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SaZetak

Predmet ovog rada je istrazivanje osnovnih poticaja za racunovodstveno manipuliranje
u financijskim izvjestajima kotirajucih poduzeca u Federaciji Bosne i Hercegovine. Cilj
ovom istrazivanju je utvrdivanje osnovnih poticaja, odnosno motiva za racunovodstveno
manipuliranje u financijskim izvjestajima. Istrazivanje je provedeno na uzorku
poduzeca s trzista kapitala u Federaciji BiH u razdoblju od 2010. godine do 2014.
godine. Prikupljeni podaci analizivani su primjenom metoda deskriptivne i
inferencijalne statistike. Rezultati istrazivanja pokazuju da se najcesci motivi
racunovodstvenog manipuliranja u financijskim izvjestajima poduzeéa vezu uz podrucje
ugovornih poticaja. S druge strane, rezultati pokazuju da poticaji koji se vezu uz trZiste
kapitala i regulatorni poticaji u pravilu nisu prevladavajuci motivi za racunovodstvene
manipulacije u financijskim izvjestajima poduzeca u Federaciji Bosne i Hercegovine.

Kljucne rijeci: financijski izvjeStaji, racunovodstvene manipulacije, poticaji
racunovodstvenog manipuliranja.

1. UvOD

Realne 1 objektivne racunovodstvene informacije iz financijskih
izvjestaja jedan su od neophodnih preduvjeta za poslovno odlucivanje svih
interesnih strana (engl. stakeholders). ,,Cilj je financijskih izvjesStaja pruziti
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informacije o financijskom polozaju, financijskoj uspjeSnosti i novcanim
tokovima poslovnog subjekta koje su korisne Sirokom krugu korisnika u
donosenju ekonomskih odluka.” (MRS 1, t. 9.). Medunarodni ra¢unovodstveni
standardi polaze od pretpostavke da financijski izvjeStaji realno prikazuju
financijski poloZzaj, financijsku uspjesnost i novéane tokove subjekta. Medutim,
postoji i druga mogucnost, a to je nerealno i neistinito financijsko izvjeStavanje
koje podrazumijeva da financijski izvjeStaji sadrze znacajna pogresna
prikazivanja, odnosno ucinke racunovodstvenih manipulacija. Zato je od
posebnog interesa za sve korisnike financijskih izvjestaja, da isti budu sastavljeni
bez racunovodstvenih manipulacija.

Istrazivanja kvalitete financijskih izvjeStaja su uvijek aktualna i
zanimljiva znanstvenoj i1 stru¢noj javnosti. ,,Manja zastupljenost istrazivanja
racunovodstvenih pogresaka i manipulacija u financijskim izvjeStajima na
europskom podrucju proizlazi iz manje transparentnih trzista kapitala i otpora
(manjka volje) poduzeca da javno objave potpuni set financijskih izvjeStaja.
(Aljinovi¢ Barac, Klepo, 2006, 274). Posebno zanimljivo pitanje je istrazivanje
osnovnih poticaja i motiva zbog kojih, prije svih, menadZeri poduzimaju
racunovodstvene postupke koji rezultiraju ra¢unovodstvenim manipulacijama u
financijskim izvjestajima poduzeca. Predmet istrazivanja su tri osnovne skupine
poticaja: poticaji trzista kapitala, ugovorni poticaji i regulatorni poticaji.

U tom kontekstu, cilj ovog istrazivanja je utvrdivanje osnovnih poticaja i
motiva za racunovodstveno manipuliranje u financijskim izvjestajima kotirajucih
poduzeca u Federaciji BiH. Zato se u ovom radu polazi od pretpostavke da
regulatorni i ugovorni poticaji predstavljaju osnovne i dominantne izvore
motivacije za racunovodstveno manipuliranje u financijskim izvjestajima
poduzeca. Nadalje, s obzirom na razinu razvijenosti trzista kapitala u Federaciji
BiH, pretpostavlja se da poticaji trziSta kapitala nisu prevladavajuéi izvor
motivacije za racunovodstveno manipuliranje. Kroz viSe istrazivanja sugerira se
unaprjedenje postojecih spoznaja koje razmatraju poticaje za racunovodstveno
manipuliranje u financijskim izvjestajima poduzec¢a (Healy, 1985; Dechow, Sloan
i Hutton, 1996; Friedlan, 1994; Teoh et al., 1998; Rangan, 1998; DuCharme et al.,
2004; Jo and Kim, 2007).

2. PREGLED PRETHODNIH ISTRAZIVANJA

Pocetci intenzivnijih istrazivanja vezanih uz upravljanje zaradama,
odnosno poticaje racunovodstvenih manipulacija odnose se za 80-¢ godine 20.
stolje¢a. U pravilu se rezultati i nalazi provedenih istrazivanja mogu grupirati
prema osnovnim skupinama poticaja.

U pogledu ugovornih poticaja, Healy (1985, 585-107) je medu prvima
istrazivao povezanost izmedu menadZerskih odluka o racunovodstvenim
postupcima i financijskom izvjestavanju o prihodima i zaradama te poticaja koji
proizlaze iz njihovih kompenzacijskih aranzmana. Healy je istrazivanjem
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pronasao znatno veci broj promjena u ra¢unovodstvenim procjenama i politikama
kod poduzeca koja imaju definirane programe menadzerskih bonusa. ,,Znacajan i
vazan poticaj za racunovodstvene manipulacije u financijskim izvjestajima moze
biti potreba pridobivanja vanjskih izvora financiranja po niskim cijenama.
(Dechow, Sloan i Hutton, 1996). Watts i Zimmerman (1986.) isti¢u da, u skladu s
pozitivnom racunovodstvenom teorijom, potreba za postivanjem odredbi
duznicko vjerovnickih ugovora moze biti znacajan poticaj upravljanju zaradama i
racunovodstvenom manipuliranju. U skladu sa spomenutim, Sweeney (1994, 281-
308) je utvrdio znacajne racunovodstvene manipulacije u poduze¢ima koja nisu
bila u moguénosti ispunjavati uvjete odredene ugovorima.

S druge strane, rezultati pojedinih istrazivanja (Friedlan, 1994; Teoh et
al., 1998; Rangan, 1998; DuCharme et al., 2004; Jo and Kim, 2007) pokazuju da
su osnovni motivi za racunovodstveno manipuliranje i upravljanje zaradama
povezani s ostvarenjem oportunisti¢kih ciljeva na trzistima kapitala. Osnovni
motiv za ra¢unovodstveno manipuliranje u razdobljima dodatnih emisija dionica
(eng. Seasoned Equity Olfferings) je ,,uljepSavanje* financijskih izvjestaja s ciljem
postizanja $to boljih cijena dionica prije dodatnih emisija. Tako primjerice
Rangan (1998, 101) zakljucuje da ,,trziSte kapitala privremeno precjenjuje dionice
emitenata (...) kao rezultat upravljanja zaradama 1 racunovodstvenih
manipulacija“. Rajgopal et al. (2007) pokazali su da se poduzeca koriste
tehnikama upravljanja zaradama kako bi utjecala na rast cijena dionica i pozitiviu
percepciju investitora vezano uz prinose na iste.

Interesantno je istaknuti i osnovne nalaze istrazivanja Aljinovi¢ Barac i
Klepo iz 2006. godine s obzirom na sli¢nosti institucionalnog okvira poslovanja
izmedu Republike Hrvatske i Bosne i Hercegovine. Istrazivanje je pokazalo da su
minimiziranje poreznih tereta i prikrivanje loSih rezultata najCes¢i motivi za
racunovodstveno manipuliranje u financijskim izvjestajima. Ugovorni poticaji,
kao §to su maksimiziranje menadzerskih naknada i osiguranje boljih kreditnih
uvjeta su takoder znacCajan motiv za racunovodstvene manipulacije(Aljinovié¢
Barac¢ i Klepo, 2006, 280).

Moze se istaknuti da su prethodna istrazivanja vezana uz poticaje i
motivacije za racunovodstveno manipuliranje ve¢inom zastupljena u zemljama
anglosaksonskog govornog podrucja ¢ije se karakteristike institucionalnog okvira
poslovanja znaajno razlikuju u odnosu prema europske i lokalne uvjete
(Cuzdriorean, 2013).

3. TEORIJSKE OSNOVE ISTRAZIVANJA

3.1. Pojmovno odredenje racunovodstvenih manipulacija

Pristup pojmovnom odredenju ra¢unovodstvenih manipulacija obi¢no
podrazumijeva definiranje istih kao racunovodstvenih postupaka i aktivnosti koje
rezultiraju znaCajnim pogreskama ili prijevarama u financijskim izvjesStajima.
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,Racunovodstveno manipuliranje nastaje kada menadzeri koriste prosudbu u procesu
financijskog izvjeStavanja i strukturiranju transakcija te na taj nacin modificiraju
financijske izvjestaje s ciljem pogresnog informiranja korisnika ili s ciljem utjecaja
na ugovorne ishode koji ovise o racunovodstvenim informacijama.* (Healy i Whalen,
1999, 368). Prema Ronenu i Yaariju (2008) racunovodstveno manipuliranje javlja se
kao posljedica poduzimanja proizvodno-investicijskih akcija prije nego $to su zarade
ostvarene ili izbora racunovodstvenih politika kojima se utjeCe na raCunovodstvene
zarade i njihovu interpretaciju nakon §to su stvarne zarade ostvarene. Schipper (1989,
2) primjerice definira racunovodstvene manipulacije kao svrsishodne intervencije u
eksternom financijskom izvjeStavanju s namjerom pribavljanja nekih privatnih
koristi.” (citirano prema Aljinovi¢ Barac, Klepo, 2006, 275). ,,U vecini slucajeva,
raunovodstvene manipulacije se mogu definirati kao poduzimanje oportunistickih
ratunovodstvenih procjena iznosa s namjerom pogreSnog informiranja korisnika
financijskih izvjestaja.” (Aljinovi¢ Barac, Klepo, 2006, 275).

Gulin (2002, pp. 34) isti¢e da, iako pojam ,manipulacije” izaziva
negativne konotacije povezane s nezakonitim aktivnostima, nisu sve manipulacije
u pravilu nezakonite. U ve¢ini situacija manipulacije podrazumijevaju aktivnosti i
ucinke tih aktivnosti koje su u okviru zakona, dok prijevare u financijskim
izvjestajima podrazumijevaju poduzimanje aktivnosti koje su izvan zakonskih
normi (vidjeti Dechow i Skinner, 2000). Prema Aljinovi¢ Baraé¢ i Klepo (2006,
275) ,racunovodstvene manipulacije se u pravilu mogu definirati kao
manipuliranje racunovodstvenim brojevima koje nije u skladu s nacelima istinitog
i fer prezentiranja.”

Prema Medunarodnim standardima financijskog izvjestavanja (MSFI)
racunovodstvene manipulacije podrazumijevaju financijske izvjestaje koji sadrze
znaCajna pogreSna prikazivanja, odnosno materijalno znacCajne pogreske.
»Pogreska je znacajna ako moze, pojedina¢no ili skupno, utjecati na ekonomske
odluke koje korisnici donose na osnovi financijskih izvjeStaja. Znacajnost ovisi o
kombinaciji veli¢ine i vrste izostavljene ili pogresno prikazane stavke financijskih
izvjestaja.“ (MRS-u 8', t. 5). Ratunovodstvene manipulacije u financijskim
izvjeStajima mogu nastati u vezi s priznavanjem, mjerenjem, prezentiranjem ili
objavljivanjem elemenata financijskih izvjeStaja. Razloge za nastanak pogreSaka
treba traziti u nedostatku informacija, pogresnoj procjeni odredenog poslovnog
dogadaja ili financijskog uc¢inka transakcije, neznanja, ili u konaénici, namjeri za
pogresno prikazivanje, §to implicira prijevarno financijsko izvjestavanje. Za
potrebe ovog istrazivanja ra¢unovodstvene manipulacije podrazumijevaju
financijske izvjestaje koji sadrze utvrdene znacajne pogreske ili prijevare. Prema
MRevS-u 240 (t. 4) ,,pogresno prikazivanje u financijskim izvjestajima moze
nastati zbog prijevare ili pogreske, a kljucni ¢imbenik za razlikovanje prijevare od
pogreske jest je li namjerna ili nenamjerna ona posljedi¢na aktivnost koja rezultira
pogresnim prikazivanjem financijskih izvjestaja.*

" MRS 8 - Ra¢unovodstvene politike, promjene ra¢unovodstvenih procjena i pogreske
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3.2.  Poticaji za raCunovodstveno manipuliranje

Jedno od osnovnih pitanja koje se moze postaviti racunovodstvenoj
teoriji i praksi je zaSto pojedinci koji imaju mogucénost utjecaja na financijske
izvjestaje, prije svega upravljacke strukture, poduzimaju razli¢ite postupke koji
rezultiraju ra¢unovodstvenim manipulacijama u financijskim izvjestajima. Motivi
1 poticaji za takve i slicne postupke mogu biti razliciti.

Prema Ceressyjovoj teoriji’, faktori prijevarnog financijskog
izvjeStavanja kao ekstremnog oblika upravljanja zaradama i ra¢unovodstvenog
manipuliranja, proizlaze iz situacija pritiska (poticaja), prilike i opravdanja
(racionalizacije). Ti faktori su naznaceni kao odlucujuéi za potrebe utvrdivanja i
sprje¢avanja prijevara u financijskim izvjestajima i kroz SAS’broj 99 (Revizijski
standard broj 99: Revizijsko razmatranja prijevara u financijskim izvjestajima)
koje je 2002. godine objavilo profesionalno udruzenje - Americko udruzenje
certificiranih javnih ra¢unovoda (AICPA?).

Prema SAS-u 99 tri su preduvjeta prisutna u situacijama prijevarnog
financijskog izvjesStavanja. ,,Prvo, direktori ili menadzeri ili drugi zaposlenici imaju
motiv ili pritisak, iz kojeg proizlazi razlog za prijevarno financijsko izvjestavanje.
Drugo, postojanje okolnosti — na primjer, nepostojanje ili nedostatnost kontrola ili
sposobnost odnosno moguénost uprave da prevlada postojece interne kontrole — koje
omogucuju priliku da se uéini prijevarno financijskog izvjeStavanje. Treée, strane
uklju¢ene u prijevarno financijsko izvjeStavanje su u mogucnosti da opravdavaju
svoje postupke. Neki pojedinci imaju stav, karakter, ili skup eti¢kih vrijednosti koji im
omogucavaju da svjesno i namjerno poduzmu nepostenu radnju. Medutim, ¢ak i inace
posteni pojedinci mogu pociniti prijevaru u okruZzenju koje karakterizira postojanje
dovoljno jakog pritiska na njih. Sto je veéi poticaj ili pritisak, vierojatnije je da ¢e
pojedinac mo¢i racionalizirati odnosno opravdati prihvatljivost ucinjenih prijevara.*
(SAS 99,t. 7).

S druge strane, i Medunarodni revizijski standard 240 Revizorova
odgovornost identificira odredene uzorke i motive €ije postojanje revizor treba
razmotriti pri procjeni eventualnog prijevarnog financijskog izvjeStavanja.
Prijevarno financijsko izvjeStavanje moze biti uzrokovano nastojanjima
menadzmenta da manipulira zaradama kako bi prevario korisnike financijskih

% Cressey-jeva teorija rizika prijevare iz 1953. godine je najveéim dijelom utemeljena na nizu
obavljenih intervjua s osobama koji su bili ukljueni u prijevare. Autor zakljuCuje da su situacije
prijevara obiljezene s tri zajedni¢ke znacajke. Prvo, osobe koje su bile uklju¢ene u prijevare imale su
priliku da izvr$e prijevaru. Drugo, svi su imali nedjeljivu potrebu za financijskom koristi (pritisak). I
trece, pojedinac ukljucen u prijevaru je opravdavao €in prijevare pravilima koje su u okviru eticnog
ponasanja, Ti faktori rizika prijevare: pritisak, prilika i opravdanje (racionalizacija) se ¢esto nazivaju i
trokut prijevare®. Cressey je smatrao da su sva tri faktora prisutna u svakom aktu (¢inu) prijevare.

* Statement of Auditing Standards No. 99 (SAS No. 99), “Consideration of Fraud in a Financial
Statement Audit” - Revizijski standard broj 99: Revizijsko razmatranja prijevara u financijskih
izvjestaja

* American Institute of Certified Public Accountants’ (AICPA) — Ameri¢ko udruZenje certificiranih
javnih raéunovoda
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izvjestaja utjeCu¢i na njihovu percepciju uspjeSnosti i profitabilnosti. Takvo
manipuliranje zaradama moze zapocCeti s malobrojnim aktivnostima ili
neprikladnim prilagodavanjima pretpostavki ili promjenama prosudbi od strane
menadzmenta. Pritisak i stimulacije mogu dovesti do povecanja razmjera tih
aktivnosti tako da one rezultiraju prijevarnim financijskim izvjeStavanjem. Takve
situacije mogu nastati kada, zbog pritiska da se ispune ocekivanja trzista ili
nastojanja da se maksimaliziraju primanja koja se temelje na uspjeSnosti,
menadzment namjerno, uz pomo¢ znacajnog pogresnog prikazivanja financijskih
izvjestaja, dolazi u poziciju koja vodi k prijevarnom financijskom izvjeStavanju.
U nekim drugim subjektima, menadzment moze biti motiviran smanjiti zarade za
znacajne iznose kako bi minimalizirao porez ili napuhnuti zarade kako bi
osigurao financiranje iz banaka (MRevS 240, t. 10). Prijevarno financijsko
izvjestavanje moze biti po¢injeno u slué¢ajevima kada je menadzment pod velikim
pritiskom, unutar ili izvan subjekta, da ostvari (ali, mozda, nerealne) planirane
zarade, pogotovo ako mogu biti znacajne posljedice za menadzment kada ne
ostvari planirane financijske ciljeve.

Za potrebe istrazivanja, motivi 1 poticaji racunovodstvenog
manipuliranja u financijskim izvjestajima mogu se klasificirati u tri osnovne
skupine (prilagodeno prema Vuko, 2009, 75):

1. motivi koji su povezani s poticajima trziStem kapitala,
2. motivi koji su povezani s ugovornim poticajima i
3. motivi koji su povezani s regulatornim poticajima.

Moze se istaknuti da u lokalnim i regionalnim uvjetima, manje su
zanimljivi motivi koji su povezani s trziStem kapitala, s obzirom na razvijenost
organiziranog trziSta kapitala u Bosni i Hercegovini. S druge strane, puno

3.2.1 Motivi koji su povezani s poticajima trZiSta kapitala

U literaturi se kao osnovni motiv utjecaja na financijske izvjestaje, koji
rezultira ra¢unovodstvenim manipulacijama, navodi postizanje i odrzavanje
prihvatljive cijene vlasnickih vrijednosnih papira (najce$¢e dionica) na trzistu
kapitala. Prema Vuko (2009, 75) racunovodstvene manipulacije u kontekstu
trziSta kapitala najéesScée su povezane s ,,prognozama analitiCara o visini zarada po
dionici, inicijalnim javnim ponudama (IPO%), naknadnim ponudama
vrijednosnica (SEO®), poslovnim spajanjima, pripajanjima i menadZerskim
otkupima, te insiderskim trgovanjima vrijednosnicama.*

3 IPO — Initial Public Offering (hrv. Inicijalna javna ponuda dionica)
® SEO — Seasoned Equity Offering (hrv. Dodatna emisija dionica postoje¢ih emitenta na trzistu
kapitala)
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U tom kontekstu se istice da se ,,u pravilu nastoji posti¢i veéa cijena
dionica, osim u situacijama kada je motiv manipuliranja povezan s menadzerskim
otkupima.“ (Dechow i Schrand, 2004, 47). Rezultati empirijskih istrazivanja
poticaja povezanih s trziStem kapitala i utjecaja na financijske izvjestaje, upucuju
na sljede¢e (Nasser, 2007):

- ,,menadZerski otkupi su u prosjeku povezani sa snizavanjem zarada;

- priblizno 12% poduzecéa koja su ukljuc¢ena u SEO i IPO manipuliraju
zaradama na viSe za otprilike 5% od iznosa ukupne imovine prije
ponude;

- poduzeca koje su u opasnosti da ne dosegnu procjene uprave o zaradama
u prosjeku prepravljaju zarade na vise prije objave financijskih rezultata;

- poduzec¢a upravljaju zaradama kako bi se dosegle ili premasile prognoze
analitiCara;

- poduzeca koja dosegnu ili premaSe prognoze analiticara u prosjeku
ostvaruju 8% inkrementalnog godiSnjeg povrata u odnosu prema
korporacijama koje to ne ostvare;

- oko 40% poduzeca koja su suoCena s izvjeStavanjem manjih gubitaka
imaju tendenciju upravljanja zaradama na viSe kako bi prikazali
pozitivne rezultate;

- investitori ne prepoznaju vecinu manipulacija s obzirom na to da su
poduzeca koja su regulatori identificirali kao potencijalne manipulatore,
te su od njih zahtijevali prepravljanje financijskih izvjestaja, u prosjeku
suoCena s padom cijena dionica za oko 9%.

Istrazivanja (Bradshaw et al., 2001; Ahmed et al., 2006) takoder
pokazuju da sudionici na trziStu kapitala, prije svega, investitori, ¢esto pogre$no
procjenjuju kvalitetu financijskih izvjeStaja emitenata u kontekstu postojanja
racunovodstvenih manipulacija u financijskim izvjestajima.

3.2.2. Motivi koji su povezani s ugovornim poticajima

Prema agencijskoj teoriji’ ukupan sustav poduzeéa moZe se promatrati
kao skup ugovornih odnosa izmedu razli¢itih interesnih strana (principala i

7 Jensen i Meckling (1976, 5 citirano prema Vuko, 2009, 19) definiraju agencijski odnos kao
»ugovorni odnos temeljem kojega jedna ili viSe osoba (principal) angazira drugu osobu (agenta) da
obavlja neke poslove u njihovu korist, §to ukljucuje delegiranje odredenih ovlasti odlucivanja
agentima.“ Pri tome su u ulozi principala najce$¢e vlasnici (dioni¢ari), a u ulozi agenata upravljacke
(menadzerske) strukture. Prema Eisenhardtu (1989, 58) agencijski problem nastaje kada ,,;su interesi i
ciljevi principala i agenata konfliktni, te principalima je tesko i/ili skupo provjeravati kakav je stvarni
ucinak agenata.” Zato se agencijski problem moZze promatrati i kao problem motiviranja agenata kako da
djeluju u korist principala. U racunovodstvenom kontekstu principali bi bili vlasnici (u najvecem broju
slucajeva), a agenti upravljacke strukture. ,,Primjena agencijske teorije je najrelevantnija u situacijama u
kojima je ugovaranje slozeno.* (Eisenhardt, 1989, 71). Agencijska teorija istrazuje kako ugovori i poticaji
mogu motivirati ugovorne strane da ostvare svoje interese preko korporacija (poduzeca).
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agenata). S racunovodstvenog aspekta osobito su znacajni ugovorni odnosi
izmedu vlasnika i uprave, te uprave i vjerovnika (kreditora, investitora i drugih).
lako je cilj predmetnih ugovora reguliranje medusobnih odnosa i uskladivanje
nerijetko konfliktnih interesa izmedu interesnih strana, ¢esto se ugovori mogu
javiti kao izvori motivacije za upravljanje zaradama u financijskim izvjestajima.
Jensen i Murphy (2004) isticu da se suprotni uinci spomenutih ugovora u
reguliranju agencijskog problema u pravilu javljaju onda kada su kompenzacijski
paketi i procedure vezane uz nagradivanje uprave loSe osmisljeni.

U agencijskom odnosu, menadzerski ugovori se Cesto koriste kao nacin
reguliranja medusobnih odnosa i uskladivanja ciljeva izmedu uprave i vlasnika, i
to na nacin da se nagrade, bonusi i kompenzacije uprave vezuju uz ostvarene
financijske rezultate i performanse poslovanja poduzeéa. Menadzeri Cesto
pristupaju razli¢itim manipulativnim postupcima kako bi ostvarene rezultate i
uspjesnost poslovanja prezentirali u §to boljem svjetlu rukovodeci se pri tome
vlastitim oportunisti¢kim ciljevima ostvarenja osobnih interesa. Kako se ostvareni
pokazatelji poslovanja najbolje mogu uociti iz financijskih izvjestaja, onda su
financijski izvjeStaji predmet utjecaja menadzera. Drugim rije¢ima, menadZzeri
koriste pravo kako bi kroz razli¢ite racunovodstvene postupke i diskrecijske
procjene iznosa obracunskih veli¢ina ,poboljsali financijsku uspjeSnost i
financijski polozaj. Prethodno spomenuto potvrduju i provedena istrazivanja koja
pokazuju da:

- menadzeri koriste ratunovodstvenu diskreciju kako bi poveéali sadasnju
vrijednost svojih bonusa (Shih i Lin, 2002),

- menadzeri pristupaju manipulativnim aktivnostima vezano uz zaradu s
ciljem poveéanja vrijednosti menadzerskih naknada (Ronen i Yaari,
2008, 84),

- menadzerske isplate u dionicama i dioni¢kim opcijama su bile u
prosjeku vece za 51 % u poduzeéima koja su bila optuzena za prijevaru,
nego u ostalim poduzeé¢ima (Johnson et al., 2008).

Motivi za upravljanje zaradama i racunovodstveno manipuliranje koji
proizlaze iz ugovornog odnosa izmedu vlasnika i menadzera su konzistentni s
hipotezom ,,planiranog bonusa‘“ u okviru pozitivne racunovodstvene teorije koja
se temelji na postavci da ¢e menadzeri s ugovorenim kompenzacijama koje ovise
od ostvarenog i u financijskim izvjeStajima iskazanog rezultata poslovanja, biti
motivirani da odaberu takvu racunovodstvenu politiku koja ¢e maksimalizirati
iskazanu neto dobit u tekuéoj godini kako bi na taj na¢in u teku¢em razdoblju
ostvarili pravo na nagrade i bonuse.

Kada se raspravlja o poticajima za racunovodstvene manipulacije koje se
odnose na ugovorne odnose s vjerovnicima, tada motivi proizlaze iz moguénih
krSenja ugovornih odredbi, $to u konacnici dovodi do dodatnih troskova za
poduzece, te ogranicava financijsku i poslovnu slobodnu poduzeca (u vidu isplate
dividendi, novih zaduzivanja, kapitalnih investicija i drugo), §to potvrduju i
provedena istrazivanja (Sweeney, 1994;Efendi et al., 2006). Motivi za upravljanje
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zaradama i ra¢unovodstveno manipuliranje koji proizlaze iz ugovornog odnosa
izmedu vjerovnika i menadzera su konzistentni s hipotezom “duzni¢kog ugovora‘“
u okviru pozitivne racunovodstvene teorije koja se temelji na postavci da cée
menadzeri odabrati takve politike kojima poveéavaju tekucu dobit na Stetu
buduce dobiti, kako bi smanjiti vjerojatnost povrede duznickih ugovora.

3.2.3. Motivi koji su povezani s regulatornim poticajima

Regulatorni okvir koji se manifestira u obliku sveukupnog sustava
zakonskih normi odredene drzave, moze biti izvorom motiva za raCunovodstveno
manipuliranje u financijskim izvjeStajima. Motivi koji proizlaze iz regulatornih
poticaja odnose se prije svega na ostvarenje odredenih koristi po osnovi
oporezivanja, drZzavnih potpora, jamstava i drugo. Spomenuti motivi za
upravljanje zaradama su u skladu s pozitivnom racunovodstvenom teorijom,
odnosno hipotezom ,,politi¢kih troskova‘* prema kojoj ¢e menadzeri odabrati takve
ra¢unovodstvene politike, procjene i postupke kojima ¢e smanjiti tekuéu dobit u
korist buduc¢e dobiti kako bi smanjili porezno opterecenje. Ova hipoteza
pretpostavlja vecu vjerojatnost odabira onih racunovodstvenih postupaka kojima se
tekuca raCunovodstvena dobit vremenski rasporeduje u sljede¢a razdoblja kada se
poduzece suocava s povecanjem politickih troskova (porezi, takse i drugi nameti).

