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6DAaHWDN

+UDQD MH YDAaQD RQWRORAND L ILJILRORAND SRRWoOJIHED VYD
SUHALYMHWL 3UHKUDPEHQD LQGXVWULMD YDaQbD MH W
SROMRSULYUHGQLP L ULEDUVNRP VHNWRURP SD pDN L XVO.
VH UDGX RSLVXMH YDaQRVW PDUNHWLQJD .LDidgi&ner® GLUD Q N
WHKQRORJLMRP PRaH VH YUOR ODNR UHNODPLUDWL SU
GYRVPMHUQD NRPXQLNDFLMD 3ULNXSOMDM X#dustSrRe6 DW NH |
UHODWLRQVKLS PDQDJHPHQW WH SRPRUX GlsdazmnalilbOQLK W
SRWURADpPLPD 7R SRPDAaAH GRELYDQMX L EURMQLK GUXJLK
GLMHOLWL VYRMH SRGDWNH RVLP V pODQRYLPD RELWHON
SRMHGLQRM RVREL SULNXSOMDMX @G@®DEL NXSVI Y RIUMRPp RNGHD
SRYH]LYDQMX VDVWDYQLFD SURGDMH ]IDVWXSOMHQRVWL
SURL]YRGD LQWHUQHWVNRJ RJODaADYDQMD WH GLJLWDOQF
GD MH JRUH VSRPHQXWD P HYHRHG\DL QDY QRPpRQ DM DM N XNSDR- DV D
na koji funkcionira suvremeni marketing. Digitalni brending za prehrambenu industriju, a i za

RVWDOH LQGXVWULMH SRVWDR MH L]JUDJLWR YDADQ 2VLP
iznesena i analiza nekih prjera brendova u prehrambenoj industriji, u gastronomiji, u

turizmu, te novih trendova u brendiranju u prehrambenoj industriji.

. O M X p Q H btémdiiaijp,Lbrendiranje u prehrambenoj industriji, digitalni brending, zdrava

hrana, gastrturizam



1. UVOD

AMUHQGRYL X VXYUHPHQRVWL QLVX LVNOMXpPLYR PDUNHWLC
]QDpDMQLP NDWHJIJRULMDPD D GD Hlbildko@m dRigoDYjeuM HQL P
6XYUHPHQL EUHQG L EUHQG PHQDGAPHQW rEaxketkdaQBR VWL P(
skladu s tim, razvija se novamjetnost brendiranja koja sekusira na brend kao
PHQDGAHWDNODWOMNWRML VH NRULVWL X PDUNHWLQJX DOL
investitora, do® Y OMD p D WUJRYDDL@FLLSHRWURéDbD

ARromocija prehramberS UHUDYLYDpPNRJ VHNWRUD XWYUVYLYDQMH S
NYDOLWHWH ]D SRMHGLQH VNXSLQH SURL]JYRGD L QMLKRYF
RODN&DQL SULVWXS JOREDOQRP WUALaMXS DIOVNO D pHHRWHHI D
investicija.¥ Prehrambena industrija mora raditi na stvaranju brendova kako bi postala

SUHSR]QDWOMLYD QD QDFLRQDOQRP DOL L QD PHYXQDUR

konkurentnost.

Kako bi prehrambena industrijlR M D gMguDKonkurentnostirebalibi se SRGX]J]HWL VOMHC
koraci:
- YHUD XODJDQMD,X OMXGVNL NDSLWDO
brendirati prehrambenu industriju i ulagati u inovativni dizajn
ulagati financijska sredD X LVWUDALYDQMH L UD]JYRM QRYLK WHI

formirati prehrambene &btere.

Prije pisanja rada prikupliel H SRGDWFL NRML VX GRVWXSQL UHOHYD
2QL SUYHQVWYHQR REXKYDUDMX ]JQDQVWYHQX L VWUXpQX
X pDVRSLVLPD WH RQOLQH ED]D P bsc8, ResbardiyitdoristR 82J OH 6 F K
ujedno internetskeVWUDQLFH V pODQFLPD R SR]JQDWLP EUHQGR®
industrije. Od znanstverb VW U DALY D p N LKL aRAHH/\DRGAY/ XINdRze, sinteze,

indukcije, dedukcije, deskripcije, komparacije i kompijte deskriptivne statistike.

&LOMHYL LVWUDALYDQMD VX
- pregledosnovhihoc ELOMHAMD SUHKUDPEHQH LQGXVWULMH

- analiza procesa hmdiranja prehrambenih proizvoda,

! UDMQRYARGHO ]|D UD]YRM EUHQ G D- prirhj€ Gadardkoy likisth Métasaignd, L S L (D
Oeconomica Jadent, Vol. 3, No. 1, 2013., p. 53

aDULU$QDOL]D RGDEUDQLK RELOMH&IWE G UMK U/ DIMQH H Q FEDXVAWEQIL MUHD &H
HNRQRPLMH L WXUL]PIbrikeYR4IARPOTOp&BNVH -XUMD
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- trendovi u brendiranju u prehrambenoj industriji,

- analiza emocionalne, socijalne i financijskaijednost brenda prehrambenih
proizvoda,

- DQDOL]D SUDYQH u] préhvaoMero] dudt@ji®@inake zemljpisnog
podrijetla i izvornosti),

- analiza oblikn VWUDWHAaANRIXXSUBKOMPEHWIPRM LQGXVWULML
kobrending itd.),

- navesti JLPMHUH QHNLK XVSMHa&aQ L Kdusttijed @@riede, SUHKUD

brendiranju u proizvodnji sqli

6YUKD LVVouw® atdaDH) MW YUGLWL WUALAQH SR]JLFLMH WUHQX\
LQGXVWULML PRIXUQRVWL UD]JYRMD SRMHGLQLK EUHQGR®

kupaca o tim proizvodima.

,VWUDALYDpND SLWDQMDtSURMD VH SURYODpPH NUR] WHNYV
- .DNR VH UD]YLMD SULpD R EUHQGRYLPD X SUHKUDPEHQ
- .RMH VX XVSMH&aQH SULpH SRMHGLQLK EUHQGRYD™
- .ROLND MH YDAQRVW R]J]QDNH ]DAWLWH L]YRUQRVWL L J
(koji su poznati primjeri u hrvatskoj greambenoj industriji)?
- .ROLND MH YDAQRVW GLJLWDOQRJ EUHQGLQJD X SUHKU
Koji su poznati brendovi hrvatske prehrambene industrije?

Koji su novi trendovi u brendiranju prehrambenih proizvoda?

5DG MH VWUXNWXULUDQ X XDV DRMHHFL Q\FHH R4D.3/Rb LEQNHH) GSLUU
QDJODVNRP QD WHKQRORANX RVQRYX =DWLP VH SURXpDY|

LQGXVWULMH L QD NUDMX XVSMHaQL SULPMHUL L VOXpDMH"

2pHNXMH VH EROMH UD]XPLMHYDQMH &bkVBj& Hkebdda LJUDGQ
SUHKUDPEHQRM LQGXVWULML 3URXpDYDQMéIRe 8dje PMHUD
razumijevanje faktorajihova uspjeha, kakose PRJOL XRpLWL L SUHGYLGMHWL
X EUHQGLUDQMX SUHKUDPEHQLK SWRAHYWGLO. 7\OWHPHAUW R O
PRGHOH X SURFHVX EUHQGLUDQMD X SUHKUDPEHQRM LQG

praksi.



2. 230(1,72 2 %5(1',5%$1-8

2.1. Definicija brenda

AQJOHVND ULMHp AEUDQG3 QDMYMHURM brav@d MW RG RODAL F
JRUMHWL L NDR WDNYD VH SURALULOD QD% Faréntirank DQJOR
R]QDpDYD SURFHV RELOMHADY D QM DbadiRalé HV X RENP X IV IMFR NNKR IIL

bi razlikovali jedno stado od drugoda.

Amatrase® MH EUHQG SUYL SXW XYHGHQ X DQWLPNR GRED X \
VX SRYH]DQH V RELOMHADYDQMHP SURL]JYRGD awR VH |
NHUDPLNH R pHPX SRVWRMH VDpXYDQL GRND]JL RELKWQL F
proizvoda. Danas pd WRML pLWDY QL] pbX€&uN postsliDneZddtah@i Gdio
VYDNRGQHYQRJD 4LYRWD OMXGL

R21OQDpLYDQMHP JRYHGD X $PHULFL SRpHR VH VWYDUDWL N|
znanosti i procesa brendiranja. Primjerice, pojaraverick R]QDpDYD QHRELOMHAHC
QDVWDR MH SUHPD SUH]JLPHQX WHNVDaNRJ IDUPHUD 6DPXH
QDNRQ $PHULPNRJD JUDYyDQVNRJ UDWD NDGD MH VYD VWR
ALJRVDWL NDNR EL VHKUDNMWYRRY D®HD WRIGHfRMMMEDIPdEMER (H EL
njegova brenda. Predstavnici britanske pivogass & Companivrde kako je njihov simbol

X REOLNX FUYHQRJ WURNXWD ELR SUYL ORJBHJGDM VYR MG NY
Syrup LVWLpH RPINRRMHSURL]YRG QDMVWDULML EULWDQVNL

SDNLUDQMH QLMH PLMHQMDOR R®@iche FornhB GiloQititali @ pQR WY
pbLMLP MH FLJODPD XWLVQXW ORJR NRML GDWLUD MR& RG

ciglama u bazilici svetoga Petra u Vatika#u.

ABUHPD pODQN Xhe EdoiowR{SA 3V Kblovoza 2009.) tvrtke su prepoznale snagu
brendinga a jedno od najplodnijih razdoblja kreiranja brendova bilo je u osamdesetim i

devedesetim godinama 19. stalj® B4 Ge imena popltodaki Kelloggprvi puta pojavila

3 CLIFTON, R., SIMMONS, J.et al.,Brands and branding_ondon, Profié books, 2003, p. 13

* KELLER, K. L., Strategicbrand manaement: Building measuring, and managingrand equity 4th

edition, Harlow, Pearson Educatibimited, 2012, p. 30

® 25 (9,0 $ 9(/-.29,0 6 9ULMHD GRW\W EAMHIHED SNHEXPHIDPDVRSLY 1D W
praksu,Vol. 4, No0.1,2009.,p. 3

®DABO,K., 80RJD L YDAQRVW EUHQGLUDQMD WUDGLFLMVNH (IWQRERHEQBD XP
L VW U D,&blYIDXpM.D2012., p. 173
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X L]JOR]JLPD WUJRYLQD ,]JXPLWHOML QD]LYD SURL]JYRGD GR:
GDOHNR NDVQLMH PR&GD L VWRWLQX JRGLQD QDNRQ SF
QDMPRUQY®HFYD¥WD]LYX SURL]YRGD JORWDOQL JODVRYL S
suglasnika). Primjeri za to &epsj Coke Marmitei Google ?

ABRVWRML RJURPDQ EURM WXPDpHQMD L LGHMD R WRPX a&W
sve koncepte ukKkpXMH &aWR MH XPHUYLDND PDHQEWLQAND DVRFI
brend kao ime, termin, znak, simbol ili dizajn, ili pak kombinaciju prethodno usmjerenu na

identifikaciju dobara ili usluga od strane kupaca ili skupine kupaca te na njihovo razj&ovan

PHYyX NRQNX® HOQHFELMRIPP QHNL VX NRPHQWDWRUL PLAOMHQ!
LPHQD LOL ORJRWLSD MHU SHUVRQLILF lfa¢@®esS URDUXRIG QKR R
YULMHGQRVWL RVREQRVW L RELOMHAQIH INRNLIP SAHR R YR U}

AMUHQG MH VHW RSLSOMLYLK L QHRSLSOMLYLK RELOMHA&M
L P L GofzvBda te svjesnost kupcabeendu+ NRML PR&aH ELWL SURL]JYRG XVOX
LOL RUJDQL]DFLMD SURLV SRNWLYDROURAWHYNIESHQGLQJD MH
NRMD XNOMXpXMH éiI_RJGRNLQIVHN\FDMIHVIG\RQRDWNElPIWrErQ@I\IH NRP>
]ODWQR VORAHQLML NRQFHSW RG DXGLRYL]XDOQRJ LGHC
emocionalne povezanbkupaca s markiranim proizvodima i uslugama. Upravesocije

RQR aWR GDMSIDDISD/NW U LNWRXQX YULMHGQRVW PDUNHWLQAI
surove globalne ekonomije u kojemu su zarada odnosno profit na prvom mjestu. Brend
predstavlla s?"oHYUVQR REHUDQMH SRWURA&aB s& BDjim& GRABRHVQ R SR N
GXJRURPM®ERY QD UD]JLQL IXQNFLRQDOQH HPRFLRQDOQH L
OQRJL UH UHUL GD MH EUHQG SUHVXGDQ NDGD MH SRWUHE
pozicioQLUDWL MHU MH YHUUIR X SHRILIY IR G D W H.IGRIW KM Q X\bONLLPG [
AIL]ILPNLP® ]QDpDMNDPD 8 WUA&L3AQLP RNROQRVWLPD LJUDA
SUHGVWDYOMD V MHGQH VWUDQH HPRFLRQDWR® XMH PR BOK.
RUXaMH W‘lUEﬁM]ﬁ-I@R)UHQGRYL VH QH VWYDUDMX SUHNR QRUOL

" Autor nepoznat, Branding,hE Economist Online Extra, 2009, dostupno na:
http://www.economist.com/node/14126533

8 GERTNER, D., KOTLER, P., Country as a brand, product and beyond: a place marketing and brand
management perspective, Destination Brandingynal of brand Manangementol. 9, No. 4, 2002, p. 249
°BOULTON, J., Readers comments on branding, The Economist, dostupno na:
http://www.economist.com/node/14126533/comments

1©SAMMUT-BONNICI, T., Brand and branding, 201iley Enciclopedia of Managemeiol. 12, No. 1, p. 1

" 95%1(a(9,0 7 3HURB S ENMMDV GDHPDMH 18 D,RBUGNMERS &nf Rifestylenagazin o
SRVORYQRP &lLtvaaw ZDR7P, py.\¥250destupno nanttps://issuu.com/nestar/docs/bl260%
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MDVQH L SDPHWQH VWUDWHJIJLMH 8 SRpHWQRM ID]JL L]JUD
YULMHGQRVWL EUHQGD SUL pHPX WeklHdame asvdjacijet aH PR J
primerLFH OMXGH PMHVWD uyaNjividDpostauitiRuMbEho¥ bl bireiiark kao
SURL]YRGRP LOL XVOXJRP ,SDN GXJRURPQR WHAaLa&WH MH
MH GLQDPLpNE NDROLA JRjbdiM B\gtskim brendovimalagencija Forbes)

pokazali su seApple Google Microsoft Facebook CocaCola, Amazon Disney Toyota

McDonald'si Samsung®?

2.2. ldentitet brenda

ARrema Aakeruidentitet marke proizvoda je jedinstven skup asocijacija koji prefisiano
4WR PDUND ]DVWXSD L REHuUDYD

ADNHU SROD]L RG pLQMHQLFH GD VH LGHQWLWHW PDUN
RUJDQLJLUDQLK RNR pHWLUL SHUVSHNWLYH

marka kao proizvod (doseg proizvoda, osobine proizvoda, kvaliteta/vrijednost,

uporabe, korisnici, zenal podrijetla),

marka kao organizacija (organizacijske osobine, lokalno nasuprot globalnom),
- PDUND NDR RVRED RVREQRVW PDUNH RGQRV PDUND S|
- PDUND NDR VLPERO YL]XDOQL L]J®HG PHWDIRUH L QDV

AGHQWLWHW EUHQGD VRX&IL RPN ELQDHWEIAHAW XS 3URFHV
RG pLQMHQLFH GD SRWURaDp GRQRVL VYRMH RGOXNH R L]I
biti razmatran kao dio procesa selekcije. Proces pozicioniranja daje odgovor na pitanja kojoj
kategoriji proizvRG SULSDGD L NRMD MH VXAaWLQVND UD]JOLND L
usporedbi s ostalim proizvodima odnosno markama proizvoda u istoj kategoriji. Izbor je
odnosno definiranje kategorijit. #° Dakle, stvaranje identiteta brenda je pretpostavka
dobrogpR]LFLRQLUDQMD EUHQGD D QD WDM QDpLQ XVSRUHGLE
za ili protiv kupnje tog proizvoda.

21bid., pp. 2425

13 BADENHAUSEN, K., The worlds mostaluable brads 2017.: By the numbers, 2017, Forbes.com, dostupno

na: https://www.forbes.com/sites/kurtbadenhausen/2017/05/23iwds-mostvaluablebrands201 7by-the-
numbers/#2059f438303d

14°7,-29,,0B., Identitet marke proizvodat pLPEHQLN XVSMH&QRJ WUALAQRJ SROR&DMD
Ekonomski vjesnikReview of ConteporgrEntrepreneuship, Business and Economic Issvels 25, No.2, p.

358

5 bid., p. 359

18 bid., p. 358
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AADGDOMH X VLWXDFLMDPD NDGD QD WU&LAWX SRVWRML
prepoznatljiv identitet marke kako bi ona, Ra SRVOMHGLFD XVSMH&aQRJD XSI
VQDaQbh PDUND X VYLMHVWL SRWUR&EDpD 3UHSR]QDWOML)Y
PDUNH GRSULQRVH UDJ]YRMX PDUNH L ORMDOQRVWL SRWUF
PDUNH N DBMVE WighewilX McDonald'g na vrijeme XYLGMHOD YDAQRVW L
SUHSR]QDWOMLYRJ LGHQWLWHWD NRMY WRPRWXENM HS B ROWM K.
PDUNRP 4WR SULGRQRVL VWYDMDQMX NRQNXUHQWVNH SUH

A6QDAaDQ LGHQajeWwoHra/prHGRRKBQ SRWHQFLMDOQLP NXSFLPD |
X UD]JYRMX SRYMHUHQMD awWwR X NRQDpPpQLFL UH]XOWLUD C
Kompanija mora uspostavijasan i konzistentan identiteSE RYH]XMXiL DWULEXWH
QDPLQRP QD NRMQLWHUBDR R VS RLN Dd iin@ RadnoSskdmGritipdnd R

prema (potencijalnim) kupcimé?®

Ala temelju iskustava indijskih kompanija, nasta®®@DL PRGHO NRML RPRJXUXMH
GRQRAHQMH RGOXND L VDYMHWXMH R Ge&odIwk®, R ob3itdmNaD | XM H |
konkurenciju (slika 1)3°

Primjer izgradnje brenda po PCDL modéfu:

L]YR LMH

XJH

URA DQRGLQJS

Slika 1. Primjer za PCDL model
2.3. Vrijednost brenda

SRVWRML ]QDWDQ EURM SRMPRYD NRML VX SRYH]DQL V PM

vrijednost brenda, financijska vrijednost brenda, dodatna vrijednost brenda itd.

" KRUPKA, = a.925% 9R&VW LGHQWLWHWN WMWDBEQMXPORMBOQRVWL SRYN
Zbornik Ekonomskog fakulteta u Zagrebiol. 12,No. 1, 2014., p. 114
18 GHODESWAR, B., Building brand identity in consumers market, Building brand identity in competitive
markets: a conceptual modéburnal of Product and Brand Managemgvibl. 17, No. 1, 2008, p.5
¥ bid., p.5
Dbid., p. 5
12



A7U8LAQD YULMHGQRVW EUHQGD XNXSQD MH YULMHGQRVW
kojom je kupac povezan s brendom, skup asocijacija i vjerovanja koja kupac ima o#rendu.
JeGDQ RG JODYQLK FLOMHYD GDQDaQMLK SRGX]JHUD MHVW V
YMHUQL L RGDQL WLMHNRP aWR GXOMHJD YUHPHQVNRJ UD]
X]LPDMX X REJLU VOMHGHUL SDUDPHWUL

- poznatost,

-GRALYOMdtQD NYDO

- asocijacije vezane uz marku,

- odanost#?

