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Saietak

U radu se istrazuje i analizira ekonomska misao u antickoj Mezopotamiji, i to
posebice u Sumeru, Babiloniji i Asiriji. lako sustavne ekonomske misli u
Mezopotamiji nije bilo, pojedine ekonomske ideje i misli mogu se naci u nekim
odredbama zakonika koje se odnose na gospodarstvo, kao i u zakonskom
uredenju pojedinih situacija iz odnosa sudionika u gospodarstvu. Ekonomske
ideje i misli istrazene su u odredbama Ur-Nammuovog zakonika, Zakona iz
Esnune (Bilalamovog zakonika), Hamurabijevog zakonika, kao i Asirskih zakona
iz vremena Tiglat-Pilesera 1.

Kljuéne rijeci: ekonomska misao; Mezopotamija; Sumer; Babilonija; Asirija;
zakonik.

1. UvOD

U antickoj Mezopotamiji, zemlji izmedu rijeka Eufrata i Tigrisa, joS u
Cetvrtom tisuéljeéu pr. Kr. nastala je najstarija civilizacija koju su oblikovali
Sumerani. Mezopotamija se smatra i kolijevkom zapadne civilizacije koja se kasnije
formirala pod utjecajem Grcke i Rima. Na prostoru Mezopotamije prvi put su se
pojavili gradovi, drzava, pismo, tehnicki napretci koji su omoguéili vecu proizvodnju
(plug, tocak, kola, alati od kovina i dr.), ali i egzaktna znanja, Skole, te prvi pisani
zakonici.

O sustavnoj ekonomskoj misli u Mezopotamiji, kao uostalom i u €itavom
antiCkom svijetu, ne moze se govoriti. Pojedine ekonomske ideje i misli moguce je
traziti u nekim odredbama zakonika koje se odnose na gospodarstvo (utvrdivanje
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pojedinih ekonomskih kategorija — zakupnina, nadnica, kamata), kao i na zakonsko
uredenje pojedinih situacija iz odnosa sudionika u gospodarstvu.'

U radu ¢e se nakon kratkih napomena iz povijesti anticke Mezopotamije dati
pregled dostignu¢a u Sumeru, Babiloniji i Asiriji, a posebice s aspekta razvoja
gospodarstava te ekonomskih ideja i misli koje ¢e se istraziti u Ur-Nammuovom
zakoniku, Zakonima iz E$nune (Bilalamovom zakoniku), Hamurabijevom zakoniku i
Asirskim zakonima iz vremena Tiglat-Pilesera 1.

2. KRATKE NAPOMENE IZ POVIJESTI ANTICKE
MEZOPOTAMIJE

Mezopotamija (staroperzijski Miyanrudan, grcki prijevod Mecomorauio —
»Zemlja izmedu dvije rijeke”) je podrucje u jugozapadnoj Aziji izmedu rijeka Eufrata
i Tigrisa, od Armenskog visocja do Perzijskog zaljeva. Obuhvaca aluvijalno nizinsko
podru&je omedeno planinama i pustinjom povrsine oko 350.000 km®. Danas najveci
dio pripada Iraku, a manji dio Iranu i Siriji.

U ljudskoj povijesti nakon paleotika (starijeg kamenog doba), a prije
metalnog doba (u razli¢itim dijelovima svijeta izmedu 10. i 4. tisucljeca prije Krista)
bilo je razdoblje neolitskog ili mladeg kamenog doba.” U tom razdoblju Covjek je
usavrsio izradu lovackog oruzja, naucio je izradivati glinene posude, pripitomio je
neke Zivotinje 1 poceo uzgoj divljih Zitarica, te je preSao s nomadskog na sjedilacki
nacin zivota. U Mezopotamiji su se neolitska dostignuc¢a prvo pojavila u brdskim
podrucjima gdje u 5. i 4. tisu¢ljecu pr. Kr. na nekim podru¢jima uz gornje tokove
Eufrata i Tigrisa, a prema nalazima, dolazi do nastanka naselja, podjele rada i
planskog vodenja Zivota. Medutim, na tom podrucju dolazi do prekida razvoja koji se

'U litaraturi se o ekonomskoj misli u Mezopotamiji, izmedu ostalih, mogu naéi i sljede¢a misljenja.

Povijest ekonomske misli starog Istoka jos nije istrazena iako se u zemljama starog Istoka u spomenicima i
dokumentaciji nalaze prvi zacetci ekonomske misli. Tu nastaje rana ekonomska misao koja je vrsila odredeni
utjecaj na kretanja u gospodarstvu. Tako se u Hamurabijevom zakoniku iznose stavovi koji se ti¢u
ekonomskih odnosa u tadasnjem drustvu. Prema: B. Soski¢, Razvoj i osnove savremene ekonomske misli,
Savremena administracija, Beograd, 1988., str. 7.

Hamurabijev zakonik je jedan od najstarijih ekonomskih spomenika kojim se pruza zastita privatnom
vlasni$tvu nad zemljistem i ostalim sredstvima za proizvodnju. Ekonomska misao Asirije ima vrlo sli¢na
obiljezja kao ona u Babiloniji, a iz asirskih zakona moguce je donekle pratiti proces nastanka privatnog
vlasnistva nad zemljiStem. Prema: O. Blagojevi¢, Ekonomske doktrine, Privredni pregled, Beograd, 1983.,
str. 36.

Hamurabijev zakonik odrazava dosta zrelu ekonomsku misao za vrijeme u kojem je nastao. Prema: M.
Markovié, Istorija ekonomske misli, 1. knjiga, Univerzitetska rije¢, Titograd, 1984., str. 18.

Oblici obrade ekonomske materije u dokumentima starog Babilona i Asirije pretezno imaju karakter
normativnih odredbi i nisu rezultat metode koja bi dala $iri teorijski i znanstveni karakter, pa je njihov utjecaj
na oblikovanje kasnije znanstvene ekonomske teorije neznatan. Prema: D. Sabolovi¢, Historija politicke
ekonomje, Informator, Zagreb, 1972., str. 7.

% Preciznije razmatrano pretpovijesno razdoblje po&inje od pojave Sovjeka do povijesnog razdoblja. Dijeli se
na starije kameno doba (paleotik, 2,5 milijuna do 10000 g. pr. Kr.), srednje kameno doba (mezeolitik, 10000
do 6500 g. pr. Kr.) i spomenuto mlade kameno doba (neolitik, 6500 do 3500 g. pr. Kr.), nakon cega s
pojavom pisma nastaje povijesno razdoblje.
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nastavlja na us¢u Eufrata i Tigrisa u zemlji Sumerana — naroda o kome ne znamo ni
kada se, ni odakle doselio, pa ¢ak ni kojoj §iroj etni¢koj skupini pripada. Tu se ve¢ u
5. tisu¢ljeéu pr. Kr. nalazilo naselje Eridu s hramom od opeka, a na prijelazu u 4.
tisuéljece pr. Kr. nikli su brojni gradovi poput Ura, Lagaga i Nipura.®

Upravo je najstarija civilizacija nastala u Mezopotamiji. Nju su od 4000. do
1000. g. pr. Kr. predvodili razli¢iti narodi, a posebice Sumerani, Akadani i Asirci na
sjeveru i Babilonci na jugu. Potkraj 6. st. pr. Kr. Perzijanci osvajaju Babilon i vladaju
cijelim podru¢jem Mezopotamije. Aleksandar Veliki je 331. g. pr. Kr. porazio Perziju
i zavladao Mezopotamijom. Unato¢ brojnim pokusajima (Trajan, Marko Aurelije) i
osvajanjima teritorija, Rimljani nisu nikad u Mezopotamiji trajnije ucvrstili vlast. U
brojnim sukobima s Rimljanima Partsko Carstvo na podru¢ju Mezopotamije trajalo je
do 3. st. Nakon vladavine Parta (istocnoiranskog naroda) i Partskog razdoblja nastupa
Sasanidsko razdoblje od 226. godine kad je Mezopotamijom zavladala novoperzijska
dinastija Sasanida sve do 637. godine kad su Arapi zavladali Mezopotamijom.

Neovisno o spomenutim razdobljima, zajedni¢ko obiljeZje naroda u
Mezopotamiji je uporaba najstarijeg klinastog pisma koje je tu nastalo.* Sumerani su
prvi formirali vrlo razvijenu kulturu koju su kasnije Akadani, Babilonci i Asirci
nastavili razvijati. Tako je kultura ostala zajednicka bez obzira koji je narod vladao na
prostoru izmedu FEufrata i Tigrisa, pa se uobiajeno govori o jedinstvenoj
mezopotamijskoj kulturi.

Takoder treba istaci i sljedece.

Jedna od najznacajnijih prekretnica u povijesti ¢ovjecanstva je pomak od
nomadskog nacina Zivota prema stalnim naseljima. Promjena od lova i sakupljanja
plodova do sadnje i stocarstva dogadala se neovisno u mnogim podrucjima na zemlji,
a u Mezopotamiji se to dogadalo u 7. i 6. tisu¢ljeéu pr. Kr. Iako je zemljiste u
Mezopotamiji bilo plodno, nedostatak kise bio je veliki problem. S druge strane, za
razliku od npr. poplava Nila koje su ostavljale korisne naslage mulja, poplave Eufrata
i Tigrisa zbog prirode tla kojom rijeke teku pustosile su sve pred sobom.’ Upravo

3 E. Kale, Povijest civilizacija, V1. izdanje, Skolska knjiga, Zagreb, 1990., str. 16.

* Prvi pisani jezik na svijetu u Mezopotamiji ispisivao se na plocice od vlazne rije¢ne gline, koje su se susile
da bi zapis postao neizbrisiv. Znakovi su se u te plocice utiskivali ostro odrezanim krajem trske, $to im je i
dalo klinasti oblik, pa se to pismo i zove klinastim. — C. Aydon, Povijest covjecanstva, Znanje, Zagreb,
2012., str. 44.

> Ovdje je zanimljivo re¢i da se izazovna Biblijska pri¢a o Velikom potopu koji je preZivio samo Noa sa
svojom obitelji prvo pojavila u Mezopotamiji. Naime, ep o Gilgamesu najstarije je poznato knjizevno djelo
koje je u nekoliko inacica sacuvano, a najpotpunija je asirska verzija napisana na dvanaest plo¢a.To je epska
poema o kralju GilgameSu od Uruka, vladaru iz treceg tusucljeca pr. Kr. Plo¢e su izmedu ostalih otkrivene
1839. godine u rusevinama Ninive, a 1872. su prevedene na engleski. Po njima je vidljivo da su iz tog epa
neki motivi preuzeti i da su usli u Bibliju. Tako je na 11. plo¢i (Ep o Gilgamesu, e-knjiga, www.antikvarne-
knjige.com/elektronske knjige/detail-item_id-33 , pristup: 14.8.2016., str. 41. — 48.) opisan Veliki potop
smjesten u slivove Eufrata i Tigrisa, a u kojem je umjesto Noe brod napravio Utnapistim i u brod smjestio
cijelu svoju obitelj, najblizu rodbinu i obrtnike svih vjestina, a nakon povlacenja potopa u brodu je zastao na
planini Nisir (Noina barka je zastala na planini Ararat). OCito je da Izraelci, koji su postavljali pitanja o
pocetcima svijeta i ovjeanstva, o tajni zla u svijetu i drugom, nisu zanemarili ep o Gilgamesu ve¢ su
dijelove preuzeli i prilagodavali svom videnju Boga koji je stvorio ¢ovjeka ali ga i unistava nakon §to je zlo
pocelo vladati, medutim sazaljeva se i pravi savez s Noom i njegovim potomcima.
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zato, traze¢i nacin da se izbjegnu te opasnosti, u Mezopotamiji su se u najstarija
vremena regulirali tokovi tih rijeka izgradnjom mreze kanala koji su istovremeno
sluzili za navodnjavanje, ali i za plovidbu i povecanje prometnih moguénosti uz
postoje¢e karavane. Upravo prednosti brzeg i sigurnijeg transporta plovidbom
brodovima na jedra, omogucili su razvoj trgovine i osnivanje i razvoj gradova-
drzava duz tokova rijeka Eufrata i Tigrisa. S druge strane, izum pluga omogucio
je uéinkovitiju poljoprivrednu proizvodnju u kojoj je juzna Mezopotamija bila
cuvena po visokim prinosima Zzitarica. Hrane je bilo u izobilju, $to je pogodovalo
rastuéem stanovni$tvu.® Jednako tako, jedan od najznadajnijih izuma svih
vremena je toCak, a prema nalazima i natpisima nadenim na glinenim plocama
njegov izum se vezuje uz Mezopotamiju, odnosno Sumerane i grad Ur gdje se
3500 godine pr. Kr. koristio u izradi loncarije, a 3200 g. pr. Kr. poceo se
upotrebljavati u transportu (normalno, razvoj i masovna upotreba tocka u svim
tehnologijama poc¢inje nakon industrijske revolucije).

Mezopotamija se smatra kolijevkom zapadne civilizacije koja se kasnije
formirala pod utjecajem Gréke i Rima. Na tom prostoru prvi put su se pojavili svi
civilizacijski oblici — gradovi, drzava, pismo, razvijena tehnika i veca
proizvodnja, egzaktna znanja i Skole, te bogata i razvijena trgovina koja je
poticala okolna podrugja na ulazak u civilizacijski krug.” Od Sumerana smo
naslijedili sustav sudaca, porote, svjedoka i ugovora. Zakonske odluke su se
primjenjivale i u gospodarstvu: razmjena zasnovana na ugovorima bez
posredovanja novca na temelju trampe, pravila pri zaposljavanju, place za rad i
sustav oporezivanja. Razvili su astronomiju, astrologiju, matematiku,
numerologiju, medicinu i filozofiju. Prvi su uveli 12 znakova zodijaka, podijelili
nebo na zvijezda, te utemeljili kalendar i izvrSili podjelu na godine, mjesece,
tjedne , dane, sate i minute.

U antickoj se Mezopotamiji gospodarski zivot odvijao u okviru priliéno
zivahno ras¢lanjenog i sustavno izgradenog sklopa. Razina je tog zbivanja bila
daleko visa nego li je to bio slu¢aj mnogo stoljeca kasnije i u zemljama koje su
mnogo blize nasoj kulturnoj sferi. Pomislimo samo primjerice na stanje
gospodarskog mrtvila i primitivnosti, koje je vladalo kroz najmanje tri stolje¢a u
preteznom dijelu Europe poslije propasti zapadnorimskog carstva.®

U nastavku ¢e se dati pregled dostignuéa, posebice s aspekta
ekonomskih ideja i misli u Sumeru, Babiloniji i Asiriji.

¢ U podrugju Mezopotamije nastale su najbogatije i najmocnije nacije tog dijela svijeta kroz 2.000 godina.
Planinska i pustinjska plemena &esto su upadala u to podrucje, pa su ljudi da bi opstali morali biti snazni i
hrabri. Upravo zato ne ¢udi $to su neki od najokrutnijih ljudi, najmoénijih vojski i najambicioznijih vladara u
antici iz Mezopotamije. — Prema: S. Sharma, Reflections on the Philosophical Foundations of Economics,
Mikrorad, Zagreb, 2010, str. 100.

" E. Kale, isto djelo, str. 16.

Asirske i babilonske teokracije imale su slozene birokratske ustanove, razvijene pravne sustave, razgranate
monetarne institucije i poCetne kreditne i bankarske odnose. — Prema: A. DragiCevi¢, Razvoj ekonomske
misli, CEKADE, Zagreb, 1987., str.10.

8 Prema: V. Lunacek, Povijest ekonomskih doktrina, Dom i svijet / Ekonomski fakultet, Zagreb, 2004.,
str. 45.
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3. SUMER

Sumer je povijesna regija u juznoj Mezopotamiji, a sumerska civilizacija,
oblikovana na donjim tokovima Eufrata i Tigrisa, odakle se §irila prema sjeveru, bila
je prva u povijesti i potakla je pojavu drugih civilizacija. Mnogo stolje¢a bila je
zaboravljena, a tek od 1849. godine, kada je britanski istraziva¢ William Kenneth
Loftus otkrio stari sumerski grad Uruk, pocinje otkrivanje ostataka te civilizacije.

Sumer su naseljavali Sumerani, kao $to je spomenuto, narod nepoznatog
podrijetla koji je sam sebe nazivao ,,ljudi crnih glava®, a prvi podatci o Sumeranima
potietu iz 4. tisu¢ljeéa pr. Kr.” Sumer nije bio drZava, on se sastojao od nekoliko
gradova-drzava koji su bili povezani trgovinom, zajedni¢kim jezikom i kulturom.
Najpoznatiji gradovi bili su Ur, Uruk, Kis, Nipur i Lagas. U najvecim je gradovima u
prosjeku zivjelo oko 40.000 stanovnika, a u svojem usponu Ur je od oko 2030. do
1980. g. pr. Kr. bio najve¢i grad tada poznatog svijeta sa 65.000 stanovnika.'
Gradovi-drzave bili su neovisni, organizirani kao zasebne ekonomske i upravne
zajednice koje su Cesto bile u sukobima nastojeci prosiriti svoja podrucja. Gradovi su
bili utvrdeni zidinama, s mostovima preko kanala, vjerskim, stambenim i zanatskim
cetvrtima kojima su dominirali stepenasti hramovi zigurati. Sve zemaljsko pripadalo
je Bogu pa je tako zemlja pripadala ensiju kao poslaniku Boga koji ju je dodjeljivao
stanovniStvu.

Sumerani su civilizaciju poceli oblikovati u drugoj polovici 4. tisuélje¢a pr.
Kr. Pri kraju 4. i pocetkom 3. tisucljeca pr. Kr. doslo je do gospodarskog i politickog
uzdizanja gradova-drzava, razvitka graditeljstva (kako nije bilo dostatnih koli¢ina
kamena i drva za gradnju su upotrebljavali opeku), zanatstva, izgradnje kanala,
unapredenja poljoprivrede i snaznog razvoja trgovine. Sumerani su, kao $to je
spomenuto, 3500 g. pr. Kr. poznavali tocak i rabili ga u loncarenju, zatim plug, kola,
alate od kovina (talili su rude koje su uvozili pa je obrada kovina bila vrlo razvijena),
tkanje, pravili su keramiku, opeku i Zbuku, te gradili zgrade sa samonose¢im
lukovima.'' Osim tehni¢kih dostignuca, imali su velika saznanja o prirodi do koji se
dolazilo iskustvom, promatranjem, istrazivanjem i pokusima (od botanike, zoologije,
mineralogije i zemljopisa do matematike i astronomije) Medutim, kao i u drugim

% U literaturi se Gesto navodi pretpostavka da je pradomovina Sumerana podru&je oko Kavkaza ili Kaspijskog
jezera, te da pripadaju indoeuropskoj skupini naroda. Medutim, ¢injenica je da njihov jezik nije nalik niti
jednom od izumrlih ili Zivih jezika.

10T, Chandler, Four Thousand Years of Urban Growth: An Historical Census, St. David's University Press,
1987 — prema: M. T. Rosenberg, Largest Cities Through History, dostupno na:
http://geography.about.com/library/weekly/aa011201a.htm , pristup: 14.8.2016. .

Prema istom izvoru Babilon je 612. g. pr. Kr. bio prvi grad na svijetu s preko 200.000 stanovnika.

Medutim, gradovi-drzave u Sumeru sastojali su se od gradova i okolnih sela, a 2500 pr. Kr. dva najveca
Uruk i Laga$ imali su po 200.000 zitelja (C. Aydon, isto djelo, str. 46. ), dok je za vladavine Gudea (oko
2144. do 2124. pr. Kr. op.a.) Lagas imao 216.000 zitelja (E. Kale, isto djelo, str. 26.).

" Dok su u srednjoj Europi ljudi jo3 uvijek prezivljavali kao lovci i skuplja¢i u Mezopotamiji su Sumerani
stvorili prvu veliku civilizaciju. Ve¢ su pronasli kota¢ i potom plug koji su vukli magarci ili volovi. Podigli
su gradove u kojim je zivjelo 50.000 stanovnika, brane kojim su gradove §titili od poplava, te kanale kojim
su navodnjavali polja. — Prema: M. Mai, Kratka povijest svijeta, Mozaik knjiga, Zagreb, 2004., str. 19.
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antickim civilizacijama, osim Grcke, ta su saznanja bez teorijskih temelja, uop¢avanja
i znanstvenih pravila.

Nakon prvog razdoblja, razdoblja Uruka (kraj 4. i pocetak 3. tisuéljeca pr.
Kr.) slijedilo je drugo razdoblje Jemdet (Dzemdet, DZamdat) Nasr nazvano prema
mjestu u Iraku 100 km juzno od Bagdada koje je otkriveno iskopavanjem 1926.
godine, a trajalo je od 2800. do 2600. g. pr. Kr."? To razdoblje zna¢ajno je po Sirenju
Sumera prema sjeveru, pojavi novih gradova-drzava, prodoru Sumita u Sumer (koji
su asimilirani), te po nekim izvorima ujedinitelja cijelog Sumera vladara Kisa
Mesilima. Sredinom 3. tisu¢ljeéa pr. Kr. na vlasti je I. urska dinastija," iri se Sumer
od Perzijskog zaljeva do obala Sirije uz Sirenje trgovine i uzdizanje grada Lagasa.
Medutim, ve¢ oko 2350. g. pr. Kr. veliki semitski vojskovoda Sargon osvojio je i
ujedinio sve sumerske gradove i zavladao podruc¢jem od Sredozemnog mora do
Perzijskog zaljeva. Za prijestolnicu je odabrao i izgradio grad Akad po kojem je
semitski narod tog podrucja nazvan Akadani. Vladavina Akadana trajala je sljedecih
dvije stotine godina bez bitnih napredaka kako u kulturi tako i u gospodarstvu.'*
Gutejci su svrgnuli Akadsku drzavu, do temelja razorili grad Akad i vladali Sumerom
oko stotinu godina za koje su vrijeme bili u potpunosti asimilirani. Svrgnuo ih je Uruk
Utuhengal i nakon toga nastaje razdoblje ,,Sumerske renesanse — obnavljaju se
gradovi-drZave, obnavlja se tradicija, dolazi do razvoja trgovine i obrta, uzleta
graditeljstva (vrijeme izgradnje monumentalnih gradevina), umjetnosti i knjizevnosti.
Osnivac trece dinastije (iz) grada-drzave Ura, Ur-Nammu vladao je od 2111. do 2094.
godine pr. Kr., osvojio je sva podrucja Sumera i Akada i uspostavio je stare granice
Akadske drzave. Obnovio je zemlju uz snazan razvoj graditeljstva. Ucvrsenje
drzavne i posebno sudske vlasti rezultiralo je donoSenjem Ur-Nammuova zakonika.
Medutim, Sumer se za vrijeme vladavine Akadana i Gutejaca etnicki izmijenio tako
da su Sumerani bili manjina, akadski jezik je prevladavao (u sumerskoj renesansi
sluzbeni akadski jezik bio je zamijenjen sumerskim), doslo je do velikih drustvenih

2 Ove godine se &esto navode u literaturi, a prema nekim sumerolozima i izvorima razdoblje je trajalo
otprilike 3200. — 3000 godine pr. Kr. — vidite npr. u: R. J. Mathews, Jemdet Nasr: The Site and the Period,
The Biblical Archaeologist, American Schools of Oriental Research, Vol. 55, No. 4, December 1992, str.
196.

" Prvu dinastiju iz Ura uspostavio je kralj Mesannepada (u kraljevskom redu spominju se kraljevi Mesh-
Ane-pada, A-anne-pada, Meskiag-nuna, Elulu i Balulu) u 26. st. pr. Kr. O drugoj dinastiji iz Ura ne zna se
puno (25. st. pr. Kr. - vladari Nauni, Mesh-ki-ang-nauna II), u to vrijeme grad Ur je bio u padu, izgubio je
mo¢ a kraljevanje je preuzela dinastija iz Adaba. Nakon pete dinastije iz Uruka kraljevanje je preuzela trec¢a
dinastija iz Ura s kraljem Ur-Nammu (prijelaz iz 21. u 20. st. pr. Kr. — u kraljevskom redu spominju se
kraljevi Ur-Nammu, Shulgi, Amar-Suena, Shu-Suen i Ibbi-Suen), a oko 1950. g. pr. Kr. Amori¢ani osvajaju
Sumer.

4O Akadskoj drzavi vidite u: G. D. R. van Beest Holle et al., Velika ilustrirana povijest svijeta, Dugi svezak,
Otokar KerSovani, Rijeka, 1974., str. 561. — 569.
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razlika,"” pobuna i pokusaja osvajanja izvana.'® Pod navalom Amoriéana i posebice
Elamita Sumer gubi mo¢. Oko 1950. g. pr. Kr. osvojen je Ur, a posljednji sumerski
vladar Ibbisin (Ibbi-Suen) pobjegao je u Elam isto¢no od Sumera (krajnji jugozapad
Irana). Sumer postupno nestaje s obi¢ajima i Zivotnim navikama Sumerana, medutim
tekovine sumerske civilizacije preuzimaju narodi koji su u Mezopotamiji kasnije
stvarali drzave."”

Gradovi-drzave Sumera razvili su trgovinu i trzi$Sno gospodarstvo koje se
temeljilo na robnom novcu i novéanoj jedinici Sekel koja je bila odredena mjera tezine
jeCma. Kasnije je sredstvo razmjene bio bakar, pa srebro, mjed i zlato Cija se
vrijednost odredivala po tezini. U vrijeme III. urske dinastije u Sumeru su poslovale
radionice u razlicitim djelatnostima — klesarstvo, stolarstvo, loncarstvo, tkalstvo,
brodograditeljstvo — u kojim se zaposljavalo i vise od 30 radnika u dobro
organiziranoj proizvodnji uz strogi nadzor. Najznacajnije mjesto u gospodarskom
zivotu Sumera imala je trgovina, a posebice medunarodna trgovina u kojoj su
sumerski trgovei odlazili u druge zemlje, ali su i trgovci iz drugih zemalja dolazili u
Sumer. Postojala su brojna sajmista koja su nadzirali redari i gdje su na usluzi bili
pisari za ugovore 1 bankari za pozajmice. Bankari su davali pretezno kratkorocne
zajmove uz visoku kamatu od 20 do 25 %. Znajuéi da to Steti trgovini, vlast se borila
protiv lihvara tako §to je davala zajmove uz mnogo nize kamate."®

U Sumeru je sve manje ili viSe bilo normirano i propisano, a tko se nije
pridrzavao propisa kao prekrsitelj je pozivan pred sud. Obrtnici su bili organizirani u
cehove s upravom i poglavarom, trgovci u svoje udruzenje, a svaki trgovacki posao
trebalo je zapisati i arhivirati. Radionice su vodile evidencije o proizvodnji, utroSenom
materijalu, koliini, tezini i kvaliteti proizvoda, te isplatenim nadnicama. Propisane su
bile kamatne stope, naknade za neispunjene obveze, pravila nasljedstva, kako se
privatno vlasnistvo dijeli, a kako oporezuje i dr. Normalno, sustavne ekonomske misli
u Sumeru, kao i inae u Mezopotamiji, nije bilo. O ekonomskoj misli, odnosno
ekonomskim idejama moze se govoriti samo u okviru onog §to je ostalo zapisano u
zakonicima, a odnosilo se na uredenje odnosa sudionika u praktiénom gospodarstvu,

> U Sumeru je od pocetka postojala drustvena raslojenost koju su urbanizacija i razvoj gospodarstva
povecavali. Na vrhu je bio dvor s vladarom, izvan gradova su zivjeli nizi slojevi — zemljoradnici, stocari,
ribari, a u gradovima su Zivjeli srednji i visi slojevi — trgovci, obrtnici, pisari, uditelji, drzavni sluzbenici,
vojni zapovjednici i sveCenstvo. Postojali su i robovi iako ih je bilo relativno malo, a uglavnom su bili
nesumerani i ratni zarobljenici. Medutim, i Sumerani su mogli postati robovima najcesée zbog nemoguénosti
placanja dugova. Polozaj Zene u mnogocemu bio je ravnopravan polozaju muskarca iako je vlast u obitelji
imao otac. Pripadnost sloju odredivala je sudbinu pojedinaca, a velike su razlike bile izmedu malog broja
bogatih i sve veceg bogacenja visih slojeva, te sve losijeg polozaja nizih slojeva.

' Tre¢a dinastija iz Ura razvila je razgranatu mrezu lokalne birokracije radi prikupljanja poreza i doprinosa.
Poticala je razvoj sustava za navodnjavanje, te porast stanovniStva i broja naselja. Taj je pokusaj
maksimalnog povecanja ekonomske i politicke moci doveo do brzog sloma koji je imao katastrofalne
posljedice po juznu Mezopotamiju. U sljede¢em tisuclje¢u broj naselja smanjio se za 40, a povrSina
naseljenih podrucja za 77 posto. Politicka mo¢ preselila se na sjever u Babilon. — Prema: J. A. Tainter,
Kolaps kompleksnih drustava, Naklada Jesenski i Turk, Zagreb, 2007., str. 23.

170 povijesti Sumera opsirnije vidite u: G. D. R. van Beest Holle et al., isto djelo, Prvi svezak, str. 313. —
328., a o sumerskoj renesansi u: isto djelo, Drugi svezak, str. 571.—581.

'8 E. Kale, isto djelo, str. 24.
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kao i utvrdivanja (odredivanja) pojedinih ekonomskih kategorija, kao $to su npr.
zakupnine, nadnice, porezi, kamate i dr.

Kao $to je prije spomenuto, u Sumeru su nadeni ostatci prvog pisanog
zakonika, Ur-Nammuova zakonika, odnosno zakonika kralja Ur-Nammua koji je bio
utemeljitelj III. urske dinastije i kraljevao je od 2112. do 2095. g. pr. Kr. Treba
istaknuti da Ur-Nammuov zakonik (kao ni drugi zakonici anticke Mezopotamije) nije
bio pravni kodeks u suvremenom smislu toga pojma, veé je slijedio sumersko
obicajno pravo. Od tog se Cuvenog Zakonika nazalost sa¢uvao samo mali dio (veci
dio je oStecen), napisan je na sumerskom jeziku na plocici formata 20 x 10,
razdjeljenoj na osam stupaca - sa svake strane po Cetiri, a preveden je 1952. godine.
Odreduje blaze kazne od kasnije slavnog Hamurabijeva zakonika, a od malog dijela
koji se odnosi na ekonomiju, odnosno na prakti¢no gospodarstvo mogu se istaknuti tri
zadnja sacuvana zakona, odnosno propisa koji udreduju odnose sudionika u obradi
poljoprivrednog zemljista."’

Uz Ur-Nammuov zakonik potrebno je istaknuti i Bilalamov zakonik ili
Zakone ESnune, antickog sumerskog i kasnije akadskog grada, odnosno grada-drzave
u sredi$njoj Mezopotamiji iz sredine 19. st. pr. Kr., takoder starijeg od glasovitog
Hamurabijeva zakonika.”’

Za razliku od Ur-Nammuova zakonika koji je jako oSte¢en, Zakoni iz
ESnune (Cesto u literaturi pripisivani vladaru ESnune Bilalamu i nazivani Bilalamov
zakonik) skoro su u potpunosti ocuvani. U Iraku nedaleko od Bagdada 1945. i 1947.
iskopane su dvije glinene plocice koje su kopija starijeg izvora i datiraju oko 1930. g.
pr. Kr. Pisane su klinastim pismom na akadskom jeziku i vjerojatno sadrze odredbe
kralja Bilalama, a 1948. godine prevedeni su i objavljeni. Zakonik je po sadrzaju
slican Ur-Nammuovu zakoniku, a od odredbi koje se odnose na ekonomiju, odnosno
prakti¢éno gospodarstvo izdvajamo one koje se odnose na zakupnine, nadnice i
kamatne stope.

Utvrduju se zakupnine za kola, volove i gonica, brod i brodara (kao i
naknada u slu¢aju brodoloma), te Zetelicu.”' Nadnice se utvrduju za dan rada kao i za

127" Ako &ovjek postupi nasilno i uzore obradivo polje (drugoga) &ovjeka, ovaj podigne tuzbu protiv
onoga, pa se onaj o nju oglusi, taj (oglusitelj) Covjek gubi troskove.*

28" ,,Ako ¢ovjek poplavi vodom polje (drugoga) covjeka, odmjerit ¢e mu se tri kura Zita za jedan iku polja
(kur je mjera za zapreminu, a iku je mjera za povrsinu, op. a. ).

29',,Ako ¢ovjek obradivo polje ustupi drugom covjeku na obradivanje, ovaj ga ne obradi, pa se polje zatravi,
vlasniku polja odmjerit ¢e se tri kura Zita za iku.*

Prema: M. Visi¢, Zakonici drevne Mesopotamije, izdavaci: S. Masi¢ i M. Visi¢, tisak: Prosveta, Beograd,
1985., str. 114.

% Egnuna je bio grad sjeverno od Ura na obali rijeke Diyale pritoke Tigrisa, a postao je politicki zna¢ajan
nakon pada trece dinastije iz Ura.

2l 3. Zakupnina za kola, volove i goniéa iznosi jedan pan i &etiri seaha Zita. Ako se plaéa u srebru,
zakupnina iznosi tre¢inu Sekela. On (goni€) ¢e s njima (kolima i volovima) raditi cijeli dan.*

4. ,Zakupnina za brod iznosi 2 ga za kur; zakupnina za brodara iznosi jedan seah i jedan ga. On
(zakupljivac) ¢e ih koristiti cijeli dan.

5. ,,Ako brodar bude nemaran pa brod potopi, brodar ¢e platiti sve §to je s brodom potopljeno.

10
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mjesec dana.”> Kamata se propisuje u odnosu na zajam u srebru, te u odnosu prema
zajmu u Zitu.”

4. BABILONIJA

Babilonija je bila anticka drzava, kraljevstvo u Mezopotamiji na donjem
toku rijeka Eufrat i Tigris u razdoblju izmedu oko 1900. g. pr. Kr. pa do propasti 539.
g. pr. Kr. kad Perzijanci osvajaju Babilon i otkad u Babiloniji nije bilo domacih
vladara. Kulturni centar i prijestolnica Babilonije bio je grad Babilon na mjestu gdje
su rijeke Eufrat i Tigris najblize jedna drugoj, oko 90 km juzno od Bagdada u Iraku, a
koji su kroz povijest osvajali vladari vise razli¢itih plemena. Babilon (akadski Bab-
ili: vrata gospodnja) utemeljili su Sumerani u treCem tisuclje¢u pr. Kr. Spominje se
prvi put na plocici Sargona Akadskog iz 24. st. pr. Kr. koji je od grada napravio
sredi$te svoje drzave. Narednih stolje¢a mo¢ i znacaj grada je pao, postao je nevazan
sve dok nije postao glavni grad pod vladavinom Hamurabija i otad je bio glavni grad
Babilonije.”*

Povijest Babilonije zapocinje propaséu Sumera. Semitski narodi, s jedne
strane Amori¢ani, a s druge Elamiti, prodrli su u Sumer. Amori¢ani su zavladali
Babilonom (Cesto se 1894. g. pr. Kr. navodi kao godina osnivanja Babilona), a njihov
vladar Sumu-abu osnivac je starobabilonske drzave (proglasio se babilonskim kraljem
i prvi je kralj dinastije iz Babilona — amorié¢anske dinastije).””> Hamurabi je bio Sesti

7. ,(Dnevna) zakupnina za Zetelicu iznosi dva seaha Zita; ako se placa u srebru, njezina zakupnina iznosi
dvanaest grana.”

Prema: M. Visi¢, isto djelo, str. 115.

2210. ,,Zakupnina za magarca staje jedan seah Zita, a nadnica njegova goniéa staje jedan seah Zita. On ée ga
goniti cijeli dan.”

11. ,Nadnica za najmljenika iznosi jedan sea/ srebra; njegova hrana staje jedan pan zita; duzan je raditi
mjesec dana.”

Prema: isto djelo, str. 115. - 116.

2 18 A. ,Za Sekel (srebra) na ime kamate dobija se Sestina Sekela i Sest grana; za jedan kur (Zita) na ime
kamate dobija se jedan pan i Cetiri seaha.”

19. ,,Covjek koji daje na zajam pod uvjetom da mu se isto vrati, moZe zahtijevati da mu (duznik) vrati dug u
Zitu s gumna.*

20. ,,Ako Covjek daje na zajam ... iskazujuéi vrijednost srebra u Zitu, u vrijeme Zetve dobija Zito i svoju
kamatu, jedan pan i Cetiri seaha za kur.”

21. ,,Ako ¢ovjek daje na zajam srebro za srebro, dobija srebro i kamatu Sestinu Sekela i Sest grana za Sekel
(srebra).”

Prema: isto djelo, str. 116.

24 Za vrijeme svojih osvajanja Aleksandar veliki izabrao je Babilon za svoju prijestolnicu; 323. g. pr. Kr.
umro je u Babilonu.

% Povijest Babilonije i babilonske civilizacije moZe se promatrati kroz nekoliko razdoblja: rano
starobabilonsko razdoblje (oko 2017. do 1793. pr. Kr.); Hamurabijevo razdoblje (oko 1792. do 1750. pr.
Kr.); slabljenje i pad Babilona (oko 1750. do 1595. pr. Kr.); srednje babilonsko razdoblje (oko 1595. do
1000. pr. Kr.); razdoblje slabosti i asirske prevlasti (oko 1000. do 627. pr. Kr.); novobabilonsko carstvo (626.
do 539. pr. Kr.).

O starobabilonskom i Hamurabijevom razdoblju vidite u: G. D. R. van Beest Holle et al., isto djelo, Drugi
svezak, str. 582. — 592., a o novobabilonskom carstvu nakon sloma Asirije i kralju Nabukodonosoru (ili
Nebukadnezaru I1.) koji je kraljevao od 604. do 562. g. pr. Kr. i koji je obnovio Babilon i izgradio mnoge
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kralj Prve babilonske dinastije koji je pobijedio vladara Larse Rimisina, protjerao
elamite iz juzne Mezopotamije, te je ujedinio pod svojom vlasti Sumer, Akad,
Elam i Asiriju. Osniva¢ je Babilonskog carstva, a njegovu vladavinu obiljezilo je
Sirenje carstva. Vladao je od 1792. do 1750. g. pr. Kr. Porazio je Asiriju 1755. g.
pr. Kr. i nastojao je reorganizirati i ujediniti veliko carstvo uz normalan suZzivot
razli¢itih naroda. Bio je u prvom redu diplomat, a zatim osvajac. Drzavu je
ustrojio centralisti¢ki, a gospodarstvo, kulturu i opéenito babilonsku civilizaciju
doveo do vrhunca.

O gospodarstvu u Babiloniji moze se reéi sljedece. Najvece bogatstvo
Babilonije bila je plodna zemlja koja je omogucavala bogate zetve 1 uzgoj stoke.
Za vrijeme prve dinastije babilonska drzava je, posebice na sjeveru, svu obradivu
zemlju dala na koriStenje privatnicima — u prvom redu slobodnim seljacima. Kako
je na zemljisni posjed odreden porez, u cilju olakSanog sakupljanja poreza svi
zemlji$ni posjedi ubiljezeni su na glinenim ploc¢icama i pohranjeni, a takav
sredeni popis je u izvjesnom smislu prete¢a danasnjeg katastra. U novcarskim
poslovima uobi¢ajena valuta bilo je srebro, dok je kovani novac bio nepoznat.
Srebrena valuta u tezinskim jedinicama bila je podijeljena na talent koji je imao
60 nzléina, a mina je imala 60 Sckela (mina je tezila otprilike 505 gr., a Sekel 8,4
gr.).

Obrtnistvo locirano u velikim gradovima u pocetku je bilo pod nadzorom
drzave, dok su vunu proizvodili privatnici. Trgovina nije bila, kao prije u
Mezopotamiji, u drzavnim rukama ve¢ su se njom postupno sve vise bavili
trgovei koji su je i financirali. Posebice je bila razvijena vanjska odnosno
medudrzavna trgovina s pomocu plovidbe i karavanskog transporta. Najvise su se
izvozili Zito, ulje, vuna i obrtni¢ki proizvodi, a uvozili su se kovine, drvo,
kamenje, stoka za rasplod i robovi. Trgovacke transakcije obvezno su se sklapale
pred svjedocima, a o poslu se sastavljalo i ispisivalo izvjeS¢e na glinenoj
plogici.”’

Hamurabijev zakonik najvaznije je pravno djelo tog doba. Zakonik se
sastoji od 282 clanka (od kojih nisu svi sacuvani), ispisan je na stupu od crnog
diorita visokom 2,62 m koji je pronaden 1901. u Suzi u Iranu a gdje je dospio kao
ratni plijen u 12. st. pr. Kr. Danas se ¢uva u Louvreu. Napisan je klinastim
pismom na akadskom jeziku. Sastoji se od tri dijela: u prvom dijelu Hamurabi
opsirno navodi svoju ulogu prema narodu koja je Bogom odredena; u drugom
dijelu su 228 c¢lanaka, a u tre¢em Hamurabi poziva na postivanje zakona uz

monumentalne gradevine, izmedu ostalih navodno i Semiramidine viseée vrtove, u: E. Cravetto, I. Goldstein
(gl. ur.), Povijest, 1. knjiga, Europapress holding, Zagreb, 2007., str. 605. — 618.

% U Mezopotamiji su mjere za tezinu bile: §e — zrno (0,0467 gr.), Siklu — Sekel (8,416 gr.); manu —
mina (505 gr.) i bilu — talent (30,500 kg) — G. Contenau, Babilon i Asirija, Naprijed, Zagreb, 1978.,
str. 80.

7 Zanimljivo je zapazanje F. Brandela: ,,Svojevrsni ,kapitalizam* oduvijek postoji; postojao je ¢ak i u
starom Babilonu koji je imao svoje bankare, svoje trgovce koji su se upustali u daleka putovanja i sva
kreditna sredstva: mjenice, vlastite mjenice, ¢ekove... U tom smislu povijest kapitalizma ide od
Hamurabia do Rockefellera.” — F. Brandel, Civilizacije kroz povijest, Globus, Zagreb, 1990., str. 331.
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bozansku zastitu, te kletve i kazne onim koji zakonik ne priznaju. Hamurabijev
zakonik nije prvi pisani izvor prava na ovom podrucju, to je zbirka odredbi koje
su prije njega uklju¢ene u Ur-Nammuov i Bilalanov zakonik, kao i Lipit-I$tarov
zakonik vladara grada Isine i druge zakonike.”® Medutim, Hamurabijev zakonik je
najobuhvatniji i najopsirniji dokument te vrste koji je glavni izvor spoznaja o
starobabilonskom drustvu i pravu. Zakonik sadrzi odredbe iz statusnog,
obligacijskog, obiteljskog, nasljednog i dr. prava. Pred zakonom su svi jednaki,
ali Zakonik razlikuje tri drustvene klase: slobodnjake, pripadnike dvora i robove.
To je zakon odmazde po kojem se krivcu nanosilo isto zlo koje je on prethodno
nanio osSte¢enom. Iz Starog zavjeta poznato nacelo ,,0ko za oko, zub za zub*““
moze se na¢i i u Hamurabijevu zakoniku.

Sadrzaj Zakonika pokazuje da su u staroj Babiloniji postojali razvijeni
gospodarski odnosi, te da je dominirala ideja neograni¢ene drzavne intervencije u
gospodarstvo i gospodarska kretanja. U vezi s odredbama koje se odnose na
ekonomiju, odnosno na gospodarstvo i odnose sudionika u gospodarstvu, moze se
istaknuti sljedece.

Hamurabijev zakonik $titio je duznika od samovolje vjerovnika, pa se
duzniku koji zbog propale ljetine nije mogao vratiti dug otplatni rok
produzavao.”’ Zakonikom su propisane kamate,* a dunik se $titio od obraduna

* Hamurabijev zakonik temelji se na starijim sumerskim i akadskim zakonima koje je Hamurabi
preradio, prilagodio i prosirio. — The World Book Encyclopedia, Volume 9, World Book, Inc.,
Chicago, 1994, str. 36.

Hamurabijev zakonik se, kao §to je spomenuto, ¢uva u Louvreu, Ur-Nammuov u muzeju u Istanbulu,
Bilalamov u muzeju u Bagdadu, a Lipit-I§tarov u muzeju u Philadelphiji.

» (1. 98. ,,Ako netko pozajmi novac ili Zito od trgovca i nemoze vratiti Zito ili novac, ali ima (druga)
dobra, neka da trgovcu §to mu stoji na raspolaganju i pred svjedocima potvrdi da ¢e ih dati, trgovac
treba da ih primi bez zamjerki.“ - prema: M. Visi¢, isto djelo, str. 130.

Prvi prijevod Hamurabijeva zakonika u Jugoslaviji na srpskl jezik objavio je 1925. godine u Beogradu
Cedomilj Markovi¢: Hamurabijev zakonik, preveo C. Markovié, Beograd, 1925., dostupno na:
www.ius.bg.ac.rs/drakitic/hamurabi.rtf, pristup: 14.8.2016.

0 (1. 88. ,,Ako trgovac daje Zito pod kamatu, na ime kamate dobija 60 qu Zita za kur (kako je kur
sadrzavao 300 gu kamatna stopa bila je 20%, op.a.). Ako pod kamatu daje novac, na ime kamate
dobija Sestinu (Sekela) za Sekel srebra.” — prema: M. Visi¢, isto djelo, str. 129.

U Babiloniji je bio osobito znacajan i zanimljiv tip zajma u zitu koji je registriran u brojnim
ispravama. Sjeme za sjetvu zita pozajmljivalo se tako da je zajam izrazen u onoj svoti novca koliko je
iznosilo sjemensko zito u doba sjetve koju je duznik trebao vratiti poslije Zetve. Kako je cijena
sjemenskog zita bila daleko visa od cijene zita poslije Zetve vjerovnik je kod tako ugovorenog zajma
redovito dobivao bar dvostruku koli¢inu zita od one koju je pozajmio. Stoga se kod takvog tipa zajma
nisu ugovarale kamate. V. Lunacek istiCe da s glediSta razvoja ekonomske doktrine spomenuta
koncepcija zajma u zitu podsjeca i daje dragocijen prilog argumentaciji teorije Bohm-Bawerka o
kamatama po vremenskoj razlici. — Vidite opSirnije u: V. Lunacek, isto djelo, str. 42. —43.
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visih kamata.’' Jednako tako, Zakonikom je odredeno u¢esc¢e u dobiti ili gubitku
u slu¢aju zajedni¢kog ulaganja, odnosno partnerstva.*

Za vracanje zajma jam¢i duznik osobno (moze zavrsiti u ropstvu ako ne
podmiri obveze) i svojim imetkom. U duzni¢kom ropstvu zbog nepodmirivanja
duga mogu zavr$iti duznikova zena i djeca jer obitelj jaméi za dug glave obitelji,
no s ograni¢enjem da njihovo ropstvo prestaje poslije tri godine.*

Za preracunavanje nov¢anih dugovanja u robna i obratno omjer, odnosno
teaj propisivao je kralj.** U sluGaju obratunavanja viseg tetaja odredivala se
smrtna kazna, pa se tako gostionicarka kaznjava smrtnom kaznom ako za naplatu
pica traZi umjesto Zita novac po visem te¢aju od onog koji je propisao kralj.*

U Babiloniji je u drugom tisu¢lje¢u pr. Kr. bila Siroko zastupljena
djelatnost uskladistavanja Zita s propisanom zakupninom.® U zakup se, osim
kuéa i zemlje, davala i stoka, te kola i brodovi za prijevoz s precizno propisanom
zakupninom.®’

Hamurabijevim zakonikom bile su propisane nadnice poljoprivrednih i
obrtnih radnika.®® Za neke lije¢ni¢ke zahvate Zakonikom su bile propisane

' (1. 88. ,,Ako trgovac povisi kamatu (60 qu) za kur (Zita) ili jednu Sestinu (3ekela) za Sekel i to
naplati, gubi sve §to je dao pod kamatu.“

Cl. 94. ,Ako trgovac daje pod kamatu Zito ili novac pa kad daje pod kamatu Zito i novac mijeri
manjom mjerom a kad prima natrag mjeri ve¢com mjerom, gubi sve §to je dao pod kamatu.*

Prema: M. Visi¢, isto djelo, str. 129.

32 (1. 98. ,,Ako &ovjek da novac (drugom) Covjeku na ime zajednitkog ulaganja, obojica ée pred
Bogom nastalu dobit ili gubitak razdijeliti na jednake dijelove.* — prema: isto djelo, str. 130.

3 C1. 117. ,,Ako Govjeku prispije dug, ili je vezan jamstvom, pa u ropsku sluzbu da svoju Zenu, svoga
sina ili kcer, tri ¢e godine raditi u kuci njihova kupca, ili njihova vjerovnika, a ¢etvrtu godinu bit ¢e
slobodni — prema: isto djelo, str. 131.

** (1. 51. ,,Ako nema novca da vrati, trgovcu ¢e u visini pozajmljenog novca s kamatom dati Zita ili
sezama u skladu s kraljevom odredbom.* — prema: isto djelo, str. 127.

5 (1. 108. ,,Ako gostionidarka za plaéanje piéa ne prihvaéa Zito prema bruto teZini ali uzima novac, a
cijena pi¢a je manja od cijene zita, bit ¢e osudena i baena u vodu.“ — prema: The Code of
Hammurabi, Translated by L. W. King, Paragraph 108, dostupno na. www.sacred-
texts.com/ane/hamurabi.htm , pristup: 14.8.2016.

% 1. 121. ,,Ako &ovjek ostavi zito na Euvanje u kuéi (drugog) Eovjeka, za godinu dana na ime
zakupnine platit ¢e mu pet qu Zita za jedan kur. — prema. M. Visi¢, isto djelo, str. 132.