,»S obzirom na to da su motivi upravljanja zaradama u vidu snizavanja
zarada u porezne svrhe obi¢no suprotstavljeni motivima povecanja zarada koji
prevladavaju na trzistu kapitala, vaznu ulogu u dominaciji pojedinog motiva igrat
¢e relativna vaznost trziSta kapitala kao izvora eksternog financiranja. (Vuko,
2009, 79). U prilog tomu idu i neka od provedenih istrazivanja (Klassen, 1997,
455-474) koja sugeriraju da su se poduzeéa kod kojih je postojao manji pritisak s
trzista kapitala viSe upustala u manipulativno umanjenje zarada kako bi smanjile
porezno opterecenje. S druge strane, istrazivanje koje su proveli Erickson, Hanlon
i Maydew (2004, 113-144) na uzorku od 27 poduzeca koja su bila pod istragom
SEC-a u razdoblju od 1996. do 2002. godine, pokazalo je da su spomenuta
poduzeca bila spremna platiti 320 milijuna USD poreza na dobit na nepostojece
zarade, odnosno nerealno povecane zarade.

4. OBLIKOVANJE MODELA ISTRAZIVANJA

Metodoloski pristup istrazivanju kvalitete financijskih izvjestaja,
ukljucuju¢i 1 faktore poticaja i motiva, podrazumijeva nacine istrazivanja i
analiziranja faktora racunovodstvenih manipulacija u financijskim izvjestajima. S
tim u vezi, moguce je identificirati tri osnovna metodoloska pristupa istrazivanju
racunovodstvenih manipulacija u financijskim izvjestajima:

1. istrazivanja racunovodstvenih manipulacija utemeljena na obrac¢unskim
veli¢inama;

11
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2. istrazivanja rac¢unovodstvenih manipulacija utemeljena na financijskim i
nefinancijskim pokazateljima i

3. alternativni pristupi istrazivanja racunovodstvenih manipulacija.

U konkretnom slucaju, za potrebe ovog istrazivanja polazi se od
metodoloskog pristupa utemeljenog na obracunskim veli¢inama. Medutim, ovdje
se ne radi o klasicnom pristupu koji uzima u obzir ukupan iznos obracunskih
veliina na razini financijskih izvjestaja, ve¢ o dijelom modificiranom pristupu
koji razmatra pojedine stavke financijskih izvjestaja. Jedan od osnovnih ciljeva
ovog istrazivanja je utvrditi osnovne poticaje kao izvore motivacije za
racunovodstveno manipuliranje u financijskim izvjestajima poduzeéa u Federaciji
BiH. U razvoju konceptualnog modela istrazivanja polazi se od osnovne
klasifikacije skupina poticaja za ra¢unovodstveno manipuliranje u financijskim
izvjesStajima koje razlikuje poticaje trziSta kapitala te ugovorne i regulatorne
poticaje.

AM; = [ (CMI, CL R (1)
gdje je

AM - Racunovodstvene manipulacije u financijskim izvjestajima

CMI - Poticaji trzista kapitala (engl. Capital Market Incentives)

Cl - Ugovorni poticaji (engl. Contractual Incentives)

RI - Regulatorni poticaji (engl. Regulatory Incentives)

it - zapoduzece i, u razdoblju ¢

Ovako koncipiran model podrazumijeva da poticaji trzista kapitala te
ugovorni i regulatorni poticaji predstavljaju osnovne izvore motivacije za
racunovodstveno manipuliranje u financijskim izvjeStajima poduzeca u Federaciji
BiH. Moguca je i druk¢ija, odnosno detaljnija klasifikacija predmetnih poticaja,
ali se ovo istrazivanje zadrzava na osnovnoj klasifikaciji prema skupinama
poticaja. Za potrebe istraZivanja, mjerenje pojavnosti i zastupljenosti pojedinih
poticaja ostvaruje se koriStenjem indikatora dostupnih iz javno objavljenih
financijskih izvjestaja (Tablica 1.).

12
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Tablica 1.
Pregled indikatora zastupljenosti poticaja za racunovodstveno manipuliranje

Indikatori mjerenja pojave poticaja za

Vrsta poticaja < P
racunovodstveno manipuliranje

Poticaji trzista kapitala Prosjec¢na cijena emitenta na trziStu kapitala

Stanje kratkorocnih financijskih obveza
Ugovorni poticaji Stanje dugoro¢nih financijskih obveza
Rashodi kamata

Porezni rashod razdoblja

Regulatorni poticaji .
g p J Porezna obveza na datum bilance

Izvor: viastita izrada

Treba istaknuti da se za potrebe ovog istrazivanja, a u pogledu mjerenja
ugovornih poticaja, koriste indikatori koji se prije svega odnose na ugovorne
duznic¢ko vjerovnicke odnose. lako prema MRS-u 24 ,,Objavljivanja povezanih
osoba“ postoji obveza objave detaljnih informacija o menadzZerskim
kompenzacijama isplac¢enim klju¢nom rukovodnom osoblju koji mogu biti dobar
izvor informacija o ugovornim poticajima iz menadzerskih ugovora, analiza je
pokazala da kotirajué¢a drustva u Federaciji BiH, koja su uklju¢ena u uzorak, ne
objavljuju te podatke kroz financijske izvjestaje. Zbog spomenutog ogranicenja,
za potrebe ovog istrazivanja izostavljeni su poticaji koji se odnose na
menadZzerske ugovore. S obzirom na spomenuto, model istrazivanja moze se
predstaviti i u prosirenom obliku koji prikazuje da odabrani indikatori pridonose
utvrdivanju pojave i zastupljenosti osnovnih skupina poticaja za racunovodstveno
manipuliranje u financijskim izvje$tajima poduzeca.

CMI;, = [f(4P;) ()
CI;; = f(LFLib;, SFLib;, Int;,) 3)
RI;; = f(Tax;, TaxLib;,) “4)
gdje je

CMI - Poticaji trzista kapitala (engl. Capital Market Incentives)

CI - Ugovorni poticaji (engl. Contractual Incentives)

RI - Regulatorni poticaji (engl. Regulatory Incentives)

AP - Prosjecna cijena dionice emitenta (engl. Average Price)

LFLib - Dugorocne financijske obveze (engl. Long Term Financial Liabilities)
SFLib - Kratkoro¢ne financijske obveze (engl. Short Term Financial Liabilities)
Int - Rashodi kamata (engl. Interests)

Tax - Porezni rashod razdoblja (engl. Tax)

TaxLib - Obveza poreza na dobit (engl. Tax Liability)

Lt - zapoduzece 7, u razdoblju ¢
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Model polazi od pretpostavke da postoje razlike u srednjim
vrijednostima  odabranih  indikatora izmedu poduzeca s utvrdenim
racunovodstvenim manipulacijama i poduzeéa bez utvrdenih ra¢unovodstvenih
manipulacija u financijskim izvjeStajima. Na osnovi utvrdenih prosje¢nih
vrijednosti, kao i rezultata znacajnosti testova razlika u odabranim indikatorima
mjerenja, moze se utvrditi zastupljenost pojedinih poticaja za racunovodstveno
manipuliranje u financijskim izvjestajima poduzeca.

5. METODOLOGIJA ISTRAZIVANJA
5.1.  Uzorak istraZivanja

Za potrebe empirijskog dijela istrazivanja definiran je uzorak s
osnovnom i kontrolnom skupinom poduzeca. U osnovnu skupinu uzorka
ukljucena su poduzeca ¢iji su financijski izvjestaji sadrzavali racunovodstvene
manipulacije, dok su u kontrolnu skupinu uzorka ukljuc¢ena sva ostala poduzeca.
Osnovnu i kontrolnu skupinu uzorka (Tablica 2.) ¢ine revidirani godisnji
financijski izvjestaji poduzeéa ¢iji su vlasnicki vrijednosni papiri (dionice)
uvrSteni na organiziranom trziStu kapitala u Federaciji Bosne i Hercegovine
(Sarajevska burza — SASE).

Tablica 2.
Projektiranje uzorka istrazivanja

Opis Broj
Ukupaq broj poduz@c’a na kotaciji, slobodnom primarnom i sekundarnom trzistu 208
na Sarajevskoj burzi

Neaktivna poduzeca ¢ijim se dionicama ne trguje (suspenzija i drugo) (12)
Financijski subjekti i institucije 21
UKUPNO broj poduzeéa 175
Ukupan broj jedinica (opservacija) osnovne populacije u razdoblju 2010. - 2014. | 875
Ukupan broj jedinica u uzorku u razdoblju 2010. - 2014. 257

Izvor: viastita izrada

U prvom koraku, u uzorak je uklju¢ena ukupna populacija poduzeca ciji
vrijednosni papiri kotiraju na Sarajevskoj burzi, a koju za potrebe ovog
istraZzivanja €ine svi emitenti €¢iji su vrijednosni papiri uvr$teni na segmente
kotacije poduzecéa (jedan emitent), primarnog slobodnog trzista (29 poduzeca) i
sekundarnog slobodnog trzista (178 poduzeca), $to ¢ini populaciju od ukupno 208
poduzeca. U drugom koraku, iz ukupnog uzorka iskljucena su sva poduzeéa Ciji
vrijednosni papiri nisu aktivni, kao i financijske institucije zbog institucionalnih

specifi¢nosti poslovanja.
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Konac¢no, u uzorak je ukljuéeno 117 poduzeéa ili 66,86 % od ukupno
odabrane populacije (175 poduzeéa) u promatranom razdoblju, §to je na
zadovoljavajucoj razini. Budué¢i da su za neka poduzeca prikupljeni revidirani
godisnji financijski izvjestaji za jednu godinu, a za neka i viSe godina, onda je
ukupan broj revidiranih godi$njih financijskih izvjeStaja koji su ukljuceni u
konacni uzorak (osnovna i kontrolna skupina) 257 jedinica, $to ¢ini 29,37 %
ukupne populacije, Sto je na zadovoljavajucoj i prihvatljivoj razini. Kada se
govori o vremenskoj definiciji uzorka i kontrolnog uzorka za potrebe ovog
istrazivanja, u uzorak su ukljucena poduzeca ¢iji su vlasnicki vrijednosni papiri
uvrSteni na organizirano trziSte kapitala u Federaciji BiH, odnosno segmente
kotacije emitenata, primarnog i sekundarnog slobodnog trziSta Sarajevske burze,
u petogodisnjem razdoblju od 2010. godine do 2014. godine.

5.2.  Metodologija istraZivanja

Metodologija prikupljanja i obrade podataka podrazumijeva izbor
odgovarajuc¢ih instrumenata prikupljanja, sistematizacije, te klasifikacije i obrade
podataka. Podatci za potrebe empirijskog dijela istrazivanja prikupljeni su
primjenom tehnike analize sadrzaja revizorskih i financijskih izvjeStaja u
razdoblju od 2010. do 2014. godine na uzorku poduzeéa Ciji vrijednosni papiri
kotiraju na trziStu kapitala u Federaciji BiH. Za potrebe empirijskog dijela
istrazivanja u analizu su ukljuceni samo godi$nji financijski izvjestaji, poSto su
ista predmetom neovisne revizije financijskih izvjestaja. Mjerenje zavisne
varijable, odnosno racunovodstvenih manipulacija u financijskim izvjestajima
poduzeca, izvr§eno je primjenom sljedecih pravila.

- Ukoliko je kroz neovisni revizorski izvjeStaj poduzeca iskazano
pozitivno misljenje bez modifikacija ili uz modifikaciju® s isticanjem
pitanja koja nemaju utjecaja na revizorsko misljenje (posebni naglasci),
to podrazumijeva da financijski izvjesStaji poduzeéa ne sadrze
racunovodstvene manipulacije, te se zavisnoj varijabli dodjeljuje rang
vrijednosti nula (0).

- Ukoliko je kroz neovisni revizorski izvjeStaj poduzeca iskazano
modificirano revizorsko misljenje s isticanjem pitanja koja imaju
utjecaja na revizorsko misljenje (revizorsko misljenje s rezervom’,

¥Cilj Medunarodnog standarda revizije (MRevS) 701 Modifikacije izvjes¢a neovisnog revizora je utemeljiti
standarde i dati upute o okolnostima u kojima izvje$¢e neovisnog revizora treba biti modificirano, kao i o obliku
i sadrzaju modifikacije revizorova izvjes¢a u tim okolnostima. Ovaj Medunarodni revizijski standard opisuje
nacin modificiranja teksta revizorova izvjesca u sljede¢im situacijama:

=  Pitanja koja ne utjetu na revizorovo misljenje:(a) Poseban naglasak

=  Pitanja koja utjecu na revizorovo misljenje: (a)Misljenje s rezervom, (b) Suzdrzanost od misljenja, ili (c)
Negativno misljenje.

°Misljenje s rezervom treba biti izraZeno kada revizor zaklju¢i da se ne moe izraziti pozitivno misljenje, ali
pritom ucinak neslaganja s upravom ili ograni¢enja djelokruga rada nije tako znacajan i prevladavajuci da bi
zahtijevao negativno misljenje ili suzdrzanost od izrazavanja misljenja (MRevS 701, t. 12.).
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suzdrzavanje od revizorskog misljenja'® ili negativno revizorsko
misljenje'"), to podrazumijeva da financijski izvje$taji poduzeéa sadrze
racunovodstvene manipulacije, te se zavisnoj varijabli dodjeljuje rang
vrijednosti jedan (1).

Nakon toga, podatci su uneseni u bazu podataka gdje je izvrSeno
rangiranje i klasifikacija varijabli. Podatci iz revizorskih izvjestaja stavljeni su u
odnos s odgovaraju¢im podatcima iz financijskih izvjestaja za odredeno poduzece
i u odredenom razdoblju. U konacnici su podatci pregledani, oblikovani i
pripremljeni na nacin primjeren za unos u program za statistiCke analize i
ispitivanja. Za te potrebe koriSten je SPSS statisticki programski paket (engl.
SPSS — Statistical Package for Social Sciences). Za potrebe empirijskog dijela
istrazivanja kao temeljni oblik znanstveno spoznajnog procesa primijenjene su
statisticke metode koje ukljucuju primjenu deskriptivne i inferencijalne statistike,
a dobiveni su rezultati prezentirani uz pomo¢ tabli¢nih prikaza. Konkretno, za
potrebe utvrdivanja poticaja koji predstavljaju znacajan izvor motivacije za
racunovodstveno manipuliranje, primijenjeni su testovi razlika i to parametrijski
T-test za nezavisne uzorke kao i neparametrijski Man-U-Whitney test s obzirom
na to da podatci iz uzorka ne slijede normalnu distribuciju.

6. DISKUSIJA REZULTATA ISTRAZIVANJA

Rezultati provedenog istrazivanja pokazuju osnovna obiljezja utvrdenih
racunovodstvenih manipulacija u financijskim izvjestajima kotiraju¢ih poduzeca
u Federaciji BiH. Tablica 3. pokazuje da je u 95 slucajeva (37 %) utvrdeno da
financijski izvjestaji poduzeca sadrze racunovodstvene manipulacije. S druge
strane, kod 162 slucaja (63 %) nije iskazano kvalificirano revizorovo misljenje s
modifikacijama, odnosno nisu utvrdene racunovodstvene manipulacije u
financijskim izvjeStajima. Rezultati istrazivanja (Tablica 3.) pokazuju da se
najces¢a podrucja racunovodstvenih manipulacija odnose na stavke vrijednosnih
uskladenja potrazivanja i umanjenja imovine (n=63; 66,30 %), i to: vrijednosna
uskladenja potrazivanja (n=37; 38,90 %), umanjenje stalnih sredstava (n=17,
17,90 %) 1 umanjenje zaliha (n=9; 9,50 %). Kada se govori o ostalim podru¢jima
financijskih izvjestaja vezano uz racunovodstvene manipulacije, ista se odnose na
rezerviranja za rizike i troskove (n=7; 7,40 %), revalorizaciju stalnih sredstava
(n=5; 5,30 %), vrednovanje financijske imovine (n=6; 6,30 %) i amortizaciju
dugotrajne imovine (n=4; 4,20 %).

1%Suzdrzanost od migljenja mora se izraziti kada je moguéi u¢inak ograni¢enja djelokruga revizorova
rada tako znacajan i prevladavajuéi da revizor nije mogao prikupiti dovoljne i odgovarajuce revizijske
dokaze, te stoga ne moze izraziti misljenje o financijskim izvjestajima (MRevS 701, t. 13.)
""Negativno se misljenje mora izraziti kada je u¢inak neslaganja toliko znadajan i prevladavajuci za
financijske izvjeStaje da je revizor zakljuCio kako izvjeS¢e s rezervom nije primjereno za
obznanjivanje da financijski izvjestaji dovode u zabludu ili su nepotpuni (MRevS 701, t. 12.).
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Tablica 3.
Pregled podrucja znacajnih pogresnih prikazivanja

. Valjani | Kumulativni
Broj | Postotak postjotak postotak

Prihodi 4 1,6 4,2 4,2
Amortizacija 4 1,6 42 8,4
Rezerviranja 7 2,7 7,4 15,8
Vrijednosna uskladenja 37 14,4 38,9 54,7
Umanjenje stalnih sredstava 17 6,6 17,9 72,6

Vasedi Revalorizacija 5 1,9 5,3 77,9
Umanjenje zaliha 9 3,5 9,5 87,4
Vrednovanje stalnih sredstava 3 1,2 3,2 90,5
Kapitalizacija troskova 1 0,4 1,1 91,6
Financijska imovina 6 2,3 6,3 97,9
Kapital 2 0,8 2,1 100,0
Ukupno 95 37,0 100,0
Nedostaje 162 63,0

UKUPNO 257 100,0

Izvor: Rezultati istrazivanja (N=257); SPSS v.20

Prethodno spomenuto upozorava na c¢injenicu da se najéeséa podrucja
raCunovodstvenih manipulacija odnose na stavke umanjenja vrijednosti stalnih
sredstava, kratkotrajnih potrazivanja i zaliha.

U pogledu obiljezja racunovodstvenih manipulacija, rezultati testova razlika
prezentirani u Prilogu2. pokazuju da postoji znaCajna razlika u prosje¢nom iznosu
stalnih sredstava, zaliha i kratkotrajnih potrazivanja izmedu poduzeca Ciji financijski
sadrze raCunovodstvene manipulacije i poduzeca Ciji financijski izvjesStaji ne sadrze
racunovodstvene manipulacije, na razini signifikantnosti od 1 % (p<0,01). Nadalje,
prosjecni knjigovodstveni iznos stalnih sredstava, zaliha i kratkotrajnih potrazivanja je
manji kod poduzeca ¢iji financijski izvjestaji ne sadrze raunovodstvene manipulacije u
odnosu prema poduzetima ¢iji financijski izvjeStaji sadrze racunovodstvene
manipulacije (Prilog 1.). Prethodno spomenuto pokazuje da je glavni izvor
raunovodstvenih manipulacija u financijskim izvjestajima poduzeca u Federaciji BiH
nepriznavanje (rashoda) umanjenja vrijednosti imovinskih stavki stalnih sredstava,
zaliha i kratkotrajnih potrazivanja. Rezultati istrazivanja pokazuju da racunovodstvene
manipulacije u poduze¢imaa u Federaciji BiH u najve¢em broju proizlaze iz
precijenjenih imovinskih stavki te posljedicno podcijenjenih rashoda kao elementa
financijske uspjeSnosti. Na kraju, pokazuje se da se racunovodstvene manipulacije u
najveéem broju primjera manifestiraju u vidu precijenjenog financijskog rezultata
(iskazana veca dobit ili manji gubitak od realnog).

Spoznaja o osnovnim obiljeZjima raunovodstvenih manipulacija u
financijskim izvjeStajima poduzeca u Federaciji BiH je bitna u pogledu analize i
istrazivanja motiva zasto se pristupa racunovodstvenom manipuliranju u financijskim
izvjeStajima. Rezultati istrazivanja (Tablica 4.) pokazuju da poduzeéa u kojima nisu
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utvrdene raCunovodstvene manipulacije imaju veéu prosjecnu cijenu dionica (AP)
ostvarenu na trzistu kapitala (Sarajevskoj burzi) u promatranom razdoblju u odnosu
prema poduze¢ima u kojima su u financijskim izvjestajima utvrdene racunovodstvene
manipulacije. Medutim, u pogledu ispitivanja razlika (Tablica 5.) u ostvarenoj
prosjecnoj cijeni dionice (AP), moze se istaknuti da nije utvrdena statisticki znacajna
razlika izmedu promatranih grupa poduzeca. Naime, rezultati provedenog
parametrijskog T-testa (df=190, p=0,174) i neparametrijskog Man-U-Whitney testa
(p=0,197), pokazuju da nema statisticki znacajne razlike u prosjecnoj cijeni dionice
(AP) utvrdene na trzistu kapitala izmedu promatranih grupa poduzeca. Prema tome,
moze se zakljuCiti da cijena dionice na trziStu kapitala nije ciljana rezultanta na koju se
zeli utjecati racunovodstvenim manipulacijama u financijskim izvjestajima. Nadalje, i
teza o slabije razvijenom trzistu kapitala (iako je elaboracija te teze izvan dosega ovog
rada) ide u prilog opservaciji da trziste kapitala nije prevladavajuci izvor poticaja za
raunovodstveno manipuliranje financijskim izvjestajima kotiraju¢ih poduzeca u
Federaciji BiH. Takoder, moZe se istaknuti da je ekonomski sustav Bosne i Hercegovine
(a ovo se moze primijetiti i za druge europske zemlje) bankovno orijentiran, za razliku
od zemalja anglosaksonskog govornog podrucja (najprije Sjedinjenih Americkih
Drzava) ¢iji su ekonomski sustavi viSe burzovno orijentirani. Zato su razumljivi rezultati
ovog istrazivanja koji pokazuju da poticaji trziSta kapitala nisu dominantan motiv za
raunovodstveno manipuliranje u financijskim izvjeStajima kotiraju¢ih poduzeca u
Federaciji BiH.

Tablica 4.

Rezultati grupne statistike za indikatore mjerenja zastupljenosti poticaja
racunovodstvenih manipulacija

AM AP LFLib SFLib
Pozitivno N 114 162 162
revizorsko Srednja vrijednost 25 2.927.564 7.820.999
misljenje % od ukupno 59.4 % 63.0 % 63.0 %
Modificirano N 78 95 95
revizorsko Srednja vrijednost 16 20.805.576 22.107.123
miSljenje % od ukupno 40,6 % 37,0 % 37,0 %
N 192 257 257
Ukupno Srednja vrijednost 22 9.536.168 13.101.862
% od ukupno 100,0 % 100,0 % 100,0 %
AM Int Tax TaxLib
Pozitivno N 162 162 162
revizorsko Srednja vrijednost 397.003 519.238 16.978
misljenje % od ukupno 63.0 % 63.0 % 63.0 %
Modificirano N 95 95 95
revizorsko Srednja vrijednost 946.950 18.812 8.771
miSljenje % od ukupno 37,0 % 37,0 % 37,0 %
N 257 257 257
Ukupno Srednja vrijednost 600.291 334.256 13.944
% od ukupno 100,0 % 100,0 % 100,0 %

Izvor: Rezultati istrazivanja; SPSSv. 20
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Poduzec¢a s utvrdenim ra¢unovodstvenim manipulacijama imaju vecu
razinu financijske zaduzenosti u odnosu prema poduzeéima bez utvrdenih
racunovodstvenih manipulacija bez obzira promatra li se razina zaduZenosti s
obzirom na prosje¢no stanje dugoro¢nih financijskih obveza (LFLib) i
kratkoro¢nih financijskih obveza (SFLib) (Tablica 4.). Moze se primijetiti da su
poduze¢a s utvrdenim racunovodstvenim manipulacijama viSestruko vise
zaduZzena u odnosu prema poduzet¢ima bez utvrdenih racunovodstvenih
manipulacija u financijskim izvjeStajima. Prezentirana cinjenica o prosjec¢no
vecoj zaduzenosti (mjerenoj prosjecnim stanjem dugorocnih i kratkoro¢nih
financijskih obveza) pokazuje da se ta veca zaduzenost reflektira na financijski
rezultat poduzeéa s utvrdenim racunovodstvenim manipulacijama u financijskim
izvjeStajima. Naime, u promatranom razdoblju poduzeéa s utvrdenim
racunovodstvenim manipulacijama u financijskim izvjeStajima su priznala i
prezentirala u financijskim izvjesStajima rashode kamata (Int) u gotovo dva i po
puta vecem iznosu u odnosu prema poduzec¢ima bez utvrdenih ra¢unovodstvenih
manipulacija (Tablica 4.).

Tablica 5.

Rezultati znacajnosti testova razlika u indikatorima mjerenja zastupljenosti
poticaja i motiva prema stanju utvrdenih racunovodstvenih manipulacija

Mann- Sig.
Whitne T-test i
1;:;’ Stavka Oznaka test 4 ;121(:52
Sig. Sig. testa
1. Prosjecna cijena dionice AP 0,197 0,174 NE
2. Dugoroc¢ne financijske obveze LFLib 0,000%* 0,000* DA
3. Kratkoro¢ne financijske obveze SFLib 0,000* 0,000* DA
4. Rashodi kamata Int 0,000* 0,004* DA
5. Porezni rashod razdoblja Tax 0,001* 0,054%** NE
6. Obveza poreza na dobit TaxLib 0,255 0,468 NE

*razina znacajnosti od 0,01
** razina znacajnosti od 0,05

Izvor: Rezultati istraZivanja; SPSS v. 20

U pogledu ispitivanja razlika odabranih indikatora mjerenja ugovornih
poticaja za racunovodstveno manipuliranje u financijskim izvjestajima, rezultati
prezentirani u Tablici 5. pokazuju da postoji razlika u prosje¢nom stanju
dugorocnih i kratkoro¢nih financijskih obveza, te rashodima kamata izmedu
promatranih grupa poduzeca. Naime, rezultati primijenjenog parametrijskog T-
testa za nezavisne uzorke (Prilog 4.) pokazuju da kod dugoro¢nih financijskih
obveza (df=255; p=0,000), kratkoro¢nih financijskih obveza (df=255; p=0,000) i
rashoda kamata (df=255; p=0,004) postoji razlika izmedu poduzeca s utvrdenim
racunovodstvenim manipulacijama i poduzeéa bez utvrdenih racunovodstvenih
manipulacija na statisticki znacajnoj razini od 1 %. Takoder, rezultati
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primijenjenog neparametrijskog Man-U-Whitney testa (Prilog 3.) potvrduju
rezultate provedenog t-testa potvrdujuéi da u dugoro¢nim financijskim obvezma
(LFLib, p=0,000), kratkoro¢nim financijskim obvezama (SFLib, p=0,000) i
rashoda kamata (Int, p=0,000) postoji razlika izmedu promatranih grupa
poduzeca na statisticki znacajnoj razini od 1 %. Moze se zakljuciti da poduzeca
koja imaju znacajne iznose kamatonosnih obveza (prije svih financijskih) su
motivirana za iskazivanje Sto boljeg rezultata (vece dobiti ili manjeg gubitka)
posto im ta Cinjenica izravno utjece na razinu ugovorenih periodi¢nih (godisnjih)
kamata te posljedicno iznosa financijskih rashoda i u konacnici ostvarenog
financijskog rezultata. Imajuéi u vidu da je osnovno obiljezje raCunovodstvenih
manipulacija nepriznavanje rashoda po osnovi umanjenja imovine §to rezultira
precijenjenim rezultatom (iskazana veca dobit ili manji gubitak), moze se
istaknuti da ugovorni poticaji predstavljaju znaCajan izvor motivacije za
racunovodstveno manipuliranje kotiraju¢ih poduzeéa u Federaciji BiH. Naime, s
obzirom da je ekonomski sustav Bosne i Hercegovine bankovno orijentiran i da u
promatranim poduze¢ima u pogledu ugovornih odnosa prevladavaju kreditno-
financijske transakcije, logicni su rezultati ovog istrazivanja koji pokazuju da
ugovorni poticaji, prije svih u dijelu financijskih transakcija, predstavljaju
dominantan izvor motivacije za racunovodstveno manipuliranje u financijskim
izvjestajima kotiraju¢ih poduzeéa u Federaciji BiH.

