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ABSTRACT
INTRODUCTION
Situation in the Croatian textile industry for many years has been quite difficult. One of the major causes of the slow growth of the textile industry is the reluctance of existing firms to adapt to new market conditions. This situation is further worsened with the influence of global recession in recent years. Domestic textile industry is in a very disadvantaged position, because the business concept has not changed for decades as ultimately reflected in its position in the global competitive environment. Croatia is not the only country which experienced the effects of crisis namely in the textile industry. The crisis in textile industry is present in the whole world, mostly because of cheap labor from China and Eastern countries. The situation is difficult,, but not so black as shows us the example of small Croatian company Merkur. Merkur expanded into new markets and reported a remarkable growth in turnover of 5% which is an excellent result in today global crisis and a good indicator of future business. How did they do it?

RESEARCH METHODOLOGY
This paper was brought up using the case study method to present a successful small company that has managed not only to maintain the existing level of business in this time of global recession, but to enhance and expand into new markets. Using the case study method the authors were able to deeply and comprehensively analyze all of the key determinants of small business enterprises that have influenced the final successful result.

RESULTS
Using the tools of market research the owners of this company have received valuable information about the characteristics and appearance which should have the final product as well as the preferences of the target market. Among the other things, the management of the company has used new marketing tools in their marketing strategies. The Social Networks like Facebook and Twitter showed to have the greatest importance.
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1. Introduction
Small businesses are important for growth and development of each economy, including Croatian. In the past, textile and apparel industry in Croatia played an important role in the economy growth. Unfortunately that role has changed in the past decade. This paper focuses on the subject that speaks about the successful operations of small enterprises in the global economy and gives foundation for motivating new measures for better SME development in Croatia. The future of SME's is determined by their natural, technological, market, economic and social environment. Adaptations to external conditions depend on balance, and a compromise between flexibility and specialization for future development. Taking risk for future development of SME's is the basic characteristic of entrepreneurs and market economy. Our study emphases the importance of SMEs for the Croatian economy and highlights the importance of using Social media and Internet and make transparent success factors and development of SMEs in the development of Croatian economy as a whole. Research has found that small firm that grows, tend to develop profitable and expanding market niches that are often quite narrow and appear difficult to describe by objective, industry or market wide variables (Storey, 1996, 1997 and Storey D.J.1996). This paper addresses these afore mentioned topics by positioning the research in the broader SME growth literature, as internationalisation is a means of achieving SME growth. The research approach incorporated in-depth interview with the owner-manager of SME in retailing sector in theCroatia. In Croatia, SME's are the largest group according to the total number of companies (99% of the total number of companies), employ a little less than a half of total number of employees (45%), and achieved 43% of income, and 35% of profit of the whole economy (Strugar, Škrtic, 2006, p. 236-238). In the period 2000-2005, the share of SME's declined by several percent in total number of employees, total income and profit, which can be considered as consequence of competitive pressure increase and process of globalization. Managing small business growth identifies many opportunities and difficulties for the entrepreneur. We introduce an entrepreneurial perspective toward enhancing growth opportunities within the small business sector. In SME's the decision-making process is significantly different than in large companies. We look at initiatives facilitating the growth of small businesses. The paper commences with a literature review on the identified services marketing initiatives, followed by chapter about textile industry in Croatia, research methodology, findings and finaly recommendations.

