation, easier monitoring of consumer preferences, 
opportunities to monitor competition and analyze 
results, simpler distribution process, variety of offers, 
low costs, ease of use, etc.
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