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Abstract 

 

The subject of research in this paper are micro-enterprises as important factors of any national economy. The importance 

of small and micro-enterprises was determined, and the process of e-integrated marketing communication was defined 

using methods of analysis and synthesis and empirical and modelling methods.   The research aims to determine the 

characteristics of micro-enterprises in the national economy and define the marketing process using information 

technologies. In micro-enterprises, the owner is the manager and thus the bearer of all creative and managerial business 

responsibilities, even in marketing. Accordingly, the organization of integrated marketing is defined first, and then, based 

on the researched possibilities of Internet technologies, integrated marketing communication as an organizational model 

for the efficient conduct of the process. In this way, it is possible to conduct marketing activities with minimal costs in a 

micro company. 

 

Keywords: Technology; Marketing communication; Information and communication process; Micro-enterprise 

 

1. Introduction  

 

In today's globalized and very dynamic market, various forms of entrepreneurial organization are emerging. In this 

sense, small businesses increasingly dominated the formation of economic entities of different sizes with several 

employees. In such micro-enterprises, all creative and executive responsibility is borne by one person as the owner and 

the manager. Therefore, the research object is a micro-enterprise and the methods of analysis, synthesis, and empirical 

were applied to the model. The research aims first to determine the characteristics and value of small enterprises in the 

national economy. Then explore the possibilities provided by internet technologies and define the marketing process in 

online terms. It is hypothesized that Internet technologies may be an important success factor in integrated micro-

enterprise marketing. After defining and researching the strength of micro-enterprises, a marketing strategy and integrated 

marketing communication were defined. Furthermore, researching the technical and technological possibilities arising 

from the development of information Internet technologies. This process clearly shows that marketing activities can be 

carried out efficiently in a micro-enterprise with minimal costs. Thus, in micro-enterprise, internal marketing activity is 

focused on the availability of resources, institutional support and ease of use of Internet technologies in the market [1]. 

Limitations on the development of integrated information and communication processes in micro-enterprises may stem 

from the insufficient education and preparation of new micro-entrepreneurs. That is certainly a subject for future research 

on this topic. 
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2. Peculiarities of micro-enterprises and entrepreneurs 

 

The object of this topic is an economic entity defined as a micro-enterprise. In the territory of the Republic of Croatia, 

this is regulated by the Accounting Act and based on the said Act [2]: Micro-entrepreneurs are those who do not exceed 

two of the following three conditions: 

• Total assets HRK 2,600,000.00 

• Income HRK 5,200,000.00 

• Average number of employees during the business year - 10 employees. 

 

In addition, the Republic of Croatia passed the Act on Encouraging the Development of Small Business with regulations 

according to which a micro-entrepreneur must meet the following criteria [3]: 

• Number of employees less than ten employees. 

• Annual income was less than 2,000,000.00 EUR. 

• Assets of fixed assets less than EUR 2,000,000.00. 

 

The data indicate the relative harmonization of the Micro Entrepreneurship Regulation Act between the Republic of 

Croatia and the European Union. In addition to the above data, there are research and results on other relevant indicators 

from which it can be concluded how much is the presence and importance of micro-enterprises in the Croatian national 

economy. In this sense, Figure 1 shows a survey on the number of employees in micro-enterprises in the Republic of 

Croatia. The graph in Figure 1 shows that, for example, in 22.60% of micro-enterprises, only one person is employed, 

and in 69.40%, up to five persons are employed. In any case, one person is responsible for creating and executing all 

management decisions, usually the business owner. 

 

 
 

Fig. 1. Number of employees in surveyed micro-enterprises in the Republic of Croatia 

Source: Author's empirical research in 2017 [4] 

 

Description In total Micro Small Medium- sized Big 

Number of entrepreneurs 136.260 122.403 11.962 1.525 370 

Number of entrepreneurs (part) 100,00% 89,84% 8,77% 1,11% 0,28% 

Number of employees 969.776 286.603 249.826 183.189 250.158 

Number of employees (part) 100% 29,55% 25,76% 18,89% 25,80% 

Consolidated financial result - profit or loss for 

the period (in HRK million) 

31.281 -152 8.596 7.127 15.711 

Average monthly net salaries in HRK 5.815 4.217 5.668 6.393 7.369 

Index 2018 = 100.0 

Number of employees 106,4 118,6 103 102,6 100,5 

Consolidated financial result - profit or loss for 

the period (in HRK million) 