2. Theory review
2.1.Entrepreneurship and economic growth
Small firm growth is a research area that has attracted considerable attention in recent years. Small businesses have always been a catalyst for economic development. Most employees have been employed in small and medium enterprises. An organized entrepreneur works in a coordinated way which enhance the employment level as well as GDP. Entrepreneurs are mostly known as the risk takers and the innovators. Entrepreneurship is the practice of starting a new business in response to identify opportunities. There are several different criteria by which companies are included in the group of small businesses;number of their employees, their share in total revenue and their share in total profit. SMEs are comprised of three categories of firm: the micro firm (less than 10 employees), the small firm (less than 50 employees) and the medium firm (less than 250 employees. There are different types of entrepreneurial activities depending upon the type of the organization. Entrepreneurship is basically creating something new e.g. new products, exploring new methods of production, face the challenges etc. Entrepreneurship is often associated with the true uncertainty, particularly  when it involves bringing something new. So entrepreneurship is the process of discovering and starting a new business. Firstly the meaning of entrepreneurship is defined as: An entrepreneur is an organized person who wants to do job in that organized way where he will be able to transfer the idea into new ways. (Schumpter, 1950). The person is able to willing the job in a very coordinated way to manage the organization.
Entrepreneurship is the process of new inventions of opportunities to develop the value of new organization (Fisscher at al: 2005). It is clear from the definition that entrepreneurship is the process of creating new ways and ideas so as to create the value of an organization whether it is new or an already existing organization. The entrepreneur is that factor of production which develops the new things in the culture, something good for the society to meet the requirements of the consumers (Buchholz and Rosenthal, 2005) It is very clear that an entrepreneur is a person who creates something new in the society so that it is helpful for the consumer.
All the definitions discussed above, almost revolve around the same meaning. Different writers have written different definitions but almost all have the same meaning about the entrepreneurship.
Economic Growth indicates the progress in the economy. Another way to describe the economic growth is that, to enhance the economic development in the country in a very smooth and organized  way. So the economic growth term is used to emphasize on the economic progress in the country which leads to increase in per capita income. Economic growth has two aspects; one is positive and the other one is negative. In a positive sense of economic growth means the increment in this variable and vice versa. The GDP is a component which shows the overall economic growth in a country. It is the most important macroeconomic variable which is used to calculate all the final good and services produced in a country in a year. It is a broader concept which confirmed with the economic progress. It is basically a positively related to the better living standard of the citizens which concerns with the employment level of a country. Thirdly there is another variable i.e. employment which is most commonly recognized in the macroeconomic indicators. The employment is basically the contract between two parties i.e. employee and employer.

2.2. Stages in development
There are three types of entrepreneurs in the development stages; the first generation entrepreneurs who are the innovators and risk takers and who are the first who are taking step in their family to start a new business, second are the modern entrepreneurs who are checking the feasibility of the business according to the market situation. They see the present market situation that what business is mostly in. Third ones is the classical entrepreneur, the one who gives more importance to consistent returns than to growth. They have a more concern on the customer and marketing needs.

2.3. Growth in the small firm
“Growth” in the small firm is usually related to an increase in turnover, profitability, number of employees, and/or financial assets – the same criteria in fact as is used as “success” indicators. A high growth rate within small firms is not unusual because if the firm is small a relatively modest amount of growth may result in a high growth rate. Thus the main reason for the high rate of growth may be more to do with the original size of the small firm (Brown, 1995), than with “tripling a little [being] much easier than doubling a lot” (Heller, 1988). It is generally accepted that smaller organisations grow more quickly than larger ones, and that young firms grow more quickly than old ones (Deakins, 1999). Rapid growth within (even highly profitable) smaller firms has often led to their premature collapse through cash flow imbalance, with immediate finance requirements causing a cash crisis and crippling the firm (Barrow, 1995; Bennett, 1993). It is recognised that as a small firm grows instinctive management becomes insufficient (Pleitner 1989) with the need for well-designed and managed systems, controls and procedures becoming paramount (Stewart, 1990). The firm must become more “institutionalised” (Cohn and Lindberg, 1974), more bureaucratic (Stanworth and Curran, 1981), and systematic (Ackelsberg and Arlow, 1985), these kinds of structures and systems being the antithesis of many small businesses which paradoxically have flourished while being flexible with inherently informal management processes. Growth of the firm to beyond a level where the owner/manager can manage it effectively often sparks a crisis (Stewart, 1990). The pervasive influence of the small firm owner/manager has already been noted. His/her capacity to change as the company grows will have a significant bearing on the success of the company. More fundamentally, his/her attitude to growth of the firm will largely determine whether or not the firm is actively “grown”. Evidence suggests that the many owner/managers seek to estrain the growth of their firm and that this is connected to their attitudes towards growth and control (Gray, 1993; Cannon, 1991).

