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1. INTRODUCTION

Digital marketing communications, often seen as the process of online,
web promotion or advertising through specific forms of digital/online
media, became very dynamic in the last few years. Innovations and
changes are conditioned upon development of new technologies and us-
er’s behaviour on the Internet.

Before the Internet and social media, organizations had plenty of time
for systematic and methodological observation of the social environ-
ment and its behaviour (Slijepcevic & Radojevic, 2018). Now, that kind
of luxury is lacking. Organizations must envisage and react accordingly
to emerging disruptions. In general, they must engage with the target
audience and interact with them. Different aspects were studied, from
the impact of positive attitude of social media users’ toward the social
networking sites (SNS) on the creation of a positive attitude toward the
social networking advertisements (SNA) (Mukherjee & Banerjee, 2019),
to the effects of social media usage upon B2B customer loyalty (Zhang &
Li, 2019).

Constant changes in the field of digital marketing - social media, con-
tent marketing, search engine optimization (SEO), pay per click (PPC)
and more account for significant yearly shifts (some even quarterly).
These changes cannot be ignored. Organizations need to accept the influ-
ence of digital landscape and find out the most effective time and method
to market their audience online. Surprisingly or not, many social media
users shop online. That is the main reason why social media should be a
crucial part of digital marketing plans.

This paper is a result of the integration of the review made in academic
literature of the digital communications, digital media and digital mar-
keting, with a glance at the future tendencies within a digital environ-
ment. Currently, all organizations (both profit and non-profit) are facing
big challenges to keep up with constant digital technology changes and
the ensuing and continuing viral trends. The authors of this paper will
present the most important current tendencies in the field of digital mar-
keting communications and their forecast of future trends.

marketing.

Abstract: The authors of this paper
have analysed the current and future ten-
dencies in digital marketing communica-
tions (DMC). Digital communications are
an area of fast and frequent changes that
lead to shorter communication between
the message sender and receiver, thus
speeding up the process and making

it more complex. In order to survive in

a dynamic environment, companies

need to be visible and directly linked to
their target groups. Moreover, it is vital
that they understand well their digital
environment and are prepared to take
proactive steps to make their marketing
communication successful. Acceptance
and application of new trends in the field
of digital marketing is a milestone in the
business of an organization. The need

for a proactive approach to changes is evi-
dent, as the organizations that first intro-
duce the user-oriented innovations shall
receive consumer attention and funds. A
detailed and concise review of the current
situation and the forecasts for the future
are presented, to allow the expert and
scientific public to plan future research in
this field. An overview of the challenges
and opportunities facing this innovative
area provides a valuable insight and helps
create a successful marketing communi-
cations strategy.

Keywords: digital marketing communi-
cation, social media, new trends, interac-
tive content, content marketing



TABLE 1: Global average number of social media accounts

Global average number of social media accounts

2013 2014

Over time

2015

2016 2017

Global Average 4.3 4.8 6.3 7.6 8.0 8.6 8.5
Gen Z 4.4 4.8 6.9 8.0 9.0 9.7 9.0
Millennials 5.1 5.7 74 8.9 9.3 9.7 9.1
Gen X 4.0 4.3 5.6 6.8 6.9 71 7.0
Baby Boomers 2.6 2.8 35 4.3 5.0 5.1 5.0

SOURCE: Adapted from GlobalWeblIndex’s flagship report on the latest trends in social media (Mander & Kavanagh, 2019).

2. CURRENT GLOBAL TRENDS
IN DIGITAL MARKETING

A global number of the Internet users continues to
increase up to 366 million, making a total of 4.479
billion users in 2019 (October 2019). That is a 10%
increase in the past year. Moreover, global number of
unique mobile users has increased by 2.4%, to 5.155
billion unique users (123 million new mobile users)
compared to the last year. The total global number of
social media users in 2019 amounted to 3.725 billion,
growing by 9.6% in comparison to 2018. The highest
increase of over 15 % occurred in a group of people
who use social media on mobile devices. With a total
number of 3.66 billion users worldwide (Kemp, 2019).
Yuri Musienko (2019) predicts that in 2020, the digital
marketing will aim the smartphones and mobile ap-
plications, the Internet services and video and social
networks.

