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MAPKETHUHI" JUT'UTAJIHOI' CAJIPKAJA
3A OPTAHU3AIINJE KAO KYIIIIE

AncTpakT

Y ungpopmayuonom eexy, mera ce nonawarbe OpeanHu3ayuja Ha NOCIO6HOM mp-
arcuwimy. Opzanuzayuje xao Kynyu umajy sHamuo eehy moh na nocnognom mp-
acuwmy. Opzanuzayuje Kao npooagyu 00206apajy Kpeuparoem u Oecniamuum
demervem caopoicaja xoju je buman 3a nomenyujanne u nocmojehe xynye. Opea-
HU3ayuje npumMersyjy MapKkemuHe Ousumaitoz caopicaja oa bu noopaicaie ocmea-
pusarve BUECMPYKUX Yu/besd NOCI08Aard, KA0 WIMO Cy: CBECHOCH 0 O6PeHdy, npu-
snauere NOMpowiaia, cmeaparse NOMeHYUjarHuxX OHAAJH Kynaya, o0picasarbe
oo0Hoca ca nompowaduma/nojannocm umo. Kwyunu obnuyu cadpocaja cy. unanyu,
MeKcmogu nymem OpUIMeeHuUx meouja (mpesxca, 610208a uma.), e-Ouimenu, cmy-
Ouje cayuaja, 0oeahaju, eudeo cadpocaju umo. Iloceban uzazos je KOHMUHYATHO
Kpeuparse u nPOMOYUja 0080/bHO KEATUMEMHO2 Ca0piCcaja 3a NOMeHYujaIHe U aK-
myenne opeanuzayuje Kao Kynye.

Kwyune peuu: onnaju caopoicaj, mapkemune caopicaja, mapkemune npema op-
2aHU3AYUJaAMA KAO KYNYUMA, 8pcme caopoicaja, Cmeaparse mpajicrve.

JEJI Knacuduxanuja: M30

DIGITAL CONTENT MARKETING
FOR ORGANISATIONS AS BUYERS

Abstract

In the information century, the behavior of organizations in the business market
is changing. Organizations as buyers have much more power at the business market.
Organizations as sellers respond with the creation and free sharing of content
that is important for potential and actual customers. Organizations apply digital
marketing content to support the implementation of multiple business objectives,
such as brand awareness, attraction of customers, creating the leads, maintaining
of customer relationships/loyalty etc. The key forms of content are: articles, texts
on social media (network, blogs, etc.), e-newsletter, case studies, events, videos
etc. A particular challenge is the continuous creation and promotion of sufficient
quality content for potential and current organizations as buyers.

Key words: digital content, content marketing, business-to-business marketing
(B2B), types of content, demand generation.
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“Hanac, ceaka 0sa oana kpeupa ce guuie ungopmayuja,

He20 wWmo je Kpeupano 00 nacmauka yusunusayuje 0o 2003. 2ooune”.?

YBoa

WHTepHeT yTHye Ha NMpoMeHe MOHallamka OpraHusanyja (Kao Kymama U mpoja-
Balla) Ha MOCJIOBHOM TP KHMIITY. MeHaiepu HabaBke (y opraHusanyjamMa Kao Kyluyuma)
3HaTHO BUILE BpEMEHa ylaxy y NpHKyIUbamke HHpopMmanuja mytem VHTepnera. Ha
JIPyTOj CTpPaHW, OpTaHU3AIje Kao MPOMABIM OATOBapajy KpeHupameM oAroBapajyher
oHnaju canpxkaja. [Ipema mogarmmva MHCTHTYTA 32 MapKETHHT CaJipiKaja, OpraHU3aInje
(Ha TIOCJIOBHOM TPXHUIITY — b2B) BHUIle 071 YETBPTHHE MapKETHHIIKOT OylyeTa yiaaxy
y MapKeTUHT cajpkaja’. OpraHusandje NpuMerbyjy MapKeTHHT cajapskaja aa Ou moap-
JKaJle OCTBAPHBAE BUIIECTPYKUX IMUJbeBA II0CIIOBaba, Kao LITO Cy: CBECHOCT O OpeH-
ny (68%), npuiaueme morpomava (68%), cTBapame NOTEHIMjaTHUX OHJIAjH KyIlala
(66%), ompxaBame omHOCa ca moTpomadnMa/nojanHoct (61%), caobpahaj ka cajry
(56%), arraxoBame (55%), mponaja (47%), ynpaBibame MOTCHIN]ATHUM OHJIAJH KyTIIH-
Ma U ofpKkaBambe ofiHoca ca uctimMa (39%). [ToBehame cBecHOCTH 0 OpeH/y U TIpHBYYE-
HHX [OTpOIlaya Cy JBa HajBa)KHHUja [[MJba MAPKETHHTA cajpikaja.® MapKeTHHT cajipiKaja
BOJIM CTBapamy M OIp)KaBamby TPAXKI-E U MMHUIIa OpraHu3alyje.