U pogledu regulatornih poticaja, isti se za potrebe ovog istrazivanja
mjere prije svih iskazanim iznosima poreznog rashoda (Tax) u bilanci uspjeha i
obveze poreza na dobit (TaxLib) u izvjeStaju o financijskom polozaju na kraju
razdoblja. Moze se uoliti da poduzeta bez utvrdenih racunovodstvenih
manipulacija obra¢unavaju i iskazuju visestruko vece iznose poreznog rashoda
poreza na dobit (Tax) u bilanci uspjeha, §to je i logi¢no s obzirom da ostvaruju u
prosjeku bolje performanse i bolji financijski rezultat (Tablica 4.). U pogledu
ispitivanja razlika odabranih indikatora regulatornih poticaja za ra¢unovodstveno
manipuliranje u financijskim izvjeStajima, rezultati prezentirani u Tablici 5.
pokazuju da postoji razlika u prosjecnom iznosu iskazanog poreznog rashoda
poreza na dobit (Tax) izmedu promatranih grupa poduzeca. Naime, rezultati
primijenjenog parametrijskog T-testa za nezavisne uzorke (Prilog 4.) pokazuju da
u indikatorima poreznog rashoda razdoblja(df=162,51; p=0,054) postoji razlika
izmedu poduzeca s utvrdenim racunovodstvenim manipulacijama i poduzeéa bez
utvrdenih raunovodstvenih manipulacija u financijskim izvjeStajima na
statisticki znacajnoj razini od 5 %. Rezultati primijenjenog neparametrijskog
Man-U-Whitney testa (Prilog 3.) potvrduju rezultate provedenog T-testa
potvrduju¢i da kod poreznog rashoda razdoblja (Tax, p=0,001) postoji razlika
izmedu promatranih grupa poduzeca na statisticki znacajnoj razini od 1 %. S
druge strane, nije utvrdena statisticki znacajna razlika indikatora regulatornog
poticaja — obveze poreza na dobit (TaxLib) izmedu promatranih grupa poduzeca.
Inicijalni statisticki rezultati pokazali su da poduzeéa s utvrdenim
racunovodstvenim manipulacijama obracunavaju i iskazuju (pa posljedi¢no i
placaju) manje poreza na dobit i da je ta razlika statisticki znacajna. Imajuéi u
vidu da je osnovno obiljeZje raunovodstvenih manipulacija nepriznavanje
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rashoda po osnovi umanjenja vrijednosti imovine §to je rezultiralo precijenjenim
rezultatom (iskazana veca dobit ili manji gubitak), moze se uociti da su poduzeca
s utvrdenim racunovodstvenim manipulacijama mogla dodatno umanjiti
financijski rezultat i posljedicno i poreznu obvezu da su postupila prema
pravilima i zahtjevima opc¢e prihvacenih racunovodstvenih nacela. Na osnovi
iznesenog, moze se zakljuciti da regulatorni poticaji ne predstavljaju
prevladavajuéi izvor motivacije za ra¢unovodstveno manipuliranje u financijskim
izvjestajima kotiraju¢ih poduzeéa. S obzirom da se moglo pretpostaviti da bi
poduzeca, posebice u lokalnim uvjetima, mogla biti prije svega porezno
motivirana za raCunovodstveno manipuliranje, postavlja se pitanje zasto ipak nije
tako? Razloge djelomi¢no treba traziti u strukturi vlasni§tva promatranih
poduzeca, koje nije koncentrirano kod malog broja vlasnika, ve¢ je izrazito
disperzirano. Nadalje, vlasnici nisu isklju¢ivo privatne fizi¢ke i pravne osobe, veé
su u dobroj mjeri zastupljeni i institucionalni investitori, nerezidenti i drzava
kojima minimiziranje poreznog tereta nije primarni cilj. Samim time su interesi
razliciti, teSko uskladivi i nerijetko konfliktni. Takoder, i ¢injenica da se u pravilu
radi o kotiraju¢im poduze¢ima s trzista kapitala koji imaju javnu odgovornost
pokazuje da su takva poduze¢a pod nadzorom posebnih regulatora, prije svih
trziSta kapitala, ali i poreznih tijela, Sto umanjuje razinu regulatornih poticaja,
odnosno porezne motivacije za utjecaj na financijski rezultat prezentiran u
financijskim izvjestajima. U konacnici, Cinjenica da je u promatranim
poduzecima funkcija vlasniStva razdvojena od funkcije upravljanja, odnosno da
menadzeri nisu ujedno i vlasnici, reducira mogucnost pojave porezne motivacije
za racunovodstveno manipuliranje, a potencira ugovorne ili trziSne poticaje.
Dempsey, Hunt i Schroeder (1993, 479-500) su utvrdili znacajne
raCunovodstvene manipulacije neuobiajenim stavkama u situacijama kada
menadzeri nisu ujedno i vlasnici, §to je u skladu s postavkama agencijske teorije.

7. ZAKLJUCAK

Postizanje maksimalne informacijske korisnosti financijskih izvjestaja je
jedan od osnovnih ciljeva procesa financijskog izvjestavanja. Isto je moguce
osigurati jedino ukoliko su financijski izvjestaji realno i objektivno prezentirani,
bez znaCajnih pogreSaka. Postojanje raCunovodstvenih manipulacija u
financijskim izvjeStajima znaCajno umanjuje informacijsku  korisnost
racunovodstvenih informacija kao osnove za poslovno odlucivanje razlicitih
interesnih strana. Zato je uvijek aktualno pitanje zasto nositelji financijskog
izvjestavanja, a najprije menadzment, poduzimaju racunovodstvene postupke koji
rezultiraju racunovodstvenim manipulacijama u financijskim izvjestajima?

Rezultati provedenog istrazivanja pokazuju da poticaji trzista kapitala
nisu znacajan i dominantan izvor motivacije za poduzimanje ra¢unovodstvenih
postupaka koji mogu rezultirati raunovodstvenim manipulacijama u financijskim
izvjestajima. ObrazloZenje za manju zastupljenost poticaja trziSta kapitala moze
se pronaci u slabije razvijenom trzistu kapitala, kao i u ¢injenici da je ekonomski
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sustav Bosne i Hercegovine dominantno bankovno orijentiran. S druge strane,
rezultati ovog istrazivanja su pokazali da skupina ugovornih poticaja predstavlja
osnovni izvor motivacije za racunovodstveno manipuliranje u financijskim
izvjestajima poduzeéa. Naime, poduzeca koja imaju znacajne iznose financijskih
obveza motivirana su za iskazivanje Sto boljeg rezultata (vece dobiti ili manjeg
gubitka) posto im ta Cinjenica izravno utjeCe na razinu ugovorenih kamata te
posljedi¢no iznosa financijskih rashoda i ostvarenog financijskog rezultata. U
konacnici, istrazivanjem je utvrdeno da regulatorni poticaji ne predstavljaju
prevladavajuéu motivaciju za racunovodstveno manipuliranje u financijskim
izvjeStajima poduzeca. Manja zastupljenost regulatornih poticaja moze se
obrazloziti ve¢om disperzijom i strukturom vlasniStva, razdvojenoscu funkcije
upravljanja od funkcije vlasniStva, te Cinjenicom da su analizom obuhvacena
kotiraju¢a poduzec¢a s javnom odgovornoséu koja su predmet posebnih
regulatornih nadzora i kontrola.

Rezultati ovog istrazivanja predstavljaju korisnu spoznaju o razini kvalitete
financijskih izvjestaja u Federaciji BiH, odnosno o prevladavaju¢im poticajima i
motivaciji za ratunovodstveno manipuliranje u financijskim izvjestajima kotiraju¢ih
poduzeca. Doprinos ovog istrazivanja ogleda se i u ¢injenici da ¢e se rezultati moci
iskoristiti u funkciji unaprjedenja procesa financijskog izvjeStavanja i unaprjedenja
razine kvalitete financijskih izvjestaja u cjelini.

U pogledu smjernica za naredna istrazivanja, korisno bi bilo istraziti koji
su to osnovni motivi racunovodstvenih manipulacija u financijskim izvjestajima
promatrano po pojedinim djelatnostima. Takoder, vrijedna spoznaja bi se mogla
postiéi i razvojem indikatora poticaja koji proizlaze iz menadzerskih ugovora te
istraZivanjem utjecaja istih na pojavu i intenzitet raCunovodstvenih manipulacija
u financijskim izvjeStajima poduzeéa. Na kraju, zanimljivo bi bilo izvrsiti
komparativnu analizu osnovne motivacije i poticaja ra¢unovodstvenih
manipulacija s drugim zemljama u okruzenju.
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Prilog 1.
Rezultati grupne statistike za stalna sredstva, zalihe i kratkotrajna potrazivanja
Stavka AC N Srednja vrijednost
Pozitivno revizorsko misljenje 162 56.017.235
Stalna sredstva — - T
Modificirano revizorsko misljenje 95 249.314.641
Zalih Pozitivno revizorsko misljenje 162 3.412.316
alihe
Modificirano revizorsko misljenje 95 11.516.061
Kratkotrajna Pozitivno revizorsko misljenje 162 7.400.105
potrazivanja Modificirano revizorsko misljenje 95 19.258.821
Izvor: Rezultati istraZivanja (N=257); SPSS v.20
Prilog 2.

Rezultati testova razlika u iznosu stalnih sredstava, zaliha i kratkotrajnih
potrazivanja u kontekstu racunovodstvenih manipulacija

Redni Stavka Oznaka Mann-Whitney test | T-test Sig. razlika
broj Sig. Sig. po oba testa
1. Stalna sredstva NCA 0,000* 0,001* DA
2. Zalihe Inv 0,000* 0,001* | DA
3. Kratkoro¢na potrazivanja SRec 0,004* 0,001* | DA
*razina znacajnosti od 0,01
Izvor: Rezultati istraZivanja, SPSSv. 20
Prilog 3.
Rezultati testova razlika primjenom Mann-U-Whitney
Null Hypothesis Test Sig. Decision
Independent-
— : Samples Retain the
The distribution of AP is the same
1 H Mann- 197 null
across categories of AM. \llyhi!ney U hypothesis.
est
Independent- =
- - Samples eject the
The distribution of LFLIb is the
2 : Mann- 000 null
same across categories of AM., \ll_u’hitney u hypothesis.
est
Independent.
e G Samples Reject the
The distribution of SFLIb is the
3 : Mann- 000 null
same across categories of AM. \{'lhsi:ney u hypothesis.
@
Independent-
— . Samples Reject the
o The dobton otz same SRR oo il
9 ’ \{yhsi:nev 1] hypothesis.
@
Independent- .
The distribution of Tax is the samgme. ¢ Reject the
s across categories of AM L 001 fnull
9 - \;_Vhitney v hypothesis.
est
Independent-
—— ih L Samples Retain the
The distribution of TaxLib is the
: Mann- 255 null
same across categories of AM, ‘{“Mm.v m hypothesis.
est

Izvor: Rezultati istrazivanja (N=257); SPSS v.20
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ACCOUNTING MANIPULATIONS IN THE
FINANCIAL STATEMENTS OF COMPANIES -
RESEARCH ON MOTIVATION AND INCENTIVES

Abstract

The subject of this paper is research of the basic incentives of accounting
manipulations in financial statements of the listed companies in the Federation of
Bosnia and Herzegovina. The main objective of this research is to determine the
basic incentives and motives of accounting manipulations in the financial
statements of the listed companies in the Federation of Bosnia and Herzegovina.
The research was conducted on a sample of listed companies from the capital
market in the Federation of Bosnia and Herzegovina in the period from 2010 to
2014. The collected data were analysed using the descriptive and inferential
statistics methods, and obtained results are presented in graphics and tables. The
research results revealed that contractual incentives are the most common group
of motives for accounting manipulations in the financial statements of the
companies. Additionally, the results pointed out that motives related to the capital
market and regulatory incentives are not gemerally dominant motives for
accounting manipulation in the financial statements of the companies in the
Federation of Bosnia and Herzegovina.

Keywords: financial statements, accounting manipulations, incentives of
accounting manipulations
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Abstract

Application of holistic destination marketing in the heritage destination enables
self-sustenance of the cultural heritage and the sustainability of the destination in
the long term. The third aim of marketing is to create the tourism offer which will
satisfy the expectations of the visitors. The questions of expectations are
connected to tourists’ psychological characteristics, primarily tourist motivation.
The main aim of the research of the cultural tourist demand presented in this
study is to identify the motives of the tourists’ choice to visit Dubrovnik in the
postseason using “push-pull” analysis. The results show that the most important
push factor is “education about culture, history, and the heritage of Dubrovnik”
and the most important pull factor is the “City Walls”. The results of the research
would be helpful for marketers to identify the target markets, to create innovative
and high-quality cultural tourism products, and for better communication and
understanding between all stakeholders.

Keywords: Dubrovnik, cultural tourist demand, motivation, culture motive,
“push-pull” analysis
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1. INTRODUCTION

Dubrovnik is a well-known Mediterranean tourism and heritage
destination with over two million tourists per year.' The geographical location,
the breath-taking scenery, the rich cultural history, and the historical development
of the space are the basis nowadays of the development of Dubrovnik. The main
attractions are the Old City with its medieval walls and the Festivity of Saint
Blaise, the Patron of Dubrovnik, both of which are inscribed on The World
Heritage Lists.” Dubrovnik is already facing ‘Hit and Run’ tourism and exceeds
the carrying capacity. Hence, the local authority is focusing on creating a
management plan for the Old City of Dubrovnik, including the development of a
Heritage Impact Assessment Study on the effects of cruise ship tourism on the
sustainability of the site (UNESCO-ICOMOS, 2015).

Considering that the tourism strategy will be a part of the management
plan it is essential to make a new destination marketing concept. Marketing in the
heritage destination is successful as long as the sustainability of the heritage and
the destination are ensured, the maximum quality of the destination product is
achieved and the visitors are satisfied by getting what they are expecting
(Karamehmedovi¢, 2015, 2017). So a new destination marketing concept for
Dubrovnik should be a holistic model as the latest concept of marketing (Kotler
and Keller, 2012). It is based on the comprehensive holistic marketing research of
the heritage on the supply-side and market research, especially the volume and
structure of the cultural tourist demand, on the demand-side.

In Croatia, including Dubrovnik, the most important market researches
in tourism can be found under the name TOMAS.? Although Dubrovnik is a
World Heritage City and the number of visitors increases year after year, there is
not enough collected information about tourist demand. In TOMAS ‘10 and
TOMAS 'l4 could some information be found about tourist demand in
Dubrovnik. Also, there is no other research such as TOMAS for Dubrovnik in
preseason and postseason, and especially there is no research at all of the cultural
tourist demand.

The aim of the research of the cultural tourist demand presented in this
study is to determine the motives in tourists’ choice to visit Dubrovnik in the

"In 2017 Dubrovnik had a total of 1 181 916 visitors who were registered with hotels and private
accommodation (Dubrovnik Tourist Board, 2018), plus 757 377 daily visitors from cruisers and charters
(Dubrovnik Port Authority, 2018) and over 830 000 daily visitors arriving by bus and minibus (Sanitat, 2018).
‘When added together this shows that Dubrovnik had over 2 750 000 visitors in 2017.

2 www.whc.unesco.org/en/list/95; www.ich.unesco.org/en/RL/festivity-of-saint-blaise-the-patron-of-
dubrovnik-00232

* TOMAS surveys are conducted by the Croatian Institute for Tourism, which mostly tracks the
motivation, attitudes, activities, satisfaction, and expenditures of tourists during the summer months
on the Adriatic coast. In this paper the results of the Tomas Summer 2010 (Tomas ’10), Tomas
Summer 2014 (Tomas ’14), Tomas Summer 2017 (Tomas 17) and Tomas Cultural Tourism 2008
(Tomas ’08) will be used. The results of the “Culture Dubrovnik 2015” (CD15) are not absolutely
comparable with the results of the TOMAS because of the different nature of the two researches.
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postseason using “push-pull” analysis. The purpose of the study is to pay
attention to the great importance of the in-depth marketing investigations of the
psychological factors of the human behaviour, especially motivation, and
necessity to create and use innovative models and techniques for researching
tourists* attitudes, perceptions, motivation, expectations and satisfaction.

After the introduction, the second section of this paper offers literature
review about motivational theory, especially referring to “push-pull” analysis as a
method for the research of the motivation in tourism. In the third section there is a
short description of the research methodology. It is followed by the section
showing the results of the research and discussion of the findings. The focus is on
the analysis of push and pull factors to visit cultural attractions/events in
Dubrovnik.

2. LITERATURE REVIEW

The historical development of the ‘needs’ has begun with Keynes’
description of the ‘absolute and relative needs’, which was the background to a
lot of economic theoretician to consider the needs as a ‘true’ and ‘false’, ‘basic’
and ‘derived’, ‘primary’ and ‘secondary’... (Vrane$evié¢, 2000). The link between
motivation and needs theories is that a motive is a need that is sufficiently
pressing to drive the person to act (Kotler, 2003). Petz (2010) warns that the
terminology in the field of motivation is very unspecific and the word ‘need’
means the same as ‘motivation’. On the other hand for Rocco, (1994), ‘needs’ are
something one doesn’t have for the everyday normal living while other types of
‘needs’ are actually wishes.

Consumer behaviour has been a topic in marketing since the 1920s but it
is difficult to explore it particularly in the tourism field. The majority of
methods/models in theory and in practice for investigating the consumer
behaviour are from psychology and sociology and they are not constructed to be
used for the prediction of the consumer behaviour but for the purpose of the
testing and analysing of the behaviour. On the other hand the methods of the
quantitative analysis which are used in marketing prediction are mostly not
compatible with methods in psychology and sociology and they can not give
certain relevant data (Guti¢ and Trnini¢, 2013). There are four groups of factors
for tourist behaviour:

1. individual characteristics: sex and age, lifestyle, physical activities of the
person,

2. social characteristics: the global processes in the world, technical
development and innovations, referent groups, family, role and ‘playing
arole’, leader and followers, culture,

3. psychological characteristics: attitudes, perception, motives and
motivation, expectations, and satisfaction of the tourist,
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4. marketing elements: product, promotion, price (adapted from Gutic,
20006).

Attitude is the readiness on the positive or negative reaction to some
individual, things, events and appearance (Petz, 2010). Attitude is based on the
experience and can not be identified with ‘understanding’ or ‘thinking’, first of
all, it is emotional experience which has to be felt (Guti¢ and Trnini¢, 2013). Um
and Crompton (1990) pointed out almost thirty years ago that some authors have
written about the relationship between attitude towards a place or its image, and
preferences for the place as a travel destination. Nowadays media and social
networks have a great influence on creating attitudes. The attitude is an emotional
experience and effects the perception.

Perception is the active processing of the received and existing
information; it is an interpretation of the reality (Petz, 2010). Perception by the
individuals about the same objective situation is different because it depends on
objective and subjective characteristics of the stimulus. Subjective perception can
be closer if it is determined by the ‘tangible’ and specific facts based on reality.
This is very important for the promotion and branding of the product/destination.
The facts presented in commercials have to be true and realistic because if they
aren’t the tourists who visit the destination will feel cheated. As a result, its image
may be gravely damaged and tourists will probably not return nor recommend it
to friends and relatives (Avraham and Ketter, 2016).

According to Yoon and Uysal (2005) most of the tourism studies have
utilized models of expectation/disconfirmation to evaluate consumer satisfaction.
For Kotler and Keller (2012) satisfaction reflects the judgment of the customer
about the divergence between expected values and given values. Expectations
have a positive and significant influence on satisfaction (Del Bosque and San
Martin, 2008). Usually, tourists already have some expectations of the
products/destinations before purchasing/visiting. If they are better than their
expectations, they will be highly satisfied but if they are worse than their
expectations, they will probably not be satisfied. Also, expectations can be too
high because tourists set high standards or because of comparing with similar
products/services.

Experience of the heritage destination is determined by the
psychological factors, and in the core of the ‘heritage experience’ is the visitor’s
personality and the importance of the heritage for them (Massara and Severino,
2013). Christou (2011) implies that literature about destination marketing is
mostly focused on cognitive elements and he decided to research affective
elements. He has proved that affective elements are in a positive relationship with
loyalty to the certain destination, even if the destination image, tourist
expectations, costs and risks, perceived quality and value have a positive and
significant influence on tourist satisfaction. Aliman et al. (2016) have proved that
these days security is the most important predictor.
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Analyses of tourists’ travel motivation to visit a destination and tourists’
activities in the destination have a significant importance for understanding a
choice of destination (Moscardo et al. 1996); to improve an image of a destination
(Beerli and Martin, 2004); to predict the future profile of the visitors (Jang and
Cai, 2002); to create new attractions, to determine prices and promotion channels,
to create promotion messages (Poria, Butler and Airey, 2003); it’s in positive
connection with the satisfaction and loyalty of the visitors to the destination
(Yoon and Uysal, 2005). Understanding the motivation of the visitors is also
important for the academic researchers (Poria, Butler and Airey, 2003).

The same authors imply the etymological problem of the meaning of the
word ‘motivation’ in the tourist related literature. For some researchers
motivation is ‘the thorn inside us’ which encourages someone to go on the tourist
trip. For others, motivation is just a reason to go on the tourist trip. Moscardo et
al. (1996) observed tourist motivation as a hybrid concept: a phrase borrowed
from the individual psychological necessity affirmed in the specific field of the
human act. From the psychological point of view, the motivation has a strong role
but it is not the only criteria. It is connected with an economic factor, first of all
with the price and the expenses of the vacation, and tourist offer/attractiveness of
the destination. The main aim of the investigations of the tourist motivations is to
find the main ‘trigger’ which pushes a consumer to make a final decision. That
decision is always connected with a few motives from which one could be of the
greatest importance.

Culture plays a central role in product differentiation and it has been
used as an objective resource in destination marketing (Lichrou, O’Malley and
Patterson, 2008), therefore it is very important to explore ‘culture’ as a motive to
visit, or return to the destination. For Wall and Mathieson (2006) it is difficult to
predict the importance of the culture as a motive to travel, but each travel
includes a cultural element (McKercher and DuCross, 2002). ‘True’ cultural
tourism is represented by tourists who travel because of the motive which they
say is ‘cultural’ (Richards, 1996). The experience of the heritage depends also on
the authenticity of the heritage but even the question of the authenticity depends
on the tourist’s perception (Chhabra, Heally and Sills, 2003).

There are many methods/techniques which can be used to investigate
tourist motivation. The most popular are: experiments, survey techniques,
observation, depth interviews, focus groups, Delphi method, scales, metaphor
analysis, college research, test battery on attitudes and motivation, semantic
differential, projective techniques (VraneSevié¢, 2000; Marusi¢ and Prebezac,
2004; Guti¢, 2006; Guti¢, Baceli¢, Z. and Baceli¢ J., 2011; Furaiji and
Latuszynska, 2012; Floyd and Fowler, 2014).

Organising, implementing, analysing and interpreting some of these
methods demands an interdisciplinary approach so that results can be relevant.
Hence, marketers have to be specially educated to explore customer behaviour
where they will develop new research methods based on sociology, psychology,
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philosophy, logic, mathematics, economics, pedagogy. The other way to make
relevant research is to connect the theoreticians from the mentioned science fields
to work together so that new methods could be developed and research can be
done and interpreted.

One of the most popular motivational theories in psychology is Maslow's
Hierarchy of Needs, comprising a five-tier model of human needs: physiological,
safety, social belonging, esteem, self-actualisation (Petz, 2010). They are often
depicted as hierarchical levels within a pyramid. Some other hierarchies of needs
include: Murray’s, Rokeach List of Values and Sheth-Newman-Gross Theory of
Expendable Values (McCarthy and Perreault, 1994); Price’s Eight Needs of
Children, Glaser’s Control Theory, Revich Three Fundamental Needs, Nishino et
al. proposes an analytical model and others (Ward and Lasen, 2009).

Research of tourist’s motivation has a long history, from early works
from Plug, Dann, Crompton, Iso Ahola, Virdi and Traini, Baloglu and Uysal;
over projects focused on “push and pull” factors from Dann, Uysal and Jurowski,
Mclntosh and Goeldner, Klenosky, Snepenger et al, Biswas, to the issues
connected with motivation in rural tourism: Ancuta et al., Simkova, Cai and Li,
Pesonen, Molera and Abaladejo (Simkova and Holzner, 2014) including todays
researchers: Correia and Valle, Hartley and Harrison, Ryan, Seebaluck, Kassean
and Gassita and many others.

In this century many theoreticians give significant attention to the “push-
pull” analysis considering that it is a great tool for tracing tourist motivation to
travel and to choose a destination. Dann (1977) in his Anomie. Ego-enhancement
and tourism has argued that there are two psychological motives which push an
individual to act; push and pull factors. “Push-pull” analysis has appeared in
Crompton’s Motivations for pleasure vacation (1979). Since then the model has
been used in different fields of human practices and as a model it has seen a lot of
changes. The main concept is based on the theory that “people have the inner
desire to travel based on their push motivation but need the pulling effect to bring
them to any specific destination” (Kim and Lee, 2002).

3. RESEARCH METHODOLOGY

The empirical research, named “Culture Dubrovnik 2015” (CDI15),
focused on the cultural tourist demand in Dubrovnik with a special review on
motivation to visit Dubrovnik and its cultural attractions/events.* A survey was
carried out in September and October 2015. The target population included
tourists who had been accommodated in hotels (76%) and in private
accommodation (24%) in Dubrovnik. Subjects were selected using simple
random sampling and in total 320 questionnaires were distributed, out of which

* The author carried out the survey, did the research, put the data into the computer, made the
statistical evaluation of data and interpreted the data himself.
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211 were correctly filled in. The questionnaire design was adapted according to
TOMAS, ATLAS and Eurobarometer surveys. >

The in-depth focus of the research was on the push and pull motives to
visit cultural attractions/events in Dubrovnik. Push and pull factors included 20
attributes each. The strength of each statement was measured with 5-point Likert
scale: 1 — not important at all; 2 — not so important; 3 — important; 4 — very
important; 5 — most important. The Likert scale is an essential tool in psychology
and in social surveys, and is the most used method in collecting attitudinal data
(Ansari, Mahdavinejad and Abedi, 2012), it is easy to apply and to explain.

Push factors are intrinsic and referred to the socio-psychological motives
(escape, self-exploratory, relaxation, prestige, regression, kinship-enhancement,
and social interaction) that influence people to travel (Crompton, 1979). McIntosh
and Goeldner (1986) put motives in four groups: physical, cultural, interpersonal,
status and prestige motives. Correia and Valle (2007) for the needs of their
analysis set up three groups of the push motives: knowledge, leisure, and
socialisation. In the research on the eco-tourists Hartley and Harrison (2009) set
up six crucial push motives: self-esteem, relaxation, social interaction, self-
actualisation, excitement, and entertainment. For Ryan (2003) the main
psychological determinants of the tourist demand are escape, prestige, sexual
opportunity, education, social interaction, relaxation, strengthening family bonds,
and self-fulfilment. Seebaluck et al. (2015) in their research set up ‘geographical
location of the wedding destination’ and ‘appeal of the wedding location (exotic
and tropical)’ as the push factors for choosing Mauritius as the wedding venue.

Pull factors are extrinsic and appear as a result of the attractiveness of
the destination rising from mass publicity or promotion or any other means,
thereby giving an image to the destination (Kassean and Gassita, 2013). Pull
factors are destination attributes that influence people to travel to a preferred
tourist destination region (Crompton, 1979). Correia and Valle (2007) set up three
groups of the pull motives: facilities, core attractions, and landscape features. For
Seebaluck et al. (2015) pull factors were ‘the reasonable cost associated with the
wedding venue’, ‘availability of services such as catering service, equipment for
decorations, professional photography of wedding and others’, ‘ease of wedding
formalities from Civil Status Officers during wedding’. Push and pull factors are
different from model to model because they depend on the facilities of the
specific destination and the aims of the research.

The Excel, SPSS 11.0 and Statistica 11 software were used to process
the data. The results are mostly presented in percentages so that they can be
compared with the results of other relevant surveys. Push and pull motives are
explained with a mean value so that the importance of each push-pull motive can
be shown; factor analysis and the analysis of variance for push factors are used to

> The data was collected for my doctoral dissertation, and in June 2017 I defended my thesis. This is
the reason why there is a time delay between the date of the data collection and the time of the
manuscript submission.
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determine the importance of each group of push motives: leisure, cultural,
interpersonal, status and prestige motives; factor analysis and independent t-test
are used to determine the importance of each group of pull motives: the built
heritage and entertainment. The results are presented in the tables except for the
results of the independent t-test which are presented with a Box-Whisker plot.
Results of the research are compared with results of ATLAS, TOMAS and
Eurobarometer surveys as much as possible.