100,7 - 103 97,4 110,5 

Average monthly net salaries in HRK 104,2 109,8 105,5 103,5 104,5 

 

Table 1. Business operations of entrepreneurs in the Republic of Croatia in 2019 by the size of the entrepreneur 

Source: author's calculation based on FINA data, 2020 
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The social value of micro-enterprises in the Croatian economy is highlighted in the tables in Table 1, which shows the 

structure of the number of entrepreneurs and the number of employees in micro, small, medium and large enterprises in 

the Republic of Croatia in 2019. In addition to the previous exact indicators showing the value of small enterprises in the 

national economy, small enterprises are very successful and flexible, as can be seen from the following hypotheses [5]: 

1. In many industries, small businesses can respond more quickly and at a lower cost to ever-faster changes in products 

and services, processes and markets. 

2. A small business is attractive to gifted individuals. 

 

To these features should be added the fact that the most significant success factor is human resources. In this sense, 

attention is focused on the quality and organization of employees and especially on the motivation and preparedness of 

the manager, who in most cases is also the owner of a micro company. The manager as an individual is in a situation to 

be responsible for creating, making and implementing all decisions relevant to the business. That is undoubtedly a 

significant advantage in terms of efficiency and the risk borne by the owner-manager. The success of a manager in a 

micro company and the manager's ability and motivation will depend on additional special education and the readiness to 

apply all new organizational and technical innovations. In any case, the manager must have a well-designed business 

strategy that will define the vision, elaborate goals and plan in line with the annual operational plans. This is followed by 

implementing and evaluating execution and analysis at the end of the strategic period as a basis for a new strategy. On 

this occasion, the starting point of consideration will be marketing because it is a window into the market world. Special 

attention is paid to marketing communication in the conditions of developed information Internet technologies. The 

starting position is the organization of marketing and the application of Internet technologies so that the manager can 

function effectively. The main goal in marketing is effective communication that includes the coordination of all 

marketing activities with a combination of all elements to achieve synergy effects in the creation, execution and control 

of marketing goals and objectives [6]. In this sense, the term integrated marketing communication has emerged. 

 

3. Integrated marketing communication 

 

In the early 1980s, there was a realization of the need for strategic integration of all marketing communication 

elements. The disintegration of mass markets into smaller ones, the development of new media, and the rise of consumer 

sophistication have resulted in a new concept in communication science known as integrated marketing communication. 

Until 1990, forms of marketing communication were studied and applied individually. However, changes in consumer 

behaviour caused by general social changes and technological advances resulted in an increasing need to integrate all 

communication activities and modified and fully customized communication messages. [7]. The essential facts of this 

term derive from its definition: "Integrated marketing communication is the process of developing and applying various 

forms of argumentative communication with consumers and potential customers at a given time. The goal is to influence 

or directly direct the behaviour of selected partners who express interest and use all acceptable forms of communication. 

The process starts with the potential customer and is directed backwards to develop a permanent process [8]." The ultimate 

goal is to build a continuous long-term communication process with customers, and this can be done efficiently with the 

logistical support of Internet technologies. 

 

 
Fig. 2. The structure of the marketing process in a micro-enterprise 
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Given that the micro-enterprise is complete management related to one person, it is necessary to set up such an 

organization of the company, especially marketing, that information technology, with the entrepreneur's readiness and 

motivation, be effective logistics. That means that complete marketing communication takes place at a minimal cost. In 

this sense, the first step is to define the marketing process. 

Figure 2 presents the organizational structure of a marketing process that is appropriate for a micro-enterprise. Every 

micro-entrepreneur, especially when founding a company, should define a business and thus a marketing strategy. The 

business strategy is to determine the primary long-term goals of the company, to adjust the directions of business 

activities, i.e. to determine the concepts and the choice of resources needed for the realization of the set goals [9]. In this 

sense, everything starts from a vision that expresses the desired opportunities in the future, widely enough understood 

and described to adapt to specific situations [10]. After a precisely determined desire, it is elaborated in the form of goals 

which explain the vision in a broader form. The final design of the marketing strategy is the definition of a plan where 

everything should be quantified, evaluated and set deadlines for implementation. Particular attention should be paid to 

the very concept of the previous process. Namely, an entrepreneur can have such a product defined that already has a 

market due to the established qualities. Another approach is sales, in which it is necessary to organize a certain level of 

logistics. Given the current conditions of globalization and significant market dynamics, most micro-entrepreneurs, in 

particular, must immediately approach the market to maximize information and communication to establish a synergistic 

long-term relationship, which is integrated marketing. Therefore, its strategic conception should be positioning, and in 

this case, it is directing the perception of customers to the product's position concerning the competition. 