7. (1. 242.1 243. ,,Ako netko uzme govedo u zakup na godinu dana, vlasniku goveda dat ¢e &etiri kura
zita na ime zakupnine za tegle¢e govedo, te tri kura zita na ime zakupnine za govedo prispjelo za
jaram..”

Cl. 268. ,,Ako netko za vrsidbu uzme u zakup vola, njegova zakupnina je dvadeset qu Zita.*

Cl. 269. ,,Ako za vriidbu uzme u zakup magarca, njegova zakupnina je deset qu Zita.“

Cl. 270. ,,Ako za vr§idbu uzme u zakup kozu, njena zakupnina je jedan qu Zita.

Cl. 271. ,,Ako netko uzme u zakup volove, kola i gonica, dat ¢e na dan 180 gu Zita.“

Cl. 272. ,,Ako netko uzme u zakup samo kola, dat ¢e na dan 40 qu zita.”

Cl. 275. ,,Ako netko uzme u zakup jedrenjak, njegova zakupnina je tri e na dan.”

Cl. 276. ,,Ako netko uzme u zakup brod na vesla, dat ¢e na ime zakupnine dva i pola Se srebra na
dan.*

Cl. 277. ,,Ako netko uzme u zakup brod od 60 kura dat ée na ime zakupnine Sestinu Sekela srebra na
dan.*

Prema: isto djelo, str. 142. — 144.

38 C1. 257. ,,Ako netko unajmi zemljoradnika platit ¢ée mu godisnje osam kura Zita.*
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naknade - npr. cijena namjestanja polomljene kosti bila je pet Sekela srebra, dok
je cijena operativnog zahvata na oku bila deset Sekela srebra s tim da lijenik
jam¢i za uspjeh zahvata, a u slu¢aju neuspjeha zahvata kaznjava se odsjecanjem
ruka.”

Jednako tako, zakonikom su bile odredene novéane naknade za izgradnju
broda, ** kao i godisnje plaée za rad sa stokom.*'

I na kraju, neke odredbe o djelatnostima trgovine i graditeljstva.

Trgovina se u vrijeme donosenja Hamurabijeva zakonika vr§ila pretezno
u obliku principal - agent (trgovac - pomo¢nik) odnosa. Ako agent koji je uzeo
novac pod kamatu ne napravi nikakav posao, mora trgovcu vratiti dvostruki iznos
pozajmljenog novca; ako je uzeo novac kao pomoc¢nik bez kamata, u slucaju
neuspjeha treba trgovcu vratiti preuzetu glavnicu, ali ako je gubitak nastao viSom
silom,42rije§en je bez obveze ako prisegom dokaze da je gubitak nastao viSom
silom.

Hamurabijev zakonik uveo je red u graditeljstvo i strogo definirao prava
graditelja (naknadu po jedinici povrSine), duZznost graditelja (évrsta gradnja) i
odgovornost graditelja (drasticne kazne za ruSenje gradevine). Spomenuto
regulira $est odredbi.*

Cl. 273. ,,Ako netko unajmi nadnicara, od po&etka godine do petog mjeseca dat ée mu Sest Se srebra
na dan, od Sestog mjeseca do kraja godine dat ¢e mu pet e srebra na dan.

Cl. 274. ,,Ako netko unajmi obrtnika platit ¢e mu na dan nadnicu od pet §e srebra za lonéara ..., pet e
srebra za tkalca ..., Cetiri Se srebra za tesara ... .“ — prema: isto djelo, str. 144.

¥ (1. 221. ,,Ako lijeénik pacijentu namjesti polomljenu kost ili zalije&i oboljele tetive, pacijent ée dati
lije¢niku pet Sekela srebra.*

Cl. 215. ,,Ako lijeénik kirurskim nozem izvede teZi operativni zahvat i spasi pacijentu Zivot , ili
kirur§kim nozem spasi pacijentu oko primit ¢e deset Sekela srebra.”

Cl. 218. ,,Ako lije¢nik kirurskim zahvatom pacijentu napravi veliki rez i usmrti ga, ili kirur$kim
nozem otvori tumor i izreze pacijentu oko odrezat ¢e mu se ruke.*

Prema: isto djelo, str. 140. — 141.

“ 1. 234. ,,Ako brodograditelj nekome sagradi brod od 60 kura dobit ée pristojbu od dva 3ekela
srebra.” — prema: isto djelo, str. 141.

1 C1. 258. ,,Ako netko unajmi goni¢a volova platit ¢e mu godisnje Sest kura Zita.“

Cl. 261. ,,Ako netko unajmi pastira za goveda ili ovce platit ée mu za godinu osam kura Zita.*

Prema. The Code of Hammurabi ... .

“ (L. 101. ,,Ako tamo gdje ode ne ostvari dobit, pomoénik trgovcu mora vratiti dvostruki iznos
pozajmljenog novca.*

Cl. 102. ,,Ako trgovac pomoéniku da novac kao pomo¢ i tamo gdje ode dozivi neuspjeh, trgoveu mora
vratiti glavnicu.*

Cl. 103. ,,Ako mu kad krene na put neprijatelj uzme §to je ponio, pomoénik ée se pred Bogom zakleti i
nakon toga je slobodan.*

Prema: M. Visi¢, isto djelo, str. 130.

# (1. 228. ,,Ako graditelj nekome izgradi kuéu i dovrsi je dat ée mu se naknada od dva Sekela za sar
kuce (gar ili sar je mjera duzine i iznosi 4,752 m, a Cetvorni sar se naziva musaru i iznosi 22,58m2 —
op.a.).”

Cl. 229. ,,Ako graditelj nekome izgradi kucu, ne uradi je Gvrsto pa se kuéa srusi i ubije vlasnika,
graditelja treba ubiti.*

Cl. 230. ,,Ako je izazvao smrt sina vlasnika kuée ubit ée se sin graditelja.“

Cl. 231. ,,Ako je izazvao smrt roba vlasnika kuée, vlasniku kuée dat ¢e roba za roba.“
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U literaturi se istice da su se prvi poznati zapisi o malom poduzecu
pojavili prije 4.000 godina opisujuc¢i kako su bankari pozajmljivali novac uz
kamatu. Poduzetni$tvo i malo poduzece cvjetali su u Babiloniji, medutim njihovi
proizvodi i usluge Cesto su bili od losih materijala i slabe izrade. PotroSace se
Cesto varalo pa su mala poduzeéa postala objekti prijezira. Upravo je Hamurabije
u okviru svojeg Zakonika nastojao uvesti red u djelatnost graditeljstva zasti¢ujuci
s jedne strane poduzetnika, odnosno malo poduzece propisujuci visinu naknade
za izvrSeni posao, ali i potrosaca, u ovom primjeru vlasnika kuée i njegovu
obitelj od loseg prizvoda.**

S. ASIRIJA

Asirija je bila drzava u sjevernom dijelu Mezopotamije na podrucju
izmedu planine Zagrosa, Kurdskog gorja i srednjeg toka Tigrisa. Prema
danasnjem zemljovidu, sredi$nji dio Asirije nalazio se u Iraku, dok je Sira Asirija
obuhvacala juznu Tursku i isto¢nu Siriju. Na vrhuncu mo¢i Asirija je obuhvacala
Mezopotamiju, Siriju, Palestinu, Egipat i podrucja u Iranu, Armeniji i Anatoliji.
Pocetci Asirije su u 3. tisuc¢ljecu pr. Kr. kad je u sredi$njoj Asiriji bilo nekoliko
neovisnih gradova, a geografsko-politicki subjekt postaje oko 2500 g. pr. Kr. s
najvaznijim gradovima ASur (po njemu je i nazvana) i Niniva. Stanovnici su bili
mjesavina Subarejaca (tj. stanovnika Subartua kako babilonski izvori oznacuju
asirski prostor), Sumerana i babilonskih Semita, a jezik je bio dijalekt akadskog
jezika.

DrZava Asur spominje se prvi put u 20. st. pr. Kr., i to na natpisu jedne
gradevine u LuSumi. Prva dinastija Pucurasur bila je akadskog podrijetla, a o
pocetcima te dinastije malo se zna. Dinastiju Pucurasur oborio je 1815. g. pr. Kr.
Samsiadad kojeg je 1782. pr. Kr. zamijenio sin I$medagon kao tre¢i kralj Asirije.
Hamurabi je 1755. pr. Kr. porazio Asiriju. Od tada do 15. st. pr. Kr. o Asiriji se
malo zna (,,mra¢no doba®), vjerojatno je pripadala podrucju vlasti huritskog
kraljevstva Mitana, drzave koja je oko 150 godina bila vazna politicka sila na
Bliskom istoku. Smréu mitanskog kralja TuSrate propada drzava Mitana, a
pocinje preporod samostalne Asirije i njezin uspon do velesile. Vodili su se vojni
pohodi prema istoku i sjeveru s posebno okrutnim nacinom vodenja bitki po
¢emu su Asirci postali poznati i ostali zabiljezeni kao surovi vojnici koji su
po¢inili brojna okrutna ubojstva i odvodenja u zarobljenistvo poslije pobjeda.*

Cl. 232. ,,Ako unisti pokretnu imovinu, nadoknadit ¢e se sve §to je unisteno, a kuéu koju je gradio pa
je nije ¢vrsto izgradio zbog Eega se srusila, ponovo ¢e je izgraditi o svom trosku.*

Cl. 233. ,,Ako graditelj nekome gradi kucu pa je dobro ne gradi i zid popusti, graditelj ¢e zid &vrsto
izgraditi o svom trosku.*

Prema: isto djelo, str. 141.

* Vidite u: N. C. Siropolis, Menedsment malog poduzeca, IV. izdanje, MATE, Zagreb, 1995., str. 6.

O odgovornosti prodavaca u Babiloniji i zastiti kupca vidite u: G. Contenau, isto djelo, str. 73.

* U Asiriji je stanovni$tvo bilo pozivano svake godine u vojsku na odredeno vrijeme, a kasnije je
uvedena stalna vojska i angaZiranje stranih placenika. Vojska je imala vrlo jaku hijerarhijsku
organizaciju i sastojala se od pjeSastva sa strijeliCarima, te konjice i kocija §to im je davalo veliku
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Bili su ratnicki narod koji je izgradio veliko carstvo na §tetu moc¢nih susjednih
zemalja. Tako je osvojena Babilonija, a Babilon je bio razoren i opljackan. U
vrijeme jednog od najznacajnijih asirijskih kraljeva Tiglat-Pilesera I. u 11. st. pr.
Kr. Asirija se pros$irila od Sredozemnog mora do Babilona te je u kraljevstvo
ukljucila ¢itavu Siriju i juznu Anatoliju. Nakon razdoblja stagnacije pocetkom
prvog tisucljeéa pr. Kr. ponovno kao novoasiorsko carstvo postaju osvajacka sila
koja je osvojila Damask, a u Gazi pobijedila egipatsku vojsku. U jednom od
pohoda na Egipat 671. g. pr. Kr. osvojen je i egipatski glavni grad Memfis. Pod
vodstvom kralja Asurbanipala 663. g. pr. Kr. u nekoliko pohoda na Egipat osim
Memfisa osvojena je i Teba.

Za vrijeme vladavine Asurbanipala (668. — 627. g. pr. Kr.) Asirsko
carstvo je u razli¢itim aspektima dosegnulo vrhunac. Osim velikih gradevinskih
pothvata u Ninivi i drugim gradovima, Asurbanipal je formirao biblioteku
pronadenu prilikom iskopavanja u Ninivi. Medutim, surova vladavima Asiraca
poticala je nerede i Ceste pobune pokorenih naroda koje su vodile opadanju
asirijske moci. Babilonci su sklopili savez s Medijcima te su 614. g. pr. Kr.
osvojili grad Asur, a 612. g. pr. Kr. nakon tri mjeseca opsade i grad Ninivu te ga
u potpunosti razorili, &ime je Asirska drzava prestala postojati.*®

Velika veéina asirskog stanovniStva zivjela je u gradovima od kojih su
najvazniji bili ASur, Niniva, Arbela, Kalah i Haran. Procjenjuje se da je u Ninivi
zivjelo 120.000 stanovnika. Okolna plodna podru¢ja nisu bila dostatna da
prehrane brojno stanovniStvo u gradovima pa su vrSena preseljavanja
stanovniStva u podrucja neobradene zemlje. SrediSnja Asirija bila je u podrucju
sjeverne Mezopotamije, a to je podrucje redovitih padalina, pa navodnjavanje nije
bilo problem. Tako su u sredi$njoj Asiriji temeljne djelatnosti bile poljoprivreda,
stoCarstvo i trgovina. S druge strane, kako je srediSnja Asirija bila zemljopisno
smjestena na raskriZju putova od istoka prema zapadu i od sjevera prema jugu,
stanovnici Asirije su se od najranijeg razdoblja bavili trgovinom s drugim
narodima. Za razliku od Babilonije, asirske rijeke nisu bile od velike vaznosti u
transportu, ve¢ su to bili kopneni putovi i karavane. Postojali su putovi koji su
odrzavani, a u cilju brzeg transporta izgradivane su postaje u kojim su odmorni
konji bili na raspolaganju po cijeli dan. Na Sirem podrucju Asirije kraljevi nisu
pridavali vaznosti razvoju gospodarstva, ve¢ je u prvom planu bilo ubiranje
poreza, a takva politika je na kraju i dovela do pobuna, slabljena mo¢i i propasti
Asirije.

prednost u ratnim pohodima. Uz to, kako se raspolagalo rudnim bogatstvima, izradivalo se kvalitetno
oruzje koje im je i s te strane osiguravalo premo¢ nad susjednim narodima. Asirska ratna strategija uz
izravne bitke i opsade ukljucivala je i psiholoski rat te preseljavanje stanovnistva osvojenih podrudja.
* O starijem asirskom razdoblju (oko 1960. do 1400. pr. Kr.) i srednjem asirskom razdoblju (oko
1400. do 1000. pr. Kr.) vidite u: G. D. R. van Beest Holle et al., isto djelo, Drugi svezak, str. 609. —
618., a 0 novoasirskoj drzavi (884. do 612. g. pr. Kr.), njenim dostignué¢ima i propadanju Asirije u:
Isto djelo, Tre¢i svezak, str. 1161. — 1187. 1 E. Cravetto, 1. Goldstein (gl. ur.), isto djelo, 1. knjiga, str.
566. — 604.
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Po drustvenom uredenju u Asiriji je sva vlast bila u rukama kralja kao
predstavnika boga ASura na zemlji. Kralj je bio i vrhovni sveéenik i vrhovni
zapovjednik, jedini zakonodavac i vrhovni sudac. Bio je vlasnik sve asirske
zemlje 1 kontrolirao je trgovinu. Utjecajnu ulogu imali su kraljevi namjesnici i
pisari, a drzavna uprava bila je u sluzbi vojske i osvajacke politike koju su
provodili asirski kraljevi. Temeljna asirska druStvena jedinica bila je pleme, a
podjela na staleze bitno je uvjetovala mo¢, bogatstvo i druStveni polozaj
pojedinca. Tako je, kao §to je spomenuto, na vrhu bio kralj, zatim drzavni
duznosnici, pa velikasi, te obrtnici, a na dnu su bili neizuéeni radnici koji su bili
slobodnjaci ili robovi. Ropstvo nije u Asiriji bilo prosireno kao npr. u Rimskom
Carstvu, tako da gospodarstvo nije ovisilo o robovskom radu, iako su robovi
koriSteni narocito u graditeljstvu. Postojale su dvije vrste robova — robovi duznici
i ratni zarobljenici. Kamate su bile visoke i zbog nemogucénosti podmirivanja
obveza lako se postajalo robom. Robovi duznici imali su povlastice pa su im
ostavljene mogucnosti da vrate dugove i otkupe slobodu. Za razliku od njih, ratni
zarobljenici nisu imali nikakva prava.

Gradovi 1 naselja sa stalnim stanovni$tvom placali su porez u zlatu i
srebru, a seljaci u naturi. Vlasnici brodova koji su dolazili u Asiriju na dovezenu
robu placali su carinu. Porezi su ubirani na temelju statisti¢kih podataka koji su se
sastavljali popisom stanovnistva i imovine.

U vezi s asirskim pravnim sustavom moze se istaknuti sljedece. lako je
kralj bio vrhovni sudac u zemlji, vecina parnica rjeSavala se na nizZim razinama.
Vecina slucajeva rjesavala se izmedu sukobljenih stranki najceS¢e posredstvom
treCeg objektivnog pojedinca (susjeda, npr.), a samo u rijetkim slucajevima
parnicu je preuzimala drzavna uprava. Cetiri glavne vrste asirskih pravnih
dokumenata bili su dokumenti o vlasniStvu, ugovori, racuni i sudski zapisi.
Dokumenti o vlasni$tvu odnosili su se na prenoSenje vlasniStva, te na
iznajmljivanje, brak, usvajanje i nasljedstva. Ugovori su sadrzavali obveze
ugovornih strana, a posebice su se pravili ugovori o posudbi i najmu zemlje.
Kamate su bile visoke, a neplaéanje je, kao §to je spomenuto, moglo voditi u
ropstvo. Racuni o naplati duga bili su najrjedi zakonski dokument. Sudski zapisi
takoder su bili rijetki jer se veéina parnica, kao $to je gore spomenuto, rjeSavala
na nizim razinama, a tek u nemogucnosti nalazenja rjeSenja slucaj je preuzimala
drzavna uprava i tada je izradivan sluzbeni zapisnik o parnici. U Asiriji nije bilo
stalnih zatvora. Na drzavnoj razini postojala je smrtna kazna za izdaju, dok se u
sluc¢ajevima ubojstva i ranjavanja primjenjivala krvna osveta.

Asirsko pravo bilo je vrlo sli¢éno Sumerskom i Babilonskom pravu, samo
§to su kazne, opcenito gledano, bile puno okrutnije. Asirski zakonici ispisani na
tablicama iz vremena Tiglat-Pilesera I. pronadeni su prigodom iskopavanja
rusevina grada Asura 1903. — 1913. godine. Zakonici su dio sudskog zbornika u
kojem se najveci broj ¢lanaka, odnosno paragrafa odnosi na obiteljsko pravo, a
posebice na status Zena koje su bile u neravnopravnom polozaju u odnosu prema
muskarcima. Zena nije imala gotovo nikakvih prava, sli¢no poloZaju robinje nije
mogla samostalno raspolagati imovinom, obavljati bilo kakve poslove, ovisila je
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0 ocu, muzu, sinu ili bratu, a smjela se baviti samo odgojem djece, kuhanjem i
odrzavanjem kuée. Okrutno su se kaznjavali sluejevi preljuba,’’ uredivali su se
statusni® i imovinski odnosi u braku.*’

U vezi s odredbama koje se odnose na gospodarstvo, odnosno na
sudionike u gospodarstvu moze se istaknuti sljedece.

Zakonik propisuje proceduru koja se mora poduzimati kad se kupuje
zemlja i kuca. Nazalost, pocetak i kraj vrlo zanimljivog teksta nedostaje, a prvi
redovi su oSte¢eni. Ono Sto je ostalo propisuje da se prvo mora utvrditi je li
zemlja koja je u pitanju, odnosno koja se namjerava kupiti, ve¢ prodana nekom
drugom. U roku od mjesec dana pravni zastupnik, kojeg je angazirao kupac, tri
puta u gradu ASuru proglasava da se odredena zemlja i kuca prodaju, te ima li
prigovora na moguéu kupoprodaju.”® Ako kroz mjesec dana nitko ne dostavi i
deponira dokumente koji bi sprijecili kupoprodaju tada (nakon konacnog
proglasavanja pravnog zastupnika u nazocnosti zamjenika tajnika kralja,
gradskog biljeznika i zapisnicara, te uz suglasnost gradonacelnika i tri magnata iz
grada) kupac stje¢e u potpunosti cjelokupnu nekretninu.”!

47 A 13 ,,Ako udata Zena napusti svoju kuéu i posjeti muskarca u njegovom prebivali§tu i on ima
spolni odnos s njom znajuci da je udata oboje se mora pogubiti.*

A 15 ,,Ako je muz zatekao svoju Zenu s drugim Covjekom i ako su optuzeni oboje moraju biti
pogubljeni. Muz se ne smije smatrati odgovornim. ... ako muz izabere da pogubi svoju Zenu tada se
mora pogubiti i preljubnik. Ako, alternativno, muz odreze Zeni nos preljubnika se mora kastrirati i
osakatiti mu lice. Ali ako muz dopusti da se zena ne kazni, tada i preljubnika takoder treba
osloboditi.*

Prema: Middle Assyrian Law Code, Tablet A, Based on a comparison of the translations of G. R.
Driver, J. C. Miles, T. Meek, str. 3. (dostupno na:
http://jewishchristianlit.com/Texts/ANElaws/mid AssyrLaws.html ), pristup: 3.3.2016.

* A 34 ,,Ako Covjek Zivi zajedno s udovicom dvije godine bez ugovora o braku ona postaje njegova
zena; ona ne moze oti¢i.” — Isto djelo, str. 6.

#135,,Ako zena udovica useli u kuéu ¢ovjeka §to god donosi sa sobom postaje suprugovo. Ali ako se
covjek useli u Zeninu kucu $to god on donosi sa sobom postaje Zenino.*

137 ,,Ako Covjek otpusti svoju zenu, ako zeli moze joj nesto dati; ako on to ne Zeli ne mora joj dati i
ona ¢e izi¢i praznih ruku.*

Prema: Ancient History Sourcebook: The Code of the Assura, c. 1075 BCE, Fordham University, The
Jesuit University of New York s str. 2. (dostupno na:
http://legacy.fordham.edu/halsall/ancient/1075assyriancode.asp ), pristup: 2.3.2016.

%0 Proglasavanje se vrsi na sljedeéi nacin.

Il 1-50. ... Zelim steéi zemljiste i kucu na teritoriju ovog grada koja pripada N. N. sinu N. N. Oni
koji imaju zalbe i zahtjeve neka sastave svoje dokumente i neka ih deponiraju u prisustvu gradskog
biljeznika i neka budu na raspolaganju ...

Prema. K. Tallqvist, Old Assyrian Laws, Helsingfors 1921, Helsingfors Centraltryckeri (Oversikt av
Finska Vetenskaps-Societetens Forhandlingar. Bd. LXIII. 1920-1921. Avd. B. N:o 3.), str. 38.

SUIIT 1-50. ,,... U ovom mjesecu pravni zastupnik obavio je tri puta proglasavanje i svatko tko nije
donio i deponirao svoju dokumentaciju izgubio je pravo na zemlju i kucu: one su na raspolaganju
onog koji je potakao proglasavanje.“ — Isto djelo, str. 38. — 39.
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Zakonikom su posebice propisivane kazne za slucajeve prisvajanja dijela
susjedovog polja,”* neovlastenog obradivanja susjedovog polja,” te koristenja
susjedove zemlje za proizvodnju cigle.>*

I na kraju, posebne odredbe odnosno paragrafi zakonika ureduju odnose
u vrlo osjetljivoj problematici izgradnje rezervoara za navodnjavanje i njihovom
koristenju. Polazi se od nepovredivosti vlasnistva, te se razjasnjavaju odnosi u
situaciji sporazumnog zajedni¢kog navodnjavanja, kao i u situaciji nepostojanja
sklada izmedu vlasnika, i to kad se voda kanalima doprema u rezervoar i u
situaciji kad se rezervoar puni izvorskom vodom.>

6. ZAKLJUCAK

U Mezopotamiji nije postojala sustavna ekonomska misao, a pojedine
ckonomske ideje i misli mogucée je sagledati kroz neke od odredbi zakonika koje
su propisali vladari u Sumeru, Babiloniji i Asiriji. One su odraz toga vremena i
daju uvid u gospodarstvo i gospodarske odnose u antickoj Mezopotamiji u kojoj
se pojedinim oblicima gospodarskog zivota izgradio poseban gospodarski sustav.
Odredbe se ve¢inom odnose na normativno utvrdivanje pojedinih aspekata tada

21V 11-19. ,,Ako netko prisvoji veliki dio susjedovog polja i ako se to dokaZe i utvrdi dat ¢ée tri puta
vece polje od onog kojeg je prisvojio; odrezat ¢e mu se jedan prst, primit ¢e 100 udaraca i mjesec dana
radit ¢e u kraljevoj sluzbi.*

IV 20-28. ,,Ako netko prisvoji mali dio susjedovog polja i ako mu je krivnja dokazana, platit ¢e jedan
talent olova, vratiti tri puta viSe polja nego §to je prisvojio, primit ¢e 50 udaraca i radit ¢e mjesec dana
u kraljevoj sluzbi.*

Isto djelo, str. 39.

3V 13-18. ,,Ako netko na polju svog susjeda priprema voénjak, kopa i podiZe stabla, a vlasnik polja
to vidi i ne prosvjeduje, vocnjak je na raspolaganju onog tko ga je podigao. Vlasniku polja dat ce se
polje za polje (kompenzacija odgovaraju¢im dijelom drugog polja, op.a.).“

V 19-25. ,,Ako netko na zemlji koja mu ne pripada podize voénjak, kopa bunar, ili uzgaja povrée ili
stabla i ako mu se dokaze krivnja, a vlasnik zemlje protestira, nakon pregleda polja moze oduzeti
voc¢njak sa svim §to je podignuto.*

Isto djelo, str. 40.

4V 26-33. ,,Ako netko na zemlji koja mu ne pripada koristi zemlju i pece cigle, te ako je proglasen
krivim i osuden, dat ¢e tri puta vecu povrsinu zemlje od one koju je koristio i cigle ¢e mu se oduzeti.
Primit ¢e 50 udaraca i radit ¢e mjesec dana u kraljevoj sluzbi.* — Isto djelo, str. 40.

1V 29 ff. ,, Ako netko kopa bunar i pravi rezervoar na zemlji koja mu ne pripada, gubi pravo na
bunar i spremnik. Primit ¢e 30 udaraca i radit ¢e 20 dana u kraljevoj sluzbi.“ — Isto djelo, str. 39.

17 ,,Ako vlasnici susjednih polja prikupe vodu kanalom u rezervoar za navodnjavanje, vlasnici polja
dijele vodu izmedu sebe i svaki prema veli¢ini svog polja navodnjava polje. Ali ako ne postoji sklad
izmedu vlasnika polja, suci pitaju svakog od njih o sporazumu izmedu njih, poniStavaju pisani
sporazum izmedu vlasnika polja a svaki vlasnik mora raditi svoj posao. Svaki mora sam crpiti vodu iz
rezervoara i navodnjavati svoje polje, ali bilo ¢ije drugo ne¢e navodnjavati.“ Prema: M. Jastrow, Jr.,
An Assyrian Law Code, Journal of American Oriental Society, Vol 41, 1921, str. 57. — 58.

VI 2-20. ,,Ako skupljaju izvorsku vodu u rezervoar za navodnjavanje, vlasnici polja pomo¢i ¢e jedan
drugom i svak ¢e sudjelovati u radu prema veli¢ini svog polja i navodnjavat ¢e ga. Ali ako ne postoji
sklad izmedu njih, svaki pita suce za posredovanje medu njima, preuzima dokument (rjeSenje) od
sudaca i radi svoj posao uzimajuéi vodu za svoje vlastite potrebe i navodnjava svoje polje, nitko drugi
ne radi (ne pomaze mu op.a.).”“ — K. Tallqvist, isto djelo, str. 40. — 41.; usp. sa: M. Jastrow, Jr., isto
djelo, str. 58.
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ve¢, do izvjesnog stupnja, razvijenih i rasclanjenih gospodarskih odnosa s
neograni¢enom drzavnom intervencijom u podrucje gospodarstva. Tu se mogu
naci pojedine ekonomske ideje i misli koje su se odnosile na razliita pitanja iz
podrucja ekonomije, od zakupnina, nadnica, kamata do kvalitete proizvoda i
zaStite potroSaca.

Gospodarstvo je obiljezavao prijelaz iz naturalnog u novc¢ano, gdje su se
robni novac preteca kasnijeg srebrenog novca kao opce prihvacenog sredstva
razmjene, odnosno sredstva placanja, ¢ija je vrijednost bila opce priznata, a koji
je bio neophodan za izravnavanje prometa odnosno kupoprodaje dobara u okviru
pojedinih drzava i u medunarodnoj trgovini. Gradovi-drzave Sumera razvili su
gospodarstvo koje se temeljilo na razvijenoj poljoprivredi i proizvodnji koja se
odvijala u radionicama u razli¢itim djelatnostima, a posebno mjesto i ulogu imala
je unutarnja i vanjska trgovina, te uz nju i bankarstvo. Sve je manje ili vise bilo
normirano i propisano.

U ostatcima prvog pisanog Ur-Nammuovog zakonika mogu se naci
odredbe koje se odnose na prakticno gospodarstvo, a posebice propisi koji
ureduju odnose sudionika u obradi poljoprivrednog zemljista. U Zakonima iz
Esnune, odnosno Bilalamovom zakoniku koji je po sadrzaju slican Ur-
Nammuovom zakoniku posebice su normirane, tj. propisane zakupnine, nadnice i
kamatna stopa.

Hamurabijev zakonik je najobuhvatniji i najopSirniji izvor prava na
podruc¢ju Mezopotamije koji sadrzi odredbe iz statusnog, obligacijskog,
obiteljskog, nasljednog i dr. prava. Temelji se na starijim sumerskim i akadskim
zakonima koje je Hamurabi preradio, prilagodio i prosirio. Iz domene odredbi
koje se odnose na ekonomiju, odnosno gospodarstvo i odnose sudionika u
gospodarstvu od posebnog su znac¢aja one koje se odnose na kamate, zakupnine,
nadnice poljoprivrednih radnika i obrtnika, cijene lijecnickih zahvata, te
propisivanja tecaja za preracunavanje novcanih dugovanja u robne i obratno.
Takoder su od znacaja odredbe koje su uvele red u djelatnost graditeljstva strogo
definiraju¢i prava, duznosti i odgovornost graditelja, te zastitu potroSaca njihovog
proizvoda.

Asirsko pravo bilo je sli¢no sumerskom i babilonskom pravu, samo $to
su kazne bile okrutnije. Veéi dio zakonika odnosi se na obiteljsko pravo, a od
odredbi koje se odnose na gospodarstvo i sudionike u gospodarstvu od posebnog
znacaja su one koje propisuju proceduru kupovine zemlje i kuce, otimanje zemlje
u proizvodnji, te odnose u izgradnji i koriStenju rezervoara za navodnjavanje.
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Sazetak

Ankete pouzdanja poduzeca i potrosaca (engl. Business and Consumer Surveys,
BCS) koriste se kao izvor podataka za ekonomske analize i prognoze. U
dostupnim dosadasnjim istraZivanjima ispitivana je povezanost varijabli i
pokazatelja BCS-a, s jedne strane, i makroekonomskih varijabli, s druge strane.
Poznato je da se temeljem kompozitnih pokazatelja BCS-a moze predvidjeti smjer
promjene referentnih makroekonomskih varijabli i do nekoliko mjeseci unaprijed.
U ovom radu ispituje se povezanost ocjena i ocekivanja potrosaca s oc¢ekivanjima
menadzera u preradivackoj industriji. U radu se ispituje hipoteza da su
Pokazatelj pouzdanja potrosaca (engl. Consumer Confidence Indicator, CCI) i
ocekivana proizvodnja menadzera (engl. Production Ecpectation, PE) pozitivno
korelirane varijable. Pritom se ispituje moze li CCI biti prethodeci pokazatelj
PE-u. Istrazivanje je provedeno za Europsku uniju (EU), Europodrucje (EA) i
Republiku Hrvatsku (RH). Uoceno je da su ocekivanja i ocjene potrosaca, (sazete
u CCI) i PE od strane menadzera u preradivackoj industriji statisticki znacajno
pozitivno visoko korelirane varijable i imaju priblizno isti smjer promjene u
analiziranom vremenu te pokazuju slichu osjetljivost na poremecaje u
gospodarstvu.

Kljucne rijeci: ankete pouzdanja poduzecéa i potrosaca, Pokazatelj pouzdanja
potroSaca, ocekivana proizvodnja, konfuzijska matrica, korelacija pomiénog
okvira.
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1. UvVOD

Ankete pouzdanja poduzeca i potrosaca (BCS) su, u osnovi, kvalitativna
istrazivanja koja se provode kontinuirano mjese¢no u sladu s harmoniziranom
metodologijom Europske komisije. Ankete pouzdanja poduzeéa (BS) provode se
na uzroku menadZera u Cetiri sektora: preradivacka industrija, gradevinarstvo,
usluzni sektor i trgovina na malo, dok se ankete pouzdanja potroSaca (CS)
provode na uzorku potroSaca. Varijable BCS-a su uglavnom kvalitativne varijable
izrazene kao ocjene i o¢ekivanja menadzera i potroSaca o prodajnim cijenama,
stanju zaliha, narudzbama, proizvodnji, zaposlenosti, Stednji i sl. Prema europskoj
harmoniziranoj metodologiji, ove se ocjene i ocekivanja odabranim statisticko-
analitickim metodama prevode u numeri¢ke pokazatelje.

BCS pokazatelji se uobicajeno koriste kao prethode¢i (vodeéi) ili
koincidentni pokazatelji za viSe makroekonomskih varijabli kao $to su bruto
domaci proizvod (BDP), industrijska proizvodnja, prometu trgovini na malo,
nezaposlenost, izvoz, cijene, Stednja i dr. Ovaj rad se temelji na pionirskom
empirijskom istrazivanju prediktivnih svojstava rezultata anketa pouzdanja
potrosac¢a (CS) u ocjenjivanju i predvidanju promjena u o¢ekivanjima menadzera.
Za razliku od dosadasnjih istraZivanja, ovdje se povezuju dva, po metodoloskim
osnovama, sli¢na istrazivanja s ciljem ispitivanja postoji li statisticki znacajna
povezanost izmedu ekonomskog sentimenta potroS$aca i ocekivane proizvodnje
menadzera u preradivackoj industriji. Nadalje, cilj je ispitati ima i ekonomski
sentiment potroSaca, mjeren CCl-em, svojstvo prethodeceg pokazatelja u
predvidanju ocekivanja menadzera, te ukoliko ima, za koje vrijeme prethodenja
se ocituje to svojstvo?

Varijable u mjesecnim istrazivanjima u preradivackoj industriji su:
proizvodnja u prethodna tri mjeseca, ocekivana proizvodnja u sljedeca tri
mjeseca, ocjena ukupnih narudzbi, ocjena narudzbi iz inozemstva, ocjena zaliha
gotovih proizvoda, ocekivane prodajne cijene i zaposlenost tvrtke u sljedeca tri
mjeseca. Varijable u mjeseénim istrazivanjima potrosaca su: financijska situacija
u posljednjih dvanaest mjeseci, financijska situacija u sljede¢ih dvanaest mjeseci,
op¢a ekonomska situacija u posljednjih dvanaest mjeseci, opéa ekonomska
situacija u sljede¢ih dvanaest mjeseci, trend cijena u proteklih dvanaest mjeseci,
trend cijena u sljede¢ih dvanaest mjeseci, ofekivana nezaposlenost u sljedecih
dvanaest mjeseci, ostvarena kupnja, kupnja u sljede¢ih dvanaest mjeseci, Stednja
u sljede¢ih dvanaest mjeseci i ocjena financijske situacije kucanstva (European
Commission, 2016).

Sve varijable u BS-u su uglavnom kvalitativne s priblizno istim na¢inom
navodenja modaliteta (,,porast”, ,nemijenjanje®, ,,smanje‘; ,,viSe nego dovoljno®,
»dovoljno®, ,nedovoljno* i sl.). Modaliteti varijabli u CS-u su: ,znacajno
poboljsanje®, ,,malo poboljSanje®, ,,ne mijenjanje”, ,,malo pogorsanje*, ,,znacajno
pogorsanje®, ,,ne znam®“ (European Commission, 1997; Cizmesija, 2008). Za
svako pitanje (varijablu) u istrazivanju, izraCunava se saldo. Saldo je razlika
ponderiranih relativnih frekvencija pozitivnih i negativnih odgovora na
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postavljeno pitanje. Ponderacijski sustav se uglavnom primjenjuje u BS-u gdje su
ponderi odredeni brojem zaposlenih i/ili ukupnim prihodom tvrtke. Kako bi se
rezultati istrazivanja, izrazeni kao salda, agregirali, izraCunavaju se kompozitni
pokazatelji. Prema europskoj harmoniziranoj metodologiji BCS-a (European
Commission, 1997; European Commission, 2016) Pokazatelj pouzdanja
potrosaca (CCI) je jednostavna aritmeticka sredina sezonski prilagodenih salda
cetiriju varijabli CS-a: financijska pozicija kucanstva, op¢a ekonomska situacija,
ocekivana nezaposlenost (sa suprotnim predznakom) i Stednja u sljede¢ih
dvanaest mjeseci.

Salda i pojedinacni pokazatelji pouzdanja, odnosno kompozitni
pokazatelji koriste se u tumacenju i predvidanju promjena u gospodarstvu.
Uvazavaju¢i primarni kvalitativni karakter ovih istrazivanja, naglasak je na
pracenju i predvidanju, prije svega, smjera promjene referentne serije, a manje
intenziteta njezine promjene. Pritom je vazno ispitati ne samo povezanost izmedu
BCS pokazatelja i ostalih makroekonomskih varijabli, ve¢ i izmedu ekonomskog
raspolozenja menadZera i potro$aca, odnosno izmedu rezultata dvaju srodnih
istrazivanja provedenih na razli¢itim jedinicama ispitivanja.

Istrazivanje je provedeno u dva dijela, a rad je podijeljen u pet poglavlja.
U prvom dijelu se prezentira teorijsko odredenje BCS-a i pregled dosadasnjih
istrazivanja (prvo i drugo poglavlje rada). U drugom dijelu su dani rezultati
empirijskog istrazivanja, tumacenje istih te su izvedeni zakljucci. S ciljem
prezentiranja postojanja i karaktera povezanosti CCI-a i PE-a za razliite pomake
u vremenu (prethodenje) primijenjene su odabrane statisticke metode, S§to je
prikazano u tre¢em poglavlju rada. Smjer promjene varijabli od interesa za
istrazivanje analiziran je konfuzijskom matricom i konfuzijskim omjerom. Kako
bi se ispitalo je li povezanost izmedu analiziranih varijabli stabilna u
analiziranom periodu, izraCunani su koeficijenti korelacije pomic¢nog okvira.
Empirijsko istrazivanje provedeno je za EU u cjelini, za EA, te posebno za RH.
Glavni rezultati i tumacenje istih dani su u cetvrtom poglavlju rada, a zaklju¢na
razmatranja, ograni¢enja provedenog istrazivanja i planovi za buduca istrazivanja
nalaze se u petom poglavlju.

2. PREGLED DOSADASNJIH ISTRAZIVANJA

Poznato je da su BCS podaci u EU i EA, kao i u pojedinim zemljama
¢lanicama EU, korisni i Cesto primjenjivi u makroekonomskim analizama i
prognozama. Njihova prediktivna svojstva, posebno u predvidanju smjera
promjene referentnih varijabli imaju vrlo vaznu wulogu u kreiranju
makroekonomske politike (Claveria, 2005; Gayer, 2005). Osim toga, ti su podaci
raspolozivi u realnom vremenu, prije objave podataka o istim varijablama od
strane sluzbene statistike.

Veliki broj znanstvenika i istrazivaca fokusirao je svoja empirijska i
teorijska istrazivanja na utvrdivanje i mjerenje korelacije izmedu ekonomske
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osjetljivosti menadZera i potrosaca s jedne strane, i gospodarskog okruzenja s
druge strane (Altin i Uysal, 2014; Gajewski, 2014; Mendicino i Punzi, 2013;
Bruno, 2012 i dr.). Sveprisutna pitanja su: jesu li stvarni trendovi u gospodarstvu
i ekonomska osjetljivost menadZera i potrosaca medusobno povezani i moze li se
temeljem BCS podataka predvidati promjene u poslovnim ciklusima. U nastavku
se isti¢u neka od novijih istrazivanja teme od interesa.

Kuzmanovic i Sanfey (2013.) ispitivali su upotrebu rezultata anketa
potrosaca u predvidanju realnih varijabli u Hrvatskoj. Takoder, koriStenjem
europskih i americkih podataka, Ferreret et al. (2016.) ispitivali su ulogu CCI u
predvidanju gospodarske stabilnosti. Uocili su, analiziraju¢i dvanaest europskih
zemalja, da povezanost izmedu burzovnih kretanja i CCl-a postoji, ali da je
znatno oslabila ,,pucanjem® cjenovnog mjehura (engl. dot-com bubble).

Povjerenje potrosaca i prinos na burzovnim trziStima istrazivali su
Salhin, A. et al. (2016). Zaklju¢ili su da povjerenje potrosaca ne utjee na prinose
na burzovnom trzi$tu. Povjerenje potrosaca i rast potroSnje istrazivali su Ng i
Wright (2016). Koristili su se pokazateljima povjerenja potrosaca i dosli do
zakljucka da vijesti i najave o odredenim makroekonomskim promjenama mogu
dovesti do znacajnih promjena u mjerama povjerenja potrosaca.

Postojanje dugoro¢ne povezanosti izmedu pouzdanja potroSaca i
gospodarskog rasta u odabranim europskim zemljama empirijski su istrazivali i
Ul Islam i Mumtaz (2016.). Cizmesija i Erjavec (2016.) u svojem su radu
analizirale mogucnost uporabe BCS pokazatelja u predvidanju vjerojatnosti
ekspanzije u Hrvatskoj. Pozitivni predznaci procijenjenih parametara u
ekonometrijskim modelima predlagali su da vjerojatnost ekspanzije raste s
porastom vrijednosti pokazatelja.

U analizi odrednica inflacije osam novih ¢lanica EU koje jo§ uvijek nisu
¢lanice Europodrucja, Globan et al. (2016.) su, izmedu ostaloga, u empirijsko
istrazivanje ukljucili CS pitanje o o¢ekivanoj inflaciji u sljedecoj godini.

Kurnoga i Cizmesija (2016.) analizirale su povezanost izmedu
povjerenja potrosaca i uvjeta zivota. Temeljem odabranih varijabli CS-a
izraunale su novi pokazatelj financijskih teSkoc¢a kucanstava i usporedile ga s
odabranim mjerama Europske statistike o dohotku i uvjetima zivota (EU-SILC
mjerama). Pokazale su da spomenuti CS pokazatelj ima vrlo sli¢énu krivulju
kretanja kao i odbrane EU-SILC varijable, $to znaci da se ocjene i o¢ekivanja
potrosaca ¢ak mogu upotrijebiti kao proxy varijable odabranim varijablama u EU-
SILC-u.

3. METODOLOGIJA

Empirijski dio istrazivanja proveden je na mjeseCnim sezonski
prilagodenim podacima BCS-a za EU, EA i RH. Podaci za EU i EA odnose se na
razdoblje od sijecnja 1985. do srpnja 2016. godine, a za RH od svibnja 2008. do
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srpnja 2016. Vremenski niz podataka za RH je kraci zato §to se spomenuta
istrazivanja u RH nisu ranije provodila. Podaci su objavljeni na sluzbenim
internetskim stranicama Europske komisije (European Commision, 2017). Dvije
varijable su ukljuéene u modele: Pokazatelj povjerenja potrosaca (CCI) kao
kompozitni pokazatelj anketa pouzdanja potrosaca i ocekivana proizvodnja u
preradivackoj industriji (PE) izraZena kao saldo.

Za razlicito vrijeme prethodenja CCIl-a PE-u izracunani su koeficijenti
korelacije i ispitana njihova statisticka znacajnost. Kako bi se ispitala stabilnost
povezanosti izmedu analiziranih varijabli u promatranom razdoblju, izraCunani su
koeficijenti korelacije pomicnog okvira (engl. rollingwindow correlation
coefficients). Zbog primarno kvalitativnog karaktera BCS-a, u ispitivanju
prediktivnog svojstva varijable i kompozitnog pokazatelja, naglasak je stavljen na
uspjesnost predvidanja smjera promjene. U tu svrhu koristeni su: konfuzijska
matrica, konfuzijski omjer, omjer to¢nosti klasificiranja, pokazatelj osjetljivosti i
pokazatelj specificnosti (Hassouna et al., 2015).

Kako bi se ispitala pretpostavka o neovisnosti planiranog i ostvarenog
smjera promjene PE-a primijenjen je Hi-kvadrat test neovisnosti kvalitativnih
varijabli u tablici kontingecne. Naime, informacije o prognoziranim i ostvarenim
promjenama smjera analizirane pojave u vremenu uobiCajeno se zapisuju u
konfuzijskoj matrici (engl. confusion matrix), kako je dano u tablici 1.

Tablica 1.

Konfuzijska matrica BCS-a (frekvencije izrazene apsolutno)

Realizacija
Porast Smanjenje

Porast f w fu d f u.
Smanjenje f du f dd f d.

Ukupno f " f d n

Prognoza Ukupno

Izvor: Cizmesija i Sorié, 2016, str. 211.

Konfuzijska matrica sluzi za vizualizaciju informacija o klasifikaciji
predvidenih i realiziranih promjena varijable i kao osnova za provjeru to¢nosti
predvidanja smjera promjene. UvaZzavajuci osnovne karakteristike BCS-a, analiza
konfuzijske matrice je jedna od najc¢esée koristenih metoda mjerenja uspjesnosti
predvidanja (Cizmesija i Sori¢, 2016).

Elementi konfuzijske matrice tumaCe se na sljede¢i nacin: f - broj

prognoziranih povecanja koja su se zaista i realizirala, f - broj prognoziranih
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povecanja i realiziranih smanjenja, f, - broj prognoziranih smanjenja i
realiziranih povecanja i ¢, - broj prognoziranih smanjenja koja su se i realizirala
kao smanjenja. Frekvencije u marginalnom stupcu tablice su: 7 - ukupan broj
prognoziranih povecanja i , - ukupan broj prognoziranih smanjenja. Analogno
tome se tumace i frekvencije u marginalnom retku: - ukupan broj realiziranih
poveanja i , - ukupan broj realiziranih smanjenja analizirane pojave
(varijable).

Elementi konfuzijske matrice na dijagonali ( f, i f,,) pokazuju ukupan

broj uspjeSno prognoziranih promjena smjera varijable u uzorku veliine 7.
Proporcija uspjesnih predvidanja smjera promjene varijable od interesa (u radu
PE) naziva se omjer tocnosti klasificiranja (engl. Classification Accuracy Rate,
CAR) i izracunava se izrazom 1.

1
CAR:*(‘f;u_Ffdd) 1
n Q)
Konfuzijski omjer (engl. Confusion Rate, CR) je proporcija neispravnih
prognoza, odnosno relativni udio neispravnih prognoza u ukupnom broju
opazanja n. IzraCunava se izrazom 2.

1
CR:;(f;Ad+fdu)’ (2)

pri ¢emu je fud broj predvidenih porasta i realiziranih smanjenja dok je f du
broj predvidenih smanjenja i realiziranih porasta pojave. U oba primjera prognoza

smjera nije ispravna.

Pokazatelj senzitivnosti (engl. Sensitivity) je relativni udio porasta
varijable koji su bili uspjesno predvideni u ukupnom broju porasta promatrane
varijable (izraz 3). Pokazatelj specifi¢nosti (engl. Specificity) je relativni udio
smanjenja varijable koja su bila ispravno predvidena u ukupnom broju smanjenja
(izraz 4).

S/
Sensitivity = —*
v S (3)
o S
Specificity = ==
1, 4)

Odgovarajuce vjerojatnosti utvrdene temeljem tablice 1, izrazene kao
relativne frekvencije proporcije, dane su u tablici 2.
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Tablica 2.
Vjerojatnosti (proporcije) u konfuzijskoj matrici BCS-a
Realizaci
Prognoza cazaca — Ukupno
Porast Smanjenje

Porast P Pud Py,
Smanjenje D Paa Da.

Ukupno P P 1

Izvor: prema Cizmesija i Sorié, 2016, str. 211.

Utablici2 p je proporcija, odnosno relativni udio prognoziranih i ostvarenih
porasta pojave u ukupnom broju opaZanja, p , je proporcija prognoziranih porasta i
realiziranih smanjenja, p_ je proporcija prognoziranih smanjenja i realiziranih porasta
i p,, Je proporcija prognoziranih i realiziranih smanjenja pojave. Spomenute proporcije

su zajednicke vjerojatnosti. Marginalni stupac tablice 2 sadrzi proporcije prognoziranih
povecanja ( p ) i prognoziranih smanjenja ( Iy ) pojave u ukupnom broju opazanja 7.

Marginalni redak sadrzi proporcije realiziranih porasta ( p ) i realiziranih smanjenja (
p ) analizirane pojave u ukupnom broju opazanja n. Proporcije u marginalnom retku i
marginalnom stupcu su marginalne vjerojatnosti.

Dvije su varijable u tablici kontingence nezavisne ako je zajednicka
vjerojatnost (u svakom pojedinacnom polju tablice) jednaka produktu pripadajuéih
marginalnih vjerojatnosti (McClave et al., 2014). Zakljucivanje o povezanosti planiranih
i realiziranih promjena smjera pojave, odnosno o uspjesnosti prognoza provodi se na
temelju rezultata Hi-kvadrat testa o nezavisnosti obiljezja u tablici kontingence
dimenzije 2x2 (Cizmes$ija i Sori¢, 2016). Hipoteze testa dane su izrazom 5.

Hy..p,=p,-p,;
H,..3p;,#p -p,, Vi j (5

pri ¢emu su Py P Pys i=12, j=12 zajednicke vjerojatnosti  (i,j), =1,2; j=1,2

dvodimenzionalne slucajne varijable te marginalne vjerojatnosti u stupcu i u retku.
Frekvencije koje se ocekuju po nultoj hipotezi o nezavisnosti varijabli su ocekivane

frekvencije e, . Nulta hipoteza sadrzi tvrdnju da su prognozirane i realizirane promjene

smjera nezavisne, dok alternativna sadrzi suprotnu tvrdnju da prognozirane i realizirane
promjene smjera nisu nezavisne.