4. RESULTS AND DISCUSSION OF FINDINGS

4.1. Socio-demographic profile of the visitors and features of the
travel and accommodation

Finally, 211 surveys were correctly filled in and have been used in the
analysis. The most respondents are in the age group 20-29, they have a high
degree of education and mostly their occupation is professional (Appendix Table
la). According to the results of the TOMAS surveys, including TOMAS 08, in
Dubrovnik and Dubrovnik-Neretva County (DNC) guests are mostly in the age
group 30-39. According to the results of the ATLAS survey ‘cultural tourists’ are
in the age group 20-29.Cultural/historical attractions are the reason to visit the
destination again for the age group 21-30 but citizens in the group 55+ prefer to
travel in preseason and postseason (Eurobarometer, 2013-2016). Visitors in the
age group 35+ prefer to visit castles in Wales (CADW, 2015).

According to the answer about their occupation 60% are professionals in
ATLAS and 33% in Eurobarometer. According to the answer about occupation,
18% have a profession related to culture (Appendix Table 1a). Cultural/historical
attractions are the reason to visit the destination again for 35% of the high
educated respondents in Eurobarometer and 79% in ATLAS.

In CDI15 the cross-tabulation analysis shows that tourists in the age
group 60+ have the strongest correlation, 30%, with the main motive to visit
Dubrovnik — “Visiting cultural heritage/events”. The second highest group with
the same motive is 20-29 with 23%. Tourists in the group 60+ also have the
highest correlation with “Cultural/religious” as a reason to travel, 24%, the same
percentage applies to the group 30-39. The cross-tabulation analysis also shows
that 75% of the high educated have a strong correlation with the main motive to
visit Dubrovnik and 72% correlation with “Cultural/religious” as a reason to
travel (Appendix Table 2a).

The geographical segmentation is very important in target marketing and
includes information about current state/place of residence of the target groups
and connections between state/place and motives. Visitors from the UK make up
37% of the respondents. This is not strange because according to Dubrovnik
Tourist Board (2016) the highest share in the total number of visitors in 2015
were guests from the UK. Cross tabulation shows that visitors from UK, France,
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Spain and Italy have the main motive for visiting Dubrovnik “Visiting cultural
heritage/events” (CD15). The respondents from the UK have the strongest motive
to visit City Walls, followed by USA, Austria, France, Canada, Italy (CD15).°

According to the results of other, already mentioned, surveys the highest
motive to visit built heritage had citizens from Japan, Argentina, New Zealand,
Mexico, the Benelux countries, countries next to the Baltic Sea, Mediterranean
Basin countries, particularly Cyprus and Malta. So the major aim for marketers is
to establish low-cost flights to these countries and to increase marketing activities
towards these counties. Dubrovnik and DNC attract visitors who have a higher
income, and the share of that segment of tourists increased according to TOMAS
’17. Although daily expenditure of the guests in the Republic of Croatia is the
highest in Dubrovnik, 137.71€ per capita, only 2.93 € goes on culture (TOMAS
’10). According to ATLAS 2008-2013 'cultural tourists' have 146 € daily
expenditure per capita.

The target market has to be citizens living in cities with more than 100
000 inhabitants. It is specific for Dubrovnik because 60% of the respondents live
in larger cities, compared with TOMAS results for DNC and the rest of Croatia
where guests come from cities with less than 100 000 inhabitants. According to
Eurobarometer citizens from cities with more than 100 000 inhabitants prefer to
visit the destination again because of the cultural/historical attractions (Appendix
Table 1a). Therefore, the issues of the holistic destination marketing have to be
concentrated on the research and development of the innovative, creative and
dynamic cultural events and facilities so that visitors can get more than they have
at home, more than they expect.

Dubrovnik does not have loyal guests. The question about frequency of
visiting the destination shows that 81% of tourists are visiting Dubrovnik for the
first time (Appendix Table 1a), but 73% had a particular knowledge of Dubrovnik
before coming. According to the results of TOMAS survey for DNC in
2014/2017the frequency of visiting shows that the highest share is guests who
have come for the first time. One of the reasons could be the transport isolation
not only in Dubrovnik but the whole of DNC. According to CD15 81% of
respondents come by airplane to visit Dubrovnik, which is the most frequent
mode of transport to Dubrovnik and DNC.

Guests who stay in Dubrovnik for more than three nights make up 76%
of the visitors which is almost equal with the results of the mentioned surveys.
Mostly, 55% of respondents have come with a partner (Appendix Table
1a).Generally, in Croatia and DNC guests mainly come with family which is also
a preferred choice to respondents in Eurobarometer survey. According to
TOMAS 17 in DNC the travel party has changed. The share of the family as a
travel party has fallen and the highest value was achieved when travelling with a
partner, 54%. In CD15 19.4% respondents have come with a friend (Appendix

® Cross tabulations available on request.
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Table 1a). In DNC in 2014 9.2% came with friends, and in 2017 this was
12.1%.A rather high percentage of 7% (CD15) travelled alone.

This data can be compared with the results of the empirical research of
the level of satisfaction of tourist demand in DNC which was carried out from
April 1% to October 1% 2009 (Pavli¢, Peru¢i¢ and Portolan, 2011). The results are
similar with CD15 as follows: the highest share of the respondents with a high
degree of education, length of stay, and the main motive ‘rest and relaxation’ is
not so far from the ‘sun/beach holiday’ as a reason for going on holiday in CD15.
They have proved that there is not a statistically significant difference in
satisfaction between tourists with different levels of education but there is a
statistically significant difference in satisfaction between tourists with different
motives of arrival, tourists who used different types of accommodation, tourists
with different levels of total consumption in destination and tourists with different
annual income.

The cross-tabulation analysis shows that “cultural/religious” reason for going
on holiday and “visiting cultural heritage/events” as the main motive for visiting
Dubrovnik, are more important to visitors with six to eight nights’ length of stay and to
visitors who have a “spouse/partner” as a travel party (Appendix Table 2a).

4.2. Push and pull factors to visit cultural attractions/events and
Dubrovnik

4.2.1. Reason for going on holiday and the main motive for visiting
Dubrovnik

“Sun/beach holiday” with 35.5% is still the most important reason for
going on holiday, followed by “rest and recreation” and “cultural/religious” with
the same percentage 23.7% (Table 3). In Eurobarometer surveys “culture” as a
reason for going on holiday is in the top five reasons, but as a reason to visit the
destination again cultural heritage is in third place. For those taking a holiday,
cultural holidays were the most common type (ATLAS 2007, 2008-2013). In the
special survey Eurobarometer Cultural Heritage (2017) more than two-thirds said
that the presence of cultural heritage influences their holiday destination.

The main motive for visiting Dubrovnik is “visiting cultural
heritage/events”, 38.3% followed by motive “sun/sea/beach”, 23.8%, and “new
experiences and adventures”, 16% (Table 3). The motives such as entertainment
and shopping aren’t motivation to visit Dubrovnik at all according to CD15.
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Table 3
Reasons for going on holiday and the main motive to visit Dubrovnik

Reasons for going on holiday % | The main motive for visiting Dubrovnik %
Sun/beach holiday 35.5 | Visiting cultural heritage/events 38.3
Rest/recreation 23.7 | Sun/sea/beach 23.8
Cultural/religious 23.7 | New experiences and adventures 16
Ecotourism/nature holiday 8.1 | The environment/nature 53
Visiting family/friends 5.7 | Passive rest and recreation 4.9
Business 2.4 | Learn about traditional customs/crafts/language 2.4
Health/wellness 0.5 | It's a place on my cruising/touring 1.9
Sports-related 0.5 | Visiting friends & relatives 1.9
Sport/recreation 1.5

Prices 1

It's not so far from my home 1

Gastronomy 1

Entertainment 0.5

Shopping 0.5

According to TOMAS surveys, entertainment is always in the top five
motives for visiting DNC and shopping is one of the three last motives. Visiting
cultural attractions/events is one of the six top motives for visiting not only
Dubrovnik but also DNC (TOMAS). “Passive rest and relaxation” is the main
motive for visiting Croatia, including DNC, followed by “new experiences”,
“enjoying food, drinks, gastronomy”, “visiting natural attractions” (TOMAS 17).
Radic (2016) explored the motivation of North American tourists to choose
cruises to Dubrovnik as one of the ports of calls in their itinerary and the findings
indicated that cultural component was the most important.

4.2.2.  Analysis of push factors

In the survey there were 20 statements of push factors and they
represented the socio-psychological motives also called the factors of demand.
The most important push factor is “education about culture, history, the heritage
of Dubrovnik” (M=4.00, SD=0.937) (Appendix Table 4a). The motives ranked
from the second to the fourth places shows that education and curiosity are very
important. These results are almost the same as the results of the TOMAS ‘08
Cultural tourism survey. Education is usually connected with ‘cultural tourists’ as
tourists with a culture as the most important motive to visit a destination. In Table
4a (in appendix) the ranked motives show how strong an individual motive is in
relation to others.
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Table 5

The analysis of variance for push factors

PUSH FACTORS N Mean SD SE CI-95% CI+95%

Total 20 2720  0.735 0.164 2.376 3.063

2776 0340  0.152 2.354 3.198
2.700 1.139  0.465 1.505 3.895
2476  0.612 0.274 1.717 3.235
2982  0.637 0.319 1.968 3.997

Leisure motives
Cultural motives

Interpersonal motives

A L & W

Status and prestige

Factor analysis for groups of push factors: leisure, cultural, interpersonal,
status and prestige, indicate that no one group is statistically significant
(Appendix Table 4a). All groups are statistically significantly correlated and
connected to the same factor (>0.9). The analysis of variance confirms that there
is no statistically significant group of push factors (p>0,05) (Table 5).

4.2.3.  Analysis of pull factors

In the survey there were 20 statements of pull factors. They are called
the factors of supply and they are determined by the tourist supply/offer in
Dubrovnik. The most important pull factor is the “City Walls” (M=4.5,
SD=0.892) followed by “heritage buildings and streets in the Old City”, “Old
Dubrovnik (Renaissance) villas and castles” and “restaurants with local food and
recipes” (Appendix Table 6a). On the bottom of the table are attractions and
events which are not a part of the cultural offer in Dubrovnik in September and
October. Speaking about “Clubbing and nightlife” one of the questions in the
survey was the open-ended question where the guests are asked to write their
suggestions/opinions about missing attractions/events/activities in Dubrovnik...
Analysis of this question shows that huge complaints were about poor and missed
nightlife and clubbing in Dubrovnik, unkindness of the local people, the lack of
information, and no possibilities for shopping.
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Figure 1 Box-Whisker plot for the results of the independent t-test

Independent t-test for two samples compares the means between two
unrelated groups of pull factors: built heritage and entertainment. Box-Whisker
diagram (Figure 1) shows that distribution of pull factors by groups single out the
built heritage as the most important group of pull factors. Factor analyses shows
the same result (Appendix Table 6a) (p<0,05). This result is not surprising
because the main motive for visiting Dubrovnik is “visiting cultural
heritage/events” and pull factors on the top of the table (Appendix Table 6a) are
mostly connected with a built heritage.

These results can be discussed from two points of view: built heritage
and visitors. The intrinsic attributes of the built heritage are: static, unchanging,
available 24/7, universal values. On the other hand, there are visitors who want to
choose the time to visit the built heritage; they can buy sightseeing cards when
they decide to do it; they can avoid the crowds, take photos, relax during
sightseeing, or have some refreshment and even give up the tour and continue
another day.

S. CONCLUSION

The global changes of tourist movements, especially the rapid growth of
cultural tourism, set up new marketing views about relationships between the
cultural heritage/visitors/habitus of the place. The focus of the holistic destination
marketing is the heritage, its benefits, and self-sustenance of the heritage. The
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benefits imply constant preservation and maintenance of the heritage just to be
properly saved for future generations. The maintenance of the heritage demands
some expenses, which can not be accumulated from the national budget or from
donations, so it has to be wused for economic/tourism purpose. The
economic/tourism use of the heritage generates revenues in the national/local
budget and increases the income of local people. In these circumstances, the aims
of the destination marketing are the sustainability of the destination/local
community and self-sustenance of each part/object/item of the heritage.

The third aim of the holistic destination marketing in the heritage
destination is the satisfaction of guests. Their satisfaction depends on the intrinsic
variables of their ethos and on the external variables projected from a destination.
The external variables, such as quality of the accommodation or general quality
of the tourism offer in the destination, have to be implied in the heritage
destination such as Dubrovnik. The issues of this paper were intrinsic variables
concentrating on the psychological characteristics of tourists, first of all on
motives in tourists’ choice to visit Dubrovnik.

The results of the research show that the main reason for going on
holiday, in spite of all, is “sun/beach holiday”. The main motive to visit
Dubrovnik is “visiting cultural heritage/events” and it is the most important
motive for the age group 60+. Respondents in this group and in the group 30-39
have the same reason, “cultural/religious”, for going on holiday. The most
important push factor is “education about culture, history, the heritage of
Dubrovnik™. Factor analysis and the analysis of variance for groups of push
factors indicate that no one group is statistically significant. The most important
pull factor is the “City Walls”. Independent t-test for two samples shows that
‘built heritage’ is much more important than entertainment.

Usual researches are not 'deep' enough in the detection of tourist needs,
desires, thoughts, imaginations, dreams. .. so new techniques for researches, types
of surveys and models of analysis have to be used. To develop new models and
instruments, to organize and implement them, to process and analyse the results,
and in the end to interpret the results, the scientists/researchers from other
scientific fields have to be involved in the whole process. Dubrovnik has a
problem, inter alia, with loyalty of the guests. That is one more reason for ‘deep’
and continued exploration of the cultural tourist demand so that creation of the
'tourism product/destination product' can be based on the relevant results. All
suggestions set in this paragraph can be used for further research.

The core is in the quality of the 'tourism product/destination product'
because only quality experience of the heritage can satisfy the tourists. Quality of
the 'heritage tourism product' can be achieved only with an excellent protection
and maintenance of the heritage, authentic stories about heritage and breathless
interpretation. The quality of the destination product enhances the quality of life
for the local community. A high-quality destination product leads to the quality of
tourism in a destination, the quality tourism leads to sustainability of the
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destination, and all together leads to the eternal sustainability of each item of the
cultural heritage in the destination, and the destination as a whole.
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APPENDIX
Table l1a
Sociodemographic profile of the visitors and features of the travel and
accommodation
The features of the travel and
Sociodemographic profile of the visitors accommodation
Demographical factors % | Features %
Gender Frequency of visiting destination
Female 56.7 | The first visit 81.3
Male 43.3 | Second visit 9.1
Age 3t05 6.7
20-29 26.1 | 6+ 1.4
30-39 22.3 | I'm here almost every summer 1.4
40-49 11.4 | Accommodation
50-59 19.4 | Hotels 76
60+ 20.9 | Private accommodation 24
Level of Education Length of stay
Secondary school 26 | One night 1.5
College&university degree 642 | 1to3 22.4
PhD&more 98 | 3to5 27.3
Occupation 6to8 39
Professional (doctor, lawyer, teacher,
etc) 373 |1 9to 13 7.3
Housewife/retired 16.7 | 14+ 24
Director/manager 12 | Travel party
Clerical/administration 9.6 | Spouse/partner 55
Service and sales personnel 8.6 | Friends 19.4
Other 16 | Family/relatives 14.2
Profession related to culture I travel alone 7.1
Yes 17.6 | Tour group 3.8
No 82.4 | Colleagues 0.5
Country of origin
UK 37.9
USA 6.6
Canada 6.2
Australia 33
Russia 33
Other 42.7
Size of the place of the residence
City: more than 100000 inhabitants 59.7
Town: 10001-100000 inhabitants 233
Smaller town or village: 2001-10000
inhabitants 11.2
Rural area; less than 2000 inhabitants 5.8
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Table 2a

Correlation of the age, length of stay, level of education and travel party with the
main motive to visit Dubrovnik and a reason for going on holiday

Main motive to visit

Visiting cultural
heritage/events (%)

Reason for going on holiday
Cultural/religious (%)

Age

20-29

30-39

40-49

50-59

60+

Length of stay

One night

1to3

3to5

6to8

9to 13

14+

Level of education
Secondary school
College&university degree
PhD&more

Travel party (top 3)
Spouse/partner
Friends

Family/relatives

22.8
19
10.1
17.7
304

253
28
34.7
6.7
1.3

25.7
324
41.9

254
6.6
33

30.6

28.6
32.7
6,1

28.2
26.1
45.7

14.4
32
2.4
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Table 4a
Statistics — push factors
Statement N RI;/{l(E?lg Factor 1 SD

Leisure motives — total 2.776 -0.937 0.34
Fulfilling curiosity 200 3.12 6 1.154
Aesthetic experience 202 3.05 7 1.237
A part of sightseeing 203 2.78 10 1.244
To experience the cultural supply in the moment 195 2.66 13 1.239
Fulfill free time 199 227 14 1.324
Cultural motives — total 2.7 -0.963 1.139
Education about culture, history and the heritage
of Dubrovnik 207 4.00 1 0.937
Interest in the architecture and historical houses 204 3.72 3 1.029
Imagine life in history/feel the spirit of the past 202 3.45 4 1.15
Compensation of lack of cultural offer at home 200 1.85 17 1.047
Religious motive 199 1.e4 19 1.019
Part of work or study 196 1.54 20 1.04
Interpersonal motives — total 2.476 -0.989 0.612
To spend quality time with friends/family 203 322 5 1.477
Facilitate social interaction 202 2.76 11 1.183
Exchange information with others 203 2.71 12 1.234
I've been persuaded by my friends/family 197 1.92 16 1.92
Bringing guests that don't live in the area 194 1.77 18 1.155
Status and prestige motives — total 2.982 -0.959  0.637
Wish to see things in reality 204 3.82 2 1.018
Image/reputation of attraction/event 200 2.95 8 1.263
Novelty 202 2.89 9 1.239
Social obligation to visit cultural attractions 199 2.27 14 1.225
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Table 6a
Statistics — pull factors
Statement N RI;/{le]?illllg Facltor SD

Built Heritage — total 3.482 -0,901 0.67
City Walls 207 4.5 1 0.892
Heritage buildings and streets in the Old City 205 4.45 2 0.801
Old Dubrovnik (Renaissance) villas and castles 183 3.77 3 1.075
Fortresses and historic places near Dubrovnik 183 3.75 5 1.214
Museums and galleries 196 3.59 6 1.155
Cultural landscape/gardens/parks 193 3.54 7 1.118
Churches and cemeteries 194 3.5 9 1.214
Farms/country hosts/houses 171 3.11 11 1.441
New harbour/monuments/new parts of Dubrovnik 184 3.04 12 1.196
Archeological sites nearby (including underwater) 168 2.82 14 1.342
Old roads/train 155 223 18 1.167
Entertainment — total 2.781 -0,998 0.596
Restaurants with local food&recipes 203 3.77 3 1.08
Local customs and traditions 191 3.53 8 1.264
Local folklore and singing 180 3.19 10 1.35
Cultural routes 165 2.86 13 1.315
Wineries near Dubrovnik for day visits and tasting 154 2.55 15 1.41
Classical/symphony concert 159 2.47 16 1.306
Theatre/carnivals 152 2.34 17 1.245
Clubbing and nightlife 170 223 18 1.35
Dubrovnik Summer Festival 134 2.09 20 1.453
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HOLISTICKOG MARKETINGA DESTINACIJE
KULTURNE BASTINE: PRIMJER DUBROVNIKA

Saietak

Primjena holistickog marketinga u destinaciji kulturne bastine omogucava
samoodrzivost kulturne bastine, ali i dugorocnu odrzivost same destinacije. Treci
vazan marketinski cilj je kreiranjeturisticke ponude koja ée zadovoljiti ocekivanja
posjetitelja. Pitanje ocekivanja je povezano s psiholoskim karakteristikama
turista, prvenstveno motivacijom. Glavni cilj istrazivanja kulturno turisticke
potraznje prezentirane u ovoj studiji je bio identifikacija glavnih motiva u izboru
Dubrovnika kao destinacije za posjet u posezoni uz uporabu ,,push-pull* analize.
Rezultati pokazuju da je najvazniji push faktor ,,ucenje o kulturi, povijesti, bastini
Dubrovnika“, a najvazniji pull faktor su ,,gradske zidine “. Informacije dobivene
istrazivanjem su vazne marketarima za identificiranje ciljnih trzista, kreiranje
inovativnih i visoko kvalitetnih kulturno turistickih proizvoda, bolju komunikaciju
i unaprjedenje razumijevanja izmedu svih dionika.

Kljuéne rijeci: Dubrovnik, kulturno turisticka potraZnja, motivacija, motiv
kultura, “push-pull” analiza.
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SaZetak

Cijena se po svojoj kompleksnosti razlikuje od ostalih elemenata marketinskog
spleta te je u marketinskoj literaturi u odredenoj mjeri zanemarena. Odredivanje
cijena i upraviljanje njima u strateskom i taktickom smislu oduvijek je bilo
izazovno te su brojni ¢imbenici koji se pritom moraju uzeti u obzir, poput profita
tvrtke, zeljenog imidza, konkurencije, zakonskih ogranicenja i ciljnih kupaca.
Tehnologija je sve ucinila transparentnijim i lakSim za pracenje, ukljucujuci i
cijene. Razvoj multikanalnog okruzenja prvenstveno je pod utjecajem razvoja
tehnologije koja omogucuje multikanalni pristup i maloprodavacima i kupcima.
Zbog toga je cilj ovoga rada istaknuti vaznost upravijanja cijenama u
multikanalnom okruzenju i izazovima koje donosi. Nadalje, cilj je i utvrditi stanje
multikanalnog okruzenja na hrvatskom trzistu, i na strani ponude i na strani
potraznje. U tu svrhu provedena je studija slucaja vodecih 10 maloprodavaca
pretezito prehrambenim proizvodima te su analizirane njihove cjenovne i
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prodajne aktivnosti. Na 305 kupaca provedeno je primarno istraZivanje
koristenjem visoko strukturiranog upitnika kojim se saznalo u kojoj mjeri su kupci
prihvatili razlicite mogucnosti informiranja o cijenama. Rezultati ukazuju na to
da maloprodavaci, a posljedicno i kupci, relativno sporo prihvacaju mogucnosti
multikanalnog okruzenja.

Kljucne rijeci: cijene, maloprodaja, multikanalnost, tehnologija.

1. UvVOD

Cijene gotovo uvijek imaju odredenu ulogu u kupovnom procesu, bez
obzira na njihovu vecéu ili manju vaznost za kupce. S cijenama se kupci susre¢u
bilo kupovinom proizvoda ili koriStenjem usluge, a najces¢e znacajnu ulogu u
tome ima maloprodaja. Prodavaonice trgovaca na malo (tj. maloprodavaca),
fizicke ili online, mjesto su gdje se tradicionalno najc¢es¢e dogada sam Ccin
kupovine, koji je u konacnici i glavni cilj svih marketinskih napora proizvodaca,
maloprodavaca i ostalih sudionika u vrijednosnom lancu.

Cijena se smatra u odredenoj mjeri zanemarenim elementom
marketin§kog spleta, Sto proizlazi iz kompleksnosti upravljanja cijenama te
razliitosti cijene u odnosu prema ostalim elementima marketinskog spleta, ali i
osjetljivosti kupaca na promjenu cijena. Razvoj tehnologije i rast njezine
upotrebe, 1 od strane ponude od maloprodavaca, i od strane potraznje kupaca,
mijenja i cjenovne aktivnosti u maloprodaji. Transparentnost je prisutnija nego
prije te je informiranje o cijenama za konkurenciju i kupce uvelike olakSano
ukoliko zele uloziti odredeni napor, a samom upravljanju cijenama dodaje se jos§
jedna dimenzija kompleksnosti. Osim samog razvoja tehnologije i olakSanog
pristupa informacijama o cijenama, kupce je na aktivnije istrazivanje cijena
potaknula i recesija prisutna posljednjih desetak godina. Ipak, kupci mogu
istrazivati o cijenama putem raznih kanala u onolikoj mjeri koliko im je to
omoguceno od strane maloprodavaca.

Zbog toga je cilj rada utvrditi stanje razvijenosti multikanalnih aktivnosti
od strane maloprodavaca pretezito prehrambenim proizvodima te prihvacenosti
istih tih aktivnosti od strane kupaca, a kona¢no i njihovu medusobnu povezanost.
Istaknuto je upravljanje cijenama u vise prodajnih kanala i izazovima s kojima se
maloprodavaci susrecu te mogucnostima informiranja o cijenama koje su dane
kupcima. U tu svrhu, provedena je studija slucaja vode¢ih 10 maloprodavaca
pretezito prehrambenim proizvodima na hrvatskom trziStu, pri ¢emu su
analizirane njihove multikanalne aktivnosti i upravljanje cijenama u sklopu njih.
Cilj rada je i saznati u kojoj su mjeri kupci prihvatili razli¢ite moguénosti
informiranja o cijenama koje su im maloprodavaci omogudili. S tim ciljem je
provedeno primarno istrazivanje koriStenjem visoko strukturiranog upitnika.
Kupci su sve vise skloni koriStenju pametnih telefona u svrhu istrazivanja o
proizvodima i cijenama (Shankar, Alladi&Hofacker, 2010), a mlade generacije
odrastaju koristeéi se internetom i suvremenom tehnologijom koja im predstavlja
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prirodno okruzenje (Lueg, Ponder, Beatty &Capella, 2006). Danas su te
generacije aktivni kupci. Uzimajuci u obzir prethodno, postavlja se sljedeca
hipoteza:

HI1: KoriStenje suvremenih oblika informiranja o cijenama kao
primarnih oblika informiranja o cijenama medusobno ovisi o starosnoj dobi
kupaca.

Nadalje, upravo je razvoj interneta ojacao pregovaratku mo¢ kupaca
zbog lakSeg pristupa informacijama (Porter, 2001), ¢ime je omoguéeno detaljnije
istrazivanje ponude onim kupcima koji su voljni uloziti odredeni trud i vrijeme
(Blazevi¢ Marcelja, 2012). Ne temelju toga se postavlja sljedec¢a hipoteza:

H2: Kupci kojima je cijena vaznija, skloniji su kori$tenju suvremenih
oblika informiranja o cijenama kao primarnih oblika informiranja o cijenama.

Posebna paznja u analizi odgovora 305 ispitanika stavljena je na
starosnu dob, uz pretpostavku da mlade generacije vise prihvacaju suvremene
multikanalne aktivnosti maloprodavaéa (H1), te na vaznost same cijene za kupce
pri donoSenju odluka o kupovini, uz pretpostavku da se kupci za koje je cijena
vaznija pri donoSenju odluka o kupovini koriste suvremenim nacinima
informiranja o cijenama kao primarnima zbog transparentnosti koju pruzaju (H2).

Hipoteze su testirane u rezultatima istrazivanja te komentirane u
zakljucku rada.

2. PRETHODNA ISTRAZIVANJA
2.1.  Multikanalna maloprodaja

Multikanalna maloprodaja predstavlja situaciju u kojoj maloprodavac
istovremeno prodaje robu krajnjim potroSacima kroz dva ili viSe distribucijskih
kanala. Pritom je moguée kreirati distribucijski kanal koriste¢i se nekim oblikom
susretne maloprodaje (npr. maloprodaja kroz ¢vrstu lokaciju prodavaonice — engl.
brick-and-mortar, putem ambulantne pokretne trgovine ili prodaje ,,0d vrata do
vrata®) ili daljinskom maloprodajom poput trgovine posiljkama putem kataloga,
maloprodaje putem telefonskih pozivnih centara, ili nekog oblika elektronicke
maloprodaje temeljene na internetskoj infrastrukturi (npr. mobilni internet,
»Kklasicne® internetske stranice, prodaja putem druStvenih mreza). Na slici 1.
prikazana je opskrbna mreza iz perspektive maloprodavaca koji vrsi multikanalnu
maloprodaju kroz najc¢esce oblike distribucijskih kanala. Strelice izmedu ¢lanova
opskrbne mreze predstavljaju dvosmjerni informacijski tok — narudzbe i
reklamacije su primjeri uzvodnog informacijskog toka, dok promocija, ispitivanje
trziSta te ponude predstavljaju primjere nizvodnog informacijskog toka.
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Slika 1. Informacijski tokovi u opskrbnoj mrezi multikanalnog maloprodavaca

Izvor: Razradeno na temelju Handfield, R.B., Nichols, E. L. (2002).Supply Chain
Redesign: Transforming Supply Chains into Integrated Value Systems, FT Press., str. 9.

