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1. Uvod

BURFHV RGOXpLYDQMD R NXSQML L]JUD]JLWR MH ]DQLPOMLY S
WUALPGOHPHQWDFLMX *ROHPD NROLPLQD LQIRUPDFLMD NRN
visok stupanj informiranostibOL XMHGQR L RWHAaDYD VDPLP SRWURA&ADpPLP
YDAaQLK LQIRUPDFLMD .DNR EL SR]LFLRQLXDrzMhievabJeRL]YRGL
SURFHVD GRQRAHQMD RGOXNH R NXSQML SRWUR&DpD YDADC
RGOXNH X] aWR PDQMH NRJQLWLYQRJ WUXGD L X] aWR PDQMH
NXSQMH NRMD PRaH ELWL HH®RWDWQMMQK JILIKN WIRQNDV B LKYWR P U
SRMPRYL NDR awWwR VX SRQDabQMH SRWUR&DpD NDUDNWHUL
VSHFLILPQRVWL WXUL ¥a/\SLLPINPRDIU QU R L ¥ RAGRII MEMDMMML VW UD AL WL
SRWURAM@WNMRP RGDELUD WXULVWLPpNRJ DUDQAPDQD

SUREOHP SUHGPHW L FLOMHYL LVWUDALYDQMD

,VWUDALYDQMH SURFHVD GRQR&HQMD RGOXNH R NXSQML ]DI
RGJRYRULOR QD SLWDQMD NDNR L ]DawWW NRKspXH @HQR GOINX DRI ¢
1D PRGHUQRP WUALAWX SURL]JYRGD L XVOXJD SRVWRML L]JUD
usluguzSURL]YRYDpL WH RQL NRML SURIS|IF\R G RADL X VIORXW X RERDP]LX
V RGUHYHQLP RIJUDQLMHHQ D® RAH\ANJDOWMXAPW UNRRAH NDNR EL PDN
Apstraktan pojankorist VH X HNRQRPVNRP NRQWHNVWX pHVWR NYDQWL
kao varijabla u raznim ekonomskim modelima.

U mikroekonomijikorist MH G HIL Q L EDRND pNDest Réjd jhratistavlja zadovoljstvo koje
SRWURADFP RBEER G UH Y HQ M Broddiriski Qarichh&né Kojiredstavljaju varijable
XQXWDU HNRQRPVNRJ PRGHOD QD]JLYDMX VH RaSRIGRPVNLP
karakteristikaagenta u modeluS R Q D 8 ® ®WM D R arjegdya apsolutna racionalnost. U

IPINDYCK, R., RUBINFELD, D.:Mikroekonomija, peto izdanje, MATE, Zagreb, 2005., p. 73.

29,'$.29,0 1Ekonomska politika i optimalna kontrola, Ekonomija, Vol. 13., p. 265286,
[https://bib.irb.hr/datoteka/748670.11 Ekonomska politika i _optimalna_kontralitika.pdf(15.09.2017.)




SUDNWLpPQRP SULPMHUX QHPRJXUH MH RpHNLYDWL RG SRWU
VDPLP WLPH @&WR EL WUHEDR UDVSRODJDW LpriikoO 8\WRakP NROL|
razmjene mogao sagiGDWL QMH]LQH SR]JLWLYQH L QHJDWLYQH VWUD
RVRELWR YD&DQ pLPEHQLNu XojetneQoBdh® prépRvIjEnd X avorvaim
SRUXNDPD 1DGDOMH XEU]DQ VWLO ALYRWD RJUDQLPDYD Y
proces UDQMD LQIRUPDFLMD NRMINARID VHH QDMSRRDBBFIZD N RYRIM
UDVSRODaX RPRIJXUXMH LP NUHLUDQMH VDYU&AHQRJ SURL]JYRC
L GUXBRYRVWRYUHPHQR PRA&H GRYHVWLRIMRWRERADH H. XDSR]AIF
y DV RTRe.BconomistX VSRUHYyXMH YDAQRVW LQIRUPDFLMDnAf®@R UHV X!
L QDIWQLK GHULYRWDNY D DWXRROBEXMD LQIRUPDFLMD RG VW
LP MH GD SRWURADpD o BahQ &b XdEtBgOsMiphjaQdd hjggovo impulzivno,
QHUDFLRQDOQR SRQD4ADQMH PR&H ELWL SUHGYLYHQR WH QD

.DNR VX VH UD]YLMDOH LQIRUPDFLMVNH WHKQRORJLMH WDNF
EL RVWDR UHOHYDQWD® XOBBEMERYRQQMKH SRREG X|HRMLK SRpHW
VWROMHUX SUROD]JLR NUR] QHNROLNR UD]JYRMQLK ID]D QR S
MDpDQMH NRQNXUHQFLMH VUHGLQRP SUR&ORJD VWROMHIID
velikog broja podd H#BRWURADPpHYH &HOMH L SRWUHEH SRVWDMX LPS
QDSUHWND QD LJUD]JLWR NRQNXUHQW Q inPornvddijé b ojitdvPD .DNR
WUSLAWLPD SRVWDMX MHGDQ RG QDMYDAQLMLK UHVXUVD SR(

DanasVH RGOXNH R NXSQML pHVWR GRJDyDMX LPSXO]JLYQR SRC
XQXWDUQMLK XWMHFDMD -HGQDNR YULMHGL L ]D WXULVWLp
QMLKRYD NRULVW ]JQDWQR WH&H YUHGDRXMHM SRMWORERMR G E X
definirakaoAV YDND RQD SRWUR&QMD NRMX SRWUR&Dp SRGX]LPD E
SRWLPH QD NXSQMX MH KHGRQLVWLPNL NRPSOHNV NRML PF
SRVOMHGLFH VDPH N XS Q kabl uvanjepét VeWide®hogd Biloiglazl praplem

STHE ECONOMIST:The world's most valuable resourceMay 2017, p. 14

435(9, a,d, et.al Marketing, Adverta, Zagreb, 2004p.14

SHWANG, H.,Y.: A theory of unplanned travel decisions: implications for modeling orthe-go travelers,
Information , Technology &Tourism, Vol.12., 2011., p. 284.
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LVWUDALYDQMD RGQRVQR VYH SULVXWQLMD LPSXd3dtYQD SR\
minuteponuda koje su uvelike skratdejemH G R Q R & H Q bilasku@#®uxoiadg iR kupnju

WX ULVWOIRVoNERIIDYHGHQR GRYRGL GR SRYUAQLMLK YUHGQRYDGC
NRQDpQLFL PiRI&hez&dRWIf$tvardeéstinacijom.

8 UDGX UH VH DQDOL]JLUDWL L XVSRUHGLWL YDQMVNL L XQX\
QMHIJRYH RGOXNH R NXSQML SURL]JYRGD L XVOXJD V QDJODVN
last minute bookingabandwagonHIHNWD L VONRQOKWIE@MNDBLVWRU]JLMH N
GRQRAHQMH RGOXND R NXSQML WH RGDELUX WXULVWLpPpNLK |
WHRULMVNH L ]QDQVWYHQH VSR]QDMH L] SRGUXpMD PDUNH)
QDVWRMDW {H VHHQOLIPERDJU D @V SHROWU REQ M H

6 REJLURP GD GDQDaQMD WUALAWD NDUDNWHUL]LUD L]JUD]LW
RELOMHAMD SURL]YRGD QH RVLIXUDYDMX GXJRURpPQX RGUAL"
RGUHYHQRJ SURL]YRGD NLDNRXEDSRGXPHAGDRWWYDULOR SRYR(
GXOMHP URNX ODUND MH MHGDQ RG YDAaQLK YDQMVNLK IDNW

6XNODGQR QDYHGHQRP FLOMHYL LVWUDALYDQMD VX

X LVWUDALWL RSUH YDQMVNH L XIQPXSAXIDYQWHX | BRW B R &#HQMRXN
odluke o kupnji

X XWYUGLWL NROLNR MH LPSXO]JLYQD SRWURaQMD J]DVWXSC
te tijekom samog boravka u destinaciji

X LVWUDALWL NDUDNWHULVWLNH WXULVWD NPRNabirarH RGO
destinacijeSR]JLYDMXuL VH QD WLSRORJLMX WXULVWD RG &RKl}

X LVWUDALWL SPEX¥AHEDPPRWH QMHIJRY SURFHVY GRQR&AHQMD



+LSRWH]H LVWUDALYDQMD

Prema Zeleniki AK\LSRWH]D SUHGVWD Y OM narGtizexel X WYUDFAER-PI X DG X M
5DGQD KLSRWH]D VH GHILQLUD NDR SUHWSRVWDYND ]D NRMX
NRULVQD RGQRVQR NRMD X ]QDQVWYHQRP LVWUDALYDQMX L
RGUHyHQRM |D Rado&/hptiezé oD QMW UDALYDQMD JODVH

+ SRVWRML SRYHYDYRWHWLQIFHWMKDOQRJ IDNWRUD NRML SRW
putovanjus obzirom na dobnu skupinu ispitanika

H2: PostojipovezanostL]PHYy X UD]OLpLWLK VWDURVQLK VNXSLQD WXUI
SURPRFLMX ODVW PLQXWH WXULVWLpPpNLK SRQXGD

H3: PostojipovezanostL]PHY X GREL LwefemvVii@mbgd]D. GRQR&AHQMH RGO X

putovaniju

1.3. Znanstvena metoda

$QDOL]RP GRVDGDaAQMLK JQDQVWYHQLK VSR]QDMD V SRGUX
ekonomije i turizma znanstvenim metodama deskripcije, metode analize i sinteze, komparativnhom

PHWRGRP WH RVWDOLP UHOHYDQWQLP PHMaR @DoBjasni) DVWRM
GRVDGDaQMD VD]QDQMD V SRGUXpMD LPSXO]JLYQH SRWUR&aQ
kupnji. 7HPH LPSXO]JLYQRVWL LPSXO]L YigainSgosouhe suetheite X WM H F L
e NXSQMD SUHGPHW VX LVWWL&LQMIPQMDV R FLY/R PIDP A\ R QM | X O W
]JODQVWYHQBLUWWWDWKWMH 7DNRYyHU VX YDAQD GRVDGD&aAQMD
HNRQRPLMH L] NRMHJ WDNRYyHU SRVWRML YHOLNL EURM ]QDC(
8 VYUKX LVWUDALYDQMD SWRLY BI¥IWID @nhketdddOSMUMMDNQ RpILML M
LIPMHULWL VWXSDQM VNORQRVWL LPSXO]JLYQRM SRWUR&aQML

SZELENIKA, R OHWRGRORJLMD L WHKQRORJLMD L]U BKortdn<Ri BaQUISMNRHQIRJ L VW U X |
Rijeka, 2000., p. 421



destinacija puterfast minuteSRQXGD 6WXSDQM VNORQRVWL SUHPD LPSXC(
Rock i Fsherovom skalodNRMD VDGUAL NUDWNLK LIMDYQLK UHpPHQLFD
PMHUHQMH VNDOH NRULVWL VH /LNHUWRYD VNDOD V UDVSRC(
RGUHGLAWD NRULAWHQL SURGDMQL ND QB&r/nigkdiid Mitdipgd QL ML X
zatvorenog tipa, VWLWIDEO MH UH E LWL \SQXRPYCHVGRIEBVE]i Reduitati obraditi

UH VHOHYDQWQLP VWDWLVWLpPpNLP PHWRGDPD

"BEARDEN, W., NETEMEYER, R., HAWS, KHandbook of Marketing Scales Sage Publications, London,
2011.,p.74
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SRQDabQMH SRWURaDpD

Svaki postupakRVREH PRaH VH SURPDWUDWL NDR UHDNFLMD QD RG
SRpPHWNRP GYDGHVHWRJ VWROMHUD QD WHPHOMX VSRPHQXV
UHY RO X F L R @pdihQaHalidaNiPoibeviorizah.2YH GYLMH & NREDHV QD NP JJ@L p L
WHPHOMLOH VX VH QD WHRULML GD MH OMXGVNR SRQD&aDQMFE
RGOXND /MXGVNR SRQDabQMH NRMH VX UDQLML SVLKROR]L .
je predvidljivo te paG O Ra QR YfeCapiaN L P

.RPHUFLMDOQL SRWHQFLMDO QRYLK VD]QDQMD V SRGUXpMD
,DNR NRULAWHQMH SURSDJDQGH X VYUKX RVWYDULYDQMD
DNDGHPVNR SURXpPpDYDQMH W H je/rhagd\uHkementiialing 8KV G R L % © MKOR
ubrzani razvo sSRMDYRP RVRED NDR awWR WYXWa&anD 8 Gp QoaHEWND \WK H
Engineering of Conseht% HUQD\V QDJODADYD YD&QRVW MDYQRJ PLMI
organizacija te iznosi konceptualni okvir kopna NDUDNWHULVWLN Hii¥eOdapadH RQLP
NYDOLILFLUDOL NDR PDUNHWLQ&ND VWUDWHJILMD 8YLGMHYa
SVLKRORJLMH X SRVORYDQMX DPHULpND PDUNHWLQ&ND NRP S
Watsona, dotaddQMHJ SURIHVRUD SVLKRORJLMIRognE &ofidedpdalkd L AW X -F
RELPDMLUHQ SR FL |dadebrid RlomMivantdriHnd/ ZapadH, rezultat je kampanje koju je

'DWVRQ SURYHR ]D MHGQRJ SURL]YRYDpD N INYHNV L3QUANPHA MAIM XN
SULPMHULFH SRJLYDQMH QD DXWRULWHW XYMHULR MH SRV
SRYHUDWL SURGXNWLYQRVW UDGQLND WLMHNRP RVWDWND G

8 FRANCES, A.:How Psychoanalysis and Behaviorism Helped Create Advertisingsychogoly Today,
https://www.psychologioday.com/blog/savirgormal/201701/howpsychoanalysigndbehaviorismhelped
createadvertising(19.03.2017.)

9 BERNAYS, E.:The Engineering of ConsentThe Annals of the American academy,
[http://www.mcnuttphysics.com/uploads/2/3/6/9/23694535/engineering of cesdbeatd | bernays.pHf
(19.03.2017.)

10BARTHOLOMEW, A.: Behaviorism's impact on advertising: then and nowCollege of journalism and mass
communictions, University of Nebraskancoln,
[http://digitalcommons.unl.edu/cgi/viewcontent.cgi?article=1042&contextaalismdis$(19.03.2017.)




SRQDADQMH VEBWRARHEPROHH SURPDWUDWL Xsupidtda kondeptisp LW D S
SRWURERIJMHEADYDWHOM SUREOHPD WH SRWRERA@DDRXVE R ML |
UMH&AaDYDWHOMD SUREOHPD QH&AWR MH VWDULML WH VH RGAQ
SRWUR&Dp UMHEDYD HVHQFLMDOQH otdas} LIVRMHRHS W DSIRQVU B &)B
potrazi za zadovoljstvom uzima u obzir sve proizvode i usluge koje kupac kupuje prvenstveno iz
KHGRQLVWLpPpNLK UDJORJD 8 RYDNYH SURL]JYRGH L LOL XVOXJ
XNOMXpXMH L WXULVWLpPpND SXWRYDQMD

7TUDGLFLRQDOQL SRJOHG QD SRWUR&DpD NDR UMHADYDWHOM
XSRWUHEQH YULMHGQRVWL SURL]JYRGD LOL XVOXJH WH QLMH
zadovoljiti emocionalne potrebe. lako, ukoliko se pojaotreba za zadovoljenje nekog

HPRFLRQDOQRJ SRULYD NRG SRWURADpPD NRMD L]BMWuYD QH]D
proizvoda i/ili usluge kojimu e zadovoljiti potrebs RJOR EL VH VDJOHGDWL X RN
problema. Na temelju ovakve ku#acije izrazito bise PDOHQL EURM WUDQVDNFL
Zapadnih zemalja PRJDR NYDOLILFLUDWL NDR UMHADYDQMH SUREOH

2YLP L VOLpQLP SULPMHULPD ]DSRPLQMH L]XpDYDQMH SRQ
SUHSR]QDWD X DNDGHPVNLPENBXJIRYERD HWLR NSRRWLD DOWXNV R MH
SRND]DWL NRPSOHNVDQ SURFHV SRQD&DQMD SRWURaDpD

1 HOLBROOK, M., HIRSCHMAN, E.:The Experintial Aspect of Consumption Fantasies, Feelings, and Fun,

Vol. 9., 1982., p. 13240
27HUPLQ =DSDGQH JHPOMH VH X RYRP NRQWHNVWX RGaO&ldze@lle QDMUD])Y

pODQLFH (8 1RUYH&AND &4YLFDUVND -DSDQ L $XVWUDOLMD
7



SURFHVY GRQRaAHQMD RGOXNH SUL NXSQML

Bez obzira koji se model promatr8 URFHY GRQR&AHQMD RGOXNH R NXSQML ]
potrebe. Poeba seGHILQL WbutdMpR. L. L]YDQMVND SREXyHQD VLOD Sl
QDIJQXUHP N SRQD&DQMX NRMH EL RNRQbXORGWYKWIDMM B RNR E
QHXIRGOERYROMHQMHP SRWUHEH NXSDF RVWYDUXMH NRUL
ANRWBLWWMGVWDYOMD J]JDGRYROMVWYR NRMH RVRED“ RVWYDUX
RYDNYRP NRQWHNVWX |]DGRYROMVWYR EL VH PRJOR LI]MHGQ
maksimizacija zadovoljstyaza subjeka u pitanjy W D N Rrgdi$tdvlja maksimizaciju $ H G H
9RGHUL VH RYDNYRP ORJLNRP RGJRYRU QD SLWDQMH ]DaWR
MHGQRVWDYQR JODVL GD MX NXSQMD pLQL VUHWQRP L ]D
nedostatakaPrvenstveno, 8 HUD MH LJ]UD]JLWR UHODWadg\DIRtvg RziMddlid> WH M >
WHaANR DGHNYDWQR NYDQWLILFLUDWL 1DGDOMH RYDNDY M
SUHWSRVWDYFL GD RVRED UDVSRODAaH V SRWSXQLP LQIRUF
5DpXQDOR VSRYVR@géep&tmRag®RakwatijaQiniatUWH OLAHQR VYLK HPRF
RGJRYDUD DJHQWX X NODVLPpQRP HNRQRPVNRP PRGHOX SRQL
ELUGH VD VYRMLP PDQDPPW.URBRPRDIBGYMLRMNYLUX PRGHOD SR!
maksimizira svoju korist odabiromajbolje kombinacije proizvoda JRWRYR QHPRJXU SRWK
PRGHUQRJ 8 &WWREAQ p BYy¢sRdrkonomije

2GUHYHQL HNRQRPLVWL VX SUHSR]QDOL RYDM SUREOHP 7KD
NXSQML LQWXLW L YQiuurtvidri testiea® j®l jpdpddtavRim pitanjem koje glasi:

AHM]ERO SDOLFD L ORSWD XNXSQR NR&aW D biXopte. Koja g HM]ERC
FLMHQD°GRWW®NH RYDNYRJ WLSD MH GRVWD SRSXODUQR X R)Y
%XLVQHVV ,QVLGHUD SR]JLYD VH QD LVWUDALYDQMD .DKQHPI

BMILAS, G.: Psihologija marketinga, Target d.o.o., Zagreb, 2007., p. 36
¥PINDYCK, R., RUBINFELD, D.:Mikroekonomija, op.cit.,p. 73.
BTHALER, R., SUNSTEIN, C.Nudge, Yale University Pres2008., p. 21
16 |bid.



QHNLP RG QDMSUHVWLAQLMLK DPHUL p N KPrekg BOp stuerdiaV D SR S
dalo je kriviodgovor na postavljeno pitanje.

Radi se o pitanju kojM H NRQVWUXLUDQR QD QDpLQ GD WHVWLUD QDbpL
broj, nakon samo nekoliko trenutgkRGJRY RU L FHQWL aWR MH SRJUH&AQR 7
EHM]JERO SDOLFD NRawbD YLAH RG ORSMIH$EWARkdQ@DpL GD
MHGQDGAEX XEDFLPR NULYX FLMHQX ORSWH RG VXNODC
XNXSQD FLMHQD AWR MH YL &dg&er J0xenbj@ezultitNtEsefeR J L]QR
naLQWXLFLML ,V Sjedhd3t@ninf &lgabArBkprHizpdzom odgovaraju samouvjereno na
WHPHOMX SULMD&EAQMHJ LVNXVWYD OQRLMXUBLWRRMD SWHRQOQF
SURYMHUX RYDNR WULYLMDOQH MHGQDGAE

.DKQHPDQ MH &HOLRRVBENDIBDOH INEMR i L ELORLNMD N YXN O M]X [HKQ
GRQRAHQMX &WR RQL VP DwAKdEksperindélL Q IMVHIPQOOMERURGEBIEI N H

RG WHPHOMQLK PDQD NODVLPQRJ HNR Q&R®j¢ eReJageR @rivt@D SR QL
PRGHOD OL&HQ JRWROYHRPDYNRMHD §DUDSIMREUL]JLUDMX VWYDUQR
ELOL SULPMHQMLYL QD VWYDUQL VYLMHW SRWUHEQR MH XNO
SURFHVD RGOXNH R NXSQML WH VLOH NRMH XWMHpPX QD SRW!

Jedanod ®M]DVWXSOMHQLMLK PRGHOD S$SethMmadeizMIBISRIMEI RADpD |
2YDM PRGHO VOLMHGL GR WDGD XWHPHOML RSUL OLQHDUQL
NXSQML 3URFHV |]DSRpLQMH SUHSR]QDYDQMHPRvage&WUHEH
DOWHUQDWLYD NXSQMRP WH |]DYU&ADYD SRVWStxisRod€) LP DG
WDNRYHU XNOMXpXMH YHOLNL EURM YDQMVNLK XWMHFDMD
odluke o kupnii.

A Simple Logic Question That Most Harvard Students Get Wronghttp://uk.businessinsider.com/questitat |
[harvardstudentsgetwrong201212|(26.03.2017.)

B BRAY, J.: Consumer Behaviour Theory: Approaches and Models,
[http://eprints.bournemouth.ac.uk/10107/1/Consumer_Behaviour Thedmproaches %26 Models.gpdf
(26.03.2017.)




Ovaj model bazira se na pretpostavcidaB&EWUR&Dp SRQDAaAD UDFLRQDOQR WLM
autori iznose tezu da kupac donosi odluku o kupnji obradom informacija koje su rezultat njegove
svjesne potrage ne vanjskih utjecaja. Prema navedenom, iako model prepoznaje ulogu vanjskih
XWMHFDMD SRWURADpPHYD RGOXND R NXSQML MH SUYHQVWY|
modela je upravo njegovo zanemarivanje vanjskih utjecaja tijekom samo pidaésa, prema
PRGHOX YDQMVNL XWMHFDML LJUDMX ]QDpDMQX XORJX QD
prepoznavanja potrepgs RN X RVWDWNX PRGHOD LJUDMX PDQMH ]QDpD
neovisne potrage i obrade podataka.

2.2. Vanjski faktori NRML XWMHpPpX QD RGOXNX R NXSQML

SBRVWXSQLP UD]YRMHP PDUNHWLQJD NDR J]QDQRVWL SRMDYO|
SRWURADpPD NRML VX VDGUADYDOL UD]J]QH YDQMVNH L XQXW|
vanjski faktori. Svaki pojedinac e, RGUHYyHQRM PMHUL GLR RGUHYHQH

QDMVQDAQLMLK SRWUHED pRYMHND MH VRFLMDOQD SULSDGC
RGUHYHQH YULMHGQRVWLPBVQ M HGQ RQUMERIGFOXN@IRMASLW R MM G F
L S Ra,HiekMeprocesom socijalizacijeX VXVWDY YULMHGQRVWL RGUHYHQH F

vrijednosti.3'®

Ovajje NRQFHSW LJUD]JLWR YDaDQ MHU LGHMD R YULMHGQRVWL
WHPHOM GRQRAHQMD RGOXNNMOMXWYXMKISRGUXHWO RLYWRW R J X
SRWURAQMX 9D&QR MH QDJODVLWL GD VX YuUskdepot@ihy WL LV W
mnogo vremena da se vrijednosti koje je osoba stekla na temelju svog iskugva promjene

u njihovom temely, to nije rijetkost. Jedan od najboljih primjera za ovakav fenomen jesu promjene

X SROULWHERNRRANLP YULMHGQRVWILLK D RNRMH \SYXURBSOSRPHWOWR O N
VRYMHWVNRJ EORND L 4aLUHQMHP OLEHUDOQRJaN&a&LWDOL]I
SURPMHQH QD LQGLYLGXDOQRM UD]JLQL QLMH RG SUHVXGQ
NROHNWLYQLK YULMHGQRVWL X GDQRP SULPMHUX UDVWXURF

¥ MILAS, G., op.cit., p. 142
20 |bid.
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.DNR VX YULMHGQRVWL SUYHQVWY HQ Ralné ¥d&pt slobude, vijbegaSRMD P
definicija ovisi od osobe do 0scgbeRGQRVQR RG GUXawyYyD GR GUXawyb |
YULMHGQRVW PR&H QD SULSDGQLNH GYD XWHRMGOM @R XS0\ Q
bLQMHQLGFNHMOXNWMRH QD Q MénjaRduked RuptiiV GRQR A

6YDNR GUXa4WYR VH VDVWRML RG EURMD LQGLYLGXD NRMH \
YULMHGQRVWL L VYRMX LQWHUSUHWDFLMX LVWLK 3UHPD WR!
NRMH VH QH VOD&X V QHINODMND IRMCHGURNVSIHRIFLSLUDMX QD G
PpLMH YULMHGQRVWL RWjRE B MPi®34ld Bo Mddgaikb@Dth §rBpa percipira

nazivaju se referentne grugéJednako takoUHIHUHQWQD JUXSD PR&H ELWL L RQ
NRMH QLVX NRPSDWLELOQH V RQLPD NRMH RGUHYHQD RVRED
VYDNX FLMHQX 4HOL L]JEMHUL ELOR RPiyeX z&8 RiéiditDeyRIMeW V W D
VX QHEURMHQL WH SUR&ALPDMX JRWR Y&RseWYiDajs RaG rafrpithD 4L Y R\
moguVH QDOD]LWL QD #R @& RWRP VB QUKK VWYDUL NDR 4WR MH
XYMHUHQMD L SRJOHGD QD 4LYRW

.RPHUFLMDOQLK SULPMHUD WDNRYyHU SRVWRML X LIRELOMX

SRJRQ NRML X YHULQL VOXpDMH Y Ds mBtbrok @ uBUtavhie iBybirehjekR U P D Q
L]IX]JHYAaL XAWHGX X GXJRP URNX ]JDKYDOMXMXiL MHIWLQLMHTF
NDR HNRORANL RVYLMHAWHQD 3UDO IN\RRVPL NVK-B Q MBIFR S U B QN
VWUDQH QMHJRYH UHIHUHQWQH JUXSH RVRED WLP SURL]YRC
normativnim WMHFDMHP NRML VBDBUHIYQYDQMNDBUKBPMHUHQRJ

konformiranje poW RMHGLP QR MP ¥ P RHFLLIRYPRE MH RYD GRGDWQD YULM]
VOXpPpDMHYD QHP DWNHR MEDWORQ RMIH REEFOAMD VRFLMDOQL SRORAD
SURPRFLMH QD SRVOX GXJRURpPQR PRA&H UH]XOWLUDWL PDWH
argument kojiSRND]XMH YD&QRVW UHIHUHQWQLK JUXSD NDR YDQM\

21 IKEDA, S., HIDEAKI K., OHTAKE F., TSUTSUI Y.:Behavioral interactions, Markets, and Economic
Dynamics, Springer, Tokyo, 2016., p. 84

22 |bid.