Test veli¢ina je empirijski y* koji se izraCunava po izrazu 6.
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=l j=1 € ©)
pri ¢emu su e ocekivane frekvencije prema hipotezi o nezavisnosti prognoze i

realizacije i izraCunavaju se po izrazu 7.

fi, f i L
=L, =12 j=12 ™
Teorijska vrijednost »* odreduje se za razinu znaCajnosti testa < i za jedan
stupanj slobode jer je (7-1)(c-1) =(2-1)(2-1)=1, pri ¢emu je r - broj redaka i ¢ — broj
stupaca u tablici kontingence. Ona dijeli podru¢je neodbacivanja nulte hipoteze od
podrugja njezinog odbacivanja. Ako je empirijski y* manji od teorijskog, nulta hipoteza
se ne odbacuje. Isto se zakljucuje ako je empirijska razina signifikantnosti (p-vrijednost)
veca od teorijske razine signifikantnost o.

€

Ako su prognozirane i realizirane promjene smjera analizirane varijable
nezavisne, nije uputno koristiti odabrani model prognoziranja smjera promjene pojave
jer on nije reprezentativan. U tom slucaju i konfuzijski omjer poprima relativno veliku
vrijednost u odnosu prema omjeru uspjesno provedenih prognoza.

4. RASPRAVA

Dinamika dviju analiziranih varijabli PE i CCI na razini EU u promatranom
razdoblju od sijecnja 1985. do srpnja 2016. godine prikazana je na slici 1.
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Slika 1. PE i CCI u EU

Izvor: Izrada autorice po podacima na:
http://ec.europa.eu/economy_finance/db_indicators.
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Lako se moze uo€iti da obje varijable imaju vrlo sli¢nu dinamiku kretanja.
Najmanje vrijednosti obiju varijabli zabiljezene su pocetkom 1993. i 2009. godine.
Ako se ima na umu da BCS varijable i BCS pokazatelji imaju svojstvo predvidanja
smjera kratanja referentnih serija (npr. industrijske proizvodnje, BDP-a i dr.) i ako se
zna da se po promjenama BCS varijabli mogu ispravno predvidjeti promjene u
makroekonomskim varijablama do Sest mjeseci unaprijed, tada se zna da su male
vrijednsoti PE-a i CCI-a u 1993. i u 2009. godini signalizirale negativne trendove
(recesiju) u europskoj ekonomiji, koji su se zaista i ostvarili.

Menadzeri i potrosaci su uocili, odnosno ispravno predvidjeli, inflaciju
uvodenjem Eura kao valute placanja u sijecnju 1999. godine. Posebno teSke godine
bile su 2000. 1 2001. Euro je bio relativno slaba valuta kroz sljedeée tri godine. Dakle,
inflacija i recesija u EU ispravno su prepoznani, odnosno predvideni temeljem
podataka BCS-a.

Nasuprot tome, najvece vrijednosti PE-a i CCI-a mogu se uociti 1995. i
2011. godine, Sto znaci da je tada optimizam menadZera i potrosaca bio dominantan,
Sto je, uvazavaju¢i prediktivna svojstva BCS pokazatelja, bio signal povoljnih
kretanja sljedecih tri do Sest mjeseci.

Koeficijenti korelacije izmedu varijabli PE 1 CCI za razlicite vremenske
pomake prikazani su u tablici 3. MoZe se uociti da su spomenute dvije varijable
pozitivno i najjace povezane u istom vremenu, bez prethodenja. Koeficijent korelacije
je 0.7264. Statisti¢ki je znacajan na razini signifikantnosti 5 %. To znaci da su
oc¢ekivanja europskih menadzera o proizvodnji u sljedeCa tri mjeseca i ocjene
potrosaca statisticki znacajno korelirane, odnosno da su PE i CCI koincidentni
pokazatelji. Ovaj zakljucak jednim je dijelom posljedica povezanosti analiziranih
varijabli s ostalim makroekonomskim varijablama koje su utjecale na ponasanje
menadzera 1 potroSaca, ali je 1 potvrda kvalitete BCS-a i pouzdanosti tako dobivenih
rezultata. Pritom treba imati na umu da su, kao §to je ve¢ istaknuto, BCS podaci
raspolozivi u stvarnom vremenu, prije podataka sluzbene statistike §to im dodatno
povecava vaznost ukljuc¢ivanja umakroekonomske analize i predvidanja.

Tablica 3.
Koeficijenti korelacije izmedu PE i CCI u Europskoj uniji
Varijabla ccro) | cci-n | cci2) | cci-3) | ccia) | ccies) | ccieo)
Koeficijent | 75 604% | 0.69982% | 0.65521% |0.59877* |0.53830* | 0.46937* | 0.39464*
korelacije
p-vrijednost | 0.00000 | 0.00000 | 0.00000 | 0.00000 | 0.00000 | 0.00000 | 0.00000
Varijabla CCI-7) | CCI-8) | CCI(-9) |CCI-10)|CCI-11) | CCI(-12)
Koeficijent

L 0.32117*| 0.24966* | 0.17858* |0.10705% | 0.04308 | -0.01698
korelacije

p-vrijednost 0.00000 | 0.00000 0.00060 | 0.04040 | 0.41050 | 0.7457

Napomena: *signifikantno na razini 5% signifikantnosti

Izvor: izracun autorice
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Stabilnost povezanosti dviju analiziranih varijabli ispitana je
koeficijentima  korelacije pomi¢nog okvira. Centrirani dvogodi$nji i
Cetverogodisnji koeficijenti korelacije pomic¢nog okvira (24 i 48 opazanja)
prikazani su na slici 2.
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Slika 2. Koeficijenti korelacije pomi¢nog okvira izmedu PE i CCI u EU

Izvor: Izrada autorice po podacima na:
http://ec.europa.eu/economy_finance/db_indicators

Uocava se da su koeficijenti korelacije izmedu potrosackih ocjena i
oc¢ekivanja sazetih u CCI-u, s jedne strane i ocekivane proizvodnje menadzera u
preradivackoj industriji EU, s druge strane, relativno stabilni, pozitivni i na
visokoj razini (oko 0.8) tijekom gotovo cijelog razdoblja promatranja.
Nestabilnost je uocena kroz nize vrijednosti koeficijenata u razdobljima koja su
istaknuta 1 na slici 1., kada su bili prisutni poremecaji u gospodarstvu kao $to su

inflacija, nedavna recesija i ,,pucanje* cjenovnog mjehura(1998., 1999. i 2005.
godine).

U tablici 4. dana je konfuzijska matrica broja realiziranih i predvidenih
promjena PE na bazi promjena CCI (u istom vremenu, bez prethodenja) posto su
spomenute dvije varijable pozitivno, statisticki znacajno i najjace povezane u
istom vremenu, bez prethodenja (kako je dano u tablici 3).
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Tablica 4.
Konfuzijska matrica: PE i CCI (u istom vremenu)
Realizacija
Prognoza Porast Smanjenje Ukupno

Porast 121 66 187
(0.34181) (0.18644) (0.52825)

Smanienic 66 101 167
Jen) (0.18644) (0.28531) (0.47175)

Ukupno 187 167 354
p (0.52825) (0.47175) (1.00000)

Napomena: U 24 primjera jedna od promjena je bila jednaka nuli. Ti slu€ajevi su iskljuceni
iz analize. Proporcije (vjerojatnosti) su dane u zagradama.

Izvor: izracun autorice

Od ukupno 354 mjesecna opazanja, u 34,18 % slucajeva je, temeljem
promjene CCI, predviden i realiziran porast PE (p =0.34181). Takoder je u

28,53 % slucajeva predvideno i realizirano smanjenje PE-a (p =0.28531).

Promjene su predvidene i realizirane u istom vremenu.

Prema izrazima (1) i (2) izracunani su CAR i CR za razli¢ite pomake u
vremenu. Rezultati su prikazani u tablici 5.

U najvise slucajeva, (63 %) smjer promjene ocekivane proizvodnje (PE)
bio je jednak kao i smjer promjene CCI u istom vremenu (CAR(0)=0.62712).
Pokazatelj senzitivnosti (izracunan po izrazu 3) iznosi 0.6470665 $to znaci da je
65% svih porasta PE ispravno predvideno porastom CCI u istom vremenu.
Pokazatelj specifi¢nosti (izracunan po izrazu 4) je 0.60479 $to znaci da je 60%
svih smanjenja PE ispravno predvideno smanjenjem CCI. Dobiveni rezultati
upucuju na zakljucak da su ocjene i ocekivanja potrosaca izrazene kroz CCI
znacajno povezane u istom vremenu, bez prethodenja.

Tablica 5.
Omjer to¢nosti klasificiranja (CAR) i konfuzijski omjer (CR) u EU

Pomak CAR CR Pomak CAR CR

0 0,62712 0,37288 7 0,51297 0,48703
1 0,56941 0,43059 8 0,47110 0,52890
2 0,60227 0,39773 9 0,53043 0,46957
3 0,52137 0,47863 10 0,47093 0,52907
4 0,56125 0,43875 11 0,46957 0,53043
5 0,53143 0,46857 12 0.47953 0,52047
6 0,48276 0,51724

Izvor: izracun autorice
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Kako bi se ranije doneseni zakljucci dodatno potvrdili, proveden je Hi-
kvadrat test o nezavisnosti varijabli u tablici kontingence (prema tablici 4).
Buduc¢i da je empirijski Hi-kvadrat 22,45, a teorijski Hi-kvadrat, za jedan stupanj
slobode 1 razinu signifikantnosti testa 5 % (a =0,05), iznosi 3,8146 (
Z.és =3.8146 ), nulta hipoteza o neovisnosti se odbacuje. Temeljem toga se moze

zakljuciti da su predvidene (po CCI-u) i ostvarene promjene PE u Europskoj
preradivackoj industriji zavisne varijable. Jednak zakljuc¢ak donosi se temeljem
empirijske razine signifikantnosti (p-vrijednosti) jer je p-vrijednost jednaka nuli
(p=0.00), odnosno kao takva je manja od teorijske razine signifikantnosti 0,05.

Istovrsna analiza provedena je za EA i1 RH. Koeficijenti korelacije
izmedu PE i CCI za EA dani su u tablici 6, a za RH u tablici 7.

Tablica 6.
Koeficijenti korelacije izmedu PE i CCI u EA

Varijabla CCI(0) | CCI(-1) | CCI(2) | CCI(:3) | CCI(4) | CCI(-5) | CCI(-6)

Koeficljent | o 2s6sss | 0,72410% | 0,67546% [0,61544* | 0,55203% | 0.48171% | 0.40491*
korelacije

p-vrijednost 0,00000 0,00000 0,00000 | 0,00000 | 0,00000 | 0,00000 0,00000

Varijabla CCI(-7) | CCI(-8) | CCI-9) |CCI-10)] CCI-11) | CCI(-12)

Koeficijent | 33503% | 0.25725% | 0,.18651% |0,11485%| 0,05112 | -0,00751
korelacije

p-vrijednost 0,00000 0,00000 0,00030 | 0,02780 | 0,3288 0,88590

Napomena: *signifikantno na razini 5% signifikantnosti

Izvor: izracun autorice
Tablica 7.
Koeficijenti korelacije izmedu PE i CCI u RH

Varijabla CCI(0) | CCIC1) | CCI(2) | CCI(:3) | CCI(4) | CCI(-5) | CCI(-6)

Koeficijent 0,75279% | 0,70294* | 0,67618* |0,64012*| 0,62600% | 0,58910% |0,55372*
korelacije

p-vrijednost 0,00000 0,00000 0,00000 | 0,00000 | 0,00000 0,00000 | 0,00000

Varijabla CCI(-7) | CCI(-8) | CCI(-9) |CCI(-10)] CCI(-11) | CCI(-12)

Koeficijent 0,47764* | 0,38994% | 0,31911* |0,25851*| 020659 | 0,12122
korelacije

p-vrijednost 0,00000 0,00019 0,00259 | 0,01562 | 0,05488 0,26337

Napomena: *signifikantno na razini 5% signifikantnosti

Izvor: izracun autorice

Zakljucci su vrlo sliéni onima za EU. Najvedi, statisticki signifikantan,
pozitivan koeficijent korelacije zabiljezen je izmedu PE i CCI u istom vremenu
(bez prethodenja). On za EA iznosi 0,75655, dok je isti za RH vrijednosti
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0,75279. Buduéi da su koeficijenti korelacije najve¢i u istom vremenu (bez
prethodenja) zakljucuje se da su PE i CCI koincidentni pokazatelji i za EA i za
RH.

5. ZAKLJUCAK

Veliki broj teorijskih istrazivanja, temeljen na BCS podacima,
usredotocen je na ispitivanje i analiziranje moguée povezanosti izmedu BCS
varijabli 1/ili pokazatelja s ekonomskim i financijskim pokazateljima kao §to su
BDP, inflacija, burzovni pokazatelji, izvoz i dr. Mnoga od njih imaju vazan
znanstveni i struéni doprinos. Dobro je poznato da kompozitni pokazatelji BCS-a
u preradivackoj industriji, u gradevinarstvu, trgovini na malo, usluznom sektoru i
medu potroSacima imaju prediktivna svojstva u predvidanju smjera promjene
referentnih makroekonomskih varijabli s prethodenjem od nekoliko mjeseci. To
znaCi da ekonomski sentiment potroSaca i menadzera, izraZzen kao numericki
pokazatelj, moze uspjesno biti ukljucen u ekonomske analize i prognoze.

Istrazivanje provedeno u ovom radu je iskorak u objasnjenu povezanosti
izmedu ocjena i o¢ekivanja potroSaca i ofekivanja menadzera u preradivackoj
industriji u Europskoj uniji, Europodrué¢ju i u Hrvatskoj. O¢ekivana proizvodnja
menadzera u preradivackoj industriji i potroSacke ocjene financijskog polozaja
kuéanstva, opée gospodarske situacije, ocekivane nezaposlenosti i Stednje u
sljedec¢ih dvanaest mjeseci (prezentirane kroz CCI) su visoko, statisti¢ki znacajno,
pozitivno korelirane varijable u istom vremenu, bez prethodenja. Statisticki test
nezavisnosti varijabli u tablici kontingence pokazao je da su ocekivanja
menadZera i potrosacki sentiment sinkronizirani. To su koincidentni pokazatelji.
Povezanost ta dva fenomena je ipak slabija u razdobljima ekonomskih
poremecaja kao §to su inflacija, recesija i sl. Zato je hipoteza rada prihvacena, a
odgovori na ranije postavljena pitanja su sljede¢i: Europski CCI i ocekivanja
menadzera o njihovoj industrijskoj proizvodnji su snazno pozitivno povezani. Pri
tome je CCI koindicentni, ali ne i prethodeci pokazatelj ocekivanoj proizvodnji u
preradivackoj industriji. Jednako tako se moze zakljuciti da su ankete potrosaca
znatajne ne samo za makroeckonomske analize i prognoze, veé¢ i za poslovno
odlucivanje i upravljanje.

Istrazivanje provedeno u ovom radu primarno je usredotoeno na
Europsku uniju i Europodrucje kao agregatne razine. Istrazivana su prognosticka
svojstva CCl-a u predvidanju oc¢ekivane proizvodnje u preradivackoj industriji,
ali ne i ocekivane proizvodnje menadzera u predvidanju promjena sentimenta
potrosaca. Ova ograni¢enja ¢e se uzeti u razmatranje u sljede¢im istrazivanjima
koja se planiraju provesti po pojedinim zemljama c¢lanicama EU (odvojeno).
Osim toga, ukljucivanjem psiholoskih karakteristika menadzera i potroSaca u
statisticke modele osiguralo bi se preciznije praé¢enje, objasnjavanje i predvidanje
promjena u nacionalnim ekonomijama, kao i na razini Europske unije i
Europodrucja.
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Napomena: Rad je financirala Hrvatska zaklada za znanost projektom
broj IP-11-2013-3858.
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Abstract

Business and Consumer Surveys (BCS) are used as data source in economic
analyses and forecasts. In available previous researches the correlation between
variables and BCS indicators on the one hand, and macroeconomic variables, on
the other hand, are investigated. Based on BCS composite indicators, the
direction of changes of relevant macroeconomic variables can be predicted, up to
several months in advance. In this paper the correlation between consumers’
assessments and expectations and managers’ expectations in manufacturing
industry are investigated. The hypothesis that there is a positive correlation
between the Consumer Confidence Indicator (CCI) and expected production (PE)
is also tested. It is therefore examined if the CCI can be a leading indicator to
PE. The research is conducted for the European Union (EU), Euro area (EA) and
for the Republic of Croatia (RH). It has been noted that the consumers’
expectations and assessments (summarized in CCI) and PE by managers in the
manufacturing industry are positively highly correlated variables and have
approximately the same direction of changes in the analysed period and showed
a similar sensitivity to disruptions in the economy.
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Abstract

Restaurant quality management, as a fairly new area of research, requires
frequent and critical academic monitoring. Previous studies have highlighted the
importance of several quality attributes for the restaurant industry. However, up
until now no study has compared both — restaurant managers" and guests' quality
perceptions from the marketing mix (7P) perspective. This paper analyses
differences in quality perceptions between managers and guests. Two samples —
207 wvalid questionnaires obtained by restaurant managers and 1998
questionnaires obtained by guests of the same facilities were analysed. Research
results indicate that there are statistically significant differences between guests'
and managers' quality perceptions. Factor analysis results show that according to
both — managers and guests, by far the most important marketing quality
attribute for ensuring restaurant quality is People, while other marketing quality
attributes are significantly less/or not important. This research has thrown up
many questions in need of further investigation. It is suggested that future
research focus to other sectors of tourism industry.

Keywords: Restaurant quality, quality management, marketing attributes,
guests, managers
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1. INTRODUCTION

In the highly competitive restaurant industry, satisfying guests is the
critical objective of all businesses. A crucial challenge to all restaurant managers
is how to provide proper quality offer. There are several industry specific
attributes that significantly affect the level of overall service quality (e.g. volatile
demand, small and mostly family run businesses, vast selection of products
offered, intangibility of services, labour — intensive production, intense
competition etc.). In order to gain an advantageous edge in this highly
competitive environment, the marketing literature has consistently emphasized
the importance of marketing orientation as a strategic tool. The growing
recognition of the customer — based marketing approach has suggested that
implementing quality as a marketing tool is the essential element in fostering
customer relationships and sustainable market share (Sedmak, 2011; Ryu and
Lee, 2017; Wang, Law, Hung and Guillet, 2014). Understanding customers’ needs
and expectations is the first step in delivering quality services. The best way to
manage customers’ expectations is to find out what their needs and wants are,
strategize how to meet them and implement these strategies in practice. In the
scientific literature, there are several theoretical models to explore customers’
expectations and assess service quality. After the implementation of the
Conceptual Model of Service Quality (also referred as the five gaps model) and
the SERVQUAL instrument by Parasuraman, Zeithaml and Berry in 1985, the
issue of restaurant service quality has received considerable critical attention.
Several attempts have been made (Kim, Ng and Kim, 2009; Sulek and Hensley,
2004; Vanniarajan, 2009) to improve and develop specific quality measurement
techniques suited to the needs of the restaurant industry (measurement tools are
presented in chapter 2.1.1). All of these techniques focus on specific aspects of
service delivery such as food, environment, cleanliness perception etc. (Ayeh and
Chen, 2013; Barber, Goodman and Goh, 2011; Han, Back and Barrett, 2010;
Mosavi and Ghaedi, 2012; Voon, 2012) and are based on the theoretical concept
of the generic Service quality model. According to the Model, the gap between
customers’ expectations and managers' perceptions of those expectations will
have a major impact on the customers® evaluation of service quality. The first step
in ensuring restaurant service quality is therefore to avoid discrepancies between
managers’ perceptions and guests’ expectations. Only a good knowledge of
guests' expectations might result in managers' more realistic perceptions about
actual and desired quality offerings.

Nevertheless, only a few studies (Briggs, Sutherland and Drummond,
2007; Lau, Akbar and Fie, 2005; Nasution and Mavondo, 2008; Wilkins,
Merrilees and Herrington, 2007; Yavas and Rezayat, 2003) investigated
managers’ perceptions of restaurant quality offerings. Based on a thorough
literature review we couldn’t reliably determine if there are statistically
significant differences in restaurant quality perceptions between restaurant
managers and guests. The purpose of this paper is therefore to investigate and
compare differences in quality perceptions of individual marketing quality
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attributes (7P) from the managers’ and guests' perspective. Restaurant managers
must understand what features connote high quality to their guests in order to
deliver high quality offerings.

To fill this research gap, the current study focuses on seven marketing
attributes that, according to Kotler (2004), form the fundamental part of
restaurant offerings. The goal of this article is to empirically investigate
differences in marketing quality perceptions (7P) between restaurant managers
and their guests. We therefore hypothesize (H1) that there are statistically
significant differences in quality perceptions between guests and restaurant
managers.

As no previous study analysed and compared guests' and managers’
quality perceptions from the marketing perspective the development of a research
instrument was presented. In the second part of the study the instrument
(questionnaire) was empirically tested. The overall structure of the study consists
of five chapters, including this introductory chapter. Chapter two begins by laying
out the theoretical dimensions. Chapter three is concerned with research
methodology. In chapter four results are presented and discussed and finally,
conclusions presented in the last chapter give a brief summary and critique of the
findings.

2. LITERATURE REVIEW
2.1 Service quality

Defining service quality requires a specific approach to quality
measurement, as it is not based on general objectivity and measurability. The
approach from the standpoint of the customer is based on a highly subjective
perspective. While a variety of definitions have been suggested (Gronroos, 1984,
1990; Langer, 1997; Parasuraman, Zeithaml and Berry, 1988; Reeves and Bednar,
1995), this paper is based on the definition suggested by Parasuraman, Zeithaml
and Berry (1985), who defined service quality as the ability of a service to fulfil
and exceed guests’ expectations. The common characteristic of all service quality
definitions (Parasuraman, Zeithaml and Berry, 1988; Reeves and Bednar, 1995;
Ryu and Jang, 2007; Van Vaerenbergh, Lariviére and Vermeir, 2012) is the
consumer — based concept. This makes service quality a highly subjective and
relative phenomenon that differs based on who is judging the quality and which
specific quality indicators (logically merged into different attributes) were used to
assess service quality. In our study, specific marketing attributes involved in the
marketing mix (7P) were used as key quality indicators.

A large and growing body of scientific literature has investigated the
theoretical concept of service quality. Several attempts have been made to capture
the essential characteristics of service quality in different theoretical models.
These models are especially important because they provide a theoretical basis
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for various techniques (tools) for measuring service quality. The American school
(Parasuraman, Berry and Zeithaml, 1993; Parasuraman, Zeithaml and Berry,
1994) is mainly focused on identifying the criteria that consumers use in
evaluating the quality of services. Researchers have contributed a five-step model
of service quality and an instrument for measuring service quality — the
SERVQUAL instrument — in which they defined five dimensions of service
quality: Reliability, Assurance, Tangibles, Empathy, and Responsiveness (also
referred to as the RATER dimensions). Meanwhile, researchers from the
Scandinavian school (Gronroos, 1990; Lehtinen and Lehtinen, 1991) have
identified two major aspects of service quality: technical quality (the tangible
aspect) and functional quality. Drawing on an extensive range of sources, the
scholars (Candido and Morris 2000; Lin, Chan and Tsai, 2009) used various
methods in an attempt to create valid and overall-service quality models. Candido
and Morris (2000) defined a new model with 14 steps, but an in-depth analysis
revealed that the model is mainly based on the five-step model. Overall, none of
these modified models received a significant scientific validation. Conversely,
several authors highlighted the need to break the link between the traditional
American and Scandinavian schools and proposed alternative quality models.
Lin, Chan and Tsai (2009) upgraded the traditional IPA (Importance Performance
Analysis) model and developed a new model called IPGA. The IPGA model is
designed to optimize the use of production resources with the aim of improving
the quality of services offered. Kukanja, Gomezelj Omerzel and Kodri¢ (2016)
stressed the importance of a marketing approach, while Ryu and Lee (2017)
emphasized the perspective of a relationship based on provider's marketing
investment. Nevertheless, all these studies highlight the need for future
development of service quality management.

2.1.1. Techniques for measuring service quality

In our study, we have focused on techniques that collect quality
information based on pre-determined quantitative standards (research
instruments), although the customers’ feedback can also be obtained by a number
of qualitative approaches (e.g. spontaneous observations of guests' reactions,
conversations with guests and employees, following guests’ comments and
reviews posted on internet etc.). According to Uran Maravi¢, Gra¢an and Zadel
(2014) restaurant quality can be measured through different approaches, such as:
external experts' evaluation (e.g. Michelin, Gault Millau and AAA Diamonds);
guests' comments and reviews posted on different web pages (e.g. Yelp, Zagat or
Trip Advisor); reviews performed by journalists (culinary critics) and/or
academics (researchers). Despite the unquestionable significance of qualitative
techniques, in our study we have decided to use the academic approach. Different
academic techniques (also referred to as models) measure service quality basing
on the quality gaps that occur as a result of differences between guests’
expectations and perceptions (e.g. SERVQUAL, DINESERV); some are one-
dimensional and focus solely on service performance evaluation (e.g.
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SERVPEREF, Dineserv.per); some combine quality and importance measurement
of different service factors (SERVIMPERF); and finally some focus on
employees’ responses to specific critical situations (the Critical Incident
Technique — CIT). According to Markovié, Raspor and Segari¢ (2012) the
predominant quantitative measurement technique is the SERVQUAL instrument,
which measures quality basing on the gap between guests’ expectations and
perceptions. According to Aigbedo and Parameswaran (2004), all five RATER
dimensions of the SERVQUAL instrument have not yet been fully validated.
Therefore, the authors propose additional metrics that would better explain the
gap between expectations and perceptions. Other authors (Jensen and Hansen,
2007; Ryu, 2005) have highlighted the need for a tailored academic approach to
service quality measurement. Kukanja (2015) analysed the inclusion of different
quality dimensions in restaurant quality models. According to author (ibid.), some
specific state of the art techniques (e.g. Tangserv, CIERM, CIT) have moved
away from the traditional RATER dimensions of the SERVQUAL instrument,
which indicates the necessity of further quality management investigation in the
restaurant industry.

2.2 Management perception of quality offerings

There are relatively few studies examining the management perception
of quality. Wilkins, Merrilees and Herington (2007) and Nasution and Mavondo
(2008) found that researchers have not considered business executives' quality
perceptions as a prerequisite for high quality service delivery. This view is also
consistent with previous studies in the service sector (Briggs, Sutherland and
Drummond, 2007; Lau, Akbar and Fie, 2005), which suggest that managers may
not always understand what customers really expect and consequently they
misperceive and misevaluate company's quality offerings. In an international
study conducted by Yavas and Rezayat (2003), authors found that management
quality perceptions are mainly conditioned with managers' individual (cultural)
characteristics and organizational characteristics of firms. In another major study,
Wilkins, Merrilees and Herrington (2007) found that managers of luxury hotel
properties in Australia do not perceive quality as a multidimensional construct
and simplify the meaning of the service quality management. According to Lau,
Akbar and Fie (2005) and Dedeoglu and Demirer (2015) service companies must
constantly monitor guests’ expectations and compare them to executive managers'
quality perceptions. Kukanja (2015) analysed restaurant managers’ quality
perceptions. According to author (ibid.) the quality of service staff significantly
influences managers' quality perceptions. As noted by and Martinez-Tur, et al.
(2011) balancing differences between customers® and managers' quality
perceptions should be the key part of each business strategy. In the case of the
Slovenian hotel industry the study by Uran (2003) offers the most comprehensive
empirical analysis of the internal (organizational) gaps in delivering service
quality. According to author (ibid.), due to internal organizational gaps, quality
management cannot be used as a strategy of differentiation in hotel industry.
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3 RESEARCH METHODOLOGY

3.1 Research process and samples description

Following the conceptualization and operationalization of the service
quality construct, a 35-item instrument for assessing restaurant quality was
formulated and empirically tested, as previously done by Kukanja, Gomezelj
Omerzel and Kodri¢ (2016). Although in many questionnaires (Markovi¢, Raspor
and Segari¢, 2012) individual quality indicators are substantively combined to
express several quality characteristics in a single, uniform quality indicator, in our
study we have exclusively used one quality characteristic for the description of
each quality indicator (see Table 1). The level of respondents' perceptions was
measured on a five-point Likert scale, ranging from 1 (strongly disagree) to 5
(strongly agree). The questionnaire is based on the performance (referred to as the
performance — only) aspect of quality measurement (Abdullah and Rozario, 2009;
Keith and Simmers, 2011). This means that guests completed the questionnaire
only after the service encounter, while managers filled out the questionnaire
regardless to guests' feedback. The questionnaire was pretested on five restaurant
managers who were invited to participate in the formation of the research
instrument. Based on their suggestions, some minor changes were made. Our
study was conducted from January to June 2015. The research was performed by
ten interviewers in different restaurant settings in Slovenia. A total of 332
independently operated restaurants were included in the study, representing 10%
of the population. The research was conducted by direct interviews with
restaurant managers (one manager per restaurant) and their guests (ten guests per
restaurant) in randomly selected restaurants. Managers were kindly asked to fill in
the questionnaire. According to surveyors some managers refused to participate in
the study for a variety of reasons. The final analysis is therefore based on 207
valid managers' questionnaires, representing 6.2% of the population in the
country. After interviewing the manager, ten randomly chosen guests in each
restaurant were kindly asked to fill in the questionnaire. Out of a total of 2007
collected questionnaires, the final guests' analysis is based on 1998 wvalid
questionnaires. All questionnaires were sequentially numbered, in order that each
manager's questionnaire corresponds to (ten) guests' responses.

In the first step, descriptive statistics analysis was used to analyse respondents’
demographic characteristics. The majority of managers were an average of slightly less
than 40 years of age (39 years), and the sample was composed of the vast majority of
male managers (69.4%). The largest proportion of managers has completed one of the
programs or vocational secondary education (59.2%), while the higher education
acquired 40% of managers. Despite the overwhelmingly proportion of managers with
lower levels of education we have found that they have a relatively large amount of
work experience in the industry, with an average of 19.2 years. Next, guests'
demographic profile was analysed. Interestingly, the majority of guests were also an
average of slightly less than 40 years of age (39.6 years), and the sample was composed
of almost equal numbers of male (49.4%) and female respondents (50.6%). The highest
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number of guests had completed secondary education (47.2%), while 41.5% of guests
had acquired a high school education, 4.9% had only finished elementary school, and
6.3% had obtained a Master’s degree or PhD.

3.2.  Research instrument development

A relatively small number of studies focusing on managers™ perceptions
meant (see chapter 2.2) that we primarily had to base on studies which analysed
customers’ quality perceptions from various marketing perspectives. Results from
several studies presented below emphasize the importance of different quality
attributes. Nevertheless, no study before has compared managers' and guests' quality
perceptions from the marketing perspective.

3.2.1. Product

Numerous studies have reported that food is undoubtedly the most important
quality attribute in restaurant offering (Gupta, McLaughlin and Gomez, 2007; Kim,
Ng and Kim, 2009; Sulek and Hensley, 2004; Vanniarajan, 2009). Sulek and Hensley
(2004) proposed that the quality of food should be simply defined by three key quality
indicators: food safety, attractiveness, and digestibility. Sedmak (2011) highlighted the
importance of food selection, while Namkung and Jang (2007) stressed the
importance of appearance and taste. Based on presented studies, we used the
following quality indicators (marked as I) in our questionnaire: (I1) offer volume —
selection of dishes; (I2) size of portions; (I3) taste; (I4) appearance; (I5) perception of
food safety.

3.2.2.  People

A large volume of studies (Andaleeb and Conway, 2006; Jaafar, Lumbers
and Eves, 2008; Mosavi and Ghaedi 2012; Voon, 2012) describe the role of people as
the most important quality attribute. Several researchers (Luohe and Tsaur, 2011;
Martinez-Tur, Tordera, Peird, and Potocnik, 2011) confirmed the correlation between
guests’ quality evaluation process and demographic profile of employees', while Wall
and Berry (2007) concluded that guests’ quality perceptions heavily depend on the
type of restaurant itself. A study conducted by Waxman (2006) not only stressed the
significance of staff’s attitude but also revealed the importance of their social
competencies (e.g. sense of altruism, warmth, understanding etc.). The importance of
people (staff) was also highlighted by Kukanja, Gomezelj Omerzel and Kodri¢
(2016). The design of our questionnaire has been based on the results of the presented
studies, and some quality indicators were logically introduced from the SERVQUAL
instrument (employees’ politeness), DINESERV model (well-trained, competent and
experienced staff, number of staff) and the Tangserv questionnaire (customers’
interactions with other guests). Indicators that have been introduced to our
questionnaire are: (I6) hospitality of staff; (I7) professional competencies; (I8)
sufficient number of staff; (19) importance of the presence of the restaurant manager;
(110) distracting presence of other guests.

47



EKON. MISAO I PRAKSA DBK. GOD XXVI. (2017.) BR. 1. (41-61) M. Kukanja: QUALITY....

3.2.3. Price

Assessment of quality is particularly problematic in terms of individual
price perception. According to Kim and Kachersky (2006) the perceived price
level is the result of a personal psychological process. This view is also supported
by Meng and Elliott (2008) who stressed the importance of individualism in price
perception. According to authors (ibid.), especially the “fair price” perception
significantly influences guests’ overall quality perception. We have noted, that
price was not identified as the most important quality attribute in any of the
presented studies. Nevertheless, several studies stressed the importance of
different individual price indicators (e.g., an accurate bill is also a quality
indicator in the DINESERV model). Following the above discussion, we may
suppose that price perception can be measured based on the following indicators:
(I11) understandability of prices; (I12) bill accuracy; (I113) value for money; (114)
price competitiveness; (I15) expected price level vs. actual price level.

3.2.4. Processes

The quality of this attribute is most often assessed according to different
activities of service staff. Ha and Jang (2010) have primarily treated the quality of
the service encounter as a multidimensional construct, which is most often the
result of guests’ subjective evaluation of different service activities (e.g. the
process of welcoming guests, acceptance of orders etc.). Heung, Wong, and Qu
(2000) reported that the speed of service is the most important element in
determining guests’ perception of quality. Conversely, Nam, Ekinci and Whyatt
(2011) state that it still remains unknown which service activities actually
influence guests' overall quality perceptions. Based on the literature review, the
following quality indicators were included in our study: (I116) staff responsiveness
to questions; (I17) staff helpfulness in serving guests’ needs; (I18) staff
responsiveness, (I119) restaurant working hours; (I120) waiting time.

3.2.5. Physical evidence

The importance of the physical — tangible environment (also referred to
as the servicescape) has been stressed by several authors (Cheng, et al., 2012;
Kim and Moon, 2009; Ryu and Jang, 2007). According to Barber and Scarcelli
(2010) especially factors associated with cleanliness and noise significantly
influence guests’ perception of restaurant quality. The design of our questionnaire
has been based on the results of the presented studies, and some quality indicators
were logically introduced from the SERVQUAL instrument and the DINESERV
model (neat and presentable staff); Tangserv (design in accordance with food
offering and sense of security); and the SERVPERF questionnaire (cleanliness
and visual appearance). Based on findings presented in this section the following
quality indicators were included in our questionnaire: (I21) cleanliness of the
premises; (I22) neat and presentable staff, (I123) comfort; (I24) design in
accordance with food offering; (125) sense of security.
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3.2.6. Promotion

According to Sedmak (2011) direct sales present the only form of
promotion that provides instant feedback from guests. The success of direct
(personal) sales heavily depends on competences, professionalism and charisma
of service staff. Aside from the functional aspect of quality, which heavily
depends on staff's recommendations and guests’ promotional activities (e.g., word
of mouth), the quality this attribute is also perceived through the quality of
different technical elements, such as menu design, outdoor sign boards, leaflets
and wine lists (Din, et al., 2012). Taylor and Long-Tolbert (2002) found that
discounts and special offers (e.g. happy hours) also influence guests' quality
perceptions. In light of the evidence presented in this section, the following
quality indicators were included in our questionnaire: (I26) visible marketing
signs; (I27) signs of special attention and compliments; (I28) service staff
recommendations; (129) special offers; (130) advertising activities in media.

3.2.7. Placement

In restaurant industry, channels of distribution are most often direct —
personal. Sedmak (2011) states that other important channels of distribution are
geographical location and indirect distribution through travel agencies and other
providers. The importance of location was also emphasized by Bowie and Buttle
(2004), and Parsa, et al. (2011). We have decided to include the following
indicators in our study (tangible indicators were logically introduced from the
Tangserv questionnaire): (I31) entrance accessibility; (I32) accessible parking
areas; (I33) neat and clean surroundings; (I34) perception of whether the
restaurant is worth the distance travelled; (I35) indirect distribution.

4. RESULTS AND DISCUSSION

The next section of the survey was concerned with the evaluation of
perceived quality. Results presented in table below (Table 1) show that both
groups of respondents (guests and managers) evaluated all marketing quality
attributes relatively highly. The average mean value for managers' perceptions is
4.24. Among the seven quality attributes, the highest-rated attribute was product
(mean value 4.72), with food safety as the highest rated indicator (4.89). Results
indicate that the lowest perceptions are related to attribute promotion (mean value
3.86), with the lowest scores related to indicator 129 — special offers (2.83).

Evaluation of guests' responses show that the average mean value of
their perceptions is slightly lower (3.98) in comparison to managers' feedback.
Among the seven quality attributes, the highest-rated dimension was also product
(mean value 4.34), with 15 — food safety as its highest rated indicator (4.47).
Interestingly, the lowest guests' perceptions are also related to the attribute
promotion (mean value 3.57), with the lowest scores related to indicator 130 —
advertising in social media (2.95).
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Table 1.
Quality assessment — descriptive statistics
. Mean Coefficient of variation (%)
Quallty L} \J Al Al
attributes Guests ) Managesrs Guests . Manage.rs
perceptions perceptions perceptions perceptions
Product
11 4.26 4.58 18.64 13.78
12 4.27 4.75 19.11 10.61
13 435 4.80 17.70 9.58
14 4.28 4.58 18.88 13.47
15 4.47 4.89 16.82 7.77
People
16 4.26 4.68 20.52 11.86
17 4.13 4.50 21.84 14.98
18 4.13 435 21.40 18.89
19 3.68 4.27 32.80 25.74
110 2.51 2.58 54.26 53.39
Price
111 4.52 4.83 16.17 9.68
112 4.67 4.93 13.88 5.48
113 4.26 4.82 19.95 10.13
114 4.11 4.60 22.21 17.65
115 2.12 1.90 57.50 62.56
Processes
116 4.24 4.56 21.84 14.57
117 4.04 4.69 24.80 12.06
118 4.18 4.68 21.10 11.79
119 4.29 4.63 19.81 14.47
120 4.10 4.57 22.00 13.00
P. evidences
121 4.34 4.74 18.04 10.11
122 4.28 4.65 19.30 12.29
123 4.22 4.66 20.14 12.75
124 4.26 4.61 20.16 14.45
125 4.49 4.86 16.35 7.97
Promotion
126 3.97 435 25.69 18.89
127 3.41 4.24 36.86 20.25
128 4.00 4.49 23.68 18.09
129 3.53 2.83 3431 46.89
130 2.95 3.36 43.90 37.06
Placement
131 4.01 4.40 26.38 21.57
132 3.78 4.18 33.99 30.58
133 3.99 4.45 24.51 17.38
134 3.99 4.57 24.71 17.98
135 3.37 2.65 38.43 52.06

Source: Author's calculations

In order to test our hypothesis (H1), which suggests that there are
statistically significant differences between guests' and managers’ marketing
quality perceptions, a detailed analysis of quality assessment between the two

50



EKON. MISAO I PRAKSA DBK. GOD XXVI. (2017.) BR. 1. (41-61) M. Kukanja: QUALITY....

groups of respondents was performed. Paired r—test was used in order to
determine whether there are statistically significant differences between different
attributes' mean scores (see Table 2). As can be seen from the table below, there
are statistically significant differences between guests' and managers' perceptions
for all seven quality attributes. Research results clearly indicate that restaurant
managers assess restaurant quality significantly higher than guests.

Table 2
Quality assessment (¢ — statistics)

Quality Mean value Mean Comparison of means __
attributes (managers) value Difference - Significance

(guests) statistics level
Product 4,72 4,34 0,38 11,68 0,000
Physical e. 4,70 4,33 0,37 11,15 0,000
People 4,08 3,75 0,32 8,78 0,000
Processes 4,63 4,19 0,44 10,93 0,000
Promotion 3,86 3,58 0,28 7,08 0,000
Placement 4,05 3,83 0,22 5,83 0,000
Price 4,22 3,94 0,27 10,28 0,000
Average 4,32 3,99 0,32 - -

Source: Author’s calculations

In the next section of the study, two exploratory factor analyses were
performed in order to assess guests' (EFA1) and managers' (EFA2) structure of
perceived quality. With factor analyses, we have tried to obtain further in-depth
information on the importance of different quality attributes. Preliminary
evidences of scales’ reliability, factor structures and validity on the basis of the
analysed data are presented next.

First, we checked whether the answers to the above 35 indicators
(factors) were normally distributed. Because we could not confirm a normal
distribution for any of the selected factors for EFA1 and EFA2 (the Kolmogorov
Smirnov Test was used), we had to use the Principal Axis Factoring method for
both analyses. The first test was performed in order to evaluate the suitability of
information for the inclusion in EFA1. Thus, on the basis of the value of the
Kaiser — Meyer — Olkinov (KMO) measure of sampling adequacy (0.958), as well
as the outcome of the Bartlett test of sphericity (¥2=31071,468; degrees of
freedom=595), we estimated that all included variables are suitable for factor
analysis. The majority of factors had satisfactory communalities (> = 0.50),
suggesting that the greater part of their variability can be explained by the
influence of common factors. Three indicators with too low communalities — 19
(0.132), 110 (0.190), and 130 were excluded from the evaluation process. After a
few successive iterations of the EFA1 model evaluation, we finally selected as
most appropriate the model with 23 indicators (presented in Table 3). The
suitability of information for inclusion in the final model is also supported by the
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values of KMO (0.957) and the outcome of the Bartlett test (y=223289.398;
degrees of freedom=253). Factor weights with factor loadings above 0.3 and
factors that contain more than three items were retained. Based on a rotated factor
solution, we have chosen a final model with 23 indicators belonging to three main
factor groups (attributes). Results presented in table 3 clearly indicate that guests’
quality perceptions are mainly based on the quality of the following marketing
attributes (respectively): people (40.97%), placement (5.05%), and product and
physical evidences (4.22%). In order to assess internal consistency Cronbach’s
alpha (o) was calculated. The values for all factor groups (people = 0.764;
placement = 0.900; product and physical evidences = 0.900) indicate a reasonably
good reliability (o >0.8).

Table 3.
Rotated factor solution — EFA1
Quality attributes — 7P
Quality indicators (T) People Placement Product.and physical
evidences

117 0.879 —0.096 0.047

116 0.751 —0.045 —0.049
127 0.740 0.024 0.144

118 0.709 —0.006 —0.096
128 0.649 0.094 —0.034
17 0.646 0.038 —0.137
16 0.551 0.054 —0.158
18 0.473 0.019 —0.187
113 0.450 0.084 -0.178
134 0.259 0.448 —0.074
132 —0.104 0.759 0.038

131 0.082 0.733 0.020

133 0.094 0.602 —0.104
13 0.027 —-0.041 -0.747
14 0.002 —0.016 —0.743
15 —0.072 0.022 -0.729
25 —0.041 0.097 —0.676
2 —0.026 —-0.008 —0.667
11 0.108 —0.060 -0.649
123 0.138 0.088 —0.502
21 0.211 0.094 -0.495
122 0.328 0.054 —0.416
124 0.320 0.044 —0.395
Explained variance % 40.973 5.058 4.221

*Indicators greyed out were removed from factor analysis.

Source: Author’s calculations

Next, EFA2 was performed. Based on the value of the KMO measure of
sampling adequacy (0.828), as well as the outcome of the Bartlett test of
sphericity (¥2=2536.781; degrees of freedom=595), we estimated that all
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indicators are suitable for factor analysis. The majority of factors had satisfactory
communalities (> = 0.50). Two indicators with too low communalities — 15
(0.290) and 110 (0.237) were excluded from the analysis. After a few successive
iterations of the model evaluation, we selected the model with 15 indicators
(presented in Table 4). The suitability of information for the inclusion in EFA2 is
also supported by the values of KMO (0.866) and the outcome of the Bartlett test
(x=1130.289; degrees of freedom=105). Although some communalities belonging
to different factors have little lower values than recommended (0.5) (see Table
below), based on a rotated factor solution we have decided to include three main
factor groups in the final model, as it allows a more meaningful interpretation of
the model. As can be seen from table 4, factors (quality indicators) belonging to
quality attributes promotion, placement and price, were logically merged into a
new — common quality attribute. Based on the rotated matrix of factor weights
presented in table 4, it is clearly evident that according to managers' quality
perceptions only 15 indicators belonging to three attributes (factor groups) are
important in delivering overall restaurant quality (respectively): people (33.04%);
promotion, placement and price (8.46%); and product (5.60%). To assess internal
consistency Cronbach’s alpha (o) was employed. The values for all factor groups
(people = 0.689; promotion, placement and price = 0.800; product = 0.756)
indicate acceptable reliability.

Table 4.
Rotated factor solution — EFA2
Quality attributes — 7P
Quality indicators (I) People Promotion, p!acement Product
and price

18 0.703 0.039 0.040
17 0.665 -0.126 0.112
127 0.643 —0.031 —0.098
117 0.622 —0.086 0.073
16 0.445 —0.196 0.276
124 0.323 —0.249 0.194
114 0.025 —0.846 —0.067
134 —0.035 —0.722 0.078
128 0.298 —0.596 —0.060
12 —0.088 0.070 0.724
125 —0.153 —0.261 0.604
13 0.093 —0.062 0.584
14 0.240 0.113 0.506
I1 0.254 0.055 0.445
122 0.311 —0.006 0.416
Explained variance % | 33.043 8.468 5.605

*Indicators greyed out were removed from factor analysis.

Source: Author's calculations
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Based on results of both analyses — EFA1 and EFA2, it is clearly evident
that according to guests' (40.97%) and managers™ (33.04%) beliefs the quality of
people (staff) has the greatest importance in assuring overall restaurant quality.
These results are consistent with studies (Andaleeb and Conway, 2006; Jaafar,
Lumbers and Eves, 2008; Mosavi and Ghaedi 2012; Ryu and Lee, 2017; Voon,
2012) describing the quality of people (staff) as the most important quality
attribute for the restaurant industry. Interestingly, the second most important
attribute for guests is placement, while for managers the second most important
attribute is composed from attributes promotion, placement and price. Results
clearly indicate that price did not influence guests’ quality perceptions, although
demand in restaurant industry tends to be highly price elastic (Sedmak, 2011).
Therefore, we may suppose that guests (in terms of quality perceptions) are not
price sensitive, if restaurant offerings satisfy their quality expectations. This is an
important issue for future research. Finally, results indicate that for both groups of
respondents product (food) is only the third most important quality attribute. This
finding is contrary to previous studies (Gupta, McLaughlin and Gomez, 2007,
Kim, Ng and Kim, 2009; Sulek and Hensley, 2004; Vanniarajan, 2009) which
have suggested that food is undoubtedly the most important quality attribute in
restaurant offering. The most obvious finding to emerge from the analysis is, that
according to guests' and managers' responses not all seven marketing quality
attributes (7P) influence restaurant quality perceptions.

5. CONCLUSION

The purpose of this study was to determine how guests and restaurant
managers perceive restaurant quality from the marketing perspective. In
reviewing the literature, no data was found on the association between guests' and
restaurant managers' quality assessment. Previous studies evaluating restaurant
quality highlighted the importance of different quality attributes for the restaurant
industry. Based on the literature review, we have tested a new marketing —
oriented research instrument for measuring guests' and managers' perceptions of
restaurant quality.

The evaluation of responses shows that the overall mean value for
guests' quality assessment is slightly lower in comparison to managers' overall
quality perception. Interestingly, for both groups of respondents the highest —
rated attribute was product and the lowest perceptions are related to the attribute
promotion. Based on results of exploratory factor analyses (EFA1 and EFA2), it
is clearly evident that according to guests' and managers' beliefs the quality of
people has the greatest importance in assuring overall restaurant quality.
Surprisingly, food quality was found to have little significance in determining the
perception of restaurant quality. Returning to the hypothesis posed at the
beginning of this study (H1), it is now possible to state that there are statistically
significant differences between guests' and managers' perceptions of different
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marketing quality attributes. Nevertheless, we can conclude that similarities in
quality perceptions exist between both groups of respondents.

This research extends our knowledge of restaurant quality management.
This is the first time that marketing attributes have been used to compare guests'
and managers' quality perceptions. The generalisability of the marketing
approach makes these results easily comparable to other tourism sectors.
Nevertheless, number of important limitations need to be considered. The current
study only examined domestic respondents’ perceptions of restaurant quality.
Therefore, additional caution must be applied in generalizing these findings.