Jla Ou mucrakim 3Ha4aj cazxpiKaja, ojeAMHN ayTOpH TOBOPE O ca/ipKajy Kao “Map-
KETHHIIKOj] BalyTH >, “OeCIIaTHOM MarHeTy” 3a MPUBJIAYeihe MOTCHIMjaTHUX OHJIAjH
Kymana®, 3atum aa “caapikaj je kpass” (“content is king)” u ci. IlTo je campskaj GuTHU]H,
nMa Belly BpeqHOCT Kao BalyTa KojoM ce maha makmsa Kymama. 3Haya] MapKeTHHTa
cazpkaja nomarHo notBphyjy cnenehu momanm. IIpema pesynrarima ucTpakuBamba,
80% monocunara omryka npedepupa na mobuje uHpopmaruje (IyTeM WiaHaka), ol
opraHM3alyja o Kojux Kymyjy npoussozae. Ha apyroj crpanu, camo 20% noHocuiana
OUTyKa Jiaje TIPESIHOCT OrlackiMa y OmHOCY Ha wiaHke.! OcHUM HaBeIECHOT, MapKETHHT
caapkaja omoryhasa IMOTEHIIHjalTHIM KyTIIMMa Ja Jojla3e Ha cajT opraHu3anuje (Tpo-
JiaBlia), 3a pasiyKy O KIACHYHUX Orjaca KojiuMa ce MPeKHuJa aKTUBHOCT IIPEICTaBHUKA
opraimsaiije Kao Kymia. ° “Ymasumo y epy peuunpoirera. IIoTpeGHO je aHrakoBame
JbY/IM Ha HAUWH KOjH je KOPUCTaH WM IOMaKe Y lbUXOBUM KMBOTHMA. [Ipyrum pednma,

2 Miller, J. and A. Handley (2011), “10 Strategies for Content Marketing, Events, & Marketing
Automation Success”, Marketo, Inc., www.marketo.com, str. 32.

3 Content Marketing Institute — CMI (2012), “B2B Content Marketing: 2012 Benchmarks, Budgets
and Trends”, CMI & MarketingProfs, www.contentmarketinginstitute.com, str. 2.

4 Content Marketing Institute — CMI (2012), “B2B Content Marketing: 2012 Benchmarks, Budgets
and Trends”, CMI & MarketingProfs, www.contentmarketinginstitute.com, ctp. 9.

3 Albee, A. (2010), ,,Content is Marketing Currency — How Creating an Online Content Startegy
Increases Lead Quantity and Quality”, Marketing Interactions, Inc., ctp. 3.

® Infusionsoft (2011a), “I0 Magnets to Capture More Leads Online”, Infusionsoft, www.
infusionsoft.com, ctp. 2.

7 SringCM (2012), “How to rule in the land where content is king”, SringCM, Content Marketing
Institute, www.contentmarketinginstitute.com, ctp. 1.

8 Infusionsoft (2011b), “Content Marketing Strategies”, Infusionsoft, www.infusionsoft.com, ctp. 2.

% Infusionsoft (2011b), “Content Marketing Strategies”, Infusionsoft, www.infusionsoft.com, ctp. 3.
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MOCTaBJha Ce MUTAE — KAKO PA3MEHUTH BPEIHOCT YMECTO CaMo ciaka mopyke”. 1

[perpaxkuBaun (Google, Bing wuta.) npedepupajy CTaTHO MEHabE Caapikaja.
Kana nocernnang MpeTpakuBada nperpaxyje oapeheny KaTeFOpI/ljy nMpo3BOza (HmIp. Mo-
Oune Teneq)OHe) o KJLquOJ PeUH, IPETPAKUBATH 6osbe paHrnpa]y cajToBe OpraHu3a-
L[I/I_]a KOje Memajy caapkaj. To je MoaaTHH MOTHUB OpraHu3aljamMa ia 0CBEXaBajy cajp-
’Kaj HOBUM W/WIIH TIPUIIaro)eHIM MaTepHjajimMa.

OuekuBama cBe cOQUCTHIMPaHUjuX oTpornada pacty'!. UMajyhu y Bumy 3Hawaj
caapikaja, oBaj paj je mocBehieH MapkeTUHTY onajn caapkaja. Ha moyeTky — y mpyrom
JIeITy, HaBOJIE Ce BPCTE OHaajH caapkaja. Luib kperupama cajapxaja je CTBapame TPAKILE,
TaKo Ja ce y Tpehiem aeny pazmarpa mpolec Kpeupamwa caapikaja y QyHKIHjH cTBapama
Tpaxme. YeTBPTHU J1€0 je 3aK/byUHH.

BpcTe aururanHor caapskaja

“MapKeTHHT cap)kaja je cTBapame U JIeJbee Cajpikaja y LUJbY IPOMOIHje
npousBona i yciyra”.'? Caapikaj oOyxeara HU3 HH(pOpMalHja Koje OpraHu3anyja
KOpPHCTH pamu oOpa3oBama Kymamna. Bpcre canpxaja cy: wnanmm (articles), objaBe Ha
6nory (blog posts), xwure/e-kmwure (books/ebooks), obpourype/mpupyunnnu (brochures/
manuals), cryauje ciydaja (case studies), cnuke (images), WHOOPMATHBHU BOIUYN
(information guides), MukpocajToBu/BeO cTpanule (microsites/web pages), onnaju Kyp-
cesu (onlajn courses), TONKACTHHT/BUICOKACTUHT (podcasts/videocasts), Ipe3eHTaIH]e
(presentations), caomITema 3a jaBHOCT (press releases), monamu o mpousBoxny (product
data sheets), pepepenmuu soouyu (reference guides), bubnuomexe pecypca (resource
libraries), Buneo matepujanu (videos), BeOuHapu (webinars), Majne IECKTOII aITUKAIIH]e
(widgets), pangne cBecke (workbooks) wrn.'* Tlopen HaBeneHuXx OOJHMKA caapkaja Koje
Kpeupajy opraHu3aiuje, ol MoceOHOr 3Hayaja je caapikaj KOju KPEeupajy MOTPOIIavn
(customer-generated content) myTeM APYIITBEHUX MENHja.