According to Figure 2, after the set marketing plan, market research activities can be approached. This activity helps 

the company gain information about consumers and non-consumers, competition and distribution channels, which serves 

as a basis for identifying needs and opportunities to sell in the market, business problems, and control [11]. A prerequisite 

for market research is to determine the marketing mix elements for a particular micro company. That means that the 

product or service must be precisely defined. After that, the price system and methods of distribution of products and 

services are determined. The basic instrument and tool of the marketing mix with most market research activities is 

promotion. The first phase of research is market segmentation as dividing the market into different groups of customers 

who might require special products or a marketing mix. The second phase is selecting the target market as a process of 

assessing and selecting one or more market segments to enter. That is followed by product positioning as formulating 

competitive positioning and detailed marketing mix [12]. It is a plan for possible placement in the market segment. The 

next phase of implementation is to maintain business relationships which is the ultimate goal of the business strategy. 

That can be made possible by information internet technologies in a micro-enterprise. The micro-entrepreneur must 

certainly approach the evaluation of the implementation of the strategic plan. Evaluation should specifically identify the 

relationships between the plan and implementation and the causes and consequences of certain differences. In addition to 

these differences, the evaluation results enable a more realistic setting of the future marketing strategy and its components 

and instruments. In the complete strategic process, great logistical assistance is provided by information internet 

technologies. In addition, as one of the most significant technological phenomena of our time, the Internet provides 

customers with entirely new opportunities, the most important of which is to provide immediate and always open access 

[13]. 

 

4. Internet logistics 

 

The development of information technologies at the end of the twentieth and the beginning of the twenty-first century 

has greatly supported entrepreneurs in the creation and implementation or integration of marketing activities. On this 

occasion, some internet technological possibilities have been singled out to support integrated marketing communications 

at a low cost. 

Every micro-entrepreneur should open a web portal when founding a company because in that way, they will inform 

future business partners about all necessary information at no cost. The sequel follows the personalization of the web, 

especially in market research. Personalization aims to deliver information that is important to an individual or group of 

individuals among customers and suppliers in a specific form, schedule, and time intervals [14]. Opening e-mail enables 

direct communication with the business public appropriately and mastering Internet technologies, especially after market 

segmentation, should open a blog, Twitter and Instagram. The blog's role is that it is actually an online diary, the author 

of which almost every day publishes various current comments and news, which describe the events about the company's 

business with photos and links. It should be emphasized that these are thematic blogs of particular interest to customers 

and suppliers, and the rest of the public [15]. For a shorter form of communication, especially when defining the market 

segment, Twitter or microblogging service is used, based on exchanging short messages and socializing or following 

other users [16]. After positioning a company or product, the entrepreneur can address customers directly. This type of 

discussion is known as a forum which is the technological evolution of bulletin boards. From a technological point of 

view, forums or boards are web applications that manage user-generated content [17]. Entrepreneur's education in the 

positioning phase enables synchronous communication through video conferencing, which is organized by agreement 

from time to time with well-known customers from the market environment. Videoconferencing is the connection of 

individuals and groups through telecommunications networks and video technology so that people have the impression 

of simultaneously attending meetings in the form of a live video link on a computer screen [18]. 
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That completely establishes the connection of entrepreneurs with target customers from the market segment, so the 

maintenance of business relationships follows. One very high-quality internet approach enables Customer-Relationship-

Management (CRM). It is an approach to e-business based on understanding customer behaviour through meaningful 

communication and all to attract and retain customers, develop their loyalty, and increase the company's profitability [19]. 

The primary goal of CRM is to build a long-term and profitable relationship with a selected market segment [20]. 

The basic components of CRM are building and managing customer relationships through marketing, observing 

interpersonal relationships by stages, then managing those relationships at each stage, and controlling the distribution of 

information. When establishing CRM through marketing, companies can use a variety of tools to help with organizational 

design. It should be noted in particular that interactions in multiple customer relationships can be linked to transactions. 