Azraz na engleskom jezikorand valueWUHEDR EL R]QDpDYDWL WUHQXWQX
marke, a termibrand equtyRSLVQD RELOMHAMD PDUNH SRSXW VLPERC
NXSDF YHAH WURD&QX YULMHGQRVW PDUNH 7TDNR EL ]QDp
marke prand equty ELOR EOL&H VXEMHNWLYQRP GRALYOMDMX N3
QHRSLSOMLYRP SRJOHGX NXSFD SRWUR&DpD (dpdedPDUNX
valug u izaYQRP MH RGQRVX V NOLMHQWRYLP UD]J]PLAOMDQMLF
PDUNX D SRYH]DQD MH L V FLMHQDPD WUA&ALAQLP XGMHOTI
SRGXP%%[I'-'\'I-RN MH WUaLadQD YULMHGQRVW EUHQGD SRYH]DQLI
dodatra vrijednost brendaaflded value QDMpH&aUH XNOMXpXMH L ILQDQFLM
ULMHGQRVW EUHQGD XNOMXpXMH QRYpDQH VWUDWH&aNH I
RQR aWR XWMHpH QD WR GD NXSDF NXSL DBQR V] YRip& NWYDD @Y k
SHUIRUPDQVRP SURL]JYRGD SVLKRORANLP XWMHFDMHP
AMURXpPDYDMXiL SRQDADQMH NXSDFD SURL]JYRYDpL LOL Y
EUHQGRYL VWYDUDMX YULMHGQRVW ]D NX ®WAHetceNdPNR WR X
,]JJUDGQMD EUHQGD VDVWRML VH RG NRUDND NUR] NRMH
NDSLWDORP 7R VX DQJD &L Ushgagemabt dsjetiivedd z&dn®@d HQJO
sensitivity), znanje o brenduband knowledgg asocij@ije o brendu lfrand associatio)

dodana vrijednost brendadded valugi odanost brendib¢and loyalty. #°

ZWOOD, L., Brands and brands equity: Definition and managmdahagement DecisioVol. 38,

No. 9,2000,p. 662

2 AAKER, D. A., The value of brand equitypurnal of Business strategyol. 13, No. 4, 1992, p. 27

B KOTLER, P, Marketing ManagmentNew Jersy, PearsofEducation, 1992, p. 276

2 LANETOFT, C. T., The value of brand valuedylaster Thesis, Department of Applied Information
Technobgy, University of Gothenburg, Sweden, 2012, p. 21

% bid., p.17

13



AUaLaQD YULMHGQRVW MH NRQFHSW NRML VH X PDUNHWLC
godinama 20 VW ROMHUD Wdnds nd diONKR Q@ HHSMW LWWWUDAXMH X EURM
knjigama. Ng isto tako gge potrebno razlikovati od evaluacije marke (ebgand valuation

pLML MH |[DGDWDN SURFMHQD XNXSQH ILQDQFLMVNH YULMH

gleda kao na dodatnu yednost koju SURL]YRG LOL XVOXJD SRVWLAX ]E
marke.#°

AUaLAQD YULMHGQRVW PDUNH SRYHuUDYD
1. spremnostpoRaDpD GD SODWH SUHPLMVNH FLMHQH
2 PRIXUQRVWL OLFHQFLUDQMD PDUNH
3.djelotvRUQRVW PDUNHWLQANH NRPXQLNDFLMH
4. spremnostrgovine QD VXUDGQMX L SRGUA&NX
HODWWBROAWRMREDPD QD VPDQMHQMH FLMHQD
QHHODVWLPpQRVW SRWURaDpD QD SRYHUDQMH FLMHQD

6 GUXJH VWUDQH WUALAQD YULMHGQRVWVX® ®MIMX B N WILDYQ
konkurencieWH UDQMLYRVW SUHPD/H PIR®HP L HASIEQLWUALEAQD Y
SUHGVWDYOMD L]YRU RGUALYH NRQNXUHQWVNH SUHGQRVW
UHDNFLMD QD WU&LAQH GLRQLFH

MWMHFDM EUHQGD PRA4HPR SURPDWUDWL L] GYD XJOD

a) Utjecaj iz ugla stvaranja vrijednosti za SRW U REPLPWMXMH VH X SRYHUDOQN
NUHLUDQH L LVSRUXpHQH YULMHGQRVWL NRMH SRWUR
proizvoda i usluga. Ovaj aspekt promatranja podrazumijeva analizu u kojoj mijeri
EUHQGRYL SRYHUDYDMX YULMH @M Woujpia Kupowhe RiaDpH W
RPRJXUDYDMX SRYHUDQMH FLMHQH REJLURP GD SRYHI
LVSRUXpHQH YULMHGQRVWL

b) Drugi je utjecaj iz ugla stvaranja ekonomske vrijednosti za kompanije- brend ima
]QDpDMDQ XWMHFDM Q D, &tdd¢ IpetibinGy Mjeh R méiateijdhb)
vrijednosti kompanija doodwill .RPSDQLMH NRMH LPDMX QDMYHUOUX

svakako su one s jakim i prepoznatljivim brendom. Obujam prodaje i ekonomska

% 0$1', 0 M., Povezanost upravljanja odnosima sKMiQ WLPD L W Usli méa@d-Markét MHE OW H
Vol. 19, No. 1, 2007., p. 90

“RAJH,E., 8WMHFDM HOHPHQDWD MDAAN B Q/X QraN Rk NRveEvh @FDBKdb iska
politika, Vol. 15, No. 102, 2005., p. 32
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YULMHGQRVW GLUHNWQR VX SR YWLDd2 lie vbupiR WatR@&D pL P D
UH]XOWDW EURMD D QHPDWHULMDOQD YULMHGQRVW YH]
JHQHULUDWL X RGUHYHQRP UD]GRE O M X%po@tkRdwid#Q D GRE L
YODVQLAWYD OLFHQFL H N Vai&X]\F DROWILD ] Bl DSHR.IP bt GELDHDQ

2.3. Osobnost brenda

RVREQRVW EUHQGD X PDUNHWLQ&ANRM OLWHUDWXUL LVSU
JRGLQDPD SUR&AORJD VWROMHUD NDG MH SUHGORAHQR GD
QDpPLQD WO NRWIWLRA&ADpPL SHUFLSLUDMX RGUHE)QILL SDWL]YQE
znanstvenikaNRML VX ]DN O M X p a@rbp@rdrfiRadir EFQRVQNG DLO R a H
-SREROM&DWL VNORQRVW SRWHLRED [SIR BRIHE R WRRHEHGEHILRQF
- SR P RgociWdda uspostave one karakteristikenbia koje se percipiraju kao
emocionalne,
-SRPRUL WUJRYFLPD UD]Y Ljslm¥itlonkiaNjy pu@ndiferenQjati¥ WUDWH J
brenda¥®

Bsobnost brenda definira se kao skup ljudskih osobinazpaite s brendm; drugim
ULMHpLPD kaNakiéet NRIMIVHIH EUHQG VWHNDR NRPXQLFLUDMXUOL
,DNR VX EUHQGRYL XJODYQRP QHALYL pHVWR VH QD QMLK
Tako se primjerice brend cigare¥arlboro promDWUD NDR P X &Raenhl QlinkskddD N D
AHQVWYHQ L N WKtbpomosfidi@aiu@QRVaWY LK REMHNDWD 6DULODU
SUHWSRVWDYNRP GD OMXGL 48HOH ROB™N&DWR V M RAVEK L XQNVHH
SHW NOMXpPpQLK GLEHRQWVMD RYREYRRWW X]JEXYyHQMH NRPSH
L UREXVWQRVW VQDAaQRVW pYUVWLQX

2SiD YDA&QD RELOMHAMD V NRMLPD VH EUHQG QDMpHA&UH
YHVHOR RGYDA&QR GXKRY Q®Rigowma, WdrixtamsRvisnd,askikasnd,D Q R

JODPXUR]JQR SUHWHQFLR]QR &DUPDQWQR URPDQWLpPQF
.DUDNWHULVWLNH SRYH]DQH V LVNUHQR&{IX MHVX SUL]JHP(

% 25 (9,0A., VELIKOVI (, S., Vrijednost brenda z8§ RWUR&DpH YDYRGXMILD PDUNHWLQJ W
praksy Vol. 41, No. 1, 2009., p. 6

% CHEGINI, F., KASHANIFAR, S. S., MOLAN, S. B.An Examination of the Impact of Cultural Values on

Brand Preferences in Tehran's Fashicarkét Procedia Economics and Finandéol. 36, No. 1, 2016, p. 191

% 0%$7,0J, BRATKQ 2VREQRVW EUHQGD GHVWLQDFLMH LstgWHEger LYDQMH
grada SplitaSociologija i prostoyVol. 1, No. 53, 2015p. 214
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X]EXYyHQR&UX SRYH]DQH VX NDUDNWHQRWMLN I D aRVERYYDLADH
RVYMHaAHQMH 6 NRPSHWLWLYQR&UX SRYH]DQH VX NDUDI
LOQWHOLJHQFLMD 6D VRILVWLFLUDQR&UX SRYH]DQD MH RVF
SRYH]DQH VX NDUDNWHELVWLNH VSRUWVNL L WHADN

AQIDHIRMW SUHPD EUHQGX R KumSiRe/pdbEQUHI SVbi¢ndobh & MNOYE L

QDpLQH D X VWXGLMDPD VH |D RYDNYH RGQRVH NRULVWH
OMXEDY SUHPD EUHQGX RGDQRVW SUHPD EUHQE&>Xa XpHauH
MH DQJDALUDQRVW EUHQGD NOMXpQL VDVWRMDN ]D RFMF
L]JJUDGLR RVQRYQL NRQFHSW LVWXUHQRVWL EUHQGD PHQL
povezivanjubrenda s potencijalnim kupcim& H X VWY DU D Q réndéviid GRGAaEH R
UHOHYDQWQLPD ]D aLYRW QMLKRYLK SRWURADPD .RQDpDC
EUHQGD L NXSFD pLML MEhgadeRe XJREIQRVXRYY EMQ@IGE LU
PHAQMD GD VH JRYRUL R EUHQGXQKHI RYDHRBIGOMIH SNDDV H L\

ADNOMXpPpQR VWXGLMD NRMD RSLVXMH YH]X RVREQRVWL E
daje 0sobRVW EUHQGD SRYH]DQD V DQJDALUDQRAUX SRYH]DOQ
KLSRWH]X LVWUDALWHOML WXWE MEHJH @G DS R YIHQ D Q RIMIND RRARW
brendova odjevnih predmetdorth Face Pritom, 11 od 12 pridj@ vezanih za osobnost
EUHQGD MH ]QDPWD RQRDARY B {ITRGR NorsFatP R GEMHY@ERM OLQLML
QMLPD GYD VXodoEdrids HAMME LRGRODY QD Mibérgrlikovanja
VWXSQMD DQJDALUD®RVWL SUHPD EUHQGX

APDWUD VH GD VX SRWURADpPL QDMYV N Opereohaiitl); tBrieHEQ G X V L
WDNR SR VYHPX VXGHUOL ]DWR aWR VH NRU4dMeéNHdLI QD WD
iskoristiti to kako bi izrazili svoju osobnost? Poosobljavanje ilpersonalizacijadolazi do

LIUDAaDMD L X RVPLAOMDYDQMX UHNODPD VORJDQL VX YU
REUDUDMX MHGQRP NRQNUHWQRP SRUYViM&URLNZI @arébB i N XS F X

3L AAKER, J.L., Dmensions of brand personalitjournal of marketing resear¢ol. 34, No.3, 1997,

p. 351

%2 GOLDSMITH, R. E., GOLDSMITH, E. B.,Brand pesonality and brand engagemeAmmerican Journal of
Managementvol. 12, No. 1, 2012, p. 13

% oc. cit.

3 MAEHLE, N., OTNES, C., SUPPHELLEN M., Consumers @rception of brand personalityournal of
consumers behaviouvol. 10, No. 5, 2011, p. 1
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AHOMH XSUDYR WRJ FLOMDQRJ SRWUR&DpD 9UOR pHVWR V

govori 0 svojevrsnorstorytellingu u marketingu.

2.4. Logo i dizajn brendova na primjerima prehrambene industrije

/IRJR MH YW a&DQUEPDM NRML SXQR JRYRUL RsladantiQrendaNR ML S
trebaELWL VDGUADQD VYD VU4 EUHQGD ELWQD L MH]JJURYLWI
L NRMD DXWRPDWVNL SRGLAH UDVSRORAHQMH LtRRIXUQR

brendom.

AAYLPD MH SR]QNMdNddaldsy D QEMLIKR Y, VOIDFR JILRY LAfhdv Logo? je
predVWDYOMHQ &XWLP VORYRP A03 NGRRWIW R QBB YD M LIRE]D
OF'RQDOG V FLOMD QD VYRMH VLJXUQH. GheBa-bdjalbrenda X U Q X
R]QDpDYD DNFLMX SRGLaAH NUYQL SULWLVDN L SREXYyXMF
kombinacija boja je namjerno preuzeta od mnogih drfaghfoodanaca®°

Slika 2. McDonald's logd®

Aogotip CocaColeje crvene i bijele ba. Ispod naziva marke je bijela linija koja predstavlja
AYDO3 LOL AGLQDPLpPQX OLQLMX3 7DNRYyHU PR&H ELWL GRG
RVOLNDYDMX RY®caDJIinUDOWLSL@H |]QDN MH L ERFD NRMD MH
(forme) kojiseQH PLMHQMD NUR] JRGLQH L SUHGVWDYOMD VODYO
WM QDJOD&aADYD NRQNXUHQWYVNX Stthdic§Q IRy Mlizap bddsS R]1Q D W O N
CocaColeimaM X VYRM ]DaW Livsdemaik fTdcalOola oviny IBgdm pokagje da

MH WR SURL]YRG QDPLMHQMHQ RQLPD NRML a8HOH XaLYDWL

3 PETERSON, E., Color psychology in Logo Design, Logocritiques.com, dostupno na:
http://www.logocritigues.com/resources/color_psychology_in_logo_design

% Loc. cit.

3"STAFF, J., The Coe&ola logo historycocacola.co.uk dostupno na:
http://www.cocacola.co.uk/stories/thingo-story

17


http://www.logocritiques.com/resources/color_psychology_in_logo_design
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CocaCola MH SURL]YRG NRML VH QXGL VYLP XJUDVWLPD L GDS!
QDUD&AWDMLPD VWD UL MQOockSau thRdtiMapiticpexGeld MH SLOD
QRVWDOJLPQR MH YUDUD X GRED YODVWLWH PODGRVWL

" 4

Slika 3. CocaCola logo®

Adenri Nestlé je jedanRG AYLFDUVNLK SRGX]HW®@rd\B taxhgljM log¥. X L]JU
Originalni Nestlétrademark WHPHOMHQ MH QD PHW R pXWIH REQLIMNEKO S L Rk
RGPDUD X JQLMH]GX 7R MH UHIHUHQFD QD RELWHOM AQl
MH]JLNX ]QDpL AJQLMH]GR?3® *RGLQH QMHJRY ORJR XNO|
pLPH MH aHOLR SRWDNQXWLADWMAGK SIDK XeeEedvogo @MILIK\R Y L
gnijezdu nastavlja bitNestléovtrademark uz eventualne sitne modifikacije. U najnovije

vrijeme uzgnijezdo stavljena je i brojka aWR XSXuXMH QD EURM JRGLQD
nastanka tvrtke?® Prema sudu aatice ovog rada NestléoMogo vrlo dobro ocrtava sve ono

awR WYUWND SUHGVWDYOMD V RE]JLURP GD PHyYyX QMH]L
SURL]YRGL WH SURL]JYRGL ]D G RNddtépdijgi korBrjixt R@aMd- YR MH
RELWHOML dWM HFRPY RORH y X W L P d&PdR pieizVodi t& tdrtke namijenjeni ne

VDPR RELWHOMLPD YHU RSUHQLWR VYLPD NRML aHOH XAaLYC

1 \.J Years

X% Wi (= S 1 =
)}:3_// N i (./

Slika 4. Nestlé log®®

38 H

Loc. cit
39 Nestlé logo evolution, Nestle.com, dostupnotép://www.nestle.com/aboutus/history/legeolution
40 H

Loc. cit.
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fStarbucksMH JOREDOQL JLJDQW X VHNWRUX SURL]JYRGQMH NC
Seatttu 7UHQXWDPQR MH Xos®hicRKatbucksa Starbucksoviogo ima
MHGLQVWYHQ GL]DMQ NRML SULYOD $tariBdk§RO R R/ WP R RX X IR
veliki uspjeh Starbucksu 2ULJLQDOQL VORLUNRX WOLGWWHZAQH NRMD LPD GYI
PLWRORJLMD JRYRUL GD VLUHQH SULYODpH PRUQDUH QDY
obala otokaSturbuck NRML VH QDOD]L QD MXJX 7LKRJD RFHDQD
IRUPLUDQMH QD]LYD WY Uahighhtini 2@GbuLkgRIM [ekpud Rifephiau D§oD

te je znatno promijenio svoj izgled i dizajn 198upravo kad je imé&tarbucks Cofee, Tea,

Spice zamijenjeno imenonStarbucks Ipak, glasovita je sirenastala zauvijek na logu
Starbucksalogo Starbucksau obliku je kruga. Dizajn loga ndkG MH VDGUADYDR LPH
GYLMH JYMH]GLFH ,DNR QDM ®R&H MLL \DXR XR QNDE@EREI d DWW X SO
RVLP 4a4WR NUXQD QD VLUHQLQRM J@DpréthodnenGdizajhu MgaG Q X Y
Starbuckdogo preferira bijelu i zelenu lpo Dva sirenina repa su u bijeloj boji, a pozadina je
JHOHQD 8 S Udya e RivjadhostRv@niVpodebljddanasORJR QH VDGUAL ULMH

predstavljen vrlo pojednostavljeno: figurom bijele sirene na zelenoj poéfozi.

Slika 5. Starbucks bgd*

*! Starhucks, povijest, wikipedia.hdostupno na: httpshf.wikipedia.org/wiki/Starbucks
“2RAGHAV, S., Starbucks LogaAn Overview of Design, History and Evolution, Designhill.com, dostupno
nahttp://www.designhill.com/desighlog/starbuckdogo-overviewof-desigrhistoryandevolution/
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2.5. Digitalni brending

ABWYUYyHQR MH GD VX VQDAQL GUXAWYHQL PHGLML YUOR
'UXEWYHQL PHGLML SUXADMX SRYH]QLFX L]PHYyXliNESDFD L
PRUDMX UD]YLWL RGU H jréeh@ brevidevinsaDRpWerénje i Q=(kR Mol u S
UD]JYRMX ORMDOQRVWL SUHPD EUHQGX 'UXAWYHQL PHGLML
SRWURADpPD X*QHNL EUHQG

ARazvijanje odanosti premaedndu je u velikoj korelaciji EUHQGLUDQMHP thRPRUX G
medija. Po Erdogmusovoj studiji lojalnost prema brejedu pozitivnoj korelaciji ponudom
LIYUVQLK NDPSDQMD NDGD EUHQG LPD SR]JLWLYQX NDPS

SRSXODUQH VDGUAaDMH YLGOMLY MH QD EURMQWFH HIXPW |
medijima.®**

AWRID VH PRAH |[DNOMXpLWL GD GUXAWYHQL PHGLML REOI
VDP SURL]YRG XWMHpH QD REOLNRYDQMH PHGLMVNH UHF
XWMHFDWL QD QDpPpLQ NDNR SRUKNDDNE BHRWNWAXRAWMHBHDID
SRUXNH WH QD NUDMX X NRMHP VPMHUX WYUWNH WUHEDM.
XWMHFDM GUXAaW YH@PINR PHEUXIIDQMBVFW aGImH XVSRVWDYLWL
EUHQGD SRMDYRP GWDNMVAWWHRGERRAVUBBABRALUXNMHS RW WRYED INR
LPD NRQWDNW QD GUXaAWYHQLP PUHADPD 7DNR EUHQGRYL
XWMHFDM 8WMHFDM GUXaWYHQLK PHGLMD QD SHUFHSFL
performansama brendovaYAAVH R NDUDNWHULVWLNDPD WUAL&WD
konkurencija), karakteristikami&rtke i brenda (organizacijska struktura, akitira brenda)

te karakteristkameRGQRVD EUHQGD L SRWURaDpD 2YH NDUDNWHU

VX VRDBROHQGRYL SRG XWMHFDMHP GUXA&aW YaeMpitaic NHGRMD L
GUXEWYHJH PHGLMH 3

3 CHRISTOU, E. Branding social media in travel industBrocediaSocial andbehavioral Science®/ol. 175,
No. 1, 2015, p607

“ ERDOGMUS, I. E, CICEK, M.The impact of social medi#rocedia Socal and Behaviural Scienc¥sl.
58 No. 1, 2012p.1

S GENSLER S., et al. Managing brands in Social Media Enviromejaprnal of Interactive Marketing Vol.
27, No. 4 2013, p. 249
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ABXWRU VORFEDWHOKMGLDYY 5ROH LQ %UDQGLQJ $ 6WXG\ R
Cultivation of Brand Affect, Trust, and Loyaty GROD]L GNMRD] GMOMRXWHWRML pYUYV
LIPHY X GUXaWaYastignbdti (BjElistiyrendu?®

ARVHEDQ SULP WMithkin' \dehutyg @ixke Dkdfa Kkoristi Instagram kako bi sebe
brendirala.Dunkin' Donuts MH QD DPHAILHWRPK WRQH JS@bucksu® L ]D]LYDp
Aunkin' DonutsalnstagramuNUHLUD L GLMHOL VDGUADM QD RVQRYL R
SRWLpH LK GD UDGH 1MLKRYD VWUDWHJLMD QD LQWHUQF
VOMHGEHQLNH IlfarRER @K DRV H GAWDH E 1A &rid2Xjédn@savanDvésg@ D M
zabavan kontekst?®

AQWHUDNFLMD V EUHQGRYLPD SRPRiUX GUXAWYHQLK PUHA
SULPMHULFH SUMBIGMMQMHR GIRYD WiDajpPH GA M H Odjkdh@MH A

VXGMHORYDQMH LW ® D@®RDIAMPRNVHHIIDIN FIRED PHYX OMXGLPD X
OMXGLPD WDNR L LQWHQJLYQLMD LQWHUDNFLMD V EUHQGF
RGQRV SUHPD EUHQGRYLPD SD VH WDNR SREROMaADYD L W]

Aigitalni otisak MH WUDJ LQIRUPDFLMD L LQWHUDNFLMD X GLJLW
alata temeljenih na digitalnoj tehnologiji, poput mobilnog telefona, tableta ili bilo kojeg

GUXJRJ XUHyYyDMDaNRWHVAHWSDMDLWDOQL RWLVddk VH MRa
cybersjenaili digitalna sienaWH XOD]L LVNOMXpPYR X VIHUX LQWHUQHW

ALUWXDOQR LVNXVWYR VH GHILQLUD NDR VNXS SVLKRORAN
prolaze dok ostvaruju interakciju s proizvodima D 3okolini. Zadovoljstvo vitualnim
LVNXVWYRP SUHGVWDYOMD NDUDNWHULVWLNX QRYH YUVW

8 LAVOIE, K. A., Instagram and branding, aseastudy od Dunkin Donut&lon Journal of Undergraduate

Research in Communicatigrgol.6, No. 2,2015,p. 83

“"Ibid., p.84

“8bid., p. 83

* HUDSON S., HUANG L., ROTH, M. S, MADDEN, T. J, The influence of social media interactions on
consumers brand relationshipé threecountry study of brand percepti® and marketing behavioturnal of

research in marketing/ol. 33, No. 1, 2014p. 3

*ROCCQS., =$1,129,0 Komunikacijska stragija brendaQD GLJLW D O QRdlu 8igitBWrR UPL &
dobutGUXAWYH QW DMBEHRMAXQDURGYWUJRPQVWHRHI RUHQFLMD L] PDUNHWL
1 T)HGRU ,YBdrfikRddbva / Living in a Digital World:tSocial Aspects, 2nd Internationgtientific and
Professional Conference "Fedor Rocco" marketing and communicaBoo& of Proceedings *UPXabD 7 JO
ur.;RoccoS. =DYLAaLUO & aLsLua 1 XU S
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GYD UD]JORJD ]JERJ LQRYDWLYQRVWL LVNXVWYD LOL VWR
SRGUBYDMH

ABRYHUDQD GLIJLWDOL]DFLMD Y®RNHWIDRBANH GLDHRNYW RD H D 2RX
VQDaQLP L YDAQLP SURPMHQDPD QD WUAL&WX NRML VX L]YI
GD VX PQRJH WYUWNH XRpLOH L UD]XPMHOH RYH SURPMH(

mogu s nhjima nositi®?