Fizicki tok ne slijedi uvijek tok informacija i/ili tok vlasniStva u
opskrbnoj mrezi, a pogotovo ne u distribucijskom kanalu. Potrosa¢ ili kona¢ni
kupac moze robu preuzeti u prodavaonici maloprodavaca od kojeg je narucio i
kupio istu (susretna maloprodaja), ili mu pak roba moze izravno sti¢i na kuénu
adresu (daljinska maloprodaja). Ukoliko roba kupljena u maloprodavaca stize na
kuénu adresu krajnjeg kupca, njezin se fizicki tok (transport) moze odvijati od
postrojenja proizvodaca ili trgovea na veliko (tvornica ili neki oblik skladista) pa
izravno do krajnjeg kupca. Dakle, maloprodava¢ ni ne mora fizicki posjedovati
robu u svojoj prodavaonici, niti ona mora biti na njegovom skladistu da bi bila
prodana i dostavljena krajnjem kupcu. Po jednakom se principu moze odvijati i
povrat robe (reklamacije, povrat ambalaze) kao uzvodni tok u opskrbnoj mrezi.

Multikanalna maloprodaja u pocetku je bila koriStena tek od strane
velikih  maloprodajnih  gospodarskih subjekata koje najéeéée nazivamo
maloprodajni lanci, i to zbog visokih financijskih ulaganja ¢iji je razumni rok
povrata na ulaganje zahtijevao znacajan promet robe, odnosno visoki obrtaj
zaliha. Razvoj multikanalnog okruzenja ponajprije je pod utjecajem razvoja
tehnologije koja je prodajno i kupovno okruzenje ucinila multikanalnim. Drugim
rije¢ima, ideja o Siroko rasprostranjenoj multikanalnoj maloprodaji mogla se
radiriti  tek razvojem relativno dostupne 1 ucinkovite informacijsko-
komunikacijske tehnologije. Sto je informacijsko-komunikacijska tehnologija bila
dostupnija (kako maloprodavacima, tako i krajnjim kupcima), to su se i mali
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maloprodavaci ceS¢e odluCivali na razli¢ite kombinacije multikanalne
maloprodaje. Osim toga, novi kanali nastaju gotovo svakodnevno, te granice tko
se ¢ime bavi 1 kojim kanalom roba dolazi do kupca i krajnjeg potrosaca su se
gotovo izgubile. Takoder, iako su odredeni proizvodi jo$ uvijek skloniji
maloprodaji kroz susretnu maloprodaju (npr. prehrambeni proizvodi), i
elektronicka daljinska maloprodaja zauzima sve veéi udio u maloprodaji ovih
proizvoda.

Beck i Rygl (2015.) su dali detaljnu kategorizaciju multikanalne
maloprodaje s obzirom na razinu integracije medu distribucijskim kanalima
sagledano kroz dimenziju maloprodavaca i kroz dimenziju kupca. Na osnovu ove
kategorizacije razlikuju multikanalnu maloprodaju (bez integracije kanala),
krizno kanalnu maloprodaju (engl. Crosschannelretailing - djelomi¢na integracija
vise od jednog, ali ne svih distribucijskih kanala) i omnikanalnu maloprodaju
(potpuna integracija svih distribucijskih kanala). Posljednjih se godina javlja
novi, integralni pristup multikanalnoj maloprodaji koji se naziva omnikanalna
maloprodaja', odnosno svekanalna maloprodaja. Ominkanalna maloprodaja je
najbrze rastu¢i trend u maloprodajnoj industriji. Omnikanalna se maloprodaja
moze opisati kao omogucavanje integriranog i konzistentnog iskustva kupnje za
kupce koji Zele kupovati svim moguéim distribucijskim kanalima (prodavaonica,
web, mobilni uredaji, igre, drustvene mreze, kiosci, direktna posta, katalozi,
blogovi, pozivni centri, televizija) u bilo koje doba (Kalakota, 2012.).
Omnikanalna maloprodaja predstavlja evolucijski korak dalje u odnosu prema
multikanalnoj maloprodaji, koji se dogodio prvenstveno zato Sto su
kupci/potrosaci evoluirali i postali zahtjevniji. Danas je sve veci broj tzv.
omnikupaca — kupaca koji Zele kupovati bilo kada, bilo koji proizvod, svim
postoje¢im kanalima (dakle bilo gdje), ili pak kroz vise kanala istovremeno (npr.
kupujuéi preko mobilnog uredaja dok razgledaju robu u prodavaonici jer ne Zele
cekati u redu na klasicnoj blagajni). Nacelno se potrebe omnikupaca nisu
promijenile, ali se sada zadovoljavaju na brojne nove nafine omogucene
ponajvise upotrebom tehnologije. Izraz omnikanalna maloprodaja prvi je u
znanstvenom ¢lanku upotrijebio Rigby (2011.), dok ga struka koristi od 2009. u
izvjes¢u IDC’s Global Retaillnsights (Lazaris& Vrechopoulos, 2014).

Pri ispunjavanju zahtjeva omnikanalne maloprodaje maloprodavaci i njihovi
suradnici (npr. specijalizirane logisticke tvrtke) se koriste suvremenim tehnologijama
popu tradijske frekvencijske tehnologije (RFID). RFID omoguéuje maloprodavacu
podatke o tome $to i gdje ima, u bilo koje doba. Stanje zaliha na razli¢itim lokacijama u
realnom vremenu je osnovna pretpostavka za uspjesno vodenje omnikanalne
maloprodaje, jer se ona temelji na integriranom pracenju djelovanja kupca kroz sve
prodajne kanale, na integriranoj informaciji o svim zalihama i, slijedom toga, na
ucinkovitoj isporuci trazene robe — bez obzira na stvarno mjesto kupnje. Maloprodavaci
polaze od toga da omnikupci ne uocavaju kanale (npr. narucuju proizvod u podzemnoj

' Engl. omnichannelretailing. S obzirom da predmetak latinskog podrijetla omni- u slozenicama u
hrvatskom jeziku ima znacenje sve-, svuda, posvemasnji. Vidjeti: Hrvatski leksikon, prema:
http://www .hrleksikon.info/definicija/omni.html (20.03.2013.).
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zeljeznici dok su u pokretu, a podizu ga u prodavaonici) i traze rjeSenja na brojne
nacine, pa su svjesni da o njima (maloprodava¢ima) ovisi hoce li zadovoljiti kupca
(pruziti rjeSenje) ili ne (Kilcourse, 2011). Za omnikupce je vazan ¢imbenik
prepoznatljivosti u brendu maloprodavaca, a ne u nacinu kako do¢i do proizvoda.
Presudnu ulogu u razvoju omnikanalnih kupaca i omnikanalne maloprodaje u cjelini
imaju suvremeni mobilni uredaji (tzv. pametni mobilni uredaji) koji su gotovo uvijek uz
kupca, te maloprodavaci sve vise rade na osiguravanju softvera za cjelokupni dozivljaj
kupnje kroz sve kanale, a posebno ih prilagodavaju za kupnju putem pametnih mobilnih
uredaja.

Multikanalna i pogotovo omnikanalna maloprodaja donose i mnoge izazove
pred maloprodavace. Osim povecanja izdvajanja za online marketing i ulaska u novo
podruéje online promocije, oni se prvenstveno odnose na povecanje logistickih troskova
uvjetovanih prodajom i distribucijom komadnih posiljki, a §to je najces¢i slucaj u
distribucijskim kanalima u daljinskoj maloprodaji temeljenima na internetskoj
infrastrukturi. To se posebno ocituje u organizacijskim izazovima (Peltola,
Vainio&Nieminen., 2015) pri pracenju i upravljanju zalihama kroz sve distribucijske
kanale, pri trazenju optimalne dostave i upravljanju razliCitim opcijama dostave, a
pogotovo pri organiziranju procesa u povratnim distribucijskim kanalima (povrati
proizvoda zbog reklamacija, neprodane robe, ambalaze, i sl.). Integriranost kanala u
omnikanalnoj maloprodaji predstavlja veliku prednost za krajnje kupce i napredak u
olaksavanju kupovnog procesa, koji u pravilu rezultira ve¢im ostvarenim prometom
(Levy&Weitz, 2009). Nema jamstva za veci profit trgovcu u odnosu prema klasi¢noj
stacionarnoj maloprodaji u prodavaonicama. Prema studiji koju je provela HRC
Advisory, operativni profit kao postotak od prodaje opada do 25 % zbog prelaska s
prodavaonicke na online maloprodaju, te investicija potrebnih za ostvarenje e-trgovine i
omnikanalne maloprodaje (CSA, 2016). S druge strane, zahtjev integriranosti svih
kanala u omnikanalnoj maloprodaji postaje i veliko optereéenje za trgovca jer svaki novi
kanal rezultira jo§ kompleksnijim logistickim poslovanjem. Neki trgovei se odlucuju na
organiziranje novih logistickih modela za upravljanje ominkanalnom maloprodajom
(Hubner, Wollenburg&Kuhn2016), a nerijetko se pri prijelazu na omnikanalnu
maloprodaju maloprodavaci odluCuju na outsourcing ovih aktivnosti — prvenstveno
zbog pomanjkanja znanja i resursa za provodenje ucinkovitih logistickih operacija
povezanih s daljinskom maloprodajom. Prema Kuhn, Hiibner i Holzapfel (2013) ¢ak 34
% njemackih multikanalnih maloprodavaca ,,outsourcira“ svoje skladi$ne aktivnosti za
online maloprodaju.

Unato¢ svim spomenutim izazovima, neizbjezan je sve veéi prelazak na
multikanalno i omnikanalno poslovanje maloprodavaca prvenstveno zbog zahtjeva
krajnjih kupaca koji proizlaze iz njihovog kupovnog ponasanja te ¢injenice kako se
ukupan promet vise ne povecava velikim stopama. O ovom trendu vrlo slikovito govore
i podaci iz SAD-a prema kojima je upravo u tijeku najvece zatvaranje prodavaonica u
povijesti SAD-a (Tablica 1.).

Tablica 1.
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Broj zatvorenih prodavaonica ameri¢kih maloprodavaca u 2017. godini

Maloprodavac Broj prodavaonica koje | Ukupan broj
zatvara u 2017. godini prodavaonica na
u SAD-u pocetku 2017. godine

Abercrombie&Fitch 60 700
Aecropostale 154 800
American Apparel 110 110
American EagleOutfitters 150 1000
Barnes&Noble 2 640
BCBG 120 ¥
Bebe Stores Inc. 180 180
CasualAdventure 1 1
Children's Place 300 960
Crocs 160 558
Family Christian 240 240
GameStop 190 6600
HHGregg 88 220
J.C. Penney 140 1014
Kemp Mill Music 36 36
Kenneth Cole 63 -*
TheLimited 250 250
Macy's 100 730
Office Depot 300 1400
PaylessShoeSource 400 1000
RadioShack 552 1300
Ralph Lauren 50 ¥
Sears andKmart 150 1405
SportsAuthority 460 450
Staples 70 ¥
WetSeal 150 150
Wal-Mart -59 4672
UKkupno: 4417 19744

Izvor: Kompilacija autora prema Murray, J. (2017); Hanbury, M. (2017); internet stranicama
maloprodajnih tvrtki; * za spomenutu tvrtku nisu dostupni podaci

Iako je ovo dogadanje veé prozvano ,Maloprodajna apokalipsa“
(Peterson, 2017), drugi autori daju dokaze kako se zapravo ne radi o iznimnom
gubitku radnih mjesta, te je ¢ak prisutan blagi rast placa u maloprodajnom sektoru
(Gross, 2017). Ipak, zasigurno dolazi do restrukturiranja i prilagodbe samoga
maloprodajnog poslovanja kroz sve vece okretanje elektroni¢koj maloprodaji,
dok se neki gospodarski subjekti u potpunosti gase i prestaju s poslovanjem. Iz
tablice 1. takoder je moguce opaziti kako se kao distribucijski kanali ponajvise
zatvaraju (smanjuju svoj udio u prodaji) prodavaonice maloprodavaca odje¢om i
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obu¢om, te elektronic¢kom/tehnickom robom, dok je zatvaranje znatno manje u
maloprodavac¢a prehrambenih artikala. To potvrduje veéu pogodnost odredenih
artikala za distribucijske kanale temeljene na elektronickoj maloprodaji.

Uslijed potrebe za znacajnim prilagodbama maloprodajnog poslovanja
multikanalnoj i poglavito omnikanalnoj maloprodaji, posebno se istice pitanje
cijena u razlic¢itim kanalima kao tocka razlic¢itog gledista kupaca i maloprodavaca.

2.2.  Upravljanje cijenama u multikanalnom okruZenju

Pod utjecajem razvoja tehnologije skracuje se zivotni ciklus proizvoda,
usluga, ¢ak i nacina rada poslovnih subjekata. Kraci Zivotni ciklus dovodi i do
ucestalih plasiranja novih proizvoda na trziste, $to utjeée na cijene proizvoda koji
su ve¢ na trzistu. Varley (2006.) isti¢e kako to podrazumijeva i ubrzani izlazak s
trzista starijih modela snizavanjem cijena zbog mogucnosti zastarijevanja. Postoji
mogucénost da maloprodavac, osobito onaj koji prodaje iskljucivo u fizickim
prodavaonicama i ponajvise zbog prostornog ogranicenja, odgodi plasiranje novih
modela kako bi se rijesio zaliha po prvotnim cijenama, ali u tom slucaju riskira da
ne bude prvi ili medu prvima koji ¢e ponuditi nove proizvode. Blazevi¢ Marcelja
(2012.) istice kako se uslijed razvoja tehnologije, razvila i nova kategorija tzv.
»pametnih kupaca“ koji detaljno provjeravaju ponudeno na trzistu prije donosenja
odluke gdje, kako i koliko ¢e kupiti, tj. potroSiti. S obzirom na dostupnost
informacija kupcima u online okruzenju, osobito onima koji su i sami spremni
malo istrazivati, tradicionalni maloprodavaéi ne mogu dopustiti da na policama
nemaju nesto §to je ve¢ u ponudi online 1 za $to kupci ve¢ znaju. Zapravo, online
viSe ne podrazumijeva samo kuéna ili prijenosna racunala ili tablete, vec i
pametne telefone. Shankar i sur. (2010.) smatraju kako mobilni marketing znatno
utjeCe na maloprodaju, jer kupac moze u¢i u prodavaonicu i putem pametnog
mobitela provjeriti cijene konkurencije. Iz tog razloga je transparentnost cijena
danas vec¢a nego ikada. Brojke u istraZivanjima pokazale su kako se 29 % online
kupaca koristi pametnim telefonima za pretrazivanje maloprodajnog okruzenja i
iskustva kupovine. Od tih se 29 % kupaca, njih 24 % sluzi pametnim telefonima
za pronalazenje pravih proizvoda i cijena. Uzevsi u obzir da je istrazivanje
provedeno prije 2010. godine, danas bi postotci zasigurno bili jo$ znacajniji.

S obzirom da su kupci vrlo dobro prihvatili koriStenje raznim
tehnoloskim uredajima i usvojili mogucnosti koje isti pruzaju te da se pojavljuju
novi poslovni subjekti koji svoje poslovanje izgraduju uglavnom na novim
tehnologijama, javlja se i potreba tradicionalnih poslovnih subjekata za
prosirenjem prodaje u viSe kanala. Schiirmann, Bellaiche i Petzke (2013.)
misljenja su kako se online prodaja ¢ini privlacnom i proizvodacima, kojima
maloprodaja ipak nije primarna djelatnost, ali §to moze dovesti i do znacajnih
konflikata medu kanalima te naruSavanja imidza i cjenovnog pozicioniranja.
Pritom postoji moguénost narusavanja odnosa unutar opskrbnog lanca
(Ganesanetal., 2009.) jer moze do¢i do situacije da razli¢ite razine opskrbnog
lanca nude iste proizvode istim kupcima, ali po razliitim cijenama. Rijetki
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uspjesni primjeri proizvodaca koji su uspjeli razviti svoju fizicku maloprodajnu
mrezu ili uspjeSnu online prodaju koja ne naruSava imidZ i cjenovno
pozicioniranje, mogu se pronaci u industriji informacijskih tehnologija. Americki
proizvodac Apple razvio je vrlo uspjesnu mrezu vlastitih fizickih prodavaonica u
kojim se njihovi proizvodi prodaju paralelno s prodajnim mjestima partnera.
Drugi americki proizvoda¢ Dell ima iznimno uspjesnu online prodaju kojom
kupcima omogucava i personalizaciju tijekom kreiranja Zeljenog proizvoda, a Cije
cjenovno pozicioniranje nije naruSeno iako prodaje svoje proizvode i drugim
kanalima. Osim zajednicke drzave podrijetla i industrije, ono §to je zajednicko
ovim proizvodacima je i snazan brend te odredena mo¢ koju im taj brend pruza u
opskrbnom lancu. Za pretpostaviti je da za uspjeSnu multikanalnu prodaju,
prethodno spomenuto te imidz i cjenovno pozicioniranje imaju zna¢ajnu vaznost
medu razli¢itim kanalima .

U online okruZenju javljaju se brojni trgovci Cije su ,,prodavaonice*
zapravo dobro osmisljena web sjedista, ¢ija su skladista na jeftinim lokacijama te
cijene uglavnom nize nego u fizickim prodavaonicama. Za maloprodavace koji su
na trziStu prisutni i online prodavaonicama, odredivanje cijene dostave je bitan
element cjenovne strategije te upravljanje i oglasavanje iste (Richards, 2015).
Jedan od najskupljih ¢imbenika upravljanja online prodavaonicom je upravo
sama dostava proizvoda, ali je udio dostave u trosku proizvoda prihvatljiv za
prodavace jer se uglavnom radi o nesto skupljim proizvodima ili o ve¢oj narudzbi
fast-moving consumer goods proizvoda. U sluéaju narudzbe manje vrijednosti taj
se troSak vrlo Cesto prebacuje na kupce. Unato¢ tome, taj je troSak za kupce
uglavnom prihvatljiv zbog ostalih pogodnosti koje pruza online kupovina. Osim
nizih cijena, ¢esto su to ugodnost kupovine iz vlastitog doma, produzeno
(neograniceno) radno vrijeme, mogucnost usporedbe karakteristika proizvoda,
ponuda razli¢itih maloprodavada i njihovih cijena, dobivanje dodatnih
informacija i iskustava prijasnjih kupaca. Maloprodavaci pri upravljanju cijenom
dostave nerijetko koriste cjenovnu diferencijaciju. Jedna od cjenovnih tehnika za
segmentirano odredivanje cijena koju navode Nagle i Hogan (2006.) je
segmentacija cijena na temelju povezivanja proizvoda i usluga (engl. Product
bundling). Tako maloprodavaci mogu ponuditi besplatnu uslugu dostave tek
iznad odredenog potroSenog iznosa ili se cijena dostave smanjuje kako raste
potroseni iznos kupca. Prema istrazivanju Giimiisa i sur. (2013.), kupci uglavnom
nastoje izbje¢i placanje dostave te su Cak ponekad spremni i skuplje platiti
proizvod ako je istaknuto da je dostava besplatna.

Razvojem tehnologije je dinamicnost trziSta jo§ viSe dobila na snazi i
postala izazov pracenju konkurencije i njihovih cjenovnih aktivnosti, ali se i
povecala transparentnost cijena. Kako je ve¢ receno, jedan od najlakse mijenjanih
elemenata je cijena, pa je stoga i jedan od cesto koriStenih alata u e-okruzenju
PriceSpy, softver kojim e-trgovci mogu pratiti promjene cijene konkurencije koje
se dogadaju i nekoliko puta dnevno. Internet kupcima pruza pogodan nacin za
pronalazenje specifikacija i1 informacija o proizvodima te cijenama, Sto
omogucéuju i brojna web sjediSta koja usporeduju cijene poput jeftinije.hr,
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shopmania.hr ili nabava.net u Hrvatskoj. S obzirom na Cesta cjenovna sniZenja i
promotivne akcije te u apsolutnom iznosu niske cijene veéine fast-moving
consumer goods proizvoda ¢ija je prodaja jo§ uvijek znacajnija kroz brick-and-
mortar kanal, za njih u hrvatskim okvirima ne postoji usporedba cijena kao za
elektronicke proizvode, namjestaj i ostale skuplje proizvode. Ipak, ono S§to
olakSava usporedbu njihovih cijena je portal katalozi.jeftinije.hr koji na jednom
mjestu nudi vecinu aktualnih promotivnih kataloga hrvatskih maloprodavaca koji
se redovno azuriraju. Neka od poznatih stranih web sjedista koja se koriste za
pretrazivanje i usporedbu cijena uglavnom na sjevernoameri¢kom trzistu su
priceline.com i pricegrabber.com koja imaju i aplikacije za pametne telefone. Na
trzistu Ujedinjenog Kraljevstva, trzistu koje ima vrlo razvijenu online prodaju i
prehrambenih namirnica, jedan od najpoznatijih portala je pricechecker.co.uk, a
usporedbu 1 jamstvo niskih cijena na svojoj web stranici secure.tesco.com
/brandguarantee nudi i najveci britanski maloprodava¢ Tesco. Kupci unosom
broja svog racuna, nastalog u njihovoj fizickoj ili online prodavaonici, mogu
usporediti cijene kupljenih namirnica s cijenama istih namirnica u tri konkurenta
(Asda, Morrisons i Sainsbury's). Ovakav nacin pruzanja informacija potrosacima,
Gunnarsson (2015.) vidi kao otegotnu okolnost potencijalnog repozicioniranja
maloprodavaca i njihovoga cjenovnog imidza u buduénosti. Nadalje, novija
istrazivanja pokazuju da najniZa cijena nije jedini kriterij koji potro§ac¢i uzimaju u
obzir. Pri online usporedbama cijena, potrosacima je vrlo bitan ¢imbenik kakvu
ocjenu i pouzdanost odredeni maloprodava¢ ima medu drugim potroSacima.
Potrosaci traze i vole niske cijene, ali ponuda im nije jednako atraktivna ako se
radi o maloprodavacu koji ima lo$iju ocjenu i pouzdanost (Bodur, Klein&Arora,
2015). Prethodno govori kako je potro$a¢ima cijena jedan od bitnijih ¢imbenika
za odabir proizvoda i maloprodavaca, ali nije i jedini. Zato je za maloprodavace
bitna izgradnja brenda i imidZa, cjenovnog imidza, ali i imidza pouzdanog
poslovnog subjekta kojeg i drugi preporucuju.

Konzistentnost u odredivanju cijena i njihova optimizacija u razlicitim
kanalima je vrlo bitna. Kupci ocekuju da online kupnje budu jeftinije te da
prisutnost iskljucivih e-maloprodavaca jo§ vise snizi online cijene. Dugoro¢na
strategija multikanalne prodaje utjeCe i na strategiju cijena pa se maloprodavaci
mogu odluciti mamiti kupce niskim online cijenama ako im je cilj potaknuti
kupce na online kupovinu ili zadrzati konzistentnost cijena ako im je online
prodaja samo svojevrsna podrSka (Varley, 2006, str. 242). Jedan od rezultata
razvoja tehnologije i multikanalnog poslovanja maloprodaje su i modeli
dinami¢nog odredivanja cijena (engl. Dynamic pricing models) koji za
odredivanje cijena koriste podatke online kupnji ili tvrtkin ERP? sustav i &esto ih
mijenjaju. U korist im ide to §to je danas dostupno puno vise podataka nego prije
te $to se softveri za analizu cijena mogu prilagoditi prodajnom okruzenju ili vrsti
podataka (Grewaletal. 2011.). Isti autori smatraju kako RFID tehnologija moze
imati znacajne prednosti za maloprodavace koji implementiraju model

%engl. Enterprise ResourcePlanning System = hrv. sustavi za upravljanje resursima tvrtke
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dinami¢nog odredivanja cijena jer bi se cijene mogle automatski mijenjati ovisno
o troskovima, razini zaliha i potrosackim navikama.

3. REZULTATI ISTRAZIVANJA
3.1.  Studija sluc¢aja hrvatskih maloprodavaca

Za studiju sluc¢aja u ovom radu izabrano je vodecih deset maloprodavaca
pretezito prehrambenim proizvodima na hrvatskom trzistu. Prvih 10
maloprodavaca i njihovi trzi$ni udjeli u 2015. godini prikazani su u tablici 2.

Tablica 2.

Trzi$ni udjeli vodec¢ih 10 maloprodavaca na hrvatskom trzistu

Poduzetnik (maloprodavac) Udjel u 2015. godini

1. Konzum 20-30%
2. Lidl 10— 20 %
3. Plodine 10 -20 %
4, Kaufland 5-10%
5. Tommy 5-10%
6. Spar 5-10%
7. Billa <5%

8. Studenac <5%

9. KTC <5%
10. NTL <5%
11. Prvih 10 maloprodavaca preko 80 %

Izvor: Agencija za zaStitu trZiSnog natjecanjafAZTN] (2016). Prikaz trZista
trgovine na malo mjeSovitom robom, pretezno hranom, picima i higijenskim
proizvodima za domacinstvo u Republici Hrvatskoj u 2015., str. 3.

Razmatranje 10 vode¢ih maloprodava¢a na trzistu Republike Hrvatske
ukazuje na vrlo rijetku primjenu multikanalne prodaje. Tablica 3. prikazuje njihove
multikanalane aktivnosti, s naglaskom na pruzanje informacija kupcima o njihovim
cijenama. Mogucnost same kupovine na internetu, na promatranom trzistu RH, nudi tek
jedan maloprodava¢, Konzum, putem svoje Konzum klik virtualne prodavaonice.
Nekolicina njih nudi moguénost pristupa vlastitim mobilnim aplikacijama (Konzum,
Lidl, Spar, Billa, Kaufland), a ukoliko i pruzaju spomenutu uslugu, omogucuju
informiranje o ponudi proizvoda s trenutno promotivnim cijenama, i to najéesce putem
kataloga. Cjelokupni asortiman proizvoda i njihove cijene vidljivi su u trgovackom
lancu Konzum, kako na web platformi, tako i na mobilnoj platformi. Iz spomenutog
razloga Konzum se isti¢e kao trgovac koji kupcima na podru¢ju Republike Hrvatske
nudi najSire multikanalne mogucnosti — kupovine, informiranja o proizvodima te
informiranja o cijenama.
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Tablica 3.
Prikaz multikanalnih aktivnosti vodecih 10 hrvatskih maloprodavaca

Trgovac Onlinfe Online katalozi Mobilna aplikacija
prodaja
Informacije Informacije Postojanje Informacije | Informacije
o cijenama samo o mobilne o cijenama samo o
svih cijenama aplikacije svih cijenama
proizvoda proizvoda koji proizvoda proizvoda koji
suna suna
promotivnim promotivnim
akcijama akcijama
Konzum | ¢/ v v v v v
Lidl Ld L v v o v
Plodine % ® 4 3
Kaufland | % ® v v bl v
Tommy | % ® v ® % ®
Spar % % v v % v
Billa % % v v bl v
Studenac | % ® v ® % ®
KTC % % v L % %
NTL % *® v *® % *®

Izvor:  Izrada autora prema  http://'www.lidl-shop.nl/;  http://www.lidl-shop.be/;
https:/twww.konzum.hr/;  http://www.spar.hr/;  www.plodine.hr;  http://www.tommy.hr/;
www.studenac.hr;  www.ktc.hr;  http://www.ntl.hr/; - www.kaufland.hr/usluge/kaufland-
aplikacija. html; BILLA mob.app play.google.com

Daljnjom analizom jedinog maloprodavaca koji nudi moguénost kupovine
kroz vise kanala, uocava se kako online prodavaonica osigurava jednaku razinu cijena
kao u fizickoj prodavaonici istog maloprodavaca. Naime, provedena je usporedba
kosarice 10 proizvoda u prodavaonicama razli¢itog maloprodajnog formata — Super
Konzuma (hipermarket), Konzum prodavaonice u susjedstvu te online prodavaonice
Konzum klik. Kosarica proizvoda obuhvatila je sljedece proizvode: ABC krem sir 100g,
Zvijezda suncokretovo ulje 11, Merci bombonijera 250g, Nesquick 400g, Sensodyne
Flourid zubna pasta 75ml, Keks ETI Tutku 180g, Stapiéi Saltas slani 45g, Namaz K
Plus mlije¢ni 70g, vino Grasevina Belje 11 1 Nivea mlijeko za tijelo za jako suhu kozu
Nourishing 250 ml. Usporedba proizvoda u asortimanu i njihovih cijena otkriva kako su
razlike izmedu hipermarketa i online prodavaonice minimalne. Dok su cijene svih
promatranih proizvoda jednake, jedina razlika je Sto jedan proizvod (keks ETI Tutku
180g) nije u ponudi online prodavaonice. S druge strane, razmatranje prodavaonice
manjeg formata ukazuje na uzi asortiman proizvoda — mahom su to proizvodi redovne,
svakodnevne potro$nje. Zbog ograniCenosti prostorom, asortiman Konzum
prodavaonice manjeg formata, razumljivo je manji. Razmatrana koSarica pokazuje
odsutstvo 3 od spomenutih 10 proizvoda (bombonijere Merci 250g, Keks ETI Tutku
180g te Nesquick 400g), §to potvrduje ovisnost asortimana o fizickim odlikama
prodavaonice. U usporedbi s online maloprodajom i hipermarketom Super Konzum, u
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prodavaonici manjeg formata uocava se razlika u cijenama tek kod jednog proizvoda —
Nivea mlijeko za tijelo za jako suhu kozu Nourishing 250ml (Super Konzum, Konzum
klik: 31,99 kn, Konzum manjeg formata: 32,99kn).

