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Abstract
Through this paper, a theoretical and empirical part of the field of electronic business is involved in the creation of a
platform that will connect companies and influencers. The aim of this paper was to approximate the concept of
advertising through social media, their advantages and issues in the theoretical part and present the idea of
implementing new services on the market through the practical part. The conducted market research fully supports a
hypothesis of this paper, emphasizing the use of the proposed e-business model for creating a platform that will connect
businesses and influencers as useful and applicable. Based on the results of the research and confirmed needs for the use
of the said system, an example of an electronic business model was made.
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1. Introduction to Social Networks
Until beginning of social networks development, which is marked by appearance of first web location for social
connecting SixDegrees.com [1], the general concept of web search was limited to one-way web browsing on web pages.
The only possibility of two-way communication with owners of those web pages was through forums. Before detailed
analysis of social networks, it is necessary to explain the term of social networks, unrelated to current most popular
networks. A social network is a web page on which users can create their own profile, edit it, communicate with other
users/profiles, share content and advertise if some product or service is being sold [2]. For better understanding of social
networks, definition of social networking helps - exchange of information between individuals, groups or institutions
[3].
Term of social networks is used to describe social structure which is determined by social interactions. Connections
in this structure are called edges, while main social units are called nodes [4]. Nodes that connect any social unit
represent convergence of different contacts of specific social unit. Few types of these connections form network
between nodes, and that is how social networks are made [5]. Various codes are used to simplify social interactions
through social networks. Supplier of service can generate code on users request and forward it to the user with request
and other users [6]. To understand social interactions, it is important to investigate this phenomenon through settings of
connections that are present inter and intra units, rather than investigating settings of units themselves.