2 MILAS, G., op.cit., p. 152
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Spomenuti faktori imaju veliki utjecaj na odluku o kupniji te percepciju samih proizvoda od strane
SRWUREBAOPDWR QLMH QMLKRYD SULPDUQD LVMABGU®RBWX@aN-LL
DNWLYQRVWLPD ODUNHWLQJ VH SURXpDYD NDR ]JDVHEQD JUL
American Marketing Asso® WL R Q G HIL QL U DakiMDds$tiNgky inQitliciab frocesa za
stvaranje, komuniciranje, dostavljanje te raazmjponuda koje imaju vrijednost za kupca, klijenta,
SDUWQHUD WH GUENDY B HILEMIFOMQLXND]XMH QD 4LULQX PDL
XJURNXMH LVSUHSOLWDQMH V RVWDOLP VURGQLP DNWLYQRV\
Herman i Chomsky iznijeli su svoje model propag&ndeorijski okvir koji se fokusira na ugej
ERIJIDWVWYD L PRUL QD LQWHUHVH PDVRYQLK PHGLMD L YL
SUYHQVWYHQR RGQRVL QD XWMHFDM PDVRYQLK PHGLMD QD |
VH QH EDYL SUYHQVWYHQR PDWMHWHQR ShihyBbUBNe®8 RV W LP
VXEMHNWLYQRVW PHGLMD NRMLPD MH JODYQL L]YdRId, SULKRG
LVWLPpH QHUD YRRM HIR H{XQRRALOMDWHOMD L SULPDWHOMD S
QD VWUDQL SULPDWHOMD elildsmladbRj®infoiadianingateidrik@ R W H &
MH SRGORA&ADQ XWMHFDMX SURSDJDQGQLK SRUXND

SURSDJDQGD VH irGordciie] asabitdl @B zavodljive i pristrane, koje se Kkoriste za

promocijuSROLWLpNH LG K Rrépagahda vawoneeRMIMMWHE 3H VH SRYH]XMH V
DOL NDR aWR VX +istakfub QQIM B KIRFDV BMHORYDQMD QD MDYQR P
QD RGOXNH NRMH VX YH]DQH ]D VYH DVSHNWH ALYRWD SD WD
IDYHGHQH VOLPpQRVWL L]PH®a¥0oG URS RIDUHIH QHPPRUB®/QKYJL H
kojima se bavi etika marketagV H X a4LUHP VPLVOX HWLND SRVORYDQMD L
RYRJD UDGD PDUNHWLQJ VH SURPDWUD NDR LVNOMXpPLYR SR]
WDNR aWR BRWRWURIXIMEKK RODNaDQL SULVWXS VYLP SRWUHEQLP
8 NRMRM PMHUL PDUNHWLQJ XWMHpH QD GRQRAHQMH RGOX!
NYDQWLILFLUDWL ,DNR RVRED PRaH ELWL LJORAHQD UD]QLP |

#American Marketing Association]https://www.ama.org/resources/Pages/Dictionary.aspx?dLetler=M
(02.04.207.)

2> HERMAN, E., CHOMSKY, N.:Manufacturing consent The Political Economy of the Mass MediaPantheon
books, New York, 1988., p. 2

26 Oxford Dictionaries,[https://en.oxforddictionaries.com/definition/propagan@2.04.2017.)
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utjecaja. American Marketing $sociationILQDQFLUDR MH QHNROLNR #ZVWUDAL
SRpHYALPXJRGLQDPD U1%5MBANWAILMHNRP UDGQRJ GDQD RVRED
76 r&klama, od kojhje RVWDYLOR QHNDNDY SRWD/WPL WINNRHWRARDIRBHQL
MH UDVOD NDNR VH WHKQRORJLMD U D] YdotinDipdppdtesciabdiv HAQ D P
UHNODPD NRMLPD MH RVRED L]ORAH&E® WLMHNRP GDQD SRSH
U posljednjih nekoliko godina veliki broj interneviora navodi brojeve od 4000 pa sve do 10000
reklamnih poruka dnevi. ,VWUDALYDQMD QD NRMH VH VWUDQLFH SR]I
UD]OLPADWUNHWLQANLK DJHQ F L Miazal podjtal@aRia Rnterrigtd |t© hipl W L K
potpunostu skladu aznansvenom metodom. Brojne varijable (poputdBxd UDILMH SRYUAaLQ)
R E U D §jik@Qupotpunosti izostavliene *UDQLFH L]PHYyX VDPH L]JORAHQRVWL
VYMHVQRJ GRALYOMDMD QLVX GHILQLUWPDQMNHWWR aN L\KHDWMPLDY
PRAWRPQR SURFLMHQLWL 8 NRULVW prikbai kdje GooBle) FMIBYLPD ]I
milijardi USD)*® i Facebook (26,88 milijardi USBA RVWYDUXMX VDPR RG UHNODP(
svojim stranicama. Ovprihodi SRND]XMX J]QDpHQMH NRMAD XWEDQBAQ A B
poslovanju.

No,bH] REJLUD QD QHWREPHCRMEHRM MH PRiU NRMX PDUNHWLQA&ANH D
YUHPHQX WH QMLKRYD YDaQRVW NDR MHGQRJ RG YDQMVNLK |

o kupniji.

2. 3. Unutarnji faktoriko ML XWMHpPX QD RGOXNX R NXSQML

.DNR MH VSRPHQXWR QDSSRBEHWNG GRNEDR ONKBQML ]DSRpPLQ
SRWUHEH 1DNRQ &W Ra pbjdvIBiR & thbtigadijaSkoja SRNQMX p QD |D SRG X]
DNFLMH NRMD #H X N RdQWDIEGHIF hotrebd.] RaaV plédje kBka u

PDUNHWLQANRM OLWHUDWXUL WHUPLQL SR ¥Xa¥na r&zRe/ U HE D

2" How many advertisements is a person exposed to in a day?
[https://ams.aaaa.org/eweb/upload/fags/adexposuré®n04.2017.)

28 How many ads do you see in one d&yhttp://www.redcrowmarketing.com/2015/09/10/maasseeoneday/
(02.04.2017.)
29 Google's ad revenue from 2001 to 201 6ttps://www.statista.com/statistics/266249/advertisgEnenueof- |
[qoogle)(02.04.2017.)
30 Facebook's advertising revenue worldwide from 2009 to 2016
[https://www.statista.com/statistics/271258/facebemdgertisingrevenueworldwide](02.04.2017.)
31 FOXALL, G..: Consumer behaviour A practical guide,Routledge, New York2015., p. 46
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QDVWDMH NDGD MH SRQDaAaDQMH SRWURaDpD XVPMHUHQR SUL
prepoznatu p0W UHEX X RYRP VOXpDMX QDV W33 8dnosRo pbHuzBtR &/ LY L U D
potrebna akcija kako bi se potreba zadovoljila.

-HGQD RG QD M HijaramdijaFdotnebha B Qriauskog psihologa Maslow®. Prema

Maslowy SUYH GYLMH UD]JLQH SRWUHED PRWLYLUDQH VX ]JDGRY
SRSXW KUDQH YRGH VNORQL&WD L VOLPpQR 1DNRQ J]DGRYROI
L RVMHUDMHP GUXaAWYHQH SULSDGQRVWL SRWRBQSRWUBE
VDPRDNWXDOL]DFLMRP RGQRVQR UDGRP QD VDPRP VHEL NDF
SURYRYHQMH VORERGQRJ YUHPHQD

OHOLND YHULQD SRWUR&AQMH NXSDFD X U DlenheNpibi@iiR GUADY
ILILPNLK 3 RW WHpPE ihidebe koje su rezultat ostalih socijalidS VLKROREGNLK IDNW
ODVORYOMHYD WHRULMD SRWUHED MH VDPR MHGQD RG QHN
SULND]DWL RGQRV L]JPHYyX SRWUHED L PRWLYDFLMD WH REM
MOWLYL RGUHYHQLK NXSQML PRJX ELWL VN bliz\hekQdrazRgQRV QR
AHOL VBNUBPWHULFH ]JERJ VWUDKD RG GUXdWYHQH RVXGH {
WRPQRJ PRWLYDWRUD L SR Vptovdd sk dbRskib ivtetvjdimailLies@anyY R O M LV
asocijacije’* Kako je vidljivo motivaciD MH LJUD]JLWR &bjithRshl Rav8 Rj&lbaXip M H
SVLKROR]L WH PDUNHWLQA&NL VWUXpQMDFL

32 |pid.
3 |pid.
341pid., p. 52
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Slika 1. Maslowljeva hijerarhija potreba

, ]JYRU S UL @ BbaxBIlyG:@éhsumer behaviour A practical gujdgoutledg, New York, 2015., p. 47

6OMHGMHAKVLKRORANLK pLPEHGsbhhdst MastojRokadki@riRikadsobu u

njegovoj potpunostie uvjetuje sveukupne poglede osobe na sebe i na akgebe. Osobnost

VH GHILQIMMHG NOQWWAHQ L UHODWLYQR NRQJLVWHQWDQ QDpL
RGUHYVHQ# R\WRENRP ray’Milé RuCsddthiiri2 teorije koje nastoje objasniti korijene
RVREQRVWL WH NDNR jenjpipavng® WY HMRWREQRNRR LY RWD SRMHG

NeNH RG WLK JOD YSQULK RVIHRDO MW LWX DA ELKHYLRULVWLPND KXF
su se u novije vrijeme priaLOH WHRULMHOGRSRIW VERRIMIORRH L HYR
Teorija, poput psihoanalize pLML MH XWHPHOMLWHOM 6LJPXQG )UHXG
PDUNHWLQANH VWUXpQMDNH V REJLURP GD VH EDYL SRGVYMt
LVNRULAWDYDMX X UHN sobijalfol: RogNifivReStBodjd/ mafldsaktavljaju na

3% HOCKENBURY, S., NOLAN, S., HOCKENBURY, DPsychologyWorth Publishers, New York, 2015., 43
3% MILAS, G., op.cit., p. 114.
37 HOCKENBURY, S., NOLAN, S., HOCKENBURY, D., op.cit. p. 447
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YDQMVNH VLOH NRMH REOLNXMX RVREQRVW NDR aWR VX GU?
SURFHV XpHQMD NRML WDGD VWYDUD LOL XpYUauXMH JODYQ

Karakteristike ili kolokvijalno "crte" osobnosti od izrazitksYDaQRVWL ]D PDUNHWLQA&N
VHIPHQWDFLMX WBUJLEONNRPUILIRNKBHL WK ULVWLPNLK SDNHW D!
REJLU NDUDNWHULVWLNH RV REQ®RIvaW L mirhopskedir®itiH VWKW @ IVAHURH QV
na one osobe koje prefULUDMX PLU L WLALQX GRN UH RGPRU QD SULPI
SRMHGLQFH NRML LPDMX NDUDNWHULVWLNH RVREQRVWL SR
2VREH NRMH LPDMX SRYLAHQH WHAaQMH ]D WUD sjerQathiieP X]E Xyt
GD iH PHYX SUYLPD NXSAWR \DHR VWL SH R P]pOR@EE ErguddvoNeoiQ M H
psihoanalizenjoj su sklonije osobe koje imaju manju kontrolu nad svojim Idom. Koncept "Id"

prema Freudu se odnosi na najprimitivniji dio oséodf WL NRML SRVWRML RG VDPR,
potpunostipodsvjestan imun na bilo kakvu logiku ili na bilo kakav kognitivni utjecaj. Id nastoji
SRYHUDWL ]JDGRYROMVWYIRENMRDIQMIROL SRS N ¥ BINXR AM M Bl QEKP L
vremenskom period KDR A4WR MH YLGOMLYR L] RSLVD ,GD DNFLMH
LPSXO]JLYQH WH UH]XOWLUDMX X WUHQXWQRM JUDWLILNDFLMW
impulzivne kupnje. Trenutna gratifikacijagng. Instant gratification) postala je predmeto
LQWHQ]LYQRJ L]XpDYDQMD UD]YRMHP GUXaWYHQLK PUH&D W
Trenutna gratifilacija u izravnom je konfliktu G XJRURPQLP FL O M ptohaBdmaWH MH p
negativnom svijetltu MHU QDMpH&iUH QDYRGL RVREM HQ DPBDMXWANRHIM Q € |
QD GXJRURHPQH FLOMHYH

2VREQRVW MH QHAWR SR pHPX VH RVRED Noono@hbdna/temeljLUD W H
QD&H RVREQRVWL GUXJL OM PG & QNHIDVW B MRX QUDFRIkIHO BADD/M-RONHD

0 sebite o karakteristikama koje vjerujemo da nassopi naziva se samercepcijal.

38 MILAS, G., op.cit., p 117

39 HOCKENBURY, S., NOLAN, S., HOCKENBURY, D., op.cit., p. 446

40 HUANG, E.: Use and gratification in e *consumers,National Kaohsiung First University of Science and
Technology, Kaohsiung, Taiwan, 2008., p. 4CE&6

4 SOLOMON, M., BAMOSSY, G., ASKEBARD S., HOGG, M.Consumer behaviour A European Perspective,
Person, Essex, 2013., p. 151
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6DPRSHUFHSFLM DsagtalljegnRICR N QS RIMRPPLPEHQLND NRMH RVREH
VDPLPD 2G SVLKRORANLK NDUDDNVERUQ MW 1 R DigRIAR FLOPRIRW L SR

=D PDUNHWLQANH SRWUHEH MH RVRELWR YDAaQD SHUFHSFLM
XQDSULMHGLWL LOL XvDYuaLwL SXWHP RGUHYHQLK SURL]YR
karakteristike ili viijed RVWL RGUHYHQ®&MNSSBREDRVGHD WHEH &aWR UH]XOW
RVMHUDMHP YULMHGQRVWL WH %Relije/dvakQeR/Bteokar juRGKk& VDPRP
je koncept samSHUFHSFLMH SRGORAabDQ YDQMVNLP XWMHFDMLPD R

promotivni

S obzironkakoMH IL]J]LpNL L]JJOHG RQR @&WR MH X SRWSXQRVWL YLG
WL DWULEXWL YUMHGQXMX YL4AH RG DWULEXWD NRML VH R
karakteiVWLNH OLPQRVWL 8VNR Bdro¥ptiDjeRsanpofARlanigFORoheR® R
YLVRNLP VDPRSRX]GDQMHP VX VXVUHWOMLYLMH JHQHUDOQR
donose odluke, za razliku od osoba koje imaju nisko samopouzdanje. Osobe koje karakterizira
QLVNR VDPRSRX]GDQMH SRHBRGQ [MLPDXNWMWAIQEANH VIHNWLY QR
proizvodakojise SULND]XMX NDR NOMXp ND SREROM&aADQMX VDPR!
LID]YDWL RV M4 iibD Mroidvedony NRML SUHGVWDYOMD MHGLQL QDbp
percipiranih nedostaka** .R]JPHWLpPND LQGXVWULMD RVRELWR MH SR]QD\
PDUNHWL@ANLK VWUD

U kontekstu percepcije samog sebe razlikujemo "idealnog sebe" te "stvarndy kebesvakog
SRMHGLQFD SRVWRML UD]JOLNDSELRHYyX REGHDOQYILMMDY UBWHGCY
RVRED WHaL GRN MH VWYDUQL MD UHDOLVWLpPpQLML SULND
VOXpID MXIMEMHAQD V XfeMdpdidkbjd QoRVoVEighrioRyRrantira da "stvarni ja"

gotovo nikadne bude u potpunosti konzistentan s idejom koji drugi imaju o nama. "ldealni ja" je

djelom formiran pod utjecajem vanjskih faktora koji su spomenuti u prethodnom pog&slju,

4“2 HANLEY, A., WILHELM, M.: Compulsive buying: An exploration

into self-esteem and money attitudeslournal of Economic Psychology, Vol. 13., 1992., p.18
43 SOLOMON, M., BAMOSSY, G., ASKEGAARD S., HOGG, M., op.cit., p. 152

44 |bid.

%5 |pid., p. 153
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REJLURP GD YHOLNL EURM YDQMVNLK IDNWRUMHKNOMEKPXMGED
LGHDOQL MD QHGRVWLADQ 3URFHV VBDspvihb@ j'MatMa]s®LNH X
PHQDG&PHQWWIIRWMIANRMNRMHID RVRED XOD&H HQHUJLMX NDN
L RVWDOLK GRGDWDND XV $M Hd &iGeRIn@rUgRbil Lpkeirid Diddima Mtk M X L G
SRYHubDOD VYRMX SHUFHSFLMX YODVWLWH YULMHGQRVWL
PHGLMLPD L UHNODPQRM LQGXVWULML RVRE *WrienkiwiniD VW XSO
publikacijama i reklamnim kangmjama kozmeppND L ILWQHVV LQ@XWPWUXVHD QL
VWDQGDUGH |]D YHULQX RVRED NRMH JERJ VYDNRGQHYQLK RE
LIJOHG .DNR X YHULQL VOXpDMHYD SRWURADpPL NXSOMHQLP
svoju perc6 FLMX LGHDOQRJ VHEH XOD]JH X FLUNXODUQL REUD]DF
desetkeputa, svaki put SMHGQDNR QH G R MatakrioQilsPgnich®XEeNERWUR&DPD Mt
LJUD]JLWR SRSXODUQD FLOMQD VNXSLQD ]D nBjigakhutijii@H LQG X"
VYDNDNR DXWRPRELOVND LQGXVWULMD 2VREH NRMH VH SH
ULJLFLPD WHAaALW UH YHOLNLP VQDAaQLP DXWRPRELOLPD NRN
prostoront®® Kao suprotnostoprezne, konzervatvtdA RVREH SUHIHULUDMIX PDQMI

ekonomski efikasnija vozila.

ODQLSXOLUDQMH ERG\ LPDJHRP MH SULYXNOR WDNRYHU L
GR RGUHYHQH PMHUH SREROMADWL VLWXDFLMXDWRVQMDEGRW
GUXaAaWYHQR RGJRYRUQRJ PDUNHWLQJD SRMDYOMXMX VH SR]L
OD LORYDWLYQRVWL L RULJLOQODOQRVWL D QH OD SURPRYLUL
strategija®

46 1bid.

4" DISALVATORE, E.: Portrayal of Women in Advertising, 2010.,
[http://ellendisalvatore.weebly.com/uploads/1/1/9/9/11996502/research- papesed women _in_adv.ddf
(07.04.2017.)

48 KASSARJIAN, H. : Personality and Consumer Behavior: A ReviewJournal of Marketing Research, Vol. 8
1971., p. 409418

49 OLSON, E.:A Lingerie Brand Offers Real Women as (Role) Models2016.,
[https://www.nytimes.com/2016/02/22/business/mediatgerie-brandoffersreakwomenasrole-models.htm
(07.04.2017.)
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8 NRQDpQLPpdamkadaBeJRYRUL R SVLKRORANLP pLPEHQLFLPD NF
kupnj, MH &LY RPWBONRVWKX.OSRMPRYL NDR a4WR VX YULMHGQRVWL SF
pojmovite ljudsko R QDADQMH QLM H oK kaluiiN) X FWIOKCRIORYL RPIHNXM X &
MH NXGLNDPR YMHURGRVWRMQLML SRND]DWH&®IW RWX R \SHU LF
GRQRAHQMALRB®QNDWH GHIEQUQOD NBRVAWUXNW NRML ND]XM
RGQRVQR a4WR MH VD VWDMDOL aW DWRJIRGEMHYWLLQUHDP YULO R RMDER
RGUDADYD NDNR VH REL]JIDYMP DOIMH X YehtakidDisapemigohhast?

QMHIJRYH YULMHGQRVWL WH GMHORYDQMH PRWLYDFLMH NRM]I

ALYRWRP VWita@jX RVREH X S

May’> VH EDYLR SUREOHPLPD NRMLP Vkbm JrijeDe@j¥y Wispii@hj& L V XV U
RVREQRVWL L ALYRWQRJ VWLOD 2YDNY Dzdhtijgvajuiediki Br5iQ M D V X
UDGQLK VDWL GRN UH]XOWDWL UXMYDNMBERNOMHPXY GREPPORMI XN FSI
SUHGYLGMHWL R p Hadjedivda @QRikKaR sPBZA/HROMM GQRP VLIXUQRAaUX 1D
pODQNX VSRPLQMH QHNROLNR UD]JORJD JERJ pHJD PMHUHQMH
AHOMHQH LOL NR QRtinYeNdd @aWdagit ditahjepouadBndstmijerljivin instrumenata

NDR &WR VX XSLWQLFL NRML QH PRJX ANMBDGEH ELWR XU 8B RVGE’
pitanju RQR aWR EL WUHEDOL PMHULWL 3UREOHPRP P@MQLSXODF
IOHNVLELOQREUX SULNXSOMHQLK SR BTakeBuNpibhjeEiee YidtaBriulvV X VH 61
SUREOHP SUHYHOLNRJ EURMD YDULMDEOL N&MHNOgHsePRIX S
SUHGYLGMHWL WLMHNRP SULSUHPHYDNDPRDEO® W $SRMDYD@NWIOM X
SRNXADYDMX XNRPSRQLUDWU DG BNRY/AWRIWHRI X RIRQIDLQLFL XJUR
rezultate.

ALYRWQL VWLO VH PR&H LVWUDALWL UHODWLYQR MHGQRVWD
RVREDS&HAD]DWL .DNR MH QDYHGHQR X GHILQLFLML ALYRW

50 MILAS, G., op.cit., p. 128

51 1bid.

52MAY, M.: Problems of Measuring Character and PersonalityThe Journal of Social Psychology, 1932. p. 131
-145

53 SIMMONS, P. J., NELSON, D.L., SIMONSOHN, WralsePositive Psychology: Undisclosed Flexibility in
Data Collection and Analysis Allows Presenting Anything as SignificanPsychological Scien¢&/ol. 22, 2011.
[http://journals.sagepub.com/doi/pdf/10.1177/095679761141{@R0A4.2017.)
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YULMHPH L QRYDF aLYRWQL VWLO MH GDOHNR NRQNUHWQLM|
X EXGXUQRVWL QHJR RSLVY QMHJRYH RVREQRVWL

2GDELURP R G U H ystl@dRdoariastdi Witik&igtentna u svojim postupcima@ednom
NDGD GRQHVHPR RGOXNX LOL ]DK]JPMW R IRSGHIHARI@QIHOEY IDVID INVDAR
da ostanemo konzistentni s donesen®tGOXNRP L LOL ]DXVjenmbofojlosW DYRP 3
NRQJLVWHQWQRVW VX MHGQH RG QDMFMHQMHQLMLK YUOLQD
XVSMHEAQH PHYyXOMXGVNH RGQRVH X JRWRYR VYLP SROMLPD 3
NRQJLVWHQWQH V RQLP A4WR JRYRUUHNHQH R(RFL M IVERQHMWW K.
VOXpDMX RVRED PRA&H ELWL SHU & u Bdigdrrkao MBrRaljEboieskiad QD KL
8 VOXpDMX NDGD RVRED QH L]QHVH VYRMH VWDYRYH LOL PLAa(
VRFLMDOQL SUWWNQXWNRRQJHERQWQR SRQDADQMH ,DNR R
YMHUQH VDPH VHEL WH ELWL NRQ]JLVWHQWQH X VYRMHP U
YLGOMLYH VX RGUHYHQH IOHNVLELOQRVWL X SRQD&DQMX

54 CIALDINI, B. R.: Influence, Allyn and BaconArizona State University2001., p. 53
SSCIALDINI, B. R., op.cit., p. 54
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,PSXO]JLYQD SRWUR&aQMD

PoglaviMH X NRMHP VH REUDGLR SURFHV GRQR&HQMD RGOXND
SURFHVD %URMQL IDNWRUL L] RNUX3a8HQMD XWMHpX QD SRWL
IDNWRUL pLML MH FLOM X ¥éMsirieDlojegaRdpod® WQNRE DVl DMNHINNRRR  ES1U
YUHGQRYDQMD LQIRUPDFLMD R SURL]JYRGX LOL XVOX]L SUHI
PDUNHWLQ&ANH SULURGH 8 WDNYRP RNUXaAHQMX MHGQRVWDY
kupac sposoban samostalno obraditi njemu sve d@dtdpLQIRUPDFLMH LVWRYUHPHC
SRWSXQX QHRYLVQRVW RGIKQBRBRWDPH QKVBURBRN R RE VDM (
ipredYLYDQMD SRWUR&ADPHYRJ SRQDabDQMD

1H VDPR GD RVREH QLVX X PRIXUQRVWL X SBpidgedpesvakel L]YLC
NXSQMH WH XYLGMHWL NRPSOLFLUWHUHVPHIX RHNH RGW X PVXYND.
spontano, gotovo bez ikakvog procesa obrade informacija prije same odluke o RUPEBIQ RV W

NRQWUROLUDQMD LPSXO]LYQRULF RQ B EJif@HDPJaigienmakeoQ R MH
jedanod osnovnih stupovaQ D NRMHP VH WHPHOMH PRGHUQH FLYLOL]DFLU!
X VYRP PRGHOX FLYLOL]DFLMH X NRMHP MH FLYLOL]DFLMX R
od brojnih impuV D NDUDNWHULVWLpPpELK ]D GUXEdWYR X FMHOLQL

Svjetska zdravstvena organiza¢figdN DUDNWHUL]JLUD LPSXO]JLYQR SRQD&EDQM
karakteriziran pojavom opsesivnih misNRMH QDYRGH QD sRijethHljide anP NFL M X
napetost®® Hanley i Wihelm M R/&X JRGLQH SULPLMHWLOL NDNR VH SR
]D LVWUDALYDQMH LPSXO]JLYQH SRWURAQMH X YLGX VYH pH3
SRYHUDQMD SRSXODUQRVWL ]DSD G &shisi BUQmodel ) tefrieliy 5RR N
NRMHJ VH UD]JOLNXMH LPSXO]JLYQD L QHLPSXO]JLYQD NXSQMD

6 FREUD, S.: Civilization and its discontents|http://www.stephenhicks.ora/wpontent/uploads/2015/10/FreudS
|CIVILIZATION -AND-ITS-DISCONTENT Stext-final.pdf (12.04.2017.)