Moze se zakljuciti kako se vrijednost kosarice dobara u online maloprodaji
podudara s vrijednos¢u kosarice istih dobara u fizickoj prodavaonici, hipermarketu
Super Konzum. Ipak, odstupanja su vidljiva u cjenovnoj strategiji kada se razmatra
vrijednost kosarice u fizickoj prodavaonici manjeg formata.

Diferencirano odredivanje cijena prisutno je za uslugu dostave prilikom
kupovine u online prodavaonici. Kupci se klasificiraju s obzirom na ukupan iznos u
kosarici te placaju razlicitu cijenu dostave. Propisani minimalni naruceni iznos artikala
je u vrijednosti 200,00 kn, a cijena dostave podijeljena je u tri cjenovna razreda, od
30,00 do 10,00 kn te opada s rastom vrijednosti naruc¢ene koSarice. Dostava je besplatna
tek za iznos ukupne vrijednosti kosarice dobara iznad 800 kn (Konzum, 2017.).

Konzum klik nudi i mogucnost click and collect usluge, “Drive in” uslugu, za
kupce koji Zele samostalno preuzimanje online narucenih proizvoda. I za ovu uslugu,
koja je besplatna, kupci se moraju donekle kvalificirati, takoder kupovinom iznad
200,00 kn. Jo$ jedan ogranicavajuci ¢imbenik je i raspolozivost usluge samo na
podrudju grada Zagreba, u sklopu distribucijskog centra.

Prema tablici 3., uvjerljivo se kao predvodnik multikanalnih aktivnosti i
nudenja mogucénosti informiranja kupaca o proizvodima i cijenama na trzistu RH istice
maloprodava¢ Konzum. Nuzno je istaknutii kako i brojni medunarodni maloprodavaci
uvazavaju vrijednosti koje zastupa multi- i omnikanalna trgovina, zato su spomenute
aktivnosti prepoznali i strani maloprodavaci Spar, Lidl, Kaufland i Billa. Ipak, pruzanje
informacija o svim proizvodima i cijenama te iskustva kupovine na internetu nude tek
na svojim mati¢nim trzistima, no vidljiva je i strategija Sirenja onl/ine maloprodaje na
druga trzista na kojima posluyju — primjerice Lidl, koji sa svojom virtualnom
prodavaonicom nastupa, osim na maticnom njemackom trzistu, i na trzistu Belgije i
Nizozemske. Time transparentnost cijena postaje jo§ veca i kupci se lakSe mogu
informirati o cijenama konkurencije, ali i o cijenama istog maloprodavaca na drugim
trziStima.

3.2.  Informiranje kupaca o cijenama

Kao ispitanici istrazivanja ciljane su osobe starije od 18 godina koje
sudjeluju u kupovini namirnica za svoje kuéanstvo. Istrazivanje je provedeno
metodom ispitivanja koriStenjem visoko strukturiranog upitnika u veljaci 2017.
godine na uzorku od 305 ispitanika te se odnosilo na kupovinu i cijene
maloprodavaca pretezito prehrambenim proizvodima. Demografska obiljezja
uzorka prikazana su u tablici 4.
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Tablica 4.
Opis uzorka primarnog istrazivanja
n %
Spol Ukupno 305 100
Muski 66 21.6
Zenski 239 78.4
Dobna skupina Ukupno 305 100
18-29 51 16,7
29-39 75 24,6
39-49 67 22,0
49-59 79 25,9
60 i vise 33 10,8
Razina obrazovanja Ukupno 302 100
Osnovna §kola 9 3,0
Srednja $kola 116 38,4
Fakultet i vise 177 58,6
Mjesecni prihodi ku¢anstva Ukupno 302 100
Ispod 5.000,00 kn 69 22,6
5.000,00 — 10.999,00 kn 170 55,7
11.000,00 — 16.999,00 kn 51 16,7
17.000,00 kn i vise 12 3,9

Izvor: Obrada autora

Za pretpostaviti je kako se kupci ne informiraju o cijenama samo
putem jednog kanala, ve¢ se ovisno o preferencijama, moguénostima i vremenu
koriste razli¢itim nacinima informiranja o cijenama. Grafikon 1. prikazuje koji
postotak ispitanika koristi pojedine oblike informiranja. Uvjerljivo najveci
postotak ispitanika koristi ,,kataloge maloprodavaca koji se dijele kucanstvima*
(83,93 %), dok su na iduéem mjestu ,oglasi na televiziji“ (41,31 %).
»Prodavaonica“ se nalazi tek na trecem mjestu (40,66 %) jer vjerojatno vecina
ispitanika ne smatra da se u prodavaonicu dolazi informirati o cijenama, vec
ostvariti zeljenu kupovinu.

nista od navedenog | 1,64%
kroz razgovor s prijateljima, ¢lanovima obitelji i drugima [N 32.67%
putem web stranica za usporedbu cijena na internetu [l 3,93%
putem oglasa na televiziji [N 4131%
putem mobilne aplikacije maloprodavaca [l 6,56%
putem kataloga maloprodavaéa na internetu [N 29.51%
putem kataloga maloprodavaca koji se dijele kuéanstvima [ 83,93%
u prodavaonici [N 40,66%

0% 20% 40% 60% 80% 100%

Grafikon 1. Kori$teni oblici dolaska do informacija o cijenama maloprodavaca

Izvor: Obrada autora
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Znacajno koriSteno informiranje je i,,razgovor s prijateljima, ¢lanovima
i obitelji i drugima® (32,67 %) te suvremeniji nacin informiranja ,,putem kataloga
maloprodavaca na internetu* (29,51 %). Tek 6,54 % ispitanika navelo je kako se
informira o cijenama ,,putem mobilnih aplikacija maloprodavaca®, a 3,93 %
,»putem web stranica za usporedbu cijena na internetu‘.

Grafikon 2. prikazuje najcesce koriSteni ili primarni oblik informiranja o
cijenama. ,, Katalozi maloprodavaca koji se dijele kué¢anstvima“ su za najveéi broj
ispitanika i primarni oblik informiranja (78,8 %). Daleko manje primarni izvor
informacija o cijenama su isti ti katalozi, ali na internetu (6,95 %), dok je u ovom
slucaju televizija tek na tre¢em mjestu (4,30 %). Podjednako je zastupljeno, s
2,65 %, informiranje ,,putem mobilnih aplikacija maloprodavaca i razgovor s
prijateljima, ¢lanovima obitelji i drugima®.

6,95% 4,30%2,65%

2,65% 1,66%2,98%
0% 10%  20%  30%  40%  50%  60%  70% 80%  90%  100%

® putem kataloga trgovackog lanca koji se dijele ku¢anstvima
Iputem kataloga trgovackog lanca na internetu
H koristim mobilne aplikacije trgovackih lanaca
* putem oglasa na televiziji
putem web stranica za usporedbu cijena na internetu
= kroz razgovor s prijateljima, ¢lanovima obitelji i drugima

® nista od navedenog

Grafikon 2. Primarni oblik informiranja o cijenama, osim u samoj prodavaonici

Izvor: Obrada autora

Za pretpostaviti je kako je primarni oblik informiranja o cijenama u odredenoj
mjeri povezan i s dobi ispitanika. Primarni oblici informiranja o cijenama podijeljeni su
za ovu analizu na tradicionalne, tj. offline oblike (katalozi koji se dijele kucanstvima,
oglasi na televiziji te razgovor s prijateljima, ¢lanovima obitelji i drugima) i suvremene,
tj. online oblike (katalozi maloprodavaca na internetu, mobilne aplikacije
maloprodavaca i web sjedista za usporedbu cijena). Povezanost ta dva obiljezja
prikazana je na grafikonu 3. te je vidljivo kako mlade dobne skupine, osobito oni do 29
godina, ali i do 39 godina, ¢eS¢e kao primarni oblik informiranja koriste jedan od
suvremenih oblika informiranja o cijenama.
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Primarni oblik informiranja o cijenama
u offline informiranje o cijenama = online informiranje o cijenama

Grafikon 3. Primarni oblik informiranja o cijenama s obzirom na dob

Izvor: Obrada autora

Ovisnost primarnog oblika informiranja o cijenama s obzirom na dob
provjerena je hi-kvadrat testom te su rezultati prikazani u tablici 5. Statisticka znacajnost
Pearsonovog Hi-kvadrata manja je od 0,05 (p = 0,033) te se moze tvrditi kako na razini
5 % znacCajnosti postoji statisticki znacajna razlika u odabiru primamog oblika
informiranja o cijenama. Iako usvim dobnim skupinama prevladavaju tradicionalni
oblici informiranja o cijenama, mlade se dobne skupine ¢eSée koriste suvremenim
oblikom informiranja o cijenama kao primarne, nego §to to ¢ine starije dobne skupine
ispitanika.

Tablica 5.
Hi-kvadrat test — primarni oblik informiranja o cijenama s obzirom na dob

Hi-kvadrat test

Vrijednost ss Asimptotska znacajnost (dvostrana)
Pearsonov hi-kvadrat 10,476" 4 ,033
Omjer vjerojatnosti 9,988 4 ,041
Linear-by-Linear povezanost 7,787 1 ,005
N valjanih slucajeva 293

a. 1 ¢celija (10,0%) ima ocekivanu vrijednost teoretske frekvencije manje
od 5. Minimum teoretskih frekvencija je 3,83.
ss = stupnjevi slobode

Izvor: Obrada autora

Sljedec¢i grafikon 4. prikazuje povezanost primarnog oblika informiranja
0 cijenama s obzirom na vaznost cijene za ispitanike tijekom kupovine i
donosSenja odluke o kupovini, pri ¢emu najveéu vaznost izrazava oznaka 5, a
najmanju oznaka 1. Moze se vidjeti kako je ispitanicima koji se kao primarnim
oblikom informiranja o cijenama koriste jednim od suvremenih oblika, cijena
manje vazna nego onima koji se koriste jednim od tradicionalnih oblika
informiranja kao primarnim.
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Grafikon 4. Primarni oblik informiranja o cijenama s obzirom na vaznost cijene za
ispitanike
Izvor: Obrada autora
Postoji 1li i statisticki znacajna povezanost spomenutih dvaju obiljezja
provjerilo se hi-kvadrat testom, ¢iji su rezultati prikazani u tablici 6.
Tablica 6.
Hi-kvadrat test — primarni oblik informiranja o cijenama s obzirom na vaznost cijene

Hi-kvadrat test

Vrijednost ss Asimptotska znacajnost (dvostrana)
Pearsonov hi-kvadrat 9,376° 2 ,009
Omjer vjerojatnosti 7,875 2 ,019
Linear-by-Linear 5.150 1 023
povezanost
N valjanih slucajeva 291

a. 0 ¢elija (0,0%) ima o¢ekivanu vrijednost teoretske frekvencije manje
od 5. Minimum teoretskih frekvencija je 5,73.
ss = stupnjevi slobode

Izvor: Obrada autora

S obzirom da je statisticka znacajnost Pearsonovog Hi-kvadrata manja od 0,05
(p = 0,009), moze se re¢i kako na razini 5 % znacajnosti postoji statisticki znacajna
povezanost odabira primarnog nacina informiranja o cijenama i vaznosti cijene za
ispitanika, na na¢in da je medu ispitanicima kojima je cijena manje vazna ¢esce koristen
jedan od suvremenih oblika informiranja o cijenama kao primaran.

4. ZAKLJUCAK

Multikanalno poslovanje maloprodavaca u inozemstvu je prisutnije nego
na trziStu Republike Hrvatske, iako su izazovi takve prodaje prehrambenih
proizvoda jo$ uvijek prisutni. Tome maloprodavaci nastoje doskociti uslugom
click-and-collect koja je najcese besplatna, ali za koju kupac mora potrositi
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odredeni iznos, te naplatom dostave za iznos ispod odredenog praga za besplatnu
dostavu.Zbog toga multikanalni maloprodavaci i u tom aspektu upravljanja
cijenama dostave moraju pratiti konkurenciju. Razdvojiti cijenu dostave ili ju
uklopiti u cijenu proizvoda, odrediti kriti¢ni iznos (Sto se moze gledati i kao
svojevrsna cijena online kupovine) kojom se kupci uopée kvalificiraju za online
kupovinu te konacno i kriti€nog iznosa za besplatnu dostavu, samo su neka od
izazovnih pitanja za maloprodavace.

S obzirom na provedenu analizu multikanalnih  aktivnosti
maloprodavaca na hrvatskom trziStu, moze se zakljuciti kako su one vrlo slabo
razvijene, osobito od strane maloprodavaca u hrvatskom vlasnis$tvu, izuzev
Konzuma. Za ocekivati je da ¢e maloprodavaci u stranom vlasniStvu u bliskoj
buduénosti primijeniti multikanalne aktivnosti s kojima su prisutni na stranim
trzi§tima, a isto bi trebalo ocekivati i od domac¢ih maloprodavaca ukoliko Zele
drzati korak sa suvremenom maloprodajom i o¢ekivanjima kupaca.

S obzirom da je utvrdena slaba razvijenost multikanalnih aktivnosti na
hrvatskom trzistu, Sto podrazumijeva i slabo koriStenje istih od strane kupaca,
istrazivanje provedeno na kupcima je bilo usmjereno na njihovo prikupljanje
informacija o ponudi i cijenama maloprodavaa putem viSe kanala. Unatoc
razvoju tehnologije i svakodnevnog koriStenja internetom putem racunala ili
mobilnih aplikacija, veéina kupaca najviSe se koristi tradicionalnim nacinima
informiranja o cijenama, a uz tiskane kataloge su to jo$ oglasi na televiziji i
razgovor s prijateljima, clanovima obitelji i drugima.

Kao najcesci oblik informiranja isti¢u se katalozi maloprodavaca koji se
dijele kucanstvima te time potvrduju posebnost oglasavanja u maloprodaji, s
naglaskom na asortiman i cijene. Njima se maloprodava¢i mogu preciznije i
prilagodenije oglasavati ciljanom gravitacijskom podrué¢ju njihovih prodavaonica.
Zasigurno oglasi na televiziji ne mogu dati toliku Sirinu ponude proizvoda i
njihovih cijena koju mogu katalozi, a osobito ne mogu informirati u vremenu
kada kupac to zeli. Zbog toga je uloga televizije manja kada se radi o primarnom
nacinu, ali je dopunjujuéi nacin informiranja, (vjerojatno za najbolje ponude u
tom razdoblju, tj. artikle mamce). Katalozi maloprodavaca na internetu su cesce
koriSteni oblik informiranja nego mobilne aplikacije maloprodavaca. Upravo to
informiranje o cijenama na internetu pokazuje kako postoji odredena kriti¢na
masa koja se Zeli odmaknuti od tradicionalnih oblika informiranja te da mobilne
aplikacije maloprodavaca imaju prostora za razvoj. Zato je ispitana prva hipoteza
istraZivanja:

H1: KoriStenje suvremenih oblika informiranja o cijenama kao primarnih
oblika informiranja o cijenama medusobno ovisi o starosnoj dobi kupaca.

Provedenim hi-kvadrat testom o koristenju suvremenim oblicima informiranja
o cijenama kao primarnim medusobno ovisi o starosnoj dobi kupaca, potvrdena je prva
hipoteza.
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Za ocekivati je da ¢e koristenje mobilnim aplikacijama rasti kroz godine —
kako mlade generacije budu postajale kupci za svoje kuéanstvo. Personalizirano
oglasavanje cijena putem mobilnih aplikacija moze smanjiti zbunjenost kupaca o
cijenama te ojacati povjerenje u maloprodavaca i osigurati vjernije kupce. Prihvacanje
suvremenih oblika informiranja o cijenama od strane kupaca nagovjeStava i njihovo
prihvacanje kupovine kroz suvremene kanale.

Nadalje, ispitana je i druga hipoteza istrazivanja koja glasi:

H2: Kupci kojima je cijena vaznija, skloniji su koriStenju suvremenih oblika
informiranja o cijenama kao primarnih oblika informiranja o cijenama.

Rezultati provedenog hi-kvadrat testa kojim se zeljelo utvrditi postoji li
ovisnost odabira primarnog nacina informiranja o cijenama i vaznosti cijene za
ispitanika kazuju kako postoji statisticki znacajna ovisnost, ali na nacin da je kupcima
koji primarno koriste suvremene oblike informiranja o cijenama, cijena manje vazna
nego onima koji koriste tradicionalne oblike. Zato se druga hipoteza ne prihvaca. Moze
se zakljuciti kako prethodno takoder proizlazi iz ogranicenosti informacija o cijenama
putem suvremenih kanala. Osim zbog nesklonosti koristenju tehnologije starijih dobnih
kupaca sklonija je informirati se o cijenama putem tradicionalnih oblika koji su prisutni
u svih maloprodavaca.

Konacno, moze se zakljuCiti kako se zbog slabog provodenja multikanalnih
aktivnosti maloprodavaca na hrvatskom trzistu iste slabo prihvacaju i od strane kupaca,
ali se promjene mogu ocekivati u blizoj buducnosti. Ograni¢enja ovog istrazivanja
proizlaze iz slabije reprezentativnosti uzorka za pojedina demografska obiljezja te uskog
geografskog podrucja na kojem je istraZivanje provedeno, preciznije isto¢noj Hrvatskoj
koja se po svojim demografskim i ekonomskim obiljezjima razlikuje od ostatka
hrvatskog trzista. Buduéa istrazivanja trebala bi nastojati postici reprezentativniji uzorak
na Sirem podrucju Republike Hrvatske te rezultate prikazati naprednijim statistickim
metodama koje su prikladne za istrazivanja u podrucju cijena, poput modeliranja
strukturalnim jednadZbama. Pritom bi bilo moguée odrediti smjer i snagu utjecaja
pojedinih varijabli na sklonost kupaca koriStenju suvremenim maloprodajnim kanalima.
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PRICING CHALLENGES IN THE MULTICHANNEL
RETAILING

Abstract

Price differs from other marketing mix elements by its complexity and to a certain extent
it is neglected in marketing literature. Pricing, setting the right price and managing it in
the strategic and tactical sense, has always been challenging. Numerous factors should
be taken into account such as companies’ own profit, targeted image, competition,
regulations and targeted customers. Technology has made everything more transparent,
easier to research and to track, including prices. The development of multichannel
environment is primarily affected by the development of technology which enables
multichannel approach for both retailers and their customers. Therefore, the aim of this
paper is to address the importance of pricing in multichannel environment and resulting
challenges. Furthermore, the aim is to determine the state of the multichannel
environment at the Croatian market, both on the supply and demand side. Supply side
includes analysis of multichannel pricing and selling activities of top 10 grocery
retailers through case study method. Demand side relates to data on the consumers’
preferred ways of informing on retail prices through survey questionnaire analysis.
Results suggest that both retailers and consumers accept possibilities of multichannel
environment relatively slowly.
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Abstract

Social marketing as a discipline that promotes products, services and ideas for
voluntary behaviour change can be implemented in solving alcohol abuse
problems. The WHO report (2014) on global alcohol abuse positioned Croatia on
a high fourth place with an average of 15.1 litres of annual alcohol consumption
per capita. To develop efficient marketing programmes for change of youth
alcohol abuse, it is necessary to analyze existing behaviour, motivations and
attitudes toward alcohol consumption, which is the aim of this paper. A sample of
379 students of a university from Croatia participated in the research. For the
purposes of this study three measurement instruments were used: the AUDIT
(Alcohol Use Disorder Identification test), motivation measurement for alcohol
consumption and demographic questionnaire. The majority of respondents (54%,)
belong to the group of moderate alcohol consumers. The most important alcohol
consumption motives for Croatian students belong to the group of social motives,
i.e. to obtain positive social rewards. In general, the most consumed types of
alcoholic drinks at home are wine and beer/cider, but at bars or in clubs where
most of alcohol is actually consumed in case of students, there is strong
preference for spirits. Majority of respondents consume alcohol during weekend
nights. The major target group to aim social marketing efforts at are male
students at undergraduate level, aged 23 or less that live either with their parents
or with fellow students in private accommodation (out of campus). The major
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marketing efforts should be directed toward promotion of different, alcohol-free,
or responsible drinking lifestyles.

Keywords: Students, alcohol consumption, social marketing, Croatia

1. INTRODUCTION

According to the WHO report (2014), out of 186 member countries Croatia
holds a high 4™ position in alcohol consumption with an average of 15.1litres of annual
alcohol consumption per capita.

There are two aspects of youth alcohol consumption: one is underage alcohol
consumption (-18), and the other one is full age (18+) but young population (usually
students) alcohol consumption. The first one is usually covered and more or less
efficiently managed through legal regulations, but the other one is usually more difficult
to control and manage for different reasons. Population 18+ in most of the countries has
no legal restrictions in buying and consuming alcohol on one hand, and on the other,
student population is usually the one that is for the first time out of parental control and
being able to make independent decisions about own behaviour. Alcohol abuse by
young adults (18+) often brings increased health risk and violation of family and social
relations. There is evidence of increased risk of accidents, injuries, crime and violence,
as well as higher exposure to poverty and social exclusion of such individuals (National
Strategy for Prevention of Adversely Usage of Alcohol and Alcohol Induced Disorders
for the Period 2011 — 2016). The significance of alcohol abuse problems in Croatia can
be illustrated by the fact that number and weightiness of diseases related to alcohol
abuse are the third public health problem in Croatia, right behind heart attack and stroke
(Zorici¢, 2015). The costs that can be ascribed to alcohol abuse in Croatia make 2-5% of
GDP (National Strategy for Prevention of Adversely Usage of Alcohol and Alcohol
Induced Disorders for the Period 2011 - 2016.). Being aware of alcohol abuse problems,
in 2010 Croatian Government established the ‘“National Strategy for Prevention of
Adversely Usage of Alcohol and Alcohol Induced Disorders for the Period 2011 -
2016”. All these facts speak in favour of researching this issue from various aspects.

Social marketing is a discipline that promotes products, services and ideas for
voluntary behaviour change by offering the benefits to target groups, reducing the
perceived barriers to behaviour change and by motivating participation in different
activities that support the change (Kotler & Roberto, 1989).Social marketing is often
applied for social issues where voluntary change is required and where motivation,
ability or opportunity (MOA) is low (Rothschild, 1999). Alcohol abuse is one of such
cases.

To develop efficient marketing programs for change of youth alcohol abuse, it
is necessary to analyze existing behaviour, motivations and attitudes toward alcohol
consumption, which is the main aim of this paper. We also aim to emphasize the need
for effective interventions, particularly through social marketing activities. By
identifying risk factors and correlating warning signs of alcohol abuse among students, it
may be possible to provide more effective social marketing strategies in both prevention
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and intervention to the situations of socially undesirable and even unacceptable
behaviour and its consequences.

The article is structured in a following manner: after first introductory part, the
second section gives a literature overview of major concepts included in the research:
youth alcohol abuse, alcohol consumption patterns in Croatia and the role of social
marketing in prevention of students’ alcohol abuse. The third section is the research part
and provides methodological explanations, presents research results and discussion of
findings and their implications for social marketing. The final section of the paper is
conclusion.

2. LITERATURE OVERVIEW
2.1. Youth alcohol abuse

The majority of the studies on youth alcohol abuse are related to medical
issues of alcohol consumption and some of them to marketing issues that include social,
psychological and motivation issues. In this research we focus on social marketing
issues.

The existing contemporary research on youth alcohol abuse has identified a
range of socio-economic factors (Dantzer et al. 2006), environmental factors, i.c. laws
and regulations (Chaloupka & Wechsler, 1996), and psychological factors (Britton,
2004) that impact students' alcohol abuse.

Some of the recent research has focused on the role of exposure of young
people to alcohol promotion and marketing (Anderson et al. 2009; Hurtz et al, 2007;
Snyder et al. 2006; Smith and Foxtcroft, 2009, de Bruijn et al. 2016,Stouts et al. 2017,
Jernigan et al. 2017,and others). All of these studies show the existing interconnection
between prior alcohol advertising and marketing exposure and subsequent alcohol
drinking behaviour in young people. Alcohol marketing, particularly advertising, seems
to have strong influence on young people attitudes and perceptions. These create their
expectations and intentions to consume alcohol once they are allowed to (18+) or even
earlier (Fleming, Thorson & Atkin, 2004).

Gomberg et al. (2001) studied the perceptions of students' drinking norms and
students' behaviour related to alcohol consumption. Both studies have tested social

marketing campaigns effectiveness patterns in the US, as well as the one of Glassman et
al. (2010), which focus was on drinking and driving.

White and Hingson (2014) identify the whole range of factors that influence
university students' alcohol consumption: from an individual’s genetic susceptibility to
the positive and negative effects of alcohol, alcohol use during high school, campus
norms related to drinking, expectations regarding the benefits and detrimental effects of
drinking, penalties for underage drinking, parental attitudes about drinking while at
college, whether one is member of a Greek organization or involved in athletics, to
conditions within the larger community that determine how accessible and affordable
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alcohol is. Probably the most complex study on motivation for alcohol consumption by
Cox and Klinger (1988) has identified the following motives: drinking for social
reasons, to cope with negative emotions, to enhance mood, and to avoid social isolation
or rejection as the major ones in student population. They are presented in Table 1.

Table 1
Alcohol consumption motives matrix
POSITIVE NEGATIVE
INTERNAL enhance motives coping motives
(to enhance positive mood) (to reduce negative emotions)
EXTERNAL social motives conformity motives
(to obtain positive social reward) (to avoid social rejection and isolation)

Source: Adapted from Cox and Klinger (1988)

2.2 General alcohol consumption patterns in Croatia

Very similar to elsewhere in Europe, young people in Croatia are brought up
in the environment where alcohol consumption is an everyday habit, and alcoholic
drinks are perceived as acceptable in almost any occasion — from increasing pleasure to
,,}drowning** problems. It is neither morally nor legally sanctioned for adults (18+) as
long as no problematic behaviours occur. Moderate alcohol consumption is even
encouraged by different economic measures and it is an indispensable part of social and
public events (Lackovi¢, 2005). Moreover, the media often discusses positive, protective
effects of moderate alcohol consumption for heart and coronary diseases.

Although there is a national legal enacted minimum age for on and off
premises sales and consumption of alcohol (18+), and rather strict drunk driving law
(0.05% for adults, zero tolerance for young people), there are almost no restrictions on
alcohol sales promotion. Many bars attract students by offering drink specials and
similar promotions that encourage excessive alcohol consumption. There is a national
ban on alcohol advertising, as well as on product placement and sponsorship, but it is
mostly applied in case of spirits, while restrictions are not seen in case of wine and beer
that are intensively advertised in mass media and different events where promotion bans
are almost non-existent (Snowdon, 2017).

Social transition and war in Croatia have increased unemployment and rates of
substance abuse, while a decrease in prevention programs has placed younger
populations at increased risk for alcohol abuse, since their exposure to alcohol in the
family and society has increased (Abatemarco et al., 2004). Godinho (2005) has
identified above mentioned circumstances as those that create high risk environment for
all types of risky behaviours, particularly important with young population.
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The hazardous and harmful alcohol use, as well as possible alcohol
dependency among Croatian university students is related to personality types as well as
influence of parents, primary family, dominant friends and social circumstances
(Jakic et al., 2003).