2.4. Attitudes to growth
One of the difficulties for the owner/manager is that while an autocratic management style may prove successful while the firm remains small, there is a need for both management style and organisational structure to change to as the firm grows (Burns and Harrison, 1996). Growth itself, however, is not necessarily a goal for small firm owner/managers (Stokes, 1995), as they attempt to maximise success (as defined in their own personal terms) while restricting the size of the company to a level with which they are comfortable (Burns and Harrison, 1996). The size of the business will be a function of two factors – the owner/managers’ image of the business itself and the marketplace within which the firm operates (Birley, 1996). The goals and aspirations of the owner/manager have significant implications for small firm growth.

2.5. Intuition versus planning
The small firm owner/manager has little time to think strategically about the business (Brown, 1995), with resource constraints necessitating intuitive decision-making (Tibbits, 1981). Generally he/she does not believe that formal strategic planning will benefit his/her business (Orpen, 1994), despite recommendations that the small firm owner/manager should “adopt a judicious balance of the formal and informal in their planning systems” (Mc Kiernan and Morris, 1994). Evidence suggests that many successful small businesses do not practice what is conventionally described as strategic management (Pleitner, 1989). Complicated theories and highbrow formal processes are deemed to be unsuitable for small firms as owner/managers will not use them (Hogarth-Scott, Watson and Wilson, 1996), opting instead “…to engage in informal management practices than to adopt sophisticated planning and control techniques for good reason” (Martin and Staines, 1994, p. 26). Much of the available literature on marketing planning is written for and about large business (Brooksbank, 1996; Lancaster and Waddelow, 1998) and is of little use to the small business owner/manager.

3. International Small Business Growth
Internationalisation is a route for business growth where businesses seek to expand their activities beyond domestic markets. The objective of this research is to examine the process of internationalisation in a sample of Croatian SME. In particular, topics such as the reasons why owner/managers export, their choice of international market, the market entry strategies adopted and the challenges encountered in internationalisation are the subject of this study. Growth is a multifaceted phenomenon that is commonly associated with firm survival, achievement of business goals and success, or scaling up activities (Storey, 1994; Kinsella et al., 1994; Delmar and Wiklund, 2003; Wickham, 2004; Dobbs and Hamilton, 2007). Business growth may take different forms (employment, revenue, market share and product development), albeit not necessarily all at the same time. Furthermore, typically in the small firm growth occurs in a local and national context before the owner-manager considers internationalisation of business activities (Pope, 2002; Cremins, 2006). Owner-managers may be exposed to the same challenges in achieving growth, but given the heterogeneity of small firm growth differences occur in how these are managed by the owner-manager (Kinsella et al., 1994; Barkham et al., 1996; Gibb, 2000; Wickham, 2004; Donohoe and Wyer, 2005). Wickham (2004) proposed that the owner/managers’ perception of how it would impact on their personal role in the business determined the strategies adopted to pursue firm growth, where one such strategy is internationalisation. With regard to the challenges faced by the owner/manager in growing the business, the literature broadly classified them into internal and external (Morrison et al., 2008; Niskanen and Niskanen, 2005; Pasanen, 2006). Internal factors relate to the owners’ intention and motivation to grow the business and their access to and effective utilisation of resources (Kinsella et al., 1994; Storey, 1994; Barkham et al., 1996; Morrison et al., 2008; Niskanen and Niskanen, 2005; Pasanen, 2006). The external factors include a range of economic, political, societal/demographic, technological and regulatory aspects that are largely outside the control of the owner-manager. It is important that the owner-manager is aware of how these will impact on business growth strategies. The internal factors are within the control of the owner/manager and will therefore greatly determine the type of strategies adopted to avail of the opportunities in the international marketplace. For this reason the internal factors, in particular the reason why owner-managers chose international firm growth, the strategies adopted and the challenges encountered in the achievement of international growth, are of most interest in this study. 

The survey involved in-depth interview with an owner of the SME in Croatia The data show that the owner decided to export due to a lack of alternative market opportunities in the Croatian market. He chosed the Serbian market as their first location and adopted a phased approach to internationalisation. The primary challenges experienced by owner/managers related to the establishment of strategic alliances and partnerships to facilitate international firm growth are insufficient market research, lack of customer familiarity and difficulties in balancing the dual management of firm activities in the domestic market and new international markets. The findings emphasise the need to examine SME internationalisation as a series of interrelated activities that should be embedded as part of the overall growth strategy of the firm as opposed to a separate strategy. Suggestions are put forward for government policy to develop more SME targeted financial and non-financial supports to develop the export capabilities and competencies of owner/managers and to assist them establish strategic 