57 International Statistical Classification of Diseases and Related Health Problems 10th Revisjon
[http://apps.who.int/classifications/icd10/browse/2016/en#(#@D4.2017.)

S8 HANLEY, A., WILHELM, M., op.ct.., p. 6

59 ROOK, D., HOCH, S.Consuming Impulses Advances in consumer research, Vol. 12., 1985., p.273

[http://www.acrwebsite.org/volumes/6351/volumes/v12/N2(12.04.2017.)
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SRMDP RQRJD NRML MH SUHGYLVHQ VDPR®eGapbdiplleFupeRP QH!
osnovnih elemenata:

1. Anenadna ipontana potreba za djelovanjem

2. VWDQMH SVLKRORANH QHUDYQRWHA&H

3. QDOHW SVLKRORANRJ NRQIOLNWD
4. smanjenje kognitivne evaluacije
5

. zanemarivanje posljedica kupi$é

Prva faza pojavijue S HRpHNLYDQR SRG YHOLNLP EURMHP NDNR XQX\
Vilo MH WHaANR SUHFL]J]LUDWL WRpPpDQ X]JURN SRMDYH QRYH SRW
psiholozi impulziviu potrebu za kupnjom povezuju s dva neuroprijenosnikserotonin i

dopamin®® 1HXURSULMHQRVQLFL SUHQRVH &4LYpDQH niPXOVH R
NRORNYLMDOQKRRERRID WUMMDR WH MM HKRVRAVGLOAD QD &IOVEW @O M X G
dRSDPLQ V GUXIRIQWWEBDQHYD SHUFHSFLMX RVMHUDMD X PR]
]JDVOXADQ ]D GRAQNOWDRBJIERGRD LY DGRYROIMDOWRP ¥ X SF
SRYH]DQRVW L]PHYyX PDQMND GRSDPLQD X RUJDQL]PX WH LP
povezanost manjka dopamina kod raznih vrsta ovistikiormoni ®rotorin i dopamin te s

njima povezan&emijske reakcije u mozgu koje intetgWW LUD P R N,C8RJ R¥/IVINHXI IRMEMM D &4 Q M
]DAWR VH SR \Wdl kefpbka3uipuMdmyrazid@zbog koggpojavila potreba za kupnjom.
I9DQMVNL VWLPXODQV LPD XORJX RNLGDpD NRML SRWLpPpH RVC

Ovaj koncept nagradezadovoljstva kiji je povezan SGRSDPLQRP LJUD]JLWR MH YDaD
LIDJLYDQMX LPSXO]JLYQRJ SRQDADQMD 3ULOLNRP NXSQMH RV
WH VH UD]JLQD GRSDPLQD QDJOR SRYHUDYD 2YDNYD QDJUD
pretKRGQR VSRPHQXWLP NRQFHSWRP WUHQXWQH JUDWLILNDFL

80 ROOK, D., HOCH, S.op.cit.

61KOC, E., BOZ, H.:Psychoneurobiochemistry of tourism marketing Toursim Management, vol. 44., 2014., p.
140- 148

621bid., p. 141

53 1bid., p. 142

64 HARMON, K.: Dopamine Determines Impulsive Behaviar
[https://www.scientificamerican.com/article/dopamingulsive-addiction|(12.04.2017.)

85KOC, E., BOZ, H.pp.cit., p. 147
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NRG RYLVQLND SULOLNRP NRQ]JXPLUDQGVDORGIRPYRBLKQHYV LKW
kupnje ne dolazi do ovih procesa u mozgu jer osoba prati isplanirani,Mdé¢$ioL SODQ NRML Ml
UH]XOWDW RGUHYHQLK NRJQLWLYQLK QDSRUD

Drugaje ID]D PRGHOD VWDQMH SVLKROR&NH QHUDYQRWHAaH 3RM
NRG RVREH L]D]YDWL WUHQXWQL RVMHUDM JXELWND NRQWUF
odros nagrade DGRYROMVWYR 3ULOLNRP SUYRWQRJ RVOREDYDQ!
potreba za trenutnim zadovoljstvéfiSposobnost osobe da se odupre naglo nastaloj potrebi ovisi
R QMH]LQRM VQD]L YROML .RQFHSW VQDJIR® ERORWXVW H H/NAW
SUHGPHW LVWUDALYDQMD $PHULPNL SVLKRORJ %DXPHLVWHL
WHPRP X UD]J]OLpLWLP SRGUXpMLPD aLYRWD ,DNR MH QDSLVI
jednostavnu definiciju tako kompleksnog ter@in 8 MHGQRP RG SRQXYHQLK REMD:
na teorije od Freuda i na njegove koncepte ida Pe(gaDNRYyHU SURQDAOL VX SR]LW
LIPHYyX RVMHUDMD WXJH L SDGD X VQD]L YROMH 2YR MH NRQ
WURGRBQDYOMDWL RYLVQR R WRPH NROLNR VH NRULVWL
RGULpH VODWNLA&AD WRGNDHU M HIIRGYOM ki Q BBNRDIMEHEM. W KN VA HOMHQ

7UHUD ID]D ROQBRMW@WVHVLKRORAMN IUNRDIWDNWSNRKIRORANH Q
SODQLUDQH NXSQMH NXSDF EL X RYRM ID]JL WUD&LR SRWUH
dostupne, ® L MH X RYRM VLWXDFLML VXRpHQ V L]JEBURRBIMRML QH
sukobom xpotrebom za tren® LP |[DGRYROMVWYRP LOL RGULFDQMHP .X
usporediti prednosti i nedostatke same kupaj@e proizvoda u pitanif. IDMRpPLWLML NRQ!
SURL]OD]L L] pLQMHQLFD GD i(iH WUHQXWQD NX80OMD VPDQI
RSRUWXQLWHWQL WUR&GDN LPSXO]JLYQH NXSQMH ELWL UH QHN
pHVWR SHUFLSLUDMX RSRUWXQLWHWQL WURAGDR® d®R&®@QML QHJ
kontekstu, miopijaVH RGQRVL QD NUD W Nddliyka @& @recyewivahjGzRdQwIfstda) M X

NRMLP UH UH]XOWLUDWL GRQHVHQD RGOXND =ku@RovécrOMV WY

66 FURNHAM, A.: Willpower, [https://www.psychologytoday.com/blog/sidewaxew/201606/willpowef
(13.04.2017.)

5 BAUMEISTER, R., TIERNEY, J.Willpower, Penguin Group, New York, 2011., p. 569

58 ROOK, D., HOCH, S.Consuming Impulses op.cit.
[http://www.acrwebsite.org/volumes/6351/volumes/v12/M2(13.04.2017.)
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VH XYLMHN SHUFHMSRUDWRHROMR ]DSUDYR MH &WR UH]XOWL
QHPRJXUQRVWL GRQUEEKE®MD REMHNWLYQH

6PDQMHQMH NRJQLWLYQH VSRVREQRVWL ]D HYDOXDFLMX NC
ID]X 3RQD&DQMH SRVWDMH DXWRPDWL]LUDQR WH [DKWMHY
$XWRPDWL]LUDQR SRQDADQMH pHVWR pyngarichpiillidiRulniy Y DN R G
RVQRYQLK QDPLUQLFD NUXK POLMHNR WH RVWDOLK RVQRY
QH PLMHQMD WLMHNRP GXJRJ URND 9R&QMD DXWRPRELORP |
SRQDADQMD .DNR MWHEGOMWRP YWRFRRRBRQRAZHQMH RGOXNLE
UDGL R YHU VWHpPBQLPVMEDWRNPRDOGD MH SULOLNRP VWMHFD(
RGUHYHQD NROLpPLQD NRJQLWLYQRJ QDSRUD B6XSURWQR DX
SRQDBROGMRMHJI MH SULVXWQR NOMXG§RaKSSphBrQtdyHpitanfaW R D N
RGQRVQR QH UD]JPLAOMDQMH R SRVOMHGLFDPD pLQL NOMXp
Rook? QDSRPLQMH GD VH X YLGX QDVWDORJ NRQDWMNVPR NF
SRYHUDWL RYLVQR R WRPH GDOL RVRED LPD PRWLYDFLMX L |

8 NRQDpQLFL PRGHO SUHGYLYD |IDQHPDULYDQMH SRVOMHGLF
]IDGRYROMVWYD X WRP WUHQXWNX QH ]D KaN ra\prdwaDawuiel QLW LY
LPSXOVD 1HNL DXWRUL VX LVWDNQXOL SUREOHP VXEMHNWL"®
MH XLVWLQX EXGXiUH VUHUH L]JIXEPCPEHMQR L®B XA DYVA@RP MO X
kupnju nisu pretjerano opasna te je vijerojatnBSFELOMQLK EXGXULK SRVOMHGLF
XNROLNR VH UDGL R LIROLUDQRP GRJDYDMX 2]ELOMQH SRVC
NDUDNWHULVWLNH RYLVQRJ SRQDaDQMD RGQRVQR NDGD VH
SRQDaDQMPDSRYHMBFB LIPHYyX GYD VOXpDMD ELWQR VNUDWL
ELWL RIELOMQH WH WH&ANR SRSUDYOMLYH ]JGUDYVWYHQL SU
ILQDQFLMVNL SUREOHPL L X NRQDpPpQLFL EDQNURW NDR UH]XC

89 STROTZ, H. R.Myopia and Inconsistency in Dyramic Utility Maxim ization, The review of Economic Studies,
Vol. 23., p. 165180

""HASTIE, R., DAWES, R.Rational choice in an uncertain world,Sage, Thousand Oaks, 2010., p-46.

" bid.

2ROO0OK, D., HOCH, S.Consuming Impulses op.cit.
[http://www.acrwebsite.org/volumes/6351/volumes/v12/M2(13.04.2017.)

HASTIE, R., DAWES, R.:pp.cit., p. 513.4515.
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UzimSXO]JLYQX NXSQMX pHVWR VH YHashguRivheRipnfReSEdd LY QH N
AURQLPQX DNWLYQRVW NXSQMH NRMD VH SRQDYOMD WHA&
predstavlja oblik ovisnosti. Kompulzivna kupnja nastaje kao reakcijapddpD QD QHNRQWUR!
AHOMX LOL QDJRSe@bVWH SMVXEULEUNID K Jedi@@i kads thRulZfw& G D 3
NXSQMD SUHYVH X QDYLNX RGQRVQR NDGD SRVWDQH IUHQN
NXSQML 3ULOLNRP LVWUD&MM D@D VWRPHXIOAL YOX INXSQPR R
NDUDNWHULVWLNDPD RVREQRVWL SRWURADpPD WH QD WHPHO
SULURGX SURL]JYRGD NRML VH NXSXMH 6WRJD WUHED QDJ
zastupljena kada se radi ORaAHQLMLP VNXSOMLP SURL]JYRGLPD WH pH®
SRWURAQMH® VR QVHHVEHDW LIDA. XSUDYR SLWDQMHP LPSXOJLYQH S
VSHFLILPpQLP SURL]YRGLPD WH VX SRND]DOL GD SRYH]DQRVW
JHQHUDOQD VNORQRVW SUHPD LPSXO]JLYQRM NXSQML QLVL ]
VNORQD LPSXO]JLYQRM SRWUR3EQML QLMH YDAaQR R NDNYLP VH
JOD]ED L RGMHUD aWR MH SRQRY Q RakS davavaQtdnjalhR BtaPDV RY
YULMHGLWL L ]D YULM H GanijstilH sibdd Rdop¥ Roje ku skibrie RrjpHlzivnoj
SRWURaAQML pHVWR LPSXO]JLYQR NXSXMX SXWHP LQWHUQHWD

3.1. Klasifikacija impulzivne kupnje

lako su u osnovici svi oblici impulzivn®d XSQMH UH]XOWDW LVWLK LOL VOLpPQ!
RGUHYHQH UD]JOLNH ,PSXO]JLYQD NXSQMD VH PRaH NODVLILFL
SUHPD TUHNYHQFLML SUHGPHWX NXSQMH LOL SDN NDQDOLP
trgovine.

“$1,0 , 'I$y,0 - -(/AGUWHMGQLFH NRPSXO]JLYQH NXSQMH VOXpDM WUJRYD
Privredna kretanja i ekonomska politika, br. 1., 2016., p. 11

> JONES, M., REYNOLDS K., WEUN, S., BEATTY, SThe product +specific nature of impulse buying
tendeny,Journal of businesgsearch, Vol. 56., 2003., p. 50511
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"HGQD RG &LURNR ]DVW XSO MkinjeKe tid BeRma RekvenDostkBj& X OJLY Q|
UDJOLNXMH pHWLUL JODY®H YUVWH LPSXO]JLYQH NXSQMH

X JLVWD LPSXO]EQ@MMNASQMDQDMUMHYL REOLN LPSXO]JLYQ
potpunoRGVWXSDQMH RG XRELPDMHQLK NXSRYQLK PRGHOD L
VYDNRGQHYQLFH L pLVWL X&LWDN

X Podsjetnikommotivirana impulzivna kupnjagp ULOLNRP RYDNYH LPSXO]JLYQH |
MH RNLGDPVMHRWILWLHNSFSFD GD MH SURL]JYRG YHU QHJGI
RGUHYHQD SURPRWLYQD SRUXND NRMRM MH SRWUR&DDp E

X Preporukom potaknatimpulzivha kupnjatpojavljuje se kada osoba po prvi put vidi
proizvod u pitanju te vizualizira p@bu za tim proizvodom, iako nije posjedovao nikakve
SULMDaAaQMH LQIRUPDFLMH R WRP LOL VOLpPQRP SURL]JYRG.
emocionalan, funkcionalan ili estetski. Preporukom potaknuta impulzivna kupnja razlikuje
VH RG pLVWH LIPPEW®R]IPYRGEH WLWL UDELHR QIDVOSXR) RB YD YRIDUY
SUDNWLPNX IXQNFLMX GRN pLVWD LPSXO]JLYQD NXSQMD ]I
X Planirana impulzivna kupnjz LDNR ]Y XpL N D Rafrind inip&RAwRaCkupnja je
kupnja kojase dogaD WLMHNRP SODQLUDQH NXSQMH 2VRED MH X
UH NXSLWL RGUHYHQL SURL]JYRG XNROLNR VH RVWYDUH (
QDLYH QD L]JUD]JLWR SRYROMQD VQLAHQMD WH VH RGOXpL

SRVWRMH EURMQL SNIR SJYHRGRHNR MR SVWOO pPHWQH SRWUR&AQMH ND

X Proizvodi na rasprodajt YMHURMDWQR QDMpHAauUL SURL]JYRGL NRML
SRWURAQMH &UYHQH YHOLNH RDPQANDALD QNRNNE D A\DWIR V
VX XVSMHaAQL X ®@RVWIDQXIDF®]MH SRWLFDQMX LPSXO]L®
X RYX NDWHJRULMX WDNRYHU VSDGDMX L DNFLMH GYD
SURGDMH 8 QDRMMHWM H@P\NRIA S VHNE W LLAQLH@MWH. EIDARRANRMH Y L
kakobise RVUHGQLNH L LOIQXRW AN KIS CRWBGUHYHQH PDU

76 STERN, H.:The significance of impulse buying todayJournal of Marketing, Vol. 56, 1962., p. 582
735(9,4,, et.al, op.cit., p. 248
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X 3URL]YRGL NRML UD]YLMDMX Q Bvi kategoliju Lo@izvai® spddp X RY L)
ALURNL VSHNWDU SURL]JYRGD NRML XNOMXpXMH SUHGPF
SURL]YRGL L VOLDPQ

X 3URL]YRGL pLMD FLMHQ@DEuUQ@ s oMalWeD frgovine poznate kao
(XURVKRSRYL WUJRYLQH X NRMLPD FLMHQH DUWLNDOD
WUJRYLQD MH XSUDYR NDSLWDOL]JLUDQMH QD &S XO]LYC
. XSFL QDMpH&a&UH XOD]H X WUJRYLQX L] ]1QDWLAHOMH LOL
SRWUPRaAQM®B]H VD GHVHFLPD NXSOMHQLK SURL]JYRGD pLM
im potrebni.

X BrzahranatEU]D KUDQD MH VOLpQDPXSBRLWEFHOLW X VRMY BRQD
SRWDpPpHPGXO]LYQX SRWURBRQMX XSWMHXIRY PDVWL L daHUHU
X VPLVOX UD]YLMDQMD RYLVQRJ SRQDADQMD QD VOLPpDQ

X 3URL]YRGL ]D+SKNHBEWWY.RNRML VH N RKYLDVVD M XX NDUFDNXV O F
SURL]YRGD RG SULERUD ]D MHOR GR QRYRJ QDPMH&WD
VSHNWURPX SUHGPHW LPSXO]JLYQH SRWURZDNMHG @LCpIN RV L
VYLP SURL]YRGLPD NRML VX SUHG P & predstB\ajufiieXtQ H SRW

potrebu za osobu.

3.2. Samokontrola i regulacija

&LMHOL aLYRW SUHGVWDYOMD VHUL M podR\GebneRrilikbmis\Rkédd RV R E D
GRQRAaHQMDbRGVOORYBD YD V RSRUWXQLWHW Q rgubpbrieratdti P (NR Q
WURGDNULMRHBQRVW AaUWYRYDQRJ GREUD LOL XVOXJH 2SRUV
VYH QMH]LQH SRVOMHGLFH EH] RE]JLUD UIDiDWR MXG B B DY\
WUDQ VD NBINRHMH Y H { ljMiBReFeHIGKIWRXQMDYDQMH NUDWNRURpPQL
]D LQVWDQW J]DGRYROMVWYRP ]D UD]JOLNX RG XODJDQMD IL]L
GXJRURpPQLK aHORNDREHJ INRWHHU INRRQ]XPLUDMX DONRKROQD SL

8 RAWES, E.:Shopping without thinking? 5 common impulse purchasefttp://www.cheatsheet.com/personfl
[finance/shoppingvithout-thinking-5-commonrimpulsepurchases.html/?a=view3.04.2017.)
7 SAMUELSON, P., NORDHAUS, W Ekonomija, Mate d.o.0., Zagreb, 2007., p. 34
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AUWYXMX GXJRURPYOMEHQD XNUBWNRURpPQR ]DGRIF¥REMVWYR |
spomenutih proizvodaA6DPRNRQWUROD IRNXVLUD HQHUJLMX QD RVWV
XWMHFDMB 2\PBXIOVR MH YDAQD X ]JDSDGQRP GUXadWYX NRMH
usluga kojenikad nisu bile dostupnije.

Jedan od primjera opasnosti nedostatka samokontrole prilikom odluka o kupniji jest financijska
kriza 2008. godine koja je rezultat naglog pada cijena nekretnina uuSpdrnatijom pod
nazivomhouse bubblé& 6L P SO L FL Uj@PreResRIE 86 iliQu SABu kupovali svari koje

QLVX PRJOL SULXaWLWL -HIWLQL NUHGLWL L SRWSXQR VPDC
VX OMXGH QD SUHNRPMHUQX SRWURaAQMX NRMD MH UH]XOWL
kako su osoif VNORQH LPSXO]JLYQRM SRWUR&AQML pDN L NDG VX
SURL]YRG NDR aWR VX QHNUHWQLQH WH NROLNR LPSXO]JLYQ
PRaH ELWL aWHWQD pDN L QD UD]JLQDPD JOREDOQH HNRQRPL]I

Samokontrola ima tri osvoa sastavna dijela:
1. Aostavljanje cilja
2. poduzimanje akcija u svrhu ostvarivanja cilja

3. nadzor napredovanja ostvarivanja cifa

Prilikom postavljanja cilja osobev WYDUDMX RGUHVYHQX PHQWDOQX REYH]
fokusiranju potrebne energije i vremegmostvarivanju ciljeva. Zapisivanje cilja na list papira ili
LIMDYD FLOMD RVREDPD GR NRMLPD QDP MH VWWREBzORjeSRYHuUD
MHGQRVWDYDQ ]DSLVLYDQMHP FLOMD RVWYDUXMH YaH REYH]I
s nekim rezultira socijalnim pritiskom. Poduzimargkcije koje je konzistentno ganovima
SRWUHEQR MH NDNR EL VH FLOMHYL L RVWYDULOL WH X NRC

osiguralo ostvarenje cilja.

80VOHS, K., BAUMEISTER, R.Handbook of self zregulation, The Guilford Press, New York, 2011., p. 245
81 BAKER, D.: The housing bubble and the financial crisis,

[https://www.files.ethz.ch/isn/57117/Housing Bubble 050§.(i#.04.2017.)

82VOHS, K., BAUMEISTER, R.Handbook of self zregulation, op.cit., 2011., p. 537

83 CIALDINI, B. R., op.cit., p. 73
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U odnosu na tri osnovna dijekmmokontrole postoje tri osnovna uzroka slabljenja ili potpunog

pada samokontrole:
1. Aonfliktni ciljevi
2. QHXVSMHK X NRQWUROLUDQMX YODVWLWRJ SRQD&ADQMD
3. iscrplienjeresuv D NRML RPRJIXuUXMX VDPRNRQWUROX 3

9HULQRP OMXGL L P Dilil}va kpjR ik FSONDI)RLY BRVWLUL WLMHNRP VYF
GREURJ REUD]JRYDQMD SURQDOD]DN 48LYRWQRJ SDUWQHUD |
VX RG YD&QLK &LYRWQLK FLOMHYD NRML VX ]DMHGQLpNL JRW
postoje net RMHQR PQRJR PDQMLK FLOMHYD NRML YDULUDMX RC
UDVSROD&HPR V RJUDQLpPHQLP UHVXUVLPD SRJODYLWR YU}
SULRULWHWH L RGOIXNRWL VH VM R@NSHEMNEMasRNAR0G L
SRQDEDQMD QDMpH&UH SURL]OD]L X& WRD/\REHEWRK GXS RO RPYQR
PRJX VWULNW QP GLQ B U EDNDIMM Y UH P HQ \zdhBela PODEO u 4 W R
SRWUREZQML RGQRVQR UHDORN D FjahjuXvré@Rnoite X QN R QUDH\DX. B V/ D

uzrokuje neuspjehom ostvarenja ciljeva.

, VFUSOMHQMH UHVXUVD NRML RPRJXUXMX VDPRNRQWUROX R
SUHPD LPSXO]J]LYQRP SRQDaEDQMWR WMRGMEA HY R W R/BSIR KX PQXWNARD Y |
LPSXOVD WR MRM VX]GUabYDQMH SRVWDMH VYH |DKWMHYQLNM
donesenim odlukama posljiedica je mentalne "iscrplienosti" ([Regsion fatigué®) koja je

rezultat prethodno donesenih odlukaY DM |HQ R P H Qg@&dRskakd Gsbba MaDdnevnoj

bazi. Twengé’ je napravio pokus u robnom centru kojim je demonstrirao fenomen u stvarnom
RNUXaHQMX ,VWUDALYDpL VX SRQXGLOL RVREDPD QD XOD]>
probleme koji su zahtijevali mali kognitvl@ DSRU WH UMH&GHQMD X REOLNX SLW
odgovora. Prilikom ulaska gotovo svi ispitanici koji su pristali sudjelovati stigli su do kraja ili blizu

kraja svih problema. Nakon toga fokusirali su se na osobe koje su odlazile iz robnog centra,
odnoVQR NRMH VX YHU REDYLOH NXSQMX 6 RE]JLURP GD VX RVRE

84VOHS, K., BAUMEISTER, R.:Handbook of self zregulation, op.cit., 2011., p. 537
85 |bid.

86 BAUMEISTER, R., TIERNEY, J op. cit. p. 182.

87 |bid.
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RGUHYHQH RGOXNH WHRULMD QDODA&H GD UH QMLKRYH NDVQL
WRpPpQLP ,VSLWDQLFL VX RGJRYRBPQEP DD W H IVXMEHU B B VIRKERXIVWIDE
IDNWRUD PR&H ELWL L MHGQRVWDYDQ IL]LainLlobXBrRda LVSLWI
shoppingLSDN QH ]JDKWLMHYD WH&ANL IL]JLPNL QDSR U H]\N/QWDAL YYHoi
donesenih odluka.