In terms of directions for future research, further work could examine
whether differences exist between managers of different types of facilities (e.g.
full board hotel restaurants, traditional inns etc.) and different segments of guests.
Randomised controlled trials combining quantitative and qualitative research
approaches could provide more precise evidence on the importance of the
presented results. Further research should also focus on determining
how restaurant managers measure/explore guests' quality perceptions. Concerning
the enormous importance of staff, further research focusing on the role of this
attribute could provide a more detailed understanding on how to manage human
resources in the restaurant industry. For managers, these results indicate the value
of investing substantial effort in understanding the complexity of restaurant
quality management. Furthermore, as people presents only one attribute of the
marketing mix, managers should regularly measure guests’ quality perceptions in
order to improve the quality of their offerings and re-evaluate their marketing
strategies.
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MJERENJE KVALITETE U RESTORANSKOJ
INDUSTRIJI S MARKETINSKE PERSPEKTIVE:
USPOREDBA PERCEPCIJE KVALITETE S GLEDISTA
GOSTIJU I MENADZERA

Sazetak

Upravljanje kvalitetom u restoranima, kao relativno novo podrucje istrazivanja,
potrebno je ucestalo i kriticki pratiti iz akademske perspektive. Ranija
istrazivanja skrenula su pozornost na vaznost nekoliko atributa kvalitete u
industriji restorana. Medutim, do danas nijedna studija nije usporedila percepcije
kvalitete od strane, i menadzera restorana, i njihovih gostiju u kontekstu
marketinga (7P). U ovom radu analiziraju se razlike izmedu percepcij kvalitete
menadzera i gostiju. Istrazivanje je provedeno na dva uzovka — 207 valjanih
upitnika koje su uspunili menadzeri restorana i 1998 upitnika koje su ispunili
njihovi gosti. Rezultati istrazivanja pokazuju postojanje statisticki znacajnih
razlika u percepcijama kvalitete izmedu gostiju i menadzera. Rezultati faktorske
analize pokazuju da su ljudi i prema menadzerima i prema gostima daleko
najvazniji atribut kvalitete u marketingu kojim se utvrduje kvaliteta restorana.
Ostali atributi kvalitete u marketingu prema ovim rezultatima manje su ili nimalo
znacajni. Istrazivanje je otvorilo mnoga pitanja koja je potrebno dalje istrazivati.
Daljnja istrazivanja trebala bi se usmjeriti na druge sektore turisticke industrije.

Kljucne vrije¢i — kvaliteta restorana, upravljanje kvalitetom, marketin§ki
atributi, gosti, menadZeri.
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Abstract

The aim of the study is to investigate the determinants of abnormal audit fees in
Nigerian quoted companies, with specific emphasis on how the firm size, Big4,
profitability, joint audit, and leverage impact on abnormal audit fee. The study
involved about eighty four (84) manufacturing companies quoted on the Nigerian
Stock Exchange as at 31" December 2014. A sample of 56 companies representing
67% was finally selected for the study. Panel regression estimation technique was
used in the analysis of the variables. The choice of the panel regression technique is
premised on its quality of unbiasedness, increased data point, and control for
individual heterogeneity. To test the accuracy of the model, we employed the classical
regression assumption tests of normality, heteroskedasticity, serial correlation and
multi co-linearity. The study found a positive and statistically significant relationship
between the interaction of Big 4 audit firms and firm size and the dependent variable
of abnormal audit fees which implies that large firms using Big 4 audit firms tend to
pay abnormal audit fees. We, therefore, recommend that large firms should patronise
reputable indigenous audit firms.

Keywords: Abnormal audit fee, firm size, profitability, joint audit, leverage
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1. INTRODUCTION

In the developed countries of Europe and America, empirical
consideration on issues of abnormal audit fees is sparse, except for Choi, Kim and
Zang (2006) on abnormal audit fees and audit quality; Xie, Cai, and Ye (2010) on
abnormal audit fees and audit opinion. However, the same cannot be said of
developing countries with emphasis on Nigeria. In general, whether in the
developed or developing countries, issues of determinants of abnormal audit fees
have not received much empirical attention, safe for Ilaboya and Campbell
(2015). This paucity of empirical literature creates a knowledge gap which forms
the basis of this current contribution. Therefore, the fundamental objective of this
study is to investigate the determinants of abnormal audit fees.

From casual empiricism, if normal and abnormal audit fees are borne out
of the services of the auditor, it is therefore expected that the determinants of
normal audit fees should be the same as the determinants of abnormal audit fees.
However, the truism of this assertion lacks empirical justification, hence the
motivation for the study.

This study contributes to the small but burgeoning body of knowledge
on the dynamics of the determinants of abnormal audit fees by bridging the gap
occasioned by sparse empiric in this regard. In Nigeria, while this may not be the
first attempt on the issue, we also made a methodological advancement having
focused on 56 manufacturing companies compared to the narrow Nigerian
banking sector which was the focus of the earlier study.

In a preview of the regression result, we find a positive and significant
relationship between firm size, the interaction between firm size and Big 4 and
the dependent variable of abnormal audit fees. On the other hand, the relationship
between the variable of Big 4 and abnormal audit fees is both negative and
statistically significant at the 5% level.

The remainder of the paper proceeds as follows: section two focuses on
an empirical review of the literature, section three addresses methodology of the
study with an emphasis on analytical framework and modelling, section four
focuses on estimation results and discussion of findings, while section five
concludes the study.

2. REVIEW OF EMPIRICAL LITERATURE
2.1. Abnormal Audit Fees

Audit fees are of two types. The first are normal fees, which reflect the
cost to perform the audit, including labour costs, expected litigation risk losses
and normal profit (Simunic, 1980; Choi, Lui&Sumunic, 2005, Asthana & Boone
2012). Normal fees are usually determined by factors that are common across
different clients such as client size, client complexity, and client-specific risk.The
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second kind is abnormal fees that include abnormal profits from audit
engagement (Asthana & Asthana, 2012). These are fees specific to an auditor-
client relationship (Higgs &Stantz, 2006; Choi, Kim & Zang, 2006). Extant
empirical literature is replete with studies on the determinants of audit (normal)
fees. (Antle, Gordon, Naraymoorthy& Zhou, 2006; Asthana & Asthana, 2012;
Choi, et al., 2005; Simunic, 1980; Whisenant, Sankaraguruswamy &
Raghynandan, 2003). But the same cannot be said of abnormal audit fees.

2.2. Firm Size and Abnormal Audit Fees

Simunic (1980) pioneered the publication in this subject area and firm
size seems to be the core explanatory variable in the study of abnormal audit fees.
This appears intuitive because, audit fees are paid according to the time spent in
completing a given job. Bigger companies are usually involved in a greater
number of transactions that necessarily require longer hours for an auditor to
inspect. Whisenant et al., (2003); Davis, Ricchiute, and Trompeter (1993); and
Ashbaugh, Lafond, and Mayhew (2003) found a positive relationship between
firm size and audit fees. Different measures of company size exists: total assets
(Taylor & Baker, 1981) ; total sales and number of employees
(Haskim&Williams, 1988). According to Sandra and Patrick (1996), the
relationship between the size of the clients firm and abnormal audit fees is
unlikely to be linear. Pong (1999) observed that it is possible that both assets and
turnover feature in a model of the determination of abnormal audit fee. According
to Karim and Moizer (1996), the internal control procedures are likely to be more
sophisticated in larger companies than smaller ones. The internal control system
reduces the risk of errors, and due to this, the total time of the audit will be
decreased.

2.3. Big 4 and Abnormal Audit Fees

According to Francis (1984) larger audit firm will charge higher fees to
deliver high-quality services in a competitive market in which there is a demand
for service differentiation. Thus, audit fees can be used to analyse audit quality
and whether there is a demand for differentiation in auditing market. There is still
uncertainty as to whether being one of the large audit firms (KPMG, Deloitte,
Ernst & Young, and Price Water House Coopers) increases the fees charged for
auditing and consulting services. Palmrose (1986) hypothesised three scenario in
explaining Big4 and audit fees: the monopolistic nature of the market require high
fees; fee premium is charged due to the expected quality of audit and the
proposition of lower prices as a result of economies of scale.

DeAngelo (1981b) takes the same perspective and emphasised that large
firms will lose more regarding reputation when they make a mistake and,
therefore, have an added incentive to do quality work. Other authors also note the
existence of the price premium charged by the Big4 auditors (Whisenant et al.,
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2003; Zaman, Hudaib, and Haniffa, 2011).Ashbaughet al., (2003) and Defond,
Raghunanda, and Subramanyam (2002) show that companies that hire Big Four
firms pay higher consulting fees, but Antle et al. (2006) did not find any
significant result.

24. Profitability and Abnormal Audit Fees

Profitability is the level of profit in relation to the volume of activity.
The profitability of the client can be determined by either the income or loss
figure disclosed in the income statement (Firth, 1997; Francis & Simon 1987;
Low, Tan, & Koh, 1990; and Karim & Moizer, 1996). Different measures of
profit have featured in different accounting researches such as: return on asset
(ROA), return on equity (ROE), return on capital employed (ROCE), return on
investment (ROI). Clients disclosing high-level of profit may lead to higher audit
fees (Pong et al. 1994). It has been established in extant literature that the amount
of audit fees is a function of the profitability of the audit client (Sandra & Patrick,
1996) even though some other researches have established a negative relationship
between profitability and audit fees (Sankaraguruswam & Whisenant, 2005).

2.5. Joint Audit and Abnormal Audit Fees

Joint audit occurs in a situation where two or more auditors are involved
with the audit of business entity resulting in one audit report. The auditors in a
joint audit assignment perform both audit planning and field work together. In
addition to improving the quality of audit, joint audit provides a reasonable check
on the auditors’ diligence and ensures the independence of the auditors (Piot
&Janin, 2007). The effect of joint audit on abnormal audit fees is a function of the
interaction between the auditors. That is, companies with joint audit pay
significantly less for their audit than companies without joint audit, hence, there
is a negative relationship (Gonthier-Besacier & Schatt, 2007). The relationship
tends to be vague if the joint audit involves a Big4 and a smaller audit firm
(Lesage, Ratzinger-Sakel & Kettune, 2012). Against the above backdrop, the
relationship between joint audit and abnormal audit fees is ambiguous. This
ambiguity creates a gap that this research will fill.

2.6. Leverage and Abnormal Audit Fees

Lu and Sapra (2009) observe that companies with higher business risk
are associated with auditor conservatism and that increased customer pressure
improves auditing quality in this situation. Zaman et al. (2011) opine that
leverage is positively related to abnormal audit and consulting fees because,
companies that are highly levered require more careful monitoring to shelter them
from financial and market risks. Bedard and Johnstone (2004) and Defond et
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al.,(2002) find a positive relationship between leverage and abnormal audit fees.
While Chaney, , and Shivakumar (2004) report a positive relationship between
short-term financial risk and auditing expenses concerning consulting, Ashbaugh
et al., (2003) identify a positive relationship between leverage and consulting fee.

3. METHODOLOGY
3.1. Analytical Framework and Model Specification

The framework for the analysis of the determinants of abnormal audit
fees in Nigeria quoted companies is the Jensen and Meckling (1976) agency
theory. The theory addresses the relationship between resource owners and
resource managers which often results in conflict of interest. Alchaian and
Demsetz (1972) were the first to argue that monitoring the performance of
individual work effort is always at a cost to any firm and those organizational
inefficiencies are created when the flow of information on individual performance
is decreased or blocked. The agency theory advanced two main conflict: How to
align the conflicting goals of the principal and the agent and how to ensure that
the performance of the agent is in tandem with the expectations of the
manager.The solution to cither of these agency problems is to ensure that
executives or managers act in best interest of the owners by increasing the
amount and quality of information available to the principals and making senior
executives part owners of the firm through their compensations packages (Watts
& Zimmerman, 1983).

Against the above backdrop, we expect that abnormal audit fees will be
related to the size of the firm. Consistent with Antle et al., 2006; Choi et al.,
2005; Simunic, 1980; &Whisenant et al., 2003) a functional relationship is
expected between the size of the firm and abnormal audit fee in the form:

ABNFEE= f (firm size) - - - - - - - (1)

In the same vein, we expect the interaction between firm size and Big 4
auditors to be related to abnormal audit fees. This is because; the size of the firm
or company will mean complex activities that may require the services of the Big
4 firms.

From extant literature, profitability is related to normal audit fees (Pong
& Whittington,1994; Sandra et al., 1996;). It is also expected that more profitable
firms will pay abnormal audit fees. Hence, a significant relationship exists
between firm profitability and abnormal audit fees (Chan, Ezzammel, Gwilliam
1993; Hay, Knechel, and Wong, 2006). Therefore

ABNFEE = f (Profitability) - - - - - (i)

Joint audit is also expected to relate to abnormal audit fees.Gontheir-
Besacier et al., (2007) observed a negative relationship between joint audit and
audit fee. Therefore;
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ABNFEE = f (Joint Aud) - - - - - - (i)

Consistent with Lu et al. (2009), leverage is related to normal audit fees.
Consistent with Bedard et al. (2002); Chaney et al. (2004);Defond, Francis and Wong
(2002) and Zaman et al. (2011), there exist a positive relationship between leverage and
abnormal audit fees. Hence,

ABNFEE = f(Leverage) - - - - - - (@iv)
Collecting equations 1,2,..., 4 in a functional form, we have;

ABNFEE = f(firm size, big 4, profitability, joint audit, leverage) - (v)
Equation (vii) is expressed in econometric form as;

ABNFEEit = B1 + B2Fsizeit + B3 Bigdit + f4Fsize*Big4 + 5 Joint audit + 6
Profit-Marginit

+B7Levit+ (it - ; - ; ; ; )

Where; ABNFEE = Abnormal audit fee;F size = Firm size,Big 4 = Big Four
;Profit -- margin Profitability; Joint aud = Joint audit ;Lev = leverage

It is presumptively expected that,
B2,B3,B4,p5, p6, p7>0 from theory and extant literature.

The table below explains the dependent (regressand) variables,
independent variables (regressors), how these variables are measured, the sources
of information and the co-efficient sign expected.

Table 1

Measurement of Variables
Variable Variable Variable Measurement Source Co-efficient
definition Name Sign expected
Regressand: ABNFEE | Measured as 5 years industry
Abnormal median deviations of audit fees
Audit Fees
Regressors: Fsize Firm size was measured using Simunic +
Firm Size total assets (1980)
Big Four Big 4 Dummy variables, “I” for Big Francis +

4, ‘O’ for None Big 4 (1986)
Profitability Profit Profit after tax to revenue Sandraet | +

Margin al. (1986)

Joint audit Joint Aud | Joint audit engagement was Hay +
engagement measured as dummy; where (2006)

“1” is joint audit and “O”

otherwise
Leverage Lev Total debt/Total asset Zeman +

(2011)

Source: Researcher’s compilation (2015).
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3.2. Research Design

The population of the study is the 84 manufacturing companies listed on
the Nigerian Stock Exchange as at December 2014. A total of 56 (fifty-six) firms
were purposively (based on the availability of annual reports) selected to form the
sample size of the study. The sample constitutes about 67% of the population
which can be said to be representative of the population of study.

3.3. Data Estimation Techniques

Data was estimated using the Panel regression technique. The
justification for using panel regression is that it gives a large number of data
points, increases the degrees of freedom and reduces the co-linearity among
explanatory variables. The research design adopted in this study is a combination
of the time series and cross-sectional analysis because it will enable us to have an
in-depth understanding of the determinants of abnormal audit fees in Nigerian
companies.

34. Regression Diagnostics

To test the accuracy of the model, we carried out the usual diagnostic
tests. We tested for the standard normal distribution of the regression variables
using the standard Jarque-Bera test.

JB =M(S2 +1(k—3)2j
6 4 -- - - - - - (vid)

Where S = Skewness, K = Kurtosis,K =Estimated coefficient used to create the
series

We tested for serial correlation using the Durbin-Watson statistic given as:

< (/&t _ At—l)z

d=2, —=
=2 Z,&z
t=l1
To avoid some of the pitfalls of the Durbin-Waston statistics, we applied the
Breusch-Godfrey test of the form:
u,=XB+PRu, ,+Pu, ,+..Pu

- - - - - - (viii)

=P - - - (ix)
With the chi-square test of nR*~ X (df = p)

We tested for the non-constant variance of the error term (heteroskedasticity)
using the Breusch-pagan test of the form:
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bp = %(u —ul) 2(2'2)™ 2" (u—wul)

S
Where u = (el?, e27...eu?)
I = nx1 vector of ones
1&, , ée,
V:—Z(el -—)
n = no. - - - - - - (x1)

In testing for specification error, we adopted the Ramsey RESET test which
assumes that:

Yi=A+AXi+V,

- - - - - (xii)
. 72 3
Yi=f+BX + BY + B +u, 3 B - (xiil)
Therefore,
F =(R; — R} ) /Number of new regressors
(1- R} /(n-number of parameters in new model. - (xiv)

With high f value, it means the model is not mis-specified

4. ESTIMATION RESULTS AND DISCUSSION OF
FINDINGS

4.1. Descriptive Statistics

The table below reveals the mean deviation of the variables in the study,
the standard deviation and their degree of normality.
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Table 2
Results of the Descriptive Statistics
ABNFEE [OINTAUD BIG4  [FSIZE  [PAT MAGIN [TL_TA

Mean 9129.043 [0.028133 [0.800512[7.003785 [0.013632 0.581253
Median 0.000000 [0.000000 | 1.000000 [6.950000 |0.060000 0.560000
Maximum  [209468.0 [1.000000 |1.000000 |8.540000 [0.710000 1.680000
Minimum __ [11000.00 [0.000000 |0.000000 [4.940000 |-11.23000 0.410000
Std. Dev.  [29304.00 [0.165565 [0.400128 [0.769052 |0.592283 0.226403
Skewness  [3.806106 [5.707399 [1.504002 [0.064582 [-17.61437 0.566928
Kurtosis 20.65591 [33.57440 [3.262022[2.090932 |333.9509 5.721890
Jarque-Bera [6022.654 [17352.12 [148.5269 | 13.73532 | 1804621. 141.6448
Probability [0.000000 [0.000000 [0.000000 [0.001041 [0.000000 0.000000
Sum 3569456. [11.00000 [313.0000 [2738.480 [5.330000 227.2700
Sum Sq. Dev. [3.35E+11 [10.69054 [62.43990 [230.6618 |136.8114 19.99069
Observations [391 [391 [3901 391 391 391

Source: Researchers computation (e-views 8) 2015

The result of the descriptive statistics shows large JarqueBera values
which imply that the regression variables follow the standard normal distribution.
This is evident in the bell-shaped histogram in figure 1. The standard deviations
are relatively small except the abnormal audit fee with a standard deviation of
29302.4. The result of the standard deviation shows that the variables are
clustered round the mean. The mean abnormal audit fee is #9,129M with
maximum and minimum values of #209468 and #-11,000 respectively. The
positive kurtosis shows the variables are highly peaked near the mean.

The table below shows the histogram normality test of the regression
variables and the degree of skewness of variables examined.
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120
] Series: Residuals
o Sample 1 391
100 4 - Observations 391
804 Mean -8.62e-12
Median -3656.435
Maximum 172062.2
60 - Minimum -26704.88
Std. Dev. 22807.38
40 Skewness ~ 4.043015
Kurtosis 24.99624
20 Jarque-Bera 8947.687
F Probability ~ 0.000000
0 ! ! — === | £ !

— L e —F i
0 40000 80000 120000 160000

Figure 1 Result of the Histogram Normality Test

The histogram normality test revealed a mean Jarque- Bera value of
8947.687 and an associated probability value of 0.000000 which reveals the
normality of the regression variables. The bell-shaped histogram is an evidence of
normal distribution. The mean kurtosis value of 24.99624 shows leptokurtic
distribution. The positive skewness of 4.043015 shows rightward skew as seen in
figure 1.

The table below examines the correlation between the dependent and
independent variables with a view to unveiling the degree of correlation between
them and also find out if there is any problem of multi co-linearity in the
regression variables.
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Table 3
Covariance Analysis: Ordinary
Date: 11/08/15 Time: 16:41 ’
Sample (adjusted): 1 391
Included observations: 391 after adjustments
Balanced sample (list wise missing value deletion)
Correlation
t-Statistic CENTERED
Probability ABNFEE JOINTAUD BIG4 FSIZE PAT MAGIN TL TA VIF
ABNFEE 1.000000 NA
JOINTAUD -0.030610  1.000000 1.033020
-0.604010 -
0.5462 -
BIG4 0.261331  0.084934  1.000000 4-976912
5339815  1.681228 -
0.0000 0.0935 -
FSIZE 0.609596  -0.022185  0.349597  1.000000 7.225929
15.16704 -0.437656  7.359507 -
0.0000 0.6619 0.0000 -
PAT_MAGIN 0.076089  0.012291  0.114830  0.101632 1.000000 1.041502
1.505071  0.242433  2.279892  2.014938 -
0.1331 0.8086 0.0232 0.0446 -
TL_TA -0.005005  -0.052247  0.181085  0.010188 -0.126786 1.000000 1.119506
-0.098722  -1.031872  3.631592  0.200958 -2.520946 -
0.9214 0.3028 0.0003 0.8408 0.0121 -

Source: Researchers Computation (E-Views 8).

The result of the coefficient of correlation shows mixed coefficient. The
dependent variable is negatively correlated with joint audit and leverage. The
correlation coefficients are relatively small which implies weak correlation. The
highest correlation coefficient is 0.609596 between abnormal audit fee and firm
size. Consistent with Bryman and Cramer (1997), the result of the coefficient of
correlation is not indicative of any problem of multi co-linearity in the regression
variables. The result is further strengthened by the outcome of the test of variance
inflation factor. The result of the variance inflation factor further confirmed the
absence of multi co-linearity in the regression variables. The centred vif values
are all below the benchmark of 10 which means there is no problem of multi co-
linearity. The highest centred VIF value is firm size, with a value of 7.225929.

The regression analysis is preceded by the classical regression
assumption tests of heteroskerodasticity (using the Breusch — Pagan — Godfrey
Test) and test of model misspecification (using the Ramsey RESET test)
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Table 4
Regression Diagnostics
Heteroskedasticity Test: Breusch-Pagan-Godfrey
F-statistic 5.584965 Prob. F(5,385) 0.0801
Obs*R-squared 26.44212  Prob. Chi-Square(5) 0.0701
Scaled explained SS 306.8457 Prob. Chi-Square(5) 0.0600

Ramsey RESET Test

Equation: UNTITLED

Specification: ABNFEE C JOINTAUD BIG4 FSIZE PAT_MAGIN TL_TA
Omitted Variables: Squares of fitted values

Value Df Probability
t-statistic 9.423849 384 0.100
F-statistic 88.80893 (1,384) 0.200
Likelihood ratio 81.34708 1 0.0100

F-test summary:

The result of the diagnostics could not sustain the null hypothesis of
heteroskedastic residuals and model misspecification as indicated in Table 4. The
alternative hypotheses of homoskedasticity and well-specified models were
accepted given the probability values of .0801 and 0.100 > 0.05.

The table below (Panel least square), shows the relationship between the
dependent and explanatory variables and the interaction between firm size and
Big 4.

Table 5
Dependent Variable: ABNFEE
Method: Panel Least Squares
Date: 11/08/15 Time: 16:50
Sample: 2008 2014
Periods included: 7
Cross-sections included: 56
Total panel (unbalanced) observations: 391
Variable Coefficient Std. Error t-Statistic Prob.
C -69114.18 26118.16 -2.646212 0.0085
JOINTAUD -3280.229 7094.205 -0.462381 0.6441
FSIZE 9667.025 4068.463 2.376088 0.0180
BIG4 -96396.43 29794.26 -3.235403 0.0013
PAT _MAGIN 152.0319 2006.264 0.075779 0.9396
TL TA 871.0707 5425.501 0.160551 0.8725
FSIZE*BIG4 15276.36 4485.010 3.406094 0.0007
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R-squared 0.393647 Mean dependent var 9129.043
Adjusted R-squared 0.384173 S.D. dependent var 29304.00
S.E. of regression 22996.21 Akaike info criterion 22.94179
Sum squared resid 2.03E+11 Schwarz criterion 23.01284
Log likelihood -4478.119 Hannan-Quinn criter. 22.96995
F-statistic 41.54905 Durbin-Watson stat 0.604628
Prob(F-statistic) 0.000000

Source: Researchers Computation (E-Views 8) 20135.

The result of the panel least square regression shows that about 38% of
the cross-sectional variation in the dependent variable of abnormal audit fee is
accounted for by the explanatory variables of firm size, Big 4, profit margin,
leverage, joint audit and the interaction between firm size and Big 4. The F-
statistic of 41.54905 and the associated probability value of 0.000000 is
indicative of a linear relationship between the dependent and the explanatory
variables.

There exist a positive and significant positive relationship between the
variable of firm size and abnormal audit fee. The implication of this finding is
that larger firms attract abnormal audit fee. This is consistent with Carson,
(2009); Davis et al.(1993); Whisenant et al.(2003) who also found a positive
relationship between firm size and abnormal audit fee.

The negative relationship between the Bigfour audit firm and abnormal
audit fee is beyond the likelihood of chance. The variable reported a t-value of -
3.235403 and a probability value of 0.0013, which is negative and statistically
significant. Even though the finding is not consistent with the extant empirical
literature on abnormal audit fees. Most studies on the relationship between Big 4
and abnormal audit fees, tend to be positive and significant (Carson (2009);
Francis (1984); Palmrose (1986); Whisenant et al., (2003); Zaman et al., (2011).
However, Antle, et al., (2006), did not find a significant relationship. The reason
for the absence of the fee premium may be ascribed to the technological and
professional competence of the Big 4 audit firms even though this position lacks
empirical justification.

The interaction between firm size and Big 4 audit firm is both positive
and significant. This indicates that if the size of the firm warrants the services of
the Big 4 audit firm, there is the tendency for abnormal audit fees. This position is
consistent with the positive relationship between Big 4 and abnormal audit fees
(DeAngelo (1981b); Zaman et al. (2011) and moreover, the positive relationship
between firm size and abnormal audit fees. (Ashbaugh et al. (2003); Davis et al.
(1993); Whisenant et al. (2003).
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The variables of leverage and profitability are both positive and
insignificant having reported t-values of 0.160551 and 0.075779 respectively.
This is consistent with Ashbaughet . al., (2003); Bedard et al., (2004); Defond et
al., (2002); Zaman et al., (2011) who found apositive relationship between
leverage and abnormal audit fees. In the same vein, Chan (1993); Pong et al.,
(1994); Sandra et al., (1998); found a positive relationship between profitability
and abnormal audit fees.

The variable of joint audit was negative and insignificant which means
joint audit reduces the tendency for abnormal audit fees. This is consistent with
Gonthier-Besacier et al., (2007).

5. CONCLUSION AND POLICY IMPLICATIONS

The broad objective of the study is to investigate the determinants of
abnormal audit fees in Nigerian quoted companies. It is observed that a positive
and significantly positive relationship exists between the variable of firm size and
abnormal audit fees. There is a negative and significant relationship between the
Big 4 audit firms and abnormal audit fees. However, the interaction between the
Big 4 audit firms and firm size and abnormal audit fees is positive and significant.
A positive and insignificant relationship exists between leverage and profitability.
Finally, there is a negative and insignificant relationship between joint audit and
abnormal audit fees.

Against the backdrop of the empirical findings, the following
recommendations were advanced: The positive relationship between firm size and
abnormal audit fees means that organizations should strive towards moderate-
sized firms. In the same vein, the positive relationship between the interaction of
Big 4 audit firms and firm size and abnormal audit fees implies that large firms
using Big 4 audit firms tend to pay abnormal audit fees. We therefore recommend
that large firms should patronize reputable indigenous audit firms. The negative
relationship between joint audit and abnormal audit fees shows that joint audit
reduces abnormal audit fees. We therefore recommend that organizations should
embrace joint audit.
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ODREDNICE NEUOBICAJENIH REVIZORSKIH
NAKNADA U KOTIRANIM NIGERIJSKIM TVRTKAMA

SaZetak

Cilj ovoga rada je istraziti odrednice neuobicajenih revizorskih naknada u
kotiranim nigerijskim tvrtkama s posebnim osvrtom na utjecaj velicine tvrtke,
Big4, profitabilnosti, zajednicke revizije i financijske poluge na previsoku
revizorsku naknadu. Istrazivanje je obuhvatilo 84 proizvodne tvrtke koje kotiraju
na nigerijskoj burzi na dan 31. prosinca 2014. Uzorak od 56 tvrtki, koje
predstavijaju 67 % ukupno obradenih tvrtki, odabrano je za ovaj rad. Tehnika
procjene panel regresije koristena je za analizu varijabli. Ova tehnika odabrana
je zbog nepristranosti i kontrole individualne heterogenosti. Kako bi se testirala
preciznost modela, koristen je klasicni regresijski test normaliteta,
heteroskedasticnosti, serijske korelacije i multiple kolinearnosti. Rezultati
istrazivanja pokazali su pozitivan i statisticki znacajan odnos izmedu revizorskih
tvrtki Big4 i velicine tvrtke te zavisne varijable neuobicajenih revizorskih
naknada, Sto upucuje na to da velike tvrtke koje koriste usluge Big4 placaju
neuobicajene revizorske naknade. Zbog toga smatramo da bi velike tvrtke trebale
biti pokrovitelji uglednih domacih revizorskih tvrtki.

Kljuéne rijeci: neuobicajene revizorske naknade, veli¢ina tvrtke, profitabilnost,
zajednicka revizija, financijska poluga.
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Abstract

Retail Ready Packaging (RRP) has become a very common on today's retail shelves of
fast moving consumer goods sector as a form of packaging that encompasses best
characteristics of both secondary and primary packaging. Although greatest benefits
enjoy retailers through more efficient in-store operations, manufacturers also seek for
better RRP optimization. Therefore, retail (shelf) ready packaging requires great
attention in all aspects of its creative and functional designing and implementation,
which entails considerable costs, mostly for manufacturers. While significant attention
was given in the literature to RRP benefits for retailers, this paper consider RRP from
manufacturers’ point of view. The survey study among food manufacturers in Croatia
was conducted in order to find out how demanding and comprehensive the RRP
introduction was and what are the key benefits that can be recognized and utilized as
marketing opportunities for manufacturers. Results suggest improvements in impulsive
buying of a product and faster shelf replenishment as most valuable factor of RRP for
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food manufacturers. Additionally, RRP serves as a tool for manufacturer-retailer
cooperation improvement. Finally, manufacturers usually implement RRP in up to 6
months’ time frame, almost exclusively in cooperation with other supply chain
members. Therefore manufacturers should utilize mentioned marketing functions of
RRP in order to most effectively turn the inevitable RRP cost into increased retail sales
of their products.

Keywords: retail ready packaging, food manufacturers, shelf space, in-store
marketing

1. INTRODUCTION

When we talk about ways of communication that brands are using for
communicating towards their consumers, automatically we are thinking about
classical promotional activities in form of advertising (either through traditional or on-
line media). This is because the advertising for a long time was a dominant
communication tool (Kesi¢, 2003). In accepted contemporary marketing theory the
right way of looking into brand communication is by applying the concept of
integrated marketing communication (IMC). Some authors (Barker et al., 2011;
Percy, 2014) consider the primary packaging as one of elements of the integrated
marketing communication concept. Percy (2014, p. 142) emphasises packaging as a
crucial element of IMC and explains that just as with all other forms of marketing
communication, the visual element of a package - it’s “massage” - should differentiate
it from competitors. Also he explains that well-designed packages can attract attention
at the point-of-purchase, a critical attribute for any product where the brand purchase
decision follows from recognition brand awareness. In fast moving consumer goods
(FMCG) market brand loyalty is relatively weak "habit" and consumers tend to stay
"satisfied" with it, especially, if they are constantly reminded of the brand (Silayoi
and Speece, 2004).

In the modern era of overwhelming information that we receive from variety
of sources, one relevant source is the product packaging. Back in early 1900,
development of packaging strongly influenced the development of marketing and
“what the manufacturer could name, he could advertise” (Tedlow, 1996, cited in
Twede, 2012). The product packaging becomes a dominant communication source
for products that consumers tend to buy without detailed pre-buying planning, or buy
as a routine, like for example food products. Underwood and Ozanne (1998, p. 208)
explain that while we may not know what television shows consumers are watching,
which advertisements they have zipped and zapped, or where consumers are strolling
in hyperspace, we do know that within the retail environment consumers come in
contact with the packaged product. They further also explain that as more point-of-
purchase decisions are being made, the potential for packaging to communicate and
influence choice is heightened. In favor of the latter, in its’ survey, POPAI (2012)
found out that shoppers are specifically planning less and deciding more at the shelf —
in the time period from 1977 to 2012, point-of-purchase decision rate has increased
from 65% to 76%or according to Rundh (2012), it is even 80%.
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In terms of examining the packaging issues one often forgets that the
primary packaging is not the only packaging of products present in the retail supply
chain. Secondary packaging has also become an important ingredient in the
packaging concept especially if it is used for display purposes in the retail outlet
(Rundh, 2012). Although the main role of secondary or transport packaging is
connected with distributional and logistical problems, with the appearance of Retail
Ready Packaging (RRP) the space for marketing function of secondary packaging has
been opened. According to Durston (2006), back in the RRP beginnings, programme
director of TPL Logistics Management Keith Rosser recognized that RRP can
improve shelf space, marketing and perceived availability. Secondary packaging
nowadays plays a dual role and becomes a merchandising tool to attract consumers at
the point of sale (PMMI, 2014). Out of five “easy principals” of functional
requirement that RRP has to have (easy to identify, easy to open, easy to shelf, easy to
shop and easy to dispose (ECR Europe, 2006, p. 15)) two of them, easy to identify and
easy to shop, are connected with shopping process and are supposed to be designed to
simplify the in-store buying process (marketing function). RRP is used both for on-
shelf (shelf ready packaging) and off-shelf (display ready packaging) merchandising
and it rapidly became a vital marketing element (Wever et al., 2008). Marketing
function includes branding aspects and the design of the package as well, and a basic
pre-condition is that the exterior appearance maintains the level that is expected of a
design brand (Rundh, 2012). The battles for customers’ attention at the point-of-
purchase are nowadays going on, not only among primary product packaging, but
also among secondary, retail ready packaging, which are on the store shelves and
require constant changes, innovations and improvements to stay interesting to
customers and to draw their attention better than competition does. Up to 40% of the
primary product on the shelf can be obscured by secondary packaging (Smurfit
Kappa, 2015a) what clearly indicates on the opportunities and importance of visual
attractiveness of RRP. Recently one of the leading RRP producers developed even
more improved secondary packaging, named Shelf-Facer, that improves shelf
presentation by pulling the products to the front (Smurfit Kappa, 2015b) and this way
makes more efficient both packaging, primary and secondary.

In spite of the fact that advantages of RRP are well known for retailers,
particularly logistics benefits, this topic is not enough studied in scientific and
professional literature. And in addition to that, most of papers address the topic from
retailers’ perspective and are focused on investigating the advantages for retailers. To
help filling identified literature gap, this paper turns to investigating how food
manufacturers can benefit from adopting the RRP to their normal way of equipping
and marketing their products. Previous research (Dujak et al., 2014) shows that food
manufactures are widely implementing RRP to their normal product equipment
process although this means their packaging costs are increasing.

The goal of this paper is to investigate how well food manufacturers in
Croatia are implementing RRP in terms of the design of the packaging, how much
time they invest in the development process, do they use help of their partners (for
example packaging suppliers) for the designing and developing, and what they think
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about the benefits of RRP from their point of view. In order to answer these questions
the survey among Croatian food manufacturers has been conducted. Survey was
constructed to cover the sample of food manufactures with more than 50 employees
and to be well distributed among the companies according to different food industries
based on NACE 2007classification’.

2. LITERATURE REVIEW

2.1. Food Products and Packaging

Packaging has several important functions in the distribution part of supply
chain - from the manufacturer to the final consumer in the retail trade. The first and
most obvious function is to contain and protect the product on its way from the
manufacturer to the end-user. A second function is to display and promote the product
on the supermarket shelf by attracting the consumer’s attention and creation of a
positive impression in order to get the consumer buying the product in a highly
competitive environment (Rundh, 2005).

In Table 1 main functions from the technical packaging side and from
marketing side are listed, and also divided into categories of different goods or
industries.

Table 1

The multi-function of packaging

Category

Packaging function

Marketing function

Transport packages for
consumer products

Package must protect
products with high moisture
content, possibility to staple
the packages

Handling physical
distribution, storing and
display in consumer
outlet

Transport packages for
industrial products

Package must protect
products during changing
conditions (sea transport in
containers),possibility to
staple heavy items

Handling physical
distribution, storing and
display in business-to-
business situations,
prevent theft

Packaging board for consumer
products(pharmaceutical and
media products)

Package must prevent the
product and give safety and
hygiene. Display the content
and prescription of the use of
the product

Physical distribution,
storing, marketing
communication,
preventing copying,
design, branding, pricing

Packaging board for consumer
products (dry food products) and
coated or laminated packaging
board for consumer products
(frozen food and liquid products)

Packaging must preserve taste
and safety of the content

Physical distribution,
display and
communication with
consumers, design,
branding, pricing

Source: Rundh (2005, p. 681)

'Statistical classification of economic activities in the European Community, abbreviated as NACE, is the
nomenclature of economic activities in the European Union; the term NACE is derived from the French

Nomenclature statistique des activités économiques dans la Communauté européenne (Eurostat, 2014)
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The two of them are connected with different food products: transport
packaging for consumer goods and packaging for frozen, liquid and dry food
products. Transport packaging in the terms of marketing functions are focused on
the store facility itself. Last one listed in the table 1 is connected with primary
packaging of food products and marketing functions in that context are
emphasising communication towards consumers (communication of brand,
design, and price). Additionally, marketing function of packaging in business-to-
business situations is present through whole supply and distribution chain, where
companies upstream and downstream from the manufacturer get in touch with
secondary branded packaging and are included in its development and design.

Innovation in food and beverage packaging is mostly driven by
consumer needs and demands influenced by changing global trends, such as
increased life expectancy, fewer organizations investing in food production and
distribution and in those terms new solutions are often connected with
environment friendly packaging or even intelligent packaging like for example
temperature control packaging (Dobrucka, 2013).

Packaging food technologies are also developing as a response to
consumer demands or industrial production trends towards mildly preserved,
fresh, tasty and convenient food products with prolonged shelf-life and controlled
quality. In addition, changes in retailing practices, or consumers’ lifestyle, present
major challenges to the food packaging industry and act as driving forces for the
development of new and improved packaging concepts (Dobrucka et al., 2015)
where in that context one of those new concepts is also Retail Ready Packaging.

2.2.  Food Products and Retail Ready Packaging

Retail ready packaging (RRP) is a form of transit packaging designed
not only for transportation purposes, but also to ease and facilitate the process of
in-store replenishment (supply chain function). As a secondary packaging, it is
packaging where the actual products are being shipped in from the manufacturer
to the retailer (Schrijver, 2013, p. 6). But in the same time, RRP is packaging that
enhance the shopping experience for the consumer (Pira International, 2011) and
this way benefits all supply chain members (marketing function). RRP allows
goods to be moved direct to the point of sale with minimal handling, and to be
easily collapsed, disposed of and ready for recycling (Coles, 2013, p.199).

Retailers oriented on its costs and final customer, primarily hard
discounters, have recognized potential for improvement of traditional packaging.
In their everlasting quest for ways of cutting cost to ensure the lowest possible
price, hard discounters have recognized opportunities for savings through RRP's -
primarily reducing the time needed to replenish the shelves (Dujak et al., 2014).
Creevy (2010) concludes that RRP, in today’s forms, first entered European
stores in early 2000s - but even before that there were RRP attempts. Some
authors (Creevy, 2010) see German hard discounter Aldi as a pioneer of RRP due
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to his use of pallets or boxes (that products are delivered on by the supplier) as
display units in their stores but according to The Institute of Grocery Distribution,
UK retailer Tesco is the pioneer in using RRP. In 2005 Tesco started to organize
RRP meetings with their consumer packed goods suppliers. After that, The
Institute of Grocery Distribution has done the same with Sainsbury’s in UK and
in the following years continued with their activities all over the world, from
Baltic to Australia and North America (Reynolds, 2010).

When it comes to retail assortment - ,,nearly 100 percent of discounters'
products use RRP, compared with only about 40 percent of non-
discounters*“(Warschun, 2011).

Efficient Consumer Response (ECR) published their first Retail Ready
Packaging Toolkit in 2006 where the five RRP functional requirements were
specified (ECR Europe, 2006, p. 15): Easy Identification, Easy Open, Easy
Dispose, Easy Shelf and Easy Shop. Five easy of RRP primarily benefit to retailer
during in-store operations (ECR Europe, 2006, p. 6).One more study concluded
that we can expect growth or RRP use in the world at a CAGR (Compound
Annual Growth Rate) of 3.57 percent over the period 2013-2018 (Infiniti
Research Limited, 2014).

Regarding RRP types, ECR Europe (2006, p. 14) classifies all RRPs in
three types: shelf RRP, merchandising RRP and re-usable RRP.

Main benefits of RRP can be investigated in the store itself, and there
IGD (IGD Supply Chain Analysis, 2011) finds considerable number of
advantages:

— More accurate stock counting and order generating,
— Less product damages through case cutting,

— Faster identification of products in back room,

— Increased speed in building promotional displays,
— Faster spotting of stock by replenishment teams,
— Faster stocking of shelves,

— Reduced damages, shrink and waste,

— Reduce time to train new staff,

— Less double handling of stock,

— Improved code rotation,

— Faster code checking.

All these benefits should be accomplished with one major goal — to
increase sale through its higher on-shelf availability resulting for higher sale and
profit both for retailer and manufacturer. And this is the way retailers usually
present to manufacturers a need for RRP implementation. Hence, RRP can be
classified as a type of retailers’ supply chain management collaboration initiative.
This initiative can be expressed directly by retailers, or indirectly through
necessity arising from competition of other manufacturers who have had direct
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request of retailers. Either way, cost of implementing RRP packaging is almost
always and exclusively on manufacturers (Dujak et al., 2014).

Majority of RRPs are used for food products (nearly 78%) and beverages
(16%), and non-foods counts for only 6% in 2010 (Pira International, 2012). In
the scientific literature most RRP studies are in the field of fresh food packaging,
where the need for this type of packaging is the greatest (Jeyamkondan et al.,
2000; Stubbs et al. 2002; Eilert, 2005; Walsh and Kerry, 2012; Venturini et al.,
2006; Ranade, 2008). The problem that food manufacturers in Europe and USA
(Arzoumanian, 2011), as well in Croatia, usually emphasize is a lack of fair
distribution of benefits that result from RRP. Regardless of the increased sales,
the introduction of RRP usually leads to an increase in the cost of packaging for
manufacturer, while significantly reducing in-store costs at retailers. Fair
distribution of achieved savings or costs caused by RRP would represent
incentive for further collaboration in other supply chain management areas.
Research from United Kingdom has shown that almost half manufacturers in
2006 do not manage to return its investment in RRP, but they still do it “to remain
competitive and maintain good customer relationships” (Food Manufacture,
2006).

Considering the fact that there is a large competition for limited shelf
space, especially in grocery stores, requirements for packaging with smaller
number of products(with single-shelf facings) have become more prevalent
(Lorenzi, 2014) and manufacturers should seize the opportunity. Nevertheless
previous research (Dujak et al., 2014) identifies the set of benefits for food
manufactures also:

— Dbetter shelf visibility,

— Dbetter shelf “position keeping”,

— Dbetter product image,

— better relation with retailers,

— easier start of cooperation with new retailers.

Listed benefits combine direct rise of shelf visibility and creation of
better relationship between brands and consumers which leads to improved
impulse buying and brand positioning at the point of sales. RRP is transforming
from secondary packaging into even more effective sales promotions tool and as
branded transport and display packaging, it got deserved attention at the shelf. It
improves shelf presentation and turns out as effective, almost free in-store
marketing tool for retailers and manufacturers. By using the small store/shelf
space as much as possible to send even more branded messages manufacturers
exploit one more additional advertising opportunity in the store.

With modern technology and packaging innovations, packaging has
become a key interface in the working relationships among suppliers,
manufacturers, distributors and end-users, and in their interaction with the
physical environment (Coles et al., 2003, cited in Vernuccio et al., 2010). When it
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comes to packaging design, there are three basic functions that must be fulfilled:
marketing function, logistics function (directly to the customer from
manufacturer) and environmental function (reverse logistics) (Johansson et
al.1997, cited in Garci’a-Arca and Prado Prado, 2008). Furthermore, Hansen
(1986) described that packaging has specific influence on buying behaviour
through three general packaging aspects: communication, functionality and
environment. Even though these are characteristics of primary product packaging,
quite old but still mentioned today (Clement,2007; Arslanagi¢ et al., 2014), they
can also be transferred to retail ready packaging, when it comes to its in-store
marketing role. In the stated model, communication aspect refers to graphic
design, information and brand promotion. All these characteristics are included in
two of Five easy of retail ready packaging — easy to identify and easy to shop.
Secondly, functionality refers to conditions related to transport from a distributor
to retail, and home carrying, use and storage for the primary packaging, but for
the retail ready packaging it usually ends in the store. Functionality of RRP is
most present through requirements easy open and easy shelf, both most useful in
the in-store activities. Transport functionality is even more emphasized for the
secondary packaging, when it comes to logistics requirements, and it is greater
challenge to design functional and durable retail ready packaging comparing to
traditional secondary packaging because of modular packaging and perforations.
Finally, environmental aspect describes disposal of packaging after use, what is
related to RRP requirement of easy disposal — less material, easily pressed and
without duct tape which was often used for traditional secondary packaging.

In the time of standardized secondary packaging, when its’ only purpose
was to protect the products inside to the delivery point, marketing departments
were not largely involved in its design. In the case of RRP, they are involved at
least equally as packaging, production and logistics departments or even more
and that is also where comes out the importance of marketing functions of RRP
for manufacturers. Design of RRP wusually goes simultaneously with the
(re)design of final product packaging, to complement the visual presentation.
Additionally, Aichlmayr (2009) says that many companies are training their
design staff to understand various interactions through supply chain. Garci’a-Arca
and Prado Prado (2008) proposed an organizational structure based on the design
team, the implementation team and the support team, aiming to accomplish the
design and rationalization of the packaging and to ensure the involvement of
different departments such as trade area, logistics, production, marketing,
purchases, etc. In the paper An exploratory study of marketing, logistics and
ethics in packaging innovation (Vernuccio et al, 2010), the strong potential for
integration of marketing and logistical packaging innovations were founded,
mostly for primary packaging that was in focus, but it could apply as well for
secondary retail ready packaging.
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3. RESEARCH METHODOLOGY

For the purpose of this paper research was conducted from June 2014 to
January 2015 on Croatian food manufacturing companies. Base for the population
and sample production was Register of Croatian Companies done by Croatian
Bureau of Statistics for Croatian Chamber of Economy (Register of Croatian
Companies, 2014). The study included Croatian companies that have met the 5
following criteria:

— Active company that is not in bankruptcy,

— Have more than 50 employees,

— Croatian founder,

— Type of organisation: Limited liability company or Joint-stock company,

— Activity code according to NACE2007: C10 (Manufacture of food
products).

There werel05 companies in Croatia that meet those criteria, and for
research purpose they were divided into two groups: medium Croatian food
manufacturers (MCFM) with more than 50 and less than 250 employees (74
companies), and large Croatian food manufacturers (LCFM) with 250 or more
employees (31 companies). To all of them were sent the e-mail with a link to the
online survey (questionnaire). Questionnaire was aimed to find out food
manufacturers' level of RRP adoption and time of first implementation. Also, it
measured proportion of products with RRP in whole assortment with their
proportion of turnover, level of change in costs associated with RRP, as well as
main advantages of RRP for manufacturers. Furthermore the survey ware to
investigate how well food manufactures are implementing RRP in terms of the
design of the packaging, how much time they invest in the development process,
do they use help of their partners (for example packaging suppliers) for the
designing and developing etc.

Research questionnaire was developed by adapting questions from
previous RRP research (IGD Supply Chain analysis, 2011; ECR Italia, 2010; ), as
well as on the basis of interviews with employees of Croatian large food
manufacturer from packaging, logistics and marketing department. Most research
constructs were measured using multiple-item 5-point Likert scales.

With sample n=34, overall response rate was 32,38 %, (nLCFM=20,
response rate 64,52% in LCFM; nMCFM=14, response rate 18,92% in
MCFM).Answers were provided by logistical or marketing managers of
companies.

In Table 2 it is possible to see distribution of the companies in the
sample in relationship to the distribution of the companies in the population, all
arranged according to NACE 2007 classification.
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Table 2

Distribution of the companies in the sample and population according to different
food industries (according to NACE 2007)

Share in ST
Food industry (NACE 2007) Frequency o Population population

sample (%) (%)
C101 Processing and preserving
of meat and production of meat 7 20,6 19 36,8
products
C102 Processing and preserving
of fish, crustaceans and molluscs 2 3.9 8 25
C103 Processing and preserving
of fruit and vegetables 3 88 3 60
C104 Manufe}cture of vegetable 1 2.9 3 333
and animal oils and fats
C105 Manufacture of dairy 5 59 10 20
products
C106 Manufacture of grain mill
products, starches and starch 3 8,8 7 429
products
ClQ7 Manufacture of bakery and 5 147 38 13.15
farinaceous products
C1081 Sugar manufacture 2 5,9 3 66,7
C1082 Manufacture of cocoa, 5 147 5 100
chocolate and sugar confectionery
C1083 Processing of tea and 0 0 3 0
coffee
C1084 Manufacture of
condiments and other food 1 2,9 1 100
supplements
C1089 Manufacture of other food 3 8.8 3 100
products
Total 34 100,0 105

Source: survey

Furthermore, Table 3 shows the distribution of the companies in the
sample according to the size of the company.
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Table 3
Characteristics of sample according to size of a company
Respondent rate
Populations’ segments Population N San;ple f= n
N
LCFM (more than 250 employees) 31 20 64,52 %
MCFM (between 51 and 250 employees) 74 14 18,92 %(31,11 %*)
Total 105 34 32,38%

Source: survey
Note: * % without industry C107

If one takes into consideration that 29 of 74 MCFM belong in category
C107 Manufacture of bakery and farinaceous products, for which is not
characteristic to use RRP as much as in other FMCG categories, response rate is
satisfactory for MCFM as well (31,11 % without industry C107).