- 0041 -

29TH DAAAM INTERNATIONAL SYMPOSIUM ON INTELLIGENT MANUFACTURING AND AUTOMATION
There is criticism of social network theory and it emphasizes the individual’s capacity to act independently and to be
responsible for their own doings [7]. The foundation of social media is social media that includes web-based and mobile
technologies that are used to turn communication into interactive dialogue. Social media are defined as a group of
Internet applications built on the ideological and technological basis of Web 2.0 technology [8][9]. That technology
gives additional popularity to social networks because it puts users at the heart of events by enabling them to create
content and offer it to other users [10].
Almost all user-generated content sites provide some means to connect and communicate with each other [11].
Individuals are allowed to make a public profile and within a limited system, articulate a list of other users with whom
they share their relationship, and see and compare their contact list with those made by other users within the system
[12]. Social networks and social networking are not new concepts, in different forms there have always existed. Social
networking is a simple act of maintaining or strengthening an existing circle of friends and spreading their circle. In this
way it introduces a new network of friends through the already existing ones, which promotes the formation of an
individual network and the creation of communities [13].
Social media (networks) are media for social interaction and represent overcoming the very sphere of social
communication. Social media that is readily available has changed the way organizations and individuals communicate
[14]. Social media include Internet forums, blogs, social blogs, wikis, podcasts, photos and videos. There are six types
of social media, including collaborative projects such as Wikipedia. Blogs and microblogs, for example, are Tumblr and
Twitter. Furthermore, society content such as YouTube. Social networking sites examples are Facebook and Google
Plus. Furthermore, virtual worlds and virtual social worlds. Technologies that are being used include blogs, sharing
pictures, video blogs, sending to the wall, email, sending real-time messages, music sharing, Internet telephony and
many more. Many of these technologies that are classified as social media technologies can be integrated into a social
networking platform [15][16].
Kietzmann introduced a methodology [17] that defines how social media services focus on some or all of the seven
constituent parts (identity, conversation, sharing, presence, relationships, reputation, and groups). These blocks help you
understand what level of involvement is needed for the audience of social media. For example, LinkedIn users are
concerned about identity, reputation, and relationships, while YouTube users are concerned about sharing,
conversations, groups and reputation [18]. Many companies build their own social networks to connect all seven blocks
around their brands. These are private social networks that involve people with a special brand or hobby. Businesses
can consider social media as user-generated content. People get information, education, news and other information
from electronic and print media.
Social media differs from traditional media, such as newspapers, television and film. The main difference between
social and traditional media is that information in social media is inexpensive and accessible for anyone to publish,
while in traditional media, they mostly need significant resources to broadcast some information. One characteristic is
shared by social and traditional media, which is the ability to reach a small or large audience. For example, blog
publishing and TV shows may be accompanied by a small or very large number of viewers [19].
The purpose of this paper is to investigate new methods of advertising with main focus on social media influencers.
The main research question is will it be useful to create a platform that will connect businesses and influencers.
2. Advertising on Social Networks
Social media (networks) allow the exchange of ideas, content, thoughts and interpersonal relationships over the
Internet. Social media differs from traditional media in that anyone can make content on them. Social media include
text, sound, video, image and community of people. Social networks eliminate the need for intermediaries, the
traditional media in communication with the groups of potential customers. Social networking is direct and targeted to
key segments. Today, therefore, we have a situation in which the traditional techniques used by marketing and public
relations for about sixty years are no longer valid [20]. Also, the impact of an individual is significant in comparison to
traditional media that have one-way communication. For example, thanks to social media, individuals like certain
bloggers and similar public opinion leaders have a stronger influence and credibility than traditional media such as the
Wall Street Journal. Since social networks have become ubiquitous, they have also found their place in business, or
exploitation of human resources [21]. Business social networks also help employees collaborate with their colleagues in
ways that are based on the ideas and experience of all other employees who can now collaborate on innovative ideas
[22]. Today social networks such as Facebook, Twitter, LinkedIn, Google+, YouTube, Blog and many others are used
as hubs for people who meet and share ideas, but also to promote their work and their own products [23]. It can be said
that social networks have changed the way business and advertising function. Companies can improve and maintain
their relationship with consumers through social media, inform buyers about certain benefits, promote their brand, or
offer some new product or service that will reach large number of users thanks to the social network in a very short time
[24].
Social media is divided on blogs, social networks (such as Facebook), forums, wiki sites (Wikipedia), image sharing
websites (Flickr) and video sharing websites (YouTube). The basic feature is that they allow each user to be both the
recipient and the content provider [25]. Users create content through their activities, and by following other users
content determine their popularity. For this reason, the nature of communication that companies can implement through
social media is significantly different from other forms of marketing communications on the Internet [26].
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Considering social media advertising, it can be said that it did not exist 10 years ago, but projections assume $ 11
billion in 2017 sales. Social network ads create brand awareness with targeted promotion based on geographic,
demographic, and behavioral information available within the marketing tools that the network offers advertisers. Due
to the social network environment and advanced promotional material targeting capabilities, ads are displayed in
contexts tailored to each individual user, making them more efficient than the traditional media. According to statistics
and estimates, consumption growth in social networking is 80% in the period from 2013 to 2017 [27].
Social network advertising has been recognized by many as an ideal place for targeting messages and information to
potential customers. Enterprises use their social networks to understand consumer behavior, create and manage value
for consumers, strengthen their marketplace by informing potential customers about their new products or services, for
example, through different prize games [28]. Companies are now more cautious in advertising, mostly in predicting
consumer responses and avoiding unpredictable errors to prevent viral responding to consumers on social networks
[29]. Social networks offer advertising opportunities for small amount of money, and offer new advertising
opportunities. As with communication with readers, advertising on social networks is the most important thing for
imagination, innovation, and finding as many followers as possible, in this case targeted audiences. The combination of
all of this will soon show good results, and there are also positive user feedback on many social networks. The goal of
each ad is to reach as many people as possible, but goals can be both financially and non-financially. Advertising has