Investigating time spent on the Internet, quality of
content and it impact on people’s life resulted in the
introduction of new digital wellbeing tools for the In-
ternet users. The Apple'siOS 12 update - Screen Time
feature (Newman, 2019), Google's Digital Wellbeing
feature, Facebook's Your Time on Facebook feature

FIGURE 1: Active

users of top social
platforms, based
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and Instagram's Your Activity feature provide anal-
ysis on a user's screen time, the number of his daily
pickups or time spent daily on a particular social me-
dia (Mander & Kavanagh, 2019). This, among other
things, somewhat affected a drop of some social me-
dia accounts in 2019, as can be seen in the Table 1. The
global trend of the average number of social media ac-
counts is shown in the table below.

Social media platforms occupy an important po-
sition in digital marketing plans, as their potential
reach is extremely large. The 45% of the world’s pop-
ulation - 3.5 billion people are now social media us-
ers (Kemp, 2019). The Figure 1 below presents the
global number of active users of top social platforms,
based on monthly active users study. As one of the
fastest-growing social media networks, Facebook is
still the largest social network worldwide. In the third
quarter of 2019, Facebook accounted for 2.45 billion
monthly active users (Statista, 2019). Their users have
the opportunity to share their own experience and,
with the help of other users, brainstorm to develop
an opinion on a product/service, company, brand, etc.
(Akar & Topcu, 2011; Kim & Ko, 2012).

On the other hand, Facebook Messenger had 1.3
billion monthly active users in the same period (Sta-

TIAL REACH OF ADVERTIZING
IN MILLIONS

on monthly active Pinterest 450
users, active user Twitter 260
accounts or unique Snapchat 360
monthly visitors LinkedIn 653
of each platform Instagram 879
in millions Facebook 1982
500 1000 1500 2000 2500

Potential reach of advertizing in millions

SOURCE: Adapted from Global Digital Report 2019 (Kemp, 2019)
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tista, 2019). In just one year, the daily watch time for
Facebook Live videos have quadrupled (Thomson,
2019). Moreover, these videos make six times as many
interactions as traditional videos. Additionally incred-
ible, the audience is kept watching three times longer
compared to the recorded videos (Thomson, 2019).

Customers are searching for different types of in-
formation about organizations, brands, products and
services online. According to 2019 State of Conversa-
tional Marketing Report, 42% of customers expect an
immediate response within 5 seconds, whereas 36%
expect a response within 5 minutes, from chatbots
(Kilens, 2019).

Usually, customers prefer reviews, video instruc-
tions, personal experiences of other users and open
discussions among social media groups. Digital mar-
keting institute states that 86% of female users consult
social media before choosing a product. Other re-
search reveals that 70% of active social network users,
before making a purchase, seek additional informa-
tion about the product or service on social media sites
(Kim & Ko, 2012). According to research conducted
by Wyzowl (2018), incredible 95% of respondents said
that they have watched a video about products or ser-
vices they were interested in buying and the number of
such respondents increased to 96% in 2019 (Wyzowl,
2019). Another research revealed that 94% of custom-
ers would remain with the organizations that commu-
nicate transparently and clearly (Denis, 2019).

Influencers are today's first face of brands. Work-
ing with influencers is a new way of gaining more au-
dience and spreading good electronic word of mouth
(eWOM), particularly for small and medium enter-

TABLE 2: Video Trends in 2019

% of video marketers

Channel

video
YouTube 87%
Facebook video 84%
Instagram video 51%
LinkedIn video 51%
Twitter video 45%
Webinar 41%
Facebook Live 35%
Interactive video 23%
Instagram TV 17%
360 Video 14%
Snapchat 12%
Virtual reality 11%

Increase/decrease of video
that use this type of | marketers that use this type of
video compared to 2018

prises (SME). Different authors consider eWOM an
influential marketing instrument (Bickart & Schin-
dler, 2001; Kumar & Benbasat, 2006; Zhang, Craciun
& Shin, 2010; Erkan & Evans, 2016). Farmer (2017),
defines influencers as persons who can influence at-
titudes or decisions (Vered, 2007) of other people.
Influencers and companies can use different social
media platforms to interact, communicate and engage
with the target audience and facilitate and increase
the outreach and influence (Arora at al., 2019). Most
common are Instagram and YouTube, but the influ-
encers also operate on the Twitter, Facebook, Linke-
dIn, Snapchat and, more recently, on TikTok.