Komercijalna primjena ieksploataciaRYRJD IHQRPHQD RVRELWR MH NRULA
SBULOLNRP XODVND X VXSHUPDUNHWH RVREH QDMpHa&UH LPDM:
VX LP SRWUHEQH .DNR NXSDF SUROD]L Bdunxpried SlenicaR,D pL ML
VD VYH YHURP IUHNYHQFLMRP QDLOD]L QD PDOH MHIWLQH SU
NUDMX VH QDOD]H UD]J]QH JULFNDOLFH L VODWNLAaAL SURL]YRG
JGMH VH RpHNXMHRGHGH SKOUBYPHY R YULMHPH pHNDMXUOL X
proizvode koji donose trenutno zadovoljstf@®vo je samo jedna od mnogih tehnika koje veliki

VXSHUPDUNHWL NRULVWH NDNR EL QDYHOL SRWUR@DpPD QD
primjera kako se osobe nosesSHOLNLP EURMHP RGOXND NRMH PRUDMX GRQC
istih odjevnih kombinacij&® Smanijivanje broja odluka koje osoba mora donijeti tijekom dana

MHGQD MH RG PRIJXUQRVWL QRAHQMD V RY Dvddf dosn&abjethi@d SWHUH
PRIXUQRVWL GRQRAHQMD RSWLPDOQLK RGOXND 6PDQMHQNMN
NRPELQDFLMH QD GQHYQRM ED]JL MHGQD MH RG VWUDWHJLMI
PRUD GRYHVWL WLMHNRP\GBRWUHEDRR] DI R+ ¥ WAQIR NG O XNF

88 SORENSEN, H.Inside the mind of the shopperWharton school publishing, New Jersey, 209979

89 BAER, D.: The scientific reason why Barack Obama and Mark Zuckerberg wear the same outfit every day
[http://uk.businessinsider.com/baraskamamark-zuckerbeg-wearthe-sameoutfit-201542r=US&IR=T]
(15.04.2017.)
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%UDQG L LPSXO]JLYQD SRWUR&QMD

'DQDE&QMH WUALAWH RELOXMH UD]JQLP SURL]JYRGLPD L XVOXJI
Primjerice u SABX MH X JRGLQL ELOR SUR LpréiRpdilpza KU D QH
24.500 kompanijf® 6 REJLURP QD WR GD MH X VUAL JRVSRGDUVWD)
VORERGQR WUAaLaAQR QDWMHFDQMH SRWUR&ADpL XALYDMX
QDMXpPpLQNRY LW Lghcifaciip ProizvQda jgDnatkiditié ULPpND PDUNHWLQAND D)
definira brand kaoddL. PH I1UD]X GL]DMQ VLPERO LOL ELOR NRMH GUXJ
ili uslugu jednog pr&a]YRYDpD RG RV WDHBREhK seQdmaind et hid \WwoXndvrjednijin

oblika nematerijalne imovine odernih tvrtki®? Vrijednost samog branda nije vidljiva u
SRVORYQLP NQMLJDPAR BRIGKXDHUD]PHNRPHNQMLIRYRGVWYHQH
QMHJIRYH WU &L &@bstopakLraribfa Qrendakbmpliciran je i dugotragaaahtijeva
VWUDWwWaviEaN&RP B UNHWLQJRP SRGX]J]HUD NDNR EL aAMdje@®udt JIXUDOD

koju brand donosi.

2Q0R A&4WR MH NUDMQML FLOM VYDNRJ EUDQGD MH GD VH SURL]
YDAQLML |D SRWURAEDpPD RG VDAL d KM Q NHLCRRIDEOWND GGNDD BN /M |
sustal. |D UDpX QD OD WhddwiobhDUpravd/tX vijeédinb'st branda je razlog vrijednosti
NRMH QHNH GDQDAQMH WHIPQ®RID BRVIV NM&R 4 B PLOMIR LLFDIMXR W R Y
kapitala. TakoVX PHYyX SHW QDMYUMHGQLMLK EY) DikgRseéhagUHPD P
LQIRUPDFLMVNLP WHKQRORJLMDPD RGQRVQR QHPDMX ]QDPp
automobilska industrij& =D S U R L] ¥iRgridgt Barke se ogleda prvenstvenvidu dodaa

vrijednosti kojasase PRaH RVWYDULWL WH WDNR SRYHUDWL JUDQLpQL

% Manufacturing ,|https://www.ers.usda.gov/topics/fomdarketsprices/processingarketing/manfacturing.aspk

(15.04.2017.)

91 Brand,|https://www.ama.org/resources/Pages/Dictionary.aspx?dL eti@5:B4.2017.)
92 Brand, [http://www.investopedia.com/terms/b/brand {5.04.2017.)
B QUHGQRYDQM
% The world's most valualbe brands 2014https://www.forbes.com/pictures/mli45fflemtéyota/#704f9ec95130
(16.04.2017.)
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SULPMHULFH $SSOH MH SURL]JYRGLR ,S KaR@thvaoetowolpp HQL R«
WURVWU R WDk s0H&kR Manje poznati brandovi prisilieni prodavati svoje proizvode s
PLQLPDOQLP JUDQLPQLP SULKRGLPD NRPSDQLMH SRSXW $SS¢
LPDMX PRIJXUQRVW RVWYDULYDQMD SXQR YHULK oK RGD 9U
Goodwill. Goodwill spada u nematerii@X LPRYLQX WH VHDGEOILNPL UDP HDR WAU ¢
YULMHGQRVW Ine R igHneH<YvArnel Lvtijednostivrijednogi ukupne materijalne
LPRYLHRHMYBNDY HIHNW NDGD SRWURAED pelLu SdnbsuHd jetimjéd X VN X
supstitute, naziva se Veblenov efékt=ERJ YHUH FLMHQH RGUHYHQRJ SURL]Y
GRELYD L EROMX NYDOLWHWX awR QH PRUD ELWL XYLMHN W

2QR AWR XLVWLQX pLQL YULMH G QGRasvrandaBeds DON HsapRPIR GQ R V
sklonost NRMX SRWURADp L PPDojsihbst BrAnda, IDANGHKIRY X SUHSR]QDWON
JODYQLQX QMHJRYH YULMHGQRVWL WH VX UH]XOWDWL GXJF
PDUNHWLQ&NH DNWLYQRVWPQRGUHYRBIRMDOQRL]DRYDDPOL XWI
SRWUR&DpPD SUHPD EUDQGX 2G VRFLMDOQLK IDNWRUD RVRE
socijalnoj grup® yHVWR VX EUDQGLUDQL SURL]YRGL VQDAQL VLPEF

socijalne hijerarhije.

OshQRVW EUDQGD Mskupljdddki® LRNDRED). @D RS RY H] D¥YQwgj kobcdpU D Q GRP
SRND]XMH NDNR RVRED L]JUDADYD VYRMX RV BHIQRWNIlWOS XWHP E
je kako se automobilpercipiraju na temelju njihovog oblika. Coca Cqgéaprimjerice usko

SRYH]DQD VD DPHULpPNLP QDFLRQDOQLP LGHQWLWHWRP 2\
PDUNHWLQANLP DNWLYQRMWPRPDVWEPSDYRQ@MD dHiBddfaNv LILFLU

% SHERMAN, J.: Spendy but indispensable: Breakingdown the full 650% cost of the Iphone 5,
[http://www.digitaltrends.com/mobile/iphor@stwhatappleis-payingf(15.04.2017.)

% Goodwill and Intangible Assest, |https://frc.org.uk/OuiWork/CodesStandards/AccountingndReportin
[Policy/Standardén-Issue/FRSLO-Goodwill-and-Intangible Assets.asp15.04.2017.)

97 LEIBENSTEIN, H.:Bandwagon, Snob, and Veblen Effects in the Theory of Consumer's Demarithe
Quarterly Journal of Economics, Vol. 64., 1950., p. 18%.

98 PODOSHEN, J., ANDRZEJEWSKI SAn examination of the Reldionships between materialism, conspicuous
consumption, impulse buying, and brand loyalty Journal of Marketing Theory and Practice, p. 321

9 1bid.

100 AAKER, J.: Dimensions of Brand Personality Journal of marketing research, Vol. 34., 1997., p. 34R6.

32



osobnosti branda u odnosu na to kako se percipira u umovidW& aDpD WH RVRELQ

karakteriziraju svaku dimenzifit?

Slika 2. Konceptualni okvir osobnosti branda

Osobnost branda

Otvorenost BIEXYHQRPR chlepetencijal Sofisticiranost ,JGUAOIMLYVW
Iskreno lzazovno icent
Veselo oDawR L \AP‘E\'/QS”M”EIN Visoka klase yYUVWR
SHDOLYWLBGRDA&JQR a 4D U P D Wo'fealno za
Pouzdano outdoor
Blagotovrno Aktualno

Izvor: Aaker J.: Dimensions of Brand Personality, Journal of marketing research, Vol. 34., 1997.,485%

9DAQR MH QDSRPRYDMMWRGPHEBWXDOQL RNYLU RVPLAOMHQ LPI
YULMHGQRVWLPD NRMH VX PX NDUDNWHULVWLpPpQH WH GD Vt
RGQRVQR GUXaWYD GR GUXawyb

3URL]YRGL PQRJLK EUDQGRYD WD NR Y tbbarh. RLOKEUXnaNdDHwaDsh W H U L \
ARQD GREUD ]D NRMLPD SRWUD&Q K\ RUBMWWSH RWN R QLRP NUIDDAN.
SRQXGH L SRWDRIMWRPX MH pLQMHQLFD aWR WDNYL SURL
RGUHVHQH VRFLMDBR®©msiYH YIXQWFAIMDOQH YULMHGQRVWL ,\
GD RVREH NRMH LPDMX PDQML VWXSDQM VDPRSRAWRYDQM
brandovd® . XSQMRP WDNYLK SURL]YRGD RVREH SRYHUDYDMX SH
SULEOL&DYDMR¥IREH MBDNDIORQRM 8HOH SULND]DWL

101 1bid.
102 SAMUELSON, P., NORDHAUS, Wgp.cit., p. 82
103pODOSHEN, J., ANDRZEJEWSKI S., op.cit., p. 323
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. XSRYDQMH EUDQGRYD WDNRYHU SULSDGD YHU VSRPHQ>
$XWRPDWL]LUDQR SRQDaDQMH QH PRUD ELWL LPSXO]JLYQR QL
SUHWKRGQLP RGOXNDPD NRMHORXH®RQRMRIDH. WDYW R P MOUWXG L
SRPD&H NXSFLPD X X4WHGL YUHPHQD V RE]JLURP GD QXGL Sl
dobiti vrijedrost za novac! L]DMQ L ERMD DPEDODaH NRMH VX DVRFLUDQ
su povezani sa impulziom kupnjomt®® $SPEDODA&D LPD GYLMH HGMUDVWDQ H RIKK
WLMHNRP WUDQVSRUWD WH XQDSUMHYHQMH SURGDMH 8 VPL
REOLN NRG SRWURADpPD SRWLpPpX YH]X L]JPHYyX EUDQGD L SU
informacije koje O X4H RQLP SRWURADpPpLPD NRML VH MR4 QLVX RGOX

,PSXO]JLYQD SRWURAQMD L RQOLQH NXSRYLQD

E+tNXSQMD XNODQMD GYLMH GLPHQ]JLMH NRMH RrliebhQiLpDY DM
prostor!® 8 VPLVOX SURVWRUD NXSFL QLVX SULVLOMHQL IL]JLpNL
LIUDJLWR YUHPHQVNL |]DKWMHYQL GLR VDPH NXSQMHt 1DGDO
trgovina nema standardno radno vrijeméima vrijeme dostave. ProvétiQ R L V WA P &LyD Q M H
RVREDPD NRM HzRupci Y¢ke2dla/j®lakistHQDMYLAH YUHGQXMX SUDNWLD
NRG RQOLQH NXSQMH DOL LK QDMYL&H EULQH VLIJXUQRVW S
XNROLNR LP QH EXGH J/GRMR QW\W ¥ D MXMBIQNMMDGDWLUD L] R
L SURFHVL VX VH VYDNDNR J]QDpDMQR SURPLMHQLOL L XQDES
QDMYHUD \WriypHNA XNa2orHeksperimentira dostavom putem svojih dronova koji bi
XpLQLOMXGRDPWDMQR EU&AH®P L EHVSODWQRP

104 HUSNAIN, M., AKHTAR, W.: Impact of branding on impulse buying behaviour, International journal of
buisness administration, vol. 7., 2016., p. 62

105 MADHAVARAM, S., LAVERIE, D.: Exploring Impulse Purchasing on the Internet,Advances in consumer
research, Vol. 31., 2004., p. 5965.

106 1bid.

107 Amazon claims first successful Prime Air drone delivery
[https://www.theguardian.com/technology/2016/dec/14/amakmimsfirst-successfuprime-air-dronedelivery
(19.04.2017.)
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SUHPD 9HUKDJHQX pDN VYH RQOLQH SRA\wuaRaAEM HdidMH LPSX
LPSXO]JLYQH SRWURAQMH PRA&H ELWL ]JERJ QHYMHURMDWQH G
MHGQLP NOLNRP PL4AD OQHRG@RSMW.DWM/MRP WRIFLBMRYJ WRJD &aWR VI
VDPLP RGODVNRP X WUJRYLQX 2YL X]URrgdvinéXujgddntikai® LpNL V
VX X SLWDQMX WXULVWLpPpNL SWRUJRRGOQH1D M YL HMHI B KEQ
uistiQX WROLNR PDOR WUXGD L DQJDaPDQD ,PSXO]JLYQD NXSQ
]JERJ VYRMH MHGQRVWDYQRVWL DOL WDNRYHU ]JERJ WRJD aw
DQJD&PUPVREH pHVWR VXUIDMX ,QWHUQHW RARvON Btdriju E L X
QDMYMHURMDWQLMH MH |]D RVREX GD itH SRGOHJQXWL QHNRP
SRWURaQMX

,VWUDALYDQMD VX SRND]DOD NDNR MH QDSUHGDN LQIRUPDF
WXUL]DP L XJRVWLWHQOMVWQYRH XNIOMXOQPIX MXUDGIR WXULVWLDp
posrednika rezervacijskih uslu§®. 7XULVWL NRULVWH ZHE WHKQRORJLMH V)
WRP VOXpDMX SRQDabDMX LPSXO]JLYQR

2GOXND R NXSQML pHVWR VH G Reaiostavnd] &HGR R B VGADL ' N LK VIRIE]R
RVMHERIYLP QDpPLQRP JDGRYROMHQMD VYRMLK SRWUHED L &tk
RGOXpXMH QD NXSQMX RGUHYHQRJ SURL]J]YRGD L XVOXJD EH]
Kupnja motivirana hedonizmom ne mora striktnd bitpulzivna, primjerice planirana kupnja
RGMHUH NRMD QLMH SULMHNR SRWUHEQD SUROD]L NUR] VY
SRQDaAaDQMD SRWUR&DpD

7LMHNRP MH G Q RupdinvawalbizgdjnvuDs@okeribarket je poQXyHQ GRGDWQL VQ
proizvod, SWR VQLAHQMH MH SRQXVHQR L RQOL 8%EkspxrB#EnLjeD SULO
AHOLR W H podtdijill @Ak uveakvoj situaciju postupcima online kupaca i kupaca koji

VX IL]JLPNL SULVXWQL XRWKLSAHU M BIUNHRALX Y IGE B LRNFBSR@M KR Q/ X E|

108\VERHAGEN, T., DOLEN, W.The influence of online store beliefs on consumer online impulse buying: A
model and empirical application,Information and managment, Vol. 48., 2011., p. 33@7

19VERHAGEN, T., DOLEN, W.The influence of online store beliefs on consumer online impulsaiying: A
model and empirical application,op.cit.

LOREZAEL S., FAIZAN A., AMIN, M., JAYASHREE, S.Online impulse buying of tourism products,Journal
of Hospitality and Tourism Technologyol. 7., 2016., p. 60+83.

L1PARK, E., KIM, E.:Effects of corsumer tendencies and positive emotion on impulse buying behaviour for
apparel, Journal of the Korean Society of Clothing and Textiles, Vol. 32, 2008., p-

112 JEFFREY, S., REBECCA HEactores influencing impulse buying during an online purchaseklectron
commerce, 2007., p. 36379
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kupili dodatni proizvod nego oni kojima se proizvod ponudio na Internet stranici supermarketa.

J)DNWRUL NRML XWMHpPpX VX VYDNDNR SFEVFWIDBUWMRKB G B IWDURL
]D UD]JOLNX RG SODUDQAUMD KDIRD/RWLORPLODIS@QD OLFX PMHVW
NXSQMH QLMH PRJXUH GD NXSDF GRyH SRG XWMHFDM UDGQL
SULOLNRP SODUDQMD QDSRPLQMH QD RGUHYHQH DUWLNOH QI

to nainternetu postoje napredni algoritmi koji "proganjajutkeipca posvuda na internekty.

Kako bi bolje organizirali svoje izdatktQHNH RVREH QD SRpHWNX PMHVHFD U
ILQDQFLMVND VUHGVWYD X RGUHVYHQH N R2WikuJFhaldr Madiv®) DP M H Q
mentalnim knjigovodstvom ( enllental accounting!'* WDNRVYHU SR]QDWD NDR WHEk
- insinuacija na odvajanje novcdaR GAHSRYLPD RYLVQR R QDPMHQL SRWURA&
do jednostavne transakcije: prethodno nanjeni novac za proizvod ili uslugu. Sukladno teoriji
PHQWDOQRJ NQMLJRYRGVWYD RVRED SHUFLSLUD SODUDQMH
VWMHFDQMH SURL]JYRGD LOL XVOXJH =DNOMXpLYDQMHP RYI
trebao bi bti MHGQDN NDR L SULMH WUDQVDNFLMH RGQadQR NRU
transakcije je pozitivna nul@ Hy XWLP 7YHUVN\ L .DKQHPDQ GRND]DOL VX
gubitku ( eng.Loss aversiojt’®, prema ovoj teoriji osobe imaju tendenciju pretamja
LIEMHIJDYDQMD JXELWDND pDN L X VOXpDMX RVWYDULYDQML
MHGQRVWDYQLP SULPMHURP EROMH MH RVMHUDM QH L]JXELV
averziju prema gubitku Thaler je ponudio, u okviru teomjentalnog knjigovodstva, dva koncepta
NRULVWL NRMH RVRED RVWYDUL RGUHYHQRP W¥HendDNFLMR
Acqusition utility and transaction utilijy Akvizicijska korist predstavlja vrijednost dobra u

odnosu na njegovu ciiegnhV R MH NRULVW NRMX EL SURL]JYRG SUXAaLR R\
umanjena za cijenu koju je osoba morala platiti. Transakcijska vrijednost predstavlja korist koju

MH RVRED GRELOD RG VNORSOMHQRJ SRVOD 8NROHNRA&HH RV
ULJLGQR L QH SRND]XMX QLNDNDY VWXSDQM IOHNVLELOQR\

I3LINDEN, G., SMITH B., YORK, J.Amazon. com Recommendations Itento-item Collaborative filtering,
IEEE Computer Society, 2003., p. 76

H4THALER, R.:Mental Accounting Matters, Journal of Behavioral Decision Making, Vd2., 1999., p. 183+
206.

ISTVERSKY, A., KAHNEMAN, D.: Advances in Prospect Theory: Cumulative Representation of
Uncertainty, Journal of Risk and Uncertainty, Vol. 5., 1992., p. 28323.

H8THALER, R.,0p.cit., p. 183.£206.
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VILMHGQRVW RSRUWRGHWHHRADGIL KV IV N R &N\ BthdDja. Rréindtiee@30bd G E X G a
UDVSRGYOHHEXGAHWD 2 G HelikbaM XL P MIDEBFD X EXGAaHWX 2GM
VUHGVWYD VX GRYROMQD ]D NXSQMX NRaXOMH GRN X EXGaHYV
2VRED X SLWDQMX RGUHUL UH VH SULPMHULFH RGODVND X NL
u kino doniobiRVREL YHUX NRULVW RG QRYH NR&A&XOMH NRMD QLMF
NUDMX PMHVHFD ELWL UHURDMMHNGED RGWP R $RIURVEODUMVAND R Q R/ LY
od vrijednost GRELYHQH QRYH NR&XOMH

17 bid.
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7TXULVWLpPpNR RGUHGL&WH NDR SURL]YRG

SXWRYDQMH L QDSXaAaWDQMH GRPLFLOD X VDPRM MH VUAaL W)
boravka tijekom cirkularnog putovanja glavne suakagristike fenomena turizmaW XULVWLPND
destinacijge Aeografski prostor koji se razlikuje od mjesta stglboravka turista, tekojem on
SURYRGL VYRMH MHh@HWYHVXUL]PD GHILQLUDMWXULVQWENK L®
SURVWRU NRML VYRM WXULVWLpPpNL LGHQWLWHW JUDGL QD
GRALYOMDMD NRMHV]BGRPRWIRPM W XU LV WLpN Rienzighog DV WU X |
RN XSOMD QWM DbXWXKVWVYWND3 G H vbhdefficiM D akdel@mSUdR Ideratuali

LP MH VYLPD |DMHGQLpNR GD SURVWRU GHVWLQDFLMH QLMH
JUDQLFH RGUWRXMHWWX QIMHN R Y EX LALVOMWLHD ND PRMMWLQDFLMD V
O RN D F L & mijeXjal tijekdom puta turistaRYLVL R QL]JX pLPEHQLND WH RGQT
PLPEHORGQORVQR WXULVWLpPpND GH VisVjrayaFsvojelripdnt tiedddV WR U X
putovanja. Destinacija je uvjetovana vrstom turista, njegovim motivima, tijekom putovanja i
mnogim drugima odlukama akcijama koje turist poduzima za vrijensgog putovanja. Kao
UH]XOWDW VYHJD QDYHGWWRRDRL BHI1LQN R DMMHL WHRANFRHSW W X U
SURL]YRGD WH VH WUHED SURXpLWL SUYR NDUDNWHULVWLN
odnosno turista, te nakon toga sagledetipnuFMHORYLWRVW L NRPSOHNVQRVW V

4.1. Defincija i tipologija turista

7UDGLFLRQDOQL SRWURADpPL X SURFHVX NXSQMH RVWDMX VD
VH GLIHUHQFLUDOR RVREX NRMD NXSXMH DXWRPRELO RGMH
NRMD VH RGOXpL ]D $Sohv. RRaDe@dkalite Rurarbile-definkilama turista te

raznim tipologiama QR VYLPD VX [DMHGQLPNH RGUHYHQH NDUDNWHU
MHGQRVWDYQR RVRED RVWYDUL EDUHP MHG®RIQRQRQMH X
nadodatidajetRVRED NRMD WLMHNRP SXWD QH ]JDUDYyXMH WH GD VI

8 (6$5 2 %$572/8&, 0 y$9/(. 0 35 Twigars éorlomske osnove i organizacijski
sustav, ANROVND NQMLJD =DJUHE S

11998.21,0 % HNWBPQLN WXssnhddaDZagreb, 2001.,389.

120yUNWTO Glossary of toursim terms [http://cf.cdn.unwto.org/sites/all/files/Glossamf-terms.pdf(17.04.2017.)
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GD uUH VH YUDWLWL X PMHVWR GRPLFLOD =D UD]JOLNX RG QM
GRPLFLOD RGHHQRRQR QMHJRYR FLUNXODUQR afaXMeR Yo MH ]DY
razlikuju termine putnik i turist u smislu da je putnik osoba koja je na putovanju dulje vremensko

UDJGREOMH WH QDMpHAaAtH7RNRIVBD B pWQLNERBREW NRMD MH
ODNORQMHQD SXWXMH X, kit RIQPWRE D ARMID RDWMDIHEDW VY R
organizira putem nekog posrednil@oorstin?? MH SUHSR]J]QDR RGUHVYHQH VWHUHI
ASDVLYDQ RPHNXMH GD PX VH GRJRGH ]DQLPOMLYH L X]EXGC(
potrazizaX][EXYHQMHP DYDQWXUDPD L QRYLP RVREDPD 3 9DAaQR
DXWRUL EDYLOL WLSRORJLMDPD VD VWDMDOLaAWD SRQDabD:
.YDQWLWDWLYQL pLPEHQLFL NRML VH LQDpH KRdddNVMWH X VY

primjer vrijeme boravkaautori nisu uzeli u obzir.

SRVWRMH MRa&a PQRJH NYDOLILNDFLMH WXULVWD WHPHOMEF
kompleksnost tog pojma. Primjerice, poslovni turisti ili religiozni turist zahtijevaju potpuno
GUXJIDBUMVWXS NDGD MH X SLWDQMX NUHLUDQMH L SURGDM|I
FLOMDQRJ WUALaAWD ]DKWLMHYD PXOWLGLFLSOLUDQL SULVW
disciplinal?® Klasifikacije i iSRORJLMH WXULVWD orde & témeld njiE RdgW RJID &
LlUDGLWL YMHURGRVWRMQH VHIJPHQWDFLMH WUALaAWD WH
potrebe. Kako postoji veliki broj definicija turistaastako postoji i veliki broj pologija turista.
-HG QD RG QD MtipbldgijeHuristaé bhaDdxHciologa Cohena prema kojoj se turisti dijele
na
X Organizirani masovni turistt NDUDNWHUL]JLUD JD NXSQMD SDNHW |
destinacije. Preferira putovanje u destinacije masovnog turizma, strogo prati itinerar
putovanrM D WH VH QDMpH&auUH QH YROL XGDOMDYDWL SUHYLAF

X Individualni masovni turistxod organiziranog masovnog turista ga razlikuje stupanj
VORERGH L IOHNVLELOQRVWL RVODQMD VH QD IRUPDOC
organiziranogPDVRYQRJ WXULVWD SRQHNDG ]QD L VNUHQXWL

121 SWARBROOKE, J., HORNER SConsumer behaviour in toursim,Elsevier, London, 2007., p. 84.
122 |pid.
123 JAFARI, J.: Encyclopedia of Toursim,Routledge, New York, 2000., p91
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X ,VWUDERYIDPQL]LUD VDPRVWDOQR VYRMH SXWRYDQMH RG
L UHJHUYLUDQMD VPMHaAwDMD 1DVWRML L]EMdAIGDYDWL N

X Skitnica £nema isplanirani itinerar, putuje iz destinacije u destinaciju bez ikakvog plana
WH VH pHVWR |]D VPMHaAWDM EULQH QD OLFX PMHVWD &

domicilne zajednie, te izbjegava svaki kontakt gstalim turistma i WXULVWLpPpNRP

industrijom.1?4

8] RYX WLSRORJLMX SRVWRMH MR& PQRXHWDRPNRHp M/ EDL N YL
QDJODAaDYD ELWQX UD]JOLNX NRMD MH YDaQD PDUNHWLQA&NLP
WXULVWD NDR SRWODRADpDLQUBILINML@®WEXDOQL PDVRYQL WXULVW
RUJDQL]DFLMH RGPRUD NDR aWR WXULVWLpNH DJHQFLMH a
,VWUDALYDpL SUHIHULUDMX VYRMD SXWRYDQMD LQGLYLGXDO

nude gotov proizvod.