the function of creating image and product or business positioning in customer awareness, market creation, changing
the behavior of potential buyers and creating sales.
Marketing communications in the digital world of new media certainly have its advantages, but there are also
limitations [30]. The benefits of social networking are the following. A monologue typical of television, radio and press
campaigns becomes a dialogue where the campaign becomes transparent and from the consumer we get feedback that is
essential for further strategic steps. Then social networks have no time limit. Every social networking advancement
enables even better communication and interaction between social brands and consumers. Social networks are the only
communication channel where direct communication between social brands and consumers can be achieved. Likewise,
the cost of advertising on social networks is considerably lower than in traditional advertising, and you can get feedback
on products or services [31].
Influencers are individuals who are extremely exposed in the digital world of social networks. These are people who
have a significant influence on public decisions regarding the products they buy, the services they use, and the
initiatives they are supporting. They represent how brands can connect with their target groups through a voice that
potential users of products or services trust. There are influencers for all domains and industries, whether it is a fashion,
sport, maternity or a general set of values that are matched to the values of a particular brand.
By developing of social media, advertisers are opening up the world of new communication capabilities, and
influencer marketing is one of the most powerful tools that put brands and products in the right context and provide
consumers with relevant, more natural and customized content than traditional advertising. However, influencer
marketing requires a measure and strategic thinking and planning both on the side of the brand and on the side of the
influencers, so that brand and influencing links are a pleasurable consumer experience and credible and effective [32].
The top criterion for assessing influencers in network communities and social networks is the level of participation,
frequency of activity and importance on the market or community. The companies formally measure the effects of their
initiatives through social media. Their key goals are to improve key publishing relationships, enhance reputation, boost
user awareness of their online activities, and seek comments and feedback from clients. All of this is used by
influencers, who can best help their businesses through their social network profiles [33].
When the influencer distributes brand messages, it helps to expose the brand message to users who do not receive
the message directly from the brand, but connect the influencer with the brand message [34]. Moreover, there is
consensus in the literature, and the search for opinions plays an important role in collecting information before buying,
as consumers have more confidence in the opinion of influencers than traditional advertising, especially family and
friends [35][36]. Furthermore, it appears that the influencers become more accessible, convincing, more intimate, and
simpler than the major known people because they share personal details of their lives with their followers and interact
with them almost immediately [37]. The relationship between influencers and their followers is similar and powerful as
Word-of-mouth marketing. The key factor is identifying a suitable influencer. One of the most frequently used
measures to identify the influencer is the number of followers [38]. However, the influencer must take into account that
his postings will be permanently available on the internet and spread to an unlimited number of people [39]. Compared
to traditional media with influencers, there are two points that affect the effectiveness of influencer messages. The first
is the relationship between the influencers and the brand, and the second is the credibility of the influencer [40]. In
addition, the human brand is every well-known person who serves as a way of using marketing communications [41].
While personal blogs and websites help establish a robust network identity, social platforms like Instagram help spread
message faster, while recognizing and rewarding others [42]. All in all, as a symbolic resource for building and
maintaining identity, brands give meaning and value to the consumer's personality. Thus, consumption has a symbolic
meaning whether it is conscious or unconsciously. Elliot also points to life experience as practical activities and face-toface faculties in our everyday life, which are perceived as reality [43].
One of the most common activities of citizens using the Internet in 2017 was the use of social networks. More than
half (54%) of the total population aged 16-74 use the internet primarily for social networks. Between 70% and 75% of
the population of Malta, Great Britain, Sweden, Belgium and Denmark use social networks.
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At the top, Iceland, which is at the top of 89%, and Norway with 83% of the population using social networks. At the
very bottom of this scale, there are countries using social networks between 40% and 45% of the total population,
namely Slovenia, France and Italy. From the beginning until the end of 2017, the number of active users increased by
8% [44]. According to data for January 2018, out of the total number of people on Earth, as many as 3.196 billion are
active users of social networks. There are about 42% of the population who are active users. Even 2,958 billion of them
use social networks through their smartphones. In percent it would represent 39% of the population [45].
The most popular social network in the world is Facebook, according to figures, the total number of monthly active
Facebook users is 2.17 billion. Which is even 15% more than in 2017. The share of Facebook users using mobile
applications is 88%. Data show that the proportion of profiles declared as women was 44%, while the proportion of
profiles declared as men 56% [46]. Teens and young adults are the ones who spend most of their time on social
networks, especially Facebook [47].
3. Methodology and Sample Description
The survey was conducted in Croatia during 2018 through a questionnaire containing 33 questions. All the data were
collected in the period from 01 June 2018 (the beginning of the research) to 10 September 2018. The survey
questionnaire included questions on demographic information such as age, gender and education, then questions related
to usage of social networks and finally questions related to social media influencers.
The survey results were collected through Google Forms and responses were collected in one spreadsheet. The link
to the survey was placed on Facebook page, the official groups within some post-graduate courses at University of
Zagreb, but also distributed by other Facebook users to obtain as soon as a larger sample of respondents. Statistical
analysis and visualization of data was made in MS-Excel and SPSS for Windows, version 17.0.
The designed questionnaire was based on previously conducted research in the field of online promotional methods
but is partially modified according to specific issues related to influencers [33], [35], [48]. The questionnaire consisted
of one-choice, multiple choice and open-ended questions, while the Likert scale questions were used to measure the
satisfaction of respondents who buy through the Internet. The research was conducted on a representative sample of 325
respondents. Of the 325 respondents, 54.2% are women, and 45.8% men. The most represented age group in the sample
is 18-23 years, which includes 48.3% of the respondents. The most common group according to education is the group
that had completed high school, which includes of the 36.3 %respondents. There are used descriptive statistics methods,
as well as inductive conclusions. There are also comparative, statistical and mathematical methods that will serve to
produce graphs and tables, as well as for calculation and correct interpretation of data that are relevant for making
conclusions based on research.
4. Research results
Of the total number of 325 respondents, 96.6% use social networks, while only 3.4% do not use social networks.
Which proves that social networks have become an integral part of everyday life (Fig 1).