During 2018, the brands engaged nearly 590,000
influencers globally, who shared over 2.6 million ad
posts on the Instagram with the total of 2.9 billion
engagements generated from these posts (Buzzoole,
2019; Desreumaux, 2019).

The audience trust the digital opinion leader - the
influencer they follow. They influence the attitudes,
decisions and behaviour of their audience of followers
(De Veirman, Cauberghe & Hudders, 2017). Accord-
ing to the Digital Marketing Institute (2018), 86% of
female users consult social media before choosing a
product. Hiring influencers in digital marketing com-
munication can ensure a high return on investment
(ROI) (Enke & Borchers, 2018). Moreover, it facili-
tates the SME to promote different products or ser-
vices. Sproutsocial (2017) research revealed that the
majority of consumers (86%) buy the brands that ap-
pear honest and friendly (83%). They want to see the
companies using the social media, inter alia, as a cus-
tomer care channel. As much as 60% of users say they

% of video marketers
that say it has been
successful for them

Same number 80%
up from 68% 85%
Up from 41% 88%
Up from38% 75%
Up from 39% 71%

Down from 44% 83%
Up from 34% 4%
Up from 20% 83%

/ 53%

Down from 15% 4%
Up from 11% 50%
Down from 14% 64%

SOURCE: Adapted from Video Marketing Statistics 2019 (Wyzowl, 2019).
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discover new products on the Instagram (Instagram,
2019) and 70% of the Pinterest users use this network
to find new and interesting products (Pinterest, 2019).

According to Sproutsocial (2017), 51% of custom-
ers claim they would unfollow a brand that annoyed
them on a social media, whereas 23% would walk
away from such a brand completely, vowing never to
buy from it again.

Another study shows that personalized email cam-
paigns receive 29% higher email open rates and 41%
higher click-through rates than the traditional emails,
with no personalization.

Primarily, the organizations need to make a clear
and integrated digital marketing strategy. According
to researches, almost 50% of organizations do not
have such a strategy in place. In the online marketing,
the lack of clear strategy and transparent goals leads
to choosing irrelevant key performance indicators
(KPIs) for measuring organizational success or invest-
ing in the tactics that will lead the organization in the
wrong direction.

Using social media networks, organizations can
reach their target audience in a simple and fast way.
Modern, online customers are seeking for more visual
and interactive content, new experience and a higher
level of interactivity. Interactive content is more en-
gaging, stands out, grows awareness of a brand and
keeps the audience present on the organization’s web-
site (Thomson, 2019).

3. PREDICTIONS OF FUTURE
DIGITAL MARKETING TRENDS

According to Thomson (2019) the top marketing
trends for 2020 are the following:

Shoppable Posts,

Virtual and Augmented Reality (VR & AR),
Interactive Content,

Personalization,

Content Marketing,

Video Content,

SERP Position Zero,

Google Ads Smart Bidding.

PN R

Moreover, Dave (2019) says that soon artificial in-
telligence (AI) will become the driving force of a large
number of industries. For the time being, it has been
implemented in various areas, such as basic commu-
nication, product recommendations, content crea-
tion, email personalization, e-commerce transactions.
Some companies use Al in chatbots for providing

quick answers, resolving complaints, offering addi-
tional content, assisting with registration or requests
(Musienko, 2019). By 2020, 90% of organizations that
use online marketing will practice at least one shape
or form of marketing personalization (Pemberton,
2018). On the other hand, almost half of the custom-
ers will disregard brands that are sending irrelevant
advertisements (Briggs, 2016; Youn & Kim, 2019).

Scaling the personalization represents the biggest
challenge in the personalization process. The tools
for personalization that every organization needs in-
clude the analytics platforms (Google Analytics, Heap
Analytics and Crazy Egg) and data management plat-
forms (Customer relationship management software,
Post-click landing page platform, Email marketing
platform, Tag management platform, Demand-side
platform) (Quick, 2019).

Segmenting the content into atoms and dynamic
components for targeting and reuse, with a final goal
to capitalize on personalized experience, will make
organizations able for better uniting customer data
with relevant content, and, finally, more competitive
on the market (Pemberton, 2018).