OpraHu3alyje KOpUCTe Pa3IniuTe TAKTHKE MapKETHHIa CafpiKaja 1a OM OCTBapH-
JIe CBOj€ IIIJbEBE MocioBama. Cimka 1. mprkasyje HajIomylapHuje TAKTHKE MapKeTHHTa
canpikaja. Jlakie, WiaHM ¥ APYIITBEHA MEIHMjU Cy HAJTIOMyIApHHje TaKTHKe. *

10 Jim Lecinski, mpema: SringCM (2012), “How to rule in the land where content is king”,
SringCM, Content Marketing Institute, www.contentmarketinginstitute.com, ctp. 2.

1 Myxosuh, A. u Huxona hypunh, H. (2011) “UHbopmanioHa TEXHOJOTHja y CaBPEMEHO]
opranm3anyju’’, EkoHoMuKa, 4, ctp. 176.

12 Marketo (2010), “Creating Content that Sells: Content Marketing for Demand Generation”,
Marketo, Inc., www.marketo.com, ctp. 1.

13 Marketo (2010), “Creating Content that Sells: Content Marketing for Demand Generation”,
Marketo, Inc., www.marketo.com, ctp. 1-2.

14 Content Marketing Institute — CMI (2012), “B2B Content Marketing: 2012 Benchmarks,
Budgets and Trends”, CMI & MarketingProfs, www.contentmarketinginstitute.com, str. 5.
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Cauka 1. IIppMena MapKeTHHIa caJpskaja (10 TAKTHKAMA) HA IIOCJI0BHOM

(b2B) Tp:xumITY

BupTyenHe KoH]epeHuje
JIHrHTATTHH YACOMHCH
MoOHIHE cAIpKAj
"Podcasts"

EJIeKTp OHCKe KEbHI'e
IITaMuAHK OHIITeHH
BpenJup aHu cagpxaj
HeTp aKHBAYKH H3BeIITAjH
TpaguuHOHATIHE MeTHjH
IIITaMIAHH YACONHCH
MHEKpoOCAjTOBH

BeouHapu

"Whitepapers"

Bujeo cagpikaj

Horahaju

Cryanje cayuaja

EJIeKTp OHCKH GHITTeHH
Brnoroeu

JpyiuTBeHH MeIHjH (De3 d10roBa)

UnaHuu

10%
14%
15%
16%
16%
20%
22%
25%
30%
31%
31%
46%
51%
52%
56%
58%
63%
65%
74%

9%

N3zBop: Content Marketing Institute — CMI (2012), “B2B Content Marketing:
2012 Benchmarks, Budgets and Trends”’, CMI & MarketingProfs, www.
contentmarketinginstitute.com, ctp. 5.

3a mucTpulyuujy caap:kaja, opranuzanmje kopucre ciaenehe gpymrseHe me-
auje (mpema pesynraruma uctpaxuama CMI, 2012, ctp. 7): Twitter (74%), LinkedIn
(71%), Facebook (70%), YouTube (56%), SlideShare (20%), Google+ (13%), Flickr

(10%), aujenan (9%)"

15 M3Bop: Content Marketing Institute — CMI (2012), “B2B Content Marketing: 2012 Benchmarks,
Budgets and Trends”, CMI & MarketingProfs, www.contentmarketinginstitute.com, ctp. 7.
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Camnka 2. Kopnurheme cajToBa 1pyIuTBeHHX MeIMja 32 AUCTPUOYIMjy caapiKaja
Ha nocjioBHOM (B2B) TpaxumTy

Hujenan
Flickr
Googlet
SlideShare

YouTube

Facebook 70%

LinkedIn 71%

Twitter 74%

0% 10% 20%  30% 40% 50% 60% 70%  80%

NzBop: Content Marketing Institute — CMI (2012), “B2B Content Marketing:
2012 Benchmarks, Budgets and Trends”’, CMI & MarketingProfs, www.
contentmarketinginstitute.com, ctp. 7.

IIpouec kpenpama OHIAjH caapKaja y pyHKIHUjH
CTBapama TPaxibe

Onnaju cagpixaj yrude Ha CTBapame TpaxKie Ha ciaeaehe HaunHe: cTBapameM
(lead generation), onpxaBamweM (lead nurturing) 1 paHTHPamHEM MOTEHIIjATHUX OHJIAJH
kynana (lead scoring)'®. TIpaBuiia MapKeTHHTAa OHJIGjH capKaja y mpouecy cTBa-
pama NOTeHNMjaTHIX OHJIAjH Kynamna cy:
*  HENPOMOTHBHH CaJpXkaj — jep MPOMOTHUBHU MaTe€pHjaJii HE MpHUBIIaue MOTEH-
[UjalTHe KyTIIC;
*  OuTaH cajpxaj 3a MOTCHIHjaIHEe KYIIIe — CaMO OMTHHU MaTepHjald ca acre-
KTa IOTEHIMjaTHUX KyTlana IpuBJade Naxmy;
s caupxaj ,,3arBapa rem‘- pemasa mpodiieM WIN Jiaje OArOoBOp Ha OMTHO TH-
Tambe y IOCIOBakY;
*  100po HamMcaH cajpxaj — JOJaTHO JONPUHOCH UMHILy OpTaHH3alHje;
*  cazpxaj je OMTaH 3a OpraHu3alyjy — Tj. yckialeH je ca uJbeBIMa OpraHu3a-
II{je; y CYIPOTHOM, ITHCamke caapikaja je TyOJbeme pecypea;
*  IpyXa J0Ka3 — IyTeM LUTHpamka, aKTyelIHe METPUKE M CTATUCTUYKUX 1OAa-
TaKa ¥ Cll.