AUXEWFHGLML PRJX VOXALWL NDR NDQDO ]D PQRJH PDUNH\
XVOXJH SRWURADpPLPD LVWUDALYDQMD SRQDADQMD NXSDF
kanali i brending. Bez obzira na brend, informacija o brendu mora biti relevantnaa ifrox

GD EL VH PRIJDR XNOMXpLWL X YH]X \/353EUHQGRP QD RVREQR

BUHQGLQJ QD QDpLQ QD NRML VH X VXYUHPHQRVWL JHQH!
CRM, storyteling SRJLFLRQLUDQMH GL]DMQ L FLMHQX n®QDV X
XNOMXpXMH QRYX YUVWX SRSXODUQRVWL NRMD UH]XOW
PDUNHWLQANL VWUXpQMDFL SURQDOD]H QRYH Q¥ pLQH ]D Sl

YyLPEHQLFlbreida] ER U X
Slijedi SULND] QDM]QDpDM QaadvHEMX. REHXIND SUGRGDELUX EUH

Mrand relationship managenempredstavlja integrirani pritisak/nastojanje da se osnuju,
]JDGU&H L GOQRMIMKX]RHYX EUHWBOGD YRWWHR B NRQWLQXLU!
aktivne, individualiziane i vrjedne BGUADMH DOL L PHYyXVREQX UD]PMI
REHUDQMD NURP GXOML SHULRG

Aero Moment Of TruthtGoogle Companye 2011. predstavilZMOT (Zero Moment Of
Truth) NRQFHSW NRML SUHGVWDYOMD UHY R Oféfmadjex poXx WRPH
interneti i donoseRGOXNH R EUHQGRYLPD .ODVLpQL PRGHO ELR |

*!bid., p. 9

2 LEEFLANG, P.S. H., et al. Chalenges and solutions fonarketing in a digital ared&uropean managment
Journal Vol. 32, No. 1, 2014, p. 4

3 ASHLEY, C., TUTEN T., Creative Strategies in Social Media Marketing, An explatory study of branded
social Content and ConsumemsdagementPsychology and Marketing/ol. 32, No. 1, 2015, p. 16

** ODHIAMBO, C. A., Social media as a tool for marketing and creating brend awerness, Case study research
Bachelor Thesis, University of applied Sciend&ssiness Economics and TourisBreece, 2012, p. 34

5 NEBEL, J. F.,Brand relationship managementA new approach for the third milleniunNorthwestern
University, Kellog Graduate School, Evanston, SAD, 1994, p. 3
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javnosti kroz marketing, aiMH RQ GDQDV SUHEDPHQ V WUHIGkX® ND N X S
kupovini.®® A7 D N R Mdrhenf\of truth WUHQXWDN N DuGzEavivbii kBrikais R & D b
brendom kao proizvodom ili usluggrto je trenutak u koemuseLMHQMD PLAOMHQMH
,QDpH JRYRUL VH R pHWLULPD APRPHQWLPD?® LOL AWUHQXI
Procter and Gambla uve je u teriju prvi i drugi trenutak istinetGRN MH WUHUL QDN
uveden:

ZMOT zzero moment of truth(nulti trenutak istine)zInternet je promijenio sveukupan
NRQFHSW NDNR VH OMXGL RGQRVH SUHPD EUHQGX 8 RYR
brendu, karakteristike brenda i performanse preko n@hiKk XUHyDMD L YHU WX VH
NXSQMX SURL]YRGD LOL QH 3UHPD LV \Wé&ibtérheY pri@ Mdgeé D p D N
aW R proxzgod.

FMOT first moment of truth SUYL WUHQXWDN LVWLQH GRJDYD VH ND
s proizvodom u prdavaonici ili svakodnevnici.

SMOT z*second moment of truth GUXJL WUHQXWDN LVWLQH VH GRJD:
SURL]JYRG L LVNXaD QMHJRYX NYDOLWHWX XVSRUHyYyXMXUuL M
TMOT +third moment of truth WUHUOL WUHQXW®DMNp HY ¥ LSRY UNDMITIQ R W.IQRR |
reakcija prema brendu kaB URL]JYRGX LOL XVOX]L QD WDM QDpLQ SRW!
L GDMH VYRMX SURFMHQX EU3?-7|QGD NUR] GUXaWYHQH PHGLI
ASocial customer relationship managemgucial CRMili SCRM) je integrac MD SRWUR&DPN
aktivnosti koja kombinira procese, sustave i tehnologije sa brzim socijalninacifika, sa

ciliem da sekupce XNOMXPIRQYHU]JDFLMX NRPXQLNDFLMX WH GD V

kupcima.¥®

AQRJIL ]QDQVWYHQLFL L SUIIDNRWMpID QID MIDDEXY V& MONRPY.G&L
ukazuje na tala je slika brenda godinama biaDaDQ NRQFHSW X PDUNHWLQJX
kako su webstranice ilnternet brandingHIHNWLYQL X SULMHQRVX VOLNH E
SRWHQFLMDOQLK L DN@YWWDWXKRKLBRWWBRADIDD EUHQGD SUHC
L]1JUDGQML EUHQGD )DUTXDKHU MH GL]IDMQLUDR HVHQFLN

% 5%$-129,0 $ HW DO 'LILWDO PDUNHWLBUCoajian mHreck MafkeRID O HF R C
Association Coference CRODMA =Conference Proceedings9 DUD&GLQ &URDWLD S
> Moment of truth, wikipedia.org, dostupno na: https://en.wikipedia.org/wiki/Moment_of Truth_(marketing)
8 BUSS, 0., The impact of social media as a costumer relationship manageowniaster ThesisKarlstadt
University, Business School, Sweden, 201518
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RGQRVX V SRWUR&GDpHP SR]JLWLYQD HYDOXDFLMD EUHQGD

slika brenda®®

AUXAWYHQL PHGLML PRJX X YLVRNRP VWXSQMX SULSRPR
RVLIXUDQMH UHSXWDFLMH EUHQGD SRYHUDYDMX SURGDM]
SURALUXMX VYMHVQRVW SUHPD EUHQGX SRPD&xXcijuD]D]QDW
WRpNH SDULWHWD L WRpNH UD]JOLNH WH°SRYHUDYDMX SRW.L

2.5.2. Customer relationship management (CRM)

AJpravljanje odnosima s klijentima (engClient/Customer relationship managemaéiit

CRM MH XVNODYLYDQMWHHXRMDORRQLBEQVMIBDMVNH VWUXNW)
informacija o klijentima i informacijske tehnologije s ciljiem da se u svim kontaktima s
klijentima zadovolje njihove potrebe i ostvare poslovna korist i débitht& 50 REXKYDuD
svako XRpDYDQMH RkE.SCRMDe LjeloMRupni set interakcija ili kontakata sa
SRWUR&DpHP ELOR LQLFLUDQ WYUWNRP LOL NXSFHP 1DSI
SRWUR&aDp QD]JRYH GD EL VHEL RVLJXUDR QHNX XVOXJX LC
povezani proizvod®?

ALSLPQR HOHNWURQLPNL L LQWHUDNWLYQL PHGLML NDR
operacionalizacii CRMD GRN SRGUADYDMX HIHNWLYQR REOLNRY
RUJDQL]DFLMHI1IR SRW WRADL D &5\00 MR MdtarebRshiblogje i nove
eNDQDOH XNOMXpXMXiuL PRELOQX WHOHIRQLMX SR]JLYH SR
VXVWDYH SRGUANH 8SRWUHED RYLK WHKQRORJLMD L N
interakcijamaV. S R W U ReézDKakve @ ljudskog kontakta ili ptom dUDVWLPQR VPDQM
razinu ljudske reakcije, tfeedbackSURL]Y &y D p D

9 ALHADDAD, A. A., DIB, H., Determinants of brand image in social mediernational Journal of brand
marketing,Vol. 5, No. 4, 2015, p. 183

®bid., p.181

®1 Upravljanje odrosima s klijentima, vkipedia.org, dostupno na:
https://sr.wikipedia.org/wiki/Upravljanje_odnosima_s_klijentima

%2 CALDER, B.J., MALTHAUSE, E. C.Relationship Branding and CRNh Kellogg on Branding, New York,

John Wiley & Sos, New York, 2005, p. 15068

% KENNEDY, A., Electronic customer relationship management: Opportunities and challangesin a digital
world, Irish Marketing ReviewVol. 18, No. 12006, p. 1
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ARWURADpPHY RV MH i D GonSuhdrSentitnBrit tewbvd IMareting H pLPEHQLN
NRML LVWUDAaLYDpL VDIOHGDYDMX GD EL XWYUGLOL L L]PM
GUXEaWYHQLP PUHADPD Gfdume NSgRiQdnP Tdizards Markeling
JHQHUDOQL RVMHUDM NRML SRWURADpPL LPDMX SUHPD PDU
XVSMHaQX PDUNHWLQ&ANX NDPSDQMX SUHNR GUXaWVYHQLK
QRYRM WHKQRORJLML $QJDALUDGQRV\Wonsubhét PtechnBlBgy URAD p
readines} je definrana kaRopRYMHNRYD VNORQRVW GD REXKYDWL L LVN
RVWYDULR FLOMHYH X NXuL L QD SRVOX 3

AUXEAWYHQL PHG LRddebddDRP RWRIDMHDMX NRULVQLFLPD GD SR
SRUXND RGQRVQR LPSOLFLWQR PDU prifhjafic€ &NDIOKM X QIR U KX DIF
SULMDWHOMLPD SD VH WDNR GRGDWQR SRYH]XMX LJUDYQR
NRPHQWLUDMXIQMHODOWXEISWH NRPHQ®W DUH NUR] YLUDOQH

BUHQGLUDQMH X VWU D VaHddravidieRti G dilein\da eh@daikizatii G L
VOXA&L XQ XWdbgdnizacije] A®EBSUNDQDOL ]D NRPXQLNDBREIBpPD]RH ]
SURL]YRYDpD ]DPDJéepMidMLS RRBELQRREPKRp PRUD SRMEHBQXWERD] N
AWR VX

D L]JJUDGLWL RYMHRDNDWANUYDBIMRP SURL]JYRYDpPpHP

E SRGXSLUDWL BudikaijiD urije@rddstl btenddr

c) podupirati javnost da se uljpL X GLMDORJ L SURPRYLUD EUHQG

d SRPRUL RUJDQL]DELINDGBGRABH NRPEHKWLWLYQH SUHGQRV\
e) informirati o viziji i misiji brenda te izgraditi diferencijaciju,

f) raditi na tome da brend bude ispravekamuniciran od strane javnosti,

g) izgraditipozitivhe asocijacije za brend,

h) izgraditi percipiranu kvalgtu brenda,

L L]JJUDGLWL YHUX VYMHVQRWGW M B YNRYWWRYV R BMREQG XM

FOHYyXWLP SRVWRMH X NRUD ERIKNQIQ K bl @paadrarjiFadeBooR H G L M
Twitter LPDM X RJUBIQLp W@ LG/ UHNODPLUDQMD ]JERJ VYRJD AC

% PAQUETTE, H, Social Media as a Marketing Tad\ Literature ReviewMajor Papers by Master of Science
Students, Paper 2, University of Rhode Island, USA, 2013, p. 3

% bid., p. 10

®YAN, J., Social media in braling: Fulfilling a needJournal of brand managementol. 18, No.1, 2011, pp.
691-692
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VXpHOMD NRML QH RVLIJXUDYD GRYROMQR PMHVWD ]D UHL
YHOLNRP EURMX OavhKuputn®rhifenihtithRalfaoeddoku Twitteru u velikoj

mijeri vizualni izgled EUHQGD QH GRODIDSWM YRUDBD WIDNYLP PUH&ADP
XVSRVWDYLWL L SULNXSLWL LQBRUWPWDELMHDREitHAMEIOP D L SR
SURL]YRGH L EUHQGRYH RVRED &HOMHODji 2§ biddsa D RQ G
QHNRJ EUHQE B 6Y N X ®Ranjéli retwittanje ALUL UHNODPX ]D QHNL EL

dobro za njegovu promocij&?

A UDQGLUDQMndtageaR® ¥MWKDYOMD WHALAWH QD YL]XDOQH |
Najpoznatijih pet (prehrambedi EUHQGRYD NRML VH UHNODPLUDMX QD
McDonald's Taco Bel] Shredz Ber& Jerrysi Oreo. #° #Rogled na hranu kao na umjetnost

LPD GXEOMH VSLULWXDOQR L RVREQR ]Q DlpdteQrihipritdii U REO L
PR&A&H SRMONXNAR SULPMHU ]D RYDM REOLN AXPMHWQRVWL3 (
GUXawYR VPDWUD IRWRJUDILMH KUDQH WDNR SULYODpPQLP!
AMHGX RpLPD® IRWRJUDILMH VOXa&aH NDR SRWLF®M GD V
RPRJXUDYD GD VH XVSRVWDYL KLMFUDUKLMD QD GUX&WYHC

2JODADYDQMH SUHKUDPEeHh@UKGOWRL NWRSAW DROL]DFLMX L SR
RVREQX UHOHYDQWQRVW EUHQ G R YBceNddiRttarich & bigta¥intaQ AN H S
prehrambenKk EUHQGRYD pHVWR XNOMXpXMX QHNRaceébhdbokX WDN
stranicamaNutellei CocaCole YUOR VX MHGQRVWDYQH NULADOMNH NRM
X J U Dy Hr&xebosktimelineDominos pizza Australiaa svojoj straniciW DNR VDGU&L DO
fotografija,RedBull je koristioFacebookstranicu koja je imala poveznicu na igrice za

UDpXQDOD L PRELWHOH D RYL VX SDI\RéGLﬂDI\ﬂXbLYDOL VSRU\

AADMYHUL VYMHWVNL EUH QG B |y sMRUDBQdobalieg Ysktateyljerd D M X
LVWUDALYDQMH L aclidiM BaMazSiju Ji prigniLitdjD yéhddve kroz interaktivne
medije V RVRELWLP [IRN XYV Riedij® bnliceWiXeéWnéttaridrketing, mobilni
PDUNHWLQJ L ORNDOQL PDUNHWLQJ 1H PniagketinguHkayy LAH JR
LIROLUDQLP SRUXNDPD YHUO PRUDPR X]J]HWL X REJLU VLQHL

®7bid., p. 690
% bid., p. 691
% GINSBERG K., Instabranding:Shaping the personalitéshe topfood brans on Instagran2015, Elon
Journal of undergraduate research in communicatjofa. 6, No.1, pp. 8284
Obid., p.79
"M FREEMAN B, et al.,Digital Junk Food and baverage marketing on Facebdakerican journal of public
health Vol. 104,No. 1, 2014, p. 6
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NUR] UD]J]OLpLWH UD]QRY mExaHd maEketiRgMIHY & &1 W MPWPHHUHQ QD
ljudsku podsvijest i to na temelju emocionalnih odgov@& WURA&ADpD D QH WROLNEF

svijest.¥?

3. BRENDIRANJE U PREHRAMBENOJ INDUSTRIJI U REPUBLICI
HRVATSKOJ

3.1. Pregled stanjgrehrambeneindustrij e u Hrvatskoj

AAUYDWVND SROMRSULYUHGD VWDJQLUD XQDWRpPp YHOLNLF
LVSODUHQR YL4H RG PLOLMDUGL]XKRGQMERN QO RT\OD Y] D LM
5H]XOWDWL HNRQRPVNLK DQDOL]D SRWYUYyXMX VWUDWH:
JRVSRGDUVWYR 3RUDVWH OL SRWUDA&AQMD ]D SUWphKUDPEH(
BDP Hrvatske rastea 1,96 miljuna kuna 8 RGQRVX QD GUXJH VHNWRUH WF
PXOWLSOLNDWLYQL XFLQDN QD JRVSRGDUVWYR

A3BUHKUDPEHQD LQGXVWULMD SUHGVWDYOMD SUHUDGX EL(
zadovoljavanja prehrdpenih potreba ljudi, dok se dio proizvoda koji se proizvedu koriste
NDR VLURYLQD ]D GB°'OMQMX SURL]YRGQMX 3

AMURL]YRGQMD KUDQH L SLUD YDA&QD MH GMHODWQRVW ]C
djelatnosti u tom sektoru su proizvodnja cigareta i preratiarty prerada ribe, proizvodnja

SLYD SUHUDGD POLMHND SUHUDGD pDMD L NDYH WH SUR
GMHODWQRVWL NRMH VX SULYXNOH GLR VWUDQLK XODJDQ
6HNWRU SURL]YRGQMH KR QB M]GDEDMWHGRE® MQGXVWULMYV
8GLR LQGXVWULMH -KRepu®lKe Hn&tskeDu 201% gddini iznosio je 4,0% (od
pbHJD M proiXv@dnje hrane iznosio 34, a proizvodnje pii D %). Istovremeno je udio

" MONTGOMERY, K., GRIER, S., CHESTER, J., DORFAM, LEood marketing in digital age: A conceptual

Framewok and Agenda for Research, 2011 dostupno na:
http://digitalads.org/documents/Digital Food Mktg Conceptual Model%20Reporppdf
73 1hi

Ibid., p. 60

.86.8129,00 0BUHWYRULOL VPR VH X SRWUR&ADpPNR GUXAWYR L |DSRVWDY
Poslovni.hr, dostupno nattp:/www.poslovni.hr/hrvatska/buturgeretvorili-smoseu-potrosackedrustvai-
zapostavilivlastitu-proizvodnjuhrane326522

5 Loc. cit.

“a4$5,0 BQDOL]D RGDEUDQLK RELOMHAMD SUHKUDBEH®GLLOBX VEMHADH. C
Jurja Dobrile )DNXOWHW HNRQRPLMH L WRWe,2013.,A'2 OLMR OLUNRYLGS3
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http://digitalads.org/documents/Digital_Food_Mktg_Conceptual_Model%20Report.pdf
http://www.poslovni.hr/hrvatska/buturac-pretvorili-smo-se-u-potrosacko-drustvo-i-zapostavili-vlastitu-proizvodnju-hrane-326522
http://www.poslovni.hr/hrvatska/buturac-pretvorili-smo-se-u-potrosacko-drustvo-i-zapostavili-vlastitu-proizvodnju-hrane-326522

proizvodnje hrane iSLUD Xu%eEBay LYDpPNH L Q G XV W, IPkiEvodihj@ Rrahe R
pritom prisvajaudiood21 D SURL]YRGQ®¥.B'SLiUD RG

A8 SUYD pHWLUL PMHVHFD Xrehtidnbenik préiz\v®@@iMdn&st) LY UH G
842 milijuna eura, a izvezli e vrijednosti 543 milijuna eura. U prijevodu, pokrivenost
uvozaizvoRP MH aWR MH 1@égb] Qifdom QarddbIR Prdthddne godine kada je
ELOD 8VSRUHyYyXMXuL SUYD pHWLUL PMHVHFD L L
SRYHUDQ IIHJDWLYQD ELODQFD L]J]QRVL PLOLMXQD HXUD I
8GLR SROMRSULYUHGQLK L SUHKUDPEHQLK SURL]JYRGD X .
XNXSQRP XYR]X UWRED pLQL

ASlavni trgovinski partner Hrvatske gemlje EuropskeUnije, kako u izvozu, tako i u uvozu.

TDNR MH QD WUAaLawreb \riedriob¥ HikithQog izvoza poljoprivrednih i
prehrambenih proizvoda (310 milijuna eura RN MH L] (8 XYH]J]HQR pDN Y
ukupnog uvoza (725 milijuna eura). lzvoz poljopriviedn8 UHKUDPEHQLK SURL]YRGL
zemalja CEFTAH X SUYD pHWLUL PMHVHEFD pLQL XNXSQRJ
je 6% ukupnog uvoz&?

A DAD JODYQD L]¥mRIeSD i daljkd Slavania, Italija, Bosna i Hercegovina,
IMHPDpPND L 6WELMDYQRNXYR]QD WUAaLa&AWD 1MHPDpND O0DY

Nizozemska®°

ADMYL&H XYR]JLPR SURL]JYRGD X NDW H XSRWHIPI R H VD X
RGQRVX QD LVWR UD]J]GREOMH SUHWKRGQH JRGLQtd+ POLMH
SRYHUDQMHSURL]YRGD QD ED]L ALWDULF Rista raNnd)RtEdbe P LO
]JD 8LYRWLQMH +BROHMBQEMHXDD WH YRi5RY HUDOLWHK QD
1%). 1DM]QDpDMQLML XYR]QL SURL]Y R Gdkolat, \kith, Yetik®iMVNR \
NRODpL WH YWRpPpQD KUDQD

 OLQLVWDUVWYR JRVSRGDUVWYD SRGXJHWQLaAwWYD L REUWD 5HS;
https://www.mingo.hr/pagefphrambenandustrija

g QDMYLAH XYRJLPR VYLQMVNR PHVR NUXK L pRNRODGX +UYDWVN
https://www.hgk.hr/spoljoprivreduprehrambemtindustriju-i-sumarstvo/t201 7#najvise uvozimo-svinjsko
mesekruh-i-cokoladu

®Loc. cit.

80 oc. cit.

8| oc. cit.
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https://www.hgk.hr/s-poljoprivredu-prehrambenu-industriju-i-sumarstvo/u-2017-najvise-uvozimo-svinjsko-meso-kruh-i-cokoladu

ABUHPD NDWHJRULMDPD QDMYLAH LIBRMHWRDQMEH]D P L QIDVMC
prehrambene proizvode (55 milijunaetd VWD UD]LQD ALWDUWISRY HUDPQ®HM
za 24%), proizvode B ED]L ALWDULFD L &ANURSHRD'HUDRMH MBQ H XILD
DONRKROQD SLUD +SRYPLMQERB HXUD *ODYQL L]JYR]JQL SUR!
PMHVHFD MHVX VYMHAH ULEH WXQD aHUHU PpRNRO
ekstrakti ¥

ARotrebno je usmijeriti napore na promociju prehramb8MdHUDYLYDpPNRJ VHNWF
SULRULWHWQRJ VHNWRUD ]|D UD]JYRM 5HSXEOLNH +UYDWYVNI
LQGXVWULMH SULPMHQRP LQRYDWLYQRJ GL]|DEQine SURPL
prehrambenosSUHUDYLYDpPpNRJ VHNWRUD SURYRGHKW mieth iVH NUR
instrumenata popuharketing miks¥ NRML GH ELWL UDJUDYHQ X W]Y .RPXQ
SULSDGDMXUHP $NFLMVNRP SOD @¢publik® Hxeskb, LhwsisKkdn JRV SR
paketu prednostiL L] U D yintvé3ttiskom profilu zemlje premaektorima te brendiranju

regija, identificiranju i razvoju brendova u okviru prioritetnih sektora u Republici
Hrvatskoj.®*

1DMYH UL HEdoeuQH&/&Skaj i u svijetu

ACocaColai McDonaldsNRULVWLOL VX 20LPSLMVNH LJUH X /RQGRQ
SURPRYLUDWL VYRMH EUHQGRYH XQDWRp NRQWURYHU]DPI
NULWLpDUL QDJODAaADYDOL NDNR MH VSRQ]RWM&diR WLK N
Olimpijskih igara, dva su navedena brenda kao odgovor stavila naglasak na svoje zdravije
SURL]YRGH DOL L RGJRYRULOD NDNR VORAaHQD SLWDQM!
NRPSDQLMH VDPH %URMQH NDPSDQMH ]G Uddu\ieddi raL Y RW D
SRWURADDpPNL MHHRQL QDK L RoEhiseiskand ByalistslarDdgDutjecati na

81 oc. cit.
8 Marketing mix odnei se na skup akcija ili taktikeoju tvrtka koristiza promicanje svoje markk proizvoda
QD WUALAWXSLPPXQADUNHWLFEIANKHQRPEURDMAMX SURPRFLMX L PMHVWR
PDUNHWLQJ PL[ VYH YLAH XNOMXpXMH QHNROLNR GUXJLK 8a&DR aWR VX
kao vitalne elemente kombiniranja.