Facebook Messenger bot, used by MasterCard,
applies natural language processing (Siu, 2019) soft-
ware to communicate with customers like a human. In
addition, Al is implemented in programmatic adver-
tising. Programmatic demand-side platforms apply
hundreds of targeting signals to automate ad buying,
so that a company can target more specific audience.
Using AT to match customers skin tone with a foun-
dation, personalizing shopping experience through
the virtual make-up testing in AR represent the reg-
ular activities in Sephoras endeavours to focus on
their customers and make the shopping experience
personalized for them (DeNisco Rayome, 2018). Pre-
dictions are that by 2020, 85% of customer relations
with a business will be managed without any human
interaction (Gigante, 2019; Baumgartner, Hatami &
Valdivieso, 2016).

It is expected that, in the next year, the shoppable
post, interactive content, AR and VR will be more
popular and more frequently used in digital marketing
campaigns. Allowing the customers to purchase di-
rectly from an organization's post on Facebook, Pin-
terest or Instagram is a new, fast-spreading trend, that
should be placed on the top of digital marketing plans.

Already, top brand companies are using AR to
reach the target audience in an innovative and very
immersive ways. Companies such as IKEA, Coca-Co-
la, Zara, PEZ, Lacoste, Converse, Tesco, Cadbury, BIC
Kids, New York Times, Petron Tequila, MTV and the
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like are endeavouring to strengthen their brands by
engaging the customers using AR (Paine, 2019).

Whether through the customers visualization of
how products might look in their homes while shop-
ping online or through offering the opportunity to
superimpose viewers with their favourite music star,
taking customers on a virtual tour of the place where
their favourite brand is made, a possibility to see how
different models of shoes might look on their feet
(Paine, 2019) the augmented reality leads the market-
ing at the next level. Making more interactive experi-
ence, increasing involvement and strengthening con-
nections with their customers, those companies are
pioneers of augmented reality marketing.

Furthermore, connecting with the target audience
through sending personalized email, offering person-
alized experience, can lead to a higher engagement
and more conversions (Thomson, 2019). Engaging
and a high-quality content enables the organizations
to communicate as experts with their target audience.
More than that, it makes messages more visible in
search engines. The axiom of digital marketing, con-
tent is a king, must be followed.

Another important digital marketing tool for the
next period will be video, especially the live video, that
keeps the audience engaged three times longer than a
recorded video. New Google Ads updates, announced
by Google, will lead to automation and smart bidding.
Companies are striving to have a stronger presence on
the Internet in general (Hennig-Thurau et al., 2010;
Rangaswamy, Giles & Seres, 2009), mainly on the most
popular of all - search engines (SE) (Dwivedi, Kapoor
& Chen, 2015). The businesses can communicate with
their target audience at any time and from anywhere,
24/7 two-way interactively, using viral marketing. Dif-
ferent authors find this a robust and universal alter-
native channel for delivering information (Chu, 2011;
Schulze, Scholer & Skiera, 2014).

Being No. 1 is no longer the main goal, because the
position zero - the top spot in SERP - will be the first
result that the users view (Thomson, 2019). Position
zero is a featured snippet of text appearing at the top
of the search result pages (Denis, 2019). It provides
brief information on the key points related with the
search on a link. To optimize bids, Google Ads starts
using machine learning. This change has introduced
new opportunities for maximizing conversion rates.

Several authors made some interesting predictions.
Srivastav (2017) predicted that the global growth of
the digital software industry will reach $74.96 billion
until 2020. Furthermore, Mitchell (2018) predicts the
increase in digital marketing budget that will account
for incredible 87% of all marketing budgets by 2022.
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Using voice as a brand and marketing advantage is new
and up to date and moving from voice search to voice
engagement is expected soon (Abramovich, 2018).

4. CURRENT AND FUTURE
CHALLENGES OF USING DIGITAL
TECHNOLOGIES IN DIGITAL
MARKETING COMMUNICATION

One of the biggest challenges of new digital commu-
nications is the lack of fundamentals and basic ele-
ments of personal connection such as empathy, per-
sonal touch, eye contact and the like.

Digital and social media addiction is a disease of
the new age. Designing for the addiction and ethical
aspect of this topic are considered both by engineers
and public (Newman, 2019). Changing algorithms is
a must. Issues that must be considered in further re-
searches refer to the harmful impact of digital media
- how ethical it is to use notifications that are dripping
with dopamine or showing the content that misleads
the consumer. Also, the need to better know the im-
portance of ‘digital well-being” will push a new wave
of articles about this topic. A large number of people
feel pressure to delete their social media accounts to
preserve their real-life and mental health. The devel-
opment of new software and dashboards for main-
taining social media and digital addiction requires full
attention of the academic community.