16 Marketo (2010), “Creating Content that Sells: Content Marketing for Demand Generation”,
Marketo, Inc., www.marketo.com, ctp. 2.
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HobGap cangpxaj Tpebamo 6u mpomoBucaTu. Canpikaj ce MOXKe IPOMOBHCATH
nocrojehuM ¥ UJBHUM KynuuMma myTeM: cajTa, i-mejl kamnama, IpyITBeHHX Melnuja,
nperpaxkuBaya, norahaja, consopcrasa uta. JlomarHe mpernopyke 3a MpoMOLUjy cap-
Kaja cy:
*  yIO3HaBamE€ YTHIAJHUX 0co0a (Kao ITo cy OorepH, aHaIUTHYapH, yTUIA]j-
HU Yy IITaMIaHUM MEIHjUMa) ca cajpiKajeM Tako Ja OHHU HCTH JlaJbe JleNe ca
CBOjHM CIIeIOCHAIIMA ITyTeM IPYIITBEHUX MEHja, 00jaBa Ha OIOTY 1 CIL.;

*  CTBapame CAOMIITEHA 32 ITaMITy (JABHOCT) KOja ce OHOCE Ha CapiKaj;

*  TOCTaBJbamke JIMHKA Ka MpHUCTYNHO] crpanunu (landing page) Ha ocranum
CTpaHHIaMa Ha CajTy;

*  OaHEpH KOjU MPEICTaBIbajy Caapikaj Ha CajTy;

*  OIor opraHu3anmje;

*  TeCTHpame PasNIMYUTHX OIlaca M KJbYYHUX PeUYH KOjH BOAE Ka MPUCTYIHUM

CTpaHMIaMa Ha CajTy;

*  IpelCTaBJbambe IyTeM Pa3IMuUTHX JPYLITBEHUX MEANja, YKIbY4yjyhu apy-

tBeHe Mpexe (Twitter, LinkedIn, Facebook), 610roBe UTH.;

*  pasmarpate ROI u TpoukoBa riaheHux NPOMOLHja Paad OUTyKe O CTpaTe-

ruju.’

butHO muTame je y momieny perucrpaunmje (IpHjaBibHBara) 3a IPEy3UMarbe
caapkaja. Yecto, onpeheHn marepujaim ce MOTy mpey3eTu 0e3 perucrpaiuje. Mehy-
TUM, Jia OM MapKeTHHT caJip)kaja OMo e(eKTHBaH ca acleKTa CTBaparmba MOTEHLH]aTHUX
OHJIQJH KyTana, Tj. IPUKYIUbama MojiaTaka 0 UCTHMa, OTpeOHO je mocTaBibambe (op-
Mmynapa. Qopmynapu Mory aa Oyny y U-Mejiy WM Ha MPHCTYIHO] CTpaHuLM. Jpyrum
peunmMa, na OW mpuMaian u-Mejia W/wid onpel)eHr moceTwial MPUCTYIHE CTPaHUIle
OecrmaTHO TIpey3eo caapikaj 3a KOjH je 3aMHTepecoBaH, Mopa /a momyHu Gopmymnap (y
KOME Cy IHTamba 0 0COOM U OpraHU3aliji y K0joj paau). Ha HaBegeHH HAuWH, OpraHu3a-
IUje J101a3¢e 0 MojaTaKa O MOTEHIMjaIHIM OHJIAjH KyIIuMa.

Canprkaj MMa 3HauajHy yJIory y Mpolecy oApKaBama 0AHOCA Ca TOTCHIINjaTHIM
OHJIAjH KyILMMa, KaJia jOIl YBEeK HUCY CIIPEMHH 3a KyNOBUHY. PaHrHpame nmoTenuujaJj-
HHX OHJIAjH KyNana Ha OCHOBY IPey3eTor cajipikaja oMoryhaBa ycMepaBarme poAajHOT
THMa Ka MambeM OpOjy BHCOKO KBAIUTETHUX MOTEHIIM]jATHAX KyTala.

Jenan on caBera 3a ympaBJbarkbe OHJIAJH CaapiKajeM je ,,pasMHUILbaTH Kao H31a-
Bau“, Y CKJIaJy ca HaABEJCHUM CAaBETOM, MPOIeC KPEeUpPamha oHIajH caapKaja oOyxBara
caenehe daze: 1. uneHTHHKOBaKHE U CXBaTambe ayJJUTOPHjyMa, 2. cacTaBJbarbe, OLCHA
U TpriiarohaBame cajapikaja, 3. mpuiiaroh)aparme - Manupame caapikaja npeMa LUKITyCy
KyTIOBHHE U 4. onpeljuBambe penociena (kaieHmapa) objapibHBama. 8

Hob6ap mman caapkaja oOyxsara cienehe BakHE KapaKTEpHCTHUKE 3a CBaKU JEO
caapxaja:

*  THIO — BHJIEO, YECTO IOCTaB/baHa nuTama (FAQ), yiaHak, o0jaBa Ha OyoOrY,
BeOWHap, BUIEO UTIL.;

*  OOroBOpHa 0co0a — 3a CTBapame U OJPIKaBabe CaapIKaja;

*  HACJIOB — IIPHUBJIAYH NAXKY, 1A j€ IOTPEOHO YIOXKUTH BPEME Y CACTABIbAbE
HAacIoBa;

*  (asa kynmoBuHe — 3a cBaKy (hasy, HOTpeOaH je pas3IHIUT CaaAPIKaj;

17 Marketo (2010), “Creating Content that Sells: Content Marketing for Demand Generation”,
Marketo, Inc., www.marketo.com, ctp. 2-3.