According to ESPAD research (2011) on adolescents in EU (average age
15.8), 66% of Croatian respondents have consumed alcohol during last month.
Since the European average is 57%, it can be noted that Croatian young people start
consuming alcohol at rather young age, despite all legal restrictions. This can be
related to research findings of Varvil-Weld (2013) which indicate that excessive
drinking prior to college is predictive of both excessive drinking at college and
experiencing alcohol-related consequences, we can say that youth alcohol
consumption in an early age can be perceived as a significant health and social issue
in Croatia.

Most of the research on alcohol consumption in Croatia is done within
medical science; only a few do analyze alcohol consumption as social and
economic problem. Young people are at especially high risk of becoming alcohol
abusers in an environment where alcohol consumption is wide spread. Within the
youth segment, students seem to be at particular risk concerning alcohol abuse:
finishing high school and entering university means often separation from parents:
moving out of home, financial but also psychological freedom and independence
(no direct control). Some of young people have no problem with these changes and
challenges but some are not sure how to manage them. One of the common
solutions for those ones is alcohol consumption. Miskulin et al. research (2010) on
student population showed that almost 40% of students were alcohol abusers, with
6% of all research participants meeting criteria for alcohol dependence. Very
similar research by Arambasic et al. (2015) research indicate that almost 43% of the
students' sample has consumed alcohol at dangerous level, and 3,6% of them show
all characteristics of alcohol addiction.

The most comprehensive research on students' risky behaviour in Croatia
was conducted by Bouillet (2014). The research findings indicate that over half of
the sample students at least once a month consume spirits (66.5%), wine (63.4%)
and beer (63.4%). These results per se do not necessarily indicate risky behaviour,
since alcohol consumption can be in form of moderate alcohol consumption, but the
further behaviour analysis indicates that respondents get drunk (41.5% sometimes
and 13% often), have ,,drunk sex“ (16% sometimes and 4.7% often) and drive
drunk (10.7% sometimes and 4.1% often). Further analysis in the same research has
indicated that certain groups of students are more exposed to alcohol abuse: males
more than females, less or non-religious more than religious, those with lower
educational achievements more than those with higher educational achievements,
students from rural more than those from urban areas as well as those that come
from families with lower educational level.
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2.3.

abuse:

The role of social marketing in prevention of students' alcohol
abuse

Three social approaches can be identified in prevention of youth alcohol

Supply reduction, which is based on laws and legal restrictions of alcohol
availability. In terms of youth alcohol consumption prevention, the most often
ones are: minimum legal drinking age, opening hours and locations for alcohol
consumption, and prices of alcoholic beverages. Also, within universities or
schools different alcohol-related policies that entail strict penalties for students
who violate them are often implemented (Vicary and Karshin, 2002).

Harm reduction, the approach which tries to alter the drinking context by, for
example, motivating students to reduce risky behaviours, i.e. to consume less
alcohol, or to educate bar staff to sell alcohol in a responsible way (Dimeffet
al.1999; Larimer, 2013).

Demand reduction, an approach based on increasing awareness and
knowledge about risks and possible consequences of alcohol abuse, and
changing alcohol-related attitudes and behaviour through education and
persuasion. Most university responses to student binge drinking have involved
alcohol-demand reduction strategies. These are educational and motivational
programs aimed at reducing students’ alcohol consumption (Wechsler et al.
2004).

The basic principles of social marketing (French, 2009) are the following:

Focus on the individual — customer within their social context, meaning that all
interventions are based around and directly respond to the needs and wants of
the person.

Behavioural goals — all social marketing programs are driven by a concern to
achieve measurable impacts on what people actually do, not just their
knowledge, awareness or beliefs about an issue. An assessment of both the
desired and the problematic behaviours is undertaken to understand the
relationship; patterns and trends over time and what influences these are also
explored,

Developing insight - research of why people behave the way they do in order
to be able to provide a practical steer for the selection and development of
interventions;

Exchange - efforts to maximize the potential ‘offer’ and its value to the
audience, while minimizing all the ‘costs’ of adopting, maintaining or
changing a particular behaviour. Incentives for the target behaviour are given
and barriers are identified to be minimized or removed;

Competition — the concept used to examine all the factors that compete for
people’s ability to adopt a specific behaviour, both external (for example,
alcohol promotions by producers or bars) and internal (pleasure, addiction);
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- Segmentation - considers alternative ways by which people can be grouped
and profiled. It looks at how different people are responding to an issue, what
moves and motivates them, what they say will help them and what will not;

- ‘Intervention mix’ and ‘marketing mix’- focus on ensuring a deep
understanding of the target audience for identification and selection of
appropriate intervention methods and approaches.

All these principles speak in favour of social marketing approach to the
problem of students’ alcohol abuse: individual focus is required due to the sensibility of
a problem and different specific circumstances of each individual; changing behaviour
in alcohol consumption is a solution to the problem, identifying motivation for alcohol
abuse can help in finding solutions. However, it is difficult to change the behaviour,
particularly at higher levels of alcohol abuse, so students need to see the clear benefits of
behaviour changing. Other competing circumstances and actors like alcohol producers,
bars and similar have to be recognized and included in a partnership for the social
marketing campaign to be successful. Identification of key market segments and
developing specific social marketing activities and strategies for them is necessary, just
like in conventional marketing practice.

However, there are different views on effectiveness of social marketing
campaigns in context of youth alcohol abuse: Walters (2000) considers social marketing
to be costly and limited by the fact that it is relatively impersonal and assumes that
students see and process the obtained information which might not be true, while
Janssen et al. (2013) consider such an approach to be a useful method for alcohol
education: in-depth insight into target group and its values. Social marketing campaigns
and activities that target the specific drinking patterns are often seen in US universities
as efficient tools to fight students' alcohol abuse (De Jong et al. 2006, Foxcroft et
al.2015).

It is difficult to evaluate the effectiveness of social marketing campaigns
against alcohol abuse among Croatian students, since there is no existing research. The
most important social marketing campaign was Project Northland (Abatemarco, et al.
2008), which was implemented and measured in primary schools. Although the findings
were positive in general, researchers have notices decreasing positive effects with older
respondents. Therefore it is questionable if the results would be the same when students
(18+) participate in the research.

From the existing research and literature overview we have identified research
gaps in students’ alcohol consumption patterns, their attitudes toward alcohol
consumption and identification of the significance of the problem of alcohol abuse of
Croatian students. Moreover, no studies related to social marketing as a possible strategy
for solving alcohol abuse problem in Croatia were found.

83



EKON. MISAO I PRAKSA DBK. GOD XXVII. (2018.) BR. 1. (77-101) M. Leko Simié, S. Turjak: CROATIAN STUDENTS...

3. RESEARCH

The research on students’ alcohol consumption was carried out at the J.J.
Strossmayer University of Osijek (www.unios.hr). The sample consists of 379students
at all study levels: from undergraduate to doctoral studies. It covered 2.1% of the total
university population. The choice criteria for the sample were Croatian citizenship, age
range 18-35, and willingness to participate in research, since alcohol abuse is a sensitive
topic. Due to the topic sensitivity, the data collection method was personal (face to face
in small groups of maximum 20 students), pen and paper, with detailed introduction and
explanation on alcohol consumption and alcohol abuse. This approach was used in order
to ensure detailed explanations and assistance to respondents on one hand, and give
them enough privacy to respond on the other. Out of 379 respondents 14 (3.7%) have
declared themselves as abstainers and were excluded from research analysis. The
sample structure of 363 respondents is shown in Table 2.

Table 2
Sample structure
Frequency | Percent
Gender
-male 152 41.9
-female 211 58.1
Major source of disposable income
-parents 224 61.7
-part-time job 50 13.8
-scholarship 29 8.0
-other 59 16.3
Disposable income amount
-US$ 100 and less 169 46.6
-US$ 101 - 300 139 38.3
-US$ 300+ 52 14.3
Living environment
-At home with parents 101 27.8
-Student dormitory 17 4.7
-Alone 69 19.0
-In house/flat with mostly working adults 19 5.2
-In house/flat with mostly students 117 32.2
-Other 36 9.9
Level of study
-undergraduate 192 52.9
-graduate 111 30.6
-Master 31 8.5
-Doctoral 27 7.4
Field of study
-social science 136 374
-STEM 227 62.5

Source: Authors’ research
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3.1.  Methodology

For the purposes of this study (which is a part of a larger intercultural research
project) three measurement instruments are used: the AUDIT, the motivation analysis
and the general and demographic questionnaire.

The Alcohol Use Disorder Identification Test (AUDIT) is a 10-item scale
designed to identify alcohol consumption (3 items), alcohol dependence (3 items) and
problems associated with drinking (4 items). Each of the questions has a set of
responses to choose from, and each response has a score ranging from 0 to 4 the total
score that can range between 0 and 40 indicating hazardous, harmful and binge drinking
as well as alcohol dependency (Babor et al., 2001). Hazardous drinking is defined as a
pattern of alcohol consumption that increases the risk of harmful consequences for the
user or others and is represented by a total AUDIT score of 8 or higher for males and 7
or higher for females. Harmful drinking is identified by a total AUDIT score of 16 or
higher for both males and females and is defined as a pattern of alcohol consumption
that results in negative consequences to physical and mental health. Alcohol dependent
drinking is identified as a total AUDIT score of 20 or higher for both males and females.
Persons in this group display high-risk drinking behaviour and an intervention is
recommended in an attempt to break their dangerous drinking patterns. The second part
of the research measured motivation for alcohol consumption according to Cox and
Klinger (1988) and included 5 items for each motive. All the items were measured on 5-
point Likert scale. The third part included questions regarding socio-demographics
(gender, age, religion, level of study, disposable income, living environment relationship
status, area of studying) and behaviour regarding alcohol consumption (where, when,
what, with whom).Two types of statistical test were conducted in order to find
statistically significant differences between respondents. The ANOVA test was used to
find differences between four types of alcohol consumption measured on nominal scale
and four motives measured on ratio scale. The Chi-square test was conducted in two
cases: in measuring relation between four types of alcohol consumption and gender
(measured on nominal scale) and between four types of alcohol consumption and age of
respondents divided into two categories (measured on ordinal scale).

3.2. Results

First we give the general pattern of alcohol consumption of Croatian students.
In the next phase of analysis research results are analysed in relation to the amount of
alcohol consumed, i.e. alcohol consumption type. This way of presenting results was
chosen since issues related to the alcohol consumption types are different and, we
presume, would have different implications for social marketing. Alcohol consumption
types were analyzed in relation to socio-demographic data. In relation to type of alcohol
consumption significant differences were found between gender, age, study level, living
environment, drinking companion, days and times of alcohol consumption. No
significant differences in type of alcohol consumption between those that are religious
or not, or engaged in a relationship or not, between areas of study or between different
levels of disposable income were found.
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3.21.  General alcohol consumption pattern

Altogether 196 respondents (54%) belong to the group of moderate alcohol
consumers, 140, i.e. 38.6% to the group of hazardous alcohol consumption type, 18
(5%) to the group of harmful alcohol consumption type and 9 (2.5%) to the group of
alcohol dependency consumption type.

The most consumed types of alcoholic drinks at home are wine and beer/cider,
but at bar or in club where most of alcohol is actually consumed in case of students,
there is strong preference for spirits (160, ie. 44.7%) of the sample. The alcohol
consumption in general happens most often with either university of working friends
(304 respondents, i.e. 84.9% of the sample). Altogether 92.7% of the sample (318
respondents) consumes alcohol during weekend period, and mostly nights (9 p.m. to 3
am.). This is valid for 225 respondents (85.9% of the sample). Daytime alcohol
consumption is quite rare (8 respondents, i.e. 2.2% of the sample).

3.2.2.  Alcohol consumption motives

In general, the most important alcohol consumption motives for Croatian
students belong to the group of social motives, i.e. to obtain positive social rewards.
Within the group of social motives, the most important ones are ,,celebration of special
occasions with friends* (3.74), ,,because it helps enjoy the party* (3.40) and ,,because it
makes social events more fun‘ (3.40). This illustrates the previously mentioned fact that
alcohol consumption is deeply imbedded in culture and lifestyle in Croatia and is an
inevitable part of social events. The least important motives are conformity motives, i.c.
alcohol consumption in order to avoid social isolation and rejection of ,jimportant
others®. However, there are significant differences between motives of those who
engage in moderate alcohol consumption, hazardous, harmful consumption or are
alcohol dependent. Motives for alcohol consumption and type of consumption have
demonstrated a high degree of internal consistency, yielding a Cronbach’s Alpha score
of 0.779, with a range of 0.690 to 0.802. The ANOVA results are shown in Table 3.
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Table 3
Motives for alcohol consumption and type of consumption
N Mean Std. Deviation] ANOVA test

Social moderate consumption 196 3.0240 93386
hazardous drinking 140 3.8000 74987 F= 29,116
harmful drinking 18 4.1222 .68647 df=3
alcohol dependent 9 4.0889 85505 p=0,000*
Total 363 3.4041 .94875

Coping moderate consumption 196 1.5724 .69014
hazardous drinking 140 2.2746 1.02716 F= 29,128
harmful drinking 18 2.7222 91301 df=3
alcohol dependent 9 3.0167 97340 p= 0,000*
Total 363 1.9361 .94734

Enhance moderate consumption 196 2.0867 .85912
hazardous drinking 140 2.8407 93846 F= 27,842
harmful drinking 18 3.2444 98113 df=3
alcohol dependent 9 3.4444 92616 p= 0,000
Total 363 2.4686 .99299

Conformity  moderate consumption 196 1.2031 41780
hazardous drinking 140 1.4150 70424 F= 8,262
harmful drinking 18 1.7556 1.07497 df=3
alcohol dependent 9 1.7333 87178 p= 0,000*
Total 363 1.3253 .61650

Source: Authors’ research

The results of ANOVA test have shown statistically significant
differences between type of alcohol consumption and motives for alcohol
consumption. For all four groups of types of consumption, social motives have
major impact, while conformity motives have the lowest impact. It can be seen
that moderate consumption type of respondents have marked all motives with
lower grades, while other three types of respondents marked same motives with
higher grades.

3.2.3.

Alcohol consumption types and socio-demographic characteristics

In Table 4 we give an overview of alcohol consumption type by gender.
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Table 4
Alcohol consumption type by gender
Alcohol consumption type
moderate hazardous| harmful | alcohol Total X
consumption | drinking | drinking | dependency
Gender Male Count |63 67 13 9 152
%
within | 41.4% 44.1% 8.6% 5.9% 100.0%
Gender
Female Count
ul 133 73 5 0 211 4% = 28,989
K0 dfr=3
within | 63.0% 34.6% 2.4% 0.0% 100.0% | p = 0,000%
Gender
Total Count | 196 140 18 9 363
%
within | 54.0% 38.6% 5.0% 2.5% 100.0%
Gender

Source: Authors’ research

Moderate type of alcohol consumption consists of twice as many female than
male students. In the second largest group (hazardous drinking type), there is somewhat
more female than male respondents, but the difference is not significant. In the harmful
type of alcohol consumption there is considerably more male than female respondents.
Alcohol dependency type of consumption consists of only male respondents. Results of
Chi-square test show significant difference between gender and their alcohol
consumption type (p = 0,000).

In table 5 alcohol consumption type is analyzed with respect to respondents’
age. Respondents were classified in two groups: 23 years and younger and 24 years and
older. The reason was that in most cases students in Croatia leave full time studying at
the age of 23 and their lifestyle significantly changes.

Table 5
Alcohol consumption type by age
Alcohol consumption type
moderate hazardous| harmful alcohol X
consumption| drinking | drinking | dependency | Total
Age <=23 Count 116 111 16 6 249
o) s
ﬁ’g‘g‘thm 46.6% 44.6% | 6.4% 2.4% 100.0%
24+  Count 75 25 2 3 105 x%=19,767
% within df =3
i 71.4% 238% [19%  [2.9% 100.0% {5~ 0,000
Total Count 191 136 18 9 354
" —
/fgewnhm 54.0% 384% |5.1% 2.5% 100.0%

Source: Authors’ research

88



EKON. MISAO I PRAKSA DBK. GOD XXVII. (2018.) BR. 1. (77-101) M. Leko Simié, S. Turjak: CROATIAN STUDENTS...

Altogether 53.4% of students aged 23 or less engage in risky types of
alcohol consumption, while in the group of students aged 24 and more there are
only 28.6% of respondents engaged in risky types of alcohol consumption. Chi
square tests have confirmed the significant difference (y? = 19,767; p= 0.000)
between the two age groups with respect to type of alcohol consumption. This
corresponds to the differences in study level shown in Table 6.

Table 6
Alcohol consumption by study level
Alcohol consumption type
moderate hazardous | harmful | alcohol
consumption | drinking drinking | dependency | Total
Academic Undergraduate Count 93 83 12 4 192
ye of % within
stuy
Y year of | 48 49 43.2% 6.3% 2.1% 100.0%
study
Graduate/4th  Count 58 45 5 3 111
et % within
yearof | 52.3% 40.5% 4.5% 2.7% 100.0%
study
Masters Count 20 9 1 1 31
% within
year of | 64.5% 29.0% 3.2% 3.2% 100.0%
study
PhD Count 24 ) 0 1 27
% within
year of | 88.9% 7.4% 0.0% 3.7% 100.0%
study
Total Count 195 139 18 9 361
% within
year of | 54.0% 38.5% 5.0% 2.5% 100.0%
study

Source: Authors’ research

More than a half of the respondents at the undergraduate level (51.6% of
all undergraduate respondents and 27.7% of the total sample) tend to consume
alcohol in a risky manner. The results presented in Table 6 indicate that the
higher level of study, the less irresponsible, i.e. risky drinking occurs.

Level of disposable income and alcohol consumption type are analyzed
in table 7.
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Table 7
Alcohol consumption by disposable income
Alcohol consumption type
moderate hazardous | harmful | alcohol
consumption | drinking drinking | dependency | Total
Disp. $100/less  Count 88 73 4 4 169
;‘:\:gﬁ:ﬁ % within
Disposable | 5, 1o, 43.2% 24%  |24% 100.0%
mcome
amount
$101-300 Count 75 50 11 3 139
% within
Disposable | 54 o, 36.0% 7.9% 2.2% 100.0%
mcome
amount
$300+ Count 33 15 2 2 52
% within
Disposable | (5 50, 28.8% 3.8% |3.8% 100.0%
mcome
amount
Total Count 196 138 17 9 360
% within
Disposable | 5, 4o, 38.3% 47% | 2.5% 100.0%
mcome
amount

Source: Authors’ research

The results indicate that the smaller amount of disposable income is not
a barrier to alcohol consumption. The lowest disposable income group is heavily
involved in risky types of alcohol consumption (hazardous, harmful and alcohol
dependency) - altogether 81 respondents (48% of the lowest income group and
22.5% of the total sample). In the mid-income group there are 64 respondents
(46% of the income group and 38.6% of the total sample) involved in risky
alcohol consumption types, while in the highest income group, there are 19
(36.5%, of the group and 14.4% of the total sample) respondents who practice
risky types of alcohol consumption.

In table 8 alcohol consumption type is analyzed with respect to living
environment.
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Table 8
Alcohol consumption type by living environment
Alcohol consumption type
moderate hazardous | harmful | alcohol
consumption | drinking | drinking | dependency | Total
Living At home with ~ Count 49 48 3 1 101
environment parems 0, thi i
6 within Living | ;¢ 50, 475%  |3.0% | 1.0% 100.0%
environment
Student Count 10 3 4 0 17
residence o/ within T ivi
76 within Living | 5o qo, 17.6% | 235% | 0.0% 100.0%
environment
Alone Count 40 25 2 2 69
Vo within Living | 5¢ g0 362%  |29%  [2.9% 100.0%
environment
In house/flat Count 10 7 2 0 19
with mostly o/ within T ivi
working adults ;:xm&;:mg 52.6% 36.8% 105% | 0.0% 100.0%
In house/flat Count 65 42 5 5 117
with mostly o within Livi
students g;xg::q;tvmg 55.6% 359% | 43% [43% 100.0%
Other Count 21 13 2 0 36
o
76 within Living | gg 30, 36.1%  |5.6% | 0.0% 100.0%
environment
Total Count 195 138 18 8 359
o
7% within Living | g, 3, 384%  |5.0% |22% 100.0%
environment

Source: Authors’ research

Most of the students that consume alcohol in a dangerous manner live in
house or apartment together with fellow students and with parents at home.
Altogether 51.5% of respondents that live with their parents belong to the group
of risky alcohol consumption types, mostly hazardous. In the same group there
are 44.4% of respondents that live with fellow students in private houses or

apartments.

Table 9 provides insight into drinking companion for different types of

alcohol consumption.
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Table 9
Alcohol consumption type by drinking companion
Alcohol consumption type
moderate hazardous | harmful | alcohol
consumption | drinking drinking | dependency | Total
Who  Alone Count 3 4 1 0 8
% within Who | 37.5% 50.0% 12.5% 0.0% 100.0%
With Count 157 122 17 8 304
friends o4 within Who | 51.6% 40.1% 5.6%  |2.6% 100.0%
Parents  Count 1 0 0 0 1
% within Who | 100.0% 0.0% 0.0% 0.0% 100.0%
Other Count 31 13 0 1 45
% within Who | 68.9% 28.9% 0.0% 2.2% 100.0%
Total Count 192 139 18 9 358
% within Who | 53.6% 38.8% 5.0% 2.5% 100.0%

Source: Authors’ research

The actual alcohol consumption in general happens most often with friends
(304 respondents, i.e. 84.9% of the sample). It is valid for all types of alcohol
consumption and can be related to prevailing social motives for alcohol consumption
and prevailing days of alcohol consumption for all consumption types, which are shown
in Table 10 as well as to prevailing times of consumption (Table 11).

Table 10
Alcohol consumption type by days of consumption
Alcohol consumption type
moderate hazardous | harmful [ alcohol
consumption | drinking drinking | dependency | Total
Day of most Mon- Count 2 1 1 0 4
consumption  Wed o within Day | 50.0% 25.0% 25.0% 0.0% 100.0%|
Thu Count 10 10 0 1 21
% within Day | 47.6% 47.6% 0.0% 4.8% 100.0%|
Fri- Count 177 119 16 6 318
Sun o within Day | 55.7% 37.4% 5.0% 1.9% 100.0%
Total Count 189 130 17 7 343
% within Day | 55.1% 37.9% 5.0% 2.0% 100.0%)

Source: Authors’ research

Altogether 92.7% of the sample (318 respondents) consumes alcohol
during weekend period, both in case of moderate and risky types of consumption.
According to the alcohol consumption type, 55.7% of consumers during the
weekend are moderate type consumers and 44.3% of weekend consumers belong
to risky types of alcohol consumption (hazardous, harmful and alcohol
dependency).

92



EKON. MISAO I PRAKSA DBK. GOD XXVII. (2018.) BR. 1. (77-101) M. Leko Simié, S. Turjak: CROATIAN STUDENTS...

In table 11 the overview of time of alcohol consumption is given.

Table 11
Alcohol consumption type by time of consumption
Alcohol consumption type
moderate hazardous | harmful alcohol
consumption | drinking drinking | dependency | Total
Time 12:00 — 15:00 Count 2 1 0 1 4
% within Time| 50.0% 25.0% 0.0% 25.0% 100.0%|
15:00-18:00 Count 3 0 1 0 4
% within Time| 75.0% 0.0% 25.0% 0.0% 100.0%
18:00-21:00 Count 19 11 1 1 32
% within Time| 59.4% 34.4% 3.1% 3.1% 100.0%|
21:00-24:00 Count 132 82 7 4 225
% within Time| 58.7% 36.4% 3.1% 1.8% 100.0%|
24:00-03:00 Count 36 39 8 3 86
% within Time| 41.9% 45.3% 9.3% 3.5% 100.0%
03:00+ Count 0 4 0 0 4
% within Time| 0.0% 100.0% 0.0% 0.0% 100.0%
Total Count 192 137 17 9 355
% within Time| 54.1% 38.6% 4.8% 2.5% 100.0%

Source: Authors’ research

The most usual time of alcohol consumption are nights (9 p.m. to 0a.m.),
while daytime alcohol consumption is quite rare (8 respondents, i.e. 2.2% of the
sample).

3.3. Discussion

Over half (54%) of respondents belong to the moderate alcohol
consumption type. The moderate type of alcohol consumption can be regarded as
lifestyle and doesn't include significant health or behaviour risks. It consists of
mostly females, who consume alcohol at different social gatherings. They are
mostly in the 24+ age group, at higher levels of studying and with higher
disposable income. To our opinion this segment doesn’t need to be addressed by
any social marketing activity, since their alcohol consumption behaviour is
accordant with typical Croatian lifestyle and is hard to expect it to change, at least
not by mostly short-term, time constrained social marketing activities. Altogether
140 respondents (38.6%) belongs to the group of hazardous alcohol consumption
type, which is associated with individuals who abuse alcohol without becoming
physically addicted, but their behaviour might harm them or others (driving,
increased aggressiveness, etc.). Davoren et al. (2015) research in Ireland
also indicates the extremely high prevalence of hazardous alcohol consumption
(66.4%) among university students. Medical research has found that this group
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can find it easy to quit with the right motivation (http://alcoholrehab.com/).
Because of this, to our opinion, this is the segment where the social marketing
activities can be most effective. Harmful alcohol consumption refers to people
who regularly overindulge in alcohol and usually find that it begins to negatively
impact their life (worse performance at work, decreased inhibitions, sexual
promiscuity, etc.) (http://alcoholrehab.com/). Altogether 18 (5%) of respondents
in this research belong to this alcohol consumption type. Alcohol dependency, or
alcoholism, is the most dangerous type of alcohol consumption. It means that the
person is physically or mentally addicted to alcohol. Such a person has a strong
need, or craving, to drink. There were 9 (2.5%) of respondents in this group.
People in this group can't quit or control their drinking, they have physical
reactions (feeling sick) when try to stop drinking and they give up other activities
to consume alcohol. Social marketing activities, to our opinion, will not be
effective for this group — it is probably only the medical treatment that might be
useful in this case.

Research results regarding significantly higher proportion of male
students involved in risky types of alcohol consumption correspond with other
research (for example, White and Hingson, 2014; MiloSevi¢ et al. 2015) on
university students. Previous research on high school adolescents in Croatia
(Kalebi¢ Maglica, Martinac Dor¢i¢, 2015) and students (Bouillet, 2014) also
found that more male respondents consume alcohol in dangerous types of
consumption (hazardous, harmful and alcohol dependency) than female. Results
concerning age and level of study are comparable — the higher the age and the
level of study, the less involvement in risky types of alcohol consumption. It
shows that leaving full time studies brings new responsibilities and that possibly
affects the alcohol consumption behaviour. Considering the disposable income
amount our results indicate that there is room for price policies concerning
alcoholic drinks and that price increase can positively impact the risky types of
alcohol consumption decrease. The results regarding the living circumstances
illustrate the strength of family lifestyle in Croatia that includes alcohol
consumption on regular basis, children inclusive. These findings correspond with
those of MiloSevi¢ et al. (2015) that the majority of students in Kosovo have
consumed alcohol for the first time at home, together with their parents. Although
there are no significant differences between different living environments and
type of alcohol consumption, our results illustrate the fact that alcohol
consumption is an issue of culture and lifestyle in Croatia and is accepted in both
families and in friends' circle. Results on typical company and timing of alcohol
consumption illustrate the typical student life in Croatia — weekend night out with
friends with inevitable alcohol consumption. However, this seems to be not
typical for Croatia only but universal, since the results are comparable to those of
research in South Africa (Du Preez, et al. 2016). Our research results indicate no
significant differences between students of different fields of study with respect
to type of alcohol consumption. This is contradictory to research in Ireland
(Davoren et al. 2015) which indicated that students studying social sciences (in
their case, Law and Business) were over twice as likely to report hazardous
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alcohol consumption as their peers studying STEM (in their case, Science and
Engineering). Also Milosevi¢ et al. (2015) research on Kosovo students shows
significant differences in alcohol consumption between students in the area of social
studies (economics) in STEM area (medicine).

As obtained research results indicate, the critical and major target group to aim
social marketing efforts are male students at undergraduate level, aged 23 or less that
live either with their parents or with fellow students in private accommodation (out of
campus). Since the major motivation for the risky alcohol consumption types are social
ones, we suggest that the major marketing efforts should be directed toward promotion
of different, alcohol-free, or responsible drinking lifestyles. Such an approach can be
directed toward the identified target group, but also toward other social stakeholders that
can impact students’ alcohol abuse behaviour change: parents, friends and “‘significant
others” of the target group. However, social marketing activities should be combined
with other types of measures that involve all three approaches: supply reduction, harm
reduction and demand reduction as Babor et al. (2003) research confirms the synergic
effectiveness of the combined activities. Equally important is that all alcohol
consumption policies should not be created only in the health sector, but expanded to
areas of education, social welfare, business sector, especially to those involved with
production and distribution of alcohol, as well as to civic organizations.