SULMHYRG VD HQJO A7KH PDUNHWLQJ PL[ UHIHUV WR WKH VHW RI DFW
brand or product in the market. The 4Ps make up a typical marketingRrioe, Product, Promoticend Place.
However, nowadays, the marketing mix increasingly includes several other Ps like Packaging, Positioning,
People and eveRolitics as vital mix elementd 8SUDYR QDYHGHQD GHILQLFLMD SRMPD APLC
je na:http://economictimes.indiatimes.com/definition/marketimnix
% ODVWHU NRQNXUHQWQRVWL SUHKUDPEHQR SUHUDYLYDpNRJ VHNWR!
SUHUDYLYDpPNRJ V-BDROY R @ikinvest.hr,  dostupno  na: http://www.aikinvest.hr/wp
content/uploads/2013/12&krateskesmjernice.pdf
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http://www.aik-invest.hr/wp-content/uploads/2013/12/1-strateske-smjernice.pdf

SRWURADpPNL LJERU SRWHQFLMDOQLK QRYLK NOLMHQDWD N
RWYRUHQL ]D QRYH D @u¢aolQinvestry iilirds Bolird & adjiMako Bi
ASRYHUDOD SULVXWQRVW L SUHIHUHQFLMH MEDohbDBR QRYR
NRQVWDQWOQR X Oigkdstyabte iR EsRofnhrasioeaninia u SAD i diljiem

VYLMHWD QR LVWR Yathe Biferengirasi BvSjX gobodD zBaRijim (i

zabavnin) obrocima popuHappy Meala. #°

AUHPD LVWUD &L VefbkahdP2D1® Jaodi@er thpH 00 svjetskih proizvatdazi

se 16 prKk UDPEHQLK SURLAY@DMYHUBLELHQ G DprogwwdaKsuDPEHQL
McDorald's, Kellog's, Danone, Nestla1l2 YRGHULK EWHQGRYWLK CdaSLWDND
Cola, Pepsi, Budweiser, Nescafe, Starbucks, Jack Daniel's, Sprite, Heineken, Exitana

Johnie Walker, Smirnoff Moet & Chandon®® A8 LVWUDALY D&IMdrtrtahd DIJHQFL
SRGDWFL L] JRGLQH PHyYX VYMHWVNLK OLGHUD QI
slatkih napitaka, 7 alkoholnih napitakaekoliko simplicificiranihizbora hrane. U terminima
SRGULMHWOD GUADYD QD OLVWadicdnd @GRz SARG tii40 SR]LF
SRIJLFLMD X WRS X WRS X WRS EUHQGRYD KUL
IMHPDpND X WRS DOL EH] EUHQGRYD KUDQH =D WUF
SUL pHPX RERMH LPDMX VXOMRHGINIpNDO LEUHRG RYD KUI
JUDQFX]LPD 3RVHEQD EL SR]JRUQRVW WUHEDWL ELWL SRV
LPDMX SR YRGHUD EYYHQGD KUDQH L SLuUD 3

ARrema anketama i izvorGfk Croatiaiz 2013. godine kulesalama iBajaderaulaze +
SUHPD @©Ma&OMHIULQH KUY DW\saht Krh SRWddd®R piedsiavijaju dva
najistaknutija hrvatska prgiYy RGD GRN MH Q Degkttpoioid Rraaih HABUROVO
ulje, licitarsko srcebrandy SuUBAXW a Nt VLU

A obzirom na proizvedend ROLpLQH +UYDWVND QD J@REB&@QRP WL
SURL]Y RYD [PoljopAwedalipvrsnostima za cilj uspostavu globalno prepoznatiljivih,

KUYDWVNLK EUHQGRYD X WUAL&AQLP QLaADPD SURL]JYRGD Q
takvo brendraMH ELOD EL MHGLQVWYHQD NDNYRUD KUYDWVNLI

% 5$-129,0 6 675(1-$ $ %261% - ORGED XDLQOBP\RWAPENer KUDQH L SLi
zadarskog likera Maraschin@geconomica Jadertina/ol. 3., No. 1, 2013., p. 57

8 Agencija Interbrand, dostupno retp:/interbranccom/besibrands/bestlobakbrands/2016/ranking/

87 PIANKOVA, 0., Food and beverage brand development: global trends and directions for Ukraine,

Economics & Sociologyol. 7, No. 2, 2014, p. 150

B¥$SXWRU QHSR]QDW %DMDGHUD dosNiphohtQ WLSLpQL GRPDiIL EUHQG
http://www.poslovni.hr/hrvatska/bajadeirkulentipicni-domacibrend 239288
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http://interbrand.com/best-brands/best-global-brands/2016/ranking/
http://www.poslovni.hr/hrvatska/bajadera-i-kulen-tipicni-domaci-brend-239288

sinonimi a izvrsnost u svojoj kategoriwWH SRVWLJOL VWDWXV SRSXW aYLF
YLVNLMD L IUDQFXVNH SaHQLFH ,(QRYDWLYQL PDUNHWL
proPRFLMX KUYDWVNLK EUHQGRYD L +#YDWVNH NDR WXULVW

2]QDNH L SUDYQD |DawLWD SUHKUDPEHQLK SURL]YF

Dznake zemljopisnog podrijetla prava QG XVWULMVNRJ Y& awQrhdwsyeD NRMLC
YHUH ]QDpHQMH SRVHEIR X 1(WKIUKRRSWIN MM IXQNFLMD YUOR V
VOXAaH UD]J]OLNRYDQMX SURL]YRGDPOQBHWL &HaHW XR ]Q R NSIR YR\PRO\
podrijetaL ALJRYD yYyLQMHQLFD MHVW GD R]QD Mriddij¢tPp@MIR SLV QF
nisu unifcirane SD L]PHYyX GUabDYD SRVWRMH YHOLNH UD]JOLNH X
R]QDNDPD JHPOMRSLVQRJ SRGULMHWOD 1HNH GUADYH R]QI
]DAWLWX L]YDQ RNYLUD SRVWRMHiUHJ VXVWDYB’°XVSRVWDYC

Kznaka izvornosti (O) MH QDJLY UHJLMH R&XH}@OQRQ LFPVMY& WD MOl Y
JHPOMH NRMD VH NRULVWL ]D R]QDpDYDQMH SROMRSULY
SRWMHpH L] WH UHJLMH GRWLpPQRJ PMH\OUDLY RO NIKBDYRI @I
SRG XWMHFDMHP SRVHEQLK SULURGQLK L OMXGVNLK pLPE
QMH]LQD SURL]YRGQMD SUHUDGD L SULSUHPD X BLMHORVW

Dznaka zemljopisnog podrijetla(OZP) je naziv regiH R G UH Yy HQR#Au RAinkhvhwW D LOL
VOXpDMHMWHPRCOMH NRMD VH NRULVWL ]D R]QDpDYDQMH SR
SURL]YRGD NRML SRWMHpH L] WH UHJLMH PMHVWD LOL ]JHF
drugo svojstvo koje se pripisuje tof HPOMRSLVQRP SRGULMHWOX L pLMD Vi
L LOL SULSUHPD RGYLMD X WRP JHPOMRSLVQRP SRGUXpMX

Mg MH SUDYR SUL]QDWR ]D ]QDN NRML VOXaL UD]OLNRYD

proizvoda i/ili usluga ostalih poduzetnika u gospséam prometu®*

89 _(/$9,0 + %UHQGLUDWL KUDQX NDR &dslowiDHd, ddstdpnoMAVRYH L ANRWVNL Y
http://www.poslovni.hr/komentari/brendirdtrvatskuhranukao-svicarskesatovei-skotskiviski-307760
“MARINKO9,00 $ 8VSRUHGED R]QDNH JHPOMRSLVQRJ SRGULMHWOD L &4LJR
PHYyXQDURGQR SULKYDUHQH VWDQGDUGH ]D&WLWH =ERUQLN SUDYQRJ I
% %2a1-$. 'SORJD DNUHGLWDF L M Hih rojZndabizivilHam$ liztrbknbish P Bed@dafskog
&odrijetla Hrvatska akreditacijska agencif2. Hrvatska konferencija o kvaliteR012., Zagreb, p.1

Loc. cit.
% 0$5,1.29,034 8VSRUHGED R]QDNH JHPOMRSLVQRJ SRGULMWMQMDLLALJIR'
PHYyXQDURWBGHRH QU LKW D (ZBonlk Grai/npD EakulteWs b Zagrepyvol. 63,No. 1, 2013.,p. 190
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http://www.poslovni.hr/komentari/brendirati-hrvatsku-hranu-kao-svicarske-satove-i-skotski-viski-307760

AHPHOMQD UD]JOLND L]PHYX R]QDNH L]YRUQRVWL 2, L JHF
povezanosti proizvoda sa zemljogpQLP SRGUXpWHP ED ERWD MDpH L]JUDAaHC
]DAWLUIHQH R]JQBNH LIYRUQRVWL

AR]QDND ]DMDP p KignRIdog VépeDijditeta (ZTS) nije oznaka geografskog
podrijetla, alj kao i ostale oznakeL PD |DGDUX |DaAWLWH DXWRKW&GLK SROI
imitacija i nestajanjaTradicionalan R]QDpDYD GRND]DQX XSRWUHEX QD WL
razdoble koH SRND]XMH SUHQR&HQMH V JHQHUDFLMH QD JHQ
JHQHUDFLMD WUDMH QDMPDQMH JRGLQD 2]QDND =76 PR
SR VDVWDYX L QDpLQX SURL]YRGQMH D SURL]JYRGIle VX WUD
RG QD]JLYD SUHKUDPEHQRJ SURL]JYRGD X] QDYRYHQMH SRVH
]QDpL GD VH Qpdnésk ¥dljehbHh& kbfens*

AUDGLFLMVNL SURL]YRGL VX GDQDV YUOR YDAQL ]D HXURS
ToVX SURL]YRGL GRGDQH YULMHGQRVWL SRVHEQR YDAaQL N
L VUHGQMH YHOLNLP SROMRGMHOVNLP JRVSRGDUVWYLPD

GRSULQRVH GLYHUVLILNDFLML UXUDOQLK SRGkX@pSKD WH SR
SURL]YRGL VX ]|D QHNH PHGLWHUDQVNH JHPOMH ,WDOLMX
SURL]YRG .RQDpQR WUDGLFLMVNL SURL]YRGL VX YDabQ Vv

radi o zahtjevnijim gostim&’°

Adrvatska ima velik broj adicijskin proizvoda. Rezultat je to reljefne, klimatske i
NXOWXUROR&NH UD]QROLNRVWL QD&H |HPOMH 1D UD]PMHU
QL]LQH EUH&XOMNDVWL L SODQLQVNL SUHGMHOL -DGUD(
planinska i mM& LWHUDQVND NDR L UD]OLpLWL XWMHFDML RG V
7TUDGLFLMVNH SURL]YRGH PRJXUH MH VYUVWDWL X WUL VN
/ILDNL NUXPSLU WUDGLFLMVNH S)Utrhdifjsked j¢la (pH ZagaBskP 6 OD Y R
AWUXNOL =D R]Q Orpibovzin@eMkdtistt) teDhaketoMONING RPDEAMWR QLMH
LVSUDYQR DOL MH X®¥BUDNVL pHVWR SULVXWQR

“0%$/(1,&% 5%$1y,0 9.( Rdstidpakeéstjecanja oznake imvosti proizvoda i usluga pred
DUADYQLP JDYRGRP |D RQSMWABDRIINQLND DHRH X DOILE WD 1041 EpH B N X
®129%$.29,0M. '2/(1y,0a3(+%$5 , +$95$31(=DNRQRGDYVWYR X SRGUXpMX VL.
$JURQRPVNL IDNXOWHW $§¥MRPBLYLDWDQX S DL MEAGFRIQW.H8VNY.R2D14Y W Y D

p. 96

% 29%y,0 ' 0(6,0 & y(5-Hrvatski tradicijski proizvodi +UYDWVNL PHYyXQDURGQL
agronoma Dubrovnik 2015., p.152

Loc. cit.
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Republika HUYDWVND MH MHGQD RG ]J]HPDOMD NRNDHWYLGMXVW
nepoljoprivrednih i Bprehrambenih proizvoda i usluga. U Republici Hrvatskoj osiguran je
GREUR UD]JUDYHQ HILNDVDQ L UHODWLYQR MHGQRVWDYDQ

nepoljoprivredne i neprehrambene proizvode i uslge.

A2]1ODND HNRORANRJ RUJDEHROWNRI SWRILMNWRGMH RQDM SUR
SURL]YHGHQ L R]QDpHQ VXNODGQR RGUHGEDPD =DNRQD
HNRORANRM SURL]YRGQML L R]QDpDYDQMX HNROR&ANLK SU
QMHJID 6WYDUQL G RRORENpEBMIR Q RN R J , &dji ReljddinRtGba
propisana oznaka. Prema odredbama navedenog zagkmal QDN VH PRaH NRULVW
R]QDpDYDQMX UHNODPLPDRAX NRIMLHY X Q\BKD @ Kuidpidari R]JLQ D N X
R]1Q D jpbiidvima H N R OdtgaNsk, E L R O iR d&kLkraticamabio ili eka Proizvodi

PRJX ELWL WDNR R]QDpHQL LOL QD]YDQL VDPR DNR VX VDV
VD |DAWLWRP R HNRORAGNRM SURL]JYRGQML (XURSVND 8QLM
17.000 prozvoda.(NR FHUWLILNDW X +UYDWVNRM GRGMHOMXMH
prirode.®®

ABUHKUDPEHQL SURL]YRGL WDEUBR&WDWRP VRCRUQBRMWRQVN
.RUpXODQVNR PDVOLQRYR XOMH &4ROWDQVNR PDVOLQRY
mandarina, NVWUD GMHYLpDQVANRURDBVQIRQARYRVNOMHVHOL NXS)»
JHOMH ,VWDUVNL SU&XW O9LURYLWLpNB®SHOSAM NDH Q B OFP]I\D |
JHPOMRSLVQRJ SRGULMMW®RD] WKLPEFEPXUVYPRD MDQMHWLQ
%DUDQMVNL NXOHQ 'DOPDWLQVNL SU&XW 'UQLANL SUA&X
JDJRUVNRJ SXUDQD . ¥ROMLPNL VRSDUQLN

AERJ VOLPQRVWL X QD]JLYLPD LOL VDGUADMX QHNLK SUR
+UYDWVNH X (8 SRVWRMD 85 WXDRUIPE S Ul RenijhyiReGr@NsHihRLG U H
proizvoda Naprimjer, Ministarstvo je P RL]YRYDpLPD LVWDUVNRJ &UR&HND

% MALENICA, Postupak stjecanja oznaka izwosti proizvoda i usluga pred D&Y zavodom za
LQWHOHNWXDOBRRURQDNVQD G RWR 9H QWK b, INO. 113 \2M7Xp2B JUHE X

9129%$.29,0 0 '2/(1y38(+$5 , +$95%1(. - =DNRQRGDYVWYR X SRGUXpM
6WRpPpDUVWYR yDVRSLV ]D, XdQ 6BSNOMAHADHEQ M BIF VW RPpDUVWYR
100 Agriculture and rural Development, European Commission, dostupno na:

http://ec.europa.eu/agriculture/quality/door/list.ntml?&recordStart=16&filter.dossierNumber=&filter.comboNam
e=&filterMin.milestone __mask=_&filterMin.milestone=&filterMax.milestone _mask=_&filterMax.milestone=_&fi
Iter.country=HR&filter.category=PDOPGI&filter.type=&filter.statas

101 oc. cit.
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http://ec.europa.eu/agriculture/quality/door/list.html?&recordStart=16&filter.dossierNumber=&filter.comboName=&filterMin.milestone__mask=&filterMin.milestone=&filterMax.milestone__mask=&filterMax.milestone=&filter.country=HR&filter.category=PDOPGI&filter.type=&filter.status
http://ec.europa.eu/agriculture/quality/door/list.html?&recordStart=16&filter.dossierNumber=&filter.comboName=&filterMin.milestone__mask=&filterMin.milestone=&filterMax.milestone__mask=&filterMax.milestone=&filter.country=HR&filter.category=PDOPGI&filter.type=&filter.status
http://ec.europa.eu/agriculture/quality/door/list.html?&recordStart=16&filter.dossierNumber=&filter.comboName=&filterMin.milestone__mask=&filterMin.milestone=&filterMax.milestone__mask=&filterMax.milestone=&filter.country=HR&filter.category=PDOPGI&filter.type=&filter.status

ulaskom uEuropsku uniju, odnosno od 1. srpnja20 JRGLQH QD]LYYS&AHR @HRNILQH
koristitt SD pDN QL G R zaliWaN RatbLsé WIHjQ@i ia vlast i najavljivali da gubitak
SURAHND LSDN QHUH SURUL WDNR ODNR WH SR]L“?l%OL PHG
A6ORYHQLMD MKGX (XURSVNH XQLMH SRGQLMHOD WXAaEX
NRMRM SdJKd@statifa [Rako je odluka Komisije kojom je Hrvatskoj priznala pravo na
proizvodnju vina iz Istre, pod nazivohirvatska Istrateran QLAWDYQD L QHYDAaHUD
PLQLVWDU SROMRSULYUHGEBRMWMNQIQMDL G Bl QWNRD & HRERBDLIMEHN L W L
Europsku uniju idanije imala informaciju da je Europska komisija dogovarala s Hrvatskom
PRIXUQRVW GD QMHQ WHUDQ EXGH L ]2%¢tHaEldven]jpRroddjaVH N R M|
vina s oznakomHrvatska Istra- teran ] Q D p L O [3 RE IP jua @ihskiaQ obmanjivanje

europskih R W U R & D psinatra ld& Sld9enija m& REUH PR XX YWVWMRMRP WXa
XVSERMH s

3.4.Gastronomskii vinski turizam

AMBRVWRMH XVSMH&EQL SULPMHUL VWYDUDQMD SUHSR]QDWO N\
DXWRKWRQLK SURL]JYRGD KUDQH L SLuUD 3ULPMHUL X NRN
VWYDUDQMX LOL MDpDQMX SRVWRMHUH PDUNH UHJLMH QLYV
GREURP SUDNVRP L PDUNHWLQA&ANLP XVSMHKRfAustrttNH RG W
Bavarska + 1IMHPDpPpND & KiDAPaBdDISK@, Histra+ Hrvatska, Toskanaz lItalija,
=DJUHE D p N xHa4SKE1L M D

ADGDOMH YUOR MH ELWQD WUDQVIRUPDFLMMBoJKugD O QLK ¢
GRP L NDR DOWHUQDWILYY® XWHEDQDPYBRGORNRMEPLKNBRE U
WUDGLFLRQDOQX KUDQX L NXKLQMX NDR ¥ ULVWLpNH DWU

A4HOMD GD VH ARNXVL VYLMHW?3 L GD VH VWDYL AVYLMHW (
Globalizacija je proces kojje ozbiljno ugrozio lokalni kulturni identitet pa se stoga
JDVWURQRPVNL WXUL]DP pHVWR SRYH]XMH V UD]YRMHP UHJ

2381-(5*$ 0 8 (8 QH PR&HPR V SUR&AHNRP MHU 7DOLMDddtuphblii LPDMX V
na: https://www.vecerniji.hr/vijestiAe rne-mozemaos-prosekorrer-talijani-vecimaju-svojprosecce529318

1% Hina, 6 O R Y H Qd_BuidpiNiXkémiSiju zbog delegiranog akta o teraf@HpHU QML KU GRVWXSQR QL
https://www.vecernji.hr/vijesti/slovenijfuzila-europskdkomisiju-zbogdelegiranoeaktao-teranu1 194651

194 OLIVA, E., PALIAGA, M., Regionalni autohtoni proizvodi hrane u funkciji izgradnje marke redgjevinj,

naklada Marko Paliaga, 2015., p. 14

195 BESSIERE, J., Local development and heritage, Traditionatl Bmd cousine as tourist attractions in rural
areasSociologia RuralisVol. 38, No. 1, 1998, p. 21

34
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A 3RV W R MHnRiQ iRe]d.oko razvoja gastronomskog turizma. Godine 2000/elikoj

Britaniji u projektu turizma hraneajavljene su dva koncepta za razvoj tog pg@dMiD W XUL]PD

PUYL MH UD]JYLWL P D UNstewpdoghatN ¥egloakdmXgastidhbRijom, a drugi

je uspostati SRUWDO ]D UD]JPMHQX LQIRUPDFLMD L 4LUHQMH Q
agencije usp WDYOMDOH VXUDGQMX V SURL]YRYDpLPD KUDQH L
XVSRVWDYOMDWL L SURYRGLWL VLPXOHWNEBQWRDWGEY R PRH X MK

gastronomije i turizma*°®

ARYRUMIERPDURM KUDQ L spomanituprplem iHE8 D YDQMD V QHSR
ORNDOQRP KUDQRP 3RWHANRUX PR&H VWYDUDWL L]RVWEL
zdrawW W YHQLK SUHKU D P HQstdie daMeP@&YED W®DPOLpLWD OLFD JDV
WXUL]PD MHGQR MH QMHJRYR W Kz PrigpteavidstvatidaRju DijEpit DN F L M
WUHQXWDND NRMH WXULVWL¥RALYH QD VYRMLP SXWRYDQN

ARAH VH UHUL GD KUDQD EUHQGLUD QHNR JHRJUDIVNR SRG
SRGUXpMH EUHQGLUD KUDQX /RNDOQD L tUdéstb&PDn@QD KUL
WDM QDPpLQ GRSULQRVH NRPSHWLWLY Q Rapag/XW M PO N REL \ERK
UD]XPLMHYDQMH 4SDQMROVNH NXOWXUH D QHNL WXULVWL

istinski tapas #°°

ARromocija destinacije kkozZQVWURQRPLMX PRUD VH REDMLdgdanNUR] pL\
vrijednost od nf@Q LK NXOLQDUVNLK L]JYRUD SD MH QXathvwa LPDWL
putnicima i turistima téoja je priznata u svijetd'® A 7 U H E Eadil®ov&ilturiste koji putuju

udrXxJX JHPOMX LVNOMXpPLYR JERJ KUDQH L RQH NRML VDPR ¢
GRALYOMD MB' #xtavarje BeqnMddnisla ako je ono ponavljanje istih aktivnosti koje

VH REDYOMDMX L NRG NXuH 8SR]QDYDQMH W3ndmVWD V

1% 5L.OCKUM, S. L., EVERETT, S.Food tourism initiativesWIT transactions on Ecology and Environment
Vol. 142, No. 1, 2010, p. 754
97 COHEN S., AVIELI, N., Food in tourism: Attraction and impedimeAnnals of tourism researchyol. 31,
No. 4, 2004, p. 1
1% id., p. 757
109JIMENEZ—BELTRAN, F. J., et al.Analysis of relationship between Tourism and Food cultureversity of
Cordoba, Spain, Vol. 8, No, 2016, p. 2
101bid., p. 1
M1 SENGEL, T., et al.Tourist Approach to local foodFacuty of Economics, University of Istanbul, 2035
430
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NXKLQMRP SRVWDOR MH PRWLYDFLMRP WXULVWLPD ]D SXV
NXaDQMH YLQD

Aimenzije motivacije za gastronomski turizam su kategorizirane u dvije skupine: prva je

VLPEROLPND XpHQMH R ORNBOGERWLNXOW GWLX J & XPAL B 6 WRLEYO
]DAWLWD J]JGUDYOMD IL]JLPNH SRWUHEH =ERJ VYHJD WRJD
KUDQH QD WHPHOMX PRWLYDFLMW VSDN RK D DU MEW IQENM

A&iddens smatra da hrin SUHGVWDYOMD RQWRORANX SRWUHEX ]D VI
PRA4H SRPRUL SXWQLNX X VYODGDYDQMX DQNVLR]QRVWL
QHSR]QDWLP VUHGLQDPD .RQ]JXPDFLMD KUDQH PR&H ELWL
WXULVWLpOLRRARALYDWMDYQDpDMDQ XWMHFDM"QD UD]JYRM G

AXUL]DP MH |DSUDYR XNOMXpHQ X QDa&4H HVWHWWBNSR L VHQ]
VYLK RVMHWLOD WXUL]DP MH GMHODWQRVW NRMD VODYL

iskustvo u kulinarskom turizmd?®

ALQVNL WXUL]JDP MH UDVWXiD LQGXVW UdodirD to@ndus®im HULFH
X ] DGQMHP NYDUWDOX JRGLQH 6DPD SULURGD YLQVNTFE
turizmom s obzirom da je vino pPoH]DQR V RSXaWDQMHP NRPXQLNDFL
GRPDULQNWYRPNVUDOLMD MH pDN XVSRVWDYLOD A1DFLRQD
NDNR EL RVWDNMWEBD X LQGXVWULML *RGLQH pDN VX EL

vinskog kongres&-!’