18 Goliger, S. (2011), “A Practical Guide to Killer Marketing Content — How to Create Remarkable
Content That Converse”, HubSpot, ctp. 5-23.

EKOHOMUKA &9



e CerMeHT KyIala — HAEHTH(HUKOBAbE T10CIIA, YIIOTE M APYTHX KAPaKTEPUCTHKA
npoduia Kymnara;,

e YKyIlHA KaMIlaiha — MOBE3UBALE CaJIpxKaja ca onpejeHOM KaMIIamhoM, TEMOM
WK KaTeropujom. '

Ja Ou ce kpeupao BpeqaH caipikaj 3a ayJUTOpHjyM, MOTPeOHO je Ipe cBera HaeH-
TH}HMKOBaIbE U CXBaTambe 3aXTeBa HUJBHOT ayluTopujyma. Jpyrum pednma, y Map-
KeTHHTY cajpkaja Ioja3u ce of aynuropujyma. To majbe 3Ha4M JaBame OAroBOpa Ha
MHUTamka Kao IITO Cy: KO Cy MJeaTHH MOTPOIIaYy U MoTeHIjanHu Kynuu? Koju cy wu-
XOBH IpobieMu, moTpede u nHTepecoBama? Koju cy muxosu Hajpehu mpobiemu koje
nokymaBajy aa peme? llta um je najsume norpedno? Koje nudopmanuje o6MaHO Tpa-
xke? Koje Tummose campikaja npedepupajy? Kako nohu mo mHX — myTeM mpeTpaxuBaya,
JPYLITBEHHX MperKa, Oorosa mwin Ha npyre HaunHe? Koju TpeHIO0BH yTHYY HA BbHXOBO
mocioBamke M JuYHH ycnex? OnroBopm Ha HaBe[CHA MUTama oMoryhaBajy cTBapame
npoduna uaeannux xynaua (buyer personas). llpodunu uneamHux Kymama cy 3acHO-
BaHHM Ha JeMOrpad)CKUM U MOIaIKMa O OHAQH TIOHAIAKY MOTPOINaYa, ’UXOBHM MO-
THUBHMMA, Ipo0JieMnMa, HHTEepecoBamMa. Pa3Boj nmpoduna npearHux Kyaria MoXe aa
MOYHE OJ] HCTPaXHBama moctojehie 6a3e morporrava aa ou ce MAeHTH()UKOBATIN TUIIOBU
Kymiana npou3Bona. AKO IOCTOjH HEKOJIMKO Pa3IMYUTHX TUIIOBA KyIIalla, CBAKU CE MOXE
JIETaJBHO OMHCATH, YKJbYdyjyhu uMe, mocao, nemorpadcke, momaTke o rpaHd U OpraHu-
3alUjU U CIL.

Crenn pa3Boj npoduia THIHYHOT OHJIAjH MOHAIIAKA HAeATHNX Kynana. Ha-
MMe, HaKOH aHaJIn3e IBHUX KyTlana, TOTpeOHO je MACHTH(HKOBAkE CBUX HAaYMHA - KaKO
CIIPOBOJIC WCTPaKMBamka O MOTCHIMjaTHO] KYIOBMHH Ha cajTy oapelheHe opraHmzarmje
WM Ha KOHKYPEHTCKHUM CajTOBHMA. Y 0BOj (a3u, ONTHU Cy OAroBopH Ha ciencha nurama:
[Ta s Ky owtajH page? Jla mu untajy 6morose? [la mu cy akTHBHM Ha Mpekama
kao mto cy Twitter, Facebook vnu nexum apyrum? Jla u ¢y ce IpHjaBuiId 3a OuiTeH?
Koje tunose nnpopmanuja nperpaxyjy u unrajy onnaju? EnykarusHe canpxaje? UnaHke
o TpernosumMa? Jla nu mirenajy Buieo caapikaje? 3a koje mpousBoje onpeheHe opranusa-
[Hje yJAaXy HajBHUIIe BpeMeHa y ucTpaxuBama? Kako kopucre e npousBone? Pesynrar
HaBEICHOT UCTpaKUBama Tpebano Ou 1a Oyme neTajbHH OmMEC JAeMorpadckux momaraka,
nmotpeda ¥ MmoHamama IIUbHIX Kynana. LIIto cy moganu nerasbHujH, TO je jeAHOCTaBHHjE
Kpeupame caJipikaja 3a CBaKOTI' IIMJBHOT KYIIIa U ofipeliBatbe nmpomMoriyje.

Cneneha ¢asza HaBeCHOT Mpoleca Kpeupama oHIajH CaipiKaja je cacTaB/bambe,
onena u npuiarohaBame caap:kaja. 3a uaeHTHPUKOBaHE podwie INIBHUX OHJIAjH
Kylana, cacTaBjbajy Ce Pa3IM4UTH THIIOBH caipkaja. [loHalame OHNAjH Kymana, Tp-
JKUIITE, TIPOU3BOIN OPTaHU3AIH]e 1 OKPYKEHE Ce MEmhajy, TaKo Ja je MOTpeOHa aHaIHh3a
u mpuarohaBame canpikaja.