6ORMHYLWRVW WXULVWLpPpNRJ RGUHGLAWD NDR WXUL'

Primarna destinacija u koju turist putuje Leiper naziva nukledéort. XNOHXV GHVWLQDFL N
ELWL ELOR NDNDY DVSHNW LOL NDUDNWHULVWLND NRMD MH
MHGDQ VSRPHQLN XOLFX LOL SDN GLR JUDGD 2QR a@aWR GHIL
WXULVWD NRML JD.L6RVAORWVIWWKRML §N&H GHVWLQDFLMH XQXWD
MHGQDNR YDaQH WH VX JD X MHGQDNRM PMHUL PRWLYLUDOH
VWUXNWXUH PMHARYLWRJ QXNOHXVD PRaH SRVWRM&®WL RGU
MHGQDNR YDaQL WXULVWX S3SULPMHULFH SULPDUQL QXNOHX)
SULMH SXWRYDQMD WH UD]JYLR VYRM LWLQHUDU NRML REXKY
JUDQLFD SULPDUQRJ QXNOHXVDMHRGUHYBIQD | BHUDH KG®HR A (BHU |
kojima je turist znao prije dolaskali one nisu bile primarni motivatarza odabir destinacije. U

NRQDPQLFL VYH RQH |]QDPHQLWRVWL NRMH WXULVWD SULYXN

124 COHEN, E.:Who is a tourist? : A conceptual clarification, The Hebrew Univeristy, Jerusalem, 1972.
125 EIPER, N.:Tourist attraction systems,Annals of Tourism research, Vol. 17., 1990.3p2.
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informacije pripadM X WHUFLRQDOQRP QXNOHXVX 1XNOHXVL VX GHIL
WH NDR WDNYL PRJX ELWL PDWHULMDOQL LOL QHPDWHULMEL
QHPDWHULMDOQRJ QXNOHXVD MH RGUHYVHQL jdjbl YoMiLM® O NR ML
NXOWXUH 3UREOHP GHILQLUDQMD JUDQLFD WXULVWLpPNRJ R
VXRpDYDMX VWUXpPQMDFL ]D XSUDYOMDQMH WXULVWLpPNF
NRQNXUHQW GFR#MiX |GKWWN MO D NRRdgGrbj@ domikal Dwysl PHini su

osmislili PRGHO NRML SULND]XMH JODYQH HOHPHQWH YD&QH ]D N

Slika 3. Glavni elementi konkurentnosti destinacije

'"HVWLQDFLMVNL PHQDGAHR

Javni sektor Privatni sektor
Resursi
< 6LWXDFLMVNL pLPEHQLFL
7XULVW
1DVOLM Ly | infrastruktura
—>
resursi ¢
Kulturni Potporna ZXULVWLPND S
Prirodni < WXULVWLpND -
infrastruktura
v v
Indikatori
Konkurentnost destinacije konkurentnosti
destinaciie

Indikatori kvalitete

Socioekonomski prosperitet q
ALYRWD

Izvor: DWYER, L., KIM, C.: Destination Competitveness, Current Issues in Tourism, Vol. 6., 2003., p. 378
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ORGHO QDVWRML SULND]DWL NRPSOHNVQRVYSDINRQMXUHQMWQC
prethodno prikpljenim saznanjma DOL X]J]LPDMXudL X RE]JLU RGUHYHQH DVSH
GRYROMQR SRJRUQRVWL X SUHWKRGQLP ePRI&ihOrad@a SULP M
GHVWL®BDMAMGMHOMH DXWRUL X pODQNX SURXpPDYDMXuUNYDNL
QMLKRYX PHYXRYLVQRVW L YDAQRVW NRRYU G lY&DMRIM AHWDOSD QI
UD]OLpLWD PRGHOD GLRQLND XQXWDU WXULVWLpPpNRJI VHNW
prHGQRVWL GR&OD &RkyrBrithoskilidspd Bmbl PWRM H & Q R V Whij&ddoV LQ D F L |
UH]XOWDW GRVWXSQLK UHVXUVD YHUO VSRVREQRVWL WRXU R
turizmutH SROLWLND U D ]'¥eR skDp@GodIMRA tagy@jddedikbciS UREOHP RGUALY |
razvojapreuzeojegladd XORJX ]DGUADYDQMH SRVWRMHUHJ EURMD SR\
rasta,a X] RpXYDQMH DWUDNFLMVNH RVQRYH GHVWLQDFLMH SR\
NRMLP VH VXRpDYDMX VWUXpQMDFL ]D XSUDYOMD@DMH WXI
WXULVWLPpNRJ SURL]YRGD SUHGVWDYOMD PQRJH SUREOHPH N

SURGDMQL NDQDOL WXULVWLPpNRJ RGUHGL&WD

8 NODVLPQRP PRGHOX SURGDMD WXULVWLPpNLK SVRWILYRVED NLX
agenda i turoperatora. Ovakav model je biondimantan tijekom cijelog 20V W R,Ql&kHhé D

S R p H24.NVW R Qadvdjed informacijskih tehnologija i oslovanja dolazi do velikog

promjena u dotadanjoj paradigmi moderno vrijeme #oslovanje te prodajaugem interneta
GRPLQDQWDQ MH REOLN GLVWULEX®LIMHM Y DSAQR G/ MI D NYAKRIW \SW)
NXSQMH WXULVWLpPpNLK SURL]YRGD MH VLIXUQRVW L SRYMHUH

26DWYER, L., KIM, C.: Destination CompetitvenessCurrent Issues in Tourism, Vol. 8003, p. 378
27BERDO, S..The Complexity of Tourist Destination Competitveness Concept through main
Competitiveness Models|nternational Journal of Scientific &ngineering Researghol. 7., 2016., p. 1021015
28BERDO, S..The Complexity of Tourist Destination Competitveness Concept through main
Competitiveness Modelspp.cit, p. 1015

129 AGAG, G., MASRY, A.:Why do consumers trust online travel websites? Driverand Outcomes of
consumer trust toward online travel websitesJournal of travel research, 2016., p.Z3
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VX RGOXPLOL VYRMH S Rivha RtérDed Biglinst Moie @ezRatibtantMyrantira
YD&QD MH NRQNXUHQWVND S U HiGQRY Wik In@indt Rupowwiel DG L FLR G

BULOLNRP NXSQMH WXULVWLpPNRJ SURL]YRGD SRWUHEQD MF
kompleksnost WXULVWLpPNRJ SURL]YRGD .DNR EL VH VPDQMLOD ¢
PHVWR VH NRULVWH XVOXJH WRXURSHUDjmRarDojemDOPaR VH SF
SUHGYLYDOR SRVWHSHQR JXEOMHQMH YDA&QR®WHGWRX D QR\EDI V
VH SRND]DOD QHWRp@®D PV QWL WUEBRBEWX 6QFLMH VX RVWYDUL
SULKRGD X JRGLQL WH SRND]¥MX NRQWLQXLUDQL UDVWX

8 GUADYDPD pODQLFDPD (XURSVNH 8QLMH X WXBGLWLpPpSIRY
DIJHQFLMD L WXURSHUDWRUD XNXSQR |[DSRaOMDYDMXuL

eura®® DNR WXULVWL PRJX QDiL JRWRYR VYH SRWUHEQH LQIRL
XVOXJH WXULVWLPpNLK DJHXFLLNVHH N YW B RWRHSAIWIMALR B D RAX YNRIS?
VYMHWVNLK WXURSHUDWRUD GRVWXSQL VX QD LQWHUQHWX
MHGQRVWDYQLP NOLNRP 1D RYDM QDpLQ QH VDPR GD VX RVL
suiskoristilipLOLNH NRMH HéskRvbakjgX MH H

1HNL RG UD]JORJD |DawR RVREH VYRMD SXWRYDQMD RUJDQL]L

x Dostupnost informacijat WLVNDQH L GLJLWDOQH EUR&AXUH NDR L
GRVWXSQH VX X YHULQL VGXPIDMIKYEBBE NRXRGUWRQ HN RM U

X 3UDNWLEDP MW LVWLPpNL DUDQAPDQ SODUD VH MHGQD FLM
VUHGVWDYD SRGRVWD MHGQRVWDYQLMH ORJXUH UHNOD
agencija posrednik koji kontaktirstale davatelje usluge u ime turista

X Navika tRVREH VX UD]J]YLOH QDYLNX SXWRYDQMD SRVUHGVW
SURAOLK SR]JLWLYQLK LVNXVWDYD

X Sigurnost/smanjenje rizke VQDAaDQ EUDQG WXURSHUDWRUD XOLMHY
dobiti vrijednost za svoj novac

X AtmosferatSODQLUDQMH SXWHP WXULVWLPpNLK DIHQFLMD SR

130 Statistics and facts on the travel agency industrihttps://www.statista.coftopics/1859/travebgencies/
(24.04.2017.)

131 Key economic indicators for the toursim industries EU +28) http://ec.europa.eu/eurostat/statistics
[explained/index.php/File:Key economic_indicators for_the tourism_industrie28E12014.pn{§24.04.2017.)
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X (NRQRPLPpYXWWVWLPNR WUALAWH MH GR YHOLNH PMHUH
WXULVWLpPpNH DIJHQFLMH ERUH ]DSRYDNXRX WXPDOWH JU D
SULKRGRP &4WR RVLIUDYD QLVNX FLMHQX

7XULVWLPpNH DIJHQFLMH pHVWR NRULVWH¥RGWERD QR INMYXRVW X 8 (
SDNHW DQJDAaPDQ VDGUAL YL&H XVOXJD RGQRVQR SURL]YRGI
7XULVWL RG RYH VWUDWHJILMH LPDMX LJUDYQX NRULVW X YL
XVSMHaAQR RVLIXUDYDMX WUaLaAWH WXULVWD NRML SUHIHULU

4.4. Postkupovno zadovoljstvo turista

.YDOLWHWD SURL]YRGD XL VWIOQXX HG MIH URH@A LAMDRUD]OLpLWH ¢
ODUNHWLQ&NH VWUDWHJILMH PRJX SULYXUL SDaQMX QD RGUI
QDYHVWL QD NXSQMX DOL uH VDPR NYDOLWHWD RVLJXUDWL
PRaH BIRGLWL QD GYLM#H 3LURNH NDWHJRULMH

X NYDOLWHWD Y RY tk@eiel¥ jH pr@rRsdRd arij@iRifna na proizvod; kvaliteta
VH SURPDWUD X NRQWHNVWX |IDGRYROMHQMD RGUHYHQLK

X svrsi prikladnatkvalitetaseSURPDWUD X VSRVREQRVWL SURL]JYRGD G
naglasak je na ispunjavanje i zadovoljenje potreba i uvjeta postavljenih od strane kupaca.

'"HILQLFLMD NYDOLWHWH YRYHQH WHKQRORJLMRP SULNODGAQL
jedelILQLFLMD NYDOLWHWH NRMD MH RULMHQWLUDQD SRWURA
RE]JLURP QD RGUHYHQH NDUDNWHULVWLNH XVOXJD NDR SURL
SUHGVWDYOMD ]QDpDMQL L]D]RY Q HdrRIedra GddemkelniXra2likawuD Q M X L
ovim percepcijama kvalitete je subjektivnost u pitanju. Prilikom nosdnja kvalitete uvijek

posto RGUHYHQD UD]JLQD VXEMHNWLYQROWNRIPOG HJD QLQD QAN N

12 GILBERT, C.:European toursim product purchase methods and system$he service industries journal,
Vol. 10, 1990,p. 671- 672

1BKIM, J., BOJANIC, D., WARNICK, R.Price bundling and Travel Product Pricing Practices Used by
Online Channels of Dsitribution, Journal of Travel Research, Vol. 47., 2009., p. 4082

134 SWARBROOKE, J., HORNER Sop.cit., p. 211.
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je kod usluga nego kod provRGD 3ULPMHULFH LVWD YUVWD XVOXJH PR
NRULVQLND GRN GUXJL NRULVQLN XR SlugbmQddk proZvotVimal]DGRY R
RGUHYHQR IXQNFLRROOORRQRYRM PRER X SRWSXQRVWL QH ]DG
dok god ispunjava svoju primarnu funkciju. Zbog ovako visoke heterogenosti upravljanje

NYDOLWHWRP XVOXJH LJUDJLWR MH ]DKWMHYQR RVRELWR NI
VDVWRML RG PQRJLK PHYXVREQR SRYH]DQLK PDQMLK XVOXJI

Slika4 6ODJDOLFD NYDOLWHWH WXULVWLDPN

Cijena i dobiveni Vrijeme i 3RQDADQMH R

popusti metoda

turista u destinaciji Obujam
putovanja potrebne putne

dokumentacije

Transport

unutar

Destinacijasigurnost,
DWUDNFLMH SHM]D&

lokacija

Dostupnost i

B destinacije
cijena yLVWR UDljdno& S

SODab

suvenira

BWUXPQRVW L VSR’
W X ULVW L ppiatiteliyy R G

Vremenske

Kvaliteta i

cijena prilike

ugostiteljskih

objekata Lokalno

VWDQRYC

Izleti i ekskurzije £

unutar

B3UHRSWHUHTU
kapaciteta

vrijednost za novac

Izvor: Swarbrooke, J., Horner £onsumer behaviour in toursjfalsevier, London, 2007., p.213

NaSULORAHQRM \lojevidsti YWMGROMLYV WHW XULVWLPpNH XVOXJH WR
se sve aktivnosti i usluge nalaze unutar ljethnog odmora u hotelu u sklopu hotelskog kompleksa.
Zadovoljstvo VD VYDNRP SRMHGLQDpPQRP XVOXJRP RYLVY&aW UH R
zadovoljstvo cHORNXSQLP WXULVWLpNLP DUDQAaPDQRP RYLVLW UH
RGQRVQR VXPRP VYLK IDGRYROMVWYD XNOMXpHQLK X WXULV\
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kada je u pitanju percepcija kvalitete naziva se halo efdROMRGQRVQR NG QD PRR&EHD X
UH]XOWLUDW Lolt®inLtiris@ d HEsGackji.

BULOLNRP RGOXNH R SRWUR&QML VYDNL riikh. RiXilss® BefitdaR pD Y D \
NDBRWURADPHYD SHUFHSFLMD QHJDWLYQLK DVSH®RWD RGU
PRIJXULK QHJDGDL WOH KY MYAKMR M D W QRERW LV WRMLKVKBBBLILPQRV\
XVOXJH LPDMX UHODWLY QRijiYd dhgd Kaj¥g XSDmml nt¥LH &t NQ PORWW B Q |
NXSQMD A5D]JOLNXMH VH SHW YUVWD UL]JLND X WXUL]PX

X funkcionalni rizk +tRGQRVQL VH QD UL]JLN GD SURL]JYRG QHUH IX
SULPMHULFH XNROLNR VH SXWXMH X VYUKX RGPRUD L )
prepuna party turista

X ILJLPNLULJLN GD UH SURL]YRG HaWékupc HWDQ SR IL]JLpNR

X financijski rizk + SURL]YRG QHiUH ELWL YULMHGDQ SODUHQH F
RGQRVQR SRWUR&Dp QHiH GRELWL YULMHGQRVW ]D QRYI

X socijalnirizk t UHIHUHQWQLP JUXSDPD VH QHUH VYLGMHWL RGLEL
vidudajeturistoNL SURL]YRG pHVWR REMHNWRP XSDGOMLYH SR

X SVLKRORAQARAJIL]JERU SURL]JYRGD QDaWHWLW uH SRWURAD]|

SBUHSR]QDYDQMH RYLK UL]JLND RPRJXUXMH SUDYRYUHPHQR G
osiguralo zadovoljstvo turista destinacjopf RWUHEQR MH SURDNWLYQR GMHORY
situacije koje bi mogle pridonijeti ostvarivanju jednog od navedenih percipiranih rizika turista.

SUXADQMH DGHNYDWQLK LQIRUPDFLMD SULMH SXWRYDQMD W
od vDAaQLK VWUDWHILMD NRMH EL WUHEDOD LVSXQMDYDWL C

destinacije.

135p1zAM, A., NEUMANN, Y., RAICHEL, A.: Dimentions of tourist satisfaction with a destination area,
Annals of tourism research, 1978., p. 3#f. 322.

B8 GRZYWACZ, R., ZEGLEN, P.Typology of tourists and their satisfaction level Scientific Review of
Physical Culture, Vol. 6, p. 7

37 |bid.
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,VWUDALYDQMD VX SRND]DOD RGUHYHQX SRYH]DQRVW L]PHY:
RPHNLYDQMD 2pHNLYDQMH VH ROUGEHDRDNDR FLMBDUB M DXGONAH.
ishodom®*® 8NROLNR VX W X Uikanpahiu BIRW IMOtup&@iltHK& HVWLQDFLMH VX
VYRMLP PRWLYLPD 3ULMH VDPRJ SXWRYDQMD RQL UH RpHNL
VXQFH L PRUKMMNRBHYRIWEOXWRYDQMD L SRWIADWMP X WHR QB GC
kraju putovanjaUH]XOWLUDWL ]JDGRYROMVWYRP 2YR LVWUDALYDQWMN
SUHIHQWDFLMD WXULVWLpPpNRJ SURL]J]YRGD 8NROLNROL]YUVQD
GHVWLQDFLML WH SRVWDYL YLVRND RpHNLYDQMD PRJXUH M
GHVWLQDFLMRP 1DUDYQR X] XYMHW GD GHVWLQDFLMD X VW
NDNYLP VH aHOMHOD SULND]DWL

B8HSU, C., CAl, L., LI, M.:Expectation, motivation and attitude: A tourist behavioral model,Journal of travel
research, Vol. 49., 2009.
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SRQDaADQMH SRWRRADHIDUB WLRDUNRWLPNRI SURL]YR(

8 pPHWYUWR PveggRaIAAPEMOMEQMHQH VX VSHFLILPQRVWL WXULVWL
razlikuje od tadicionalnih proizvoda i uslugas6DPD NRPSOHNVQRVW L VORMH?
GHVWLQDFLMH WH SURKOHMLQEADLYXWDLYWDpPpWRpPGHVWLQDFLM
NDNYLP VH RVWDOL NXSFL ULMHWNR VXRpDYDMX

Putovanje motivirano rekreacijom i zabavom relativno je nova pojava u ljudskoj povijesti. Jedan

od prvih motiva za putovanje bila je potreba za s@iRauX 1DaL SUHFL SRGX]LPL
putovanja kako bi napustilisvap RPLFL O N D N R+dd uStthkidod gIrtiHIOAsiljE® U
QDVWDYNX pODQND &URXFK SUXaD NRQFHSWXDOQX WHRULM.
GRVDGDaAQMLK RDRIDOMDYRYyHQ GDUYLQLVWLPpNRP ILOR]RILN
civilizacijski razvijalo tako su se mijenjali i motivi za putovanjgpotraga za novim resursima,
SRWUDJD |D HNRQRPVNLP SULOLNDPD L X NRQDPQLFL SXWR)
Kako bL REMDVQLR ]JDaAWR QHNL OMXGL JRWRYR XRSUH QHPDM
RVREDPD SXWRYDQMH SUHGVWDYOMD YDAaDQ URWXDIQH@R R XF
JHQD NRMLAKWMKPHPRWLYDFLMX ]D SXWRYDQMBP]D'QUPYQAQLY V
NRQWHNVW XQXWDU NRMHJ VH PRJX REMDVQLWL PRWLYL L S
XORJX NRMX LPDMX VRFLMDOQL L NXOWXUQL XWMHFDML X P

turista.

7TUDGLFLRQDOQL PR Gpilo@a Runie dietQastéyljRda KuKdd Hha na raspolaganju

sve potrebne informacije te vrijeme i sposobnosti da ih analizira kako bi maksimizirao korist
kupnje. Prilikom odabira destinacije problem postaje podosta kompleksniji s obzirom na
YLAHVORMHAYLVWRMWMRI SURL]YRGD NDR WDNYRJD yDN L XNRO
WXULVWLPNEKOXWOXMKX YMHURMDWQRVW G D akvdj néplanivabdfl HNR P E
situaciji. S ovakvomn¥ LIXUQR&UX WXULVWL VH QRMHVQ RVGIHENH QD] DC
PDQMH ELWQH VWYDUL NDR a8WR VX NXSQMD VXYHQLUD UHVW

139 CROUCH, G.:Homo sapiens on vacation: What can we learn from Darwin?Journal oftravel research, Vol.
52.,2013., p. 57%90
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RGQRVQR NDGD YHU EXZGnD XDEHW WIS GURIOVRQJIJLUDQMD X GRQ
RGOXND WLMHNRP SXWRYDQIM D QLHPV B/RQDE PXIOWHRJ W H LPSXO]L

3XVK DQG SXOO WHRULMD MHGQD MH RG QDMpHE&UH NRUL
GRQREHQMX RGOXND F5SWKVR YIDNWRKUH XEUDMDPR HPRWLYQH
NRML LK SRWWRXDQMH WH NDUDNWHULVWLNH GHVWLQDFLMH
QHWDNQXWD SULURGD SODQLQH SOD&H L VOLPQR 3XVK L
YDQMVNL L XQXWDUQML XWMHEDML NRML GMHOXMX QD SRQD:

'RQREHQMH RGOXNH R SXWRYDQMX pHVWR MH GXQUDRPLERQ SU
SRV O Mz @NK XAHQMX NEOKHX ¥ HQMIM MEMB Vilde BIDMW R MeID RiGIQ
WXULVWL pHVWR GRQRVLWL RGO X NbiDWQ IVpH. NVRLEP DRYRUDOENKYOKR 0 HD

ih situaciju dovesti prethodno donesene odluke i akcije.

7TXULVWLpPpNL SURL]YRG MH pHVWR REMHNW W]Y XSDGOMLYH
uveo Veblef*3 a odnosi se na kupnju svih proizvoda kojima nijgngrna funkcija njihova
XSRWUHEQD YULMHGQRVW YHU MH QMR PH QR L PDUHMW IEENRE
SULOLNRPD GORHYBROMVWYR pHVWR SRWMHpPpH L] UHDNFLMH GUXJI
RGUADYDQMH RGUHYHQRIL G XERWYRHIIMRQG RV WIDRMRX VP DWL ERJDW
GHPRQVWULUDWL VYRMX PRU L XWMHFDM NXSQMRP RGUHYyHQI
proizvoda i usluga ubraja gotovo sve proizvode osim onih koji zadovoljavaju osnovne
prehrambene proizvodedt VPMHaWDM .DGD JRYRUL R SURYRYHQMX VO
NDNR VH QDPLQL QD NRMH \uHV DUV ¥IHH PrHH (BRUR PRI P XPE WMAH QUNRP
.DNR MH 9HEOHQ SLVDR QD SRpH\¥¢NXU&NDEHK Y H WR HiloW\W RXOMNDHX
GRVWXSQR VDPR PDORP WUALdAQRP VHIPHQWX PRUD VH X]JHW
PRJOR VPDWUDWL XSDGOMLYRP SRWUR&AQMRP yDN L GDQDV

140 1bid.

M1 COHEN, S., PRAYAG, G., MOITAL, M.Consumer behaviour in toursim: Concepts, influences and
opportunities, Current Issues in Toursim, 2013.

M¥2HWANG, H.,Y., op.cit., p. 284.
143VEBLEN, T.: The theory ofthe leisure clasghttp://moglen.law.columbia.edu/L CS/theoryleisureclas$.pdf
(20.04.2017.p. 34

14VEBLEN, T., op.cit. p. 37
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DUDQAPDQH WXULVWLPND SXWRY D Q MratraB DbjektomQupadiie M M H | W
SRWURaQMH

8VNR SRYH]DQR V XSDGOM L YiRaggiSgRrights &) poarR séetinG&Rrd D P
RVMHUDM SRMHGLQFD GD VH LPD SUDYR KYDOLWL R QHNRP V?
upotrijebiti u mnogim situacifaa koje ne moraju biti strogo vezane za kupnju, primjerice nakon
SREMHGH VSRUWVNH Braggihdrrighs®/QH RAVARFEHDWGR. YD&A&DQ SRMDP ]D
PDUNHWLQJ GHVWLQDFLMH 8RELDpDM HpQtBvalbHsvGaskuRtYaR EH QD
SUHSWYINWROHJIJDPD L SULMDWHO M L P D¥N&droistayifob drtrdgeriav H L O L
LOQWHUQHWD SXWHP *RRJOD LOL VOLpPpQLK SUHWUDALYDpD QD
PUHAH SRSXODUQLK WUDYHOHU EQRJB UDBRPANSRINHIBROM HOH VYR
QDNRQ SXWRYDQMD 8]LPDMXUL, RIRENHWRQ@¥MND YWILMR & D RB\RV
SURPLGAEH QH VPLMH ELWL ]DQHPDUHQD

BURL]YRGL NRML VX REMHNWL XS D Glibagding HgtBsRoW V RVARQ WX R ENRHN!
impXO]JLYQH SRWURaAQMH 2GUHYHQH RVREH NRMH pHVWR NXSX
L SRND]JLYDWL VYRM VWDWXV SRND]XMX®R6GURHR{MRHGNIHU R W RVEH-
YLVRNR SODUHQLP SRVORYLPD WH Y Liverhijetaphijs, RiijdrpetsbhaliD QD S
RGQRVL VX ]JERJ RYDNYLK FLOMHYD pHVWR GLMHORP LOL SF
PDWHULMDOL]PX WH LPSXO]JLYQRM SRWUR&aQML NDNR EL RVLJ
i usluga koje oni percipirauMLMHGQLPD 2YDNYR SRQDabDQMH WH VNOR!
FLOMHP SRYHUDYDQMD L XpYUauLYDQMD VRFLMDOQRJ VWDW X
krhkosti ega.