ANinsNL WXUL]DP SRYH]XMH VH V DNWLYQRVWLPD NDR &WR |
EUDQMH J.UNBkh §riatiajuGitl je vinski turizam poy@ Q VD |DAWLWRPISSULURG|
MH SRVWDR SR]QDW ]JERJ LVNRQVNH OMXGVNH WHAQMH ]D S

121hid., p. 432
3 bid., p. 431
14 QUAN, S., WANG, N, Toward a structural model of the tourist experiance, astiition fran food
experiences in tourisnfourism management/ol. 25, No. 3, 2015, p. 301
"5bid., p. 302
116 71SOU, D, Wine tourism and economic development of rural arédaster ThesisErasmus schoobf
Economics, Rotterdam, 2013, p. 8
H7OLIVEIRA, D. M., FILHO, A. F. C.City, architecture and wine: Wine tourism in the contemporary society,
39thWorld congress ofire and Wine, Bento Goncalves, BraBIO Web of Conferenced/ol. 7, No. 1,2016
p. 2
118 bid., p. 5
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AMnoge regije prikazuyuLQGXVWULMX Y L QDX ND/AR M IL KV DVOKQUX. WNERLIP N L K S
Missouri Regional Cuisines Prograje nedavno osnovailBURMHNW NRML VOXaL Sl
QHNROLNR YLQDULMD X LVM#WRpPQRP OLVVRXULMX 6%

AUDGLFLRQDOQL ,SKIORRL]¥WRD MH, YRID\DWRIDNOX. MDD pDWL VDPR
SRWURAQMX YHU WUDALWL SULOLNH ]D UDVWRP L L]YDQ QI
QDUDVOD ]D JRGLZQMH DOL WR MH GLR NROBp@arNRML VY
postatiprYLP VYMHWVNLP L]YR]J]QLNRP YLQD DOL V WLP FLOMH!
SRYUEGLQH NXOWXUH YLQRYH ORJH ¥Hi L NXSLWL YLQRJUDC

RpLIOHGQL VX QDSRUL X UD]JYLWNX RGUALYRJD YLQVNRJ \
tome kako se mM@DGAaPHQW RGQRVL SUHPD SRVHEQLP VWDYNDPI
JHPOMD L YRGD UDG NDSLWDO L VO LQIUDVWUXNWXUQ|
vina, izgradnju i razvoyinskogturizma (npr. prostori za posjetitelje i vinarije, temeentri o

vinima, vinski muzeji, sela s tradicijonrgizvodnje vina, ture o vinima)VH VSHFLILpQL XW
uzrokovanirazvojem vinskog turizmaNDR aWR VX SRYHUDQL SURPHW X U)
razvoj usluga i tvorni® X SRGUXpMLPD SROMRIUBRWHIGRH D ONRLY LR EXU
GUXIL s

AUYDWVND X NRQWHNVWX JDVWURQRPVNRJ WXUL]JPD LPD
nekoliko uistinu superiornih prirodminamirnica +UYDWVND MH PHyX QDMEROWN
VYLMHWX SR jéldj bR StarBKm téiufima PDVOLQRYX XOMX L RWRpPpNRN
PHYyXWLP JRWRYR QLWL MHGDQ PHVDU QH ]QD LVSUDYQR U
JRYHGD RGYHU VX ULMHWNL GD ELVPR LK PRJOL SUH]F

argument3??

Adrvatski obaniK RWHOL V SHW JYMH]GLFD NDR L YHULQD ]JDJUHEL
funckionirauy kao antipropaganda bilo kakvpa tako i lokalne gastronomije. Njihovim
NXKLQMDPD pHVWR XSUDYOMDMX VWUDQFL EH] GRYROM

119GREEN, G. P, DOUGHERTY, M.L., Localizing Linkages for Food and Tourism: Culinary Tourism as a
Community Development StrateggOMMUNITY DEVELOPMENT: Journal Of the Community
DevelopmentSocietyol. 39, No. 32012, p. 148

120 SALVAT, J., et al.,New Opportunities and challanges in n&i Tourism Universitat Rovila ad Virgili,
Tourism Studies, 2010, p. 4

ZLMONTELLA, M. M., Wine tourism and sustainability: A revie@ustainability Vol. 9, No. 113 2016, p. 4

12 _H OL +UYDWVND SR \$k& GaSubn@nsika \dastinaciaviicamneaica. hr, dostupno na:
http://plavakamenica.hr/2016/04/19ljehrvatskazaistapostalaprestiznaeuropskagastronomskalestinacig/
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http://plavakamenica.hr/2016/04/19/je-li-hrvatska-zaista-postala-prestizna-europska-gastronomska-destinacija/

posebno/ WL WH MRa JRibijnihElefovstinDawtitdtkSD WDNR YHULQD UHV\
QDaLP KRWHOLPD V SHW J]YMH]GLFD QD O LstvdrMhikog®n®© D aL UD

treba 323

Adrvatska, dakle, strancima nudi prihvatljive cijeneofrisno oG SRQHNLK GXEURYD
KYDUVNLK LOL NRUQDWVNLK HNVFHVD VMDMQX DWPRVIHL
7D VH NRPELQDFLMD ]DVDG SRND]XMH XVSMHaAQRP 'RGDPR
UDQJ KUYDWVNLK UHVWRUDQRPIDMMWHYL IRERORGDR X JDOAW
funkcionirati kao jedan od stvarno jakih argumenata hrvatskog turizma. No, kada u Hrvatsku
GRyX R]JELOMQL UHVWRUDQVNL YRGLPL L QH RGYHU EHQHY
NULWLpDUL WD ELo\bio Yomiprdi. BteghO® optiddno vrijeme da se
UHVWRUDQVNL VWDQGDUGL RVRE¥WR QD REDOL VXVWDYQ

Rijetke su zemlje, kao Hrvatska, s tako raznolikim vinm& RWHQFLMDOQR YLVRNF
]JDAWLUHQRJIJD ]JHPOMRSLYPRIRWL IS R IS Lijiohb folmay) Wjudkosti D ] O
RPMHULPD SRMHGLQLK VDVWRMDND 7R MH VNODG NRML S
podrumari dalje razvijajuu potankosti. Hrvatska ima dvije vinogradarske regije:
Kontinentalnu Hrvatsku i Priorsku Hrvatsku, koje su podijeljene u 12 podregija i 66
vinogorja s mnogobrojnim vinogradaxsLP SRORAaDMLPD G5HJLRQDOL]JDFLM
YLQRIJUDGDUVWYX MHU VH QD WRM R VZL2mRIgpisnoG RELYD
podrijetla.S obzirom QD EURMQH pLPEHQLNH N O L-SHWROR & NH LU
RVWDOH NRML XWMHpX QD SURL]JYRGQMX JURAyD L YLQD
]JHPOMDPD V WROLRRP UDJQROLNRAUX

AJ Hrvatskoj je organizirano i registrirano desetak vinsikHVWD D X SULSUHPL V)
VOLpQL SURMHNWL .DGD EL VH YHUL EURM YLQRJUDGDUD
poradi gospodarske koristi, odnosno u okviru seoskog turizma, moglo bi se, zapravo,
uspostaviti 66 vinskih cesta, jer toliko je wvhatskih vinogorja. No, za to bi trebalo osigurati

YHUD VUHGVWYD ]D XODJDQMD VDPLK Yli®Qduyb javmR L L]
sredstava,SRVHEQR QD QLALP UD]JLQDPD RSULQH JUDGRYL ax
EDUHP QHNROLA®RNaSHRRAH YRGRYROMLWL RV GsRJ¢elvame NULWHU I

123 oc. cit.

124 oc. cit.

125 95 $/ $ a4 . 2P, Karakteristike vinskog turizma na primjeru Hrvatske i Portugal® Y UAQL UDG 9HOHXpLOI
Karlovcu, 3RVORY QL R G M H @bstite\gtux keBldvaR, GOl @. 8<
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programu vinskeceste, a da se ne govori ¥LVRNRM NDNYRUOUL QMLKRYLK
SULURGQLP UHVXUVLPD L OMXGVNRP SRWHQBONMAOWW NRML
vinogradarstvu Vvinardvu. Za toMH Q Xdad@fRo bsposobljavanje jer je rad u objektima

na vinskim cestama vrlo zahtjevaf?®

3.5. Zdravahrana

A=GUDYD KUDQD SULSDGD QRYLMLP WUHQGRYLPD X EUL
Suvremeni trendovi u prehramf@ H WHR pHFVXDNDNR WUHED YS&®@istipgd UDp X C
UD]JYRMX QRYLK SURL]JYRGD 6YH YHUD SULVXWQRVW RGUHJ
primjerice dijabetea, raznih alergija, pretilosili kardiovaskulanih tegoba uzrokovanih
stresomteVOLPpQLK ¢RI VXYUHPHQM KA LYRWU RBERQENHG D DY R
UDpXQD R VYRMRM inBburitdupa Qedutirafd @ hvadidbenim vrijednostima
pojediniKk QDPLUQLFD WH QMLKRY L P XbHIQFEAIRMEK RGARMWEI R NRQW
A2UJDQV N prokwd@ iBWDNR VX VXpHO Nast@ad proigybt]jréalsrinys. P
proizvodimaon the gchranomsingle packKk UDQRP WH SROXJRWRYLP L JRWRY

MOrganska hranaX NOM Xp XM H NNiR&Ed Q@& bMXX] QMX VH YHAH NRPXC
zdravstvenih i nutritivnih tvrdnji. Proizvodi plus predstavljaju proizvode s dodanim

IXQNFLRQDOQLP DUJXPHQWLPD RG VDG YHU NODVLpPQLK Y
raznim oblicima vlakana, prebiotike, probiotike, omega kiseline i doizPodi minus

obuKYDUDMX UD]QH OLJKW YHU]JLMH SURL]JYRGD EH] aHUHU
VOLpPQR B8EU]DQL QDpLQ ALYRWD ]DKWMHYD GD RGUHYyHQH
SRVDR LOL L]PHYX GYD VDVW DXhNDpBiZVWXi, hErgd X N\VHO X OHR JLTF]H
QDSLWFL SHFLYD SURGX3aHQH WUDMQRVWL« L VYH WR XSD
single pack 7DNRYyHU SRVWRML @RIRIAIHHGE- hold ddtolDnPiMbidyikh

jelima (razni umaci, smrznuti obroci, instant proizvodi itd.)&o NRMLK MH QDMYDAa
SRVWXSDN SULSUHPH EXGH a8WR MHGQRVWDYQLML L GD QH

126 |14;
Ibid., p. 10
127y(5(1y,0 0AWR Mhhje@dwni®? 5D]YRM QRYRJ SURL]YRGD L] SHUVSHNWLYH S
proizvoda? VWUXpQL UDG 3RGUDYND G G .RSULYQLFD S
128 i
Ibid, p. 692
129 oc. cit.
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BRVWRML SRYHUDQD VYMHVQRVW PHyX SRWUR&DpPLPD R
]JGUDYVWYHQR RVYLMHAWHQL SRW UR ardvptier® Ridash Kaba X S U R
UDGH L]JERU PHYX SUHKUBDPEHQLP EUHQGRYLPD

A8 VXY UH®ijetQ Raha se zasigurno promatra kao lijek pa se tako mora i brendirati jer
SRWURADpPL |]DX]LPDMX DNWLYQLMX XORJX X UHJXOLUDQM.
SiMHYHQMH SUDYLQREKWDMNDU GPL R BdNBtvenii tepdbaSZaMmazD Y D

70% globalno anketiranih Nielsen Global and Health and Ingredient and Sentiment Survey
NDAaH GD D NdielewskeRzbor® GelLbi li prevenirali zdravstvene peote kao sto su

pretilost, dijabetes, visoki kolesterol i hipertenzia.

6YH MH YLaAaH KUDQH L GUXJLK SURL]JYRGD NRMLPD VH QDJC
7JUHWLUDQMH KUDQH MRD R LNIDGLRQMPpHIBL&WD aBEUHQGD
marketinga i procesa brendiranja te se takav pogledkndaDQX VYH YL&H SULPM

brendiranju u prehrambenoj industriji

Primjer brendiranjazdrave hraneMH EUHQGLUDQMH SRHBGRIUXPHD RX MMD G
marketing maslinova ulja kanalizira krozidl K SHW WRPpDND L SURGDMH NDR ]

autohtoni proizvod s prepoznatljivim geografskim podrijetiom i certifikatom kvalitéfe.

A8 PDUNHWLQJX B¥<OBEQRNOXAXOMDVOMHGHULP SRJLWLYQLP

ulja: 3

1. AMMaslinovo ulje je piiRGDQ SURL]YRG SORGD PDVOLQH X NRMHPX
vrijedni i prehramkni sastojci.

2. ODVOLQH VH SUHUDYXMX LVWL GDQ LOL WLMHNRP GYD C
NRULVWL VH PHWRGD KODGQRJ SUH&D QM DakhivRiMtizariR P R J X U X
NRMH LPDMX EODJRWYRUDQ XpLQDN QD J|]GUDYOMH

3. Na kemijski sastav i svojstva maslinovog ulja pozitRn XWMHpX SRGQHEOMH X
X]JbDMD PDVOLQD VRUWD PDVOLQD YULMHPH EHUEH SUR

BBONAIR, S. R., KRISHNA, H.Consumers behaviour in choice of food and brandfitig Annual EuroMed
Conference of the EuroMed Academy of Busin&sstiansand, Norway2014, p. 1164

131 The Nielsen companyVhat's in our food and in our mind, Ingredient and din#xaut trends around the
world, 2016, p. 5, dostupno na:
http://www.nielsen.com/content/dam/nielsenglobal/eu/docs/pdf/Global%20Ingredient%20and%200ut
Home%20Dining%20T neds%20Report%20FINAL%20(1).pdf

132 3(5a85,A., Maslinovo ulie+SURL]YRG QL PspektiNigranargsaiglasiiikvol. 1, No. 1, 2006.,
p. 237
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4. ODVOLQH VH EHUX WXPR R LGSV SFORGHRYL SROX]JHOHQL Ml
NDNYRUD XOMD WH VH PDVOLQD QDMEROMH pXYD ]D VOMFE
5. IXWULFLRQLVWLpPNL JOHGDQdRo He\j& WdddzjeGavhthivipgaaQ VN R P
NORURILORP L NDURWH QR L GitiBKsidahBi MVlashhovi éljd bgatR jeéS U L U R (
lecitinom te fosfolipidom koji stimulira metabolizam masti u organizmu i ulazi u sastav
QHXURWUDQVPLWHUD SD PR4H SRVSMHALWL IXQNFLMX PR
srceikUYQH aLOH 1DLPHDIEBADWMY RANRIQRVWUXNR QH]DVLU
PDVOLQRYR XOMH &aWLWL +'/ LOL AGREDU3® NROHVW
kolesterola. Nadalje, vitamin E, vitamin topiv u ulju, u maslinovom je ulju prisutan u
SRVWRWNX RG pbDNalfatRXRREOR®B® G/7/R MH VD QXWULFLR
najpolifH LVNRULVWLYD I'®RUPD YLWDPLQD ( 3

QR SR pHPX PDVOLQRYR XOMH VPDWUDPR OLMHNRP PR&H
1. 3UDNWLPpQR MH MHGLQR MHVWLYR XOMHaN&®rd khoMigrie RaH NF
WRJD SURUL NUR] LQGXVWULMVNX GRUDGX UDILQLUDQMH
2.Zbog svoje apsolutne asimilativnostno je idealno za dieceD GRMHQPDG QD pLN
djelujevrlo povoljno.
=ERJ WRJD 4WR VDGUAL ROHLQVNudsk¢ImastiOLQH RQR MH QL
4. ODVOLQRYR XOMH MH ERJDWR OLQROQRP NLVHOLQRP av
]DX]LPD WRPQR VUHGLQX L]PHYyX DQLPDOQLK PDVWL SUHV
PDVQLP SROX]DVLUHQLP NLVHOLQDPD EDPW RX QYIHRI RAMR SDREON
EH] VWUDKD RG aWHWQLK SRVOMHGLFD
5. Zbog njegova djelovanja na kolesterol, kolagenog djelovanja i laganog laksativnog,
SUHSRUXpXMH VH SUL EURMQLP SRUHPHUDMLPD SURED

holecistokomina itd .34

ARosdan oblik brendiranja zdrave prehrane upravoi  PHGLWHUDQVNL QDpPpLQ

PHGLWHUDQVND GLMHWD LOL PHGLWHUDQVNL QDpLQ SUHK
QDYLND L &LYRWQRJ VWLOD QDURGD NR MR &M M HgE 8 FOG 8 X H M
kojise ] DVQLYD QD GUHYQLP L DQWLpPpNLP QDpHOLPD SUHKUDQ
WUDGLFLMD PDVOLQRYRJ XOMD SRQRYQR VX RWNULYHQF
suzbijanju pojedinih bolesti kojgav X SRND]DOD GD MH KX prebavideRbd@atDNDY

133 .
Ibid., p. 252
¥0,5$129,0 . O0ODVOLHRAMRaXI@EKEFROMRSULY UH G/DI. 40,36 B-B, W99%, )b.F84
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WYDULPD NRMH GMHOXMX X VSUMHpPDYDQMX VUpPDQLK EROH
prirodni antioksidansNRMLPD MH ERJDWR PDVOLQRYR ¥OMH NDR &W

ASDURJD MH LOXVWUDWLYDQ SULP MHDL BHR ESAKRIJDIRBEODOH QG L L
ELOMND SRYUUH UL]J]QLFD J]JGUDYOMD KUDQD OLMHN L DIU
ELOMNH NDR SUHKUDPEHQH QDPLUQLFH aLURP VYLMHWD

SDPWLYLMHND MH GRAEX@NMO@MD QL WR\W BRIO FSAspatd®@GH aSDU
XEUDMD VH X QDMVWDULMH VDPRQLNE&GMLNNFAOMAUSRYWRMAEL
]DSLVL =D QrM idétok3iRacNskpDdielovanjg D V O Xj& @niinokiselina asparagin,

NRMD SRWHPMH RUIJDQL]PD RG WRNVLQD QDNXSOMHQLK WL
MDpDQMH LPXQR@GRQNRJ VXVWDYD

BBRVWRML SRYHUDQD VYMHVQRVW PHyX SRWUR&ADpPLPD RNI
JGUDYH KUDQH SRWURADpPL VX VijéMitw@itni pas@wM HQitveé! G D W L
XpLQNH QD QMLKRYR JGUDYOMH NDP¢D RGOXpXMX R NRQ]XPI

A8 LVWUDALYDQMX R J]GUDYLP L QH]JGUDYLP SUHKUDPEHQL
QDUDEWDWIUDMX YRUH SRVHEQR SWYVY@gBW R RiaQRwke QLFRP
POQRJR UMHYyH QHJR PODGLUL VPDWUDMX @D DMHH |BSUDEHD KB
UMHYHRGHUIRVOH RVREH VUHGQMH L VWDULMH GREL VPDWU
Zanimljivo je spomenuti kako su neke djelatnosti i inttreNDR &aWR VX pLWDQMH
glazbenih instrumenata povezase zdravim prehrambenim navikama, dok su radnje poput
gledanja televizije + koja kao i prethodne spgdaX NDWHJIJRULMX AUHNUHDWLY
vezanih a slobodno vrijemetsmatrajumanje p YODPQLPD L QH SRGXSLUX L]JER
MHORYQLNX Y“HIGPD3URPWMLYWM GHVWLPXOLUDQMX SRWUR
hrane 33#

AVWUDALYDQMD L D NGMNKPRIRXWDSRWR\RHDR R YLaH ]D NX:
koju percipiraju kaadrav(ij)u. U SADX MH WUALdAWH WDNYLK SURL]JYRGD (
PLOLMXQD GRODUD JRGLAQMHJID SURPHWD SRGDWDN L]

194$1(7,0 0 =GUDYVWYHQH YU L 20865 RpRvlvgia GrdaNaol. QPRNoE pX1B81 D

1%6/8-,0 'ORIJXUQRVW EUHQGLUDQMD V\ ¥IMHARRVINV RID|@ X WM HKXHEDURWB -XU
Strossmayera u OsijekBpljoprivredni fakultet, diplomski studij smjera Agroekonomika, 2016., p. 12

137 NAIR S., R., Consumer behaviour in choice of food brandith Annual EuroMed Conference of the

EuroMed Academy of Busineggistiansand, Norway 2014, p.1164.