[Tpu cTBapamy TpaKbe, 3Ha4ajHO je HCTPaKuBame (asza mporeca OTyunBama o
KyNOBHHH U npuJiarojaBame - Manupame cajgp:kaja npeMa nukJycy kynosune. Ha-
nMe, MOTEHIIMjalTHH KyTall IIposia3u Kpo3 pazianduTe (ase y nmpouecy oTyunBama o Ky-
noBHHY. Jlasbe, pa3nIuYuTH MOTCHIWjaIHU OHJIajH KYIILH, Haja3e ce y Pa3aInYuTuM a-
3ama Imporeca oUIyYrBamka O KyNOBHHH. To 3HAYM Ja Cy MOTPEOHH Pa3IMIUTH CalpiKajHu
3a TOTEHIMjalHe Ky 3aBUCHO Of (a3e y HUKIYCy KyHMOBHHE. YOOWYajeHH! IHKITYC
KymnoBuHe obyxBara cienche dase: 1. CBECHOCT — MOTEHIMjaIHH KyTIall Ce YIIO3Haje ca
OpeH/IOM HMJIH CXBara Jia UMa MmoTpely 3a MPOM3BOAOM OpraHu3aiyje; 2. HCTPAKUBAA/
€/lyKOBam€ — IIOTEHIMjATHH KyTIall nASHTH(UKYje TpoOsieM U NCTpaKyje ITOTeHIUjaTHa
peniema, yKIbydyjyhn nponsBoge nocmarpaHe opraHusanuje; 3. nopeheme/onena an-

19 SringCM (2012), “How to rule in the land where content is king ", SringCM, Content Marketing
Institute, www.contentmarketinginstitute.com, ctp. 3.
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TEepHATHBA - TOTCHIMjaIHU KyTlall HCTPaXKyje aaTepHaTHBE; 4. KyIIOBUHA - TIOTEHIIH]al-
HH KyTal| oJuTy4yje oj Kora aa Kynu. Cieam Manupame - HASHTH(UKOBAE caapiKaja 1
KaHaja 3a cBaKky (aszy LHKIyca KynoBrHe. HapaBHO, IOTEHIMjaIHU OHJIAjH KYIILIU MOTY
Jla TIpaTe pa3In4uTe THIIOBE CaJipXKaja M MPEKo pasInuuTHX KaHajla. MehyTum, opranu-
3aIja ce ycMepaBa Ha Kpeupame M MpoMonnjy oapeheHux caapikaja nmpema mpouecy
OTy4YHBarba MOTCHIMjATHUX Kynana o KynoBuHu. Ha mpumep:
* y da3u cTBapama CBECHOCTH - CacTaBJkajy ce 00jase (,,lT0cTOBK ) Ha OoTYy,
QXypHpajy ce TeKCTOBH Ha CajTOBMMA JPYIITBEHUX MpExXa ;
* y ¢a3u ucTpaxkuBama — IOTOJIHE CY e-KibHre, BeOMHApH, U3BELITajU 3a Ofi-
peheny rpany;
* y ¢a3u nopehema/oneHa anTepHaTiBa — MOTY Jia Ce TIOHYZE CTyIHje clydaja,
JEeMOHCTpAIMje IPOU3BO/a, IPEHOPYKe — HCKYCTBA KOPUCHUKA IIPOM3BO/A;
* y (a3u KynoBHHE — MOTOJHM Cy W3BEIITajN aHAINTHYApA, AeTajbHEe HHPOP-
Maruje o POU3BO/IY.

Konauno, motpebHO je ogpehmBame pemociena (kajeHaapa) o0jaB/bHMBamba
MIOjeIMHMX TUIOBA canpxkaja. Kanenaap o0jaBipruBama nokasyje Kaja u riue 0u tpedaio
NocTaBUTH (enuTH) oapeleHu caznpikaj, Tj. KOjU caipkaj je HOTpeOHO KpeuparH, Koje
obmactu (Teme) Ou Tpedano oOyXBaTHTH, Ha KOje IUJbHE KYIIIE ce YCMEpUTH (Kora Tap-
TeTHpaTH) M KOJHKO YecTo obOjaBsbuBaru oxapehene canpikaje. CactaBipame pemociena
(xanennapa) o0jaBJpHBaba MOjEAMHUX THIIOBA caapKaja o0yxBaTa:
*  Kpeupame KaJCHIapa paay yHOIIICHa IUIaHOBa 00jaBJbUBamba caapkaja. Tpe-
6aro OM cacTaBUTH IUIaH Oap TpU Mecena yHarpes, a ouno 6u 6osbe cacra-
BUTH LICCTOMECEYHE UM TOUILEE ITaHOBE.

»  CamrenaBame MapKeTHHIIKHAX [JMJEBA Ka0 BOAWYA IUIaHA. AHAJIHM3a LIUJBHOT
caoOpahaja ka cajTy, Opoja HOTeHIIMjaTHUX OHJIAjH KyIlala ! IoTpoIiavya; Kao
1 IPETXOAHNX MAPKETUHIIKNX aKTUBHOCTH OMOFyhaBa carjiciaBame HOTpe6-
HOT' cajpikaja Jia OM ce OCTBApWIIN LINJHEBH.