4. RESEARCH RESULTS

The introduction of RRP has required certain financial investments and
time (Graph 1 and 2), but it was to some extent “must have”, due to retailers’
requests and competition which has already implemented RRP on the retailers’
shelf. It is interesting that of those who did not have any investment in a
packaging line, even 44,44 % of them needed more than three months for
introduction of first RRP.

37,50% 25,00%

37,50%

M Large investments in packaging line equipment
M Less investment in adapting existing packaging line

Did not require any investment in a packaging line

Graph 1 The investment required for RRP implementation

Source: survey
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16,67

54,17
%

%

W Up to three months

B Up to six months

Up to one year

Graph 2 The time needed for the implementation of the first RRP

Source: survey

As already mentioned before, RRP improves communication not only
with final buyers, but also with other partners in supply chain. The importance of
this is evident when it comes to packaging suppliers whose innovation skills and
willingness for development are crucial. Graph 3 shows that 54,17 % companies
develop its RRP solutions with packaging supplier, while 25% of them develop it
both with packaging suppliers and retailers. Only 8,33 % of manufacturers
develop RRP alone - entirely within the company. That confirms that RRP
solutions can only be delivered in "genuine partnership" (IGD, 2005). In this
situation they are together developing a new product to some extent, what
increases trust and improves future relationship. Except improvement of
relationship with suppliers (54,17 %), RRP significantly improves relations
within the company in process of brand empowerment (Graph 4)

M entirely within the company

M in cooperation with retailer

in cooperation with packaging supplier

' in cooperation with packaging line supplier

54.17% N in cooperation with retailer and supplier

Graph 3 The cooperation for RRP development solutions

Source: survey
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4,17%
W The employment of new experts/the
education of existing employees

25,00%

M Intensive cooperation with suppliers

Intensive cooperation with retailers

12,50%

= Better relations within the company in
process of brand empowerment

Graph 4 The impact of RRP within the company

Source: survey

When it comes to company size, medium and large companies perceive
differently marketing benefits of RRP (Graph 5), mostly due to different
marketing budget and the level of overall marketing communication. By using 5-
point Likert scale with 1-“Not advantage at all”, and 5-“Exceptional advantage”
as anchors, key benefits of RRP for manufacturers has been examined. As the
greatest benefit of RRP, large companies find better shelf “position keeping”,
what emphasizes the importance of shelf position that communicates with final
buyer and keeping it in every situation, which they are aware of. That RRP
complements the overall marketing communication which is at high level for
LCFM, one can see from generally higher ratings given by LCFM and
particularly from high ratings for better product image on the market (mean=
4,06), better relations with retailers (mean = 4) and easier starting of cooperation
with new retailers (mean = 3,63).

The greatest difference in rating is for benefit better advertising while
transporting, for LCFM mean is 3,25 and for MCFM mean is 1,88.

As an in-store marketing tool for MCFM, RRP replaces to some extent
other POS material (mean = 3,375), while LCFM do not find it as interesting
(mean = 2,88), probably due to the larger marketing budget and the entire image
that POS material complement, as well as RRP. It is interesting that MCFM have
recognized greater environmental impact (mean =3) of RRP than the LCFM
(mean =2,63), because nowadays sustainability is very powerful marketing tool.
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Better shelf "position keeping"

Better shelf visibilty (larger advertising shelf space)
Better product image on the market

Better relations with retailers

Easier starting of cooperation with new retailers
Better advertising while transporting

Increased shelf turnover of the product

Less shelf out-of stock at retailer

Less needs for POS material

Less damage while transporting

Greater environmental impact

uLCMF

W
wj
o]

MCFM

4,19
4,13

Graph 5 Means of RRP benefits from manufacturers’ perspective by the company size

Source: survey

The type of RRP that Croatian

food manufacturers mostly use is shelf ready

box with perforations for easy opening (Graph 6). It is the type that corresponds to many
FMCG industries whose products are smaller sized. This type of RRP offers increased

advertising opportunities due to larger

packaging surface then in case of primary

packaging or in case of type with foil. Display ready box type of RRP is most suitable
for advertising, but also most expensive type (reason for rarest use by manufacturers).

Shelf Ready box with perforations for easy
opening

Shelf Ready box with cover - two-piece box, the
upper part (cover) is removed before putting it
on the shelf

Shelf Ready box (pad) with foil - foil is removed
before placing it on the shelf

Display ready box - products on racks for
individual presentation (secondary positioning
out of shelves)

0,0

0 1,00 2,00 3,00 4,00

Graph 6 Used types of RRP

Source: survey
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The attitude of Croatian food manufacturers towards RRP in the future
based on their RRP experience so far, can be seen on Graph 7.

4170, 833% 12,50%

B We are very interested and we are looking for a
way to exploit the perceived benefits.

m Although an additional cost, we believe it has
potential to improve our performance.

We are skeptical about the benefits of the RRP, but
we use it in order to support our retail customers.

= RRP is an additional cost to our business and we
do not want to futher introduce it.

75,00%

Graph 7 The attitude towards RRP in the future

Source:survey

Even though RRP for food manufacturers is only cost-demanding and
not cost-sharing initiative which came from retailers, they have recognized it as
an opportunity to improve their performance in various levels and aspects. 87,5 %
of companies see RRP as a tool they will further develop and implement in order
to use perceived benefits and improve their performance.

S. CONCLUSION

One of many changes initiated by retailers is Retail Ready Packaging,
which brings most benefits to retailers’ in-store replenishment activities, the most
expensive activities. Taking into consideration the fact that RRP significantly
decreases costs of FMCG shelf replenishment, food manufacturers whose
products belong to this group, must accept this additional cost and strive to make
the most of it for themselves. RRP should be their marketing tool, both up- and
downstream in the supply chain, bearing in mind the physical contact that the
final consumer has with RRP at the point of purchase.

Research has shown that Croatian food manufacturers are aware of the
complexity of RRP introduction considering the needed time and investment. It
confirms the importance of RRP functionality within the production, through the
distribution chain and the visual attractiveness all along to the final consumer.
One can see how different and more challenging RRP is from previous transport
packaging, because of its’ functionality requirements, but also because it is
present on the shelf where it is in contact with final consumer. That makes
secondary packaging, or more precisely RRP, one more area where manufacturers
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are competing for consumers’ attention in the store, but also to differentiate
themselves in the distribution chain.

The research also showed that most commonly used type of RRP is shelf
ready box with perforations for easy opening. That type of box offers the largest
area for branded messages and the possibility of emphasizing the company’s logo
or any other targeted advertisement after opening with its modularity. Shelf ready
box with foil leaves less space for advertising and it is less often used.

Large food manufacturers are aware that nowadays RRP is one of the
common requests from retailers, great majority of them use RRP, 83,3 % (Dujak
et al, 2014) and generally they see greater benefits in RRP comparing to medium
food manufacturers. Large companies see more marketing opportunities in every
phase in product distribution — primarily to advertise and strengthen their brand to
final consumers, as well as to all participants of supply chain who get in contact
with secondary packaging. Additionally, it helps them to improve and strengthen
their relationship marketing with retailers and to maintain their role in category
management process, especially space management on the shelf level.

Generally, food manufacturers are aware of the benefits that RRP
provides. Despite being the cost for them, they believe it can improve their
performance. Therefore, they should take the advantage of all its marketing
potential and opportunities.

Research limitations arise from the fact that research was conducted only
among Croatian food manufacturers with various shares of different food
industries, and therefore could be seen as indicative research. Further research
should also include beverage and non-food products belonging to FMCG
industry, and manufacturers from other countries as well.
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MARKETINSKE PRILIKE PAKIRANJA SPREMNOG
ZA MALOPRODAJU - PRIMJER HRVATSKIH
PROIZVODACA HRANE

Saietak

Ambalaza spremna za maloprodaju (RRP) danas se redovito pojavijuje na
policama u maloprodaji robe Siroke potrosnje kao oblik ambalaze koji sadrzi
najbolje karakteristike i sekundarne i primarne ambalaze. Premda najvecu korist
imaju maloprodajni lanci jer je rad u prodavaonicama ucinkovitiji, proizvodaci
takoder traze nacin brze optimizacije RRP-a. Zbog toga ambalaza spremna za
maloprodaju (police u trgovinama) trazi posebnu paznju u svim aspektima
kreativnog i funkcionalnog dizajna i primjene, Sto nosi velik trosak, najvise
proizvodacima. Premda se u literaturi znacajna paznja posvecuje RRP
prednostima za maloprodajne lance, u ovom se radu RRP razmatra s gledista
proizvodaca. Medu hrvatskim proizvodacima hrane provedeno je istrazivanje Ciji
Je cilj bio saznati koliko je uvodenje RRP-a zahtjevno i sloZeno te koje su njegove
kljucne prednosti koje proizvodaci mogu prepoznati i iskoristiti u marketinsku
svrhu. Rezultati istrazivanja upuéuju na poticanje impulzivne kupovine proizvoda
i brze ponovno punjenje polica kao RRP cimbenik od kojeg ée proizvodaci hrane
imati najvise koristi. Osim toga, RRP sluzi kao alat za poboljsanje suradnje
proizvodaca i maloprodajnog lanca. Proizvodaci obicno primjenjuju RRP u roku
Sest mjeseci, skoro iskljucivo u suradnji s drugim sudionicima u lancu nabave.
Zato bi proizvodaci trebali koristiti spomenute marketinske funkcije RRP-a, kako
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bi sto ucinkovitije pretvorili neizbjezni trosak RRP-a u povecanje prodaje svojih
proizvoda u maloprodajnom lancu.

Kljucne rijeci: pakiranje spremno za maloprodaju, proizvodaci hrane, mjesto
na polici, marketing u prodavaonici.

JEL klasifikacija: M31
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Abstract

This paper examines the influence of the perceived export barriers on export
intensity. The survey was conducted on the sample of 100 Croatian
manufacturers. Upon review of the literature 14 variables of the export barriers
have been identified. The results reveal a negative relationship between the
perceived export barriers on export intensity. Factor analyses were used to sort
variables to 4 categories. This model introduced external environment factor,
organization and commitment, governmental factor and financial factor as
critical obstacles to export intensity of Croatian companies. The survey
emphasized the prevailing role of the export experience and knowledge in
effective overcoming export challenges and recognizing export opportunities.

Keywords: internationalization, export barriers, export intensity, managers’
experience
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1. INTRODUCTION

Globalization and liberalization have improved international trade
dramatically in the past several decades. Continuous market deregulations,
regional trade agreements caused significant growth of the world export. As of
2009 until 2015 the global export of goods increased by 50% (WTO Statistics;
2010 — 2015). Nevertheless, trade barriers still exist.

Export companies worldwide are facing difficulties when entering
international markets. Dealing with such obstacles influences the decision to enter
foreign market, and finally, export performance. For that reason, solving barriers’
problem is the essential part of marketing strategy.

Management and marketing academic literature has placed many
conceptual suggestions for improvement of the internationalization processes
(Aaby and Slater 1989). Export barriershave been the subject of empirical
research since internationalization took a swing (Groke and Kreidle, 1967;
Morgan and Katsikeas, 1998; Rabino 1980; Leonidou, 2000). However, multiple
studies have shown that the relationship between export barriers and level of
export activity is somewhat controversial. Some studies proved a negative
relationship, e.g.Leonidou(2000),while the others proved a positive
relationship,e.g.Kneller and Pisu (2011). Consequently, the relation between
export barriers and success in the international market is an inexhaustible
research problem.

According to theWorld Bank (2016) national accounts data,
approximately 49,38% of Croatian’s GDP comes from the export of goods and
services tointernational markets. Despite becoming the member of European
Union, export of goods has not been changed as expected (Statistical Yearbook,
2014, 2015). Although tariff barriers have dropped, Croatian exporters are still
experiencing complications in the process of internalization. Consequently, only
15% of Croatian companies export (Central Government Portal).

Competitiveness of Croatian companies has been the subject of several
studies. Jaksi¢ and Zmuk (2014) have searched for the reasons why Croatia did
not manage to recover exports above the pre-crisis level. They came to
conclusion thatCroatia is the only CSEE economy where the real exchange rate is
the key factor of export dynamics. Croatian export is heavily dependent on
German real exchange rate directly and US real exchange rate indirectly. Buturac
and Grzini¢ (2009) stated that the differences in the size of Croatian export
among EU countries could be well explained by the geographical distance
between Croatia and individual EU countries, as well as, by the GDP of the EU
countries.Croatian manufacturing industry is characterized by the lack of
investment in production and reduced innovating competences of the companies
(Bezi¢ et al., 2011). For that reason Croatian exporters rely on cost reductions and
improvements in labour productivity (Stoj¢ié, 2012).
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Since there are no studies concerning export barriers that affect Croatian
exporters, it is justifiable to conduct such a research. The main purpose is to
determine key export obstacles that threaten export performance measured by
export intensity. This survey presents deeper insight into the export barriers and
the extent to which such limitations hinder export activities. Data for the study
were obtained via questionnaire on the sample of 100 Croatian companies.

The paper is structured as follows: introduction, literature review,
methodology, results, discussion and conclusion with implications for further
research.

2. LITERATURE REVIEW

2.1.  Export performance and export intensity

Export performance has been a subject of numerous studies dealing with
companies' internationalization. The earliest papers described the very process of
the internalization (Bilkey and Tesar, 1977; Cavusgil, 1982, 1984; Czinkota and
Johnston, 1981; Johanson and Weidernsheim-Paul, 1975). Some later authors
have deepened the issue writing about international performance (Bilkey, 1982;
Kirpalany and Macintosh, 1980; Rosson and Ford, 1980, 1982; Shoham and
Albaum, 1994; Shoham, 1998; Sousa, Martinez-Lopez, and Coelho, 2008;
Wheeler, Ibeh, and Dimitratos,2008). However, there is no consensus among
researches about unique definition of the export performance.Export performance
represents the outcome of a firm’s activities in export markets (Papadopoulos and
Martin Martin, 2010). Export performance can also be defined as the resultof the
company’s international activities. From this perspective, export performance is
the extent to which the company achieves its objectives when exporting a product
to an international market (Navarro et al., 2010).Shoham (1998) introduced a
threedimensional measurement of the export performance. Those subdimensions
are: sales, change of sales and profitability. Change of sales is a benchmark
dimension and refers to export sales and the sales of the reference point, such as
competitor export sales or company's past export sales (Shoham, 1998).

Export intensity is one of the export performance measures, together
with perceived profitability (Bilkey, 1982) and continuous export engagement
(Brooks and Rosson, 1982). It is defined as the percentage of the international
sale (Axinn, 1988; Pan and Chi, 1999; Rose and Shoham, 2002; Manez-Castillejo
et al.,, 2010).0On the other hand, export intensity could be understood as the
proportion of the production exported in relation to total production (Lageset at,
2008).

Export intensity directly influences the degree of the internationalization
(Pla and Cobos,2002). The bigger the export intensity coefficient, the higher the
level of internationalization.
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According to the literature on internationalization, the most important
factors that influence export performance are managers’ perceptions on export
activities (Aaby and Slater, 1989; Zou and Stan, 1998) as well as managers’
perceptions on export barriers.

2.2.  Export barriers

Export barriers can be defined as the attitudinal, structural, operational
and other constraintsthat hinder a firm’s ability to initiate, develop or sustain
international operations(Koksal and Kettaneh, 2011; Leonidou, 2004). Such
obstacles are also defined as the problems that prevent non-internationalized
companies to be involved in the process of the internationalization (Morgan and
Katsikeas, 1998).

Since the globalization process started, the necessity for adaptation to the
challenges of the rising international trade has become an important research
problem to many authors (Leonidou, 2000).

One of the earliest researches dealing with export barriers was conducted
by Groke and Kreidle (1967). They identified main obstacles to export: the lack
of specific information on the export activity (including transportation, credit
extension, documentation and data about product adaptation), the competition in
the target markets, the difficulties connected to the export activity such as
government restrictions, documentation, market segmentation, cost and
availability of transport and administrative problems in the foreign market.

There were continuous studies during the ninth decade of the last
century. For example Rabino (1980) detected 10 export barriers, Bauersmidt et al.
(1985) 17 export barriers.

Morgan and Katsikeas (1997) investigated export obstacles of the small
and medium sized enterprises and grouped them as follows: export marketing
knowledge and communication, national export administration, product
characteristics and export competitive position.

Schroath and Korth (1998) divided 211 barriers into nine groups: foreign
market opportunities, lack of knowledge about the opportunities in the export
market, lack of qualified personnel, lack of knowledge about export regulation,
problems of language and culture, exchange of currencies, costs of international
operations, lack of capital for the expansion abroad, concern about the domestic
market and other barriers.

One of the most cited authors is Leonidou (1995a, 1995b, 2000, 2004).
He proposed two broad categories of the barriers. Internal barriers exist within the
organization and are often associated with resources of the company or its
international marketing strategy. External barriers take place outside the
company, either in the domestic or international market Leonidou (1995a, 2004.).
Parallel approach is found in the study of Koksal and Kettaneh (2011). They
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conducted a study of two developing countries, Turkey and Lebanon, by dividing
export barriers in two groups; internal barriers and external barriers. Their study
showed that the burden of tariff/non-tariff barriers by host countries negatively
affected the performance of firms in both samples, based on export volume and
market share. They found that a strong brand image in foreign markets offers
prospects for capitalizing on economies of scale, developing global markets and
helping to establish a firm’s visibility and position in the minds of international
consumers.

In another Leonidou’spaper (Leonidou, 2000) 20 export barriers' were
analyzed on the base of 100 Cyprus export companies. These barriers were
categorized in six groups: corporate resource constraints, environmental
differences, export bureaucracy and legislation, government apathy, foreign
market entry and operating difficulties and competitive pressures.

Similar classification is found in an earlier survey. Katsikeas and
Leonidou (1996) grouped 24 export barriers in eight categories: information and
communication with the export market, product adaptation, restrictions of export
prices, adaptation of the marketing strategies, exogenous logistical constraints,
national export policy, procedural complexity and devaluation of the domestic
currency.

Westhead et al. (2002) offered their conceptual model of export barriers
which were organized as follows: strategic barriers, information barriers, and
operational barriers. Additionally,Arteaga and Fernandez (2010) propose another
classification of export barriers dividing them into 4 groups: barriers of
knowledge, resources based barriers, process barriers andexternal barriers.

Da Silva and Da Rocha (2001) studied 69 exporters from Brazil and
proved that lack of incentives, strong international competition and exchange rate
policies are the most influential obstacles to export activities. Ortega’s paper
(2003) on Spanish exporters and non-exporters, involving only small and medium
sized enterprises, is another research that introduced lack of resources, strong
foreign competition and lack of export knowledge as export barriers (Ortega,
2003). Based on the study, he concluded that export procedures can be the main
motive for the introduction of an export activity (Altintas, Tokol, and Harcar,
2007).

! Existence of keen competition abroad, inability to offer satisfactory prices, deteriorating of economic
conditions abroad, lack of government assistance, limited information to locate and analyze foreign
markets, high political risk or instability abroad, perception of high business risks and costs abroad,
shortage of working capital, high tariff and non-tariff barriers, inadequate transportation and
infrastructural facilities, restrictions imposed by rules and regulations, different customer habits and
attitudes, difficulty in locating and obtaining representation, unfavorable foreign exchange rates,
different product standards and specifications, inadequate and untrained staff, unfamiliarity of foreign
business practice, different cultural traits and language abroad, difficulty in handling documentation
and procedures and inability to offer technical after sales service.
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Kneller and Pisu referred to changes in consumers’ preferences, the
presence of middlemen and agent representatives, import tariffs, problems finding
a dependable distributor in the target market, exchange rate instabilities, risk of
losing money in the international market, and quality and safety standards as
potential export barriers to firms (Kneller and Pisu, 2011).

Taking into consideration revisited literature; there is no uniform
classification of the export barriers and, accordingly, no common opinion about
which obstacle is the most threatening and how to overcome it.

Leonidou (2004) considered the inadequate information, low price
competitiveness, the consumers’ buying habits and political-economic barriers as
major obstacles for achieving desired export intensity.

According to numerous papers (eg, Katsikeas and Morgan, 1994;Julian
and Ahmed, 2005; Hutchinson et al., 2009), the acquisition of information is a
precondition forincreasing export activitybecause it reduces uncertainty (
Souchon and Diamantopoulos, 1997, 1999) and increases export performance
(Yeoh, 2000).

2.3. The impact of export performance and export intensity on
export barriers

The relationship between export barriers and export performance or
intensity was the subject of many research papers. However, the results are not
entirely in accordance. For example, Zou and Stan (1998, p. 351) analysed 50
studies dealing with export performance conducted all over the world. The
conclusion is that the export barriers fail to be significant predictors of export
performance. These findings suggest that it is important for the management to
focus on the advantages rather than barriers to exporting, and keep a positive
attitude toward the outlook of export operations (Zou and Stan, 1998).

Kneller and Pisu (2011) came to the conclusion that among many firm-
and industry-level variables, only export experience appeared to be significantly
related, in a negative way, to trade costs generated by specific barriers. The
companies are able to learn from their past experience how to overcome new
export barriers and therefore manage the trade costs associated with these markets
(Kneller and Pisu, 2011).

Mavrogiannis, Bourlakis, Dowson and Ness evaluated the export
performance of Greek food and beverage exporters. Theresearch involved a
diversity of variables and also included export barriers. They determined that
export barriers had a negative effect on export performance and Greek exporters
should be proactive and innovative to resolve export difficulties and trade
barriers. On the other hand, the role of the government was crucial in easing
export performance. Government policies can help exporters to overcome export
barriers by providing information about overseas markets and host country
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partners, and by educating managers to design and implement suitable export
marketing strategies (Mavrogiannis et al., 2008).

Castillo et al (2013) conducted a survey on the sample of 214 Spanish
companies. Authors examined moderating effect of R&D investment and export
experience of the company on the relationship between the perceived export
barriers and export intensity. The analysis revealed that R&D investment had a
moderate influence on the relationship mentioned and export experience hada
direct influence on the export intensity.

An interesting research was done by Jalali (2012) investigating export
barriers to the export performance of Greek companies targeting Iranian market.
The model identifies the most important barriers: noncompetitive prices, limited
information about foreign markets, unfamiliar foreign business practice and
insufficient production capacity. Companies from the emerging countries should
control their product prices by cost effectiveness of the company’s operations,
because price oriented strategies are vital in creating competitive advantage in
international markets (Jalali, 2012).

Institutional environment may be an important obstacle for successful
international business, especially considering small and middle sized enterprises
in transition economies. The biggest negative influence on the degree of
internationalization belongs to the tax rates, tax administration and corruption
(Shirokova and Tsukanova, 2013).

From the arguments elaborated above, it can be concluded that there are
certain incompatibilities among research results. The reason lies in
theperceptional character of the variables. Managers perceive the same export
barriers in a different manner, and create specific marketing strategies
accordingly.

3. METHODOLOGY

3.1. Sampling and data collection

The study sample consisted of 100Croatian companies of the
manufacturing sector:a) food and beverage, b) clothing, ¢) soaps, detergents,
cleaning agents, perfumes and cosmetics, d)furniture and e) electronic and optical
devices. The register of business entities (www.biznet.hr) was used for the
purpose of research. The sample was selected randomly using a stratified
sampling method. This approach allowed us to include respondents in all the
above industrial sectors in the study and thus obtain a more representative sample
of the population (compared with, e.g., simple random sampling) (Robson, 2011).
The industries chosen are also appropriate for the purpose of this study because a
clear trend towards more international activities has been observed, throughexport
activities in Croatia over the past decade (Statistical Yearbook, 2014, 2015).
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A standardized structured questionnaire was designed for this study and
was used to collect data from senior managers, who acted as key informants. It
was expected that this group would provide more precise responses for the
purposes of this study because their position allows them to observe the entire
organization (Glick, et al. 1990).

The design of the questionnaire was based on measures from the
literature studied previously and modified for the current research context
(Churchill, 1979). Additionally, a preliminary study had been conducted to assure
that all questions and measurements were correctly structured.

The questionnaire was divided in two parts. The first part refers to basic
information about the company and the manager, and the second part consists of
the statements that reflect managers’ perceptions of the export barriers.

The survey was performed in March, April, May and June in 2016. The
questionnaire was sent to 455 companies by e-mail.

3.2. Variables and measurement

Export barriers represent independent variables, acting as a limitation
factor in the international business. Since the previous studies offer a vast number
of categories, the process of selection was necessary. Originally, 20 variables
were selected. After preliminary analysis, the following 14 barriers were included:

Insufficient market
information

Different customer culture

Access to the foreign distribution
channels

Shortage of skilled export staff

Lack of government assistance

Unfamiliar export procedures

target

Tariff and non-tariff barriers
Special quality standards
Uncompetitive prices

High foreign competition

Exchange rate

Expensive bank loans
Focus on home market

Low expectations from international
market

Leonidou (2000); Koksal et al. 2011;
Castillo et al.,( 2013).

Leonidou, (2000); Castillo et al., (2013)
Castillo et al., (2013)

Leonidou, (2000); Ortega, (2003)
Leonidou, (2000); Jalali, (2012)
Leonidou, (2000); Jalali, (2012); Castillo

etal., (2013);

Leonidou  (2000);  Shirokova and
Tsukanova (2013)

Leonidou (2000); Kneller et al. (2008)
Leonidou (2000);

Leonidou (2000); Da Silva et al. (2001),
Ortega (2003); Jalali, (2012)

Leonidou (2000); Da Silva et al. (2001);
Kneller et al. (2008)

Leonidou (2000)

Katsikeas and Leonidou (1996);Castillo
et al., (2013)

Katsikeas and Leonidou (1996);Castillo
etal., (2013)
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The effect of the barriers was measured by 5 point Likert scale
(Leonidou, 2000), from 1 no influence to 5 high influence.

Export intensity is a dependent variable. It is measured as a value of
sales on the international markets in relation to total sales (Pan and Chi, 1999.)
Like most measures, export intensity is self-reported based on
managers ‘perceptions (Castillo et al. 2013; Eusebio and Llonch, 2006; Lages and
Leal, 2004). Authors offered a five-intervalscale as follows: < 10%; 10% -
24,9%; 25% - 49,9%; 50% - 74,9%; 75% -100%.

Control variables were also included in the analysis. The first control
variable is the size of the company. A company’s size is often suggested to
enhance its export intensity. Utilizing economies of scale, access to specialized
executives, their marketing and sales departments, and the possibility of financing
at lower cost provide advantages for exporting firms to enhance their
performance (Wagner, 1995, 2001). The size of the company is measured as the
average number of full time employees in the past three years on a six-interval
scale: < 10; 10 -24; 25 —49; 50 — 99; 100 — 249; 250 or more.

The second control variable is manager’s experience in the export
(Chetty et al., 2014). The measure is the number of years on current position.
The managers who have been on the leading positionlonger should have more
knowledge about export procedures, and more experience to adapt to the potential
international business challenges (Kneller and Pisu, 2011). For the purpose of the
analysis, the number of the years will be converted into a logarithm.

The statistical analysis was performed in several steps. First of all, all
variables in the model were tested for significance. Consequently, six out of 20
export barriers were removed from the model for significance failure: difficulties
of foreign promotion, complex administrative procedures, packaging and labeling
requirements, foreign corruption, communication difficulties and transport costs.
Cronbach’s alpha of the model was 0,885. The values of Cronbach’s alpha if
item deletedwere calculated and compared to the main o value (Table 1).
Variance inflation factor (VIF) was used to detect multicolinearity. If VIF value
exceeds 10, than the model has multicolinearity and some variables should be
removed. In this particular case, VIF values were much lower than 10, namely
1,933.

The correlation matrix was calculated for significant variables to
examine if there was any linear relation between them. The main purpose was to
seek any relationship between export barriers and export intensity.

Next step was factor analysis to find which variables of the export
barriers ware strongly associated with one another. In other words, we composed
these 14 variables into fourcategories (factors).

Finally, the factors were controlled by the size of the companies and
managers’ experience variables. Statistical software SPSS was used for the
analysis.
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4. RESULTS

Out of 455 companies covered by the survey, 100 valid questionnaires
were received. That gives the return rate of 22%. The structure of the respondents
consists of: a) food and beverage: 26companies, b) clothing25, c) soaps,
detergents, cleaning agents, perfumes and cosmetics: 24 companies, d) furniture:
14 companies and e) electronic and optical devices: 11 companies. The average
age of the company is 19 years. Onethird of the sample exports occasionally and
two thirds export on regular basis. Table 1 shows descriptive statistics for all
variables included in the analysis. Table 2gives a review of Spearman’s rho
coefficients of the variables analysed.

Table 1.

Descriptive statistics(N=100)
Variables Code Mean o if item del. St. dev.
Export intensity El 3,88 0,723 2,18
Insufficient target market EBI1 4,21 0,824 3,21
information
Different customer culture EB2 2,96 0,873 2,48
Access to foreign distribution EB3 3,47 0,744 2,11
channels
Shortage of skilled export staff EB4 3,91 0,721 1,78
Lack of government assistance EB5 4,22 0,788 1,48
Unfamiliar export procedures EB6 3,22 0,863 1,05
Tariff and non-tariff barriers EB7 2,87 0,851 2,04
Special quality standards EBS 2,11 0,711 1,68
Uncompetitive prices EB9 3,44 0,655 1,54
High foreign competition EB10 3,79 0,667 1,54
Exchange rate EB11 3,89 0,742 1,78
Expensive bank loans EB12 4,12 0,847 2,68
Focus on home market EB13 1,78 0,776 0,87
Low expectations from EB14 1,64 0,634 0,62
international market
Company size CS 2,29 0,732 0,98
Managers’ experience ME 8 0,688 7,36

Source: Authors’ calculation
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All the values Cronbach’s alpha if item deleted were between 0.625 and
0,873, indicating high reliability and consistency for the entire scale (0.6 is the
lower limit for Cronbach’s alpha).

Spearman’s rho coefficients of the variables are presented in Table 2.1t
can be observed that all the variables included are significant.

An exploratory factor analysis was undertaken in order to reduce the
data into a few underlying categories (Table 3). The categories were thereafter
exposed to further analysis. To conduct factor analysis, it was initially determined
by Kaiser-MayerOlkin (KMO) measure and Bartlett’s test that the number of data
is suitable for factor analysis. KMO measure in this study was 0.729 and the
value of the significance of the statistic of Bartlett’s test which is an
approximation of y2 statistic is less than 5%, namely 0.00 which shows that factor
analysis is suitable for identifying the studied structure.

Table 3.
Exploratory factor analysis (N=100)
Export barriers Factors
1 2 3 4

Insufficient target market information 0,728 0,266 0,077 0,002
Different customer culture 0,655 0,144 0,021 0,024
Access to foreign distribution channels 0,889 0,009 0,004 0,001
Shortage of skilled export staff 0,104 0,802 0,322 0,125
Lack of government assistance 0,422 0,001 0,928 0,009
Unfamiliar export procedures 0,002 0,741 0,001 0,245
Tariff and non-tariff barriers 0,091 0,202 0,116 0,832
Special quality standards 0,833 0,112 0,020 0,333
Uncompetitive prices 0,344 0,315 0,045 0,826
High foreign competition 0,768 0,029 0,107 0,121
Exchange rate 0,226 0,102 0,010 0,744
Expensive bank loans 0,001 0,267 0,313 0,642
Focus on home market 0,020 0,712 0,295 0,168
Low expectations from international 0,211 0,687 0,129 0,187
market

Eigen values 3,503 2,015 1,417 2,009
Percentage of variance explained 38,22 17,54 10,16 16,52

Principal Component Analysis; Rotation method: Varimax with Kaiser Normalization; A
rotation converged in 6 iterations

Source: Authors’ calculation

The results of the explanatory factor analysis showed that the 14
identified export barriers could be reduced to four underlying categories with
Eigen values of at least one, for which a proper name was selected according to
the content of the loaded variables in each category. Items loading at least 0.5
were considered practically significant (Hair, Anderson, Tatham, and Black,
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2005); these items were used to form the components of each category. The
categories are: external environment factor; organization and commitment;
governmental factor and financial factor. As illustrated in table 3, the external
environment factor includes insufficient target market information, different
customer culture, access to foreign distribution channels, special quality standards
and high foreign competition. This is the bigger category and accounted for
38,22% of the total variance. The organization and commitment has four
variables and accounted for 17.54% of the total variance. Shortage of skilled
export staff, unfamiliar export procedures, focus on home market and low
expectations from international market were loaded under the organization and
commitment category. Only one variable was loaded under the governmental
factor: lack of government assistance. The governmental factor accounted for
10,16% of the total variance - the lowest amount of all the categories. The
financial factorhas four variables: tariff and non-tariff barriers, uncompetitive
prices, unfavourable foreign exchange rates and expensive bank loans accounted
for 16.52% of the total variance.

Four categories together accounted for 81.22% of the total variance.
Total variance can be used asthe total validity measure of the model.

Next step was evaluating the influence of control variables using hierarchical
multiple regression analysis (Table 4).The analysis was performed in three steps. In
the first step, the categories of the export barriers were introduced (Model 1). In the
second step the control variable company size wasadded (Model 2). In the third
model, the fullest version, managers’ experience wasadded (Model 3).

Table 4.
Results of regression analysis (N=100)

Model 1 Model 2 Model 3
External environment 0,747 -0,7617 0,302
Organization and commitment 0,326 -0,455" 0,036
Governmental factor -0,524" -0,497" -0,429"
Financial factor -0,413" -0,388" -0,369
Company size 0,326" 0,318
Managers’ experience 0,422"
R? 0,235 0,241 0,327
R? adjusted 0,232 0,238 0,318
R? change - 0,005 0,08
F statistics 7,288" 10,452° 9,882"

Note: Dependent variable is export intensity. * p<0,05

Source: Authors’ calculation

Model 1 represents evidence of statistically significant relationships
between the export intensity and all categories. In all three models the negative
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impact of the export barriers categories on export intensity can be noticed.
External environment has the worst impact on export intensity in Model 1 (beta =
-0,747, sig. = 0,000) and Model 2 (beta =-0,761, sig. = 0,000). Regarding control
variables, company size does not influence the relationship between export
intensity and barrier categories. It can be observed that beta values do not change
dramatically between Models 1 and 2. Additionally, R* value is also practically
the same with the change of only 0,5% of the variance explained. Notably,
company size influences export intensity directly (beta= 0,326, sig. = 0.001).

However, managers’ experience does influence the relationship between
external environment and export intensity because beta is much lower and
insignificant in Model 3. Similar results were obtained with organizational
commitment and financial factor. That reflects on R* and R*change values which
are noticeably higher. This means that managers’ experience explains 8% of total
variance, so the model is better explained with this control variable. Just as
company size, managers’ experience is positively related to export intensity
(beta= 0,422, sig. = 0,004).

5. DISCUSSION

In this paper we have examined the relationship between the perceived
barriers to commercial activity abroad and export intensity. The findings suggest
that this approach explains the export intensity of Croatian manufacturing
companies.

It has been proven that the relationship between e export barriers and
export intensity is negative and significant. In order to perform the research, 14
export barriers have been chosen, taking into account literature review and the
results from the preliminary research. Explorative and confirmative factorial
analysis categorized them into four groups: external environment factor;
organization and commitment; governmental factor and financial factor.

According to the results of the analysis, external environment dimension
acts as the biggest obstacle for successful export performance. External
environment consists of the following barriers: insufficient target market
information, different customer culture, access to the foreign distribution
channels, special quality standards and high foreign competition. Croatian
exporters lack adequate information about foreign markets. Since the foreign
market research requires much financial resources, they have to rely on secondary
information that is not always suitable for tailoring marketing strategy. This is
supported by the information obtained from the questionnaire: only 4% of the
respondents have a department for international markets. Distribution of the
exported products is also a big challenge. Distribution network requires not only
financial resources, but also international experience and personal connections.
For this reason inexperienced companies begin their export activities through the
middleman (Kneller and Pisu, 2011). When exporting to developed countries,

120



EKON. MISAO I PRAKSA DBK. GOD XXVI. (2017.) BR. 1. (107-128) M. Martinovi¢, E. Matana: INFLUENCE...

required quality standards become areal obstacle. On the other hand, high quality
products may be a tool for achieving competitiveness in the foreign market.
Export success depends on the ability to create and implement adequate
competitive strategy(Liargovas and Skandalis, 2008). Different customer culture
is recognized as the least serious obstacle for international business. One of the
reasons lies in the fact that Croatian exporters operate mainly in the
neighbouringmarkets (Statistical Yearbook, 2014, 2015) where consumer habits
are well known or are similar to domestic ones.

Croatian exporters see government assistance as an important barrier for
successful export activity. This finding coincides with Shirokova and Tsukanova,
(2013). None of the respondents in this research stated that they had received
government help in any form. Governmental passivity can be very discouraging
for the exporters in the early stage of the internationalization. Government
assistance may be offered in a variety of forms, financial and non-financial.
Government institutions could be the mediator in the pursuit for international
partners or could facilitate international promotion of Croatian products.
Government financial help in the form of export subsidies or tax relief could
result in price competitive advantage on the foreign market.

When considering price competitiveness, financial category is brought to
attention. Financial category consists of tariff and non-tariff barriers,
uncompetitive prices, unfavourable foreign exchange rates and expensive bank
loans. Uncompetitive prices are not the consequence of governmental passivity
alone, but also of the poor cost management, lack of economy of scale, low
productivity and expensive bank loans (Jalali, 2013). Since entering the EU, tariff
barriers have been reduced but non-tariff barriers remained. However, tariff
barriers still hinder the exporters who operate outside of the EU. Unfavourable
exchange rates, especially HRK/EUR are perceived as a huge obstacle for
Croatian exporters because they make Croatian goods more expensive.

The last category of export barriers is organization and commitment. It
consists of the following items: shortage of skilled export staff, unfamiliar export
procedures, focus on home market and low expectations from the international
market. Staff unqualified in exporting is the most critical component of this
category. It is believed that marketing expertise is one of the discriminating
factors between high and low performing companies in export markets (Koksal
and Kettaneh, 2011). Companies should try to develop their employees’ skill in
finding the available export opportunities as well as development
knowledgeabout exporting process (Jalali, 2013). Focus on home market reflects
on the fact that few sample companies have at least one employee dedicated only
to export operations. This is evidence of poor commitment to international
business. Low expectations from the international market are usually the
consequence of the lack of key information about opportunities in the foreign
markets and the benefits of export activities. That brings us back to the first
categoryof export barriers, namely external environment, and the circle of
obstacles is closed.
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Additionally, the effect of control variables has been evaluated. It has
been proved that the size of the company does not influence the relationship
between export barriers and export intensity. The same results were obtained by
Castillo et al. (2013)and Shirokova and Tsukanova, (2013). Big companies have
more resources available in comparison to SMEs, but SMEs are more flexible
then large companies. On the other hand, managers’ experience influences the
relationship mentioned. Knowledge accumulated during the years, gives
managers the ability to overcome many barriers, especially the ones regarding
information about foreign markets, international business contacts and familiarity
with export procedures. The most important experience leverage is the ability to
see and exploit the opportunity in the foreign market and to recognize new trends
and adapt marketing strategy accordingly.

6. CONCLUSION AND IMPLICATIONS FOR
FURTHER RESEARCH

This paper has provided evidence that Croatian exporters perceive
exporting barriers as the limiting factor for developing international activities.
Some obstacles are nested within the company and company may make an effort
to eliminate them. Those are organizational issues like poorly skilled staff, low
commitment for international business; focusing on home market etc. Other
barriers come from the outside of the company, either from home or international
environment. Those barriers represent a challenge for the companies to overcome
in developing and implementing export strategies.

Special emphasis should be put on the government’s role in facilitating
export activities for Croatian companies. Government should not be a barrier, but
an active assistance that is available to anyone with export orientation.

The findings reported in this paper are generally consistent with the
reviewedliterature on the subject of detecting key obstacles to export activity.

The paper has obvious limitations. The research has covered only a few
industries of the manufacturing sector. Producers of industrial goods were
omitted. It would be interesting to compare the perceived export barriers between
the producers of the consumer and industrial goods. Agricultural sector is also a
goodcandidate for research in this context due to its export potentials.

It is common perception that export is the first phase of
internationalization and, in comparison to other alternatives such as greenfield
investment, less exposed to risk. However,this does not mean that export
problems should be ignored. Moreover, they should remain the subject of further
academic debates as well as government policies.
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SaZetak

Hrvatska se ve¢ godinama suocava s visokom nezaposlenoséu mladih (oko 43 %
u 2015.) te sve vecim udjelom obeshrabrenih. Nezaposlenost mladih u EU, a
posebno u Hrvatskoj zabrinjava jer je gotovo trostruko veca od ukupne stope
nezaposlenosti te daleko visa od prosjeka EU gdje iznosi oko 20 %. U radu se
analizira neaktivnost mladih putem tzv. NEET skupine, ¢iji udio je alarmantan u
Bugarskoj, Cipru, Grckoj, Hrvatskoj i Spanjolskoj. Vecéina mladih osoba nema ni
nizi srednjoskolski stupanj obrazovanja te rano napusta sustav obrazovanja i
treninga. Prelazak iz sustava obrazovanja na trZiste rada nije jednostavan, a
prosjecno prijelazno razdoblje do prvog znacajnog posla na podrucju EU traje
oko 6,5 mjeseci. S obzirom na istovremeno sudjelovanje mladih u procesu
obrazovanja i na trzistu rada razlikuje se pet grupa zemalja. Neuskladenost
trzista rada i obrazovnog sustava posebno je izrazena u Hrvatskoj, a sve vise
zabrinjava porast nezaposlenih mladih osoba s najvisim stupnjem obrazovanja.

Kljuéne rijeci: triiste rada, nezaposlenost mladih, NEET skupina, obrazovni
sustav.

1. UVODNO

Pojava nezaposlenosti i u najrazvijenijim zemljama svijeta istovremeno
predstavlja i ekonomski i druStveni problem. Naime, tijekom razdoblja visoke
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nezaposlenosti, javljaju se ekonomske poteskoce koje se prenose i Stetno djeluju
na osjecaje ljudi, zivot obitelji, ali i trosak drustva.

Od pocetka 1990-ih godina uz visoku stopu nezaposlenosti, hrvatsko trziste
rada karakterizira i niska stopa ekonomske aktivnosti stanovniStva. Istovremeno,
postoji problem dugotrajne nezaposlenosti i visoke strukturne neuskladenosti izmedu
ponude i potraznje radnih mjesta. Zbog razmjerno velikog udjela nesluzbenog
gospodarstva, postoji relativno velika razlika izmedu administrativnog i anketnog
evidentiranja nezaposlenosti. Opadajuce stope zaposlenosti povezane su s porastom
otvorene nezaposlenosti i rastu¢om ekonomskom neaktivno$cu, ranijim odlaskom u
mirovinu, rastuéim brojem socijalnih naknada za invalide i branitelje, rastu¢im
udjelom nesluzbenog gospodarstva, te porastom efekta obeshrabrenih radnika. Nakon
Sest uzastopnih godina gospodarskog pada od pocetka ekonomske krize, od 2015.
godine Hrvatska ponovno ostvaruje pozitivne stope rasta. Oporavak BDP-a utjecao je
1 na smanjivanje stope nezaposlenosti, koja se prema procjenama DZS-a i HZZ-a za
2016. godinu kreée oko 15 %.

U Hrvatskoj poseban problem predstavlja nezaposlenost mladih osoba (15 —
24 godine"). I u drugim zemljama regije, a i §ire, nezaposlenost mladih (do 25 godina)
postaje ozbiljan problem. Niska potraznja na trziStu rada i obeshrabrenost u pogledu
nalazenja zaposlenja potaknuli su mlade osobe u Hrvatskoj da se povuku s trzista rada
ili da na njega ne ulaze. Zbog toga su se neke mlade osobe odlucile ostati dulje u
sustavu obrazovanja, a drugi su, nazalost, postali dio sve brojnije skupine mladih koji
se ne obrazuju, ne rade niti se strucno usavrsavaju (engl. NEET — Not in Education,
Employment, or Training). Hrvatska jasno pokazuje kako se nalazi medu zemljama
koje imaju najveci problem sa skupinom mladih osoba koje nisu nezaposlene, a nisu
ni u sustavu obrazovanja i osposobljavanja.

Stoga se u ovom radu analizira nezaposlenost mladih osoba u Hrvatskoj u
usporedbi s ostalim zemljama Europske unije. Upozorava se na proces tranzicije iz
sustava obrazovanja na trziSte rada te nacine smanjivanja neuskladenosti obrazovnog
sustava i potreba na trzi$tu rada na razini tercijarnog stupnja obrazovanja. Analiticki
se propitkuje jeli danas u Hrvatskoj visoka razina obrazovanja garancija u borbi
protiv nezaposlenosti te se navode postojece mjere aktivnih politika zaposljavanja
koje su usmjerene prema mladim osobama.

2. ANALIZA NEZAPOSLENOSTI MLADIH HRVATSKE
U ODNOSU PREMA ODABRANIM ZEMLJAMA EU

Stope nezaposlenosti mladih opéenito su dvostruko (a ponegdje i vise) vece
od ukupne stope nezaposlenosti. Hrvatska se od pocetka tranzicije suocava s vrlo
visokom stopom mladih nezaposlenih osoba (15 - 24 godine), no ta brojka je
dodatnonarasla od pocetka gospodarske krize. Ekonomska kriza je posebno pogodila

' U Hrvatskoj se kategorija mladih &esto progiruje i do 29 godina s obzirom da je veliki broj mladih i
dulje ukljucen u sustav obrazovanja.
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mlade. Od drugog tromjesecja 2008., stopa nezaposlenosti mladih na razini EU-28 je
porasla za ¢ak 8 % bodova te je u prvom tromjesecju 2013. iznosila 23,9 %, a
pocetkom 2016. oko 20 %, $to znaci da svaka peta mlada osoba (u radnoj snazi) nije
bila zaposlena, ve¢ je trazila posao (Eurostat, 2017).

2.1. Utjecaj krize na ukupnu stopu nezaposlenosti mladih

Tijekom krize mnogi su radnici usli u razlicite oblike ranjivih skupina
zaposlenosti, smanjio se broj ,,pristojnih“ radnih mjesta, a znacajno povecao broj
nesigurnog zaposljavanja te broj radnika s niskim primanjima (Obadi¢, 2011, str. 96).
Skupina mladih je posebno ranjiva u takvim trenucima ekonomskih Sokova kada su
radni uvjeti posebno neizvjesni. Oni se nalaze u prijelaznom razdoblju, nedostaje im
profesionalnog iskustva, a ponekad i odgovarajuéeg znanja i obrazovanja. lako
postoje razlike medu zemljama Clanicama, situacija je slicna i u ¢lanicama Europske
unije (EU-28), odnosno Europske monetarne unije (EA-19) (vidi grafikon 1).

oslenosti mladih (%)

PV L IEIUVE TV E IV IOV IOV E TV IV TV TV E TV T IV IV IV LIV v e iy

2000 2001 2002 2003 2004 @ 2005 2006 <2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

@ )28 s EALS

Grafikon 1. Stope nezaposlenosti mladih, EU28 1 EA19, sezonski prilagodeno, 2000.
-2016.

Izvor: Eurostat (2017).

Od pocetka promatranog razdoblja, nezaposlenost mladih na podrucju EU-
28 bila je sustavno visa, nego na podruc¢ju eurozone sve do sredine 2007. godine. Otad
pa do tre¢eg tromjesecja 2010. godine ove dvije stope su se kretale vrlo blizu jedna
drugoj. Nakon toga nezaposlenost mladih je do sredine 2011. bila visa u euro
podrucju, a zatim su se do kraja 2012. godine kretale paralelno. Od sredine 2012.
godine stopa nezaposlenosti mladih eurozone veée su od stope nezaposlenosti mladih
na podru¢ju EU-28. Spomenuti jaz povecao se tijekom 2013. te je tijekom 2016.
kontinuirano iznosio dva postotna boda.

Detaljnija analiza po zemljama pokazuje da je od sredine 2012. stopa
nezaposlenosti mladih znacdajnije porasla na euro podru¢ju u odnosu prema EU-28,
prvenstveno zbog znacajnijeg porasta nezaposlenosti mladih u Grckoj. Sljedeéi
grafikon prikazuje trendove nezaposlenosti mladih u odabranim zemljama EU koje su
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danas najvise pogodene tim problemom - Gréka, Spanjolska, Hrvatska, ali i Italija
(40,3 % u 2015.).

e Gr Cka Spanjolska e Portugal —ese===Hrvatska EU28

=
o

Stopa nezaposlenosti mladih (%)

o

2003 2004 2005 2006 2008 2009 2010 2011 2012 2013 2014 2015

Grafikon 2. Stopa nezaposlenosti mladih u odabranim zemljama (15-24), 2003.-2015.,
(o)
Izvor: Eurostat (2016a).

Ocito je kako je nezaposlenost mladih najvise izrazena u mediteranskim
zemljama (posebno u Grékoj i Spanjolskoj), time i Hrvatskoj koja je u odabranoj
skupini zemalja imala najvisu stopu nezaposlenosti mladih u 2007. Jedina ¢lanica
EU u kojoj je stopa nezaposlenosti mladih ispod 10 % je Njemacka (7,2 %
2015.). Najvisa razina nezaposlenosti mladih u Hrvatskoj ostvarena je 2013.
godine (50 %). Otad se ipak pocela smanjivati (Eurostat, 2016a.). Vjeruje se da su
tome pridonijele i mjere politika zaposljavanja.Naime, tijekom 2012. godine EU
je pokrenula inicijativu ,,Moguénosti za mlade”. Europska se komisija posebno
usredotoCila na one drzave Clanice s najviSom stopom nezaposlenosti (30 % i
vise). Kako bi se problem nezaposlenosti mladih mogao rjesavati kao prioritetno
pitanje, s tim zemljama postignuti su sporazumi o najboljim nacinima
preuzimanja i koristenja nepotrosenih sredstava EU-a.