3.1. Managers motives for grow their businesses internationally
The factors inducing international firm growth are generally categorised into a dichotomy of positive and negative factors that align with the determinants of general firm growth (Czinkota and Tesar, 1998; Lawless, 2007). Positive reasons are associated with the proactive seeking out of international market opportunities by the owner/manager. Conversely, owner/managers may only consider international market expansion due to a lack of growth opportunities in domestic markets. In this latter instance the owner-manager adopts a passive and risk-adverse approach in the choice of market and the type of market entry strategy adopted (Czinkota and Tesar, 1998; Lawless, 2007). Additionally, a variety of micro and macro environmental factors contribute to a firm’s decision to export. These include factors associated with the customer and competitive, social, cultural, economic and technological characteristics of the international business environment, and provide positive or negative determinants for SME internationalisation (Bell, 1995; Tybejee, 1994). Once the decision to export is made the owner/manager needs to evaluate the suitability of their product or service in its current form for acceptance in new international markets. The level of adaptability required and the availability of financial resources to support the modification of the product or service, and in functional areas such as international marketing, selling, production and distribution, will impact on the feasibility of the export activity. Concurrently, the owner-manager must asses their own commitment to international firm growth and the availability of the necessary knowledge and skills to do so. Small business owners and entrepreneurs have the perceived desirability, feasibility and propensity to act to grow their small businesses. Such entrepreneurial intentions are depicted in Krueger, Reilly and Carsrud (2000). Furthermore, there is a strong link between these elements and overall profit and growth of an organisation (Heskett et al., 1997). Organisational profit and growth are linked to customer loyalty, satisfaction and value via the strategic implementation of referral,related sales and retention strategies (Heskett, Jones, Loveman, Sasser and Schlesinger, 1994). 

4. Textile and apparel industry in Croatia
Since the end of 2008 to November last year in Croatian textile and apparel industry has lost 4020 jobs. In the future there will be an even greater loss of jobs. Due to the decrease in domestic sales of products Croatian clothing and textile industry companies have significantly reduced the production of its products. According to information from the Croatian Commercial Chamber in the future will reach even greater decline and loss of jobs due to tough competition in the market. Prospects are only those companies that are financially consolidated and modernized.[footnoteRef:5] Textile and apparel industry in Croatia is one of the most important Croatian industries. Despite the many changes and difficulties caused by the decrease in the market and the recent war, the textile and apparel industry maintained a very important place in the Croatian economy. Since dressing is daily need in a man's life, and also considering the traditions and development of textile and apparel industry, we can claim with certainty that they have good prospects for future development in the Republic of Croatia. In recent times, exports of textile and apparel industry remained at the level of the war years, with a slight rise in the imports. The share of textile industry in exports is 17.3%, and imports only 6.2%. It is particularly important in the textile and garment industry, Croatian has 46 600 employees, which considering the number of employees in manufacturing industry amounted to 17.3%. This is a very important fact, because these industries have a significant influence on the overall employment rate, the more so because they employ about 75% of female labor force. For the textile and clothing industry continues to operate successfully it is necessary to modernize and reorganize production. Service industry should continue to be a substantial amount of total production. But above all it is necessary to have your own product known on the European and world markets. To achieve this we need to develop our own creation of high quality products competitive in the global market. Despite the high competition of cheap textiles from Asia, high quality modern textile design or just attractively designed textiles can still be profitable to qualify for the world. It is in particular the approach and methods of work and we see our chance, of course with proper use of marketing strategies.[footnoteRef:6] [5:  http://www.index.hr/vijesti/clanak/izumire-li-hrvatska-tekstilna-industrija-u-dvije-godine-izgubljeno-4000 radnih-mjesta/535735.aspx]  [6: http://www.privredni.hr/index.php?option=com_content&task=view&id=1802&Itemid=2
] 