*  VYHouewme AaTymMa y KaJeHAap ca Clenu(pUYHHM 3aaaluMma o0jaBibHBamba,
Kao LITO Cy HIP. THEBHO a)KypHpPame TEKCTOBA Ha OJIOrOBHMA M APYLITBE-
HUM MpeXaMma; NOCTaBJbalbe HOBOI BHAEO MaTepujajia WM IOAKACTHUHIA
CBake HeJesbe; 00jaBbUBaMbE e-KIHITe CBAKOT Mecela UT/. 3a CBaK! JaTyM,
MOTPEOHO je HABECTH TeMY, HACJIOB KOHKPETHOT CaJpiKaja U LUJBHOT KYIIIIa.
[usb je cTBapame MUKCA THIIOBA Caipikaja, 00JIaCTH | IIMJBHUX KyTana ja ou
OuiM curypHH Ja cy o0yxBaheHH CBU CEIrMEHTH.

*  HaBoheme MapKeTHHIIKHX LHUJbEBA 32 CBAaKH BUJI CapiKaja.

*  OO0enexaBame BAKHAX JaTyMa WIH eKCTepHUX foralaja (HIp. cajMoBa) Koju
Cy IIOBE3aHH Ca Ofipe)eHnM TeMaMa HIM TUIIOBHMA Calpikaja; U INTaHHpabe
aXypHpama TEeKCTOBa Ha OJIOTY, WIIM KpeHupama BUJIEO Marepujajia Ha Ofi-
pehenom morahajy.
*  HcrpaxuBame MOryhHOCTH IpoMeHe HaMeHe cajpikaja. Ha mpumep, o0jaBrbu-
BamC [ICJIOKYITHOT M3BELITaja O HCTPAKUBAKY, OCIIEC HU3a 00jaBa Ha GJory.

*  Kpeupame moceOHIX Tabena 3a CBaKy BPCTY 00jaBJBEHOT caapiKaja, Kao IITO
cy objaBe Ha 610ry, BeOMHApH, e-KIbUTe, BUACO Marepujann uta. Ha Taj Ha-
YHH, TIPaT ce 00jaBJbUBAE CBAKE BPCTE CA/IPIKaja, [0 IMJBHUM  KYIIIMMa U
(hazama nuKIyca KyrnoBHHE.

[Mpemnopyke 3a cTBaparme BPSAHOT - GUTHOT, KOPHCHOT U 3aHUMJBUBOT cajipikaja cy>’:

20 Goliger, S. (2011), “A Practical Guide to Killer Marketing Content — How to Create Remarkable
Content That Converse”, HubSpot, ctp. 24-35.
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[Ipaheme npomena u TpeHaoBa y oapelenoj rpanu — omoryhasa npaBoBpe-
MEHO Kpeupame OUTHOr campikaja. I[Ipahieme mojenHOCTaBIbyje MpHjaBIbH-
Bame 3a RSS feeds ca GrmoroBa Koju ce ofHOCE Ha ofpeljeHy rpaHy WU Cy
YCMEpEeHH Ha OH-JIMHE KYIIIe OpPraHu3allije; IpHjaB/bUBamke 38 U-Mejl Ou-
TEeHE KOjH Ce OJJHOCE Ha ofipeljeHy TpaHy, Kao 1 Ha J0OaBJbaye U KOHKYPEHTE.
IIpoBepoM IpUCTHITIOT MaTepHjaa, JOIa3H ce 0 OpOJHHUX Heja O CaAPKajy.
[Ipaheme KOMyHHKaIlMja Ha CajTOBUMa IPYIITBEHHX Meadja — omoryhasa
carie/[aBamke 0 YeMy ITOTSHIUjaIHH KT KOMYHULIUPA]Y Y PCaTHOM BPEMEHY.
[MTaxxspMBUM CITyIIaEEM MOXE ce T0hu 10 6p0_]HI/IX HOBHX H7€ja o canpkajy. Ha
TpUMeEp, aKo MHOTH ITOCTaBE UCTO MUTAkE KOje Ce OAHOCH Ha ofpel)eHu mpous-
BOI, Moryhe je Kperpame caipaja pajiu pyxama HHPOopMaIrja — OATOBOpa Ha
TIOCTaBJBCHO MUTame. MHOTH omnase Ha Twitter win Facebook pagu penopyka
npu m300py HoBadsbada. Opranusariija 61 MoIiIa ja Kpenpa e-KibUTy paau 00e3-
OehuBama npenopyka, Koje ce Mory nocraButH (“nonennTn’-“share”) cnenehu
MyT KaJa HeKO TPaKH mpernopyky. Paqu edukacHujer npahema KoHBep3aluje
Ha CajTOBMMA JIPYIUTBEHHX MEJHja, MOTPEOHO je KopHIIherme MapKEeTHHIIKUX
codTBepa koju omoryhasajy miaeHTHHKOBamke U npaheme oapeleHnx mojemu-
Hara 3a Koje je opraHm3aliyja HajBHUIle 3aHHTEePECOBaHA.

CacraBspame THMa KOjU Kpewpa caapikaj — THM MOTY Jia YHHE I10jeIHUHIIN
Yy OpraHM3aluju, ajdd U eKCTepHHU cTpyumaiy. CapagHuid y OpraHu3aiuju
Mo Ou Ja: TMOBPEMEHO MHIITY TEKCTOBE 3a 0JI0T KOjU Cy Y CKIIajy ca Hu-
XOBHM IIOCTIOM; 3]y I/IHTepB_]ye a 3aTHM J]a Ce KPaTKH BHJEO 3aIHCH JIEIIE;
cacTaBe Kparke IPEe3eHTAalHje I OrOBOPE Ha MUTamba Koja ce MOCTaBIbajy
myTeM BeOMHapa. [Ipy aHra)oBamy eKCTEpHHX capaJHHKa (IHcana 1 ypen-
HUKa OHIGjH caapikaja) MOTpeOHO je ompehuBame Teme, KeJbeHOT CTUIA U
TOHA, IIUJEHOT ayAUTOPUjyMa.