138 STEAD, M., et al.,How do young people engage with food brandidgiversity of Stirling and The Open

University, Institute for social marketing, 2009, p. 9
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NOMXpPpQR GD SURL]YRYDpL L WUJRYFL UD]XPLMX NRML IDNW
GD LJDEHUX RGUHYHQH SURL]YRGH 2YR ]JQDQMH PR&H SRPI

razvoj zdravih brendovd>*

3.6. Brendiranje VODWNLA&D

AQRYDFLMD SURL]JYRGD NRMD LPD ]D SRVOMHGLFX SRYHUD
LIJUDGQMD QM IR GURADX¥PL K NEQMXQIBRMD VX NRML JHQHULUDM?
industriji; to su rezultati koji idu ukorak s novom tehnologijom, intenzivnhom distribucijom,

LQWHUDNWLYQLP L QRYLP SDNLUDQMH®DMNRSMDP BN LX OTHWM
velkih prHPD LQGLYLGXDOQLP SDNLUDQMLPD NDR UH]XOWDW
SUDNWLPQRJID SDNLUDQMD NRMD RPRJXUXMX NRQWUROLU
dnevnoj bazitNDR UH]XOWDW YHUH JDEULQXWRVWL ] VDWXV L

ADG MHGDQ EUHQG GRYROMQR RMDpD UDVWH L QMHJIRY|
QMHJRYR SURALUHQMH OLQLMH SURL]JYRGD WM SULPMHC
VWUDWHILML HNVWHQ]LMH RGQRVQR aLUHNRMKX. BNVHQGID Y:
SULKYDUHQRJ EUHQGD X FLOMX SODVLUDQMD QRYLK UD]O
SURL]JYRG YHU XVSMHaAQR SULKYDUHQ RVWDOL SURL]JYRGL 1
VOLPpQL R\WKORKY QR 8vi elementi marketingiksa integriraju uz dobru cijenu,
LIDEUDQRJ GLVWULEXWHUD L NDQDOH SURGDMH X] PHWRGX
VLIXUQR ELWBabiSMHEQ@® MH WDNR SULPMHU XVSMH&EQRJI
PRNRODGH NDG RVQRYQL BRHQG RRRYFRHW) R R MU 4 W X

A LVWUDALY QMK LIGHQWLWHW EUHQGD X LQGXVWULML VOD
QRYLK SURL]YRGD ,QGXVWULMD VODWNL&D MH NBUDNWHUI

139 KEMP, E., Healthy brands: establishing brand credibility, commitment anehexiion among consumers,

Journal of Consmer Marketing Vol. 28 No. 6, 2011, p436

140 MARJANOVA, J. T., et. al.,Marketing strategy foundation for SMEs development on Macedonian
consumers market of confectionary produ€snference Proceedings, Economocs and management in the 21st
Century- Solutions for Sustainability and Growtlsvishtov, Bulgaria2011, p. 4

14172.29,0 ,$$QDOL]D EUHQGD L ORMDOQRVWL SRWWR&DLHMD X QREOGLIV R
master rad, Universitet Singinidum, Beograd, 2015., p. 61

142 |bid., p. 58
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Top deset brendova okupimoVWRU SURGDMH D SURGDYDpPpL LPDMX PD
VWDYH QD WUALAWH PB*®MH SR]QDWH EUHQGRYH

A8 EUHQGLUDQMX pRNR OPa@Hi pJNREDGIHYNRMD/®IXpDJMRELpQH
X VODYQL SURL]YRG D UD]OR]L VHSJRLMRRERIMH QLLHAD ®RM
SURL]YRGQMH QDpLQX SDNLUDQMD PDUNHWLQJIX L V ¢
PHPX X VYRP VWXGHQWVNRP UDG% SL3H 1LNROR] 7XUD]DVK"

ADNRYHU X EUHQGLUDQMX X LQGXVWULIMLAVDOMI® N | B D QrLIM
WUHQGRYL QD VYMHWVNRP NRQGLWRUVNRP WUALadAWX XNOM
W H & L dunkbior@lbe V O D WK ABD VW X i X SRS X O D U QR A K@ IHWID \&H [
smatra da funkcionalna hrana nudi dodatne pogodnogirkogu smanijiti rizik od bolesti ili
SURPLFDWL RSWLPDOQR J]GUDYOMH MHU VDGUAL ELRDNWLY
da imaju povoljno djelocanje na zdravlje ljudi. Termifunkcionalnazapravo ukazuje na to da

hrana ima dodanu, poznatu vrijest koja ima blagotvoran utjecaj na zdravlje osoba.
1DMYDA&QLML NRQFHSW IXQNFLRQDOQH KU RdpaMjavWelaHOML V't
QDPpLQ WHKQRORANLP SURFHVRP REMHGLQMXM Hhrdrtd, QHNRO
RNXV NRMLUDRWKUREDIPLWD DOL L IXQNFLRQDOQD NRPSRQH!
YULMHGQRVW SUHKUDPEHQRP SURL]JYRGX 3RWUPRMEPL X
ASHUFHSFLMX L UD]XP kdvaMijinip@ixedimah uWijinDR WWH@EX IXQNFLRQ
komponentikao dodanu vrijednosg*’

AKod razvoja novih proizvoda uglavnom se Koristi strategija manjeg rizika temeljena na

ALUHQMX SDOHWH YHUO HWiRk@kiéhBidp L K& VER ECRGRIDD X HLAMIKDY D
QRYLK REOLND SDNLUDQMD S RBijuWriRWhH atokha $ dRtbjpkeRGD L D'
SRVOMHGQMH YULMHPH SULVXWQR MH L aLUHQMMENEUHQGR

143 ZHANG, C., WU, J.,.Global Market Strategy in the confectionery industry: The case of Herseys foods
corportion, master paper, Michigan State University, 2011., p. 26

144TURAZASHVILI, N., Patchi: How marketing made ordinary chocolate luxynfPepartment of Comerce,

Turiba University, Riga, 2015, p. 6

4567%$1,0 BULODJRGED YL]XDOQRJ LGHQWLYWWE GMH DG WPV MpIN B R B X XHDIVD!
Zagrebu, 2015., p. 27

146 Autor nepoznat6 WUDWHAND DQDOL]D KUY D venvinarkadas@\a, [ERoRdthskiNfakulted G X VW U L M
6YHXpLOLA&WP. 3X dofupbd-hi: X
http://web.efzg.hr/dok/OIM/tsliskovic/STRATEY%C5%A0KA%20ML1ZA%20HRVATSKE%20KONDITOR
SKE%20INDUSTRIJE2012.pdf

47 %/8+$. ' BURJUHVVLYH FRP )XQNFLRQDOQL VODWNL&L 3RNUHWDDpL
nahttp://www.progressive.com.hr/component/content/articld@mne/474 funkcionalnislatkii-pokretat
novegranetrita.html
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stretching WH XYRYHQMH RJUDQLpH Q linktel etltianvpddEBRLINM GD HQ
SULYODpPpHQMD QRYLEHK &RiWhEnEIhe DyovarD Runk&ionalni  proizvodi
RVLIXUDYDMX SRWURADpPLPD IXQNFLRQDOQH SUHGQRVW
SURpPLAUDYDQMH GLAQLK dalsaX wientdlba Ragy M kKbaiDpvoz\@dil H
uglavhom iz bombonske grupgVPMHUHQL VX SULPDUQR QMID MWDULN
SUHGVWDYOMDMX VQHOM B Q&H NJFDQ/GMXV RUVNRJ DVRUWLPDQD
funkcionainih pPURL]YRGD pLQH RQL V GRGDFLPD YLWDPLQD PLQ
NRML MDpDQRIX WEWDPEHOMXGVNRJ RUJDQL]PD L SULGRQRVH
SRWUDAQMD |]D WDNYLP SURL]J]YRGLPD NRML SUXADMX ]J]GUD"
VDGUADMHP SROLIHQROD SHXWLOL QD ED]JL SRYUuD L VO

AWR LPD QDMYHUDPpX\@MMNFDXSRFPUKYIOQGXVWULML VODWNL?Z
PHWLULMX UD]OLPpLWLK DPEDXO®EARQRE LML K ¥ WNRR IO & B M ¢
prvo privuklo pozornost. Po pitanju pakirarijlilka pRNRODGH ERMX NDR GRPLQ
odabrdo je 79,7% ispitanika. Grafiku je prvo primijetilo 13,6% ispitanika, informacije 5,1%

GRN MH REOLN DPEDODA&H VDPRDorina jaR\WR @ BIGW L iND R PER L
faktor odabrana je grafika s 37, EOLVNR SR SUD U HZRu2ima BMaP Zatik M D
dijede informacije s 25,4% tQDSRVOMHWNX REOLN DPEDODIandt VD VYH
PRNRODGX VX \DOinp pIRNROPEGH *UDILNX MHOWR&ERBUDOR
informacije 23,7%te oblik 8,5%. KodHedona pRNRODGH UH]XOWDWLk VX PDO
DPEDODaH MH SUYHQVWYHQR ]JDPLMHWLOR LVSLWDQLN

6,8% ispitanika?*°

48 $XWRU QHSR]QDW 6WUDWHAEND DQDOL]D KUY DW ¥XdhémdkiRaRuBdt WRUVNH LC
6YHXpLOLAW P 3dostDpho kaE X
http://web.efzg.hr/dok/OIM/isliskovic/STRATE%C5%A0KA%20ANALIZA%20HRVARKE%20KONDITOR

SKE%20INDUSTRIJE2012.pdf
M9 JAKAL, M., 9L]XDOQD NRPXQLNDFLMD L]PHyX SRWUR&DpPD LdRIOMSki]YRGD V L
UDG 6W U X p Qrhedijayoblikavein®, Ydnjénss Y HXpLOLAWH 6MOL5.-pU09DUDA&AGLQ
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4. 35,0-(5, 863-(aIBRENDOVA HRVATSKE PREHRAMBENE
INDUSTRIJE

8 +tUYDWVNRM SRVWRMH SULPMHUL EUHQGRY DkakojSUHKUD |
UHJLRQDOQRM LOL JOREDOQRM UD]JLQL OQRJR KUYDWVNLK
QDWMHFDQMLPD +UYDWVNL SUHKUDPEHQL EUHQGRYL VLC

konkurentne hrane.

4.1.Vegeta

AegetaMH QDMMDpL G RdAd iosloenbj HeQijs kofa, SUHPD YRGHiURM JORE
LVWUDALYDpIpsBSMREIKPBUMLWUALAWD +UYDWV?§F?—IA/H61®RYHQLI\/
aDUOLM UP&ltauket NKWORL + LV W L pkdalivetl odoivdde X/egete, kontinuirana

ulaganja u brend ietinologiju, stalne inovacije u asortimanu te kontinuirane i kvalitetne
SRGX]HWQMNHNGIDNWUBLAWLEMHHRY MM URZWHIBHDPD RYD SRWYU
S RW U R a Ppdr#/Kujg Bodatna motivacija deenastavi ulagati (Vegeti kao proizvod i

EUHQG NDNR EL L X EXGXUQRVWL RSUD Yé&é&deDdogaRataM H U H Q N
NDNR SULSDGD VDPRM HOLWL VYMHWVNLK EUHQGRYD W
DNWLYQRVWLPD XVSMHEAQR!SDULUD L RQLP QDMYHULPD

Arend Vegetase opisuje kaspoj kuinarskog iskustva i zdravih sastojaka, kao univerzalni
GRGDWDN VYLP VODQLP MHOLPD RG PDOLK ]DORYDMD GR
Kve verzije proizvod¥egetesu: &ODVVLF $MYDU *ULOO 1PHWXU ORQRI]D

Avegetinadut u brendirank MH VYDNDNR QMH]LQD WUDGLFLMD L GXJR®
zbognjene bogate povijesti ko H |[DSRpHOD GDYQH JRGLQH X LVWU
ARodravke® pod vodstvom profesorice Zlate BarWegeta 40kako seVegetau svojim

SRpHFYP@D GDQDV SUHSR]QDWOMLYD SR VYRMRM SODYRM
XQLYHU]DOQL MH GRGDWDN MHOLPD NRM#*SREROMA&ADYD L X

150 Autor nemznat, Vegeta * QDMMDpL EUHQG X p&BwilhD, ddstuphdv Lna:
http://www.poslovni.hr/domackompanije/vegetaajjactbrendu-adriareqiji-319549

151 Autor nepoznatVegeta+r QDMMDp L U H J,InRR@ebn@rketingscork, @adtupno nkttp://www.media
marketing.com/vijesti/vegetaajjaciregionalnibrend/

152y/egeta bband podravka.hr, dostupno nattps://www.podravka.hr/brand/vegeta

133 yegetaproizvodi vegeta.hr, dostupno nattp://www.vegeta.hr/hr/

134 Kako je nastala Vegja? podravka.hr dostupno nahttps://www.podravka.hr/clanak/2001664/kake

nastalavegeta/
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KloganVegeteglasi: -R4 L GDQDV VH QDMEROMH NXKD V SX¥OR OMXE

ARovijestVegete SRpLQMH JR Gdegothl OND@GY MUHD Q D #QNOD NWRJ dilHEW H L
kasnije pokazatithezaustavljivo krenula putem uspjeha. Osam godina kasnije, 1967. godine,
VegetaSRWSLVXMH SUYH SURGDMQH XJRYRUH VDsWeWKdDQLP S
WUALAWD GRGDWDND MHOLPD 3UYH VWUDQeagetibile® S uMH NRM
ODYyDUVND Vedeba\tijgkbm 1971. godine mijenja naziviegea D UDVW SRWUD:
zaVegetomUH]XOWLUD 4LUHQMHP QMH]LARK WDSIDEGNIX QM HRXIVM
YyHKRYVOR¥Y@EBENSXWXMH L WLVXUDPD NLORPHWDUD GDOHNR |
XGDOMHQX $XVWUDOLMX *RGLQWgetinaTVS Rp\. N HHE&iidF PLW L UL
Male tajne velikih majstor&uhinje u kojoj je ulogu woditelja imalo jedno od najpoznatijih
televizijskih imena+Oliver Mlakar, a u njoj je nastupao i jedan od najpoznatijih kuhara u ex
Jugoslaviji,chef EWHYR .DUDSSDUQMIO MH NXOLQDUVNLP YMHAWLQLI
RELOMHALR SUR\VawjR Wte VEjenved posveXidd¥ativnim pristupom peaaciji
prehrambenog proizvoda. ré6z primjenu u kuhanju i savjete poznatog kuhara Steve
.DUDSDWedgetdatMH SULEOLALOD NRULVQLFLPD L XpYUVWLOD QtC
svepopularnog univerzahog dodatka jelima.. L MHGQD aOIGFFOEOIRIJERIMDWD UH
L] NXOLQDUVNRJ VHULM bé&y@&inlh YAVDHQUDQY/L & LR VWKURMEIDM BV W L

Avegetase prilagodila i trendovima u zdravoj prehrani. Postoji proizVedeta Naturkao
RGJRYRU QDVYDMWWXW SRWUR&DpPD L SRWUHEX ]ROIpGUDYLP
godLQH SXaWHQD Nrddstalja\Wavadijd Wdddaddma jelima i u potpunosti je u

skladu s trendovima zdrave prehrafi?.

A/egetaje dobitnica brojnih nagradza brend, pringfrice nagrade&Superbrand 3% &Osim
NYDOLWHWH X SURFHVX EUHQGLUDQMD 9HJHWD NRULVWL L

brzo i instant mariniranje to suVegeta Mediteran, Pikant, Twiistl. 3°°

15| oc. cit.

158 oc. cit.

157 Autor nepoznat,Vegeta + QDMMDpL GRPDIiL E i Qjétrgoxac.rG U dastupndd na:
http://www.jatrgovac.com/2017/03/vegeatajjacidomacibrandu-adriareqiji/

18 Autor  nepoznat, 9HJHWD AVXSHUEUDQ,G? indexhr, 5dostlpro.  na:
http://www.index.hr/vijesti/clanak/vegetwuperbranel-rusiji/274227 .aspx

199 HJHWD EDdid.lpdostipno nahttp://www.vegeta.hr/hr/
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Avegetaje primjer globalnog brenda. Prodage plOu 40 zemalja svijeta i na svih pet
kontinenata. U svoj asortiman proizvodagetastalno unosi inovacije, a svojom kvalitetom,
WUDGLFLRQDOQLP UHFHSWXUDPD L SUHSR]QDWOMLYRA&UGX
Vegetaosvaja srca svojih korisnikaR VO XaNXMXiuL QMLKRYH SUHKUDPEHQH
]JDKWMHYLPD SRMHGLQLK QDFLRQDOQLK NXKLE%D L subwlL

4.2. Brendiranje morske soli

4.2.1. Ninska sol

6RODQD 1LQ MH QRYL MDVQL SRN Xjabhdske daH. QlRinfd, BoRddD SURF
Nin napravila je pozitiviIK SULPpX SULpPpX \RHVRDODM|L PXYHHM L NXuD VR
SURL]JYRGLPD VROL PHYyX QMLPD MH GDNDNR NXKLQMVND
kozmetika na bazi morske soli itd.). predstavljanju ninske soli nastoji se kombinirati i
REXKYDWLWL SRYLMHVW VRODQH WXULVWLPpND YULMHGQR
NDR ED]J]HQD V ELOMQLP L Jgbspaisvaks) wijeddasP solavie. M kbjdjR® W H

proizvodi sol

Emocionalnoj komponenti u brendiranju morskR ® L GRSULQRVL IPraiZ2ddiJDQ VR
6RODQH 1LQ VX UDYHQL UXpQR 6WYDUDMX VH V OMXEDY (
NDUDNWHUD 8NXVQL L VSHFFYLpQL 2SXaWDMXiUL L OMHNRY

AMHYyX EURMQLMLEBRINRM® XSULOLpXMH 6R®AM@votdn®) PRJIX \
vrata i Festival soli Solana pored soli proizvodi delikatese, kozmetiku, suvenire i poslovne
darove. Solanu Nin JRGLaAQMH SRVMHWL L]JPHyYX L O M X
svojevrstanmD JLpQL PX]J]HM 6WDUD MH SUHNR JRGLQD 2 WRI
doba Liburna (llira) te rimska zapornicaNRMD VOXAaL ]D UHJXODFLMX GRW
bazenim®) L VWDUL DODWL 6RODQD MH SRYH]DQD Vma]HPOMR
sjeveNRGDOPDWLQVNRJD SRGUXpMD V EXURP @ DIXOHIDHEQIV BO D
kraljice JeleneX 1LQX DOL L V QLQVNLP RUQLWRORANLP UH]HU)Y
preko 200 vrsta pticd®®

180\/egeta brand, podravka.hr, dostupno téns://www.podravka.hr/brand/vegeta/

1 5plana Nin , solananin.hr, dostupnohisn://www.solananin.hr/hr/pocetna/

1621z Hrvatske vodoprivrede: Jadranske tvornice "bijelog zlata", Hrvatske vode, dostupno na:

http://www.voda.hr/linovosti/izhrvatskevodoprivredejadransketvornice bijelog-zlata

B 6RODQD 1LQ OX]HM L NXiUD VR O hitp:XWR@ BoGe@ih IQ/hKbuzékR¥IMX SQR QD
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A VNORSX 6RODQH NDNR MMIHMpHQRIQDIARD|H 7X VH PR&H
kroz prikaz cneELMHOLK IRWRJUDILMD L] GDOHNH SUR&AORVWL V
NRULVWLOL X GDYQRM SUR&AORVWL NDR VUHGVWYR |]D WUD
posjetom mueju soli istodobno se stiegH XYLG X X VD G bh&Q@AMriRevakiivieuRgouD Q H

i maketu jedistvenoga prirodnog rezervata @R NXPHQWDUQL ILOP QD KUYDWYV
engleskom jeziki#®* Sol se promovira na inim weWWUDQLFDPD L SRHR&tO/NLP L]L
WUHED XURQLWL X RpDUDYDMXuL PX]HM MHGLQH HNRORA&N
VYRMH SRVMHWLWHOMH RGXaHYOMDYD ULMHpLPD VOLNRP
QDGDVYH YULMHGQLP SORGRYLPD OM Xgenendid *oNmeBEb NRML V
VWUDQLFL VRODQH 1LQVND VRO VH SURPRYLUD SRPRUOX SUI
VODYHUL OMXEDMRRAVWBNRLUREGL UXPpQR ED& NDR L QHN
OMXEDYL L X4LWND D SR @l hd@ungaY Badidnsdg GrioraG ivieXs Q D M E
Velebita 3%

ANinska sole jediQD VRO V HNRORARGPSRHUHWNIDNMHR/MHFD SDNLUD
nose oznaku- %,2 6WDUL AUX]LQDYL® GLMDOHNWDOQL LJUD]
RGPDUDMX Q DpmdstavjjeulaiFdkéjiDza turiste; mnogobrojne berbe soli odavno su

za tim vagonima. Od antike se postupak proizvodnje u ninskoj solani neznatno mijenjao. U
Solani Nin koristi se energija sunca i vjetra: u otvorenim bazenima more isparava i stvara se
sRO D SRGX]HWQLFL L GMHODWQLFL 6RODQH ELOL SRNUHQ
L YULMHGQRVWL HNROR&ANH R]JQDNH SD QDNRQ SHW JRGL
RYODAWHQRJ XUHGD L] J)UDQFXVNH 6RODRDQ MIHQ WSIUNRR. | B R (
1LQMDQL YHU ELOL QD HXURSVNRP SD L MDSDQVNRP WUAL
VRODQD V HNRORANLP FHUWLILNDWRP &daWR MRM MH RPRJXI
W U&L&WH PP WY Ihiedisexna stranicailinske solane?®’

Grad Nin je 11. rujna 201pogodilo katastrofalno nevrijemeé7R MH Q HzgpgaveI HP H
pogodilograd Zadar i pLWDY X RNROLFX SURXJURDpPLY BIH JGREDNHN XX L 8L i ¢
stanje upravo u Ninu, kame stigla vojska s amfibijomPoplava je gotovo u potpunosti
XQLawLOD VRODQX 1LQ D SURSDOR MH YL&H RG GYLMH WU

1841 oc. cit.
1851 oc. cit.