The moment when influencer marketing become
mainstream made a big change at that scene. The
collective micro-networks become powerful with an
individual’s reach and scale (Schouten, Janssen & Ver-
spaget, 2019). Companies need to change the old hab-
it of working with just a single influencer and switch
to a network of relatable peers (Greenwood, 2019).

Digital channels, where companies cannot accu-
rately track shared content (private messaging apps,
SMS or emails) are called “dark social” (Valentine,
2019). Sending copied URL via an instant messag-
ing or email or switching from a secure (https) to a
non-secure (HTTP) site, the generated traffic is pre-
sented as direct in the majority analytics programs
(Van Loon, 2019). According to research, the share of
dark social as a percent of on-site shares accounts for
84%, globally (RadiumOne, 2016). Consumers usual-
ly share content and information (in 63%) using dark
social channels (20% share only via these channels),
compared to 54% that use open social media platforms
(Glenday, 2019). The global, as well as local compa-
nies, must target and optimize online content to run
simultaneously ATL awareness campaigns and easy-



to-share digital content that can be used and shared at
any time privately (Errmann, Seo, Choi & Yoon 2019).
Furthermore, direct interaction with customers, more
relevant and sharable content will be highly appreci-
ated by customers (Valentine, 2019; Mayrhofer, Mat-
thes, Einwiller, & Naderer, 2019).

Even though the YouTube is recommended after
the age of 13, the children younger than that age are
using it and have their own YouTube channels (Tur-
Vines; Nuafiez-Gomez & Gonzélez-Rio, 2018). This
topic requires an additional research. Advertising
recognition is crucial for all audience, especially for
children. It is crucial because of further activation of
children’s associative networks, which subsequently
help them critically evaluate the advertisement and
prevents them from being subconsciously persuaded
by advertising (De Jans et al., 2018).

As 83% of companies state, that video content has
increased their conversion, furthermore 96% of cus-
tomers are sure that the video helps them to under-
stand the product/service and finally, 65% of viewers
visit the site, and 39% contact the company after view-
ing the video (Wyzowl, 2019). Companies must pro-
vide highly-personalized experience for their custom-
ers across the board because they expect the brands
they engage with to enable them that.

Around the world, young adults are among the
most active social media users, spending 170 min per
dayin North America, 232 min per day in Latin Amer-
ica, 180 min per day in Europe and 165 min per day in
Asia (Mander, 2019). According to the Pew Research
Center, 80% of the US adults aged 18 - 29 use Face-
book, 71% use Instagram, 78% are on the Snapchat
and 45% say they use Twitter. Usage rates for all these
platforms, except for Facebook, are higher among the
younger than the older adults, who have not aban-
doned Facebook (Smith and Anderson, 2018). The
American Internet users aged 16 — 24 spend 165 min
a day on social media networks/services, while those
between 35 and 44 spend only 105 min a day using
social media (GlobalWebIndex and Statista, 2016).
College students in the United States are particularly
active social networkers. In particular, 47% of college
women and 34% of college men spend more than six
hours per week using social media (HERI, 2016).

For an organization to be competitive, it has to fo-
cus on various digital communication channels for in-
tegration and stimulation of customer loyalty. There-
fore, the research of needs, preferences, habits, wishes
and demands of the current and potential customers
and ways of keeping them engaged, must be the pri-
mary activity of all companies.

Retaining customers helps increase the revenue,
because when you maintain your existing customers,
they tend to tell their friends and give you referrals.
Also, loyal customers are likely to be more direct and
honest about any issues or problems, giving you a
chance to improve your brand.

5. CONCLUSION

Digital marketing as a process of fulfilling market-
ing and business aims by using digital technologies,
must be prioritized in the marketing plans. In order to
improve customer experience by responding to their
needs, organizations around the world have realized
how important it is to keep up with and apply new
digital marketing trends. Merging digital and tradi-
tional methods for more accurate fulfilment of cus-
tomers‘ needs makes organizations more competitive
and stronger on the market. New market opportuni-
ties are created with the introduction of new digital
technologies and companies, in order to stay compet-
itive and survive on the market, must adopt and im-
plement them in their daily routine.