YES

NO

3%
97%

Fig. 1. Using the social networks

Fig. 2. Types of social networks which respondents use
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The most widely used social network is Facebook, used by 94.5% of respondents, followed by Instagram with
71.1%, LinkedIn with 21.5%, Google+ with 15.4%, Snapchat with 14.2%, and Twitter with 5.5%. 3% of them do not
use social networks. Facebook is the most popular social network, where respondents spend the most time (Fig 2).

Fig. 3. Disturbance level in respondents caused by the above mentioned situations
The level of disturbance caused by ads that interrupt the songs on YouTube is as follows. The three responded that
they did not mind them, 49 answered them to be a bit concerned, and 79 answered them that they do not care. That it
bothers them, answered 79, with the largest number, 191 responded that they were very annoyed. The level of
interference caused by ads, or sponsored content on social networks, is the following. The 32 responded that they did
not mind them at all, 57 answered them to be a bit bothered, and 74 replied that they did not mind them. If they were
bothered by the ads, replied 88, with the highest number, even 75 responded that they were very annoyed. The level of
disturbance caused by ads spinning during surfing the internet in the respondents is as follows. The 4 responded that
they did not bother them at all, 49 responded that they were bothering them, 25 replied that they did not mind them. If
they were bothered by the ads, that answered 93 of them, with the largest number, even 155 responded that they were
very annoyed. The level of disturbance caused by ads on free mobile apps is as follows. The 10 responded that they did
not bother them at all, 59 replied that they were bothering them, 30 replied that they did not mind them. That it bothers
them, answered 97, with the highest number, even 130 responded that they were very annoyed. Which is to conclude
that ads appearing as sponsored content on social networks least interfere with respondents in the time they spend on
their smartphones, and that is very positive about this type of advertising (Fig 3).

YES

NO

23%
77%

Fig. 4. Significance of certain characteristics of social network advertising
among respondents

Fig. 5. Awareness of the respondents that
Influencers publish their products and
services in their posts

The significance of the content characteristics is free, the respondents answered are next. The 46 of them replied that
it did not mean anything to them, 100 replied that it meant little to them, while 180 of them replied that it meant a lot to
them. The significance of the characteristics that it is very easy to reach a large number of examinations, the
respondents answered are next. The 62 of them replied that it did not mean them at all, 114 replied that it meant little to
them, while the 150 responded that it meant them a lot. The importance of the characteristics that the number of social
network users is exceptionally high is among the respondents. The 64 replied that it did not mean them at all, 104
replied that it meant little to them, while 158 replied that it meant them a lot. The conclusion that for each of these
characteristics more than half of the respondents stated that it meant a lot, while only 15% of them in all three cases
stated that they did not mean anything to them. Those who use social networks for business certainly have a lot of
significance for these features (Fig 4).
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As many as 3/4 of respondents know that influencers advertise products and services in their posts. While 23.1% do
not know that they are advertising their products and services in their releases. It can be concluded that those
respondents who knew who the influencers know and what they do (Fig 5).

Fig. 6. Probability of buying a product or service that the respondents saw as sponsored content on a social network
The probability of buying a product or service that the respondents saw as sponsored content on a social network are
the following. The largest share, 44% may buy, then 27.1% will likely buy, 16.9% will not buy, while 11.1% are likely
to buy and the smallest share, 0.9% will buy that product or service. From this we can conclude that this way of
marketing still does not affect enough to increase sales (Fig 6).

Fig. 7. Probability of buying a product or service that the respondents saw as Influencers post on a social network
The probability of purchasing a product or service that the respondents have seen as a Influencers post being
monitored on the social network are the following. The largest share, of 34.8% may be purchased, then 28.9% will
likely buy, 23.1% will not buy, while 11.1% are likely to buy and the smallest share, 2.2% will buy that product or
service. From this we can conclude that this way of marketing still does not affect enough to increase sales. Although
nearly twice as many who responded will buy a product or service they saw advertised by a person they are following
on social networks (Fig 7).