U prosincu 2012. Europska komisija je donijela paket mjera za zaposljavanje
mladih, medu kojima se, posebno Garancijom za mlade (engl. Youth Guarantee),
mladima do 25 godina osigurava da u roku od ¢etiri mjeseca nakon $to zavrse formalno
obrazovanje ili izgube posao pruzi kvalitetna ponuda za posao, kontinuirano
obrazovanje ili staziranje (Europska komisija, 2013, str. 10). To je novi pristup u
rjeSavanju pitanja nezaposlenosti mladih osoba, kojim se sve osobe mlade od 25 godina
(u RH mlade od 30 godina!) nastoji Sto brze aktivirati na trziStu rada (Official Journal of
the EU, 2013).

Visoke stope nezaposlenosti mladih pokazuju sve veée poteskoce s kojima se
suocavaju mlade osobe na europskom trzistu rada. Medutim, treba istaknuti da to nuzno
ne znaci da je broj nezaposlenih mladih osoba izmedu 15 i 24 godine velik, jer jevecina
ukljuéena u sustav visokog obrazovanja, ne rade, ne traze posao pa se zbot toga ne
ubrajaju u radnu snagu koja se koristi za izraCunavanje stope nezaposlenosti mladih
osoba (broj nezaposlenih mladih podijeljen s brojem mladih aktivnih osoba (zaposleni +
nezaposleni) na trzi$tu rada). Tako npr., stope nezaposlenosti od 25 % ne znaci da je ,,1
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od 4 mlade osobe nezaposlena“. To je uobiCajena zabluda. Naime, stopa nezaposlenosti
mladih moze biti visoka ¢ak i ako je broj nezaposlenih ogranicen (u=U/L). To moZze biti
kada je brojnost radne snage mladih (nazivnik) relativno mala. To nije problem za
ukupnu stopu nezaposlenosti zbog veéeg udjela te populacije na trzistu rada.

Zato je mnogo bolje koristiti se jo§ jednom mjerom kojom se koristi Eurostat,
omjer nezaposlenosti mladih (broj nezaposlenih mladih od15 do 24 podijeljen s
ukupnom populacijom mladih u dobi od 15 do 24). Omjer nezaposlenosti mladih je
prema definiciji uvijek manji od stope nezaposlenosti mladih i to uobicajeno za pola
manji, a ta razlika u potpunosti proizlazi iz razli¢itih nazivnika. Tablica 1 pokazuje kako
su omjeri nezaposlenosti mladih u EU znatno nizZi od stopa nezaposlenosti mladih, iako
su i oni porasli od pocetka ekonomske krize 2008. godine.

Tablica 1.
Nezaposlenost mladih u EU-28 (%)
Stopa nezaposlenosti mladih Omjer nezaposlenosti mladih

2012. 2013. 2014. 2015. 2012. 2013. 2014. | 2015.
EU28 23,3 23,7 22,2 20,3 9,8 9,9 9,1 8,4
EA 23,5 24,4 23,8 22,4 9,6 9,8 9,4 8,8
Belgija 19,8 23,7 23,2 22,1 6,2 7,3 7 6,6
Bugarska 28,1 28,4 23,8 21,6 8,5 8,4 6,5 5,6
Ceska 19,5 18,9 15,9 12,6 6,1 6 5,1 4,1
Danska 14,1 13 12,6 10,8 9,1 8,1 7,8 6,7
Njemacdka 8 7.8 7,7 7,2 4,1 4 3,9 3,5
Estonija 20,9 18,7 15 13,1 8,5 7,4 5,9 5,5
Irska 30,4 26,8 23,9 20,9 12,3 10,6 8,9 7,6
Gréka 55,3 58,3 52,4 49,8 16,1 16,5 14,7 12,9
Spanjolska 52,9 55,5 53,2 48,3 20,6 21 19 16,8
Francuska 244 24,8 24,1 24,7 8,9 8,9 8,5 9,1
Hrvatska 42,1 50 45,5 43 12,7 14,9 15,3 14,3
Italija 35,3 40 42,7 40,3 10,1 10,9 11,6 10,6
Cipar 27,7 38,9 35,9 32,8 10,8 14,9 14,5 12,4
Latvija 28,5 23,2 19,6 16,3 11,5 9,1 7.9 6,7
Litva 26,7 21,9 19,3 16,3 7,8 6,9 6,6 5,5
Luksemburg 18 16,9 21,2 17,3 5 4 6 6,1
Madarska 28,2 26,6 20,4 17,3 72 7,3 6 54
Malta 14,1 13 11,8 11,8 7,2 6,9 6,2 6,1
Nizozemska 11,7 13,2 12,7 11,3 6,6 7,7 7,1 7,7
Austrija 9,4 9,7 10,3 10,6 5,6 5,7 6 6,1
Poljska 26,5 27,3 23,9 20,8 8,9 9,1 8,1 6,8
Portugal 38 38,1 34,7 32 14,1 13,3 11,9 10,7
Rumunjska 22,6 23,7 24 21,7 6,9 7,1 7,1 6,8
Slovenija 20,6 21,6 20,2 16,3 7,1 7,3 6,8 5,8
Slovacka 34 33,7 29,7 26,5 104 10,4 9,2 8,4
Finska 19 19,9 20,5 22,4 9,8 10,3 10,7 11,7
Svedska 23,7 23,6 22,9 204 124 12,8 12,7 11,2
UK 21,2 20,7 16,9 14,6 12,4 12,1 9,8 8,6

Izvor: Baza podatka Eurostat (pristupljeno: 30.11.2016.)
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Povijesno je poznato da su zene ranjivija skupina na trziStu rada od
muskaraca te su jace pod utjecajem nezaposlenosti od muskaraca. U 2000. godini
stopa nezaposlenosti zena u EU-28 je bila oko 10 %, dok je ona za muskarce bila
ispod 8 %. Od 2013. godine obje stope pocele su opadati i krajem 2015. su
iznosile 8,9 %, odnosno 9,2 % (Eurostat, 2016a).

Sljedeca tablica prikazuje kretanja stope nezaposlenosti po dobi i spolu
prije krize (2007.) i u 2015. godini.

Tablica 2.
Stope nezaposlenosti po dobi i spolu, (%)

Muskareci Zene <25 godina 25-74

god.

2007. 2015. 2007. 2015. 2015. 2015.
EU28 6.6 9.3 7.9 9.5 20.3 8.3
EA 6.7 10.7 8.5 11.0 224 9.8
Belgija 6.7 9.1 8.5 7.8 22.1 7.3
Bugarska 6.5 9.8 7.4 8.4 21.6 8.4
Cetka 4.2 4.2 6.7 6.1 12.6 4.5
Danska 3.4 5.9 4.2 6.4 10.8 5.3
Njemacka 8.4 5.0 8.7 4.2 7.2 4.4
Estonija 5.4 6.2 3.8 6.1 13.1 5.6
Irska 5.0 10.9 4.3 7.7 20.9 8.4
Gréka 5.3 21.8 12.9 28.9 49.8 23.4
Spanjolska 6.4 20.8 10.7 23.6 48.3 20.2
Francuska 7.6 10.8 8.5 9.9 24.7 8.9
Hrvatska 8.8 15.7 11.4 17.0 43.0 13.8
Italija 4.9 11.3 7.8 12.7 40.3 10.0
Cipar 3.4 15.1 4.6 14.8 32.8 13.2
Latvija 6.5 11.1 5.6 8.6 16.3 9.3
Litva 4.2 10.1 4.3 8.2 16.3 8.5
Luksemburg 3.4 5.9 5.1 7.2 16.6 5.5
Madarska 7.1 6.6 7.7 7.0 17.3 6.0
Malta 5.8 5.5 7.9 5.2 11.8 4.4
Nizozemska 3.3 6.5 52 7.3 11.3 6.1
Austrija 4.5 6.1 5.3 5.3 10.6 5.0
Poljska 9.0 7.3 10.3 7.7 20.8 6.4
Portugal 8.7 12.4 9.6 12.9 32.0 11.1
Rumunjska 72 7.5 5.2 5.8 21.7 5.6
Slovenija 4.0 8.1 59 10.1 16.3 8.4
Slovacka 10.0 10.3 12.8 12.9 26.5 10.2
Finska 6.5 9.9 7.2 8.8 224 7.6
Svedska 5.9 7.5 6.5 7.3 204 5.6
UK 5.5 5.5 5.0 5.1 14.6 3.8

Izvor: Eurostat (2016a).

Mlade Zene su najéesce i slabije placene za istu razinu stru¢ne spreme i
sloZenost poslova koju obavljaju te Cesto nisu u mogucénosti na odgovarajuci
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nacin balansirati izmedu svojeg privatnog i poslovnog zivota te su na taj nacin
izlozene riziku diskriminacije (Poloski Voki¢, Sinci¢ Cori¢,Obadi¢, 2016).

2.2. Neaktivnost mladih osoba — bolna tocka

Medu mladima na podrucju Europe posebno zabrinjava skupina mladih
koji nisu zaposleni, a nisu ni u sustavu obrazovanja i osposobljavanja. To je tzv.
NEET (engl. Neither in employment nor in education or training) skupina.Vecina
njih nema ¢ak ni nizi srednjoskolski stupanj obrazovanja te rano napusta
obrazovanje i trening. Najve¢i udio takvih Cine migranti ili mlade osobe s
nepovoljnim naslijedem (Official Journal of the EU, 2013). Takvo stanje kod
mladih osoba moze rezultirati trajnim posljedicama, kao Sto je povecani rizik
buduée nezaposlenosti, smanjena razina buducih zarada, gubitak ljudskog
kapitala, smanjena motivacija za ostvarivanje obitelji §to sve utjeCe na stvaranje
negativnih demografskih trendova na ve¢ ionako starom europskom kontinentu.

Udio skupine NEET je alarmantan u pojedinim ¢lanicama EU, gdje
iznosi preko 16 % (Bugarska, Cipar, Grcka, Hrvatska, Irska, Italija, Rumunjska,
Spanjolska). Izrazito visoke NEET stope, a posebno njihov uzlazni trend je
zabrinjavaju¢i u Hrvatskoj (vidjeti grafikon 3).

202
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v
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Grafikon 3. Mlade osobe koje nisu zaposlene i nisu ukljucene u sustav

obrazovanja i treninga u odabranim zemljama (NEET) (15-24), odabrane godine

Izvor: Baza podatka Eurostat (pristupljeno: 13.10.2016.)
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Neukljucivanje mladih ljudi u trziste rada predstavlja velike troskove za
svaku drzavu. Procjene Eurofound-a’pokazuju kako su u 2008. godini troskovi
nezaposlenosti mladih ili njihove neaktivnosti (tj. troSkovi NEET skupine) na
podruc¢ju EU-26 iznosili oko 120 milijardi eura odnosno 1,21 % BDP-a, au 2011.
je taj trosak iznosio oko 153 milijarde eura odnosno 1,2 % BDP Europske unije.
Ponovna reintegracija u zaposlenost samo 10 % tih mladih ljudi stvorila bi
godisnji dobitak vise od 15 milijardi eura (Eurofound, 2012). Sljedeci grafikon
prikazuje nezaposlenost NEET skupine po spolu u 2015. godini.
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Grafikon 4. NEET po spolu u EU28 (15-24), 2015. (%)
Izvor: Baza podatka Eurostat (pristupljeno: 13.11.2016.)

Hrvatska jasno pokazuje kako se nalazi medu zemljama koje imaju
najveéi problem sa skupinom mladih osoba koje nisu niti zaposlene niti su u
sustavu obrazovanja i osposobljavanja. Kao i u ostalim mediteranskim zemljama
moze se primijetiti manji udio Zena u toj dobi, §to se moze objasniti ¢injenicom
kako se sve veci broj mladih djevojaka u Hrvatskoj odlucuje za razne oblike
obrazovanja.

23.  Sudjelovanje mladih u obrazovanju i na trzistu rada

Tranzicija iz sustava obrazovanja na trziSte rada nije jednostavna. U
nekim zemljama, mladi ljudi po¢inju raditi mnogo ranije nego u nekim drugim (u
obliku ljetnih ili studentskih poslova). Moguée je istovremeno biti i u sustavu
obrazovanja i na trzistu rada §to dovodi do preklapanja. U dobi od 15 godina,
gotovo je 100 % populacije na podru¢ju EU u sustavu obrazovanja. Kako mladi

’Eurofound — The European Foundation for theImprovement of Living and Working Conditions.
Detaljnije vidjeti na: http://www.eurofound.europa.cu/
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stare, javlja se postepeno smanjenje udjela mladih u sustavu obrazovanja. Ne
napustaju obrazovanje svi odjednom te tako postoji postepeni prijelaz za mlade.
Njihova dinamika napustanja sustava obrazovanja odredena je nacionalnim
sustavom obrazovanja i treninga.

Paralelno sa smanjivanjem udjela mladih u obrazovanju, poveéava se
udio zaposlenih i1 nezaposlenih na trzistu rada. Tempo izlaska iz sustava
obrazovanja nije jednak tempu ulaska na trziSte rada s obzirom da je jedan dio
ljudi istovremeno u obrazovanju i na trzistu rada, dok ostali izlaze iz sustava
obrazovanja i ostaju izvan trziSta rada. Postoje brojne situacije u kojima se
sudjelovanje mladih u obrazovanju i na trziStu rada preklapaju. Preklapanje se
moze dogoditi bilo kada tijekom zivota, ali je CeS¢e u mladih zbog njihove
tranzicije iz sustava obrazovanja na trziste rada.

Za neke mlade ljude zaposlenost je podredena obrazovanju, npr, u
primjeru studenata koji rade svega nekoliko sati na tjedan. Drugi su zaposleni te
su samo grani¢no u obrazovanju, npr. netko tko je zaposlen, ali je ukljucen u
povremeno stru¢no usavr$avanje ili netko tko studira nakon posla kako bi se
kvalificirao za diplomu. Obrazovanje i posao mogu se odvijati u razli¢ito vrijeme
u godini (npr. studenti tijekom akademske godine najéescée rade ljetne poslove) ili
paralelno (npr. studenti koji rade vikendom ili navecer nakon predavanja). Ista
aktivnost moze se vrednovati i kao obrazovanje i kao zaposlenost, npr. vecina
formalnog obrazovanja u sekundarnom obrazovanju, pladeno prakti¢no
obrazovanje ili posebne faze strukovnog obrazovanja integrirane u neke studijske
programe u tercijarnom obrazovanju. U skladu s pravilima Medunarodne
organizacije rada (engl. International Labour Organization — ILO), pla¢ena
prakti¢na izobrazba/obrazovanje smatra se zaposlenos¢u, a nepla¢ena izobrazba
ne (Eurostat, 2016b).

Prema podacima iz 2009. godine prosjecno prijelazno razdoblje od
inicijalnog obrazovanja do prvog znacajnog posla trajalo je 6,5 mjeseci u EU-27.
Trajanje se znacajno razlikuje ovisno o zemlji i o razini obrazovanja — od 5
mjeseci za visokoobrazovane do 10 mjeseci za one s nizim kvalifikacijama
(Eurostat, 2012). Neke zemlje su bolje od prosjeka EU (6,5 mjeseci) — Island
(prosjecno vrijeme tranzicije 3,3 mjeseca), Nizozemska i UK (3,5 mjeseca), Irska
(4,3 mjeseca) i Svedska (4,4 mjeseca). Prosje¢na dob izlaska iz formalnog
obrazovnog sustava je 21 (pri ¢emu 17 godina za nize srednjoskolsko
obrazovanje i 24 za visoko obrazovanje), (Eurostat, 2012).

Sljedeci grafikon detaljnije dezagregira status mladih osoba, razlikujuéi
pla¢ene od neplacenih u ¢lanicama EU-28. Oni koji su u obrazovanju obojani su
crnom i sivom bojom razli¢itog intenziteta, ovisno o njihovom statusu na trzi§tu
rada, dok se oni koji nisu u obrazovanju nalaze u desnom dijelu grafikona i
obojani su bijelom bojom. Vazno je primijetiti da ne postoje preklapanja izmedu
zaposlenosti i nezaposlenosti, jer osoba ne moze biti istovremeno zaposlena i
nezaposlena.
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EU-28, 2012
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Grafikon 5. Struktura mlade populacije prema statusu obrazovanja i ukljucenosti
na trziSte rada, EU-28, 2012. godina

Izvor: Eurostat(2016b).

Grafikon prikazuje udio mladih ljudi u obrazovanju i na trzi$tu rada pri
svakoj godini te pokazuje da veéina mladih nezaposlenih nije u sustavu
obrazovanja, ali mnogi jesu (4,3 milijuna i 1,3 milijuna osoba, sve u dobi od 15-
24, EU-28, 2012.). Takoder postoji i veliki broj zaposlenih mladih dok ih je u
obrazovanju (6,7 milijuna), (Eurostat, 2016b). Kao $to se moze primijetiti, postoji
viSe mladih ljudi koji su zaposleni dok su u obrazovanju, nego mladih
nezaposlenih (u obrazovanju ili ne).

Postoje znacajne strukturne razlike medu ¢lanicama EU u sudjelovanju
mladih na trziStu rada. Razlog je kombinacija institucionalnih faktora (npr.
formalne sheme naukovanja), kulturne odrednice, postojanje ili nepostojanje
trziSta rada za studente, uloga profesionalnog treninga i dr. Prvi parametar za
grupiranje zemalja je istovremeno sudjelovanje mladih u obrazovanju i na trzistu
rada, a drugi parametar predstavlja razinu nezaposlenosti mladih, mjerenu kao
omjer nezaposlenosti mladih (Eurostat, 2016b). Zbog toga sljedeci grafikon
prikazuje stanje u zemljama EU u skladu s te dvije veli¢ine i predlaze moguce
klastere zemalja.
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Grafikon 6.Grupe zemalja prema istovremenom sudjelovanju osoba u procesu
obrazovanja i na trzistu rada

Izvor: Eurostat(2016b).

S obzirom na prethodan grafikon tesko je zakljuciti da postoji
jedinstvena korelacija izmedu ova dva parametra za spomenutih pet grupa
zemalja. Ipak, u slucaju grupe tri i grupe pet mogao bi se donijeti zakljucak da je
nezaposlenost mladih visa u onim zemljama u kojima se mladi rijetko ukljucuju
na trziSte rada kada su u sustavu obrazovanja. Kao §to je prethodno i istaknuto
svaka Clanica ima specifi¢nu situaciju te je teSko bilo Sto poopcavati. Sljedeci
shematski prikaz sazeto prikazuje karakteristike pojedinih grupa zemalja.

139



EKON. MISAO I PRAKSA DBK. GOD XXVI. (2017.) BR. 1. (129-150) A. Obadi¢: NEZAPOSLENOST...

1. grupa 2. grupa 3. grupa 4. grupa 5. grupa
Cine zemlje u kojima
> pee Ovu skupinu st Ovu grupu To je posljednja
2 mal|| br_c:_] D zemalja K:raklenzlraju. 2 karakterizira: a) sk\'Jp'{na z_em_alja
zaposer;u , : Karakteriziraju dva srrininnoﬁ irved visoko ili jako koje imaju visoku
e i A <CTe obiljezja: a) D apanietzmedy  visoko ukljucivanje stopu zaposlenosti
u toj skupini, umiereno obrazovanja i studenata na triidte medu onima koji su

preklapanje izmedu
trzistaradai
obrazovanja je jako
malo. To mozZe biti

preklapanje izmedu
obrazovanja i
trzistaradaib)

trzista rada (npr.
isto kao i u drugoj
grupi); b) vrlo
visoka razina

rada; b) prosje¢na
razina
nezaposlenosti. Te

jo$ u sustavu
obrazovanja te
gotovo nema
nezaposlenosti

v . razina x zemlje su imale
jla""/i?ek:ﬁzir,‘?{'e:(n::g'a nezaposlenosti nmelgiﬁ:slenostr dugotrajnu. tradiciju medu onima_ koji su
it o mladih oko d da studenti rade uobrazovanju. One
f,z;?:igg;ﬂi‘sosmﬁ [ prosjeka EU. Tosu zgmljg }(oje su skraceno ili tijekom su uvele sustave
Kolicina onih Takoder, ujedno i najv_l§e ljetnih mjeseci naulfovan]a ili
a ;Z'j?!rzazz sokrac'eno karakterizira je i pogodene krizom. (Nordijske zemlje strutnog
radno vrijeme ili kao injenica da je broj Zemlje utoj skupini  [J M3 visoku ossoszbljav_ama_n_a
studenti rade preko miadih su Gréka, sezonsku :‘e ur:j arnoj razini.
ljeta. Za zemlje u toj nezaposlenih osoba ] §panjolsll<a, nezaposlenost_ sv% eno K
rupi karakteristiéna u obrazovanju Portugal | u nekoj medu studentima objasnjava visoki
e zanemariv u s ! kada se otvore udio mladih koji su
je visoka stopa ¢ mijeri Irska. lietna radna istovremeno i u
nezaposlenosti iako USp.urEdb' 58, acHien sustavu
apsolutan broj brojem mladih rmesta). l_\leke od . -
nezaposlenih mladih osoba koje Sl{ ) tl!l zemalja p(:)putl ol razT)valnja i
nije visok, a razlog je nezaposlengn nisu leozgmske, imaju zaposleni su.
jako malol trziste rada u obrazovanju. dualnl s,.lstav U toj skupini nalaze
za mlade. Rije¢ je o Ova grupa i‘“g'slzl;:ix‘mgrama se Njemacka i
grupi zemalja u kojoj O obuhvaéa EStD".iju’ p;’dru&jima Austrija.
malo Francusku, Latviju, tercijamog

studenta/ucenika
istovremeno sudjeluje

i na trzistu rada.

Zemlje u toj skupini su:
Belgija, Bugarska,
Hrvatska, Republika
Ceska, Madarska, Italija,
Cipar, Rumunjska i
Slovacka.

Litvu, Luksemburg,
Maltu i Poljsku.

obrazoavanja koje
ukljucuje prakticne
radne faze.

To su: Danska,
Nizozemska, Finska,
Svedska, UK i u
manjoj mjeri
Slovenija.

Shema 1. Karakteristike pojedinih grupa zemalja u skladu s grafikonom 6

Izvor: Preoblikovano prema Eurostat (2016b).

2.4.  Uskladenost hrvatskog trziSta rada i obrazovnog sustava na

tercijarnoj razini obrazovanja

Znacajno je da su kreatori 1 nositelji ekonomske politike ipak shvatili da
je rije¢ o strukturnom problemu te se posljednjih godina ipak intenzivnije i
sustavnije pocelo raditi na rjeSavanju toga problema, barem na razini tercijarnog
stupnja obrazovanja. Tako su na razini visokog obrazovanja po prvi put krajem
2011. godine napravljene upisne kvote prema preporukama Hrvatskog zavoda za
zaposljavanje 1 njihovim stvarnim potrebama koje je prihvatilo Ministarstvo
znanosti, obrazovanja i sporta te ih kvantificiralo u suradnji s pojedinim
sveuciliStima.

Neuskladenost politike obrazovanja i potreba na trzistu rada je strukturni
problem koji se ne moze rijesiti ,,preko no¢i“, a dosadasnje analize hrvatskog
trziSta rada pokazuju velike neuskladenosti postoje¢ih potreba i ponude
odgovaraju¢e radne snage. U sklopu provodenja mjera aktivnih politika
zapoSljavanja, Hrvatski zavod za zaposljavanje (HZZ) ujedno se bavi i analizom,
procjenama i predvidanjima budu¢ih potreba na trziStu. Suradujuéi s
poslodavcima, odnosno provodenjem anketa, dobivaju se podaci o njihovim
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potrebama, prate se odredena zanimanja te se definiraju njihovi statusi kao
deficitarni ili suficitarni. Izmjenjujuéi informacije s obrazovnim institucijama i
institucijama trziSta rada takoder se radi na napretku uskladenosti.

Suradnjom celnih ljudi Ministarstva rada i mirovinskog sustava,
Ministarstva znanosti, obrazovanja i sporta, Ministarstva regionalnog razvoja i
fondova EU, Vlade te Nacionalnog vijeca za razvoj ljudskih potencijala i
sektorskih vijeca, 2012. godine je zapocelo aktivnije kreiranje smjernica za
rjesavanje problema neuskladenosti i na nizim razinama obrazovanja. Temelj za
rjesavanje toga problema svakako lezi u izradi Hrvatskog kvalifikacijskog okvira
(HKO). Rije¢ je o instrumentu koji bi trebao osigurati uredenje klasifikacija u
Hrvatskoj, prohodnost i kvalitetu kvalifikacija, kao i povezivanje razina
kvalifikacija u nasoj zemlji s razinama kvalifikacija Europskog kvalifikacijskog
okvira. Tako je u velja¢i 2013. godine usvojen Zakon o Hrvatskom
kvalifikacijskom okviru, kojim se uspostavlja Hrvatski kvalifikacijski okvir
(HKO) kojim se ureduje sustav kvalifikacija u Hrvatskoj (NN, 2013). Upravo je
uskladivanje obrazovanja s potrebama trzista rada vazan element HKO-a.

Zbog toga je u akademskoj godini 2013./2014. porast broja upisnih kvota
na Sveucilistu u Zagrebu zabiljeZen jedino u podru¢ju biomedicinskih znanosti, i
to zbog povecanja broja studenata na Medicinskom i Veterinarskom fakultetu dok
je na svim ostalim fakultetima zabiljezeno smanjivanje broja upisnih kvota (vidi
tablicu 3).
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Tablica 3.

Promjena upisnih kvota na SveuciliStu u Zagrebu za odabrane ak.godine

Visoko utiliste 2011./12. 2012./13. | 20142015, | 2015./2016. [ 2016./2017. | Trendpromjene
PODRUCIE
L PRIRODNIH 847 847 819 827 812
ZNANOSTI I I - . _
PODRUCIE
1L TEHNICKIH 3.235 3.205 3200 3185 3290 I
ZNANOSTI . -

Rudarsko - geolosko -
naftni fakultet 180 170 170 170 70 I e —

Tekstilno - tehnoloski

fakultet 445 425 425 385 390 I . . _

PODRUCIJE
1L BIOMEDICINSKIH 720 800 745 745 770 I l
ZNANOSTI _EEmE
Medicinski fakultet 350 410 350 350 350 I
Veterinarski fakultet 130 150 150 150 175 . . . I
PODRUCIJE
Iv. BIOTEHNICKIH 995 955 925 925 925 I
ZNANOSTI m__ _
Sumarski fakultet 355 315 310 310 310 I
-——

PODRUCIE
V. DRUSTVENIH 4.739 3.977 4590 4630 4705
ZNANOSTI —
Edukacijsko -
e 124 144 144 144 144
rehabilitacijski fakultet — I I I I

Ekonomski fakultet 1.610 1.350 1310 1235 1310 I
Hem__ =
Fakultet organizacije i
informatike, Varazdin 870 780 69 690 690 I . o
Fakultet politickit
akultet politiékh 320 280 250 250 250 I
znanosti m__ _
Pravni fakultet 990 658 1223 1223 1223 . I I I
Utiteljski fakultet 570 510 438 503 503 I . . .
PODRUCIE
VL HUMANISTICKIH 1.777 1.719 1680 1671 1670
ZNANOSTI . [
Hrvatski studiji 395 375 314 314 251 I I EE
Katoli¢ki bogoslovni 265 m 240 240 240
fakultet — I . .

UMIJETNICKO
VL PODRUCJE 2 ) 76 > 2 I I I I
UKUPNO 12.555 11.652 12.401 12455 12.664 l . l I

Izvor: Sveuciliste u Zagrebu (2017).
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Moze se zakljuciti kako je u posljednjih pet godina na najveéem
sveucilistu u Hrvatskoj najvece smanjenje broja upisanih studenta na podrucju
drustvenih (2,5 %) i humanisti¢kih znanosti (0,5 %). Manje smanjenje broja
upisanih studenta u podru¢ju prirodnih i tehnic¢kih znanosti dogodilo se na
fakultetima za koje je utvrdeno da su se i smanjile potrebe na trzistu rada. Treba
takoder uzeti u obzir da se spomenuta smanjenja ne mogu napraviti ,,preko no¢i
te se postepeno odvijaju posljednjih pet godina i uskladuju s potrebama trzista.

U odnosu prema prethodnoj akademskoj godini (2015./2016.) ukupna
upisna kvota na Sveucilistu u Zagrebu je u akademskoj godini 2016./2017.
uvecana za 207 studenata, odnosno 1,66 %, Sto je u skladu s Ugovorom o
sufinanciranju tro$kova studiranja redovitih studenata i materijalnih troSkova
Sveucili§ta u Zagrebu u ak. god. 2015./2016., 2016./2017. 1 2017./2018., na
temelju kojega ukupno povecéanje kvote ne smije biti ve¢e od 5 %. Tako je na
Sveucilistu u Zagrebu osigurana kvota od 12.664 mjesta za upis studenata u I.
godinu preddiplomskih i integriranih preddiplomskih i diplomskih studija u ak.
god. 2016./2017°.

3. OBRAZOVANJE - NAJBOLJA GARANCIJA U
BORBI PROTIV NEZAPOSLENOSTI?

Obrazovanje se opéenito smatra infrastrukturnim dobrom koje se javlja
kao op¢i input svekolikog razvoja, bilo kroz rastuéi broj obrazovanih pojedinaca,
bilo kroz u¢inke koje obrazovanje generira na razini pojedinca i druStva. S
obzirom na efekte koje generira, znanstvenici su skloni obrazovanju dati obiljezja
onih dobara koja nazivamo zajednickim imenom javna dobra. Tako shvacen
sadrzaj obrazovanja podrazumijeva i njegova temeljna obiljezja kao §to su
nedjeljivost u koriStenju, nemoguénost primjene principa trziSnog iskljucenja,
slaba podobnost za namirivanje posredovanjem privatnog trzista i sli¢no (Bari¢,
Obadic¢, 2013, str. 58).

Cinjenica je da je ipak najbolja garancija protiv nezaposlenosti
postignuta razina obrazovanja, s obzirom da nezaposlenost raste $to je nizi

* Kvote su u manjoj mjeri uvecane na Prirodoslovno-matematickom fakultetu (studij Fizika,
nastavnicki smjer), Fakultetu prometnih znanosti (studij Aeronautika), Fakultetu strojarstva i
brodogradnje (studij Strojarstvo), Gradevinskom fakultetu (studij Gradevinarstvo), Tekstilno-
tehnoloskom fakultetu, Ekonomskom fakultetu (stru¢ni studij Poslovna ekonomija), Kinezioloskom
fakultetu (stru¢ni studij) Izobrazba trenera, smjer Kondicijska priprema sportasa), Filozofskom
fakultetu (dvopredmetni studiji Portugalski jezik i knjizevnost, Rumunjski jezik i knjiZevnost,
Spanjolski jezik i knjizevnost), Hrvatskim studijima (jednopredmetni studiji Psihologija i
Sociologija), Akademiji dramske umjetnosti (studij Produkcija) i na Muzickoj akademiji (Studij za
instrumentaliste, jednopredmetni studij Glazbena pedagogija). Pet sastavnica u manjoj je mjeri
smanjilo svoje upisne kvote za ak. god. 2016./2017. Rije¢ je o Prirodoslovno-matemati¢kom fakultetu
(studij Fizika i tehnika, nastavnicki smjer), Kinezioloskom fakultetu (stru¢ni studij Izobrazba trenera,
smjer Razni sportovi), Filozofskom fakultetu (dvopredmetni studij Anglistika), Fakultet filozofije i
religijskih znanosti — FFDI (dvopredmetni studij Filozofija) i Muzickoj akademiji (dvopredmetni
studij Glazbena pedagogija), (Sveuciliste u Zagrebu, 2017).
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stupanj obrazovanja. Prosje¢na stopa nezaposlenosti u EU-28, u dobi 25 do 64
koji su zavrsili barem nizi stupanj sekundarnog obrazovanja je 17,4 %, §to je
mnogo viSe nego stopa nezaposlenosti onih koji su postigli tercijarni stupanj
obrazovanja (5,6 %), (Eurostat, 2016a).

Analiza podataka o kretanju nezaposlenih osoba prema stupnju
zavrSenog obrazovanja posljednjih godina pokazuje da jo§ uvijek vecina
nezaposlenih osoba u Hrvatskoj ima niZi stupanj obrazovanja, odnosno srednju
struénu spremu ili nizu (vidi grafikon 8).

350000
300000
250000
2 H
200000 .
150000 2011
W 2012.
100000
W 2013.
50000 I II
o EmEE T R | AR
Bez$kolei Osnovna  Srednja Prvistupanj Fakultet, Ukupno 2015.
nezavrsena skola skola fakulteta, akademija,
osnovna struni  magisterij,
skola studij i viSa doktorat
skola

Grafikon 7. Broj nezaposlenih prema razini obrazovanja, odabrane godine

Izvor: Baza podataka HZZ (2016a) Statistika - Registrirana nezaposlenost: Godina -
Mjesec, Razina obrazovanja. Link: http://statistika.hzz.hr/Statistika.aspx?tiplzvjestaja=1
(pristupljeno: 13.10.2016.)

Nezaposlenost je tijekom prethodnih godina porasla u svim obrazovnim
grupama, no ipak je najveéi relativni porast evidentiran medu osobama s najvisim
stupnjem obrazovanja. Medu osobama sa zavrSenim prvim stupnjem fakulteta,
struénim studijem ili viSom $kolom nezaposlenost je od 2008. do 2015. porasla
108,5 %, a medu osobama sa zavrSenim fakultetom, akademijom, magisterijem ili
doktoratom 120,7 %. Najmanji porast nezaposlenosti zabiljezen je medu osobama
bez Skole i sa zavrSenom osnovnom Skolom gdje smo imali pad od 7,9 %,
odnosno 1,1 %. Takav trend, kada je rast nezaposlenosti najizrazeniji medu
najSkolovanijim pojedincima, upozorava na ve¢ alarmantno stanje i najbolje
pokazuje strukturne probleme neuskladenosti obrazovnog sustava i stvarnih
potreba trzista. S obzirom na prosjek EU-28 (oko 16,5 %), Hrvatska je prosle
godine imala visoku stopu nezaposlenosti mladih visokoobrazovanih osoba
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(ISCED 5-8) * 0d 30,1 %, gotovo jednaku kao i Portugal te manju samo od Gréke
(48,8 %) i Spanjolske (35,9 %), a i udio nezaposlenih visokoobrazovanih osoba u
Hrvatskoj u porastu je od nastupanja svjetske ekonomske krize, odnosno od 2008.
godine (vidi grafikon 8).
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Grafikon 8. Stopa nezaposlenosti mladih prema razini obrazovanja u odabranim
zemljama (15-24), 2015., (%)

Izvor: Baza podataka Eurostat; dostupno na:
http://ec.europa.eu/eurostat/web/youth/data/database (23.11.2016.)

Upravo zato je primjena HKO-a vrlo vazna s obzirom da ¢e poslove oko
njegove primjene i razvoja obavljati Ministarstvo znanosti, obrazovanja i sporta u
suradnji s Ministarstvom rada koje ¢e prikupljati informacije o sadas$njim i
buduéim potrebama trzista rada i potrebnim kompetencijama, a Ministarstvo
nadlezno za regionalni razvoj ¢e donositi smjernice za razvoj regionalnih trzista
rada te analizirati potrebe za razvojem ljudskih potencijala koje proizlaze iz
zupanijskih/regionalnih razvojnih strategija.

4. POSTOJECE POLITIKE ZAPOSLJAVANJA U
HRVATSKOJ NAMIJENJENE MLADIM OSOBAMA

Pojedine mjere aktivne politike zaposljavanja na trziStu rada Hrvatske,
kao i u veéini novih ¢lanica EU jo§ uvijek zaostaju za standardima starih ¢lanica
EU. ,Mjere aktivne politike zaposljavanja u 2015. godini provodile su se na
temelju Smjernica za razvoj i provedbu aktivne politike zaposljavanja u Republici
Hrvatskoj u razdoblju od 2015. do 2017. godine koje je u prosincu 2014. usvojila
Vlada RH. Smjernice su se temeljile na prioritetima i ciljevima aktivne politike

* Vise o ISCED (engl. The International Standard Classification of Education) Klasifikaciji vidjeti na:
UNESCO (2012).
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zapoSljavanja definiranim analizom stanja na trziStu rada te strateskim
dokumentima RH i EU u podrucju zapo$ljavanja“ (HZZ, 2016b, str. 31).
Intervencije aktivne politike zapoSljavanja u 2015. godini, kao i uvijek dosad,
razvrstane su po paketima usmjerenim prema specificnim ciljanim skupinama
nezaposlenih osoba te zaposlenih osoba kojima prijeti gubitak radnih mjesta. U
2015. godini mjere su tako usmjerene na sedam ciljnih skupina - mlade osobe do
29 godina, dugotrajno nezaposlene osobe, osobe starije od 50 godina, osobe s
invaliditetom, posebne skupine nezaposlenih, pripadnici romske nacionalne
manjine te poslodavci u teSko¢ama s ciljem ocuvanja radnih mjesta (HZZ,
2016b).

U konacnici se moze ocijeniti da su mjere dobro usmjerene, a problemi
vezani uz njihovo kratko trajanje i relativno nisku konzistentnost. RazliCiti
programi su zapoceli i omogudili rezultate koji su bolji od ocekivanih, ali je,
nazalost, zbog nedostatka financijskih mogucnosti prekinuta njihova provedba. U
fokusu mjera aktivne politike zaposljavanja u 2013. i 2014. godini bile su mlade
osobe do 29 godina Zivota, osobito nakon 1. srpnja kada je Hrvatska postala
punopravna ¢lanica EU te je zapocela provedbu aktivnosti u sklopu Garancije za
mlade (engl. Youth Guarantee).

Mjera za poticanje zapoSljavanja - Stru¢no osposobljavanje za rad bez
zasnivanja radnog odnosa — na pocetku je bila vrlo kritizirana mjera, ali s daljnjim
trajanjem krize na nju su poceli pozitivno gledati i mladi ljudi koji su njezini
glavni korisnici. Naime, cilj mjera je osiguranje stjecanja radnog iskustva mladim
osobama u zvanju za koje su se Skolovale (sa zavrSenim preddiplomskim,
diplomskim sveucilisnim ili struénim studijem, sa zavrSenim srednjoskolskim
obrazovanjem u obrtnickim zanimanjima ili sa zavrSenim srednjoskolskim
obrazovanjem u ¢etverogodiSnjem trajanju zvanja). Mjeru mogu Koristiti sve
osobe koje su prijavljene u evidenciju nezaposlenih najmanje 30 dana i koje
nemaju vi$e od 12 mjeseci evidentiranog staza u zvanju za koje sz se obrazovali,
a mjera moze trajati do 36 mjeseci.

Spomenuta mjera nov¢ano nije stimulativna jer novéana pomoé
odredena Odlukom Vlade Republike Hrvatske iznosi svega 2.400,00 kn, ali je od
pocetka 2015. godine to ipak bitno povecanje u odnosu prema prijaSnjem iznosu
od 1.600,00 kn, koliko je iznosila otkad se pocela primjenjivati 2013. godine.
Tako novCana pomo¢ odredenaOdlukom Vlade Republike Hrvatske o visini
novCane pomo¢i za nezaposlenu osobu koju je Zavod ukljucio u stru¢no
osposobljavanje iznosi 2.400 kn, te se moze sufinancirati troSak prijevoza u visini
stvarnih troSkova prijevoza sredstvima javnog prijevoza, a u maksimalnom
iznosu od 1.000,00 kuna (HZZ, 2017).

Dosadasnja iskustva mladih, posebno visokoobrazovnih osoba, su
razli¢ita, od onih izrazito povoljnih do onih vrlo negativnih. Ipak se pokazalo da
su mladi u sadasnjim uvjetima na trziStu rada prisiljeni prihvatiti i ovakvu
situaciju. Povoljno je to §to poslodavac mora imati osiguranog mentora za osobu
na stru¢nom osposobljavanju koji ima odgovarajuée zanimanje, razinu
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obrazovanja ili radno iskustvo na poslovima koje ¢e obavljati polaznik stru¢nog
osposobljavanja te razraden program stru¢nog osposobljavanja. HZZ kontrolira
provodi li se spomenuto. Najnovije istrazivanje koje je ukljucilo 13.000
gospodarstvenika pokazuje da je tijekom 2014. 1 2015. gotovo 80 % poslodavaca
najpozitivnijim ocijenili upravo ovu mjeru, i to ponajvise veliki poslodavci,
poslodavci iz informacijskih i komunikacijskih djelatnosti te iz djelatnosti
obrazovanja. Podaci o osobama koje su bile uklju¢ene u struéno osposobljavanje
za rad bez zasnivanja radnog odnosa govore da je njih 62 % bilo u zaposlenosti
godinu dana nakon izlaska iz intervencije (Vlada RH, 2016). Oni koji se odmah
ne zaposle stjeCu konkretno iskustvo u praksi za koju su se skolovali te time
postaju konkurentniji u odnosu prema drugima u daljnjem procesu trazenja
stalnog zaposlenja. Naime, mladi ljudi su svjesni da sve c¢eS¢e zapadaju u
»zacarani krug® u kojem bez radnog iskustva nema radnog myjesta, a opet je
nemoguée dobiti to radno iskustvo te sve viSe pozitivno gledaju na spomenutu
mjeru.

5. ZAKLJUCNA RAZMATRANJA

Provedena analiza pokazuje kako je proces tranzicije iz sustava
obrazovanja na trziste rada vrlo kompleksan proces te serazlikuje medu pojedinim
¢lanicama EU. U Hrvatskoj je mali broj mladih osoba koje istovremeno sudjeluju
u sustavu obrazovanja i na trZistu rada te je i to razlog zasto mladi kada prvi puta
traZze zaposlenje naj¢e$ée nemaju potrebne kompetencije. Spomenuto se odnosi i
na srednja i visokoobrazovna zanimanja. Naime, poslodavci isti¢u da je glavni
problem §to ih nisu stekli praksom tijekom obrazovanja.

U nekim zemljama zapadneEurope (Austrija, Njemacka, Svicarska, dio
Italije) srednjoSkolci ve¢inom pohadaju strukovno obrazovanje, pri ¢emu je
visoko zastupljen prakticni rad u odgovaraju¢im poduze¢ima koj kasnije trebaju
te budu¢e mlade ljude. Rije¢ je o posebnom obliku izobrazbe uz rad tzv. Nauka
na djelu (njem. Duale Ausbildung). Gotovo dvije tre¢ine mladih u Njemackoj
ukljucuje se u program nauke nakon zavrSenog Skolovanja. Poduzeca, kao Sto je
elektronicki i inzenjerski div Siemens, svake godine primaju oko 10 000
nauc¢nika, a Mercedes Benz oko 2 000 — $to je otprilike treé¢ina godiSnjeg
ukupnog broja nau¢nika u njemackoj automobilskoj industriji. Jedan od pet
njemackih naucnika je Zena. Devet od deset mladih nau¢nika dobit ¢e stalno
zaposlenje. Drugima se mogu ponuditi kratkoro¢ni ugovori (Europska komisija,
2013, str. 10).

U nas se, nazalost, potrebe trzista rada ne uskladuju sa Skolskim
programima, a veéina poduzeca jo§ uvijek nije zainteresirana za organiziranje
takvog vida prakse. Upravo takav vid obrazovanja ukljucit ¢e mlade na trziste
rada jo§ za vrijeme srednjeg strukovnog Skolovanja i visokog obrazovanja. Zato
je nuzno ojacati obrazovni sustav u suradnji s poduzetnicima te ojacati
cjelozivotno i profesionalno usmjeravanje. U skladu s time trebalo bi omogu¢iti i
priznavanje neformalno steCenih znanja i vjeStina. U kontekstu uskladivanja
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politika na trziStu rada i hrvatske obrazovne politike bilo bi vrlo zanimljivo
promotritizaposljavanje studenata koji zavrSavaju pojedine sveuciliSne i strucne
studije u Hrvatskoj, no za takvo prikladno pracenje nije dostatno analizirati samo
podatke HZZ-a za zapoSljavanje, ve¢ bi bilo nuzno analizirati i aluminije
pojedinih fakulteta.
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SaZetak

Kruzing turizam moze, uz pozitivne, rezultirati dugorocnim negativnim ucincima
po okolis i Zivot lokalnog stanovnistva. U radu se analizira kako stanovnici
Dubrovnika percipiraju razvoj i ucinke kruzing turizma. Anketnom primjenom
Skale utjecaja turizma (TIS) na uzorku od 122 stanovnika ljeta 2015. godine
ispitano je postojanje povezanosti izmedu pojedinih aspekata/percipiranih
ucinaka kruzing turizma i izabranih obiljezja stanovnika: dobi, obrazovanja,
radnog iskustva, broja Cclanova obitelji, duzine Zivljenja u Dubrovniku,
udaljenosti  stana/kuce od podrucja koja posjecuju turisti s kruzera te
neposrednih iskustva s kruzing turizmom, kao i rodne razlike u latentnim
dimenzijama kruzing turizma. Utvrdene su dobre osnovne metrijske karakteristike
(pouzdanost i konstruktna valjanost) TIS-a. Nisu utvrdene statisticki znacajne
rodne razlike u percipiranim aspektima kruzing turizma. Postoji manji broj
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statisticki znacajnih povezanosti izmedu aspekata/percipiranih ucinaka kruzing
turizma s odabranim socio-demografskim i drugim varijablama istrazivanja. U
Zena su te povezanosti mahom niske i vrlo niske. U radu se isticu implikacije
percepcija i stavova lokalnog stanovnistva na razvoj turizma i vaznost njihovog
daljnjeg istrazivanja.

Kljucne rijeci: turizam, kruzing turizam, percepcija stanovnistva, Dubrovnik.

UvVOD

Nauticki turizam, a osobito turizam pomorskih krstarenja kao njegov
sastavni dio, posljednjih je godina relativno Cesto istrazivana tema u turistickim
zemljama koje biljeze, odnosno koje planiraju znacajan porast ovog oblika
turizma, koji se naziva i kruzing turizmom (engl. cruising tourism). Medutim,
istrazivanja kruzing turizma u Hrvatskoj i na teritoriju Dubrovnika jo§ uvijek su
malobrojna, pa ovaj ¢lanak nastoji istraziti upravo problematiku utjecaja kruzing
turizma na dubrovackom podrucju, sa stanovista domaceg stanovnistva.

Kruzing turizam ostvaruje najbrzi rast u usporedbi s drugim oblicima
turizma (Brida et al, 2012). U razdoblju od 2004. do 2014. godine svjetska
potraznja za kruznim putovanjima narasla je s 13,1 milijuna na 22,0 milijuna
putnika §to iznosi +68 %, dok je u Europi narasla s 2,80 na 6,39 milijuna putnika,
Sto je porast od +129 % (CLIA, 2015). Rezultati dinami¢nog rasta kruzing
turizma na Sredozemlju, koji ostvaruje iznadprosjeéne rezultate, itekako se
osjecaju na hrvatskom dijelu Jadrana, a posebno u Dubrovniku i Koréuli (Ban i
dr., 2014). Dosadasnji je rast krstarenja u Dubrovniku oscilirao, ali je u prosjeku
bio izrazito dinamiCan. Prosje¢na godiSnja stopa rasta u desetogodiSnjem
razdoblju 2003. — 2013. godine bila je visokih 11,5 % (Ban i dr., 2014, prema
statistickim podacima Lucke uprave Dubrovnik, 2014).

Turizam je u Dubrovacko-neretvanskoj zupaniji po prihodima,
zaposlenosti 1 izvoznoj orijentiranosti u samom vrhu regionalnoga gospodarstva,
a kruzing turizam njegov je bitan segment, s tim da na Dubrovnik otpada vise od
70 % kruzing turizma na razini Hrvatske i viSe od 90 % na razini Dubrovacko-
neretvanske Zupanije, proizvodeéi znacajne izravne i neizravne ekonomske
utjecaje na sam grad i ukupni regionalni turizam. Prosjecni udio turista s kruzera
u dnevnim migracijama tijekom ljeta iznosi 11,8 %, a u vremenu njihove
maksimalne prisutnosti, obicno oko 13 sati, njihov udio je 54,7 %. (Puki¢ &
Jerkovi¢, 2008). S godisnjim pristajanjem oko 700 brodova i preko 1.000.000
putnika, uz ograniene prostorne, prometne, urbane, tehnicke i organizacijske
kapacitete, te izrazitu sezonalnost (Sest mjeseci: svibanj — listopad, Cetiri dana u
tjednu: srijeda, petak, subota i nedjelja, pet sati u danu: kasno prijepodne — rano
poslijepodne), granice odrzivosti ovog oblika turizma i mogucnosti daljnjeg
razvoja na destinaciji kao §to je Dubrovnik postaju ozbiljno pitanje (Ban i dr.,
2014). Povecanje broja mega brodova (za vise od 2.000 putnika), velika
koncentracija kruzera u luci, neodgovarajua organizacija i ograni¢ene
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mogucnosti primjerenog prijema velikog broja turista s kruzera posljednjih su
godina doveli do pitanja prevladavaju li pozitivni ili negativni uéinci kruzing
turizma na ostale oblike turizma, gospodarstvo u cjelini, okoli$ i Zivot lokalnog
stanovni$tva (Peruci¢ i Puh, 2012; Pavli¢, 2013).

Dubrovnik treba upravljati kruzing turizmom na nacin koji ¢e osigurati
odrzavanje i unapredivanje kvalitete Zivota u lokalnoj zajednici. Uz objektivne,
potrebno je voditi racuna o subjektivnim u€incima kruzing turizma, zbog cega se
i provode istrazivanja stavova i percepcija stanovnika, kojih je za podrucje
Dubrovnika bilo razmjerno malo, premda te spoznaje mogu znacajno pridonijeti
odrzivom razvoju kako kruzing turizma, tako i turisticke destinacije u cjelini.