5. Global crisis and SME
Since the beginning of the economic crisis in 2008, it has been noticed that plummeting production has had a major effect on SMEs in the EU. The European Commission’s annual report on SMEs shows that the crisis has hit medium and large companies harder than small and micro ones. A major issue SMEs have to cope with is that of access to financing. The profitability of SMEs in the EU is under huge pressure, which diminishes the number of new market entries and increases the number of exits. Implicitly, the phenomenon entails growing unemployment. At the level of the European Union, SMEs stand for 99% of all enterprises. The world economy seems to recover faster than certain economists anticipated, mostly because of the drop in aggressive interest rates, of the emergency credit of the central bank and the governmental financial stimulus. According to analysts, the European Union’s economy has left behind the free fall period and is gradually recovering. The main factors determining the recovery are the scope of the problems in the banking sector (showing in harsher lending terms) and the obstacles as to restoring people’s confidence. The slow expor growth rate (notably to the Eurozone) and the drop in foreign investment in the region are another two factors further influencing the recovery. Recovery in this part of Europe largely depends on a pickup in the activity of small and medium-sized enterprises (SMEs), which were seriously affected by the credit crunch the economic crisis entailed. The adverse impact on most SMEs causes a decline in the development rate and a rise in the number of bankruptcies (Gabriela, 2011,p. 129-140).

6. SME and Social media
Facebook and Twitter are dominant social networks. Ignoring the social media movement won’t make it go away, therefore, the best strategy is to use them in marketing purpose. Social Media Networks have more than 300 million users. There are also slightly more female than male users. How can we use them productively? They have become important for any business because they changed the way people use the Internet. Facebook was originaly created for students to keep in touch. Facebook page, intended as a business or professional platform can be an important marketing tool which is free of costs Twitter is what is known as a Microblogging. It is really easy for companies to open the site profiles of the company and gather the information who likes the product that the company offers, or the company. Fans have the opportunity to comment on the company’s public profile, as well as photos. Additional benefits provided by social networks are the statistics on the number of visitors, fans, the number of comments, etc. Small businesses without a web presence may consider setting up a Twitter or Facebook profile or page as a no-cost way of connecting and advertising online. The next step is the research of influence of Social media and Internet on SME's development. The preliminary research results shows that only 6 % of companies do not have a web site, and among SME's this figure is much higher-17%. In the SME category, all the companies involved in the IT application development or service have a web site (Strugar, Škrtić, 2006, 236-238). They help small businesses grow and expand. Social networking sites could be helpful for generating a network of loyal customers. As well as through them can reach the target market segment, they are an excellent medium for finding business partners.

7. Research Methodology
In-depth face-to-face interview was the primary means of data collection. Finally, the focus of the research was on the owner-manager who owned and managed their own firm, only single plant. Information was obtained on the profile of the firm and from intervju with the owner/manager; the characteristics of the owner-manager (age and nature of prior work experience), the factors that influenced his decision to export and the international growth strategies adopted. Owner/manager was encouraged to describe the challenges he encountered in the implementation of strategies for international firm growth. The analysis of the data reflects the key themes that were investigated in the interview. The research approach incorporated in depth interview with the owner/manager of SME in retailing sector in the Croatia with the current heory.

8. Merkur's profile
Merkur is a small family business established in 1992. for production and sale of textiles. Headoffice is in the Vinogradska 2, Pitomača. At the beggining there were only three seamstress employed together with the owner. Today, twelve seamstress are engaged in production. Initially, the owners were focused on the production of clothes and goods for children's baptisms and special occasions. Materials for sewing the clothes were purchased from small and large manufacturers from Croatia, Italy and Germany. Production began on home machines that were already owned, and material procurement was initially in very small quantities. The lower floor of the private house was completely renovated and adapted for the production. During the time, family acquired additional knowledge and skills and invested it in the purchase of new sewing machine. In 1995. they invested in the acquisition of the entire machine park. 1996th begins with the production (sewing) of baptismal garment. The idea of seamless child baptismal clothing came from the parents of today's owner Matija Škrinjar, Josip and Nada Škrinjar, who were dealing with retail sales of textiles, saw the need for baptismal clothing. They already had an experience in selling the textiles and realized that there is a demand for baby clothes for baptism. They started with production of only a few outfits for boys and girls. They produced baby shirts and linen ornament for wrapping the candles.