Digital marketing's reach and boundaries are so
dynamic that strategic content delivery requires a ris-
ing number of platforms and channels. Virtual and
augmented reality remain an area that many compa-
nies still have to research.

Digital marketing communications represent the
most important modern concept that may be con-
sidered a fast-changing part of new technologies.
In the process of attracting high-quality customers,
the adoption and evolution of fast digital marketing
changes will make a difference between a successful
and unsuccessful organization. Target audience and
customers are online, using different forms of social
media. This represents a great opportunity for com-
panies and for the fulfilment of their KPIs, given they
can collect and analyse customers online behaviour.

In today’s digital market world, consumers want to
be guided in making informed purchasing decisions and
not marketed upon. That's why personalization, content
marketing and interactive content are important for at-
tracting consumer interest, lead the consumers on the
purchaser's path and enhance business outcome.

Engaging and interactive content is expected to
become increasingly important for gaining consumer
interest and enhancing customer experience. While
digital marketing evolves with the consumer’s expec-
tations and desires, these developments are the start of
new industry changes.
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Apstrakt:

Menjanje oblika digitalne
marketinske komunikacije

Milica SlijepCevi¢, Ivana Radojevi¢, Nenad Peri¢

Autori ovog rada su analizirali trenutne i buduce ten-
dencije digitalnih marketingkih komunikacija (DMK).
Digitalne komunikacije predstavljaju oblast u okviru koje
se desavaju brze i ¢este promene koje vode ka skradivanju
komunikacije izmedu posiljaoca i primaoca poruke, ¢ime
se proces komunikacije ubrzava i ¢ini kompleksnijim.
Kako bi opstale u dinami¢nom okruzenju, kompanije
moraju biti vidljive i direktno povezane sa svojim ciljnim
grupama. Stavise, od vitalnog je zna¢aja da dobro razume-
ju svoje digitalno okruzenje i da su spremne da preduzmu
proaktivne korake kako bi svoju marketingku komunikaci-
ju udinili uspe$nom. Prihvatanje i primena novih trendova
u oblasti digitalnog marketinga predstavlja prekretnicu u
poslovanju organizacije. Evidentna je neophodnost proak-

42  Milica Slijepcevié, lvana Radojevié, Nenad Peri¢

55.

56.

57.

58.

59.

Wyzowl. (2019). Video Marketing Statistics 2018 - The
State of Video Marketing 2018. Retrieved from https://
www.wyzowl.com/video-marketing-statistics-2018/
Wyzowl. (2020). Video Marketing Statistics 2019 - The
State of Video Marketing 2019. Retrieved from https://
www.wyzowl.com/video-marketing-statistics-2019/
Youn, S., & Kim, S. (2019). Newsfeed native
advertising on Facebook: young millennials’
knowledge, pet peeves, reactance and ad avoidance.
International Journal of Advertising, 38(5), 651-683.
https://doi.org/10.1080/02650487.2019.1575109
Zhang, J. Q., Craciun, G., & Shin, D. (2010). When
does electronic word-of-mouth matter? A study

of consumer product reviews. Journal of Business
Research, 63(12), 1336-1341. http://doi.org/10.1016/j.
jbusres.2009.12.011

Zhang, C.-B., & Li, Y.-N. (2019). How social media
usage influences B2B customer loyalty: roles of trust
and purchase risk. Journal of Business & Industrial
Marketing, 34(7), 1420-1433. https://doi.org/10.1108/
JBIM-07-2018-0211

tivnog pristupa promenama, jer ¢e organizacije koje prve
uvedu inovacije orijentisane na korisnike dobiti paznju

i prihode potrosaca. Predstavljen je detaljan i koncizan
pregled trenutne situacije i predvidanja buduc¢ih trendova,
kako bi stru¢na i nau¢na javnost mogle da planiraju dalja
istrazivanja iz ove oblasti. Pregled izazova i mogu¢nosti sa
kojima se susrece ovo inovativno podrucje pruza dragoce-
ni uvid i pomaze u kreiranju uspesne strategije marketins-
ke komunikacije.

Kljucne reci: digitalne marketinske komunikacije, drus-
tveni mediji, novi trendovi, interaktivni sadrZaj, marketing
sadrzajem
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