Fig. 8. The difficulty of finding an engagement Influencer in the Republic of Croatia as respondents’ opinion
The largest number of respondents, almost half of them, 46.8% think it is not hard for Influencers to find
engagement in the Republic of Croatia. 25.8% think that it is difficult to find an engagement, 9.5% that is very difficult,
while 10.5% think it is easy, and it is very easy to consider 7.4% of respondents. From which it can be concluded that
most respondents believe that influencers are difficult to find an engagement. While a smaller part thinks it is easy. And
most of it thinks it is moderate (Fig 8).The largest share of respondents, almost 70% (69.5%), will not advertise via the
Influencer. The remaining 30% is ready to allocate the following amounts for post through the Influencer. Up to 70
EUR would be paid by 18.8% between 70 and 200 EUR would pay them 8.6%, while 2.1% of respondents would pay
between 200-400 EUR. Only 0.9% are willing to pay more than 400 EUR per post. That was to be expected, as nearly
1/3 of respondents receive up to 150 EUR per month (Fig 9).
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Fig. 9. The amount of money respondents are willing to pay for advertising products or services through Influencers

Fig. 10. Evaluation of the following innovations by the respondents
The respondents rated the innovations of influence profiles in the form of infographics. The lowest score 1, gave 56
respondents, grade 2 gave 77 respondents, grade 3 gave 123 respondents, while grade 4 gave 49 and highest, grade 5
was given by 21 respondents. Respondents have awarded the following ratings to the search engine innovation by
global mapping. The lowest score 1, gave 45 respondents, grade 2 gave 70 respondents, grade 3 gave 126 respondents,
while grade 4 gave 63 and highest, grade 5 gave 22 respondents. The following ratings gave the innovations advanced
company profiles and algorithm for their sorting. The lowest score 1, gave 41 respondents, grade 2 gave 57 respondents,
grade 3 gave 118 respondents, while grade 4 gave 76 and highest, grade 5 gave 34 respondents. Respondents gave the
following ratings to innovation in case studies and knowledge quizzes. The lowest score 1, gave 43 respondents, grade 2
gave 66 respondents, grade 3 gave 129 respondents, while grade 4 gave 63 and highest, grade 5 gave 25 examinees. It
can be concluded that grade 3 is most common in all four innovations, with 30% of respondents responding. Most of the
respondents are probably not best placed in these innovations and this is the reason most commonly assessed grade 3
(Fig 10).

Fig. 11. Interestingness of the following innovations
The respondents gave the following ratings interestingly to the innovation of influence profiles in the form of
infographics. The lowest rating of interest 1, gave 65 respondents, an interesting score of 2 was given by 85
respondents, a mean rating of 3 was given by 120 respondents, while grade 4 gave 43 and the highest rating of interest
5, gave 13 respondents. Respondents gave the following ratings of interest to search the profile on a global map. The
lowest rating of interest 1 was given by 53 respondents, an interesting score of 2 was given by 79 respondents, the
average grade of interest was 3 by 122 respondents, while grade 4 gave 54 and the highest rating of interest 5, gave 18
respondents. Respondents were given the following rating of interest by innovating advanced company profiles and
algorithm for sorting them. The lowest rating of interest 1 was given by 46 respondents, an interesting score of 2 was
given by 73 respondents, a mean rating of 3 was given by 111 respondents, while grade 4 gave 69 and the highest rating
of 5 was given by 27 respondents. Respondents rated the following points of interest in the innovation of case studies
and knowledge quizzes. The lowest rating of interest 1 was given by 51 respondents, an interesting score of 2 was given
by 65 respondents, the average rating of interest was 3 by 126 respondents, while grade 4 gave 54 and the highest rating
of interest 5, gave 30 respondents. It can be concluded that grade 3 is most common in all four innovations, with 30% of
respondents responding. Most respondents are probably not best placed in these innovations and this is the reason most
commonly rated 3 (Fig 11).
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Fig. 12. Existence of the platform for connecting companies and Influencers
When asked whether the respondents think it useful to create a platform that will connect businesses and influencers,
the largest share, 48.95% think it would be useful, then 39.4% think it would be extremely useful, while only 11.7% of
respondents he considers this to be useless. From which it can be concluded that as many as 90% of respondents think
this platform is useful or extremely useful (Fig 12). Even 93.2% of respondents did not hear about one of these
platforms, and most respondents recognized Famebit and Upfluence, each responding to 10 respondents, or 3.1%, then
recognizing NeoReach 2.2% and Revisions only 1.2%. Since there is no similar platform in the Republic of Croatia,
such a response is not surprising.