Over the time, the range of baby clothes expanded and beguin their collaboration with the largest wholesalers of textiles in Croatia - Tekstilpromet. Additional assortment extension happened in 2003 and the owners immediately experienced the serious sales growth. The older son, Zlatko Škrinjar joined the family business after he graduated at the Faculty of Economics in Zagreb His arrival brought some changes in the company related to the target market. They began with the processing and analysis of the market which resulted in increased demand for their products and increasing list of customers. They employed additional employees. Customers were chosen according to the geographical orientation - the goal was in every major city across the country to have at least one large and reputable buyer, retail chain, etc. With existing Tekstilpromet, covering the whole Croatia, the new customers were Minako – for the whole Slavonia region , NAMA on the Zagreb theritory and KTC – for northwestern Croatia. Zlatko, who started his own company for sport marketing, quit the family business and left it to younger brother Matija Škrinjar. Matija continued to invest in new technology, machinery, education, monitoring market trends, and achieved significant growth in production. The production in period from 2004 until 2008 grew more than 35% annually. The assortment was available in all the majors and some smaller shops in Croatia. The company had a constant tendency to grow.

9. Boutique „Little Angel“
In 2008 Matija decided to open a boutique in Zagreb in the Shopping Mall Importanne Gallery. Although they had plenty of major businesses with the wholesalers, they decided to try retail. He decided to offer his products to regular customers. He thought he would thus have an opportunity for listening the market better, seeing how customers react on their products and to directly obtain information about individual preferences and possible changes in the assortment. Ideas for new models come following the global children's fashion trends and from visiting a specialized children's fashion fairs. Little by little he managed to achieve cooperation with some foreign business partners 

In 2010, with the opening of new Shopping Malls in Zagreb, the traffic in the Importanne Gallery has dropped drastically, and so does the attendance of boutique "Little Angels". They found themselves in thankless situation from which they had to be drawn as soon as possible if they wanted to retain their customers. In these difficult moments for the family business Matija even thought about closing the „Little Angel“ boutique. Profits from sale were minimal and „Little Angel“ was faced with closure. In a conversation with his friend that occurred by chance, Matija got some helpful tips for recovering the company. He decides to surrender his friend marketing activities and leadership of the boutiques, and a free hand to do whatever she thinks might help in the recovery of the boutique. They recognized the value of free advertising through the internet social network, Facebook and Twitter. They opened the Facebook profile of the company in October 2010, and it immediately gave the results; sale have increased significantly and the global awareness of the boutique was spread out. The profile page has more than 2000 friends and more than 5000 fans. Benefits offered by Facebook profile pages turn to be huge; information literally travels as the speed of light! Members give their suggestions regarding the design, color, details etc. The marketing manager designed the contest for the prettiest baby up to one year on the Facebook. The contest lasted for one month. The grand award was shooting for the Mercury's new catalog and a gift package of baby clothes worth 1000 kn. All items in the shop were photographed once again. The new catalog has exceeded the expectations of wholesalers who were thrilled. The same products from the new catalogs had higher sales than when they were in the old catalog and Matija and his new marketing manager were often faced with the questions: Is this new in the catalogue? It further convinced Matija that the esthetic appearance of the catalog is very important in this business. They created a new web page and activated a web shop. Almost every day they were receiving new orders. Sometimes it demanded even working on holidays. They often organized the various contest and always try to keep their customers pleasently suprised. Customers were encouraged to freely give an advice about new products, choice of colors, the new models etc. Any advice was welcome. The website for group discounts turned out to be an effective marketing tool for advertising. They had a set of eco-diapers down by 50% and gained many new customers. The new assortment for 2011 has already been made and they don’t intend to stop one that. Customers might choose to combine what they want from the provided assortment. They strive to be flexible and meet all customers’ demands, so it is possible to order the clothes of your desire and needs. The packaging of their products is their concern. In the future they plan to achieve more of some of their ideas. So far, they have 150 products in their assortment. 

Export
Matija completely turned to wholesalers who are his most important business partners. Business is still expanding, aided by the fact that a lot of small trades that are engaged in the same business collapsed due to recession, and now they are a leader in the manufacture of baptismal equipment in Croatia. They exhibited a number of craft fairs organized by the Croatian Craft Chamber and independently; Graz, Celje, Munich, Zagreb, Split, Pula, Rijeka, Osijek .etc.where they realized the potential business contacts. The fair that was held in early April in Mostar, brought them the first export to Bosnia und Herzegovina. The first shippment of good happend in May. They have focused on the Herzegovina market.