[Tpomena HaMeHe caipiKaja — CBaKH CalpiKaj ce MOXKE aJalTHpaTH, HOHOBO
KOPUCTHTH M 00jaBUTH y ApyroM (opmary. Iaeje 3a mocraBibame HCTUX WH-
(dopmanmja y pasnuauTuM hopMaTuMa cy: KOMOHHOBaHE TEKCTa U3 MPETXO/-
HOT M3BEINTaja ca HOBUM BHJICO 3allMCHMa pajii Kperpama (MyITHMEIH]aTHe)
BUJICO e-KIbHTE; TIPETBaparke BUIEO 3aIica y objaBe Ha OIOTy U e-KIbUre; Ko-
puiihemne NuTama U KOMEHTapa ca BeOMHapa pajay Kperpama HOBE e-KIbHIe
(HakoH 3aBpieHOT BeOMHapa, Moryhe je cacTaBibambe HajUHTEPECAHTHHjUX
WK Hajuellinx MuTama ayJuTOPHUjyMa ca OIrOBOPHMA THMA); NEJbCHHC Mpe-
3eHTalMja y PAsIMYUTUM (pOpMaTHMa — HIP. MOCTAaBIbAbE MPE3CHTALH]ja Ha
sajtu SlideShare, Buneo 3ammca Ha cajty YouTube n xpenpame HI3a 00jaBa Ha
6r0Ty KOje ce OHOCe Ha MUTama TUCKyTOBaHA 3a BpeMe Ipe3eHTAII]a.
Kopumihewe BHuIeo kamepe CByJa — CTaBapame BHJEO 3allkca He Mopa Jia
Oyne 3axTeBaH mpoiiec. Mneje 3a jenHocTaBHE BUAEO 3alice Cy: CHUMame
KpaTKHUX CIIOTOBa Ha foraljajuma (IIoImyT cajMoBa), HHTEPBjyHCabe eKCIepa-
Ta W/WiM noceTunana ofpeheHor morahaja ur.

[ucame roqummsux win HajOospux (“best-of’) cagpixaja — moceOHO Ha Kpajy
TOJMHE WM 3a BpeMe oamMopa. [1oTpeOHo je mpoHanaxeme MeCTa y KajleH-
Japy oOjaB/bHBamba 3a: KOMIMJIALK]Y HAjIONyIapHUjUX objaBa Ha Oory 3a
e-kmury (“best-of”’) cBakor meremOpa; JarcTe HajOOJFUX MPOU3BOAA Y TOKY
TOJIMHE; JINCTE HAjOOJbUX KEbUTa U CII.

CnpoBoljerbe OpUrHHATHHX UCTPaXUBakbha — HOTPOILIAYH, TOTSHIW]aIHU KY-
TIH, OJIorepy ¥ HOBUHAPH TPaXKe HOBE MOJATKE.

ITocmatpame M3BaH CBOje IpaHe M ayAUTOPHjyMa — jep MOTpPOIIadd UMajy
pa3MuUTa HHTEPECOBAMbA.
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+  CacrapJspare JIIICTE caziprkaja ‘3a cBa BpeMeHa™ (evergreen) — oOyxBara TeMe Koje
Cy YBEK MHTEpPECaHTHE aymUTOpujyMy Oe3 003upa Ha CE30HCKE TPEHIOBE, KO-
HOMCKE YCJIOBE WM Jpyre ekcrepHe daxrope. Ha npumep, yBek akTyenHe teme
Cy: Wyieje 3a yIITe/ie BpeMeHa HIiTM HOBIIA, CaBeTH y O0JIacTH 31paBiba U (pUTHECa,
YJIaHIW KOjU CE OHOCE Ha YHHUBEp3aJIHE MpodieMe IUIBHOT ayJIMTOPHjyMa HT/I.

KibyuHu n3a30BM y IprMeHN MapKeTHHIa cajipikaja (mpema pe3yaraTuma ucTpa-
xuBama CMI)*! cy:

*  Kpeupame caapkaja Koju aHraxyje nocrtojehe u moteniujante kymie (41%),

*  Kpeupame I0BOJbHOT caapxaja (20%),

*  Oyyer 3a kpeupame caapxaja (18%),

*  HemocTarak BusWje MeHanMeHTa (12%),

*  cacTaBJbambe PasHOBPCHOT canpxaja(7%).

[Ipemopyke 3a MapKeTHHT cajap:kaja cy: Beha ymarama, yckialjuBame BpCTe cajp-
’aja ca IUKIYyCOM KyrnmoBHHE U Beha moapiiika U3BPIIHAX PYKOBOIHIIAIA.

3ak/byuak

VY nndopmanmoHom Beky, Moh kymara je cBe Beha. KonkypeHuuja je nHTEH3MB-
Huja. OpraHuzaiyje oAroBapajy KOHTHHYaJIHUM KpEHpameM M OECIUIaTHUM JeJbEHhEeM
nHpOpMaIHja Koje cy BpeaHe Kymiuma. Madopmarije cy y oOnuKy diaHaka, TEKCTOBa
MyTeM JIpYIITBEHUX MEIH]ja, OWITeHa, CTyIHja caydaja, BUIEO caapkaja IT.
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