Fig. 13. The respondents’ opinion on whether the most commonly used marketing in the future will be through social
networks
The opinion of the respondents on whether the most commonly used marketing in the future will be that social
networking is largely positive. 37.8% of them agree completely, followed by 40.3%, 15.7% of respondents believe it is
possible. While 8.6% of respondents consider this to be difficult, and only 1.2% of respondents disagree. From which it
can be concluded that almost 95% of respondents believe that the most commonly used marketing in the future will be
the one through the social networks (Fig 13).
5. Recommendations and research limitations
Based on research, it appears that the platform itself has a high potential for market placement, as a large number of
respondents are satisfied with the platform and evaluated it as passing grade. Research has shown that a lot of time per
day is spent online on smartphones, even in ¼ of a day in some cases. Furthermore, social networks have become a part
of everyday life and a very large number of people are using them. These have also been understood by companies that
are increasingly involved in advertising through social networks, and not as much through traditional media. Similarly,
research suggests that social network ads do not bother individuals. The vast majority of respondents know who the
influencers are and research has shown that individuals will be more likely to buy a product, which they saw being
advertised by the person they are following on the social network. Judging by the results of the research, creating a
platform that connects companies and influencers is very useful and is a way to facilitate business and promotion. In
each case, it will also update the essential topic of digitalization of individual services both in practice and everyday
life, as well as topics for discussion and further research at the academic level.
Limitations of the research can be presented in several basic facts. The first is the number of respondents which is
not sufficiently relevant for big conclusions. The number of respondents should be far greater, given that minorities can
not make all decisions. Similarly, it would be necessary to set the same share of the respondents according to age, which
is not the case here. The number of the student age is most represented. For these reasons, different deviations in the
conduct of this survey are possible. It would certainly be necessary to carry out a larger survey with a larger
representative sample to get more relevant research results. Although it is positive that the largest share of students
completed the survey. Research has shown that they are the ones that spend the most time on a daily basis on a social
network because it is consistent with the user habits of the population and the preference of new technologies in
carrying out various transactions on a daily basis.
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It would be useful to collect data from the technical aspect of how the system is tailored to the user, how fast the user is
managing through the registration, how much the user interface is simple or logical. Although the survey is carefully
designed, it is not possible to avoid some drawbacks of this method, such as the lack of understanding of certain
question or the inability to respond objectively. Regardless of the limitations, the results obtained are relevant and very
useful indicators of certain trends.
6. Conclusion
Use of technology has become an integral part of human life. Research has shown that more than 95% of people
have a smartphone, which makes their everyday life easier. For some people it is difficult to imagine the life without a
smartphone and all the benefits that they have. The use of mobile data has been used to the same extent as having a
smartphone. Most of the time spent on the internet is on social networks, which have advanced remarkably, and there is
a large number of social networks that exist today, and are also used for business purposes.
Research results show that 44% of respondents spend on the Internet between 1 and 3 hours a day, while 36% spend
between 4 and 6 hours on the Internet. Facebook is the most popular and most widely used social network, and it is used
by as many as 94% of respondents. Interestingly, even 56% of respondents use social networks for business purposes,
not just for fun. Also, of all the ads appearing on the Internet, those on social networks least annoy the respondents.
The companies used this fact in a way that they began to increasingly advertise their products and services through
social networks. Reasons are numerous, and most important, as the research has shown, it is very easy to reach a large
number of views. In addition, it is almost free advertising, especially by comparing this way of advertising with
advertising through traditional media. In addition, through social networks, brand awareness can be gained, as well as
feedback from users, and users are informed about different benefits on a daily basis.
The latest trend of advertising through social networks is the one through influencers. These are people who have a
significant influence on public decisions regarding the products they buy, the services they use and the initiatives they
are supporting. They represent how brands can connect with their target groups through a voice that potential users of
products or services trust. The vast majority of respondents, as much as 75% have heard about them and know what
they do. Research has shown that individuals will mostly buy a product if they see it being advertised by a person who
they are following on the social network. In conclusion, creating a platform for connecting companies and influencers is
very useful and is a way to facilitate business and promotion.
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