All this leads to cost reductions and thus higher profitability. Therefore, CRM enables the interaction of companies with 

a large number of Internet channels, portals, and platforms and thus achieves a very strong connection with current and 

former customers and makes it easier to establish new connections. 

After completing the implementation of the marketing strategy and as part of the integrated marketing communication, 

the maintenance of customer relations can be completed through social networks with a special warning on Facebook and 

Linkedin. The concept of Facebook was designed to connect people who already know each other in real life via the 

Internet. The main feature of Facebook is numerous applications because, for example, it is possible to have virtual pets, 

receive virtual gifts and greeting cards, solve quizzes and play video games. Facebook offers the ability to control privacy, 

so users can hide their profile and photos and protect themselves from unknown visitors [21]. Linkedin is a business-

oriented social networking service mainly used for professional networking, especially in recruitment and sales [22]. All 

of the above social networks provide an opportunity to personalize each other's information after discussions at video 

conferences. In this way, the entrepreneur creates even closer relationships with customers and suppliers and with the rest 

of the public. Such integrated marketing communication processes achieve a long-term connection with minimal costs 

and loss of time. 

 

5. Integrated internet marketing information and communication process 

 

Regardless of the company's size, every micro-entrepreneur should organize the necessary information and 

communication marketing process that will, with the help of Internet technologies, integrate the entire business and thus 

marketing activities. In this sense, Figure 4 shows a systematic information and communication process in which all 

marketing activities are fully integrated following the set strategy. The picture shows that the framework marketing plan 

can be distributed through a personalized web portal and e-mail, which goes to already recognized customers. Market 

research by collecting data using blogs and Twitter reduces the number of customers, and the forum already determines 

the market segment. After a video meeting with selected customers from the segment, fascinating customers are selected 

as the target group. After that, the market capacity of the segment is assessed, and the position or part of the market 

capacity is determined. Evaluating and maintaining customer relationships is most effective through CRM. Increasing the 

quality of relationships can take place through social networks. With the proposed process, a micro-entrepreneur can 

perform all market research activities, i.e. the implementation of a marketing plan, alone with minimal costs. 

 

 
 

Fig. 3. Integrated information and communication process of marketing activities in a micro-enterprise 
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Figure 3 shows that the manager of a micro-enterprise can perform all marketing activities alone using applications 

and other capabilities provided by Internet information technologies. Each phase of marketing activities supports the 

appropriate portal or platform, and the complete marketing process takes place with minimal participation of managers. 

Therefore, it is clear from the course of activities and IT support that this is a very effective way of managing marketing 

in a micro-enterprise. The proposed model and the obtained results indicate the presence of continuous investment in new 

technologies and IT in micro-enterprises, which is evident from previous research [23], especially the presence of modern 

technologies in the business of micro-enterprises through investments in the acquisition of new technologies, application 

of IT and computer skills. The proposed model can be implemented in micro enterprises, provided that the entrepreneur 

or manager has a basic knowledge of information and marketing technologies, and that they understand the importance 

of the impact of the application of this model on their business. By applying this model, it is possible to improve existing 

marketing and communication processes, and positively influence the improvement of business. Disadvantages and 

possible negative outputs can be seen through the lack of interest of entrepreneurs in such activities and impatience in 

anticipation of visible results of the application of this model. Possible limitations of this research are visible in the lack 

of feedback from micro-entrepreneurs on the proposal of this model. 

 

6. Conclusion 

 

Based on the previous considerations, more can be concluded. First of all, micro-enterprises are a crucial factor in the 

national economy. That is why they deserve research to increase the efficiency of all business functions, especially 

marketing. In most cases, the owner is also responsible for all creative and executive decisions, even in marketing. One 

of the basic problems faced by entrepreneurs / owners is insufficiently developed marketing communication due to lack 

of their time and professional knowledge. In this sense, an integrated information and communication process is set up as 

an organizational form that allows the owner to communicate effectively with customers. Based on the research of the 

possibilities of Internet technologies, integrated marketing communication was defined as an instrument for the effective 

conduct of all marketing activities adapted to the micro-enterprise. That allows the micro-enterprise manager to perform 

all creative and management activities at a minimal cost, and the observed marketing communication problems with the 

market were solved. The development of this process can enable the education of entrepreneurs in business and especially 

IT. That is a potential area for further study of this topic, with an emphasis on exploring the impact of new or improved 

e-marketing communication on the business performance of micro-enterprises. 
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