Zbog toga je osnovna svrha ovog rada bila analizirati kako stanovnici
Dubrovnika percipiraju razvoj i u¢inke kruzing turizma. Prvi cilj ovog rada bio je
utvrditi osnovne metrijske karakteristike (pouzdanost i konstruktnu valjanost)
koristene Skale utjecaja turizma (TIS), koja se odnosi na percepcije vise aspekata
kruzing turizma. Drugi cilj rada bio je provjeriti postojanje povezanosti izmedu
pojedinih aspekata/percipiranih ucinaka kruzing turizma i odabranih socio-
demografskih i drugih obiljezja stanovnika: dobi, stupnja obrazovanja, duzine
radnog iskustva, broja clanova obitelji, duzine Zzivljenja u u Dubrovniku,
udaljenosti stana/kuée od pojedinih gradskih podrucja na kojima se koncentriraju
turisti s kruzera, te njihovih neposrednih iskustva s kruzing turizmom i turistima s
kruzera. Konacno, utvrdit ¢e se i rodne razlike u latentnim dimenzijama kruzing
turizma.

Pretpostavljeno je da ¢e latentne dimenzije upitnika pokazivati relativnu
podudarnost s izvornim skalama upitnika TIS. Takoder, pretpostavljeno je da ne
postoji povezanost izmedu ispitanih aspekata/percipiranih ucinaka kruzing
turizma sa spomenutim socio-demografskim i drugim varijablama istrazivanja.
Konac¢no, pretpostavili smo nepostojanje rodnih razlika u percipiranim uéincima
kruzing turizma.

PREGLED LITERATURE

Razli¢iti autori razliCito kategoriziraju pozitivne i negativne ucinke
turizma. Najce$ce se navode tri temeljne kategorije: ekonomski utjecaji, utjecaji
na okoli$ te drustveni i kulturni utjecaji (Murphy, 1983; Gunn 1988; Gursoy, Chi
& Dyer, 2009), koji su medusobno povezani, tako da se promjena u jednoj
komponenti odrazava u svima (Zaei & Zaei, 2013). Uz pozitivne, stanovni§tvo
turisticke  destinacije trpi 1 negativne ekonomske ucinke: posljedice
neravnomjernog razvoja, sezonalnog zapoS$ljavanja, rasta cijena proizvoda i
usluga, poskupljenja i prodaje nekretnina itd., Sto utjeCe na nacin Zivota i
migracijska kretanja. Prilagodba autenti¢nih obicaja i tradicijskih vrijednosti
potrebama turizma, ¢ime se naruSava identitet i autentiCnost destinacije, ima
drustvene i kulturne, ali dugoro¢no moze imati i nezeljene ekonomske posljedice.
Nepozeljni utjecaji turizma na okoli§ (oneciS¢enje voda, zraka, problemi
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zbrinjavanja otpada, degradacija prostora, oSteCenja povijesnih i arheoloskih
lokaliteta, prenapucenost i ostali ekoloski problemi), osim negativnih ekonomskih
posljedica, mogu bitno umanjiti kvalitetu Zivota lokalnog stanovnistva i odrzivi
razvoj lokalne zajednice (Blazevi¢, 2007).

Stavovi i reakcije stanovni$tva na razvoj turizma mijenjaju se kroz
vrijeme, o ¢emu postoje razliiti teorijski pristupi. Doxey’s Irridex model opisuje
cetiri glavne faze razvoja turizma: euforija (inicijalni razvoj), apatija (turizam se
razvija i postaje dio zivota), nelagodnost (turizam otezava svakodnevni zivot i
uzrokuje probleme) te moguéi antagonizam (odnos prema turizmu prerasta u
konflikt i Siri se anti-turistiCko ponaSanje) (Doxey, 1975, prema Beni¢, 2011).
Teorija Zivotnog ciklusa turistiC¢ke destinacije (Butler, 1980) analizira turisti¢ke
aktivnosti kroz sukcesivne faze: istrazivanje, ukljuéivanje, razvoj, konsolidacija,
stagnacija i pad, koji u nekim slucajevima moze prijeéi u fazu pomladivanja. S
tim su povezani i stavovi lokalnog stanovnistva koji se krecu od pocetnih
pozitivnih do negativnijih, kako raste zabrinutost zbog Stetnih dugoro¢nih efekata
turizma po okolis, socijalnu zajednicu i drugo.

U pogledu kruzing turizma, zbroje li se svi pozitivni ucinci i nepovoljne
posljedice (mjerljive i nemjerljive, trenutacne i dugorocne), ocjenjuje se da je
rezultat §to ga donosi kruzing turizam pozitivan, ali je potrebno unaprijed racunati
na posljedice s negativnim predznakom, kontrolirati sve procese i njima sustavno
upravljati prihvatljivim tehnicko-tehnoloSkim-procesnim rjeSenjima, koja doduse
imaju svoju cijenu i potrebno je dobro ih poznavati, htjeti i znati primjenjivati.
Medutim, kruzing turizam se dosad u Dubrovniku uglavnom dogadao, a takav je
pristup razvoju turizma neodrziv (Ban i sur., 2014).

Najzapazeniji problem u Dubrovniku je velik broj turista s kruzera koji
se nadu na malom prostoru, stvarajuéi uska grla i dugotrajne zastoje na ulasku i
izlasku iz gradske jezgre, Sto postaje velik problem za stanovnike Dubrovnika
(Horak i dr., 2007; Marusi¢ i dr., 2008; Peruci¢ & Puh, 2012) i predstavlja
negativan publicitet za dubrovacki turizam.

Vrlo zapaZen problem su i negativni utjecaji kruzing turizma na okolis.
Negativni ucinci, a pogotovo rizici od ekoloskih posljedica su kompleksni jer se
ne sastoje samo od zbroja rizika od Stetnih utjecaja razli¢itih supstanci nego i od
niza sinergijskih ucinaka Cije se dimenzije, ukupan ucinak i tezina njegovih
posljedica ne mogu unaprijed predvidjeti u cijelosti (Leburi¢ i sur., 2006).
Pojedine analize troskova koji se odnose na okolis i lokalnih ekonomskih benefita
upucuju da su za lokalnu zajednicu u Republici Hrvatskoj troskovi i do sedam
puta veci od financijskih koristi (Cari¢, 2010; Cari¢ & Mackelworth, 2014).

Geneza koncepta zastite zivotne sredine proSirene na tzv. odrzivi razvoj
smatra se nuznim okvirom za upravljanje destinacijskom ponudom, a ciljevi
odrzivog razvoja turizma su: zadovoljiti potrebe i unaprijediti kvalitetu Zivota
lokalnog stanovnistva, oCuvati socio-kulturni identitet lokalnih zajednica, razviti
visoko kvalitetan turisticki proizvod, unaprijediti kvalitetu dozivljaja turista, te
Cuvati resurse kako bi ih i buduéi narastaji mogli koristiti (Jackson, 2013, citirano
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prema Ljubici¢, 2016). Smatra se da se povijesnom jezgrom grada, premda je ista
resurs iznimne vrijednosti, do danas nije adekvatno upravljalo, §to se argumentira
sve ce$¢im prigovorima gradana i kulturne elite (Ljubici¢, 2016), kao i
upozorenjima UNESCO-a. U svojoj nedavnoj studiji UNESCO zahtijeva da se
maksimalni broj turista s kruzera odredi na temelju analize odrzivog kapaciteta
gradske jezgre i sigurnosnih zahtjeva, ali da ne bi smio prelaziti broj od 8.000
turista dnevno, traze¢i da se po potrebi to pitanje i normativno uredi (UNESCO-
ICOMOS, 2015). Briga i o ostalim gospodarskim, drustvenim i prirodnim
resursima imperativ je odrzivog razvoja ove destinacije koja treba zadrzati
orijentaciju na kvalitetu umjesto kvantitete (Purkovi¢, 2007).

Objektivni i subjektivni negativni u¢inci kruzing turizma nepovoljno se
odrazavaju na brojne ekonomske i drustvene aspekte, tako da se i u Dubrovniku
oCituje tzv. paradoks kruzing turizma, jer usprkos njegovim gospodarskim
ucincima koji su nesporni (Ban i dr., 2014) lokalno stanovnistvo iskazuje
zabrinutost zbog rasta broja kruzera (Seri¢ & Rezi¢, 2014).

Zadovoljstvo stanovnika i razli¢itih kategorija turista iznimno je vazna
varijabla za odrzivi razvoj turizma. KoriStenjem fuzzy modela linearnog
programiranja, uzimajuci u obzir koeficijent zadovoljstva obje skupine aktera
(onih koji izravno ostvaruju prihode od turizma i stoga teze Sto vecoj
iskoriStenosti resursa i drugih: gostiju u hotelskim i ostalim smjeStajnim
objektima, putnika s kruzera, izletnika i lokalnog stanovniStva) koje imaju
suprotstavljena ocekivanja i ¢ije je zadovoljstvo obrnuto proporcionalno te
povezano s nizom ograni¢enja, tj. s nizim stupnjem iskoriStenosti resursa jer to
utjee na kvalitetu boravka u destinaciji, pojedini autori izra¢unavaju vrijednosti
odrzivog kapaciteta/optimalnog kori$tenja smjestajnih, prometnih i povijesno-
kulturnih resursa grada Dubrovnika (Ban i dr., 2014). Tako se doslo do
ograniCenja iskoriStenosti hotelskih kapaciteta od 89,8 %, iskoristenosti
kapaciteta ostalih smjesStajnih objekata od 84,7 %, te moguénosti prihvata 42,8 %
maksimalnog broja turista s kruzera, a da se pri tome ne narusi kvaliteta boravka
u razdoblju najveéeg turistickog opterecenja destinacije (u glavnoj turistickoj
sezoni). Medutim, zakljucuje se da se ravnomjernijom distribucijom potraznje
tijekom godine/tjedna/dana i odgovaraju¢im upravljanjem kretanjem posjetitelja i
vozila u destinaciji moze prihvatiti i veci broj turista s kruzera, a da se ne narusi
odrzivost i atraktivnost destinacije, na zadovoljstvo lokalnog stanovnistva i svih
turista u Dubrovniku (Ban i dr., 2014). U svakom slucaju, u Dubrovniku je nuzno
implementirati odgovaraju¢i nacin upravljanja kruzing turizmom, kako bi se
osigurao razvoj i stacionarnog i kruzing turizma, zajedno s kvalitetom Zivota u
lokalnoj zajednici.

Premda interes za upravljanje sloZzenim odnosima i meduutjecajima u
turistickim destinacijama raste, znanja potrebna da se lokalna zajednica ukljuci u
proces razvoja turizma smatraju se nedostatnima (Presenza, Del Chiappa i
Sheehan, 2013).
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Smatra se da se relativno kasno pocelo s istrazivanjima percepcija,
misljenja i stavova lokalnog stanovnistva o razvoju kruzing turizma i njegovim
eksternalijama i da je takvih istrazivanja nedostatno (Diedrich, 2010; Gatewood
& Cameron, 2009; Brida et al, 2012). Donedavno su se viSe istrazivali
gospodarski i1 ekoloSki uc€inci kruzing turizma i utjecaji na okolis, a rjede
drustveni utjecaji na turisticke destinacije (Peru¢i¢ i Puh, 2012). Posljednjih
godina s osvjeStavanjem negativnih uCinaka raste broj istrazivanja o Stetnim
utjecajima na okoli§ (Cari¢, 2010; Brida & Zapata, 2010) te o negativnim
utjecajima na stacionarni turizam, imidz destinacije i kvalitetu zivota stanovnika
(Pavli¢, 2013). Istrazivanja stavova stanovniStva i turista o kruzing turizmu i
njegovim ucincima mogu znacajno pridonijeti boljem upravljanju, kako kruzing
turizmom, tako i razvojem destinacije u cjelini.

METODOLOGIJA ISTRAZIVANJA

Sudionici istrazivanja izabrani su metodom namjernog uzorka
stanovnika Dubrovnika, obuhvativ§i ukupno 122 odraslih osoba (dob >18) od
Cega 47 musSkaraca i 75 Zena, medu kojima 52 osobe srednjeg ili viSeg
obrazovanja te 70 visoko obrazovanih osoba, ukupnog dobnog raspona 20-76
godina, radnog iskustva u rasponu 0-46 godina, a vecina sudionika oba spola zivi
u kucanstvima s 3-4 ¢lana domacinstva.

Upitnici su distribuirani putem elektronske poste tijekom ljeta 2015.
godine (u jeku turisticke sezone), s ostvarenim odazivom od 83 % ispunjenih
upitnika. Sudionicima je garantirana anonimnost i istaknuta je znanstvena svrha
istrazivanja. Takoder, sudionicima je istaknuta mogucnost postavljanja pitanja
vezano uz razliite nejasno¢e u vezi pojedinih pitanja, $to najée$ée nije bilo
potrebno.

Kao metoda prikupljanja podataka, za potrebe istrazivanja prilagodena je
i prevedena na hrvatski jezik verzija Tourism Impact Scale (Skala utjecaja
turizma, u daljem tekstu TIS), prvotno koristena za mjerenje utjecaja turizma na
okoli§ te ekonomskih, drustvenih i kulturnih utjecaja (Gursoy & Rutherford,
2004; Dyer et al., 2007), koja je prilagodena za primjenu upravo u podruéju
kruzing turizma (Brida et al, 2012).

Cjelokupni anketni upitnik se sastojao od dva dijela. Prvi dio sadrzavao
je socio-demografske varijable: spol, dob, stupanj obrazovanja, godine radnog
iskustva, broj ¢lanova obitelji, godine boravka u Dubrovniku; udaljenost mjesta
stanovanja od luke Gruz, kao i od Starog grada i drugih najposjecenijih turistickih
podrucja; jesu li ¢lanovi njihove obitelji zaposleni/povezani s kruzing turizmom,
imaju li stanari i ¢lanovi njihovih obitelji kontakte s turistima s kruzera u svojem
svakodnevnom zivotu, te jesu li sami sudionici ranije sudjelovali u kruznim
putovanjima.
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Drugi dio upitnika se sastojao od 25 tvrdnji (TIS) o percepcijama rezidenata
o socio-ekonomskim, drustvenim i kulturnim, ekoloskim utjecajima kruzing turizma
te 0 guzvama prouzrocenim ucincima (,,crowding-out u¢incima).

Odgovori su davani na petostupanjskoj ljestvici Likertova tipa (od 1 =
uopce se ne slazem do 5 = u potpunosti se slazem). Da bi se provjerila jasnoc¢a
upitnika i njegov prijevod na hrvatski jezik, u smislu razumljivosti, pilot-test je
proveden s malom skupinom stanovnika, u kojem se pokazalo da su cestice u vrlo
visokoj mjeri razumljive sudionicima.

Statisticke analize

Sve statisticke analize provedene su statistickim paketom IBM SPSS
24.0. Kao mjera interne konzistencije (pouzdanosti) upitnika Skala utjecaja
turizma (TIS) koristen je Cronbachov alfa koeficijent. Faktorskom analizom
(metoda glavnih komponenti, Varimax rotacija, s prethodno provedenim
Bartlettovim i Kaiser-Meyer-Olkinovim testom) utvrdene su latentne dimenzije
koje reprezentiraju prostor definiran Cesticama upitnika. Deskriptivna statistika
primijenjena je na ukupne rezultate u latentnim dimenzijama TIS-a, koji su
izraCunani metodom regresijskih faktorskih bodova. Za utvrdivanje rodnih razlika
u percipiranim utjecajima kruzing turizma, koriStena je kanonicka
diskriminacijska analiza. Spermanovim koeficijentom korelacije provjerena je
medusobna povezanost izmedu pojedinih aspekata (dimenzija ili skala) kruzing
turizma i ostalih socio-demografskih i drugih varijabli obuhvacenih ovim
istrazivanjem. Sve razlike komentirane su na razini rizika pogreske u procjeni
p<0,05.

REZULTATI ISTRAZIVANJA

Struktura sudionika istraZzivanja s obzirom na osnovna socio-
demografska obiljezja: spol, dob, godine radnog iskustva i struénu spremu
prikazana je u tablici 1.

Tablica 1.
Sociodemografska obiljezja ispitanika u uzorku
Obiljezja ispitanika Muskarci Zene
Spol f 47 75
M 46,45 43,67
?‘(’}éme) SD 10,89 13,08
g raspon 20-70 21-76
Obrazovanie srednja, viSa/bacc. 25 27
van visoka, mr., dr. 22 48
. M 20,49 17,19
?iﬁggkum" SD 11,54 11,55
g raspon 0-44 0-46
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Kao preduvjet za operacionalizaciju ciljeva istrazivanja, provjerene su
glavne metrijske karakteristike (pouzdanost i konstruktna valjanost) upitnika
Skala utjecaja turizma (TIS), koji prethodno nije koriSten na hrvatskoj populaciji.
Proveden je postupak analize glavnih komponenti s Varimax rotacijom (5
iteracija), nakon $to je prethodno utvrdeno da je uzorak pogodan za faktorizaciju
Bartlettovim testom sfericiteta (32=2636,11; df=300; p<,000) i Kaiser-Meyer-
Olkinovom mjerom (,904). Broj faktora odreden je prema Guttman-Kaiserovu
kriteriju te u odnosu prema interpretabilnosti faktora. Nakon provedene analize
(tablica 2), dobivena su Cetiri faktora koji objasnjavaju ukupno 71,3 % ukupne
varijance. Nakon rotacije, prvi faktor objaSnjava najvise, 33,4 % ukupne
varijance, drugi 14,6 %, tre¢i 12,6 % 1 Cetvrti 10,7 % ukupne varijance. Na
temelju varijabli kojima su saturirane glavne komponente, prvi faktor (12 ¢estica)
nazvan je Infrastruktura, javne usluge, standard, drustveni i kulturni zivot, drugi
(4 Cestice) Djelovanje na okolis, tre¢i (3 Cestice) Investicije 1 zaposljavanje, te
Cetvrti (3 Cestice) Kriminal, prometne nesrece i troskovi. Iskljuene su dvije
Cestice izvornog upitnika, jedna koja se odnosi na socio-ckonomski aspekt
(Utjecu na svakodnevni zivot / Influence daily life) te na crowding-out ucinke
(Koristi od kruzing aktivnosti odlaze vanjskim poduzetnicima / The benefits from
cruise activity end to external entrepreneurs). Sve dobivene latentne dimenzije
pokazale su i zadovoljavajuéu pouzdanost, koja varira od srednje visoke do
visoke (tablica 2).

Tablica 2.
Faktorska struktura i pouzdanost upitnika Skale utjecaja turizma (TIS) u ovom
istrazivanju
Varijable (utjecaji kruzera i kruzing turizma) I 3 Faktorl:" 7
3. Drustveni i kulturni utjecaji [Pridonose pobolj$anju 835
sigurnosnog standarda u destinaciji] i
3. Drustveni i kulturni utjecaji [Pridonose pobolj$anju drustvenog 828
i kulturnog Zivota u lokalnoj zajednici] i
3. Drustveni i kulturni utjecaji [Potic¢u valorizaciju lokalne 828
tradicije i autenti¢nosti] ’
3. Drustveni i kulturni utjecaji [Povecavaju broj kulturnih i 808
sportskih dogadaja] ’
1. Socio-ekonomski utjecaji [UtjeCu na povecanje kvalitete 799
zivota] i
3. Drustveni i kulturni utjecaji [Pridonose povecanju kvalitete 782
lokalnog turizma i komercijalne infrastrukture] ’
1. Socio-ekonomski utjecaji [UtjeCu na poboljSanje zastite i 766
valorizacije povijesne bastine] ’
1. Socio-ekonomski utjecaji [Utje¢u na poboljsanje javnih
] jecaji [Ut) poboljsanje j 718 354
1. Socio-ekonomski utjecaji [Poti¢u povecanje zivotnog
standarda] 639 442
1. Socio-ekonomski utjecaji [Utje¢u na poboljsanje infrastrukture 634 548
(ceste, komunikacije, vodovod, itd)] ’ i
3. Drustveni i kulturni utjecaji [Povecavaju poznatost kulturnih i 630 308
drugih informacija u lokalnoj zajednici] ’ ’
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1. Socio-ekonomski utjecaji [Povecavaju nase raspolozive
prihode]

1. Socio-ekonomski utjecaji [Utjeu na bolju prodaju kuca u
gradu i okolnim selima]

4. Utjecaji na okoli§ [PoboljSavaju zastitu okolisa] 596 | -410
2. "Crowding-out" u¢inci [Imaju negativne ucinke na ostale

,614 515

,609 ,308

relevantne projekte] 60 A91
4. Utjecaji na okoli§ [Dovode do povecanog onecis¢enja okolisa i
,932
mora]
4. Utjecaji na okoli§ [Dovode do pogorSanje stanja u ekosistemu 879

(Stete na tlu, flori i fauni)]
4. Utjecaji na okoli§ [Povecavaju koli¢inu otpada] 879
4. Utjecaji na okolis [Povecaju zaguSenja u javnim i

S 854
rekreacijskim zonama] i
1. Socio-ekonomski utjecaji [Povecavaju moguénosti
zaposljavanja]
1. Socio-ekonomski utjecaji [Utje¢u na povecéanje javnih
investicija i investicija u infrastrukturu]
1. Socio-ekonomski utjecaji [Utje¢u na povecanje privatnih
investicija i investicija u infrastrukturu]
2. "Crowding-out" uéinci [Dovode do povecanja prometnih
nesreca]
2. "Crowding-out" ucinci [Dovode do povecanja kriminala u
Gradu]
2. "Crowding-out" u¢inci [Dovode do povecanja troskova Zivota

744

u Gradu]
Karakteristi¢ni korijeni 8,35 3,65 3,15 2,66
Postotak obja$njene varijance 334 14,6 12,6 10,7
Pouzdanost (Cronbachov alfa) 0,934 | 0,789 | 0,810| 0,751

A37 ,714

,383 ,706

,391 ,685

,827

,7152

Legenda: Faktori: 1 - Infrastruktura, javne usluge, standard, drustveni i kulturni zivot, 2 - Djelovanje
na okoli§, 3 - Investicije i zapoSljavanje, 4 - Kriminal, prometne nesrece i povecani troskovi.

Deskriptivna obiljezja latentnih dimenzija TIS-a pokazuju razlicitost
percepcija pojedinih aspekata kruzing turizma kod muskaraca i zena. Kod
muskaraca, od svih korelacija (ukupno 44) izmedu aspekata (latentnih
dimenzija) kruzing turizma i ostalih varijabli, statisticki znacajno je samo Sest
povezanosti. Pozitivna 1 srednje visoka statisticki znacajna povezanost
pronadena je izmedu aspekta ,Infrastruktura, javne usluge, standard,
drustveni i kulturni zivot” i udaljenosti mjesta stanovanja od drugih podrucja
koje posjecuju turisti s kruzera, kao i aspekta ,Investicije i zaposljavanje® i
zaposlenosti ¢lanova obitelji u relaciji s kruzing turizmom. NajviSe (premda
niske) negativne povezanosti pronadene su izmedu aspekta ,Infrastruktura,
javne usluge, standard, drustveni i kulturni Zivot i zaposlenosti ¢lanova
obitelji u relaciji s kruzing turizmom, kao i izmedu aspekta ,,Kriminal,
prometne nesrece i povecéani troSkovi“ i broja ¢lanova obitelji (tablica 3).
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Tablica 3.

Povezanosti izmedu pojedinih aspekata kruzing turizma te socio-demografskih i
drugih varijabli (muskarci)

Infrastruktura, Kriminal,
javne usluge, . . T prometne
Muskarci standard, Dj elovar_ljve Inve:spclj 1 nesrece i
. . na okoli§ zapoSljavanje PR
drustveni i povecani
kulturni zivot troskovi
Dob (godine) ,233 -,013 -,107 ,188
Obrazovanje -,120 ,064 ,205 -,244
Radni staz ,198 -,045 -,060 ,254
Broj ¢lanova obitelji -,129 -214 ,092 -312°
Koliko dugo Zivite u B
Dubrovniku? ,324 -,021 -,087 ,133
Koliko su Vas stan / kuca
udaljeni od.... [Luke Gruz] -025 -180 -020 ~033
Koliko su Vas stan / kuca
udaljeni od... [Starog Grada ,351° -,009 ,100 ,050
(jezgra)]
Koliko su Vas stan / kuca
udal_]efl.l od.'.. [.... d,ru'glh o 533" 043 _156 -020
podrucdja koje posjecuju turisti
s kruzera?]
Neposredna iskustva s kruzing
turizmom [Jesu ‘11 ¢lanovi Vase 3765+ 036 44g# -249
obitelji povezani / zaposleni s
kruzing turizmom? ]
Neposredna iskustva s
quzgrlma [Imate li kontakta s -264 026 001 019
turistima u svakodnevnom
zivotu?]
Neposredna iskustva s
kruzerima [Jeste li sami
koristili usluge kruzing -058 065 -083 044
turizma?]

Legenda: **korelacija znacajna uz p<0,01; *korelacija znacajna uz p<0,05

Kod Zena, od svih korelacija (ukupno 44) izmedu aspekata (latentnih
dimenzija) kruzing turizma i ostalih varijabli, statisticki znacajno je samo pet
povezanosti. Sve dobivene povezanosti su niske. NajviSa pozitivna statisticki
znacCajna povezanost pronadena je izmedu aspekta , Infrastruktura, javne usluge,
standard, drustveni i kulturni zivot“ i vlastitih neposrednih iskustava s kruzerima.
Najvisa negativna statisti¢ki znaCajna povezanost pronadena je izmedu aspekta
,Djelovanje na okoli§* i duljine radnog staza (tablica 4).
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Tablica 4.

Povezanosti izmedu pojedinih aspekata kruzing turizma te socio-demografskih i
drugih varijabli (Zene)

Infrastruktu
ra, javne Kriminal,
9 usluge, Djelovanje Investicije i p rome}n;
Zene standard, ke - . nesrece i
" . na okoli§ zaposljavanje P
drustveni i povecani
kulturni troskovi
zivot
Dob (godine) -,043 -, 155 -,052 ,130
Obrazovanje -,152 -,019 ,133 157
Radni staz -,061 -,267" ,037 ,187
Broj ¢lanova obitelji ,093 -,226 -,099 -,119
Koliko dugo zivite u Dubrovniku? -,002 -115 -,022 ,075
Koliko su Vas stan / kuca udaljeni
od... [Luke Gruz] /083 ,063 »130 037
Koliko su Vas stan / kuca udaljeni .
od... [Starog Grada (jezgra)] 228 139 133 -197
Koliko su Vas stan / kuca udaljeni
od... [... drugih podrucja koje ,172 ,264 ,167 -,169
posjeéuju turisti s kruzera?]
Neposredna iskustva s kruzing
turizmom [Jesu ‘11 ¢lanovi Yase 094 254" 026 157
obitelji povezani / zaposleni s
kruzing turizmom? ]
Neposredna iskustva s kruzerima
[Imate li kontakta s turistima u ,064 -,047 -,171 ,019
svakodnevnom zivotu?]
Neposredna iskustva s kruzerima
[Jeste li sami koristili usluge kruzing 270 -,038 ,191 ,010
turizma?]

Legenda: *korelacija statisticki znacajna uz p<0,05; **korelacija statisticki znac¢ajna uz p<0,01

Medu deskriptivnim obiljezjima, kod muskaraca su najvise pozitivne
vrijednosti pronadene za skalu Investicije i zaposljavanje, a kod Zena za skalu
Djelovanje na okolis. Kod muskaraca su najvise negativne vrijednosti pronadene
za Djelovanje na okoli$, a kod Zena za Investicije i zapoSljavanje. Vrijednost
Wilksove A (0,942) pokazuje da diskriminacijska funkcija nije statisticki znacajna
te ne razlikuje statisticki znacajno dvije grupe sudionika po varijablama
pojedinih aspekata kruzing turizma (tablica 5). Drugim rijeima, centroidi za
muskarce (0,311) i Zene (-0,195) su smjesteni relativno blizu. Takoder, rezultati
univarijatne analize varijance u odnosu prema diskriminacijskoj funkciji pokazuju
nepostojanje statisticki znacajnih rodnih razlika u aspektima kruzing turizma.
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Tablica 5.

Rodne razlike u latentnim dimenzijama kruzing turizma (kanonicka
diskriminacijska analiza)

Muskarci Zene
. .. Wilks | F(df=1,| Matrica

Latentne dimenzje . . Lambda 120) strukture

Arit. Std. Arit. Std.

sred. dev. sred. dev.
Infrastruktura, javne
usluge, standard, 0,076 1,152 | -0,048 | 0,897 ,996 ,439 ,244
drustveni i kulturni Zivot
Djelovanje na okoli§ -0,212 1,131 | 0,133 | 0,891 ,972 3,509 -,688
Investicije i zaposljavanje 0,199 1,099 | -0,125| 0,919 ,975 3,092 ,646
Kriminal, prometne
nesrece i povecani -0,038 | 1,053 | 0,024 | 0,972 ,999 112 -,123
troskovi
Karakteristi¢ni korijen 0,062 Kanonicka | )41 | i kyadrat (df=4) 7,065

korelacija

ANALIZA REZULTATA ISTRAZIVANJA

Istrazivanjem su utvrdene dobre metrijske karakteristike upitnika TIS
(konstruktna valjanost i pouzdanost), kao i1 odgovarajuca interpretabilnost
faktora/glavnih komponenti koje su nazvane: 1. Infrastruktura, javne usluge,
standard, drustveni i kulturni Zivot, 2. Djelovanje na okoli§, 3. Investicije i
zapoSljavanje, te 4. Kriminal, prometne nesrece i troskovi. Time su na logicki
strukturiran nac¢in obuhvaéene najvaznije kategorije utjecaja kruzing turizma koje
se istiCu u literaturi, pa se moze zakljuciti da je upitnik TIS subskalama koje
obuhvaca i metrijskim zahtjevima kojima udovoljava upotrebljiv i preporucljiv za
buduca istrazivanja u ovom podrucju.

Buduce pracenje percepcija i stavova stanovnistva, ali i razliCitih
kategorija turista, smatra se nuznim, iz viSe razloga. Koncept ukljucivanja
interesnih skupina, medu kojima stanovnistva, u planiranje turistickog razvoja
preporucuje se zbog toga Sto se pokazalo, ako interesne skupine podrzavaju
turisti¢ki razvoj, da su sklonije podrzati investicije i projekte javnog i privatnog
sektora, spremnije su tolerirati pojedine negativne ucdinke turizma te, $to je
takoder vrlo vazno, pozitivnim stavom i gostoljubivo$éu znacajno pridonose
zadovoljstvu turista. Pozitivni se stavovi stanovnika smatraju klju¢nima za
odrzivost i dugoro¢ni uspjeh turizma u pojedinoj destinaciji, a obrnuto vrijedi za
negativne stavove (Fridgen, 1991; Andriotis & Vaughan, 2003). Periodi¢nim
pracenjem percepcija i stavova stanovnistva pravodobno se identificiraju moguci
problemi i konflikti koji mogu Stetiti imidzu i razvoju destinacije (Tomljenovi¢ i
sur., 2013).

Niz novijih stranih i pojedina domaca istrazivanja pokazala su da su
stanovnici koji ostvaruju izravne koristi od turizma skloniji primjeéivati njegove
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pozitivne ucinke. Tako su u nedavnom istrazivanju za podrucje Italije, Mesina,
ispitanici zaposleni u turizmu pokazali nesto pozitivnije stavove prema kruzing
turizmu (Brida et al., 2012). Veé su nalazi spomenutog istrazivanja na uzorku
stanovnika Dubrovnika i okolnih podrucja (Peruci¢ i Puh, 2012) pokazali da ljudi
koji su zaposleni u turizmu rjede od ostalih smatraju da kruzing turizam ima
negativan utjecaj na kvalitetu Zivota lokalnog stanovnistva (46 % naprema 56 %),
te rjede isticu da bi daljnje povecanje broja kruzera dodatno zaprijetilo kvaliteti
zivota (31 % naprema 42 %). Ispitivanjem percepcija i stavova o vaznosti i
utjecaju turizma u stanovnika sedam hrvatskih priobalnih Zupanija (Tomljenovic i
sur., 2013) utvrdene su statisticki znaCajne razlike izmedu stanovnika koji
ostvaruju i onih koji ne ostvaruju korist od turizma. Stanovnici koji ostvaruju
korist od turizma znacajno su ¢eS¢e smatrali da turizam ,,svima omogucuje bolji
zivot™ da je zbog turizma ,,mjesto postalo bolje za zivot™ te su znacajno rjede
isticali da je u sezoni ,,previse jahti i brodica na Jadranu®. Medutim, pokazalo se
da i u pojedinim inozemnim istrazivanjima, posebno u destinacijama s dugom
turistickom tradicijom, sklonost pozitivnog stava prema turizmu postoji kod
lokalnog stanovniStva neovisno o osobnoj koristi, poSto postoji spoznaja o
kolektivnom interesu (Tomljenovi¢ i sur., 2013).

Neka druga istrazivanja potvrdila su da neposredna iskustva s
koristenjem kruzerskih usluga imaju utjecaj na stavove o kruzing turizmu (Brida
et al, 2012). Npr., ispitanici koji su ve¢ bili na kruznom putovanju, pozitivnije su
percipirali utjecaje kruzing turizma na lokalnu zajednicu, premda su ujedno bili
svjesniji njegovog negativnog utjecaja na okoli$ (Brida et al., 2012).

I u ovom su se istrazivanju pojedina neposredna iskustva s kruzing
turizmom pokazala povezanima s pozitivnijim percepcijama i stavovima o
ucincima kruzing turizma u Dubrovniku. To se, o¢ekivano, ne odnosi na
neposredno iskustvo kontakta s turistima u svakodnevnom Zivotu, ali se pokazuje
u odnosu prema osobnom iskustvu koriStenja usluge kruzing turizma. Osobno
iskustvo je u zenskoj populaciji povezano s pozitivnijim percepcijama na skali
(dimenziji) Infrastruktura, javne usluge, standard, drustveni i kulturni Zivot.

Posebno je zanimljiv nalaz da su neposredna iskustva s kruzing
turizmom koja su obuhvacena pitanjem: ,,JJesu li ¢lanovi Vase obitelji zaposleni /
povezani s kruzing turizmom?*, kod muskaraca u nizoj, ali negativnoj korelaciji s
percepcijama na skali ,,Infrastruktura, javne usluge, standard, dru$tveni i kulturni
zivot“. Ovaj nalaz je u suprotnosti s nalazima prethodnih istrazivanja. Oprezno bi
se moglo dati tumacenje po kojem upravo osobe koje su bolje upoznate s
problematikom kruzing turizma, istovremeno u veéoj mjeri uocavaju i iskazuju
njegove negativne infrastrukturne, drustvene, kulturne i druge uc¢inke. U Zena su
odgovori na pitanje: ,Jesu li ¢lanovi VaSe obitelji zaposleni / povezani s
kruzerskim turizmom?*, u niskoj negativnoj korelaciji s percepcijama na skali
»Djelovanje na okolis“, §to znaci da izvor prihoda iz kruzing turizma vjerojatno
donekle utjece na malo manje negativnu percepciju ekoloskih utjecaja.
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»Udaljenost kuce/stana od Luke Gruz“ nije povezana s percepcijama
utjecaja kruzing turizma ni kod musSkaraca ni kod Zena ni na jednoj od skala
upitnika TIS. Medutim, ,,udaljenost od Starog Grada (gradske jezgre)* statisti¢ki
je znacajno 1 pozitivno povezana s percepcijom utjecaja kruzing turizma na skali
nHInfrastruktura, javne usluge, standard, druStveni i kulturni zivot™, i kod
muskaraca i kod Zena, s tim da se pretezno radi o niskim, a kod Zena o vrlo
niskim povezanostima. Kod muskaraca je i udaljenost stana/ku¢e od drugih
podrucja koja posjecuju turisti s kruzera u srednje visokoj pozitivnoj povezanosti
s percepcijama na skali ,Infrastruktura, javne usluge, standard, drusStveni i
kulturni zivot®“. Sve to je u skladu s nalazima prethodnih istrazivanja (Peruci¢ &
Puh, 2012), gdje je stav da kruzing turizam ima negativan utjecaj na kvalitetu
zivota lokalnog stanovnistva bio ¢e$¢i u stanovnika koji zive u Starom Gradu,
nego u stanovnika iz drugih dijelova Dubrovnika i okolnih mjesta. Radi se o
ocekivanom nalazu, u skladu s fenomenom da se udaljeniji izvori nelagode (i
ekoloski rizici) lakSe prihvacaju od blizih, $to je poznato kao “Nimby” sindrom
(Not in my backyard! - Ne u mom dvoristu!) (Leburi¢ i sur., 2006). Ovaj je nalaz
ipak indikativan, jer govori da su najnegativnije pecepcije ustanovljene upravo u
stanovnika koji zive blize centru grada i koji gradsku jezgru "odrzavaju zivom",
Sto bi se u interesu odrzivog turistickog razvoja grada Dubrovnika trebalo
promijeniti. Cinjenica da su u Zena s ve¢om udaljenoiéu stana kucée/od drugih
podrucja koja posjecuju kruzerski turisti, dobivene i negativnije percepcije na
skali ,,Djelovanje na okoli§“, moze pokazivati njihovo sagledavanje Sirih
negativnih utjecaja na prirodne resurse od onih vezanih za samu gradsku jezgru.

Nepostojanje povezanosti dobi i obrazovanja ni s jednim od percipiranih
aspekata kruzing turizma je u skladu s rezultatima pojedinih prethodnih
istrazivanja (Peru¢i¢ & Puh, 2012). Niska statisticki znacajna negativna
povezanost nadena je u Zena izmedu duzine radnog staza i odgovora na skali
»Djelovanja na okolis“, pa se moze re¢i da zene s manje godina radnog staza
nesto negativnije percipiraju ekoloske utjecaje kruzing turizma. Kod muskaraca je
nadena statisti¢ki znacajna povezanost izmedu duzine zivljenja u Dubrovniku i
pozitivnijih percepcija utjecaja kruzing turizma na skali ,Infrastruktura, javne
usluge, standard, drustveni i kulturni Zzivot“. Statisticki znacajna negativna
povezanost nadena je u muskaraca izmedu broja ¢lanova obitelji i odgovora na
skali ,,Kriminal, prometne nesrece i povecani troSkovi®, $to znaci da su muskarci
s manje Clanova obitelji neSto skloniji negativnijem percipiranju spomenutih
utjecaja kruzing turizma.

Premda deskriptivna obiljezja latentnih dimenzija (skala) TIS-a pokazuju
razli¢ite tendencije vaznosti pojedinih dimenzija u muskaraca i Zena, statisti¢ki
znacajne rodne razlike u aspektima kruzing turizma zapravo ne postoje (Sto
pokazuju rezultati kanonicke diskriminacijske analize). Uvidom u deskriptivna
obiljezja latentnih dimenzija upitnika TIS na uzorku stanovnika Dubrovnika u
ovom istrazivanju, tako i u usporedbi sa stanovnicima drugih hrvatskih gradova
ukljuc¢enih u kruzing turizam, moze se do¢i do korisnih podataka o ,,zivotnom
ciklusu“ kruzerske destinacije, odnosno o ,stupnju iritacije”“ lokalnog
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stanovnistva, u skladu s ve¢ spomenutom Doxeyjevom teorijom indeksa iritacije
domaceg stanovnistva (Doxey, 1975., prema Beni¢, 2011.), kao i Butlerovom
teorijom Zzivotnog ciklusa turisticke destinacije (Butler, 1980.) prema kojoj
stavovi stanovnistva koreliraju s fazama razvoja: istrazivanje, ukljucivanje,
razvoj, konsolidacija, stagnacija i pad (eventualno pomladivanje). Cinjenica je da
empirijska istrazivanja stavova stanovnika redovito pokazuju negativan ucinak
protoka vremena i da su u destinacijama u inicijalnoj fazi turizma stavovi
generalno pozitivniji, u usporedbi s onima u fazi razvoja (Tomljenovié¢ i sur.,
2013). Ova ¢injenica samo govori u prilog da pracenja ove vrste treba redovito
provoditi kako bi se negativni utjecaji (objektivni i subjektivni) kruzing turizma
na vrijeme uocavali i po moguénosti otklanjali. S tim u vezi valja napomenuti da
su pojedina ranija istrazivanja (Horak i sur., 2007; Marusi¢ i sur., 2008; Peruci¢ i
Puh, 2012) pokazivala dominantno pozitivni opéi stav o kruzing turizmu i
njegovim ekonomskim uéincima. Medutim, i u tim su istraZivanjima stavovi o
negativnom utjecaju kruzing turizma na okoli$ bili dosta zastupljeni (Cak i stavovi
0 negativnhom utjecaju kruzing turizma na kvalitetu zivota). Premda rezultate
ovog istrazivanja nije moguce izravno usporediti s nalazima prethodno
spomenutih istrazivanja (zbog razli¢itog instrumentarija i drugih metodoloskih
nepodudarnosti), nameée se pretpostavka da s vremenom dolazi do sve
negativnijih stavova dubrovackog stanovnistva, koji se kod muSkaraca i Zena
ocigledno odnose na razli¢ite aspekte, Sto ¢emo detaljno razmotriti kasnije.

Glavna prednost istrazivanja je prilagodavanje po prvi put kod nas
primijenjenog mjernog instrumenta TIS karakteristikama hrvatske populacije, te
odredivanje pripadnih mjernih karakteristika. Dobivene latentne dimenzije
upitnika TIS potencijalno bolje tumace specificne percepcije hrvatskih
(dubrovackih) stanovnika, u odnosu prema njegovim izvornim dimenzijama.
Takoder, dan je orijentacijski uvid u rodne razlike u percepcijama ucinaka
kruzing turizma u stanovnika Dubrovnika.

Nedostatak ovog istrazivanja je prigodni i razmjerno mali uzorak
sudionika, koji nije u dostatnoj mjeri reprezentativan za cjelokupnu populaciju
stanovnika Dubrovnika. Medutim, uzimajuci ta metodoloska ogranienja u obzir,
rezultate mozemo smatrati indikativnima.

U buducim istraZivanjima ovaj ,po prvi put u nas primijenjeni instrument
(TIS upitnik), trebalo bi primijeniti na veéem i reprezentativnijem uzorku
sudionika (slucajnom ili stratificiranom). Takoder bi bilo korisno prikupiti
podatke o vise socio-demografskih obiljezja stanovnika, koji mogu biti relevantni
za ovaj predmet istrazivanja.

Koristeni upitnik, s obzirom na odgovarajuca obiljezja pouzdanosti i
sadrzaj ukljucenih skala, moze se upotrijebiti za usporedna (transverzalna) i
sukcesivna (longitidinalna) istrazivanja ovoga vaznog fenomena. U buduéim bi se
istrazivanjima njime moglo koristiti, ne samo u Dubrovniku, nego i na ostalim
kruzerskim destinacijama, ukljucujuéi, ne samo stanovnistvo, ve¢ i razliite
kategorije turista.
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Istrazivanje stavova gradana ocjenjuje se iznimno vaznim jer ¢e daljnji
razvoj kruzing turizma ovisiti isklju¢ivo o dinamici rjeSavanja postojeéih pitanja
(Peruci¢ & Puh, 2012). Mjerenje njegovih utjecaja postaje vazno pitanje u smislu
prikladnog planiranja kruzing turizma na podruc¢ju Dubrovnika (Marusi¢ i sur.,
2008), kao i za strategiju razvoja kruzing turizma i opcenito turizma u Republici
Hrvatskoj. Nalazi ovog i slicnih istrazivanja mogu pridonijeti akademskoj rapravi
o odrzivom turizmu, ali i posluZiti u prakticne svrhe, u otklanjanju uocenih
problema i planiranju odrzivog razvoja kruzing turizma za konkretnu destinaciju i
njezine odgovarajuce prezentacije.

ZAKLJUCCI

Utvrdene su dobre osnovne metrijske karakteristike (pouzdanost i
konstruktna valjanost) Skale utjecaja turizma (TIS), koja se odnosi na percepcije
viSe aspekata kruzing turizma. Premda latentne dimenzije upitnika pokazuju
relativnu podudarnost s izvornim skalama upitnika TIS, mi smo njihove
dimenzije preimenovali u za ovo istrazivanje prikladnije nazivlje. Deskriptivna
obiljezja latentnih dimenzija TIS-a, pokazuju razliite tendencije vaznosti
pojedinih dimenzija u muskaraca i zena. Medutim, provjera rodnih razlika u
latentnim dimenzijama percipiranih aspekata kruzing turizma nije pokazala
statisticki znacCajne rodne razlike. Postoji manji broj statisticki znacajnih
povezanosti (svega Sest kod muSkaraca i samo pet kod Zena) izmedu
aspekata/percipiranih uéinaka kruzing turizma i odabranih socio-demografskih i
drugih varijabli istrazivanja koje se odnose na udaljenosti kuce/stana od podrucja
na koja zalaze kruzerski turisti i neposredna iskustva s kruzing turizmom,
turistima i uslugama. U Zena su te povezanosti mahom niske i vrlo niske. Nalazi
istrazivanja mogu posluziti u prakti¢ne svrhe, u otklanjanju uocenih problema i
planiranju odrzivog razvoja kruzing turizma za konkretnu destinaciju i njezine
odgovarajuce prezentacije.
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PERCEIVED EFFECTS OF THE CRUISING TOURISM
AMONG RESIDENTS OF DUBROVNIK

Abstract

In addition to its positive effects, cruising tourism can also have longterm negative
impacts on the environment and life of local population. This paper analyzes how the
development of cruising tourism in Dubrovnik and some of its effects are perceived by
its residents. Using the questionnaire Tourism Impact Scale (TIS) on the sample of
122 residents during the summer of 2015, the correlation between the particular
aspects/perceived effects of cruising tourism and some characteristics of the residents
was examined (age, education level, work experience, family members' number,
length of stay in Dubrovnik, the distance of the flat/house from the areas visited by the
tourists from cruisers and direct experience with crusing tourism), as well as gender
differences in latent dimensions of cruising tourism. Good metric characteristics
(reliability and construct validity) of Tourism Impact Scale (TIS) were obtained,
showing the relative compatibility with the original scales in the questionnaire TIS.
There were no statistically significant gender differences in the perceived aspects of
the cruiser tourism. There was a small number of statistically significant correlations
between certain aspects/perceived effects of the cruising tourism with some socio-
demographic and other variables in the research. For female participants, these
correlations are mainly low and very low. The paper highlights the implications of
perceptions and attitudes of local inhabitants on the development of tourism and
emphasizes the importance of further research.
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SazZetak

U posljednjim se desetljecima globalna klima znatno promijenila Sto je utjecalo
na ljudsko drustvo i prirodu. UgroZavanje ravnoteze globalnoga ekoloskog
sustava i pojava intenzivnijih klimatskih promjena, koje dijelom uzrokuju i
ljudske djelatnosti, vazniji su izazovi covjecanstva. Klimatske promjene, kao
globalni fenomen, utjecat ¢e na mijenjanje uvjeta poslovanja u cjelokupnoj
ekonomiji, pa tako i u turizmu. Zbog previadavanja tog problema, osim mjera
koje se odnose na ublazavanje klimatskih promjena, odnosno na smanjivanje
negativnog utjecaja turizma na klimu, potrebno je poduzeti i mjere prilagodbe
kako bi se turizam prilagodio novim klimatskim uvjetima. Rad istrazuje nacine na
koje se hrvatski turizam moze prilagoditi i mjere za koje kljucni dionici smatraju
da su najpodesnije za koristenje. U cilju definiranja mjera prilagodbe koristena

'Ovaj rad je financiran sredstvima Sveugilista u Rijeci za projekt ZP UNIRI 4/15
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je metoda intervjua kljucnih dionika u turizmu, a u cilju rangiranja mjera
koristena je multikriterijska analiza.

Kljucne rijeci: turizam, klimatske promjene, mjere prilagodbe, multikriterijska
analiza.

1. UuvoD

Klimatske promjene predstavljaju jedinstveni izazov cjelokupnoj
ljudskoj civilizaciji i utjecu na sve aspekte ljudskog Zivota. Tematiku povezanosti
klimatskih promjena i turizma veoma je vazno izuCavati zbog utjecaja turizma na
gospodarstvo Republike Hrvatske. Svi sektori drustva, pa tako i turizam, u
buducnosti ¢e se morati prilagoditi novim uvjetima na koje ¢e djelovati klimatske
promjene. U turizmu se mogu poduzeti mnogobrojne mjere putem kojih se moze
posti¢i prilagodba. U radu je dan skup mjera prilagodbe koji je ocijenjen
multikriterijskom analizom. Cilj rada je naznaciti vaznost osmisljavanja mjera
prilagodbe u turizmu te utvrditi koje su mjere najpogodnije i najefikasnije za
primjenu s ciljem §to brzeg ostvarenja procesa prilagodbe i umanjivanja mogucih
negativnih ucinaka.