Plans for the Future
In 2009. Merkur was present on a solo exhibition at the fair in Cologne (one of three world's largest specialized fair for the baby up to 1.year) - Kind + Judged. So far, they have achieved significant business results. It is because they succeed to constantly listen to their customers and follow market trends, invest in market research to keep pace with time and requirements and invest in expansion. 

Plans for the future are related to the modernization of production by building more production facilities. It is interesting to note, especially in these difficult times of crisis, they suceed all of this without any loan, and all financing was done from their own resources.

They are currently in the process of obtaining certification and quality labels from CCC. Since they have a representative on the German market, their efforts are directed on achieving co-operation with one of renowned European commodity house. The Merkur's target markets are young married couples, expectant parents, pregnant and lactating women and therefore they choose to appear on Mom and Baby fairs. The materials are mostly imported, with the finest quality fiber and prices are formed depending on the prices of raw materials. In these times of recession they accomplish to operate successfully. Market monitoring helped them to exceed the challenges that competition could not keep track and additionally took over the customers and expand product range. They had growth of 10% in 2009 and 6% in 2010%. At a time when the entire textile industry is dropped on the knees and numerous textile factories were closed they succeed to survive thanks to effective marketing strategy and an open mind of managers to new marketing tools.

10. Implications
Internationalization is one of the ways small business growths. In order to encourage the export of Croatian companies they need to be furnished with additional information. Understanding the pattern of SME export activity and the challenges they encounter in the process is a fundamental foundation on which to develop appropriate policy and for the design of suitable management support and training initiatives for owner/managers who wish to achieve export growth. For instance, why owner-managers embark on international firm growth, the choice of international market, the market entry strategy adopted and the difficulties encountered in achieving successful international firm growth are issues worthy of investigation. Furthermore, the availability of new marketing tools in the form of social networks enables small businesses without a web presence to consider setting up a Facebook profile or page as a no-cost way of connecting and advertising online.

11. Conclusion
Research has found that small firm that grows, tend to develop profitable and expanding market niches (Storey, 1996., 1997) that are often quite narrow and appear difficult to describe by objective, industry or market wide variables. One of the successful ways to reach the narrow target markets are Social Networks. The role of Social Networks is thus extremely important, and this paper shows that Social Networks within SME's are still considered as a neglected resource with only operational but not strategic importance. This attitude can be changed by action, education and popularization of benefits of Social Networks among SME's, adaptation. The consequence of this process can already be recognized in growing number of Internet business users. Given that social networks do not know the physical boundaries, their greater use for business purposes can be expected. Development of SME's and intensive IT technology application could be the key factor in company's development.

References:

1. Barkham, R., Gudgin, G., Hart, M. and Hanvey, E. (1996) The Determinants of Small 
Firm Growth: An Interregional Study in the United Kingdom 1986–1990, Regional Policy and Develop ment Series 12, London: Jessica Kingsley Publishers

2. Bell, J., Crick, D. and Young, D. (2004) Small Firm Internationaliza tion and Business Strategy: An  Exploratory Study of “Knowledge-Intensive” and Traditional” Manufacturing Firms in the UK, International Small Business Journal, 22, pp. 23– 56

3. Cremins, N. (2006) Why Irish Small Firms Internationalise and the Strategies They Adopt, unpublished MBS thesis, University of Limerick

4. Czinkota, M. and Tesar, G. (eds.) (1998) Export Management, New York, NY: Praeger Publishers

5. Delmar, F. and Wiklund, J. (2003) Growth Motivation and Growth: Untangling Casual Relationships, paper presented at the Academy of Management Conference, Seattle, Washington, pp. 9-14

6. Dobbs, M. and Hamilton, R.T. (2007) Small Business Growth: Recent Evidence and New Directions, Journal of Entrepreneurial Behaviour and Research, (13), pp. 296-322

7. Dong-Hun, L.(2010), Growing Popularity of Social Media and Business Strategy, Seoul, Korea

8. Donohoe, S. and Wyer, P. (2005) Towards a Model Examining and Explaining Small Firm Growth in Entrepreneurial Small Businesses, paper presented at the 28th ISBE (Institute for Small Business and Entrepreneurship) National Conference, Illuminating Entrepreneurship: The Theory and Practice of Enterprise Creation and Development, Blackpool, 1–3 November 2005