Povezan $ragging rights M H W Dbhah&uatbidd effectPrilikom bandwagon effeahdividualna

SRWUDADQMD ]D RGUHYHQLP GREURP LOL XVOXJRP UDVW UH
RGQRVQR NDNR UDVWH DHGBRVWRPLY GRWHPEHQRDXNROLNR YH
RGUHYHQL SURL]YRG LOL XVOXJX k¥giRraizvodIDuslbigv W pitaRj)y. R E X G D

Bandwagon effege vidljiv u mnogim poslovnim sferama, kako na strani ponude tako i na strani

MYSKERR, G., LEWIS, C., BURGESS, LBragging rights and destination marketing: A tourism bragging
rights model, Journal of Hospitaly and tourism managment, Vol. 19., 2012.; 8. 1

16 CISEK, S., SEDIKIDES, C., LIVERSEDGE, Narcissim and consumer behaviour: a review and
preliminary findings, Frontiers inPsychology, Vol. 5, 2014.

M7LEIBENSTEIN, H.,Op.cit.
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SRWUD&A&QMH 3ULPMHULFH PR&aH VH RGQRVLWL QD YDaQXx S
SRMDYH RGUHYHQRXWOUXHOQIGDH | HWDQ¥VIIMH X WXUL]JPX V SRVUH
DIJHQFLMH L WRXURSHUDWRUL QD  QWHUQHW L RSUHQLWD D((
Bandwagon effeat smislu promjene poslovnih politik& Suprotnost oBandwagon effectpe

efek snoba*® .DGD VH SRYHuUDYD DJUHJDWQD SRWUDAQMD ]D RGL
LQGLYLGXDOQD SRW EBkh Gridda VHH SRIMDYNDINKHIH NRG RVRED N
NRQ]JXPDFLMX SURL]YRGD L LOL XVOXJD NRMHHSQHMHI IYDE DY@
SULOLNRP HIHNWD VQRED YHU UD]JLQD SRWUDAaQMH SUHPD SU
VNXS L LOL ULMHGDN YHU MHGQRVWDYQR VDPR QHSRAHOMD
Bandwagon effedtefekt snoba mogu se primieLWL QD WXULVWLpPpNH GHVWLQDFL
L QD RVWDOH SURL]JYRGH L LOL XVOXJH WH VX SR%?—l]DQL VI
ALYRWQL FLNOXYV SUB%LAI\YLRI’GVDDS}FNG-UB].D%DMH L SURILWD NUR]
ALYRWIQIN VBURL]YRGD XNOMXpXMH SHW UDé@d, past\Vzkefost D]D U D
RSDGEPOMHJEVWLPND GHVWLQDFLMD VH X RYRP NRQWHNVWX
SUROD]JL NUR] VSRPHQXWH ID]JH aLYRWQR 1 UILWW XNDH SHHR/YNDLA
kao proizoGD L]DJRYL V NRMLPD VH VXRpDYD X VYDNRM ID]JL YH

proizvodima.

¥8MURHPY, J., OLARU, D., SCHEGG R., FREY, She Bandwagon effect: Swiss Hotel's WelkSite and E *
mail Management,Cornell Hotel and Restaurant Administration Quarte203., p. 71+87.
1491 EIBENSTEIN, H., op.cit.
10 BUTLER, R.: The concept of tourist area cycle of evolution: Implications from management of resources,
Canadian GeograpWol. 24., 1980., p. 5+12.
BIKOTLER, P., WONG, V., SAUNDERS, J., ARMSTRONG, @snove marketing,4. europskazdanje,
MATE, Zagreb, 2006., p. 604.
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Grafikonl )D]JH aLYRWQRJ FLNOXVD WXULVWLpNH GHVWLQDF
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BULODJRYHQR SUHPD %87/(5 5 7KH F&QUEthSIpliRaltionsRran |
management of resources, Canadian Geography, Vol. 24., 1980+12.5.

SULOLNRP ID]H LV WdeBiadckeDigkdrdkdjed DYXRMDW LPpND SRAMUDAQMD
destiQDFLMD QHPD DGH MfraBivk@nd PAzX SudjéldvareNodvija gearalelno s

IDJRP LVWUDALYDQMD WH VH RGQRVL QD SUYH DMWUY @ R\ WNLH
ponude. NaR Q RGUHVHQRJ Y U HhiRrebal®pakarzivall $v© bFzarjuendenciju rasta

+ ] D KY D ObandiMaganefekus. Bandwagonefekt i snob efekibdnose se prvenstveno na
impulzivne poW UR&DpH MHU V XraZionamjR/&nj ) edd)iokb]iXisu utemeljeni na
UDFLRQDOQRM L REMHNWLYQRM REUDGL LQIRUPDFLMD YHUO M
RGQRVQR QHSRSXODUQR 2ED HIHNWD RRRYR&GRMRXLRSI%6LIPYDQ
SRWURaDpX D WR MHQBHURGDRKNGHR RGQRYQR GRQRAHQMH RG
NRJQLWLYQL DQJDAPDQ

SRVWRML SR]JLWLYQD NRUHODFLMD L]PHYyX HPRWLYQRJ VWDQ
SRG VWUHVRP LOL WMHVNREL JERJ RGUHYHQH VLsWdeDFLMH C
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SRND]XMX YHUX VNORQRYVAMW UIPPPKIDUILFE R MW NXIS\QWML pHVWR NX
WULYLMDOQH VWYDUL WLMHNRP RGPRUD L SXWRYDQMD 3XW(
su zanimljivi segment. Nakon prolaska kontrole te d@b®@ MH GR]J]YROH ]D XNUFDYDQ|I
QLVX SRG VWUHVRP RG WRJD GD QHUH VWLUOL QD YULMHPH Q
2VMHUDMX VH RSXaWHQR WH X]EXYyHQR aWR SdMdintbDeeD WHQ G
GXuDQLPD

5.1. Dualitet SUL SURFHVX GRQR&HQMD RGOXNH R SXWRYDQM X

8 pHUMWWYRP SRJODY OM XI0kSRPIXQMHWH NRIBMURL]YRGD WH RGUH
toga proizlazef D RUJDQL]DFLMX NRMD XSUDYOMD WXULVWLpNRP GH
VSHFELILPQR VWX VWOXUDVOWH. [PNRAH SURPDWUDWL X NODVLPQRP ¢
SRQDEDQMH SRWURADpPD SULOLNRP RGD Erbat@nefneNdfe®o@eML 7 X U
procesaSRQDADQMD SRWUR&aDpD NDR &WR MH SRWUDJD ]D LQI
YUHGQRYDQMH LQIRUPDFLMD WH GRQRAHQMH RGOXNH R GHYV
XVOXJD SURFHV GRQRAHQMD R Gi@X proiz\dda MXeSaubtlon] Past 4D Y D
kupovnog]DGRYROMVWYD 8 VOXpDMX WXULVWLp NiHestinaGjgs) H RGDE
]JDYUAGDYD VDPR SUYL FLNOXV R YRi2®Ddi$ UsRifeHMDar GIRGNY YL RV

destinacijexodnosno putovanjaredstavljaju sekundarni ciklus.

BR]JLYDMXuL VH QD YHU VSRPHQXWRJ /HLSHUD L QMHJRYX W
XWYUGLWL GD pHVWR SULPDUQD GHVWLQDFLMD QLMH MHGL
putovanja. U tom kontekstu Vogt teSvart su konstruirali dvofazni model planiranja putovirja

NRML XNOMXpXMH ID]X SULMH L WLMHNRP SXWRYDQMD 8 ID]
JRWRYR VYH VDGU&ADMH NRMH UH SXWRYDQMH XNOMXpLYDW
putovanja.8 WUHQXWNX RGODVND QD SXWRYDQMH SRpLQMH ID]D
PRJXUH LIPMHQH GRQHVHQRJ SODQD 5D]QL UD]JOR]L PRJX EL\

12 1IN, Y., CHENG, C.. 3aDVVHQJHUVY VKRSSLQJ PRWLYDWLRQV DQG FRPPHUFLD
moderating effects of time pressure and impulse buying tendencyoursim Management, Vol. 36, 2013., p. 426

434

IS3STEWART, S., VOGT, C.A case based approach to understanding vacation planingeisure Sciences:

Interdisciplinary Journal, Vol. 21., 1999., p. 84.
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SULPMHULFH ]JDVLUHQRVW LVSODQLUDQLPRP KDINOWSL de@dvaly LPD NR
u fazi planiranja prije samog puta ili otkrivanje novih informacija koje navode turiste na promjenu
LWLQHUDUD LOL RVWDOLK DVSHNWD SXWD 2YDM PRGHO X]L
donese tijekom putovanjate dase v HQH RGOXNH QHULMHWNR PLMHQMDM:
SUREOHPD LPSXO]JLYQH NXSQMH L SRQDabQMD PRGHO SUH
LPSXO]JLYQLP SRQD&ADQMHP

Hyde®™* MH UD]YLR WHRULMX GXDOLWHWD X SUR BH&/¥NGRM@ RAHQM|
IDJH GRQRA&HQ@pMie pRt@®ankNeHtijiekom cijelog putovanja. Proces prije putovanja
QDMpH&UH REXKYDU® VOMHGHUH NRUDNH

X svi turisti odabiru svoju primarnu destinaciju te metodu prijevoza do odabrane destinacije
X RGUHYHQLXSEHK AWKMXYX WLFLOMDQR L VYUKRYLWR LVWUDALY

X RGUHYHQL WXULVWL RGDELUX QHNH RG DVSHNDWD L] GL
SXWRYDQMX NDR aWR VX VHNXQGDUQH GHVWLQDFLMH UL
x R GUHYyHRWLWI XQ HitRoGe@nomasdpektu destnije todnosi se na one turiste
koji putuju X WXYRM RUJDQL]J]DFLML QSU RELWHOMVNR SXWRY

Drugi dio dualitetao RVL VH QD RGOXNH ]D NRMH VH RpHNXMH GD uH

i to suls®

X do RGOXND R SRWURaAQML NRML VH WLpH VHNXQGDUQH SR

X EURM RGOXND MH XYLMHN YHUL RG QXOH MHU VYDNL WXU
WH VYMHVQR LOL QHVYMHVQR RGOXpXMH R SURPMHQL L

usluge

Gotovo je nemog iH SUHGYLGMHWL R NRMLP VWYDULPD UH WXULVW
4WR SUHGVWDYOMD ]QDpDMDQ L]DJRY ]D PDUNHWLQ&NH V
NDWHJRULJLUDWL SRQXGXUBRM®M HFIHQ RIN WRY R RWHWPLVI K AV R M¢
RGDEUDWL X ID]JL SULMH SXWRY D QM DcaBRavovia lddad@tDri lich V XY H Q

4 HYDE, K.: A Duality in Vacation Decision Making, Consumer Psychology of Tourism, Hospitality and
Leisure,Vol. 3., 2004.

155 pid.

156 pid.
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PMHVWD 2YDM DVSHNW QHRYLVQRJ SXWRYDQMD EH] VWURJ
GRALYOMDM WH SRVWDMH LW, HGbtdvoUsZeQuslu@eLi Rroiixdi ko MeL pN R J
NXSXMX X VHNXQGDUQRP FLNOXVX QD SXWRYDQMX VX KHGRQI
QMLKRYH NXSQMH SRWURA&Dp QH wWUDaL PQRJR LQIRUPDFLMD

7HRULMD GXDOLWHWD SUXA&D W Xristuan\prigtdp RBdaSi&) R IpithiRiG X X L\
LVWUD&LYDQMH SURFHVD SRWURAQMH WXULVWLpPNL SURL]YR
LQDpH NDUDNWHULVWLpPQRJ ]D GREUD NDR A4WR VX DXWRPRE
NRML MH NDUDNWHVULYX UREX PDVRYQH SRWURAQMH

Woodsidé®” MH UD]JYLR VLVWHP NRQ]JXPDFLMH X WXUL]JPX NDNR EL
odluka koje se donose prije i tijekom putovanja. Sistem konzumacije u turizmu Tangsm

consumption system TGSlefinira se kao XHW LGHMD RGOXND L SRQD&EDQMD
posiLMH SXWR&IDQWODDPOQD LGHMD RYRJD VLVWSRP\DOMWM @ HyXR YL
LIPHYyX RGOXND L DNFLMD GRQHVHQLK X VYLP ID]DgpartaSXWRYD
do destinacije uvjetovatiH YHOLNL EURM SURL]JYRGD LOL XVOXJD NRMH (
putovanja. Osobe koje u destinacijlgati viastitim automobilom moraiH SODUDWL JRULYR |
GUXJL HQHUJHQW VDP DXWRPRELODIOHL VB W RV UR a1P/DIW L VRIGWHHN
VORERGH NUHWDQMD XKiti®havinwhh @ievoruMIiHake M LPHDUHGRNX OH SXWOQI
MH GRSXWRYDR JUDNRSORYRP PRUDWL X]J]HWL X REJLU VSRPH
PRAGD RGOXHADVWLXYMDXHOWRRGVLGH WDNRYHU QDSRPLQMH YD
odnosng R G O Xlps¢ o R DWUDNFLMDPD NRMH UH VH SRVMHWLWL 1
GHVWLQDFLMDPD NRMH UH VH SRVMHWLWL SD jstib.t WHN WDGD |

IS"WOODSIDE, A., DUBELAAR, C.A General Theory of Tourism Consumption Systems: A Conceptual
Framework and an Empirical Exploration, Journal of Travel Research, 2002., p. 1233
158 |bid.
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8WMHFDM LQWHUQHWD QD RGDELU WXULVWLpPNRJ SUF

2SUH MH SULKYDUHQR X DNDGHPVNLP NUXJRYLPD!8MoyH SURF
WRJD aWR VH SXWRYDQMH VDVWRML RG PQRJLK DNWLYQRVW
XNOMXpHQRVWL SUL SODQLUDQMX 2YD WYUGQMD MH YULMHG
GHVHWOMHUOUD 3 RVIRRMDQWMD HODVW PLQXWH SRQXGH QLVN
JUDNRSRORYQLK NRPSDQLMD ELWQR VD VY FINQUWAQWDQULM H T
AYLFDUDFD GRQRVL RGOXNX R BXWRPDQMX XXRDREKHY RIG S U
Flixousje usSN XGHQRPH J R G L Q aékcijiPria Ryhes Miordaif‘@ydet Monday
MH PDUNHWLQANL WHUPLQ NRM™MNMDWH REGNRRY D DU § PN R JS'®@HDG]
je digitalni ekvivalent Black Fridayjéf? . DUDNWHUL]JLUDMX JD RJURPQD VQL&
online trgovine. Flixbus je ponudio, u razdoblju od 12d@012:05 na dan 18.11., cijena gve
karte u Europi jedan eo, ukoliko se karta kupi putem njihove aplikacije. Opravdano je za
pretpostaviti da mnoga putovanja koja su bukirana u tom vremenskom periodu nisu bila detaljno,
LOL XRSUH SODQLUDQD
*HQHUDOQR JOHGDMXiL ARVREH VXUIDMX L QWIHULQHNJR R WLL]|
KHGRQUWWhMOLWDULVWLPNR VXUIDQMH PRWLYLUDQR MH SUY
SURL]YRGLPD L XVOXJDPD GRN MH KHGRQLVWLpPpNR VXUIDQM
XaLWNRP ,VWUDALYDQMH MH SRND]DOR GD YLWRG®DPGR SULYO
2YD pLQMHQLFD RVRELWR YULMHGL ]D YWW DEINH 5 OBL NYRRVA_HP D¢
kou VH HOHIJDQWQH L SUHJOHGQH NRG SRWHQFLRDVDW®X RV WHK WL
VLIXUQRWY\WUBDWRSIDYHUIDYD CPIRYQH RXBQIMASE X,DNR VX RYH ND
za sve stranice 8VUJRYDFD RVRELWR VX ELWQH ]D RQH NRML SURGI
XVOXJD |QDWQR NRPSOLFLUDQLMD L |IDKWLMHYD YLVRNL RVR

159 AESSER, C., DOLNCAR, Simpulse purchasing in toursim *learnings from a study in a matured
market, Anatoli, An Intemational Journal of Tourism ardbspitality Researcl2012., p. 268 286

160 |bid.

1)YOL[EXV 6DPR ]D QDM E Wlatth:/jeBikbiiDvatDcomMEBF0%IF%9A%8xbus-najbrze |
(18.04.2017.)

162 Celebrating "Cyber Monday", [http://www.cbsnews.com/news/celebratitgpbermonday}(18.04.2017.)
183REZAEL S., FAIZAN A., AMIN, M., JAYASHREE, S.Online impulse buying of tourism products,Journal
of Hospitality and Tourism Technology, Vol. 7., 2016., p. &83.
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. XSQMD QD LQWHDORMNMNXQ Q@B WpWHBEHQMHP AaHOMHQRJ SURL]YRC
VH SRMDYH UH]XOWDWL SUHWUDJH NXSDF RGOXpXMH L]PHyX
informaciju vidi samo sliku proizvodana temelju nje donosRGOXNX GDOL tnel WUDAL
LQIRUPDFLMH R SURL]YRGX LOL Qdfogastaviajuwdnogne Wdibatie 1 HNL
QD VOLNH NDNR EL L]JEMHJOL RYDNDY PDQMD¥ @@wvBUPDFLM
VWUDWHJILMD SRYHUDYD YL]XDOQX NRFPRBRO BN QIKGWHYRDRNH /0
NXSLWL RGUHYHQL SURL]JYRG LOL XVOXJX D QH WROLNR QD L
odnosno potrebe LPSXO]JLYQL SRWUR éa xp BltgrBaBVRimLpQriuddma e W ovbnd X

trenutku ovakva strategija dobiva otpunosti na svojoj vrijednosti, uz uvjet da kupac nastavi

wubDJDWL |D GDOMQMLP LQIRUPDFLMDPD D QH GD VH RGOXpL

Ovakva metoda je osobito zastupljena na w&anicama turoperatora koji na slike destinacije
stavljaju imedestinacig i cijenuponude D pHVWR L RVWDOH LQIRNRBFHMX ND
SDAGMKYXpHQX VDPRP VOLNRP GHVWLQDFLMH

Slika5. Ponuda TU#a, slika kombinirana sa osnovnim informacije
o destinaciji te opcijom za rezerviranje

Izvor: http://WWW.tui.com/las#ninute/kroatier‘/

B4WU, K., et. al..Complexity or simplicity? Designing product pictures for adverstising in online
marketplaces,Journal of retailing and consumer services, Vol. 28., 2016., p217

57



.DR 4WR MH YLGOMLYR QD JRUH SULND]DQRM VOLFL X] SULY!
UHJHUYDFLMX 8 VOXpDMX WXULYMW VN S/DPIRRYRADRGRQBRW.GC
VYUKX ]|DGUabDYDQMD GRELYHQH SDaQMH YHU MH SULMHNR

QHVSRUD]XP 8NROLNR VOLND QH SULND]XMH SR]QDWX J]QDPH
QHVSRUD]XPD MHUWNRPRIRF SQUHH PRIGDWL R NRMRM MH GHVWLQTE
LPD MRd MHGQX YDAaQX SUHGQRVW X RGQRVX QD RVW,DOH SUR
D WR MH &WR VYH VOLNH SRND]XMX L]JUD]JLWR Si@lsviedppQH PR
SRIQDWH JUDGRYWHW KRGERO@RLVWUDALYDQMD VX SRND]DOD N
VQDADQ RNLGDpPp NRG NRPSXO]JLYQRJ NXSFD

,PSXO]JLYQD SRWURaQMD WLMHNRP ERUDYND X GHVWI

7THPHOMQD LGHMD RGPRUD MH R&W &\ B QOMWP R \| DHEWDH [ H2 X O WR |
VDPRNRQWUROH SDGRP GLVFLSOLQH WH SRYHUDQMHP VNORC
IDYHGHQR MH RpLWR V SUREOHPLPD NRMH GRQRVH RGUHYVYH
turizmom. Mediji svako ljeto upoRUDYDMX QD SUREOHPH V NRMLPD VH
ASDQMROVNH L 7D OTwvaNDWNHR GW VIWISXIDHLMEBRP SRQDADQMX
SRWURAQML WXULVW Bheppings NNRHPWRKGQRERJQDD LY WUG®ALYDQMD SUR
i stranim turistimaX DPHULpPNRM VDYH]QRM G U aD ¥Hoppiny [FIRE@LY 1 R WSARYNRD |
WUHULQX SRWUR&GQMH WXULVWEH, YWMMHANRD ERH DWHN DR X XG/H. W\
suvenira na odmoruDOL MH WDNRVEAUUREXKDUWYRQRSRWURADDNLK GR
lokalne proizvR GH NXUDQVND G &tohh, predmbtiHkiipyje turista tijekom odmora

REXKYDuDMptroixhgde NRMH NXSXMH ORNDOQR VWDQRYQLAWYR W
NDUDNWHULVWLPpQH SURL]JYRGH 3URWDOVQDI W\ DRERIYDY D&\ YNDX
VUAL UD]JOLNXMH pDN L RQGD NDGD MH SUHGPHW NXSQMH LV
SULPDUQR PRWLYLUDQ |DGRYROMHQMHP XWLOLWDUQH SRWU

165 SHARMA, S., SIVAKUMARAN, B., MARSHALL, R.:Impulse buying and variety seeking: A trait
correlates perspective,Journal of Buisness research, Vol. 63, 2010., p. 2283.

166 |n Tourist Destinations, a Picture of Excesghttps?/www.nytimes.com/2015/07/12/world/europe/selfie I
[vacationdamagemajorcaparisibiza-rome.htm|(16.08.2017.)

B7LITIRELL, M., et.al.:Souvenirs and Tourism StylesJournal of Travel Research, Vol. 33., 1994., p. 3

168 |bid.
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QMHJRYD SRW U R ZRWLDY LUDL@PD WKHRS PQ L ¥ WAL NW. B NSHRAWIQYDI [ELDP D
SRVWDMH VDPR MR& MHGDQ R E¥ HadobiiW U pINDIF LRIV WR EIGIM B PV R

AVNXVWYR QDMpH&UH ]JDEDYQR L XJRGQR NRMH SRWURAEDD
NRULBWIBQMyHPRG S UWROBXXIHPGQR VSRPHQXWRM WHRULML G X
WLMHNRP SXWRYDQMD RGOXpLWL EDUHP ]D MHGQX QHSODQL!

Kako je samo putovanje te turizam u cijelosti usko povezan sa zadd¥dRP L RSXaWDQMHP
VX VNORQLML LPSXO]JLYQRM NXSQML MHU VX RSXaWHQLML O
VNORQLML QHSURPLAOMHQLP RGOXNDPD 5DVSRORaAHQMH NR
X GHVWLQDFLML LPOLQDESRWHRRQNMH WXOJLVWD awWwR MH W)
SRQXGRP GHVWLQDFLMH WR iH YL4H ELWL VNORQYWML LPSX
Shopping turizam usko je vezan za poslovni i gradski turizam. Na kongresu UNVWZDQG6.

godine skovan je terin Bleisuré’? kako bi opisao trend novog oblika turizma koji kombinira
SRVORYQR SXWRYDQMH L SXWRYDQMH PRWiYULAHDREB SRORDLF
osoba koje su na poslovhom putu produlje svoj boravak u destinaciji za jedan dan ili vikend
mMOWLYLUDQL GRNROYFRP L RSXaWDQMHP

U High value city tourisnstudiji ,( IRXQGDWLRQ L 0DV WH U BHoppi@gucityv UDAaL O L
tourismu teshoppingonmotiviranih turista. U 2015. godini Paris i London su bili najomiljenija
europska destinaciiazZd XVNR L NLQHVNR WUAaLAWH GRN VX ODGULG L %]
]D WXULVWH L] /DWLQVNH $PHULNH $PVWHUGDP /RQGRQ
DPHULPpNLP' WX DIHWMNIRPVUALEAWH SRND]XMH QDMYHUH VWRSH |
NLQHVNLK JRVWLMX GR G \BHHP B USRWV R 8 4 Q Milrde&ka M X QIR G

9MENG, F., XU, Y.: Tourism shopping behavior: planned, impulsive, or experiential?|nternational Journal
Of Culture, Tourism And Hospitality Researdfol. 6., 2012.p. 257

1701bid.

1 1bid., p. 258

2 JZYHGHQLFD RG Buidepyshd) iLbisukéddkblica)

173 Shopping Tourism, key for destination marketing, UNWTO, 2016 |http://media.unwto.org/press
[release/201®1-25/shoppinetourismkey-destinatioamarketing(20.08.2017.)

174 | bid.

S GLESCEHN, J.High value city tourism, IE Foundation, p. 34
https://observatoriodelmercadopremium.ie.edutoptent/uploads/sites/59/2013/1 1MastercareHigh-Value- |
City-Travet2015.pdf(20.08.2017.)

178 1bid., p. 9
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WU&LAWH MH ELOR QDMYHiUH HPLWLYQR WUALAWH X]JHY&L X
RGQRVQR UDpPpXQDMXiUL SRWUREQM XWSHH @ [ D/SYLLNVIBHRCRNA IR HEILHD R
9RGHUL VH SUHPD GXDOLWHWQRM WHRULML L UD]JQLP WHRUL

UH WXULVWL QD RYDNYLP SXWRYDQMLPD NXSRYDWL LPSXO]L
ponude u destinaciji da ih na i navede.