166 .
Loc. cit.
167°.2/$129,0 $Ninska sol- MHGLQD MDGUDQVND VRO , VrthtN®QURENDaP FHUWL

http://www.hrt.hr/314424/vijesti/mskasoljedinajadranskasols-ekoloskinicertifikatom
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NXQD =ERJ SURGRUD EUDQH VRODQD X 1LQX SUYD VH QD&
solane kazao je da je velika buicAURELOD EUDQH L VYD YRGD L] XQXWL
QMLKRYX VRODQX WDNR GD MH XSUDYR RQD Ategd SUYD
potoplieno3 NDA&H 2&SRpIHIY A RG VNODGLAWD XSUDY QORIGIDRIDMIH |
kako morajupopiVDWL VYX 8WHWX L RQGD iiH YLGMHWL NROLNR LI
Uz to tvrdi kako ne zna kad biIRODQD SRQRYQR PRJOD ELWL X IXQNFLN
VSUHPQD GR R&XMND NHGD NUHUH QRYD VH]RQD

,QDpH X VYLMHWX MHD®RMBDINRDIOEMWRIE VROL NDR HNRC
namirnice. Alimalajska sol tradicionalni je praiad koji je od davnina smatrékraljevskom
namirnicomte dodA DR QD Juidb\zlawbDNRjkvalitetnije gromade himalajske soli melju

se u sol kojasldL X SUHKUDQL GRN MH NUXSQLMH POMHYHQD Q
LQGXVWULML 7D UXaLpbvwbD VRO ERJDWD PLQHUDOLPD S
suzhjanju reumatskih bolova, astm& H DOHUJLMVNLK L GHUPDWSRIORANLK V
za inhalaciju, primjerice, kod problema sa simasj upale grla ili bronhitisdJstanovljeno je

GD |IDJULMDYDQMHP LRQL]JLUD JUDN pLQHUGL JD pL&A&UGULP L JGU
KLPDODMVNH VROL LJUDYyXMX SRSXODNBR@HUV YGWLHW MOHMEB HQ
HOHNWURPDJQHWVND |JUDpHQMD SD MH WDNYH VYMHWLOMN
Konzumiranje prirodne, cjelovite soli poput himalajske blagotvorno djeluje na kompletan
RUJDQIYDP 3

3DaND V

A3DANDMHRIDAWLGHQD R]QDNRP VPWRHEAPRMVV E R G\Y RIN®O®DD L Q H
VSHFELILPQH JHPOMRSLVQH R X]QRMD W\NQRHY B RIRIGHO VML Y R G
Amorske soli.3DAND PRWBMNINKR®QR VDGUAL \sastdjaR mQa Bds@orh NR ML
NHPLMVNRP VDVWDYX VOLpQD MH RVWDOLP PRUVNLP VROL
JUDQXODFLML L REOLNX NULVWDOD VWDQGDUGL]JLUDQRM 1|
morskim solima#"°

8 3%$8y(. 6/-,9%. IMSODYD XQLAW LB RROOR XMHLYLMH WUHILQH EHUEH
X G D Waex.hil, dostupno néattp://www.index.hr/vijesti/clanak/poplavanistila-solanunin-propalcje-dvije-
trecineberbebili-smo-prvi-na-udaru/993948.aspx

19y 2/,0 @6limalajska sol+najzdravija sol nazemiljj alternativaza-vas.com.dostupno na:
http://alternativeza-vas.com/index.php/clanak/article/himalajsia

3D&AND VRO DJUR N Ritip:Kvivw GROYANHX/ BrQrienddBY'solanag/
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A3DEAND \WWRAWOWIDVLWQOX L NUXSQX PRUVNX VRO D X DVRUWLP
sitnasolRERJDUHQD NDOFLMHP itnakal §sQ shijdnpdiink udjéeldmigdttja). Ve

YUVWH VROL UH]XOWDW VX VOLMHYyHQMD VYMHWVNLK WUH
Pagus]DpLQVNH PRUVNH VROL NRMH VX PMHADYLQD'“3D&aNH VL)

4.2.3. Cvijet soli

ABRVHEDQ SURL]YRG NRML MH YH]DQ ]D VRO MH FYLMHW VR
SURL]YRYIDMENRM WBORYHU BH SYRVUHW VROL 1MHJID pLQH Y
ELMHOL NULVWDOL VROL NRML VH NULVWDOL]DFLMRP IRUPL
NDGD YUHPHQVNL XYMHWL WR GRSXawDMX VROQL FYLMHV
odnosno sakupliasam@Q MHJRY JRUQML VORM SULMH QHJR SRWRQH Q
EHUEX NRMD VH YU&dL UXpQR LPD QD UDVSRODJDQMX Yl
Dobiveni Solni cviet SRWSXQR MH SULURGDQ SURL]J]YRG MHU QDVWI
kristalizaF LM RP NDGD VX XYMHWL X SULURGL JRWRYR VDYUAaHQ
LPDOR YMHWUD EHUH VH UXpQR L VXaL VH QD VXQFX &LM
bDN L ODJDQR VODWNDVWRJ RNXVD ]ERJtgkema¥H UDGR NR

Ovdje treba posebno istaknytozornost tzvNinski cvijetsoli. AQDpDMDQ MH MHU MH
RERJDUHQ SULURGQLP PLQHUDOLPD NRML LQWéasaliyYLUDM X
postaje neizostavnim prirodnilN X O L Q D UV N L Bi dakemergjuie Ryuiidnske delicije.
'RELYD VH X LVNOMXpPpLYR LGHDOQLP YUHPHQVNLP XYMHWL
NDVQR QDYHpHU NDG QHPD YMHWUD 3RMDYOMXMH VH QD S
QD ODWLFH FYLMH DENR M H 10 MX@GR/ NIDLNINKR @ijéth\stliBpada W L P D
VSHFLILPQX YUVWX PRUVNH \OROIDW® DBV Rij@ydd ey L 1D
LQWHQ]LYQD DURPD WH QMHA&QD SDKXOMDVWD L NULVWD!

nepca ¥

1 Loc. cit.
12| oc. cit.
3 Ninski cvijet soli, solananin.hy dostupno nahttp://www.solaanin.hr/hr/proizvodi/ninskevijet-soli/
174 :
Loc. cit
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4.3. Ledo

AedoVSDGD PHYyX QDMFMHQMHQLMH KUYDWVNH SUHKUDPEHQ
marketingD L UD]YRMD W RaieSXHRALINRYy®PD]QDQMH GRVDGDAQMHP
UL MHIpd®j® u hrvatskim, ali i regionalnim okvirima, sinonim za t@pi, kvalitetu i

LQRYDWLYQRVW a8WR SUHG QMHJD VWDYOMD YHOLNX RGJRY
GD VX QDMYHUL GRPDUL SURL]JYRyYDp VODGROgd€&dgaWweH QDMY
b X GL awdBviptoizvodi prisutni u gotovo svaR P G R P D U Ldp ¢am Yetenzivno

XNOMXpHQ X VYH ID]JH aLYRWQRJ FLNOXVD SURL]JYRGD QD
SURL]YRGD SUDWL QMLKRYR XYRYHQIMH UNH WLUGAANR/M VWK
QDVWXSD QD WUAaLAWM LSDODRQWO LQIMILIK SR WD§PRMH SRWURSAE
VWUDWHJILMX ]D EXG X ipfaR pakzvod R G NLGBIiMH UG HQBEMHKD QD

Aedo X VYRMHP EUHQGLUDQMX RPRJXUXMH SRWURA&ADpPLPD GLC
ProjektLedonardgu KRMHP SRWUR&DpL NUHLUDMX VYRM RVREQL VC
SD uH VH QD WRP WUDJX UDGLWL L XEXGXUH M HddoWH VWD O (
SRWUR&bpD 2QL SRVWDMX VYH ]DKWMHYQLML LQIRUPLU

stvaranju novih proizvodd:’®

A8 SURMHNW X u/$FAR QX XGIRD MX p H Q tladoleBdJrRBHrY plaiformadnt,
XNOMXpXMXuL GHVNWRS L PRELOQH XUHYyDMH ,DNR QDUDYC
RVREQRJ UDpXQaviemm radoyindap®dtdie i oni napravljenna mobitelima i
WDEOHW UDpXiegdweBERRLEHDEHVH WHKQRORJLMX NRMRP VH VI
tako, primjerice NXSFL PRJX NUHLUDWL VODGROH@LHAMHKeEdaMHPH YF
LPD &DQV XeddfaN'D W L

Aedo WDNRYHU QDJODADYD L X VYRP SURFHVX EUHQGLUD
RVLIXUDYDMXiL XNXVQHLed® X MHGVMHR DNWILYR®H]DIRYDUD
pravinX SUHKUDQX O0DUNHW uQealNciljfe doHambd @zvid BViR®RW URAD p D
R QX348QRVWL UD]JQROLNRVWL X SUHKUDQL WH YD&QRVWL NR

1> Dario Vrabec, direktor marketinga i razvoja u Ledu, intervju, progressive.hr, dostupno na:
http://www.progressive.com.hr/profil/463fario%20vrabedirektormarketingai-razvojau-

ledudje%C4%8Djem

178 oc. cit.

7°48-2 02YR VH GRJRGL NDGD /HGR SRWURaD f lpsivvis. t HISstupg ha:R G O X N X
http://www.poslovni.hr/marketinirmediji/ovosedogodikadaledo-potrosacimeprepustiodluku-o-sladoledd

218990
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MHU VX SRWUR&ADpPL X +UYDWVNRM X WRPWzNOREIEXELMHN G
XVSRVWDYLR SULOLDQ RPodM&dmtRad g dNeRl@ddiHyROIRQIAWR pLQL
GREUX VLQHUJLMX WLK SURL]JYRGD" 9%RdPahkesmddri daije G LUHNW
RYRP VOXpDMX ULMHp R VQD]JL GLVWULEXFLMH L NRPSH
kompetentnosti robne markeRNRXLQRHp MHP ¥ HjdRuHt® SMr{dnjd na tragu je
nastojanja da se snagom robnih marki hrvatskin kompanija, kao i kompetencijama u
SURL]YRGQML L GLVWULEXFLML LVWLK RVLJXUD MDpDQME

Europe 3’

A kobrendigu je bitna razmjena isk'éD L ]QDQMD 'DYRU &4LPXQLU GLUH
razvojaLedaQDJOD&DYD |IDGRYROMVWYR SULJRGRP VXUDGQMH /|
PL&0OMH Q MlzddapostobnaMsttadnja ostvarena na obostrano zadovoljstvo, a da su
iskustva i razmjena znaniaja su stekiUDGHUL |DMHG QR QoBatRapreéndStz&® M HN W
obje kompanije3°

AJ procesu brendiranjbeda YHOLNX XORJX LJUD QMHJRY GREDU GL
SRGUD]XPLMHYD L NYDOLWWHWQR FXV Pal\&d MPEQNDD) BIBDAEX WDM
XVSMHKD WRJ SURL]YRYDpD &aLURNLP rdazxviWw poliirdd, idOQoH P L L ¢
digitanog P DUNHWLQJD YHUO L WHKQRORJLMH XPMHWQRVWL HN
utvrdi kretanje makroW UHQGRYD X VYLMHWX M@UXYQMDEXKMER ®WE N\
WRJD PRaH LVNRULVWLWL QD SRVORYQRP GRDPX NRNER EM Al
svoje poslovneuvjete. Voditelji marketinga uLedu Q D J O D & D NdstMinornviarga,
LVWUDMWNDQMBQDPQLFL XVUHGRWRWXYDQWXp QD DR R AXGH
NRULVQLFLPD L |D XQDSUMHYHQMH SURL]JYRGQMEedy, ] WRJ V
ugasili svemini-webove GHVHW UD]OLPpLWLK RGYRMHQLK EUDQGRYVI
korisnike preusmijerili na svof\ U H D @3 HwelvsDaticu Leda. Na toj stranici posjetiteljima

u svom ekosustavu, pod dobro poznatim dizajpom i uvijek jednalder experienceom
SUXaDMX VH VYH NREdoVIiOMW WRPRMPDEFELMHRYRVWYRUHQLP |

178 .

Loc. cit.
19 predstavljena suradnpodravke i Ledanaca EUDQGLQJ SURMHNW, XodyakaRi@bs@pnoy ODGR O H
na: https://www.podravkatkompanija/mediji/vijesti/predstavljersuradnjapodravkei-ledana-co-branding
projektucokolino-sladoled/

180 oc. cit.
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https://www.podravka.hr/kompanija/mediji/vijesti/predstavljena-suradnja-podravke-i-leda-na-co-branding-projektu-cokolino-sladoled/

rejting, frekvencijom objavaSRVWLJOL aLYRVW VWUDQLFH D NRULVQ
RNROL& X NRMHP VH PRJX ODNR31§/1QDUL EH] SUHYL&H GLVWU

ALleduYHOLNX SULOLNX |]D RVWYDULYDQMH SUHGQRVWL X EX
SRVORYQLP SDUWQH UAREG D ¥ B W WA &D RIDR@AVo uveden CRM
VXVWDY NRML UH Rife&dXNXWEDSU DBRWWQWRAEDpPD WH PRWUHQMH
upita na svim kanalima, bilo da dolaze telefonsi@lom LOL SXWHP GUXaWMHQLK PL
VWUXpQMDFLWWHYW YDDIYXAPIPNH SURMHNWH NRML LGX X
WHKQRORJLMRP EU]JLP SURPMHQDPD X UHFHSFLML SURL]YF
SRWURAaDpPL VYH VX LQIRUPLUDQLML WH SD]JH QD J]GUDYOMH
ALYRWD WBWW]MDAH MH &éetQ 8&Drazndatra i veliki novi valAl*®?, chatbotd®®
SUHSR]QDYDQMH HPRFLMD SULODJRYDYDQM¥H*SRQXGH L ND

AedoNRQWLQXLUDQR UDGL QD UD]YRMX LQRYDWLYQLK SURL]
tom smislu nagl@d DY D ®lihteM sVjetski lider zabusiness intelligencepo drugi put

KUYDWVNL /HGR SR]J]LFLRQLUDR NDR YRGHUHJ SURL]YRYDpPpD
X +UYDWVNRM L MXJRLVWRPQRM (XU Rdline @atD@iMinte] L NR M D
Food & Drink ]I DNOMXpHQR MH GD YRGHUL SURL]JYRYDpL VODGH
SRWURADpPLPD SRQXGLWL LQRYDWLYIHovSiatiBledYHREOREEL RN X V't
SULPMHU SURL]YRGD NRML MH LVNRULVWLR WV&imierxet UXawy
i izvan njega. Zdedo MH WR SR QMHJRYX PLAaOMMQaVispominjgtOLNR S
ADMLQRYDWLYQLMH VODGROHGH NRML GROD]H XSUDYR L]
QDJUDGD OHYyXQDURGQRJ XGUXaHQM(tedatiBrial YcB YOep VODG |

Consortium)3%°

181 Dario Vrabec, direktor marketinga i razvoja u Ledu, intervju, progressive.com.hr, dostupno na:
http://www.progressive.com.hr/profil/463fario%20vrabedirektormarketingai-razvojau-

ledudje%C4%8Djem

182 Al - Artificial Intelligence Umjetna inteligencija (Ul)e nazLY NRML SULGDMHPR VYDNRP QHALYR
SRND]XMH VSRVREQRVW VQDODAHQMD X QRYLP VUWOFELERIIRED SRELpDM
Izraz se neosnovano primjaje i narobote EXGXiUL GD QMLKRY VXVWDY QH PRUD QXaQR E
wikipedia.org, dostupno nattps://hr.wikipedia.ag/wiki/Umjetna_inteligencija

183 Chatbot (poznat i kao talkbot, chatterbot, Bot, IM bot, interaktivni agefttificial Conversational Entity
UDpXQDOQL SURJUDP NRML SURYRGL UD]JJRYRU SXWHP VOXaQLK LOL WH
A$ F KD W EKRoWn ab ©talidot, chatterbot, Bot, IM bot, interactive agemytificial Conversational

Entty LV D FRPSXWHU SURJUDP ZKLFK FRQGXFWYVY D FRQYHUVDWLRQ YLD |
dostupno na: https://en.wikipedia.org/wiki/Chatbot

8¢ Dario Vrabec, direktor marketinga i razvoja u Ledu, progressive.com.hr, dostupno na:
http://www.progressive.com.hr/profil/463fario%20@rabeedirektormarketingai-razvojau-

ledudje%C4%8Djem

B 6YMHWVND DJHQFLMD OLQWHO REMDYLOD /HGR VODGROHGL PHyX
http://www.agrokor.hr/hr/vijesti/svjetskagencijamintel-objavilaledo-sladoledimedunajinovativnijima/

54


http://www.progressive.com.hr/profil/4632-dario%20vrabec-direktor-marketinga-i-razvoja-u-ledudje%C4%8Djem
http://www.progressive.com.hr/profil/4632-dario%20vrabec-direktor-marketinga-i-razvoja-u-ledudje%C4%8Djem
https://hr.wikipedia.org/wiki/Ra%C4%8Dunalo
https://hr.wikipedia.org/wiki/Robot
https://hr.wikipedia.org/wiki/Umjetna_inteligencija
http://www.progressive.com.hr/profil/4632-dario%20vrabec-direktor-marketinga-i-razvoja-u-ledudje%C4%8Djem
http://www.progressive.com.hr/profil/4632-dario%20vrabec-direktor-marketinga-i-razvoja-u-ledudje%C4%8Djem
http://www.agrokor.hr/hr/vijesti/svjetska-agencija-mintel-objavila-ledo-sladoledi-medu-najinovativnijima/

44, JanatQDMYHUL KUYDWVNL EUHQG SUHKUDPEHQH LQGX

Bez sumnje najpoznatiji brend u Hrvatskoj predstavlja btm@e vode s porukombrend
QDMYHUHJD KUY DWYV N Rgiokét UrajReY ivdni, Fkdo DebaQdeltnik brojnih
QDJUDGD QD SRGUXpMX NUHDWLYQRJ RJODaDYDQMD

A 3 U L ptidarRa, rodama, Malenoj i Klepetanu u sklopu kampanje damala s porukom

ljubavi osvoijila je nagradi®o U R Q p Dr@ Cafie¥ Lionsu QDMYDAaAQLMHP VYMHWVN
kreativnoga o DADYDQMD 3UHVWLAQD VWDWXD ODYD NRMD GR
jednoj hrvatskoj kompanijiNRQDpPQR MH |JDKYDOM XM XdabhaiSagdnpija R OM X
Imago Ogilvy SUHQLMHOL NUR] SULPpX ,RGRODMIEM IL SiyHS MW Q!
Hrvatskoj u kategoriji Branded Content & Visual StorytellinglLive Broadcast/Live
Streaminy™®® AR SUHGVWDYOMD L]X]HWQR ]QDpDMDQ XVSMHK .I
imale dvije rode uz glavnu poruksamo ljubavRGXaHYLOD MH KGtMp@QL MXUMDY
Cannes Liondestivala. Godine 2016. CannesuMH SULMDYOMHQR YLa&H RG
FLMHORJD VYLMHWD D NDG VH X]PH X RE]JLU GD VX PHyX Q
svjetske agencije, to je nevjerojatan uspjee R'PDUH D JH<adalowHjalé Ragrade po
svjetskim natjecanjimajo, MR& VH QLWNR QLMH SULEOLALR RYRP NUDO
svakogaNR UDGL X UHNOBPQRM LQGXVWULML A

Alanaje stvorila jedinstvenost i origP OQRVW X VYRP QD WMW.IQPH EAMHR) GIIHU B Q!
SRVHEDQ RGQRV V NXSFLPD WDNR GD VH SURILOLUDOD NEC
NOMXpQL GLR XVSMMHiéEQ R DD WERNYARERIMGdidvara posebaa,i
SHUVRQDOL]JLUDQL HPRFLRQDOQL RG QR WasvejdmgakrdRi YRGRP
Janasvakodnevno objavljuje poruke poznatih svjetskih mislioca, filozofa, sociologa, pisaca

itd. Jana MH XYHOD L SRVHEQX NDPSDQMX JGMH SUHNR GUX
PRIJXUQRVW RVPLAOMDYDQMD N U DKujdlmsgu bitirobjauienefsW LK L P X

18 Branded Content & Visual Storytellirgive Broadcast/Live streaming)rijevod s engleskag DGU&DM V

markom i vizualnopt SRYLMHGDQMH HPLWLUDQMH X8LYR SUDUHQMH XALYR

¥ _DQD NDPSDQMD R ODOHQRM L .OHSHWDQX RVYRMLOD MH EURQpPDQRJ
http://www.agrokor.hr/hr/vijesti/jarkampanjao-malenoii-klepetandosvojilaje-broncanogava-na-cannes

lionsu/

188 poruke sretnih misli, vodasporukom.com, dostupndig://www.vodasporukom.com/
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http://www.agrokor.hr/hr/vijesti/jana-kampanja-o-malenoj-i-klepetanu-osvojila-je-broncanog-lava-na-cannes-lionsu/
http://www.agrokor.hr/hr/vijesti/jana-kampanja-o-malenoj-i-klepetanu-osvojila-je-broncanog-lava-na-cannes-lionsu/
http://www.vodasporukom.com/

ARoseban dio marketingaJani temeljen je na informacijama o zdravstvenim blagodatima
JaneNDR pLVWH L]JYRUVNH YRGH &aWR MH VXNODGQR QDMQR
WUHQGD L SRWUR&AQMH SURLYIRGK 2dalel N@&nmiRaebQR XWM
stranicama o podrijetldane SLaH @abarddtala prije 7000 godina, u vrijenp@tpune
QH]DJDYHQRVWL SULGSRGHm QMH WMHH)RGRGL PHVWQWD p&XBELQ!
LVNRQVNH YULMHGQRV@QH ¥ LYRQMMA BWLYR WKIVNUHHWRFD WUHQ X\
kojem njezine vrijednosti postaju dio kupaca. Zbog iznimne dubine s koje se crpi, ispod starih
GRORPLWQLK VWLMHQD -DQX RGOLNXMH L]QLPDQ PLQHUDC(

kalcija i magnega. #%°

Podaci o mineralnom sastadane YH] XM X VH X QMH]LQX RJODaDYDQMX ]D
YRGD NRMD L]YLUH X NU&AHYLWRPAanadst SOROWI HER JB WHR|PVSF
SRGJHPOMD WM PLQHUDOQLK VWLMHQDebgé) kdiJdRe®@ QIR RERJ
magneziiem -DQD LPD L]YDQUHGQR XUDYQRWH&HQ L VWDELODQ
nadzire tijekom godine. Osim idealnog omjera kalcija i magnezija (2aba posjeduje pH
YULMHGQRVW AWR MH MHGQDNR YD+ YWD WVAIREW IRYMQAR QW
RVOREDYyDQMX WLM&shoup IRE. AVEHWQOOK PNYIDUHPLRG SRpHWND
sastavuJane nalazi se i silicij- mineralna tvar koja je prijeko potrebna za strukturu svih
YH]JLYQLK WNLYD L RUJRQDQ M H bR #a)webiaDis Jane