9. Gabriela, R.(2011): Theoretical and Applied Economics, The Global Economic Crisis Challenges for SMEs in Romania, Volume XVIII , No. 4(557), pp. 129-140

10. Gibb, A. (2000) SME Policy, Academic Research and the Growth of Ignorance, Mythical Concepts, Myths, Assumptions, Rituals and Confusions, International Small Business Journal, 18(3), pp. 13-35

11. Heskett, J.L. (2002). Beyond Customer Loyalty,Managing Service Quality 12, no. 6: 355-57

12. Heskett, J.L., T.O. Jones, G.W. Loveman, W.E. Sasser and L. Schlesinger. (1994) Putting the Service Profit Chain to Work, Harvard Business Review (March–April): 3-14
13. Heskett, J.L., W.E. Sasser and L. Schlesinger. (1997). The Service Profit Chain. New York: Free Press

14. Hussain, M.F., Sultan, J., Ilyas, S.(2011) Entrepreneurship and economic growth Interdisciplinary journal of contemporary research in business vol 2, No 12

15. Hynes, B. International Small Business Growth:,The Irish journal of management p.89 
16. Kinsella, R., Clarke, W., Storey, D., Mulvenna, D. and Coyne, D. (1994) Fast Growth, Small Firms: An Irish Perspective, Dublin 

17. Maritz, A. (2008), Entrepreneurial Services Marketing Initiatives Facilitating Small Business Growth, Journal of Small Business and Entrepreneurship, Canadian Council for Small Business and Entrepreneurship

18. Morrison, A., Breen, J. and Ali, S. (2008) Small Business Growth: Intention, Ability and Opportunity, Journal of Small Business  Management, 41, pp. 417-25

19. Lawless, M. (2007) Export Activities of Irish-Owned Firms, Quarterly Bulletin, 1, Dublin: Central Bank and Financial Services Authority

20. Niskanen, M. and Niskanen, J. (2005) The Determinants of Firm Growth in Small and Micro Firms – Evidence on Relationship Lending Effects, paper presented at the Social Science Research Network Entrepreneurship and Finance Conference, 6–8, March 2005

21. Pasanen, M. (2006) SME Growth Strategies: A Comparison of Young and Long-Lived Firms, paper presented at the International Conference on Business and Information, Academy of Taiwan Information Systems Research, Singapore, 12–14 July 2006, pp 20 (CD-ROM)

22. Pope, R.A. (2002) Why Small Firms Export: Another Look, Journal of Small Business Management, 40, pp. 17-26

23. Storey D.J.(1996) The ten percenters, London, Deloitte˛&Touche
24. Storey, D.J. (1994) Understanding the Small Business Sector, London: Routledge
25. Storey D.J.(1997) The ten percenters, Second Edition London, Deloitte˛&Touche
26. Škrtić, M., Osmanagić-Bedenik, N., Podrug, N.(2004): SME in Croatia – State of the Arts, International Conference on „Small and Medium Sized Enterprises: Strengths-Weaknesses-Opportunities-Threats“, Lefkada, Greece, pp. 236-238

27. Tybejee, T.T. (1994) Internationalization of High Tech Firms: Initial vs. Extended Involvement, Journal of Global Marketing, 7(4), pp. 59-81

28. Wickham, P. (2004) Strategic Entrepreneurship: A Decision-Making Approach to New Venture Creation and Management, London: Pitman Publishing 

29. Wiklund, J, Patzelt, H, Dean, E. Shepherd, (2009) A. Small Bus Econ 32:351–374 Building an integrative model of small business growth Springer Science+Business Media, LLC

30. http://www.privredni.hr/index.php?option=com_content&task=view&id=1802&Itemid =2, (accessed 05.07.2011.)
31. http://www.index.hr/vijesti/clanak/izumire-li-hrvatska-tekstilna-industrija-u-dvije-godine-izgubljeno-4000-radnih-mjesta/535735.aspx (accessed 05.07.2011.)

32. http://smb.turcott.com/entity/profile/andrew-kitchenman/small_business_and_social media (accessed 05.07.2011.)

4