77 |bid., p. 5
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SULPDUQR LVWUDALYDQMH

= QDQVWYHQD LVWUDAL YD QMMBL MY CHLQWHOABRWXIROQD GMHO
svrha otkrivanje i dokazivanje znanstveniflNid QD SRPRUX ]QDQNAWRPNAQA K PHWF
LVWUDALYDQM Hcili pBkupgianid @ritn@rRih Yodataka koja predstavljéigravna
RSDADQMD NRMD VH SULNXSOMDMX ]D SRWBMBH R\GUBHB §HQRQ M
mogu sWWUVWDWL X WUL RISViLHy DNVDQ\DH J IR bii Sh@i RIeSKrintina)Q& ] U Rp Q D
(kauzalnD 88 RYRP VOXpDMX UDGL VH R GHVNULSWLYQRP LVWUD
NDNR VH SRQD&DMX SRWURA&DpPpL SULOLNRP RGDELUD L NXSQM

prilikom odabira i planiranja putovanja.

6.1. MeWRGRORJLMD LVWUDALYDQMD

SULPDUQR LVWUDALYDQMH MH SURYHGHQR X YUHPHQVNRP UL
GR UXMQD JRGLQH 3RGDFL VX SULNXSOMHQL DQNHWR
liestvica za mjeremj pojava te se nalau prilozima $Q N H Wfermeiril pdpis pitanja koja

SRVWDYOMDPR LVSLWDQLNX WHP M®DWHBGPQR RBY HBWID HLAWW K
6WUXNWXULUDRPRWX 86X SIHVDBEMQDAQMNX RGJIRYRUL RJUDQLpF
SROXVHQLK MGCDRMRRWWUXNWXULUDQL WLS SLWDQMD YHU LP
RODNaDYD LVSLWDQLNXDWH ,PX WONBYHYULMIHPMHQFLMDOQR
odgovore. Anketa se distribuiratmline NDNR EL VH XaWHGMHOR QD YUHPHQX
logistLbNH SUHSUHNH NRMH SUDMNH RHWHL HQH/ bR VIW W U R & MWYUDXQRVH
SRGDWDND ]D SURYRYHQMH VWDWLVWLPpNLK PHWRGD 6WDW
PHWRGDPD SRPRUX NRMLK DQDOL]JLUDPR SRMDréfitomrdRMH QDV
]IDNRQLWRVWL X SRMHGLQLP YUHPHQVNLP LQWHUYDOLPD W

8 ZELENIKA, J., op.cit, p.139
790$584a,0 0 35(%(a$&WUDALYDQMW WXawab\idescdy P004., p. 24
18035(9,a,0 - ,op\it, D B8
810$584,0 0 35(%(4DAcit, p. 112
182 bid.
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SRMP B3BnévnistatV WLPNL VNXS G KBkupQdjidds@sttvi Hd edinitca kbje imaju

QHND ]|DMHG/QUYDNDDVPRM K &HOAVPRE HVNVRIMH LWMKIGMHOXMX X LV
X]JRUDN LVWUDALYDQMD NRML VH GHILQLUD NDR AUHODWLY
VWDWLVWLFPNBRUVWNXBEILYDQMX MH ULMHp R MHIG@RWWIDYQRP \
elementi osnovnog skupa iMOL MHGQDNX PRJXUQRVW G hvetdsi¥ajJu DEUDQ |
pristup internetu s obzirom da je upitnik bio di#KKLUDQ LVNOMXpPpLYR PUHAQLP SX\
GUXaAWYHQH PUBEANODGERRRIRUH QDYHGHQLP GHILQLEAMDPD R
LVWUDALYDQMD pLQLOH VX RVREH NRMH SRVMHGXBN{ ,QWHUZC
LVSLWDQLND RGQRVQR YHOLpPpLQD X]RUND L]JQRVL Q
UDpXQDOQRP SURJUDPX OLFURVRIW N[IFH@ WHUDXLERE LLYWQ E HX

5H]XOWDWL LVWUDAaLYDQMD L UDVSUDYD

,VWUDALYDQMH MH QDVWRMDOR SULNXSLWL SRGDWNH NDNR |
odabira tuL VWLPNRJ DQUD&EAPDXQ W WRUWDPOWHPEH KLBRM H]H NR M
postojanje povezaRVWL L]PHYyX RGUHYHQLK YDULMDEOD NRMH JODVH

+ 3RVWRML SRYH|DWWRNWQIPHVWOOQRJ IDNWRUD NRML SRWLDp
putovanjus obzirom na dobnu skupinu ispitanika

H2: Postojipovezanost. ]JPHYy X UD]DURNWLK VWXSLQD WXULVWD L PHGLM
SURPRFLMX ODVW PLQXWH WXULVWLPpNLK SRQXGD

H3: Postojipovezanost. |[PHY X GREL LV S LApoDéepQRD 1D YRRICRIEHQMH RGO XN

putovaniju

Izradom hi tkvadrat testova dobio se odgovor na postavljenetége. Hi tkvadrat test pokazuje
SRYH]DQRVW L]PHYyX GYLMH LOKXMHEAYWHURMBEODTNGP BRYR]D

183 ZELENIKA, J., op.cit.,p. 341
840$584,0 0 35(%(4PEcit, p. 169
185 ZELENIKA, J., op.cit.,p. 344
8 0$584,0 0 35(%(4Pecit, p. 172
B 3(7= % .2/(6%$5,0 9 ,9Bat{dva stastikaNaklada Slap, Zagreb, 2012., p. 189.
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VWUDQ® NURDHXODF L MtdpaBjRosvB | RRRVAV/L L]PHYX ¥ YodivshoYDULMEL
SRND]XMH VQDaQRV Watjabledddk]Ht tkyatrab tédt dkazu S RVWRML OL XR
hipotetska veza

Prikupljeni podacpredstavljguRSDaHQX IUHNYHQFLMX NRMD VH WDGD VW
I[UHNYHQFLMRP 8 NRQDpPpQLFL PDWHPDWLpPpNRP RRiBdghiE RP SRG
NYDGUDW WHVWD SRPRUX NRMH Spriukip@er PR LOL RGEDFXMHF

SUDYLORAWM®RDMUDKIUDW PDQML EOLAaL QXOL WR MH YMHURMI
QXO KLSRWHEN YD @WRW HHKILL W RostawjeivuvitibipodZn WeRalolbEcits D S
MHU VH RSD&HQL UH]XOWDWL J]QDWQR RG®UBKENRRR RGSRWH
RPpHNUI¥BOREB]J]LURP GD MH X RYRP UDGX NRULAWHQD DILUPD
postavljena u potvrdnom obliku, ukolikoi + NYDGUDW EXGH YHUL RG UHIHUF
DILUPDWLYQD KLSRWH]D U4H VH SULKYDWLWDRemogr&fsp&R VQR D
karakteristike ispitanikaNDR 8WR VX SULPMHULFH V8% 0iler@dvantie XsSDQM R
istUDALY D Qstdga W pbdatHnisu prikupili provedenim upitnikom. S druge strane, dob
ispitanika je bila potrebna kako bi se odgovorilo na postavljene hipoteze te je to jedini demografski
IDNWRU NRML MH ELR UHOHYDQWDQ R ¥pReRod WdaJdbikazoyeD QM X ' |

navedeni grafikon.

188 | i,
189 |bid., p. 190
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Grafikon 2 Dobna struktura ispitanika

= 18-24 = 25-40 = 41-55 = 56-67

Izvor: Obradio autor

*RWRYR SRORYLFX LVSLWDQRJ X]RURGLQPDQLWRRRQMHVNXSLODN
VNXSLQH VOLMHGL QOsNdied pd320X Klpi®55 s 19%. Dobna skupina

56-67 zastupljena je s svega 4% dok niti jedan ispitanik nije bio starijial®GLQD aWR MH XW
QD XNXSQX UHSUHJHQWDWLYQRVW X]J]RUND WH X NRQDpPpQLFL C
RJUDQLpHQMDKaM® WMDH LYYLEZ®I MADG LVSLWDQRJ X]RUND PODYVl
XJ]RUNX V GRPLQDQWQR PODGLP RVREDPD a4WR MH UH]XOWDW

Dobna skupina ispitanika jedna je od varijabla potrebna za prvu hipotezu koja glasi:

H1: PosRML SRYH]DQRVWWIHPHYXFLMDOQRJ IDNWRUD NRML SRW

putovanjus obzirom na dobnu skupinu ispitanika

,VSLWDQLFLPD VX ELOL SROQOXYHQL RGUHYHQL IDNWRUL NRML
FLMHQH NYDOLWHWH GHVWLQDFLMH L VOLPQR 2G LVSLWDQL
koliko je vjerojatno da ih svaki od faktora navede na godanje neplaniranog putovanja. Kako

MH SRQXYHQR YLaAH IDNWRUD WRpPpQLMH RVDPthadNavtBsUD |]D V
NDNR EL VH LVSLWDOR GDOL SRVWRML SRYH]DQRVWL L]JPHyYX
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Tablical. Utjecaj cijene kao inicijalnog faktoreeplaniranog putovanjhfD UD]J]OLPpLWH GREQH VNXSLC

Inicijalni Cijena

Dob faktor Nikad Rijetko | Ponekad] yHVW Uvijek ™
1824 5 6 14 17 11 53
2540 2 20 22 22 8 74
41-55 2 4 10 10 3 29

56-67 1 0 7

67 < 0 0 0 0 0 0
™ 10 31 48 52 22 163

Izvor: obradio autor

.DR & WidRivdl il tablice, najzastupljenija dobna skupina jest/25 GRN MH QDMYLAH LV.
procijenio GD EL FLMHQD pHVWR XWMHFDOD QD QMLKRYX RGOXN:
RGJRYRULOR QD SRVWDYOMHQX KL SR W4dadredaRMelddmoydaleM H L] U L
podataka zanemarena je dobna skupina iznad 67 godina, s obzirom déopespdani uzorak
]D WX VNXSLQX .DNR EL VH RVLJXUDOD YLVRND UHSUH]JHQW|
rezultata koristila se Yatesova korekclheRMD VH VDVWR|@L X WARPHMGDVYBEND RS
IUHNYHQFLMD NRMD NMDH|PHUDSRBHUIPHWNYPRNQHRSDAHQD IUHNYH(
RPHNLYDQH 'UXJLP ULMHpPLPD VYDND AHQUDIDHMDHIQIPIHW N R P
¥ RULAWHQMH <DWHVRYH NRUHNFLMH QLMH REYH]QR DOL
tablice LPDPR PDQMX RpHNLYDQX IUHQNYHQFLMX RG

190 |bid., p. 199
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Tablica2. ,]JUDpXEN¥DGUDW WHVW RGQRV L]PHYyX GREQH VNXSLQH L FLMHQH

putovanja
2SDaHQD Teorijska Fo - Yatesova (Fo-Fi- [(Fo-Fi-
frenkvencija (Fo) | frenkvencija (Ft) Ft korelacija 0.5)"2 0.5)"2]/Ft

5 3.25 1.75 1.25 1.56 0.48
6 10.08 -4.08 3.58 12.81 1.27
14 15.61 -1.61 1.11 1.23 0.08
17 16.91 0.09 -0.41 0.17 0.01
11 7.15 3.85 3.35 11.20 1.57
2 4.54 -2.54 2.04 4.16 0.92
20 14.07 5.93 5.43 29.45 2.09
22 21.79 0.21 -0.29 0.08 0.00
22 23.61 -1.61 1.11 1.23 0.05
8 9.99 -1.99 1.49 2.21 0.22
1.78 0.22 -0.28 0.08 0.04

4 5.52 -1.52 1.02 1.03 0.19
10 8.54 1.46 0.96 0.92 0.11
10 9.25 0.75 0.25 0.06 0.01
3 3.91 -0.91 0.41 0.17 0.04
1 0.43 0.57 0.07 0.00 0.01
1 1.33 -0.33 -0.17 0.03 0.02
2 2.06 -0.06 -0.44 0.19 0.09
3 2.23 0.77 0.27 0.07 0.03
0 0.94 -0.94 0.44 0.20 0.21
2 7.45

Izvor: obradio autor

Parametar distribucije htkvadrata naziva se stupanj slobd&eNa primjeru tablice omjera dobe

VNXSLQH L FLMHQH NDR IDNWRUD LVSHAYMBIQM. YXNDFEDQH M
RGOXNX R QHSODQLUDQRP SXWRYDQMD ULMHWNR SRQHNDG
uzorka, stupnjevi slobodé H UDpXQDMX QD QDpLQ GD VH RG XNXSQRJ JELU
1.dobnaVNXSLQD MH GUXJD YDULMDEOD X L]JUDpXQX NRMD VH VD

BPINEWBOLD, P., CARLSON, W., THORNE, BStatisika za poslovanje i ekonomijuMATE d.o.0., Zagreb,
2010., p. 262
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X]JHWL X RE]JLU SULOLNRP L]WERQ®D QVFX SCOREHNBIQBIRER G G Q
XVSRUHYyXMH V JUDQLpPQRP YULMHGQR&UX NRMD VH PRAaH Lapl
hi tkvadratat®?

Tablica3 5H]XOWDWL KL NYDGUDW WHVWD RGQRV L]JPHYyX GREQH VNXSLQH I

putovanja
Vrijednost hi tkvadrata 7.45
Stupanj slobode 16
Razina signifikantnosti 5%
*UDQLPQH YULMHGQRVWL 26.30
Povezanost Ne postoji povezanos

Izvor: obradio autor

*UDQLPQD YULMH G GiRatvit \GijedhdstdriBosighifMantniddti iznosi 26.36° a W R

MH YHUH RG L]UDpPpXQ@NWBGYDMW WEHYRMDNVNRMD L]QRVL 6 RI
YULMHGQRVW PDQMD RG JUDQLPpQH YULMHGQRVWL DILUPDWL
SRYH]DQRVW L]P H¥ Kcijere Ea0 HiclamogSaktora.

, VWL SRVW XS Dhvadrat® pap@ullerKje za ostale inicijalne faktore te su rezultati
VXPLUDQL X VOMHGHURM WDEOLFL

192 bid., p. 262
193 |bid., p. 869
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Tablica 4 Rezultati hi kvadrat testa za ostale inicijalne faktore

Inicijalni faktori Vrijednost hi kvadrata
9HOLNR VQLAHQMH 5.59
9LaAaDN YUHPHQD 4.82
/[LMHS L SULYODpPDQ L]JOH| 1453
Visoka kvaliteta usluge 8.31
Statusna kupovina 8.82
Sjetili ste se neke prigode 15.21
7UHQXWQR UDVSRORAHQM|7.73

Izvor: obradio autor

3UL VWXSQMHYD VORERGH L UD]JLQL VLJQLILNDQWQRVWL R
vidljivo iz tablice niti jedna od vrijednosti he NYDGUDWD QLMH YHUD RG N
YULMHGQRVW QLMH YHUD RG JUDGLPQRVW LVAHIQARU REQBHYV
QDYHGHQLK LQLFLMDOQLK IDNWRUD 6 RE]JLURP GD VH SRND
jednog faktora i dobne skupine odbacuje se prva afirmativna hipoteza odnosno, ne postoji
povezanostL | P Hyrte inicijalnog faktoraNRML SRWLpH QD LPR@GHNUEQX RGO
obzirom na dobnu skupinu ispitanikereba uzeti u obzir da su rezultati dobivemmoprocjenom
LVSLWDQLND WH GD SRVWRML PRIXUQRVW GD MH XWMHFDM
ispitanici samiprocijenili. Nadalje, prilikom samoglaniranja kupnje ili prilikom ispunjavanja

ankete ispitanici su mogli biti pod utjecaj brojnih drugih nezavisnih varijabli koje su mogle utjecati

na odluku o putovanju ili danim odgovorima u anketi.
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Na prethodno navedenom grafiko@DOD]H VH SULND]DQL VYL IDNWRUL NRI
neplaniranog putovanja te njihgvad strane ispitanika,SURFLMH Q M HrQibicirdiud Q RV W

neplaniranog putovanja. DNR JUDILNRQ SRND]J]XMH DSVROXWQH YULMHC
NDWHJRULMDPD SRQHNDG L PHYWRNRMRPUYLYXMHGRRQC

zastupljena u cjelokupnom uzorku.

SIMHGHUD KLSRW H]DPh3fojppoVBzahostD|PMPXIODYVQRLPpLWLK VWDURVQL
L PHGLMD X NRMLPD VX XRpLOL SURPRMRNaMeen@Dhpdtezerh Q X W H

SRNXADOR VH VD]QDWL NRML SURP R Wikovh@lanikab®mtovanjpP DM X Q
RGQRVQR NRMHP VX SURPRWLYQRP NDQDOX LVSLWDQLFL QDI
rezultatima hixt NYDGUDWD NRMLP VH WHVWLUDOD SRYH]DQRVW L]
kanala. 1z rezultata je vidlivodaj@ +tNYDGUDW YULMHGQRVW YHUD RG JUDC
SULKYDUDPR DILUPDWLYYSRVGBRMIXSRLYSRIW/GIRXYW L]PHYyX GREQF
koeP MH XRpHQD ODVW PLQXWH SRQXGD

Iz rezultata hitkvadrat test PRAH VH MHGQRVW DéfiQjéht kdrelaxjjeXd@rivstic. L N
NRQWLIJHQFLMH .RHILFLMHQW NRQWLQJHQFLMH SRND]XMH
MHGQRVWDYQRP IRUPX® RBdraX vrisdRe&s®RY KHGQRVWDYQLP L]JUDp
vrijednost C iznosi 0.44. Koeficijent kontigenciipRaH ELWL YULMHGQRVAEVWKRUDVSF
EOLA&H MDpLQD NRUHODFLMD L]PHYyX SURPDWUDQLK YDULMDI

943(7= % .2/(6%$5,0 9 ,9%1(& ' RS FLW S
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Grafikond .RUL&WHQMH SURPRWLYQLK NDQDOD SR GREQLP VNX

TV reklame -I

Mobilne aplikacije .—

(OHNWURQLpPND WWQDNODGD
7XULVWLpPND WLVNDQD QDWbNL NDWDORJ
QWHUQHW VWUDQLEH SRV Y H N ol ol

Lonely Planet etc.)
"UXAWYHQ ,_—
-

0 10 20 30 40 50 60

18-24 m25-40 m41-55 m56-67

Izradio: Autor

Na grafikonu su vidljive apsolutne vrijegdn o RULAWHQMD SURPRWLYQLK NDQDO
skupinama! UXAWYHQH PUHAH WH ,QWHUQHW VWUDQLFH EH] VXPQI
RVREH GR JRGLQD VWDURVWIWXDIOQWLW ONY OV M\AN [DLAOME@ QN P D
SRSXODUQD PHYX RQLP D-48¥ tecR35 QWobMInd/ &pkk&dij&du najpofarnije

PHyX QDMP O BkWiN 18R.EQ R M
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Tablica5.. RUL&AWHQMH SURPRWLYQLKmSkgrar@eD SR UD]JOLpLWLP GREQL

Vi Internet stranice
Promotivni IXULVW
kanal . SRVYHUH | (OHNWU .
"UXaw) i tiskana naklada Mobilne TV
Dob . putovanjima WXULV o ™
PUHa _ _ (WXULVYV aplikacije | reklame
(TripAdvisor, naklada
katalog)
Lonely Planet etc.)
1824 40 33 7 6 14 6 106
2540 35 57 32 21 9 1 155
41-55 8 18 18 14 5 5 68
56-67 3 1 2 12
67 < 0 0 0 0 0 0 0
T 86 109 60 43 29 14 341

Izvor: obradio autor

Tablica 6 Rezultati hi kvadrattestaBNRULAWHQMH SURPRWLYQLK NDQDOD SR UD]JOLpLWLP GREQLP

Vrijednost hi tkvadrata 40.70
Stupanj slobode 16
Razina signifikantnosti 5%
*UDQLpQH YULMHGQRVWL SUL VL 31.41
Povezanost Postoji povezanos

Izvor: obradio autor
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'RELYHQL UH]XOWDW EL QDMODN & Hspanioi Re RAEisteDUMSIDL Mjdri X VP L\
GUXaWYHQH PHGLMH LDQWNUREHWURPRQPORNROQWHNVW VDPR.
SUHWSRVWDYND QH EL ELOD X SRWSXQRVWL WRpQD 1DLPH
putom, uzorak koji je sudjelovao U\ UDALYDQMX YHU LP D dRgi@ldddnystdi@l DILQLW
Ukoliko se promotri tablica sa apsolutnim vrijednostima vidljivo je da, u odnosu na ukupni broj

SR VYDNRM GREQRM VNXSLQL UD]JOLNH QLVX VXYL&H YHOLN
POVWRML YLVRND PRJXUQRVW GD EL YDULMDFLMH PHyYyX X]JRUN
ELOR SURYHGHQR L ILJLPNRP L PUHAQRP GLVWULEXFLMRP DQ

+ SRVWRML NRUHODFLMD L]PH potrébidg DL GRIQREQ DWIH LR G O K

putovaniju

PosOMHGQMRP KLSRWH]J]RP VH QDVWRMDOR LVWUDALWL NROLNI
0 putovanju te samog putovanja. Kako je samo vrijeme, koje je osobi potrebno da donese odluku

R SXWRYDQMX X] SRPRU XSLWQLND JRWRNRLRYRPRJUKIFR NPLAV
izmjeriti koliko je vremenski potrebno za planiranje puta. Uz pretpostavku da planiranje putovanja

SRPLQMH QHSRVUHGQR RGO XNHRRdRt t8stawar] prikaphiexmSpodacithG ED K
SRND]DW UH GDOL VWDUDXWHRERENYDBD SRNRJ/YLQUD WX B\NKDBH RG P
MH SRWUHEQR YL&H LOL PDQMH YUHPHQD ]D GRQR&HQMH RGC

Tablica7. Dobne skupine i vrijeme potrebno za planiranje putovanja

Promotivni

Ne planiram 1-3 do7 | do30 do > 90

Dob kanal svoja putovanjg dana | dana | dana | 90 dana] dana "
18-24 6 5 9 25 7 1 53
25-40 3 12 21 29 8 1 74
41-55 2 4 14 6 4 1 31

56-67 1 0 3 2 0 1 7

67 < 0 0 0 0 0 0 0
™ 12 21 47 62 19 4 165

Izvor: obradio autor
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Tablica8 5SH]XOWDWL KL NY DG U Dohnin\skugina DvreReng povelinplg EaypXaniranje putovanja

Vrijednost hi tkvadrata 11.29
Stupanj slobode 20
Razina signifikantnosti 5%
*UDQLPQH YULMHGQRVWL 31.41
Povezanost Ne postoji povezanos

Izvor: obradio autor

S obziromda je vrijednostheEe N YDGUDW WHVWD PDQMD RG JUDQLpPQH YULI

DILUPDWLYQX KLSRWH]X RGQRVQR QH S

RVWRML SRYH]DQRVYV

za planianje putovanja. Prethodno u radpomenuto je da se vrijeme planiranja putovanja

smanjilo za sve turiste; razlozi su brojni od dostupnosti informacija,

modernim komunikacijskim

PRGHOLPD SRYHUDQH SODWHAQH P Rkvadrat t¥s@ LupsiRJu EH] X OW D'
GRVDGDAQMLP VBRVORWIDWH L SULPMHULPD L] SUDNVH LDNR
SXWRYDQMH PLQLPDOQR GDQD RG GDQD RG QIx¥/MNdkoSD VYH

razdoblje.

Grafikon5. Vrijeme potrebno za planiranje putovanja

|
> 90 dana ™
.

4o 90 dana T
40 30 dana T s
I
do 7 dana h
|
1-3 dana h

Ne planiram svoja putovanjofsesss
|
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Na grafikonu je vidljiva izrazita koncentracija u vremenu do 30 dana za sve dobne skupjee, dok

X NUDWNLP URNRYLPD NDR &@&WR VX GR GDQD L GDQD GF
JRGLQD ,DNR EL JUDILpNL SULND] PRNRRLOQPGHUMWHQODSRBR

LIPHYyX GREQH VNXSLQH L YUHPHQD SR WKvadiaiQeRtle]dka&&D QL UD

da takva veza ne postoji. Treba uzeti u obzir da dobna skupina2bBRGLQD pLQL YHULQX X

LVSLWDQRJ X]JRUND aWdikih 2as@pliendsbu Qdibtb] svipnXvremenskim

intervalima.

Grafikon6 3IRVMHULYDQMH QHSODQLUDQLK GHVWLQDFLMD WLMHNRP SXWR

U potpunosti 8RSiUH VH QH
VH VODaHPR VODAHP

8% 7%
1H VODaHP
28%

1LWL VH VODAF
QLWL QH VODA
29%

60DaH
28%

|zradio: Autor

&LOM LVSLWLYDQMD WHQGHQFLMH SRVMHULY bQjMdazieatH SODQL
NROLNL EURM LVSLWDQLND SRVMHUXMH QHSODQLUDQR VHN
NRULAWHQMD VWUXpQH WHUPLQRORGHNMMWLQBUM IV HNXQIGHIQRY L
YLGOMLYR GD VH MHGQDNL GLR LVSLWDQRJ X]JRUND VODaH L
GHVWLQDFLMH WLMHNRP VYRJ SXWRYDQMD ORWLYL L XpHVW
zbog odstupanja od planiréhd LWLQHUDUD QLMH ELOR PRJXUH GR]JQDWL
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SLWDQMD LOL GRGDWNRP QRYLK SLWDQMD O0DOL GLR X]JRUND

slaganje ili ne slaganje s iznesenom tvrdnjom.

Rook i Fisherovia skala impulzivnosti ragna je 1995 godine u svrhu mjerenja tendencije
SUHPD LPSXOJLYQRM SRW WpiEQjMlojinaNéOngdd indgdlzZWmoptW RML R G
odluciokupnjiQD RVQRYL GDQLK RGJRYRUD LVSLWDQLND 3LWDQMI

Likertove ljestve sa vrijednostima od 1 do 5.