2. PREGLED LITERATURE

Interes za klimatske promjene povecao se posljednjih godina, a posebice
nakon odrzavanja Konferencije o klimatskim promjenama u Kopenhagenu u
organizaciji Ujedinjenih Naroda u prosincu 2009. godine (Scott, Becken, 2010).
Nakon odrzavanja ove Konferencije, odrzale su se i mnoge druge, no vazno je za
spomenuti Pari§ki sporazum koji je usvojen 2015. godine, a ratificiran 2016.
godine. Tom Sporazumu je cilj smanjivanje emisije staklenickih plinova kako bi
se porast globalne temperature ograni¢io na znatno manje od 2°C, povecala
sposobnost prilagodbe na Stetne utjecaje klimatskih promjena i osigurao protok
financijskih sredstava prema niskim emisijama staklenickih plinova i razvoja koji
ne utjeée na klimatske promjene (UNFCC, 2015). U posljednjim se desetlje¢ima
globalna klima znatno promijenila $to je utjecalo na ljudsko drustvo i prirodu.
Ugrozavanje ravnoteze globalnog ekoloskog sustava i1 sve intenzivnijih
klimatskih promjena jedne su od najvecih izazova covjecanstva. Ocekuje se da ¢e
klimatske promjene dovesti do veéih temperatura, smanjenja koli¢ina oborina,
smanjenja vlaznosti zraka, povecanja suncevog zracenja Sto ¢e uzrokovati brojne
posljedice (Miiller; Weber, 2008, Brankovic et al., 2017). Klimatske promjene su
globalni izazov koji zahtijeva dugoro¢ne mjere prilagodbe u cilju izbjegavanja
okoli$nih, socijalnih i ekonomskih posljedica (Dwyer et al., 2012). Turizam je
izuzetno osjetljiv na klimatske promjene jer ovisi o povoljnoj klimi, oCuvanom
okolisu i1 bogatstvu flore 1 faune (Buckley, 2011, Miiller; Weber, 2008). Klimatski
elementi poput temperature, suncanih sati i kiSnih dana velikim dijelom odreduju
medunarodne turisticke tijekove u Europi (Amelung; Viner, 2006, Joopetal.,
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2015). Vrijeme i klima mogu biti poticaj, ali i ¢imbenik koji negativno djeluje na
turisticka kretanja te se moze re¢i da postoji jaka povezanost izmedu turistickih
kretanja i klimatskih prilika (Hamilton et al., 2005). Osjetljivost turizma ovisit ¢e
o razini izloZenosti te o mogucénosti prilagodbe destinacije (Schliephack;
Dickinson, 2017). Turizam svojim djelovanjem (transportom, smjeStajem i
ostalim aktivnostima) pridonosi emisiji staklenickih plinova, a organizacije poput
UNWTO-a i UNEP-a procijenile su da ukupan doprinos globalnog turizma
emisiji staklenickih plinova 2005. godine iznosi 5 % od ukupnih emisija CO,
mnostva razloga, poput povecanja broja turista, putovanja u daleke krajeve i sl.
(Gossling et al., 2013). Klimatske promjene imaju negativan utjecaj na turizam,
ali i turizam pridonosi klimatskim promjenama (Han et al., 2016). Prilagodba
klimatskim promjenama utjecat ¢e na promjene u svim razinama — lokalne,
nacionalne i globalne razine. Zajednice na svim razinama moraju provoditi mjere
prilagodbe, ukljucujué¢i koriStenje novih tehnologija i pripremanje za buduce
klimatske stresove (Climate Change: Impacts, Vulnerabilities and Adaptation in
Developing Countries, 2007). Ocjenjivanjem mjera prilagodbe klimatskim
promjenama putem multikriterijske analize bavi se viSe autora. Tako neki od njih
daju prikaz koriStenja ovog nacina ocjenjivanja u pitanjima koji se bave
okolisnom problematikom (Huangetal., 2011, Koschkeetal., 2012), dok se
odredeni autori bave upravo ocjenjivanjem mjera prilagodbe u sektoru turizma
(Linkovetal., 2006, Bruinetal., 2009).

3. UTJECAJ KLIMATSKIH PROMJENA NA
HRVATSKI TURIZAM I NJIHOVE OCEKIVANE
PROMJENE

U Hrvatskoj je klima od iznimne vaznosti za turizam zbog strukture
turisticke ponude, odnosno radi toga Sto se vecina turisti¢kih tijekova odvija u
ljetnim mjesecima kada se o&ekuju i najveée promjene (Sverko Grdi¢; Krstini¢
Nizi¢, 2016). Posebno su znacajna ljeta koja se odlikuju blagim vrué¢inama s vrlo
malo kiSe na obali, mnogo sunca te rijetkim ekstremnim vremenskim uvjetima
(Dobra klima za promjene, 2008). Najtoplija su podru¢ja obalnog prostora
Republike Hrvatske na kojima se dogada i najveéi dio turistickih aktivnosti,
odnosno podru¢je Dalmacije i Sjevernog Jadrana, s najmanjim temperaturnim
razlikama po godi$njim dobima. Najhladnije je planinsko podrucje, na kojem se
ne biljezi veliki dio turistickih aktivnosti, s najve¢im razlikama zimi i ljeti.
Panonski prostor i Grad Zagreb imaju hladnije jeseni i zime u odnosu prema
prostorima uz more. Najhladniji mjesec je sijeanj s prosje¢nim temperaturama
od -2 °C u gorskim podruc¢jima te do 5 °C u primorju. Najtopliji je srpanj s
prosjecnim temperaturama od 15 u gorskoj do 24 °C u primorskoj Hrvatskoj
(Dobra klima za promjene, 2008). Prema istrazivanju misljenja turista idealna
maksimalna dnevna temperatura za turisticka kretanja bila bi blizu 30 °C
(Maddison, 2001), dok bi idealna prosje¢na dnevna temperatura trebala biti oko
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21°C (Amelung; Viner, 2006). Na temelju ovih podataka vidi se da je veé sada
temperatura obalnog prostora Republike Hrvatske veca nego idealna temperatura.
Vecina turistickih aktivnosti odvija se na otvorenom i turisti mogu racunati na
veliki broj suncanih dana i povoljne klimatoloske prilike tijekom godis$njeg
odmora. Privla¢na odredista u unutrasnjosti su takoder povezana s aktivnostima
na otvorenom, ukljucujuéi i znacajan udio turizma u nacionalnim parkovima i
parkovima prirode. Sve spomenute znacajke, koje Cine turisticka odredista
privlacnima, ranjive su na klimatske promjene (Pattersonetal., 2006).

Drzavni hidrometeoroloski zavod Republike Hrvatske napravio je
projekciju klimatskih promjena za razdoblje do 2040. godine u kojem je putem
razli¢itih modela predvidio sljedeée promjene (Sesto nacionalno izvjedée
Republike Hrvatske prema Okvirnoj konvenciji Ujedinjenih naroda o promjeni
klime, 2013):

—  Zima: temperatura ¢e porasti izmedu 1,1 1 1,2 °C. Océekuje se smanjenje
sunéevog zracenja, najmanje na juznim otocima, a najvece u sjevernoj
Hrvatskoj. Porast vlaznosti zraka. Srednja brzina vjetra nece se mijenjati.
Manji porast koli¢ina oborine.

— Proljece: temperatura ¢e bit veca za 0,7 °C na otocima Dalmacije te
malo vise od 1 °C u sjeverozapadnoj Hrvatskoj. Oc¢ekuje se smanjenje
sunfevog zracenja najvise na Jadranu i gorskoj Hrvatskoj. Porast
vlaznosti zraka. Srednja brzina vjetra nece se mijenjati. Manji porast
koli¢ina oborine.

— Ljeto: temperatura ¢e porasti izmedu 1,1 i 1,2 °C. Ocekuje se porast
koli¢ine suncevog zraCenja. Porast vlaznosti zraka najveca u odnosu
prema ostalim godisnjim dobima, posebice na Jadranu. Porast srednje
brzine vjetra posebice na Jadranu. Smanjenje koli¢ina oborine.

— Jesen: porast temperature izmedu 0,9 °C u isto¢noj Slavoniji, oko 1,2 °C
na Jadranu, a u zapadnoj Istri i do 1,4 °C. Ocekuje se porast koli¢ine
sunc¢evog zraCenja. Porast vlaznosti zraka. Porast srednje brzine vjetra
osobito je izrazene na sjevernom Jadranu $to predstavlja promjenu od
oko 20-25 % u odnosu prema referentnom razdoblju. Smanjenje koli¢ina
oborine.

Ove promjene dovest ¢e do promjene i nekih drugih klimatskih
elemenata. Tako ¢e npr. povecanje temperature uzrokovati povecanje temperature
mora, kao i podizanje njegove razine. Spomenute promjene je potrebno uzeti u
obzir kada se planira razvoj hrvatskog turizma u buducnosti, kako bi se umanjili
negativni efekti, a istaknuli pozitivni efekti koje ¢e klimatske promjene donijeti.
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4. MJERE PRILAGODBE KLIMATSKIM
PROMJENAMA

Stakleni¢ki plinovi ostaju odredeni niz godina u atmosferi nakon $to se
emitiraju. Kad bi emisije u ovom trenutku prestale, jo§ bi uvijek dolazilo do
zagrijavanja zbog zivotnog vijeka staklenickih plinova. Zemlja je u ovom
trenutku toplija za 0,7 °C u odnosu prema 1900. godini, a ako npr. prestane
emisija staklenickih plinova, Zemlja ¢e se u iducem desetljecu zagrijati za
daljnjih 0,5-1 °C (Stern, 2006). S obzirom da vec¢ina medunarodnih sporazuma
koji su nastali kako bi se jasno ogranicila emisija staklenickih plinova, dosad nisu
bili uspjesni, treba prihvatiti ¢injenicu da je daljnje zagrijavanje neizbjezno te je
potrebno napraviti pripreme za nove izazove. Zbog toga je potrebno poduzimati
mjere prilagodbe kako bi se turizam pripremio za nove uvjete poslovanja i
izbjegao moguce negativne ucinke klimatskih promjena, a iskoristio one
pozitivne koje ¢e se u buducnosti dogadati.

Jedna od definicija prilagodbe klimatskim promjenama moze glasiti:
prilagodba prirodnog ili ljudskog sistema na sadasnje ili ocekivane klimatske
promjene, motivirana je ekonomskim, socijalnim ili okoli§nim ¢initeljima
(Climate Change and Tourism: Responding to Global Challenges, 2008). No
osim ove, postoje i brojne druge definicije pa je tako jedna dana u Stern Review i
ona glasi: ,prilagodba ¢e biti znacajna u smanjivanju ranjivosti na klimatske
promjene i ona je jedini nacin rjeSavanja problema negativnih utjecaja klimatskih
promjena u sljede¢ih nekoliko desetljeca” (Stern, 2006). Koncept ,kapacitet
prilagodbe® upucuje na ,,potencijalnu moguénost sistema, regije ili zajednice za
prilagodbu efektima ili utjecajima klimatskih promjena“(Bruin i drugi, 2009).
Interes za prilagodbu klimatskim promjenama postoji posebice u krugovima
znanstvenika i politiara te se istraZivanje i pregovaranje o njima intenziviralo u
zadnje vrijeme. Prilagodba novim klimatskim uvjetima u buduénosti bi mogla biti
vrlo skupa, a njezin cilj je smanjiti osjetljivost i negativne efekte klimatskih
promjena (Jakob, etal., 2015).

Mnoge zemlje usvojile su nacionalne strategije prilagodbe, pa je tako i
Republika Hrvatska trenutno u izradi studije Strategija prilagodbe klimatskim
promjenama (www.prilagoba-klimi.hr). Okviri za izradu sli¢nih strategija su:
dokument napravljen od strane UNDP-a pod nazivom ,,Adaptation Policy
Frameworks for Climate Change®, (UNDP, 2004) i razli¢iti nacionalni programi
koji osiguravaju smjernice za razvijanje takvih strategija (Bruinetal., 2009). U
cilju prilagodbe klimatskim promjenama turizma Republike Hrvatske razvijene su
mjere koje se mogu podijeliti u dvije grupe (sl. 1.).
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Slika 1. Mjere prilagodbe turizma klimatskim promjenama u Republici Hrvatskoj
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Izvor: obrada autorica
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Istaknute mjere prilagodbe mogle bi se primijeniti u hrvatskom turizmu
u cilju ublazavanja negativnih u¢inaka te promoviranja pozitivnih uéinaka koje ¢e
klimatske promjene donijeti. Jednako tako implementacija ovih mjera vazna je,
ne samo zbog klimatskih promjena, ve¢ i zbog zadrzavanja i osiguranja
konkurentnosti hrvatskog turizma u budu¢nosti. Naime, turizam je aktivnost koja
zahtijeva uzastopne promjene i prilagodavanje novim potrebama i zeljama
suvremenog turista.

5. METODOLOGIJA I REZULTATI
5.1.  Metodologija istraZivanja

Za ocjenjivanje mjera prilagodbe postoji mnogo metoda koje se mogu
koristiti, no multikriterijska analiza rjeSava problem odabira razli¢itih moguénosti
na strukturalni nacin (Koschke, et al., 2012, Huang, et al., 2011). Ovom metodom
se najcesce koristi i kod odredivanja kriterija odabira mjera prilagodbe (Linkov,
et al., 2006), a koristenje viSe kriterija za ocjenjivanje mjera daje bolje rezultate
odabira odredenih moguénosti. U tom slucaju ova metoda se moze Koristiti za:
definiranje prioriteta u Nacionalnim akcijskim planovima; procjenu instrumenata
za ublazavanje klimatskih promjena; procjenjivanje mjera kojima se postize
prilagodba; procjenjivanje inzenjerskih opcija koje sluze kao odgovor na
klimatske promjene. Moze se koristiti za identifikaciju opcije ili skupa opcija,
rangiranje opcija, odredivanje prihvatljivih, ali i neprihvatljivih mjera. Moze se
koristiti u cilju ocjenjivanja mjera prije nego §to se one usvoje, ali i kao pomo¢
pri procjenjivanju neprihvatljivih moguénosti. Multikriterijska analiza prilikom
procjene koristi i kvantitativne i kvalitativne podatke dobivene razli¢itim
nacinima, npr. ispitivanjem eksperata, na temelju cega se moze dobiti okvir
putem kojeg je mogucée rjesavati inicijalni problem. Ovom metodom se sve vise
koriste vlade u cilju procjenjivanja projekta i politika koji imaju kompleksan
socio-ekonomski i okoli$ni utjecaj koji je najéesée teSko za mjeriti u nov¢éanim
jedinicama (A practical framework for planning pro-development climate policy,
2011). Kvalitetu i pouzdanost ove metode pokazuje i ¢injenica da je organizacija
United Nations Environment Programme (UNEP) postavila inicijativu pod
nazivom ,,MCA4climate” koja osigurava prakticnu pomo¢ vladama zemalja u
razvoju u pripremi njihovih planova i strategija prilagodbe i ublazavanja
klimatskih promjena. Metodologija se temelji na primjeni multikriterijske analize
koja osigurava procjenu ekonomskih, socijalnih i okolisnih uéinaka razli¢itih
politika.

Multikriterijska analiza najcesce se koristi u turizmu pri procjenjivanju i
odabiru razvoja odredenog oblika turizma destinacije, ali 1 pri procjenjivanju
drugih vaznih odluka koje se odnose na turisticko planiranje, upravljanje i
poduzimanje mjera prilagodbe 1 ublazavanja  klimatskih promjena
(Michailidouetal., 2016).
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Pristup izradi multikriterijske analize temelji se na rjeSavanju nekoliko
koraka i to (Munda, 1995): odredivanje vrijednosti i ciljeva ukljuenih dionika;
odredivanje kriterija ocjenjivanja u multikriterijskoj analizi; ocjenjivanje
razli¢itth moguénosti. Konkretno, prvi korak se odnosi na istrazivanje i
razumijevanje klju¢nih dokumenata koji se odnose na konkretnu problematiku.
Na taj nacin se dolazi do identifikacije klju¢nih dionika. U konkretnom primjeru
klju¢ni dionici se mogu podijeliti u nekoliko grupa (tab 1).

Tablica 1.
Popis intervjuiranih klju¢nih dionika
Vrsta dionika Broj dionika Naziv dionika
Drzavna tijela 2 Dionici nadlezni za istrazivanu tematiku
Civilno drustvo 4 Udruge koje se bave ekoloSkim pitanjima, a

djeluju na podrucju koje je vazno za turistiCke
tijekove, 1 udruga koja okuplja poslodavce u
turizmu Republike Hrvatske

Znanstveni 4 Dionici koja se bave predmetnom tematikom
sektor

Izvor: obrada autorica

Budu¢i da u Republici Hrvatskoj nema puno strucnjaka iz sektora
turizma koji se bave klimatskim promjenama, proveden je intervju sa deset
dionika ¢iji su odgovori analizirani multikriterijskom analizom. Intervju je
proveden u velja¢i 2017. godine uz prethodno dogovoren termin. Prilikom
istrazivanja ove problematike koriStena je metoda intervjua s klju¢nim dionicima
u sektoru turizma, koji se bave utjecajem klimatskih promjena i mjerama
prilagodbe. Intervju je ukljucivao pitanja koja su se odnosila na rangiranje
vaznosti poduzimanja mjera prilagodbe istaknutih u slici 1. prema sljedeéim
kriterijima (Bruinetal., 2009.).

—  kriterij vaznosti opcije prilagodbe u smislu oéekivanih koristi,
—  kriterij financiranja: vlastita sredstva te sredstva EU,

— razdoblje implementacije, odnosno hitnost poduzimanja odredenih mjera
ito: 3 godine ili 5-7 godina,

— ostali razmatrani kriteriji i to:

e provedbeni (brza i jednostavna provedba i uskladenost s potrebnim
zakonodavnim okvirom),

e klimatski (smanjenje ranjivosti na klimatske promjene i smanjenje
razine oneciséenja u okolisu),
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o ckonomski (hitnost provedbe kako bi se smanjili ekonomski
gubitci, poboljsanje ekonomske uéinkovitosti i dodatni pozitivni
ekonomski ucinci),

e ckoloski (ouvanje bioraznolikosti i zaStita prirodnih i kulturnih
resursa),

e socijalni (smanjenje drustvene/socijalne nejednakosti i poboljSanje
uvjeta zivota),

e politicki 1 institucionalni kriteriji (poboljSanje upravljanja i
doprinos politickoj stabilnosti).

Svakom od kriterija dodijeljene su ocjene uz pomo¢ kojih su ih dionici
ocjenjivali, a raspon ocjena se kretao od 1 do 5, gdje 1 predstavlja najlosiju, a 5
najbolju ocjenu (Dodgsonetal., 2000, Greening;Bernow, 2004). Time je proveden
i drugi korak multikriterijske analize, odnosno odredeni su kriteriji ocjenjivanja.
Osim pitanja zatvorenog tipa (skala Likertovog tipa) dionici su odgovarali i na
pitanja otvorenog tipa koja su se vrednovala uz pomo¢ gore spomenutih kriterija.
Svrha ovog intervjua bila je ispitati glavne dionike u turizmu o prioritetnim
mjerama prilagodbe u turizmu za koje smatraju da bi na najbolji nacin pridonijele
ublazavanju negativnih ucinaka klimatskih promjena. Na kraju je napravljen treci
korak multikriterijske analize u kojem su se ocijenili dobiveni odgovori putem
osnovnog pristupa, koji se odnosi na izracun linearnog ponderiranog zbroja svih
moguénosti po razli¢itim kriterijima. Formula za odredivanje vrijednosti je

(Huankgetal., 2011):
V= Z W; X;
i

Dobiveni rezultati prikazani su u sljede¢em odjeljku.

Gdjeje: Y, w; =1

5.2.  Rezultati istraZivanja

Dionici su ocjenjivali i rangirali 14 mjera prikazanih na slici 1, koje
predstavljaju mjere prilagodbe na klimatske promjene u sektoru turizma.
Predstavljene mjere su sveobuhvatne pa bi se mogle podijeliti na jo§ niz manjih,
konkretnijih mjera. U skladu s prikazanim kriterijima u prethodnoj tocci, iskazane
rezultate dobivene intervjuiranjem dionika prikazuje tab.2.
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Dionici su ocijenili mjere i moze se zakljuéiti da su po njima najvaznije
prve tri mjere i to: izrada studija utjecaja klimatskih promjena i ranjivosti te
razrada mjera prilagodbe, zatim izrada izmjena i dopuna zakonodavnog okvira u
podruc¢ju regionalnog i prostornog razvoja u koji ¢e se ugraditi obveza izrade
procjene utjecaja klimatskih promjena, te razvoj selektivnih oblika turizma i
tzv.“indoor ponude“. Upravo je razvoj selektivnih oblika turizma kljucan za
prilagodavanje turisticke ponude novim zahtjevima turista koji zbog vremenskih
uvjeta (npr. prevelike vruéine, UV zracenja ili kiSovitih razdoblja) ne mogu
boraviti u prirodi ili provoditi ve¢inu vremena na plazi. Proizvod ,,sunca i mora“
po kojem je Hrvatska prepoznatljiva treba dopunjavati zdravstvenim, sportskim,
kulturnim, robinzonskim, povijesnim, obrazovnim, zabavnim ili nekim drugim
oblikom turizma. Svjesni posljedica i negativnih uéinaka koje se mogu ocekivati,
mjere prilagodbe klimatskim promjenama u sektoru turizma trebalo bi ¢im prije
poceti primjenjivati. Informiranjem, podizanjem znanja, vjestina i upoznavanjem
turistickog sektora s klimatskim rizicima te upotrebom pravih tehnickih rjesenja
omogucio bi se laksi proces prilagodbe na nove situacije.

6. ZAKLJUCAK

Posljedice klimatskih promjena, poput povecanja temperature, poveéanja
razine mora i razine olujnih nevremena, pojave raznovrsnih bolesti, utjecat ¢e na
turisticku prepoznatljivost Republike Hrvatske. Zbog tih ¢injenica veoma je
vazno da turistiCka industrija prepozna potencijalne utjecaje i razvija rjeSenja
kako bi djelovala na usmjeravanje dijela turistickih tijekova. Prilagodba
klimatskim promjenama je prilagodba prirodnog i ljudskog sustava na sadasnje i
ocekivane klimatske promjene, a motivirana je ekonomskim, socijalnim i
okolisnim ¢initeljima. Temeljni cilj prilagodbe je smanjiti osjetljivost i negativne
ucinke klimatskih promjena. Prilagodba je praktican nafin navikavanja na
trenutne i dugotrajne klimatske promjene, kao i na ekstremne dogadaje, a njome
se koristi u cilju smanjivanja negativnih utjecaja. Da bi se politika prilagodbe
mogla provesti, nuzne su aktivnosti koje ¢e poduzeti razlidite institucije, drzava,
ali i samo stanovni$tvo. U radu su putem multikriterijske analize ocjenjivane sve
predlozene mjere od strane ispitivanih kljuénih dionika, te su mjere poput Izrade
studija utjecaja klimatskih promjena i ranjivosti, te razrada mjera prilagodbe i
Izrade izmjena i dopuna zakonodavnog okvira u podrucju regionalnog i
prostornog razvoja u koji ¢e se ugraditi obveza izrade procjene utjecaja
klimatskih promjena najviSe rangirane. Moze se zakljuciti da su upravo
spomenute dvije mjere i najvaznije §to je dokazano u ovom istrazivanju jer
ukoliko se ne razrade mjere koje treba provoditi, i to na zakonskoj osnovi, onda
¢e se one teze implementirati u praksi. Medutim, ukoliko integracija klimatskih
promjena postane dio regulativnog okvira, tada je osigurano da ¢e se mjere i
primjenjivati. Razvoj regulative ima snazan utjecaj na svako poslovanje, pa tako i
na turizam. Bez obzira §to su ostale mjere nesto slabije rangirane, nikako nije
upitna njihova vaznost. Primjena mjera prilagodbe ovisi o mnogo ¢imbenika te
treba uzeti u obzir sve moguce probleme i objektivne prepreke. Pravilnom i
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kontinuiranom edukacijom, promocijom, uvodenjem odgovarajucih preventivnih
aktivnosti i informirano$éu turistickih kadrova na svim razinama, sam proces
prilagodbe treba integrirati u sve aspekte svakodnevnog poslovanja i u svoje
djelovanje u Sirem drustvenom kontekstu. Upravo klimatske promjene zahtijevaju
intenzivniji razvoj specijalizirane turisticke ponude. Turisticki subjekti trebaju
postujuci pritom principe odrZivog razvoja. Poduzimanjem predlozenih mjera u
radu, prilagodba klimatskim promjenama bit ¢e uspje$na i turizam Republike
Hrvatske ¢e imati dobru razvojnu perspektivu.
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OF ASSESSMENT OF ADAPTATION MEASURES

Abstract

In recent decades global climate has significantly changed which, in turn, has
affected the human society and the nature. Disturbance of balance of the global
planetary ecological system by increasing greenhouse gas emissions and climate
change, which are partly caused by human activity, is one of the biggest
challenges of humanity. Climate change as a global phenomenon will affect the
changing business conditions in the overall economy, including tourism. In order
to overcome this problem, in addition to measures related to climate change
mitigation, and in order to minimize the negative impact of tourism on the
climate, it is necessary to set measures to adapt the tourism industry to the new
situation. The paper explores how the Croatian tourism industry can adapt, and
which measures the key stakeholders consider as the most suitable. In order to
define the adaptation measures interviews of the key stakeholders in the tourism
industry were conducted, and the multi-criteria analysis was used to rank the
measures.
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Abstract

In the digital way of doing business we see a substantial rise of online customer
feedback and customer information sharing communities. The role and
importance of social media has considerably increased in the past several years
and businesses can no longer overlook its impact. For companies, the acceptance
of such sources are not only tangential rather they are becoming central in how
they approach their operations. Numerous web based platforms that include
social networking, online communities and review sites are critical reference
points for companies while deciding how to structure and price their products
and services. The tourism and hospitality industry is no exception to this
phenomenon, as a matter of fact, it is at the very forefront of this new trend that
we are observing. Some of these sites are more popular than others, such as
TripAdvisor, Booking.com, Travelocity or Expedia but all of them affect how
service providers conduct their business, specifically in the area of pricing. The
aim of this paper is to examine and quantify the relationship between customer
online rating, hotel category and room pricing power in hotel industry. Findings
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suggest that there is a statistically significant relationship between hotel star
category, online rating and service provider’s room pricing power. Moreover,
results indicate a strong correlation between TripAdvisor and Booking.com
online customer reviews, suggesting that contrary to popular beliefs, TripAdvisor
is as reliable as Booking.com.

Keywords: electronic word-of-mouth, pricing power, hotel star category, online
rating

1. INTRODUCTION

The main motivation of this research is to examine how hotel star rating,
online reviews and room pricing power are related to each other. There was a
need to conduct this research since we have noticed a lack of proper analysis with
the aforementioned focus and some of the fundamental relations including
whether there are any benefits of investing in hotel star rating in order of attaining
better room prices. One research that attempted to examine some of these
relations was done by Ilieva and Ivanov (2014) and we have decided to extend the
understanding of these relations with our research and the focus on hotels from
Dubrovnik-Neretva County.

The whole area of real-time sales communications and availability of
new online reviewing opportunities for customers is seriously affecting the
business practice of all hotels that are using Internet as their sales channel.
Therefore, the authors believe, that the topic as such deserves additional and
appropriate attention. Customers progressively rely on substitute sources of
evidence such as “online word of mouth”. Researchers have proven that customer
produced service or product information on the Internet draws more attention
than seller information among customers (Bickart and Schindler 2001). In
comparison to product reviews provided by service or product providers,
customer feedback is by definition, more customer oriented. Customers portray
the product in terms of alternative usage situations and assess it from the user’s
perspective (Chen and Xie 2008). Even though customer evaluations are
subjective in nature, such assessments are repeatedly considered more reliable
and trustworthy by customers than conventional sources of information (Bickart
and Schindler 2001).

2. ELECTRONIC WORD-OF-MOUTH

Electronic word-of-mouth is defined as a positive or negative statement
made online by potential, actual or former customers regarding goods and
services (Hennig-Thurau et al., 2004). There are other terms that are closely
related to electronic word-of-mouth suchasonline customer community or user-
generated content. The underlining characteristics for all of them are that they
became a major source of information for travel consumers: individuals are
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increasingly utilizing information from these websites to make travel-related
decisions and to shape perceptions and images about destinations and travel
offerings (Fotis, Buhalis, and Rossides, 2012; Cox et al., 2009). Cheung, Lee and
Rabjohn (2008) described the term:

[...] electronic word-of-mouth can also be considered as the
extension of traditional interpersonal communication into the
new generation of cyberspace(2008, p.231).

The most famousand well known online customer feedback communities
that deal with hotel recommendations are TripAdvisor, Expedia, and
Booking.com (Gal-Oz, Grinshpoun and Gudes, 2010). However, Stebbins (2015)
argues that TripAdvisor is not a reliable source since anyone can post and rate
any company regardless whether they experienced their services or not since they
do not need to verify their status when it comes to actual service consumption.
That increases the risk of competitors posting negative comments and negatively
rating a company that they are competing against, or we may have a unfair
practice where individuals positively comment and rank the service provider even
though he or she did not experience the service.

Stebbins (2015) suggests thatExpedia and Booking.com are more
reliable online feedback platformscompared to TripAdvisor, because of
utilization of security policies that only allow actual/verified customers to
comment and rank.

Due to services being intangible and perishable, potential customers are
relying more and more on electronic word-of-mouth [eWOM] to get an insight in
value of services (Park and Lee, 2009). Yoo and Gretzel(2011) show the
importance of electronic word-of-mouth in bookings through their survey which
shows that more than 74% of travelers take in the consideration online comments
when planning a trip. Also, Zhu (2010) revealed in his study that electronic word-
of-mouth is significantly influencing customers purchasing decisions. Moreover,
there are authors that claim that customers are more influenced by early negative
reviews (Sparks and Browning, 2011).

When researching word-of-mouth, Mahajan described two metrics:
volume and valence of reviews (Mahajan et al., 1984). Volume tends to be
described as amount of customer to customer communication and valence as
rating values towards products (Neelamegham and Chintagunta, 1999; Liu,
2006). Valence shows the quality of goods and services based on customers’
preferences (Duan et al., 2008). Valence has a substantial impact on customers’
purchasing decision because they perceive word-of-mouth as trustworthy
information (Grewal et al., 2003). The more reviews there are, the overall rating
will be a better indicator of quality (Chen et al., 2004).

Electronic word-of-mouth is particularly important for hotels since they
offer experience goods instead of search goods (Ye et al., 2009). Former
researchers claim that customers are more influenced by word-of-mouth
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regarding experience goods (Park and Lee, 2009; Senecal and Nantel, 2004;
Weather et al., 2007).Chevalier and Mayzlin claim any publicity is not
necessarily good publicity. They proved that very low ratings affect customers’
purchasing decision more than high ratings (Chevalier and Mayzlin, 2006).

To support this theory, the impact of hotel average rating on booking
was investigated. Findings suggest that hotels with higher average rating have
more bookings than those who have low average rating (Ye et al., 2011).
However, the research conductedwas limited in scope (sample) so the results may
not be generalized.

3. ROOM PRICE AND NEW CHANNELS OF SALES

According to Volckner and Hoffmann (2007)cue utilization theory in
tourism suggests that consumers infer information from product-related attributes
at first and when faced with uncertainty consumers will more likely rely on
information cues related to quality.Moreover, informational effect of price
suggests that higher price implies higher quality that should make purchasing
more likely to happen (Volckner and Hoffmann, 2007). However, signaling
theory suggests that when the customer is faced with choice between two
vendors, she will choose an inferior one. Qi and Qiang(2013) suggest that in
order to avoid such an outcome superior companies need to send the right signal
to their customers. Furthermore, the suggestion is that the right signal/ can be a
good reputation which leads to brand recognition and customer loyalty.
Vermeulen and Seegers (2009) support this suggestion particularly in the hotel
industry, as the guests of hotels with strong brand recognition are less affected by
negative word-of-mouth.

Consumer purchase behavior involves consumer's attitudes, preferences,
intentions, and decisions regarding the consumer's behavior in the marketplace
when purchasing a product or service (Velumani, 2014). Dubois and Laurent
(1994) emphasize emotional responses while using a productwhich shape
purchasing behavior. When customers feel happiness, excitement or fun they will
not mind high prices of products. Since staying at the hotel is perceived as a
hedonistic experience that can cause feelings of happiness, excitement and fun,
where guests are less likely to engage in decision making based on price.
However, higher price is related to higher risk as well. To reduce the risk, guests
will rely on electronic word-of-mouth to check whether price ensures a quality
(Wang et al. 2013). A study conducted by Anderson argues that:

[...] if a hotel increases it review scores by 1 point on a 5-point
scale (e.g., from 3.3 to 4.3), the hotel can increase its price by
11.2 percent and still maintain the same occupancy or market
share. By matching ReviewPRO’s Global Review IndexTM
with STR’s hotel sales and revenue data, a regression analysis
finds that a I-percent increase in a hotel’s online reputation
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score leads up to a 0.89-percent increase in price as measured
by the hotel’s average daily rate (ADR). Similarly, this 1-
percent increase in reputation also leads to an occupancy
increase of up to 0.54 percent. Finally, this 1-percent reputation
improvement leads up to a 1.42-percent increase in revenue per
available room (RevPAR) (2012, p. 5).

On the other hand, these finding can go both ways, meaning that low
ranked hotels have to decrease their prices in order to maintain the same
occupancy rate (Anderson, 2012).

4. PRICING POWER

Diana-Jens and Ruibal (2015) deem that price is one of the most
significant variables in the business marketing strategy, since even a slight price
change can have a critical impact on the hotel's bottom line. Therefore, revenue
managers and revenue management in general must consider prices and inventory
very diligently in order to optimize revenues through the correct distribution
channel.

Today’s business environment, and hotel industry in particular, is
described as highly competitive. With the introduction of customers as an active
factor of opinion and buying decision making process, corporate price policies are
under further pressure bynot being able to exercise their traditional price
strategies and approaches. The company’s ability to raise the price of a product
without affecting its demand is traditionally defined as pricing power (D’Aveni,
2010). It is expected that with the increased transparency in pricing strategies,
companies with low pricing power will primarily depend on outside factors, such
as aggressive competitors and customers (Cooper, 2011) which may significantly
weaken their ability to attain their business objectives.Rare events can increase
demand in hotels noticeably, such as World Cups, the Olympics, religious or
political conventions or the like. Consequently, during those events, hotels can
increase their prices significantly without disturbing occupancy level. However,
there is an emergence of competitors traditional and non-traditional, that pose a
threat to pricing power in hotels (Karmin, 2015).

5. HOTEL STAR RATING

According to Qi and Qiang (2013), star rating has similar effect on
pricing as electronic word-of-mouth because it is an indicator of quality and a
measurement of level of facilities and service standards. However, star rating is
different from brand recognition and reputation. Hotels with higher star ranking
are usually higher priced and guests have to review the tradeoff between benefits
and costs. Besides, there are hotels with lower star ratings that have a good
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reputation and brand recognition. Furthermore, Qi and Qiang suggest that since
guests have less information about hotels with lower star ratings, electronic word-
of-mouth is more influential. Also, customers expect hotels with high star ranking
to have higher quality so they will not necessarily need to review other's feedback
(Qi and Qiang, 2013).

Hotel star rating systems are meant to provide an accurate and objective
assessment of accommodations according to established criteria and guidelines
yet Grossman (2004) argues that one must be very careful with star rating
systems and its weight on decision making since different websites offer different
star ratings, even for the very same hotel. In his study, he revealed that nine
different websites gave diverse information about star rating of the same hotel.
According to this author, most ratings systems are poorly or completely
unregulated, rendering them almost completely worthless.The study further
suggests that different set of rules and measures for determining hotel star rating
are becoming less reliable. In the research done by Agarwal (2012), it was
evident that five different countries have vastly different star rating systems and
therefore these are becoming less dependable as a critical guideline of purchasing
decision made by customers. There are efforts, such as Hotrec’s (‘Hotrec, hotels
restaurants’ 2015) representing the hotel, restaurant and cafe industry in Europe,
to try and create a system of hotel star rating that should truly be a standardized
methodology across European countries. The initiative hopes to reduce the star
rating confusion and offer more transparency in how hotels are presented to
customers.With all its potential problems,hotel star rating still represents a major
factor for both customers and service providers and major investments in star
category upgrades are considered important.

6. METHODOLOGY

The aim of this study was to explore the interaction between hotel star
ratings, online WOM (specifically, average scores of online customer reviews),
and pricing in the hotel industry.Publicly available data about all hotels operating
in Dubrovnik — Neretva County was obtained through the official website of the
Croatian Ministry of Tourism. For the purpose of this research, only three, four
and five star hotels were included. Out of 69 hotels in total, seven hotels had to be
excluded from the analysis as the required data was unavailable. Since room price
is classified information, publicly available room price was examined, by looking
at average prices of hotels in November of 2015 for the period from 11th to 18th
of June 2016. The price of the hotel includes 2 beds/room and a breakfast. That
specific information was obtained through the Kayak.com webpage. That time
period was chosen as it is neither high season or low season and the assumption
was that it can stand as a good estimate of average price.
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Online customer reviews/ratings were collected from TripAdvisor.com [TAC] and
Booking.com [BC]. Both sites provide the data on the average review score for hotels,
yet different types of ratings are used. TAC offers the opportunity to rate hotels on a
scale from 1 (terrible) to 5 (excellent). Booking.com rates hotels on a scale from 1 to
10, assuming 1 is the worst and 10 is the best grade. As both sets of ratings were
crafted in a manner for semantical distance between consecutive levels to be kept
roughly constant primarily treated as continuous variables.Data was collected by
comparing reviews from the past against room pricing in the future. The implicit
assumption in this analysis was that the hotels are not significantly modifying their
product in the off-season, giving them reason to raise prices. Big off-season upgrades
might give hotels a reason, not reflected in their current reviews, to upgrade prices.

Additional assumption was that the hotels were pursuing revenue
maximization strategies (ADR and/or RevPar) as opposed to occupancy building
strategies where hotels were not engaging in aggressive pursuit of price penetration
strategy to increase occupancy that would cause their online prices to be somewhat
disconnected from their online ratings.

7. RESULTS

Out of 62 hotels for which the data was collected, 30 were three star hotels
(48,4%), 17 four-star hotels (27,4%) and 15 five star hotels (24,2%). In terms of size
of hotels, three star hotels examined ranged from smallest three room hotel to the
largest three-star hotel with 338 rooms available, four star hotels included a range
from smaller 8 room hotels to largest 385 rooms hotel, and five star hotels included a
range from smaller 12 room hotels to largest 480 rooms hotel.

In terms of numbers of reviews on TAC, the number of reviews for three
star hotels ranged from minimum of two reviews per hotel to the maximum of 710
reviews, for four star hotels minimum number was 52 reviews per hotel and
maximum 1643 per hotel, and for five star hotels minimum was 234 reviews per hotel
and maximum 2078 reviews per hotel. In terms of numbers of reviews on BC,
number of reviews for three star hotels ranged from minimum of six reviews per hotel
to the maximum of 1535 reviews, for four star hotels minimum number was 33
reviews per hotel and maximum 1189 per hotel, and for five star hotels minimum was
70 reviews per hotel and maximum 1582 reviews per hotel. For the purpose of data
analysis conducted here, the average score review score for hotels retrieved from
TAC and BC was used.

As noted, the reliability of TripAdvisor.com ratings tend to be questioned, as
the site does not control whether the reviewer actually experienced the service,
whereas Booking.com scores are perceived as more reliable precisely as such control
is embedded in the review system. Spearman’s rank-order correlation was run to
determine the relationship between grades hotels received on these two sites.
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There was a strong, positive correlation between the grades on various sites,
which was statistically significant (r,(60) =717, p <.001). Given the strong
correlation, composite variable for ‘eWOM rating’ was calculated. Given the nature
of the data, and the important distinction to be observed in this variable, though this is
not without controversy, median split was applied to generate one categorical
variable, grouping the ratings into a higher and lower category.An additional problem
with the data initially retrieved regarded the unequal sample sizes in terms of hotel
star rating category; the results of Levene’s test were indicative that the homogeneity
of variances assumption was not violated (F=1.49, p=21). Star rating was expected to
have an effect on pricing, and the two-way analysis of variance was conducted to
check whether that effect is equal at all levels of the online rating variable. As
expected, there was a significant main effect for star rating on pricing (F(2,47) =
12.475, p <.001), such that the pricing was significantly higher in five star hotels (M=
186.34, SD=16.36), than in four star hotels (M=135.82, SD=11.48), or three star
hotels (M=91.15, SD=10.70).

Table 1.
Star Rating Pairwise Comparisons
() Star (J) Star Mean Std. Sig. 95% Confidence Interval
rating rating Difference Error for Difference®
= Lower Upper
Bound Bound
4* -44,671" | 15,691 ,007 -76,237 -13,105
3*
5* -95,194" | 19,547 ,000 -134,517 -55,870
3* 44,671 | 15,691 ,007 13,105 76,237
4*
5* -50,523" | 19,986 ,015 -90,729 -10,317
3¥ 95,194 | 19,547 ,000 55,870 134,517
5*
4* 50,523" | 19,986 ,015 10,317 90,729
Based on estimated marginal means, dependent variable: Publicly available ADR in USD
11.-18.06.2016.
*. The mean difference is significant at the ,05 level.
b. Adjustment for multiple comparisons: LSD.

Source: authors' research

Arguably, a more interesting result obtained is that there was a
statistically significant interaction between the effects of star rating and the effect
of customer online rating with regard to pricing data, F(2, 47)= 4.641, p=.014,

2
n=.165.
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Figure 1 Estimated Marginal Means of Publicly Available ADR (in USD)

Source: authors' research

Table 2
Tests of Between-Subjects Effects
Dependent Variable: Publicly available ADR in USD 11.-18.06.2016.
Source Type III Sum df Mean Square F Sig. Partial
of Squares Eta
Square
d
Corrected
133652,442° 5 26730,488 14,753 ,000 ,611
Model
Intercept 602308,662 1 602308,662 332,432 ,000 ,876
Star rating 45203,311 2 22601,655 12,475 ,000 ,347
Ratings cat 9139,245 1 9139,245 5,044 ,029 ,097
Star rating *
. 16818,286 2 8409,143 4,641 ,014 ,165
Ratings cat
Error 85155,671 47 1811,823
Total 1269683,000 53
Corrected 218808113 | 52
Total
a. R Squared =,611 (Adjusted R Squared =,569)

Source: authors' research
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Intriguingly, for three star hotels, hotels with lower ratings were higher
priced, but the difference in pricing for hotels with higher and lower online
ratings for the three star hotels was not significant.

Table 3
Star rating® - Online rating
Dependent Variable: Publicly available ADR in USD 11.-18.06.2016.
Star Categories Mean Std. 95% Confidence Interval
rating Error Lower Upper Bound
Bound
Lower 103,895 | 9,765 84,250 123,540
rating
3*
Tugher 78400 | 19,036 40,105 116,695
rating
lower 112,000 | 19,036 73,705 150,295
rating
4%
higher 159,636 | 12,834 133,818 185,455
rating
Jowex 146,500 | 30,098 85,950 207,050
rating
5*
higher
: 226,182 | 12,834 200,363 252,000
rating

Source: authors' research

There is a statistically significant difference in pricing for hotels with
higher and lower online ratings for the four star hotels (F(1, 47) = 4.305, p =.04,
n?=.09), and for five star hotels, F(1, 47) = 5.93, p < .02, n’=.11, with hotels with
higher ratings in both categories being more expensive.

8. CONCLUSION

The intention of this research was to explore the relationship between
star rating, online reviews and room pricing power. Lately we are witnessing the
debate on continuous quality improvements with regard to hotel services offered,
where star rating is viewed as one of the key factors in how quality is measured
and perceived. The decision of investing in hotel star rating in order to attain
better room prices is ultimately based on the cost-benefit analysis of each
individual hotel with evidence showing that such investments are worth making
yet some overall conclusions are still elusive in hotel star rating relation with
customer’s perception of the actual service being delivered.
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As anticipated, star rating had a significant main effect on pricing, such
that the pricing was significantly higher in five star hotels than in four star hotels
or three star hotels. This result may not and should not be a surprise but in this
paper this was just a starting point with an additional construct being introduced,
customer’s feedback. With online reviews as the third element included in the
model, results reveal that hotel’s higher star rating implies higher online review
and, ultimately, hotel’s higher online reviews are positively related to higher
pricing power. We may attribute this to the customer’s post purchase behavior as
related to upscale purchases versus less upscale purchases where down-market
customers are more critical in their reviews. The argument is that buyers of
cheaper products, knowing that they are buying a cheaper or less expensive
version of the product/service, are more likely to be looking for faults with the
product/service than those who buy a costlier version. The concept may work the
other way around as well, i.e. customers using upscale product/service could
idealize the fact that they stayed in a 5-star hotel.

Another suggestion may be that even though customers were satisfied
with services they received in 3-star hotels, they would still be unwilling to give
the highest rating possible due to unconsciously comparing it with 5-star hotels.
The question here is whether cognitive dissonance can be applied to hotel rooms
since the counter argument may be that this is a neutral or irrelevant point
because down-market customers may lack exposure to other, better, upscale
hotels and therefore this should not affect their review within the market segment
that they are usually consuming. This represents a potential areca of future
research where guests would share their hotel or star rating preference or star
rating experience exposure. Additionally, this study did not take into
consideration the origin or country of residence of online reviewers. This
represents another potential topic since people from different countries do not
have uniform opinions or ideas as to what 3-star or 5-star hotels should provide.
Potentially, one can survey people from all around the world to see what they
consider a 3-star hotel looks like and do the same for 5-star hotels where it might
be discovered that the conception of 5-star service is more uniform than that of 3-
star service.

Additional interesting outcome that is worth commenting is that within
the cluster of hotels that are categorized as 4-star and 5-star hotels we saw a
statistically significant difference in pricing for hotels with higher and lower
online ratings, with hotels having higher ratings in both categories being more
expensive. This leads to a conclusion that those hotels that receive more favorable
customer reviews have a higher pricing power even within their own cluster and
consequently they have the ability to increase the room price. This finding is in
line with research conducted by Anderson (2012). The aforementioned notion
was not replicated with 3-star hotels. In the 3-star hotels cluster, hotels with lower
ratings were those higher priced. The explanation may be that those who were
booking 3-star hotels were predominantly price-driven and that reviews were not
reflecting the actual service received.
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One of the research results also indicates a positive correlation between
two major online travel review web sites, TripAdvisor and Booking.com, which
initially was not anticipated. As mentioned, TripAdvisor is not perceived as a
reliable source of data due to lack of customer review validation procedure.
However, these results suggest that TripAdvisor is as reliable as Booking.com
(that has customer review validation procedure). This result is highly important
for those who plan their trips via TripAdvisor and search for more information
regarding hotels on that website.

Another limitationof the study was that authors did not have access to
business mix models that hotels are employing and where distribution of group
and individual guest arrivals were visible, nor were the hotel occupancy levels
available. This situation might have affected the results of the research.
Hypothetically, the online price of hotels highly booked with groups would
probably reflect a price skimming strategy and not truly reflect the value
suggested by the online review ratings. In contrast, hotels with no group business
and the same online rating, would probably set prices lower than hotels with
group arrivals.

Future research may include analysis of 3-star hotels not being reported
as good by linking it to hotel ownership, i.e. the study could explore and compare
government and privately owned, independent and chain, domestic and foreign
hotels,to investigate whether these factors would determine and influence
rankings and pricing. Overall, authors believe that there are numerous pathways
that still need to be explored within this area. Additional answers and better
understanding of these concepts would help industry experts and academic
community alike.
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ODNOS IZMEDU ONLINE OCJENE, KATEGORIJE
HOTELA I POTENCIJALA ZA ODREDIVANJE
CIJENA SOBA

SaZetak

U vrijeme digitalizacije poslovanja svjedocimo porastu i vaznosti povratne
informacije klijenata i zajednica u kojima klijenti razmjenjuju informacije. Uloga
drustvenih medija znacajno je porasla u posljednjih nekoliko godina, te poslovne
tvrtke ne mogu vise zanemarivati njihov utjecaj. Takvi izvori nisu vise samo
usputni, ve¢ u sredistu paznje tvrtki u razmatranju poslovnog pristupa. Brojne
internetske platforme koje ukljucuju drustveno umrezavanje, online zajednice i
stranice koje objavijuju recenzije postale su kriticne referentne tocke tvrtkama
pril odlucivanju o strukturi i cijeni proizvoda i usluga. Turisticka i ugostiteljska
industrija nije iznimka, ve¢ je predvodnik ovog novog trenda. Neke od ovih
stranica popularnije su od drugih, poput: TripAdvisor, Booking.com, Travelocity
ili Expedia, ali sve utjecu na nacin na koji pruzatelji usluga vode svoj posao,
posebice prilikom odredivanja cijena. Cilj ovog rada je istraziti i odrediti odnos
izmedu online ocjene klijenta, kategorije hotela i potencijala za odredivanje
cijena u hotelskoj industriji. Rezultati istraZivanja upucuju na postojanje
statisticki znacajne povezanosti izmedu kategorije hotela, online ocjene i
potencijala za odredivanje cijena. Osim toga, rezultati pokazuju znacajnu
povezanost izmedu TripAdvisor i Booking.com online recenzije klijenata, Sto
pokazuje da je, usprkos uvrijezenom misljenju, TripAdvisor jednako pouzdan kao
i Booking.com.

Kljucne rijeci: elektronska usmena predaja, potencijal za odredivanje cijene,
kategorija hotela, online ocjena.
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Abstract

Markov switching model captures the sudden changes in the observed series
using exogenous variable which is unobserved and follows a stochastic process.
This research fits Markov switching model to quarterly real GDP growth rates in
Croatia for the period 2000:1 to 2016:2 in order to analyze changes in mean
over time. Research results show that Croatian GDP growth rates are regime
dependent. Markov switching model with two regimes detects shifts in Croatian
GDP growth rates. Consistently with the previous similar researches, the
research results indicate long lasting recession period and sluggish Croatian
economy.

Key words: Markov model, regimes, GDP, Croatia

1. INTRODUCTION

Modelling nonlinear economic time series using regime switching
models has gained in popularity in the past two decades. Sudden shifts or breaks
in an economic time series violate the linearity and so make an observed series
nonlinear. It is often the case due to arising economic or financial crises within
the observed time series. One possibility could be the splitting of the observed
time series. The splitting of the observed time series as a result can have two
series of different properties, one containing the period before the crises and
another one containing the period after the crises and then estimate the separate
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models for separate series exhibiting different behaviour patterns or regimes.So
the result would be the piecewise linear model. As a matter of fact, this approach
would provide a valid result for estimates of the changes but information
regarding development of the series or its evolution would be lost. To adequat