Aana ]QDWQRXXWOYDRM YL]XDOQL LGHQWLWHW QRYL L]JJOHG -D
GL]IDMQ NUDVH OLVWRYL GMH WakBtagQ WU HRVQ ® H\P [b\VHOVL U LN O M\XW
ABUHIRQRHWR RVMHUDA D QHadaMRde P iéko@dsvale pbSebrial M D

L A]JDVLIJXUQR iH R\eY'Rhkb tttle ButbR Mgrdaiketirga.3

AD GRGMHOL QDJUDGD ]D QDMEROMH SURL]YRGH QD KUY/
izneQDYHQMD X NDWHJRULML EH]DONRKROQLK SLuUuD QDJUDC
Jana 8 |DJUHEDpNR&INKRMWH® X SURL]YRGD L] VHIPHQWD UR

B93ULpD R - varér.corvl Bodtlpno nkttp://www.janawater.com/hr/eani
190 :
Loc. cit.
191 Autor nepoznat,-DQD 9RGD V SRUXNRP X G D Q,Datigdv&: dént) @dspmo n&URMHN D W
http://www.jatrgovac.com/2014/12/janvedas-porukomu-400-danapodrzala 37-projekata/
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http://www.jana-water.com/hr/o-jani
http://www.jatrgovac.com/2014/12/jana-voda-s-porukom-u-400-dana-podrzala-%2037-projekata/

]D NRMH MH JODVDOR SUHNR bLWDWH @l Janept W D W H C
vode s porukom ljubad R4 MHGQRP VX SURQPAOL SXW GR SRWURADp

ADQD VYRMX SULpX XSRWSXQMXMH WDijwQdaPs poXikob@ioxV DU QL F
svoje K XPDQLWDUQR GMHORYDQMH RG VYRMLK MiHHuduuBgy HWD N D
zaklada i pojedinaca te pod krilaticorREUR VH GREWPSRPRuGDIJUDYDQD +UY
koji su putem welstranice www.vodasporukom.com donirali kapljice realizirala vrijedne

donacije 3%

4.5. Cockta original

Cocktaje proizvodDroge Kolinske d.dkoja je diovelike hrvatske korporacijatlantic grupe
legendarnoSLUH NRMH RERADYDMX EURMQL @iina dugiDdiha MRA R
UHFHSWXUD L RNXV RVWDOL VX QHSURPLMHQMHQL VYH GR
bilja u kojoj previDGD YD ¥4 SDN

ACocktaNDR NURYQD PDUND REXKY D ii DCBdkid btigihal BlapkSAdiR L] YR G L
Cockta, Cocta plus, Cocta mandarina i Cocta EX3y3 U L pjdockt ]DSRpLQMH GDNOH
Amerik Zelinka, otacCockte SRPHWNRP SHGHVIOWUR YRVER.MNDH B8 Ré
Slovenijavinostvorio jeCocktu 8SRWULMHELR MH SORGRYH AaLSND XJR
UD]JOLPLWR ELOMH pLVWX L]YRUgdKindiReGSizved jeNdS UDIPMIDH.I] L U
cocktal NRMD PQIHAD Y LiQdko BEv@RIBUYR JD]JLUDQR EH]DONRKROQ
Jugoslaviji#®® Kanimanje zeCocktuL QMH]LQ LPLG& SDOL VX QDNRQ UDV
RQD L SRWUDAQMD ]D QMRP LC&KBWMjH raseptird®X B QND MGRNA DV Y Hil
VH GD8DpISRGU xdndysl Babaha®’ AOd 1953. godine do danaBocktina
UHFHSWXUD RVWDOD MH QHSURPLMHQMHQD 7R MH LVWLFI

uveli nov proizvod+Cocktu premium black tonis,posve novim, revolucionarnibitter

192 Autor nepoznat,7 UHUX JRGLQX JDUHGRP D MG R SXWORIWPLEMIQD EH]DONRKROQLP
vecernji.hr, dostupno na: https://www.vecernji.hr/lifestyle/trecgodinuzaredormjanaproglasena
najpopularnijimbezalkoholnimpicemu-hrvatskoj1147654
193 Autor nepoznat,-DQD AQRGBUXNRP3 SRPDAH L GDOMH SULMDstonMitd VYRMH
dostupno na: http://www.story.hr/janavodes-porukonipomazei-dalje-prijavite-svojehumanitarneprojekte
239129
¥ Cockta SULPpD R FRFNWL F R ANRMW/DwH.XockéaRYVANIXGQERKQ D
195 Cockta, okusi, cockta.eu , dostupno ép://www.cockta.eu/hr/okusi
ij &RFNWD SULPpD R &RFNWL httE/RvEN. W d@XxteEX/ hrBrRA/AMXIS QR Q D

Loc. cit.
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https://www.vecernji.hr/lifestyle/trecu-godinu-zaredom-jana-proglasena-najpopularnijim-bezalkoholnim-picem-u-hrvatskoj-1147654
https://www.vecernji.hr/lifestyle/trecu-godinu-zaredom-jana-proglasena-najpopularnijim-bezalkoholnim-picem-u-hrvatskoj-1147654
http://www.story.hr/jana-vode-s-porukom-pomaze-i-dalje-prijavite-svoje-humanitarne-projekte-239129
http://www.story.hr/jana-vode-s-porukom-pomaze-i-dalje-prijavite-svoje-humanitarne-projekte-239129
http://www.cockta.eu/hr/prica-o-cockti
http://www.cockta.eu/hr/okusi
http://www.cockta.eu/hr/prica-o-cockti

okusom s kofeinon#-%

ARrvo predstavljanj€ockte ELOR MH R asloienskojPlanici, dje je posjetitelje na
VYDNRP NRUDNX SUDWLR SODNDW V OCoskRiFPlakatfeSpVad pQH G N
GL]IDMQHUD L VOLR®HUD 8UR&AD 9DJDMH

3DaANL VLU

ASDAND avMWHD @ DMVWDULMD VLUDQD QD RWRNX 3DJX 7R
QDMQDJUDYLYDQLMBP aKDY EMvENRIFaMI AN IQ DLW UALAWH SUY
dala etiketu, prva ga je poslata natjecanja i dobila za nj medalje. Ujedno, stvorili su od
3DANRJ VLUD EUHQG ]D NRML VH GDQDV ]QD QH MM X +U
siranu PRAHPR VORERGORM ORPYSHWENRED WIHEIDL QD LPD YLAH RG
godina tradicije proizvodnj@ DANR J*Y¥ LU D

AULPIPDRNRP]VSBKHMPB. gddihe kao mala poljoprivredna zadruga. Danas je to

PRGHUQD WYUWND NRMD VH EDYL SURL]YRGQMRP VLUHYD F
X 6% L X +tUYDWVNX 3RPRUX SULVWXSQLK (8 IRQGRYD L]
POLMHND L PRILIMRBOLKRELWQLFD MH EURM®LK PHYXQDURGH

A 3DANRMSWURIOYRGH VH RYpML N&D woskjimladPilstdrl3DEQL VLU
sir. Mladi je sir onaj koji je dozrijevao do godine dana, a stari je onaj koji je dozrijevao dulje

od godinu dana. Mladi se prepoznaje po blagom, slankastom okusu i svijetloj boji dok je stari
VLU SLNDQWDQ WYUYyL L W DPmaNpredutayljdgiRidnski guma@BiGL L VV
XaLWDN OODGL VLU QDMEROMH VH MNRGEMXEAEN Dstxri siGj® O P D W L
QDMEROML X] pPE8X FUQRJ YLQD

Uz brendove SDANX MDQMHWLQX 3DaN X3 hadsmh xa X BEAFNdajew QD F
DXWHQWLpPpQRVW L GRGDWQX YULMHGQRVW RWRNX 3DJX NF
pogao brend sarpo sebi. Autorica ovog rada smasam da3 D & N brevidird otok Pag, ali i

obrnuto: da otok Pag brendirda D & N LPrgikvddnja toga sira mogla bi se unaprijediti te

%) oc. cit.
19 oc. cit.
200 nama, nagrade, paskasirana.hr, dostupnbtia/www.paskasirana.hr/hr/onama/nagrade
201 :
Loc. cit.
292 projizvodi, paskasirana.hr, dostupno Imao://www.paskasirana.hr/hr/proizvodi
23 o%DAWLQD SDVNDYV L WBilhQ@ By phskEsRM W/K®EsRaQ D
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postaviti unutar standarda za kulinarski odnosno gastronomski regionalni turizaneja,a id

primjetno je, dolazi do kupacd D & N R J twfistél B prepo

ADANL VLU MH QDMQDJUDYLYDQLML VLU QD KUYDWVNLP SR
sirane:Dalmatinac, Primorac, Trapist i Mediterane RVYDMDpL VX PQRJLK PHGDO
]D NDNYRUX QD VYDNRP L]JORAEHQRP SURVWRUX L QDWMHF
su bili izlagani 2016. godin€®* BDANLGREULWQLN MH SUHVWLAQLK QDJU
Global Cheese Awardé SURJOD&HQ MH QD ME& B/(EMiaPROR.Ygpdhu RaVLURP
natjecanju u Somersetu, u Engleskoj. U studenom 2@IB.ANLMWLBURJOD&AHQ QDM
VLURP VUHGQMH L LVWRpPQH (XURSH QD QDWMHFDQMX X &

osvoijili nagraduSuper Gold¥%®

3DADQL SXQR XODaX KK \BIURPYUOIG AWRPXY RBXAH QSU 'LRQL]LM
OHYXQDURGQL IHVWLYDO pLSNH LWG 3DAaDQL aHOH VDpXYL

povijest unutar Hrvatske, ali i u inozemstvu.

Kao dio digitalnog brendinga ptoji i webstranica i we-trgovina 3DaNH VLUDQH
www.welovecheese.com. U sklopu brendin@g® aANIMMLRIELPQR SUHJHQWLUDQ QTC
QD NRMLPD GMHYRMNH RGMHYHQH X SDaNX QDURGQX QR:
GRGDWQD VWUDQLFD SULpL NRM®MJIJEYR)L LR pNXY D Q MM HWWDYF
EDaWWRHMH BANMPPRVLUX

240 nama, nagrade, paskasirana.hr , dostupnbtimal/www.paskasirana.hr/hr/onama/nagrade
205 M. Vv J)DQWDVWLPpDQ XVSMHK 3D&aNL Vihdéxsr) eopadiQ QDMEROMLP X VY
http://www.index.hr/vijesti/clanak/fantasticarspjehRpaskisir-proglasemajboljim-nasvijetu/993847.aspx
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5. RASPRAVA

%UHQGLUDQMH MH YDADQ GLR PDUNHWLQ&NH VWUDWHJILMH
LGHMH SROLWLpPNH VWUDQNH W X U Li\hiekagp tehdaSdodnNowinioQ D F L M |
VUFHP D QH XPRP &WR |]DSUDYR ]QDpL GD RGOXNX R NXS
QHVYMHVQR QHJR VYMHVQR 3URFHV EUHQGLUDQMD MH ]D
YULMHPH VYH YL4H GDMH QsPnb@ipNR NN RPSRPORELREBRX Y R C

funkcionalnu.

SUHKUDPEHQD LQGXVWULMD MH MHGQD RG QDMYDAaQLMLK L
MH JHPOMD NRMD ]JERJ VYRJ ]JHPOMRSLVQRJ SRORAaDMD PR
ravnica i polja pogodniha poljoprivredu, ali i mora i morskih proizvoda. Hrana je osnovna
PRYMHRQWIHRORAN.]JLRORANDEBRWURIIEEDQLK HNRORANLK XYMt
SRIJRGQD |]D X]JRM PHGLWHUDQVNLK NXWXUD PDVOLQD VI
PDUDaN Hatskil (& zemljavkoja ne koristi0 2 L QD W D N YtRePa haRtaw@tidraditi

WH ]DGUADWL XJOHG JHPOMH NDR ]JHPOMH pLVWRtD PRUD
QH]DJDYHQRJD L pLVWRJD JUDND NRML SRIJRGXMH UD]JYRMX
treba nastaviits uzgojem sredozemnih billaka ¥R UD L SR'Y Ujii 8znkike MvdrnosiD
geografskog podrijetla. Razumije se, velike korporacije i njihovi prehrambeni proizvodi koiji

su stranog podrijetla mogu biti konkurencija tradicionalnim takist SURL]J]YRGLPD 8QDYV
tome, UYDWVNX GUAaDYX V QMH]LQLP UXUDOQLP SRGUXpMLPD
NDR JHPOMX L]QLPQLK DXWRKWRQLK HNRORANLK L GRPDUL

7XUL]DP NDR JUDQD V QD M Hrudtdke Xavézah@ B Prebraren®m
industrijom jer su te dvije djelatnosti komplementarne i u korelaciji. Razvoj ruralnog ili
ORNDOQRJ JDVWURQRPVNRJ WXUL]PD MH NOMXp ]D UD]JYRM
MHU MH SRWHQFLMDO UXUDOQRJ WXU.LViRdRI tXrizand DUW VNR M
Hrvatskoj razvijen, postoje specijalne ture i vinske ceste, ali na ostale vrste agrarnog turizma
MRa XYLMHN VH pHND 5D]JOHGDYDQMH PDVOLQLND LOL Y
SUHUDGH YRUD L SRYUUDDNDPLRVW XA RYWRWON § RK] DYWUONFMMQR

raditi.

Ponudu namirnica na menijima hrvatskih restorana u sezcowWiWo/H]RQL MH SRWUHEQ
i obogatiti ORNDOQLP QDPLUQLFDPD L GHOLNDWHVDPD QDJO
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proizvode kojima e+UYDWVND ERJDWD pHPX VYMHGRpPL L SURMHN
SURMHNW MH NRMLP VH aHOL VWDYLWL QDJODVDN QD N;
proizvoda, praivedenih na hrvatskim farmama iobiteljskim poljoprivrednim
gospodarstvima, poznakwalitete i podrijetla a organizirali su ga Hrvatska poljoprivredna
DIJHQFLMD L OLQLVWDUVWYR SROMRRULXPNKXGM EHS BEO/ANLHK
SRVOXaHQL VX WUDGLFLRQDOQL GRPDUL SROMRSULYUHGQ
meso, jga, med i kruh s oznakanidlijeko hrvatskih farmi Meso hrvatskih farmi, Med

/LM H S Hlafa bréatskih farmii Kruh hrvatskih pollaWH SURL]JYRGL VSHFLILpQL ]
]JDJRUVNX ERSOMYLM XDIJRUVNLP GHOLFLMDPD ]D GRUXpDN V
POLMHNR EXpLQR XOMH SULURGQL VRNRYL GRPDuUH SLO
QH]DRELOD]QRAHWVYMNNWHIUL GD MH SRQXGD GRPDUH KUDQH
restoranima aliipak MR& XQHBRWXROMQR 6PDWUD VH G&8uMH SRQ
restoranima solidna, aB RQXGD X UHVWRUDQLPD VD YL&H JYMH]GLFD |
awR MHVW

2G WUHQGRYD X SUHKUDQL X VYLMHWX VPDWUDP GD UH U
]DQLPDQMD OMXGL ]D RGUADYDQIMNPRY Q CB/DV it MW RID WWIH SR QG
SUHKUDQL X REOLNX VXSOHPHQDWD NDR aWR VX WDEOHW
SRYROMQRJ JHRJUDIVNRJ UHOMHIQRJ L NOLPDWVNRJ SROF
GMO-D HNRORAGANL L RUJDO@WWUNDX]NXKDQMD +MM UD]JQROLNI
geografskih cjelina, regija koje su raznolike i koje imaju svoje tradicijske proizvode. Posebno

MH SR]IQDWD PHGLWHUDQVND NXKLQMD L GLMHWD NRMD VH
ribi, kao jedna od najzdvijih kuhinja, aNRMD VH SUHSRUXpD NDR RSWLPDOL
VYDNRJ pRYMHND NRML AaHOL ELWL J]GUDY 7DNRYHU SRVWR
LIYRUQRVWL L JHRJUDIVNRJ SRGULMHWOD NDR J]DaWLUHQL
SXQR SUREOHPD SULOLNRP XODVND +UYDWVNH X (8 L M
QDPLUQLFDPD X GUXJLP JHPOMDPD 3R3QRWHDN Fer8lULpD R C
Naime YLQR VOLDpQRURGIMK XV/ODRI R Italiji pod nazivorRrosecco avino

TeranVH SURL]JYRGL L X +tUYDWVNRM L X 60RYHQLML WH VX
vodile L MR& VH Y BakhikeFuyaRnddq, 4 Slovenija je ove godine (2017.) pokrenula i
WXAaEX SUHG VXGRP (8 SURWLY (XU RXSBMN N RRFEVVE &M D] B.RPH (

Hrvatskoj.

2% Autor nepoznat8 %HGHNRYPLQL SUHGVWDYOMHQ NIRBKXpIENRVWIYOR QWLK DL
http://www.kzz.hr/dorucalshrvatskikfarmi
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+UYDWVND VH PRaH SRKYDOLWL EUHQGRYLPD \regeML VX SR
Jana, Dorina razni sireviL W G 9 D & D Q glekilizacifg Fok&iR i regionalnih brendova
kojisu VH SURALUL ORLGI BheikR QifskdVsol NRMD XELUH YoduL GLR
izvoza u JapanHrvatski proizvodi redovito dobivaju pohvale i nagrade na svjetskim
QDWMHFDQMLPD L WR MH GLR SURFHVD EUHQGLUDQMD NR
Q DJO D @Dseéd wvhhe Mjavnosti malo zna, abz S R W U Raodithjrio Mitdo jer daje

povratnu informagu o kvaliteti proizvoda,AWR MH ELWQR JjER $tv@dnjfdd UHQF L |
NRQNXUHQWVNH SUHGQRVWL 1DabDORVW VPDWUDP GD +U
VYRMLK SUHKUDPEHQLK EUHQGRYD JERJ JOREDOQH SRWURZ:
FMHQRYQR SULVWXSDpQLMLK SURL]JYRGD VD GUXJLK NRQWL
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6. =$./-8y8$.

Odabirom temadiplomskoga radad HOIQ W HODVLWL YDAQR \sWje$ bjeztikdJ DPEHQ
brendiranja. Prehrambena industrija povezana je s mnogo drugih djelatnosti: poljoprivredom,

RUJDQVNLP X]JRMHP ELOMDND ULEDUVWYRP WXUL]PRP
SRYUELQD RELWHOMVNLP SROMRS®MDUHERQGURALYRWVS R G PYR/
]DSRAOMDYDQMHP PODGLK GHPRJUDIVNLP SLWDQMLPD LWC
L XSUDYOMDQMD EUHQGRP QLMH QLPDOR ODJDQ 3RVWRM
tijekom postupa brendiranja proizvoda pa stogesbje pravi marketQaNL VWUXPpQMDF

specijalisti brendiranja svakoj industriji.

U nekim hrvatskim tvrtkameébrend VW U XpQMDFL UD G Hedhd @d Rilb QrtkE RV D R
zasigurno jelana a druga_eda Janaje dobitnica brojnih nagrada i temelji svoje breadje

QD NYDOLWHWL pLVWetulpdlk RddstaxtHo Me&eGrid diditalizaciji brenda,
VWUXpQMDFL RVPLAOMDYDMX RGQRV V HNXSWVIOADOQNRR MU XD
ULMHpPpLPD (PLRdUeHhEVMiSQKD] razini. VoditeljiLedainzistiraju nD XNOMXpLYDQ N
SR]IQDWLK RVRED X SUHGVWDYOMDQMXLYYRGD M X KKQ®RLN NIH \
LQRYDFLMH L QRYH WHKQR O Reai\dprSsiaicd/ taeNevVeP &\ WO M PQ B Q ML
novih proizvoda i ukusa, ne samo u liniji proizvodnjeGIROHGD NRML VX GRGXaH
Ledov SURL]YRG YHUO L RVWDOLK YUVWD \WpabhaixXmlijekdd iSUHKUL
POLMHPpQdd, SRIRL{®P WLMHVWD ULEH LWG

Hrvatska je zemlja i bogate gastronomske traticiSD MH WR R QR aatéfiee o®g HP D V X
rada, WUHED L RVWDWL 9DOMD PHYXWLP LVWRGREQRBo]DGUAD
QDGDOHNR SR]QDW R WRPX VYMHGRpPpH QDJUDGH L HNRO
JHRJUDIVNRJ SRGULMHWOD 8SUDivRAa YrEnenFHnaBkoRQ GistAliD VW D Y
XVSMHaQL SULBDAND MRWR3DAND MDQMHWLQD G6ODYRQVNL
krumpiritd. Hrvatska treba i dalje raditi na promociji takvih proizvoda i biti ponosna na svoja

JDVWURQRPVND SRVR/AHQKX IEUHQUDWYUDMD PRJIXuUuL VX VDPR
QHXSLWQR MH GD WDNYH WYUWNH X +UMBWMNRQRV VERY Q/R K
zbog punomanije kvalitetnih cjenovno jeftinijih brendova na hrvatskhmHXURSVNRP WUAlI
Hrvatskabitu] EROMX SURPLGAEX L QDVWRMDQMD X+HyglhkK X XSUD
GDSDpH SRYHUDWL L]JYR] VYRMLK SUHKUDPEHQLK SURL]YR

63



UH]XOWDWH NRQNXUHQWQH GDOHNR YHULP L GRMDG WHEk

nacionalnim prehrambenim proizvodnjama.
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Abstract

(New Trends in Branding in the Food Industry in Croatia)

Food is an important ontological need of every human being. Without food people could not
survive. The food industry is important because it is linked with agriculture and
maritime/fafood sector and even service sector (eg. tourism); it may also affect employment
strategies, the politics of creating new jobs in the form of agriculture family firms (OPG), it
may influence ecological and demografic movements etc. This paper defiegil@portance

of marketing and branding in the food industry. Digital technology can help in making
advertisingof the food industry in an easier and more effective way.

Branding is a two way communication. By collecting information about Internet (GRid

* customer relationship managemeitigital trails can find a lot aut consumers. This
entailsgreat amout obther information (and even people who do not want to share their
information with others), and such information about each person is tedlléx create a
relationship between the brand and the custoeerefore, CRM isabout connecting the
components of sales, the representation of sociology and psychaldagg promotion of
products, mternet advertising and digital marketing rewritinome believe that the
aforementioned customer attraction method is unettbadlit is an adequateeflection of the

way modern marketing works. Digital branding for the food industry and for other industries
has become extremely important. In additiortlte description of the branding process, some
examples of brands in the food industry, gastronomy in tourism, and new trends in branding

in the food industry have been presented in this paper.

Key words: branding, branding in the food industry, digitahnding, healthy food, tourism.
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