Grafikon 7. Distribucija rezultata na Rook i Fisherovoj skali impulzivnosti

3RQHNDG VDP QHPDUDQ QD Ny ep s s s
3DAOMLYR SODQLU D Hsssmms e 2 S e sl
XSXMHP VWYDUL VXNODGQR RSP aEersRIPmyy a0
3RQHNDG GRQRVLP RGO X N XSy sy s s
1H UD]PLAOMDP R SR \ViESSIEN SIQNI 1% IIBYSN 6%

9LGLP L NXSLPYYT RSL Vim0 s v s o v
YyHVWR NXSXMHP E s/ D22 0

-XVW GR LW  RSLVXM Hilsm sy e Xos xS sl
yHVWR N XS XM H sy R sy 2/

m8RSUH VH QM 1HOVA@B &HPLWH VH VODAHP @L6WD ¥HR@HS RO/SXHHR VWL VI

Izvor: obradio autor

.DR a&WR MH YLGOMLYR QD JUDIX QD VYLP SLWDQMLPD VX R
VODAHP VH 1LWL VH VODaHP QLWL QH VODAaHP WH 60L
zastupljeni su u jednako maloj mjeri. Na N = 165 najmanja vrijstsiaale mogla je biti 1485 (da

VX VYL LVSLWDQLFL R]JQDpLOL RGQRVQR 8RSUH VH QH VOD:
SRWSXQRVW VH VODAaHP
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Tablica9. Ukupna vrijednost RookFisherove skale impulzivnosti

8RSUH | Ne 1LWL VH| 60D4U
QH VO| VOD 4 niti se ne se potpunosti
se VODAaHP VH VOD
YHVWR NXSXMHP 14 a4 46 42 19
-XVW GR LW R
B _ 19 50 52 30 14
koji kupujem
YHVWR NXSXMHP
36 40 40 33 16
UD]PLAOMDQMD
9LGLP L NXSLPY
_ 28 43 41 38 15
moju osobnost
1H UD]J]PLAOMDP
o _ 32 43 51 29 10
posljedicama kupnje
Ponekad donosim odluku @
8 33 42 59 23
NXSQML pfX WUHK
Kupujem stvari sukladno
12 32 63 42 16
RVMHUDMLPD X
3DAOMLYR SODQ
_ 12 48 40 52 13
kupnje
Ponekad sam nemaran/na 18
6 43 53 45
NDG MH X SLWDC(
Ukupna vrijednost po
168 760 1284 1464 715
kategoriji
Ukupna vrijednost skale 4931
SULWPHWLpPND VUHGLQD 878.2
Standardna devijacija 513.04

Izvor: obradio autor
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Ukupna vrijednostkale impulzivnosti iznosi 4931, u odnosu na maksimalnih 7425. Standardna

GHYLMDFLMD SRND]XMH SURVMHPQR RGVWXSH¥HP@M#oBRMHGLC
VOXpDMX L]QRVL 6 REJLURP QD GRELYHQhosUpld¥XaOWDW L
LPSXO]JLYQRM NXSQML X RGUHYyHQRM PMHUL WH VX VH YHOLNL
procijeniti. Potrebno je napomenuti da se osma tvrdn@DAOMLYR SODQLUDP VYH V
vrednovala obrnuto od ostalh 8RSUH V3HH YODMHGLR MH D 8 SRWSXQ

Tablicald0 2GQRV L]PHYXPRVUMBRVYWR L R SPIHONMMERPVWURIRRYDGMLMHNRP SX

7TLMHNRP SXWRYDO Smatram da dobro organiziram vrijen
VPLUHQR L RS I novac tijekomputovanja
8RSUH VH (C
. 2 4
VODaHP
1H VODaHP 16 14
1LWL VH V(
55 50
VH QH VOD|
60DaHP VH 50 65
U potpunosti se
P po 42 32
VODaHP

Izvor: obradio autor

8 WDEOLFL MH LJ]UDaHQD DSVROXWQD YULMHGQRVW RGQRYV
QDYHGHQD SLWDQMD .DNR MH YLGOMLYR L] WDEOLFH NDNR
SRYHUDYD SHUFHSFLMD GD GREUR YOD@abDMX WUR&GNRYLPD WL

953(7= % .2/(6%$5,0 9 ,9%1(& ' RS FLW S
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Grafkon8 2GQRV L]PHYyX RVMHUDMD VPLCERAWWRP WEBRXEWYD RMWIHNRPH QE

8RSUH VH QH VODAHRWH VH VO DEHIPA B B Whbotpunosti se
VODA&HP VH QH VODaHP VODAaHP

® Smatram da dobro organiziram vrijeme i novac tijekom putovanja

md]i IJu %u8YA vi ¢ }ei u su]@E v} ] }%op“s v}

Izvor: obradio autor

.DNR VH UDGL R GYLMH YDULMDEOH ]D NRMH MH PRJXUD PHYy:
korelacije koji se definira B R EURMPpDQD YULMHGQRVW NRMD QDP S
SRYH]DQRVWL L]PHYyX GYLMH YDULMDEOH D QMHJRYD VH YU
korelacija) ilido+x QHJDWLYQD NRUHODFLMD &aWR VH NRHILFLMHQ
SULEOLaAaDYD MHGLQLFL WR ]QDpL GD MH YHUD SRYH]DQRYV
varijable.*®® Koeficijent korelacijr X RYRP SULPMHUX L]JQRVL AWR ]QDpL
YDULMDEOH SRVWRML VQDAQD SR]LWADXOD®RWW]DN R @WBIW VY VDL
prilikom interpretacije dobivenog koeficijenta korela&ifee upozoravaju na veliki broj vanjskih

QHRYLVQLK YDULMDEOL NRMH VX PRJOH XWMHFDWL QD UH]XC
su psihologija, sociologija, e @ RPLND YDQMVNH YDULMDEOH QD NRMH VH
YHULQL VOXpDMHYD QH PRAH QL LGHQWLILFLUDWL PRJX LPD\
YDAQR MH QDJODVLWL GD VH RG LVSLWDQLND WBDA3AWR GH S
RQ RVMHUD VPLUHQR QH PRUD ]QDpLWL GD XLVWLQX GREUR
9DaQb MH QMHJRYD RVREQD SURFMHQD VYRMLK VSRVREQRVW
iako, za objektivnu procjenu, prvo bi trebalo kateigpt UDWL WUR&@NRYH QDSUDYLWL

196 |bid., p. 285
197 bid., p. 312314
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EL VH PRJOD L]JUDpXQDWL RSWLPDOQD SRWUR&GDpPND NRAaDUL
SRWURaQML

Grafikon9 2GQRV L]PHY X NXSNOWHF B MR GMHPDVSRORAHQMH WH NXSQMH ND

8RSUH VH QH VEBDAMPAHRIMHL VH VODAaHFO Q&MR WHU potpunosti se
QH VODAHP VOD&HP

B XSRYLQRP pHVWR QDVWRMLP XWMHFDWL QD VYF
B 3BRQHNDG NXSLP VWYDU ]JDWR @8WR YROLP NXSRYI

Izvor: Obradio autor

1D VOLpDQ QDpLQ NDR X SUHWKRGQRP SULPMHUX JUDILNRC
,VSLWDQLFL VX SURFLMHQLOL X NRMRM VH PMHUL QD QMLK R
XWMHFDWL QD VYRMH G DWSRHRER¥MWQYWVMH [DBWRQEWBR YROLP NX
DSVROXWQLK YULMHGQRVWL L GLVSHU]JLMH RGJRYRUD SR N
koeficijentkorelacijer NRML L]QRVL NRML SRND]XMH GD L]JPHyX GYL
relativno JDND SR]JLWLYQD YH]I]D RGQRVQR RVREH NRMH NXSXMX ]
PHVWR QDVWRMH XWMHFDWL QD VYRMH WkaeficheRtekBralatM H .DR
YDAQR MH QDSRPHQXWL SUREOHP RBEMHNXWR®ERGRW AUugiNRG VDI
EURMQLK YDULMDEOL NRMH PRJX XWMHFDWL QD RGJRYRUH L
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Grafikon10. 3SRVWRMDQMH RVMHUDMD NULYQMH QDNRQ NXSQMN

U potpunosti se 8RSUH VH QH
VODAaHP VODAHP
13% 10%

1H VODAaHP
19%

" 1LWL VH VODA&H
QLWL QH VODA&t
33%

60DaH
25%

lzvor: Obradio autor

9LAH RG WUHRIVRHPO RWGNUMHYHQX UDJLQX NULYQMH QDNRQ NXS(
Ovaj rezultat jeu skladu s rezultatimdobivenima na Likertovoj skali koja je pokazala kako se
UDGL R X]JRUNX VNORQRP LPSXO]JLYQRM SRWURAaAQML

Grafikon 11 Zadovoljstvo ispitanika erganizacijom i provedbom putovanja

. 1H VODa&HP VH
U potpunosti se 8%

VODAHP
24%

1LWL VH VO
niti se ne
VODAaHP
25%

60DA&HP VH
43%

Izvor: Obradio autor
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8 NRQDpQLFL SRVOMHGQMH SLWDQMH &HOMHOR MH RG LVSLW
L SURYHGERP VYRJ SXWRYDQMD yHWYUWLQD LVSLWDQLND ¢
]JIDGRYROMQL V RUJDQL]DFLMRP L SURYHGERP VYRMLK SXWRY
QDYHGHQRP WYUGQMRP 6DPR VH LVSLWDQLND QLMH VORZA

zadovoljni organizacijom i provedbom svophtovanja

2JUDQUPHNDWDELYDQMD

, VWUDALYDQMH MH SURYHGHQR DQNHWRUDIWWIMHNL B X QY HD | QQV }
QD EU]JLQX L FLMHQX DOL RJUDQLpPDYD PRJXuUL X]JRUDN QD VL
2YLP SXWHP SRGDWNH VH PRAaH SULNXSLWL ©HPRNONYR\KWI I
DQLPLUDQMD LVSLWDQLND WH SUXAaDQMD GRGDWQLK REMDAQ
NDR GLVWULEXFLMVNRJ NDQDOD 1 D G DFOAV 15 R WV\R 8 Q BMIRYPD @ W
zahtiievaloGD SLW D QM D shokarkaiaN &R LEIR VH  RegrezeX bt Z0WkR

Tako se, primjerice, nije moglo jednostavno pitati gdje je ispitanik Vadibminuteponudu koja

ga je navela na poduzimanje nepld® QRJ SXWRYDQMD YHU VH SRNX&ADOR VI
PHGLML NRML LPD QDMYLaAH XWMHFDMD QD LVSLWDQLNH WH S
Doza subjektivnosti od strarispitanika NDGD VH RG QMLK WUDAL VDPRSURF
ovaNYRP LVWUIDAYORPMXLDNR SRVWRML ERJDWL IXQGXV ]QDQV
QD WHPX LPSXO]JLYQH SRWURaAaQMH WH SURFHVD GRQRaAHQMD F
]D WHPX LPSXO]JLYQH SRWURaQMH Z&Ztih © haylésRorRadd mibudeD W X U L\
ponude gotovo ne postoji. Iz ovoga razloga autor nije imao relevantnu refeeeizcadu upitnika

YHUO VHo NRWDVWLWL V VNDORP NRMD PMHUL RSUHQLWR UD]
kombiniranu s ostalim pitanjimaezanim za tematiku turizmapgutovanja.8 NRQDPQLFL X X]R
QLMH ELOD QLWL MHGQD RVRED VWDULMD RG JRGLQD aw
GLVWULEXLUDQ PUHAQLP SXWHP SUHNR GUXAWYHQLK PHGLML
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=DNOMXpDN

BURXpDYDQMH IHORPHSBWERAQMH LQWHUHY MH ELKHYLRUDC
]JQDQVWYHQRJ SROMD .DNR EL VH LVWUDA&LR FLMHOL SURFHYV
NDNR HNRQRPLVWD WDNR L SVLKRORJD 6SRPHQXWé#htvX EURM
]JDGRYROMDYDMXUL RGJRYRU J|DA&WR NXSFL LPDMX RGUHVHQH
XYHOLNH X]QDSUHGRYDOR RG VWDGLMD NDGD MH SRQD&aDQ!
egzistencijahim SRWUHEDPD RGJR YkBpuju pldsStalMSuRuvBIiWeR kdMpliciraniji.
2EMDAQMHQMH NRMH QXGL NODVLpQD HNRQRPVND PLVDR R P
WH GDMH RGUHYHQL WHRULMVNL NRQFHSW XQXWDU NRMHJ \
NXSDF MH X SUHYHOLNRWPPMHNWD PRDS &WHRI HEEQDIGRNVDOQR GF
WHAH XLVWLQX ELWL LQIRUPLUDQ 'UXJL UD]JORJ MH VDPD NR
QH UDVSRODAH V GRYROMQR LQIRUPDFLMD L VWUXpQLP ]QDQ!
"maksimizrati" korist.

%URMQL YDQMVNL XWMHFDML VOXaH ]D S R SPXOQUVNDAYADLGMLIN H
aktivnosti su jedan RG QDMYDAaQLMLK 3XWHP UD]JYRMD L XSUDYOM
LQVWUXPHQWLPD PDUNHWLQ&NH DINOWINRPR & W Q REH®H D XRSGFX X
PDUND LOL VORJDQ XND]XMX NXSFX QD NDUDNWHULVWLNH S
nekvalitetarukoliko se radi o negativnom imageuUNRMH PX VOXaH NDR SUHpDF S
RGOXND 2YDND YaQdukd pglikem Kuphigehidutan je za gotovo sve vrste proizvoda.
Vezano za brand i image proizvoda su fenontemdwagonefekta i snobizma, na ovakvim
SULPMHULPD PRaAH VH YLGMHWL YDAQRVW VWDYD L OLpQRVWI
VDQMVNH XWMHFDMH LPDMX NOMXpQX XORJX X SURFHVX R
SRMHGLQFD XYHOLNH RGUHYyXMX L XVPMHUDYDMX QMHJIRYX
SURXpDYDQMH SURFHVD SRWUR&GQMH LJUD]JLWRLIQDFR WML HIH
broja znanstvenih disciplina.

7XULVWLpPNL SURL]YRG ]ERJ VYRMH NRPSOHNVQRVWL SUHGV
WDNR L ]D VDPH WXULVWH 7XULVWLpPND LQGXVWULMD REXK)
WHENR WRPIQRD®H V REJLURP GD MH R G U H yRojdjHeladaMiO RP VD

ni namijenjena 9HOLNL EURM SURL]JYRGD NRQ]JXPLUDMX L WXULVWL
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NDWHJRUL]DFLMX WXULVWLPNLK SURL]YRGDpNRW RDURD Q&HPIRQ
SUHGVWDYOMD PRAGD L QDMYDAaQLML GLR XNXSQRJ WXULVWL
L YUVWX NDVQLMH WXULVWLpNH SRWURAQMH 'RVDGD&QMH
IRNXVLUDOR QD SURL]Y R GHUAIPMHNid@EWMENBIE /M NOND D QPR KR O
SURL]JYRGL NRML SRWLpPpX RYLVQ R biteRddsRINR piilikonQikradé MHG Q
ovog radaQLMH EDYLOD XSUDYR LPSXO]JLYQRP SRWUR&AGQMRP SL
proizvoda.

Lag minute SRQXGH VX XYHOLNH SULVXWQH X WXULVWLpPpNRM LQG
VPMHaAWDMD 7RpDQ UD]JORJ NRML QDYHGH RVREX QD RGUHYVI
SURQDYHQ X QLWL MHGQRP VWXGLMX knbiXipsDjd prom8tivwWiH RUL M L
SRUXND NRPELQDFLMH ERMD VOLND WH ]JYXND NDNR EL VI
destinacietNRMD QDMpHaUH EXGH EROMD RG VDPH GHVWLQDFLMH
QD RGUHYHQRP VW X @ takogavZ&axxdafigurbo je pob&da@jeRelikog broja varijabli

NRMH XWMHpX QD WXULVWD X YUHPHQX SULMH RGOXNH ]D S.
SXWRYDQMD 7HVWLUDQMH QHpHJD WDNR DSVWUDNWQRJ NDF
]ODWDQ SUREOHP RVRELWR NDGD VH RG LVSLWDQLND WUDA
7RPQR RGUHGLWL a@aWR MH NRG WXULVWD SRAhOD&NGIHOR aHON
NRQVWDQWQR SUDUHQMH LVSLWD QL NnierlivDpo&aciE heovishi BRIJOL G
PLAOMHQMX L SURFMHQL VDPRJ LVSL ydijevaN konwdlitah® ALY D Q M
RNUXAHQMH X NRMHP LVWUDarljaplb N IPNRRAHEINRR WILRR RV B BIW & QWRY H
LIROLUDWL RRQRYNRCINAPXPURPRWLYQH SRUXNH L NDQDOH NRMI
2YDNYD LVWUDALYDQMD VX LJUDJLWR VNXSD WH X GUXaAWYHQ
QD EURM YDULMDEOL NRMH EL WUHEDOR X]J]HWL X RE]JLU ,VW
SRVOXaLwL ]|D GDOMQMD LVWUDALYDQMD QD LVWX LOL VOLpQ
VH PRJX SURYRGLWL GDOMQMD GHWDOMQLMD LVWUDALYDQMLI

JHQRPHQ LPSXO]JLYQH SRWURAQMHYWW MU NRPVBEXWRFDYPM B URC
SRGUXpMH LVWUDALYDQMD RG VDPRJ RGDELUD GHVWLQDFLMI
V RIJURPQLP EURMHP SURL]YRGD L XVOXJD .DNR VX ]D YULI
slobodnije upravljaju financi@ D RVRELWR RQL NRML VX LQDpH VNORQL L
VSRPHQXWRM WHRULML GXDOLWHW WXULVWLpPpNH SRWURaQM|
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VWYDU YL&H RG SODQLUDQH EH] RE]JLUD NROLNR R®D ELOD
QDSUDYLWL WDNRYyHU GLVWLQNFLMX SULOLNRP SRWURaQMH
ORNDOQRJ VWDQRYQL&WYD %H] REJLUD QD SULURGX SURL]Y
NDR WXULVWLpPpND V RE]JLURP GD VH SURPDWUDMX NXSRYLQH

7THPD LPSXO]JLYQH SRWURAQMH SULOLNRP RGDELUD SXWRYDC
NRMLP EL VH ]JQDQVWYHQLFL W U HeEwbnevanje\SIRNDIDNID QYN B HS R BVYULR
SULOLNRP GRQRAHQMD RGOXND R SXWRixvDdg MoX s& HydeViX P Q M H
NUHLUDMX 8SUDYR MH RYR JODYQL UDJORJ ]DaAWR YHOLNL W;
VYH LQIRUPDFLMH YH]DQH ]D SRWUR&DpH 8 PRGHUQRM HNRF
L]JIJUDGQMX RGUALYH NRPGDUDPWILNIQ HD SXUSHDQFOWWDLQ MRV W X U L V'
PRJOL EROMH XSUDYOMDWL EURMQLP GLRQLFLPD NDNR EL LV
gostiju. Poticanje tkz KLSHUUHD O QjB \nwvibh tehaoglja aM/ddru manipuliranja
promotivnimmaterijaimaGHVWLQDFLMH SULPMHU MH SRJUHAQRJ SULVW
pHVWR YRGL GR UDJ]RpDUHQMD WXULVWD MHU GHVWLQDFLMI
primjene saznanja sa ovog polja ne nedostaju, te bi zasigurno dionmiivatnom i javnom
VHNWRUX NRML QDVWRMH VWYRULWL RGUALYX L NRQNXUHQ\
GD ]QDMX NDNR QMLKRYL N X $/thulpbkupllag® pibavhih podatak&koad H O H
LPSXO]JLYQRM SRWURA&QWW LSINUIRDIQ ERPRAOE GHIQRD MHXBULPDUQR
na uzorku od 165 ispitanitdi t NYDGUDW WHVW XND]DR MH QD QHSRVWHF
UHOHYDQWQLK YDULMDEOL QD WHPHOMX pHJD VX VH RGEDFL
Afirmativna KLSRWH]D SRYH]DQRVWL L]JPHYyX GREQH VNXSLQH LVSL
PLOQXWH SRQXGX SRND]DOD VH WRpPQRP 9ULMHGQRVW VNDOH
koji ima relativnutendencijuimpulzivnoj kupnji. Rezultati dobiveniSULPDUQLP LVWUDAaL"
LPDMX RGUHYHQD RJUDQLpHQMD NRMD MH SRWUHEQR LPDW
implementacije rezultata. PrimarndeRJ WRJD aWR VX UH]XOWDWL SULNXSON
VDPRSURFMHQH LVSLW BtQredhdvapja S¥a)inMKdijeR BdVukbNIgithay RuRadno
QDYHGHQRPH GRELYHQL UH]XOWDWL PRJX ELWL SRpHWQD L
WHPX LPSXO]JLYQH SRBDWIRGAIADHQ W XULVWLPNRJ
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6DaHWDN

SRPHWNRP GYDGHVHWRYH/\GKDNH UWDH YR DWXIFOAR QXUQH &aNROH
SRQD&aDQMD ipshddtha&izaQ bilkeDiorizam. Nedugo nakon prepoznati su komercijalni
SRWHQFLMDOL QRYLK VD]QDQMD V SRGUXpMD SVLKRORJLMH
U D] O L puké BuprBtRakonceptaSRWURA&ADp NDR UMHADYDWHOM SUREOH|
]IDGRYROMVWYRP 1D VDPRP SRPpHWNX NXSDpHYH RGOXNH VX
]JIDQHPDUXMXiUL EURMQH IDNWRUH NRML XWMH ppigji.fxakoX SFD W L
RVREH QLVX X PRIXUQRVWL X SRWSXQRVWL L]YDJDWL SR]L
XYLGMHWL NRPSOLFLUDQH PHYyXRYLVQRVWL VYDNH NXSQMH ]

bez ikakvog procesa obrade informacija prije sadluke o kupniji.

7XULVWLPpNL SURL]JYRG MH LJUD]JLWR NRPSOHNVDQ SRMDP NF
SRYH]DQLK XVOXJD L LOL SURL]JYRGD 6 RE]JLURP QD VYRMX
posrednikat WXULVWLPNLK DJHQFLMPpNL VBYRRBHRID WRIU PH VX R LK K\
SRWURaAQMH D WXULVWL VX pHVWR YRYHQL PLAOMHQMX GUXJ
PRGHUQLK LQIRUPDFLMVNLK WHKQRORJLMD GRSULQLR MH V
putovanju, a brojne last mMWH SRQXGH RPRJXULOH VX YHOLNH XaWHGF
RGOXNH R SXWRYDQMX X WUHQXWNX &aWR ODVW PLQXWH SR
LPSXO]JLYQH SRWUR&DpPpH 8 VYUKX RSXawDQMD L UD]JRQRGH |
zasWXSOMHQD WLMHNRP ERUDYND X GHVWLQDFLML 3ULPDU
SRYH]DQRVWL L]JPHYyX GREQH VNXSLQH L YUHPHQD SRWUHEQR
L YDAQRVWL RGUHYHQLK IDNWRUD ]QD p Dpia@ilLugorfp oRGGBELU W
LVSLWDQLND SRND]JDR MH RGUHYHQX WHQGHQFLMX LPSXO]JLY

Fisherovoj skali impulzivnosti.

.OMXpQH SRRBARDQMH SRWURA&aADpPD LPSXO]JLYQD SRWUR&GQML
SRWUDAQMBRQRURRPHWND RGOXNH R NXSQML
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Summary

At the beginning of the twentieth centuwyo school of thought were developed in order to give
satisfactory exploitation on subjects about human behawpsychoanalysis and behaviourism.

A potential commercial gainaye a swift boost in funding of research about human behaviour,
most notably the part of it concerning purchasing behaviour. In a sense, a consumer behaviour can
be viewed in two waystconsumer as a problem solver and a consumer in search of pleasure. At
start, consumer behaviour was regarded as fully rational, ignoring many factors that have influence
on consumer decision making process, both before and during. Since it is next to impossible for a
person to take into the consideration all of the posdive negative sides of each purchase he or

she makes, some people tend to make purchasing decision completely spontaneously, without any

decisionmaking process or regard for future consequences.

Tourist products, packages etc, are extremely complex Huegeare often compiled of many
smaller products or servers. Due to this complexity, they are often bought with the help of a proxy
agent £in most cases a tourist agency or a tour operator. In some cases, tourists are led by the
opinions of other peoplewhen deciding on their vacation choices. Rapid development of
information technologies heavily reduced time needed to make a proper decision about traveling
destination. This new technology opened numerous possibilities for last minute offers, which are
ideal for impulsive consumer, since they require, and encourage even, prompt impulsive buying
decisions. A pleasure seeking, impulsive, hedonistic consumer behaviour is often present during
RQHYV Y Prirarwreded&ch showen correlation betweevariables such as age group and

time needed for travel plannings well as no correlation betweage group and the importance

of certain factorsalevant to the choice of traveééstination. The sample tested, size 165, showed

a certain impulsivéendencyaccording to the results on Rook and Fisher's impulsivity scale.

ODVWHUTV WKpBwslvy pivcRaS ¢ While choosing a travel package
Key word: consumer behaviour, impulsive purchase, last minute offers, tourist demand, purchase

decision- makingprocess
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YRORQWHUVNRJ UDGD

3RVORYQH Y RVQRYQR ]JQDQMH R 1LQDQ MWHFDQH NWQNMINRRR GUWER MR EN
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7= *UDGD 1LQD QD UHFHSFLML KRVWHOD )RUXP X =DGUX
VXEWMHX SR GYD WMHGQD
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3URMH 3ULSDGQLN WLPD ]D SULSUHPX L SLVDQMH SURMHNWD PHY
LQRYDWLYQRJ KRWHOVNRJ NRQFHSWD $GULD 6WXGHQW ,QQ
+YHOMDpD

MHGDQ RG RUJDQL]DVRRWHN WD RGQHWHUBIRISRRVWHU X RUJLC

3UL]QDQMD L )LQDOH PHYXQDURGQRJ VWXGHQWVNRJ QDWMHFDQMD X R\
6WXGHQW ,QQRYDWLRQ &RQWHVW =DJUHE 5HSXEOLND +UY