In terms of supply reduction, the major role should be played by government
but also by local authorities as well as university alcohol policies. Legal regulations on
national and local level may include limitations on time and place for alcohol
availability, and implementation and control of already existing regulation on age
limitations. For example, in Osijek local regulations forbid alcohol consumption in
public places like parks, streets etc. which has minimized the opportunity to buy cheaper
alcohol in store and consume it at less cost and control. Supply reduction can be
achieved through education and control of bars’ employees on recognition of drunken
behaviour indices and symptoms.

In terms of harm reduction the major role should be played by health sector in
terms of enabling counselling, prevention programs, timely treatment and rehabilitation.
In addition, education system should provide information about the potential risks and
ways of reducing them, which may impact on risky behaviours. Resnicow et al. (1999)
research has identified the inverse relation between perceived risk of harm and level of
substance use. An important role can be played by civic organizations through specific
local interventions. For example, in Osijek local Red Cross organizes weekend night’s
transportation service for young people in order to prevent drunk driving. The project
runs for several years now and is advertised and known as “sober driver”.

In terms of demand reduction, limitations on alcohol time and place
consumption, as well as pricing regulations might be effective since lower disposable
income does not limit the alcohol consumption. Although the research shows no
significant pattern of alcohol abuse on campus or university premises, zero tolerance
policies should be implemented. Due to the prevailing social motives for hazardous and
harmful alcohol consumption types it might be effective to work on modifying or
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correcting the misperceptions about alcohol consumption among students through
public relations campaigns of the state-of the-art: the fact that over 50% of students
consume alcohol moderately and do not involve in risky types of behaviour.
Furthermore, organization and promotion of different university/campus projects and
activities that include no alcohol consumption may be implemented.

4. CONCLUSIONS

Youth alcohol abuse is a significant problem not only from health, but
also from social perspective. By identifying risk factors and correlating warning
signs of alcohol abuse among students it may be possible to provide more
effective social marketing strategies in both prevention and intervention. This
research has identified basic motivations and behaviour patterns of university
students toward alcohol consumption and significant differences between those
who practice responsible alcohol consumption and those whose alcohol
consumption can be identified as socially undesirable and risky. Upon these
results possible social marketing programs and activities for prevention and
intervention were suggested. Although no significant “bad” results in terms of
alcohol abuse were found, findings indicate that alcohol consumption is a life-
style pattern very common among university students in Croatia. Therefore we
might argue that only alcohol consumption which causes risky behaviour in terms
of drinking and driving, irresponsible sexual behaviour, violence and similar
needs to be treated through social marketing activities. These activities should be
combined by different social actors and institutions to provide synergy effects. To
our opinion, the major challenge in this context would be promotion of different
alcohol-free, or at least moderate alcohol consumption lifestyles as socially
acceptable behaviour on campus but also in society as a whole.

The major limitation of this study is that it was performed at one
university only. Therefore, respondents in this research are not representative for
the whole country. Had other universities been involved, different results might
have been obtained. Thus, the results of this study can only be taken as indicative.
The second limitation might be ascribed to the topic sensitivity. Although
research provides anonymity, we expect that not all answers are completely
sincere, particularly in case of students involved in more risky types of behaviour.
Taking into account the limitations of this study, we suggest further research to
be aimed at national and international level on the topic and comparisons and
usage of other research techniques (focus group interviews) to assure openness
and sincerity of respondents. Another area of research also came across as
possible upgrade of this study — a research of students’ perceptions and attitudes
towards existing social marketing campaigns as well as towards social marketing
as a general response in solving alcohol abuse problem.

96



EKON. MISAO I PRAKSA DBK. GOD XXVII. (2018.) BR. 1. (77-101) M. Leko Simié, S. Turjak: CROATIAN STUDENTS...

REFERENCES

Abatemarco, D. J. et al. (2004). Project Northland in Croatia: A
community-based adolescent alcohol prevention intervention, Journal of Drug
Education Vol. 34, No. 2, pp. 167-78.

Abatemarco, D. J., et al. (2008). Project Northland in Croatia: Results
and Lessons Learned, Journal of Drug Education Vol. 38, No. 1, pp. 55-70.

Anderson, P. et al. (2009). Impact of alcohol advertising and media
exposure on adolescent alcohol use: a systematic review of longitudinal studies,
Alcohol and alcoholism, Vol. 44, No. 3, pp. 229-243.

Arambasi¢, V., et al. (2015). Ucestalost konzumacije alkohola medu
studentima Sveucilista u Osijeku, te njezina moguca povezanost sa stradavanjem
studenata u prometnim nesreCama. Medica Jadertina, Vol. 44, No. 3-4, pp. 131-137.

Babor, T. F. et al. (2001). The Alcohol Use Disorders Identification
Test: Guidelines for wuse in primary care. [Online]. Available at:
http://whqlibdoc.who.int/hq/2001/who_msd _msb_01.6a.pdf (12.2.2017.)

Babor, T. et al. (2003). Alcohol: no ordinary commodity—a consumer’s
guide to public policy. Alcohol: no ordinary commodity-a consumer's guide to
Public Policy.

Britton, P. C. (2004). The relation of coping strategies to alcohol
cosumption and alcohol-related consequences in a college sample, Addiction
Research and Theory, Vol. 12, No. 2, pp. 103-114

Bouillet, D. (2014). Rizi¢na ponasanja studenata, in: Socioloski portret
hrvatskih studenata, 1liSin, V. (ed.), Zagreb :Institut za drustvena istrazivanja,
399-420

Brummete, J. (2015). Merging public relations with health
communication in the context of university alcohol consumption, Health
Marketing Quarterly, Vol. 32, pp. 65-80.

Chaloupka, F. J., Wechsler, H. (1996). Binge drinking in college: The
impact of price, availability, and alcohol control policies, Contemporary
economic policy, Vol. 14, No. 4, pp. 112-124.

Cox, M., Klinger, E. (1988). A motivational model of alcohol use,
Journal of Abnormal Psychology, Vol. 97, pp. 168-180

Dantzer, C. et al. (2006). International study of heavy drinking: attitudes
and socio-demographic factors in university students, Journal of American
College Health, Vol. 55, No. 2, pp. 83-89

Davoren, M. P. et al. (2015). Hazardous alcohol consumption among
university students in Ireland: a cross-sectional study, BM.J Open, Vol. 5, No.1.

97



EKON. MISAO I PRAKSA DBK. GOD XXVII. (2018.) BR. 1. (77-101) M. Leko Simié, S. Turjak: CROATIAN STUDENTS...

DeBruijn, A. et al. (2016). Exposure to Online Alcohol Marketing and
Adolescents’ Drinking: A Cross-sectional Study in Four European Countries,
Alcohol and Alcoholism, Vol. 51, No 5, pp.615-621

Delong, W. et al. (2006).A Multisite Randomized Trial of Social Norms
Marketing Campaigns to Reduce College Student Drinking, Journal of Studies on
Alcohol, Vol. 67, No. 6, pp. 868-879

Dimeff, L.A. et al. (1999).Brief Alcohol: Screening and Intervention for
College Students. New York: Guilford Press

Du Preez, R., et. al.(2016). Why students drink: A study of South
African university students' drinking behavior, South African Journal of Higher
Education, Vol. 30, No. 2 pp.73-93

ESPAD (2011). The 2011 ESPAD report: Substance use among students
in 36  European countries. Available at: http://www.espad.
org/Uploads/ESPAD reports/2011/The 2011 _ESPAD Report FULL 2012 10 _
29.pdf (18.3.2017.)

Fleming, K., et al. (2004). Alcohol Advertising Exposure and
Perceptions: Links with Alcohol Expectancies and Intentions to Drink or
Drinking in Underage Youth and Young Adults, Journal of Health
Communication, Vol. 9, No. 1, pp. 3-29.

Foxcroft, D. R., et al. (2015). Social norms information for alcohol
misuse in university and college students. Cochrane Database of Systematic
Reviews 2015, Issue 1. Art. No.: CD006748.

French, J. (2009). The nature, development and contribution of social
marketing to public health practice since 2004 in England, Perspectives on Public
Health, Vol. 129, No.6, pp. 262-267

Glassman, T. J., et al. (2010). Preventing high-risk drinking among
college students: a social marketing case study. Social Marketing Quarterly, Vol.
16, No 4, pp. 92-110.

Godinho, J. (2005).HIV/AIDS in the Western Balkans: priorities for
early prevention in a high-risk environment, No. 68, World Bank Publications.

Gomberg, L. et al. (2001). Evaluation of a social norms marketing
campaign to reduce high-risk drinking at the University of Mississippi. The
American journal of drug and alcohol abuse, Vol. 27, No. 2, pp. 375-389.

Hurtz, S. Q. et al. (2007). The relationship between exposure to alcohol
advertising in stores, owning alcohol promotional items, and adolescent alcohol
use, Alcohol and Alcoholism, Vol. 42, No. 2, pp. 143-149.

Hudolin V. (1987). Ovisnost mladih o alkoholu i drogi, Bogoslovska
smotra, Vol; 56, pp. 285-307.

98



EKON. MISAO I PRAKSA DBK. GOD XXVII. (2018.) BR. 1. (77-101) M. Leko Simié, S. Turjak: CROATIAN STUDENTS...

Jaki¢, M. et al. (2003). Effect of the war and postwar events on risk
behavior in middle-school students. Lijecnicki Vjesnik, pp. 125:301

Janssen, M. J. et al. (2013). Effectiveness of alcohol prevention
interventions based on the principles of social marketing: a systematic review,
Substance Abuse Treatment Prevention and Policy, Vol. 8, No. 1, pp. 18

Jernigan, D. et al. (2017). Alcohol marketing and youth alcohol
consumption: a systematic review of longitudinal studies published since
2008. Addiction, Vol. 112, pp. 7-20.

Kalebi¢ Maglica, B., &Martinac Dor¢i¢, T. (2015). Osobine li¢nosti i
socijalni factor i kao odrednice konzumacije cigareta i alkohola kod adolescenata,
Drustvena istrazivanja, Vol. 24, No. 2, pp. 197-217.

Kotler, P., Roberto, E. L. (1989). Social marketing strategies for
changing public behavior, NY: Free Press

Lackovi¢, J. (2005). Zasto su droge zlo: objektivne medicinske
informacije u prevenciji ovisnosti. U: Zbornik radova: Borba protiv ovisnosti —
borba za zdravu obitelj, Zagreb: Vlada Republike Hrvatske — Ured za suzbijanje
zlouporabe opojnih droga: pp. 76-92.

Larimer, M. (2013). Preventing alcohol abuse in college students: A
harm-reduction approach, in: Alcohol problems among adolescents: Current
directions in prevention research,Boyd, Gm, Howard, J. and Zucker, R.A, (eds).
Lawrence Erlbaum Associates Inc., Hillsdale, NJ

Milosevic J. et al. (2014). Ucestalost kori§¢enja i stavovi o konzumiranju
alkohola u studentskoj populaciji, Praxis Medica Vol. 43, No. 2, pp. 31-36.

Miskulin, M. et al. (2010). Alcohol abuse among university students,
Coll. Antropol. Vol. 34, No. 4, pp. 1315-1322.

National Strategy for Prevention of Adversely Usage of Alcohol and
Alcohol Induced Disorders for the Period 2011 — 2016, Zagreb: Vlada Republike
Hrvatske — Ured za suzbijanje zlouporabe opojnih droga

Resnicow, K. et al. (1999). Correlates of occasional cigarette and
marijuana use: Are teens harm reducing? Addictive Behavior Vol.24, pp. 251-66.

Rothschild, M. (1999), “Carrots, Sticks, and Promises: A conceptual
framework for the management of public health and social issue behaviours”,
Journal of Marketing, Vol. 63, No. 4, pp. 24-37.

Smith, L. A., & Foxcroft, D. R. (2009). The effect of alcohol
advertising, marketing and portrayal on drinking behaviour in young people:
systematic review of prospective cohort studies. BMC Public Health, Vol. 9,
No.1, pp. 51.

99



EKON. MISAO I PRAKSA DBK. GOD XXVII. (2018.) BR. 1. (77-101) M. Leko Simié, S. Turjak: CROATIAN STUDENTS...

Snowdon, C. (2017). Nanny State Index 2017. Available at:
http://nannystateindex.org/wp-content/uploads/2017/05/NSI-Full-no-back-pages.
pdf (12.2.2018.)

Snyder, L. B. et al. (2006). Effects of alcohol advertising exposure on
drinking among youth, Archives of Pediatrics & Adolescent Medicine, Vol. 160,
pp.18-24

Stautz, K. et al. (2017). Impact of alcohol-promoting and alcohol-
warning advertisements on alcohol consumption, affect, and implicit cognition in
heavy-drinking young adults: A laboratory-based randomized controlled trial.
British Journal of Health Psychology, Vol. 22, pp. 128-150

Varvil-Weld L. et al. (2013). Are certain college students prone to
experiencing excessive alcohol-related consequences? Predicting membership in
a high-risk subgroup using pre-college profiles, Journal of Studies on Alcohol
and Drugs, Vol.74, No. 4, pp. 542-551.

Vicary, J. R. & Karshin, C. M. (2002). College alcohol abuse: A review
of the problems, issues, and prevention approaches. Journal of Primary
Prevention, Vol. 22, No. 3, pp. 299-331.

Walters S. T. et al. (2000). Reducing alcohol use in college students: a
controlled trial of two brief interventions. Journal of Drug Education, Vol. 30,
No. 3, pp. 361-72

Wechsler, H. et al. (2004). Colleges respond to student binge drinking:
Reducing student demand or limiting access. Journal of American College
Health, Vol. 52, No.4, pp. 159-168.

White, A., Hingson, R. (2014). The burden of alcohol use: Excessive
alcohol consumption and related consequences among college students. Alcohol
research:  current reviews, Vol. 35, No. 2, available online:
https://pubs.niaaa.nih.gov/publications/arcr352/201-218.htm

WHO:http://www.euro.who.int/__data/assets/pdf file/0006/160692/Cro
atia-alcohol-profile.pdf (11.2.2017.)

Zorici¢, Z. Problemi povezani s pijenjem alkohola u mladih ljudi u
Republici Hrvatskoj, available online: http://www.hskla.ht/ OvisnostOalko
holu/problemiS_pijenjem.htm (11.2.2017.)

www.iard.org/resource/social-marketing-harmful-drinking(1.4.2017.)

https://www.google.hr/search?q=WHO+alcohol+consumption++report+
croatia&sa=N&biw=1024&bih=662&tbm=isch&source=iu&ictx=1&fir=6wsHX
_183KnMgM%253A%252C93shnjyvUEK7CM%252C &usg=  ckuoz9LDjyP2
DUcGWDBZ0sW-UY 0%3D&ved=0ahUKEwiHn8bQhcnZAhWIJIAKHXIjArc
4ChD1 AQhVMA o#timgre=6wsHX 183KnMgM (12.2.2018)

www.unios.hr (12.2.2018)

100



EKON. MISAO I PRAKSA DBK. GOD XXVII. (2018.) BR. 1. (77-101) M. Leko Simié, S. Turjak: CROATIAN STUDENTS...

Mirna Leko Simi¢
Faculty of Economics in Osijek

Croatia
E-mail: lekom@efos.hr

Sofija Turjak
Faculty of Economics in Osijek

Croatia
E-mail: turjak@efos.hr

HRVATSKI STUDENTI I KONZUMACIJA
ALKOHOLA — IMPLIKACIJE ZA DRUSTVENI
MARKETING

Saietak

Drustveni marketing kao disciplina koja promovira proizvode, usluge i ideje
usmjerene na dragovoljnu promjenu ponasanja mozZe se implementirati i pri
rjesavanju problema zlouporabe alkohola. Izvjes¢e Svjetske zdravstvene
organizacije (WHO, 2014.) vezano uz zlouporabu alkohola svrstava Hrvatsku na
visoko cetvrto mjesto s godisnjom konzumacijom alkohola od 15.1 litre per
capita. S ciljem razvoja marketinskih programa vezanih uz smanjenje zlouporabe
alkohola u mladih ljudi, nuzno je analizirati postojece ponaSanje, motivaciju i
stavove o konzumaciji alkohola, a sto je glavni cilj ovom istrazivanju. Uzorak od
ukupno 379 studenata jednog hrvatskog sveucilista sudjelovao je u istraZivanju.
Koristena su tri mjerna instrumenta: AUDIT skala, mjerenje motivacije i
demografski upitnik. Vecina sudionika u istraZivanju (54 %) pripada skupini koja
odgovorno konzumira alkohol. Najznacajniji motivi za konzumaciju alkohola su
socijalni, odnosno vezani su uz ostvarivanje drustvene potvrde i prihvacenosti.
Najcesée konzumirana vrsta alkohola kod kucée je vino i pivo, a vani Zestoka pica.
Vecina ispitanika konzumira alkohol vani tijekom nocnih izlazaka vikendom.
Kriticni segment na koji bi trebalo usmjeriti napore drustvenog marketinga su
muski studenti preddiplomske razine, starosti 23 godine ili manje koji Zive s
roditeljima ili u privatnom smjestaju. Glavni marketinski napori trebali bi biti
usmjereni na promoviranje zivotnog stila koji ne ukljucuje alkohol ili promovira
odgovornu konzumaciju alkohola.

Kljucne rijeci: studenti, zlouporaba alkohola, drustveni marketing, Hrvatska.
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Abstract

The paper explores the co-creation of the tourist experience with travel professionals
and its impact on improving quality of life through satisfaction with the general trip
experience. Hence, it adds to the existing body of literature by emphasizing the role of
experience marketing in co-creating the tourist experience and its contribution to the
quality of life. The paper builds on previous research concerning the concepts of tourist
experience co-creation (Mathis, 2013) and quality of life (Neal, Uysal & Sirgy, 2007). A
survey was conducted on a convenience sample of 422 Croatian residents, who had
travelled at least once in the year prior to the study. The hypotheses were empirically
tested and validated by implementing partial least square structural equation modelling
(PLS-SEM). Findings indicate that the co-creation of tourist experiences does influence
satisfaction with the general trip experience, which, in turn, impacts the perceived
quality of life. The paper also provides implications for travel professionals on how to
improve their offer by using the postulates of experience marketing.

Keywords: Co-creation, tourist experience, quality of life, experience marketing
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1. INTRODUCTION

Co-creating value in tourism refers to the participation of tourists in the
experience co-creation process. The tourist experience is a vital element of any tourist
travel and the direct result of the consumption of tourism products. Due to the mostly
service-oriented and intangible nature of tourism, products/services in tourism are
always experiential (Williams, 2006).

Tourist experience co-creation implies experiences that are actively shaped
through the collaboration of tourists and a company. By intensifying the collaboration
between tourists and the company, a higher level of interaction and consumer-
orientation can be reached, resulting in a higher level of value created (Neuhofer,
Bubhalis, & Ladkin, 2013). In addition to creating added value for visitors and hosts,
experience co-creation also helps to enhance the authenticity and distinctiveness of a
destination (Binkhorst & Den Dekker, 2009). Previous research has also shown that
the co-creation of the tourist experience of a destination has a positive effect on
satisfaction with the tourist experience (Prebensen, Kim & Uysal, 2015).

Numerous studies have confirmed the role of tourism in improving the
quality of life of tourists (Kim, Woo & Uysal, 2015; Moscardo, 2009; Neal, Uysal &
Sirgy, 2007; Neal, Sirgy & Uysal, 2004, Loncari¢, Loncari¢ & Markovi¢, 2015).
However, the role of tourist experience co-creation in the perceived quality of
life/subjective well-being and satisfaction of tourists has been poorly researched in the
literature. Mathis et al. (2016) claim that experience co-creation has a positive effect
on the travel experience and on loyalty to the service providers and that travel
satisfaction has a positive effect on overall life satisfaction. Yet, there is a lack of
empirical studies proving the positive effect of tourist experience co-creation on
perceived quality of life. This paper seeks to fill this gap in research and to examine
the role of satisfaction with the overall travel experience as a mediator variable
between the co-creation experience and quality of life. Also, this paper highlights the
importance of experience marketing as a solution for creating memorable tourist
experiences.

The paper is structured as follows. After the introduction, the second section
of the paper focuses on the theoretical background of tourist experience co-creation,
quality of life and experience marketing. This is followed by hypotheses development
and model specification. The fourth section explains the methods used and presents
results, and the last section discusses the findings, contributions and limitations of the
study, together with managerial implications.

2. THEORETICAL BACKGROUND
2.1.  Co-creation of tourist experience and the role of marketing

The search for experiences is something that is inherent to all interactions
between tourists and tourist service providers. This search is guided by the desire to be
involved in the creation of memorable tourist experiences (Kim, Ritchie & McCormick,
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2012). These experiences are grouped into seven areas: hedonism, refreshment, local
culture, meaningfulness, knowledge, involvement and novelty. Tourists seek not only to
consume their vacation or trip but also to take something from it, in the form of an
experience. This is all the more true given the contemporary shift from service-oriented
to experience-oriented encounters (Pine & Gilmore, 1998).

Verbauskiene and Griesiene (2014), in their analysis of experience types,
suggest that the experience of each person is individual, subjective and constantly
changes the parts of a human life; it depends on the time factor, the phase of buying and
the level of experience a customer is at (pre-experience, experience, post-experience) as
well as on other factors: customer characteristics or stimuli, which are targeted by
service providers, confrontations with a company or interaction with other customers.
From the customer perspective, there are four realms of consumption experience (the
4Es): entertainment, educational, escapist and aesthetic (Pine & Gimore, 1998), and the
experience level is significantly correlated with happiness and, importantly, with
perceived quality of life (Schmitt, 2010).Interestingly, entertainment is very important
for life quality, whereas buying goods is the least important for both happiness and life
quality (Schmitt, 2010). So, when a consumer experiences something as being
important, this forms his/her life situations (Same, 2012).

In an era of overwhelming information, tourists may be confused in their
decision-making when choosing a tourism service provider or a destination to Vvisit.
Although consumers today have the opportunity to choose from a wide selection of
products and services, they may still be dissatisfied if there is a lack of products or
services that could enrich them with valuable experiences. As value shifts to
experiences, the market is becoming a forum for conversation and interactions between
consumers, consumer communities and firms (Prahalad & Ramaswamy, 2004). The
idea of experience-secking customers was first introduced by Hirschman and Holbrook
(1982), and it popularized experience marketing in theory and practice. The main focus
of experience marketing is on the customer as well as on experience co-creation (Same,
2012).

According to Same and Larimo (2012), experience marketing is the strategic
customer-centric marketing of relevant experiences that take into account the affective,
cognitive and conative perspectives of the consumption experience, so the key concepts
of experience marketing are: offering or stimulus, interaction between the customer and
company, experience and value co-creation, and value to customers, company and
society. Experience marketing efforts is seen as one of the ways of motivating tourists to
visit a specific destination, as tourists are ready to spend more on products and events
that will provide them with different memorable, i.e. extraordinary, experiences
(Schmitt, 2010).Experience marketing is approached as a form of customer-focused
marketing activity that creates a relationship with customers, using: 1) experiential
value, 2) different types of experiences, 3) the distinction between ordinary and
extraordinary experiences, and 4) experience touch points (Schmitt, 2010). Experience
marketing is based on the experience economy theory of Pine and Gilmore (1998), who
claimed that experiences are a distinct economic offering, alongside commaodities, goods
and services. Firms provide experiences in which consumers can participate actively or
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passively (Tynan & McKechnie, 2009), so the customer creates his/her own experiences
with the help of different tools provided by the company (Same, 2012).

Experiences have value for tourists, rather than the vacation or trip per se.
Accordingly, the principles of service-dominant logic (S-D logic) need to be applied in
tourism, as S-D logic is based on the idea that consumers have an active role in creating
value (Vargo & Lusch, 2004) and that they act as value co-creators in the process of
creating experiences. Tourists are engaged and involved in process of creating
experiences as they act as value co-creators (Chathoth et al. 2013).Therefore,
experiences are created through the interaction of service providers(travel professionals)
and tourists who collaborate with them to create a memorable trip experience (Kim
2010). In context of this paper, the tourist experience is considered as an individual
perception generated in the context of interactions and resource integration in a tourism
context (Bjork & Sfandla, 2009 in Mathis et al. 2016, p. 63).

Interactions and resource integration areas sociated with the co-creation
process. When tourists and travel professionals collaborate in defining and designing the
tourist experience, a value co-creation process is taking place (Prahald & Ramaswamy,
2004; Prebensen & Foss, 2011). Collaboration in creating experiences should be
approached from the perspective of the individual tourist who is engaged with an event
on an emotional, physical, spiritual or intellectual level (Pine & Gilmore, 1998). This
implies that the tourist experience is subjective, related to individuals involved in this
process of co-creation and to settings where experiences take place (Jennings, 2006 in
Quinlan Cutler & Carmichael, 2010).

Moreover, tourist travel can enrich someone’s everyday life as it involves new
experiences (Neal et al. 2007)in visiting specific destination and experiencing
destination offer like culture, history, gastronomy or natural landscapes. Experience
marketing through enriching sensory, affective, creative, cognitive and physical tourist
experiences (Schmitt, 1999) also enhances tourist satisfaction with visiting specific
destination. Hence, travel satisfaction originates from different experiences in tourist
destination and from co-creating and collaborating in organization of tourist travel.

Different processes take place behind value and experience co-creation on the
tourist market. Grissemann and Stokburger-Sauer (2012) summarise them as processes
related to cooperation between travel professionals and tourists in designing a travel
experience, processes related to designing a unique experience for tourists, and
processes related to sharing travel experiences via online platforms. Furthermore, this
experience co-creation process underlines tourists as co-producers of services (Shaw et
al., 2011).

2.2, Quality of life

The concept of quality of life has been in the focus of numerous
researchers for a long time. It is a multidimensional construct (Da Rocha et al.
2012), which can be observed from different perspectives. It can be analysed at
the micro and macro level (Kirpalani, 1987, p. 205). At the macro level, we are
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talking about the quality of life in a society that is determined by many factors
from the environment. Quality of life at the micro level refers to the perception of
the individual. In the same social, political and cultural environment, two
different people will experience life and its quality in different ways (Kirpalani,
1987, p. 205). Thus, the World Health Organization defines the quality of life as
"an individual’s perception of their position in life in the context of the culture
and value systems in which they live, and in relation to their goals, expectations,
standards and concerns"(WHOQOL Group, 1995).

Instead of quality of life, other terms such as life satisfaction and well-
being are often used in the literature, although there are not synonymous. Life
satisfaction refers to the degree to which a person positively evaluates the overall
quality of life as a whole (Veenhoven, 1996). It is part of the broader concept of
subjective well-being, which includes life satisfaction as a cognitive component,
along with positive and negative feelings as affective components. This involves
judging the fulfilment of one's needs, goals and desires (Sirgy, 2012, p. 13).

In previous studies, researchers have identified different life domains in
which quality of life is achieved (Andrews & Withey 1976; Campbell, Converse
& Rodgers 1976; Cummins, 1996). It has been established that leisure time has a
positive and significant impact on subjective quality of life, i.e. on general life
satisfaction (Andrews & Withey, 1976; Campbell, Converse & Rodgers, 1976;
Eusebio & Carneiro, 2014). The influence of vacationing, as a component of
leisure time, has also been investigated by a number of authors (Dolnicar et al.,
2012;Genc, 2012; Sirgy, Kruger, Lee& Yu, 2011).Also, numerous studies have
confirmed the role of tourism in improving the quality of life of tourists (Kim,
Woo& Uysal, 2015; Moscardo, 2009; Neal, Uysal& Sirgy, 2007; Neal, Sirgy &
Uysal, 2004). The general conclusion is that tourist trips are an essential form of
leisure time that has an impact on quality of life and life satisfaction.

Considering the above-mentioned, the current study explores the co-
creation of the tourist experience with travel professionals and its impact on
improving quality of life with the aim to highlight the importance of experience
marketing in tourism.

3. HYPOTHESES DEVELOPMENT AND MODEL
SPECIFICATION

The main purpose of this paper is to explain the relationships between
three main concepts: tourist experience co-creation, satisfaction with general trip
experience and perceived quality of life. In the following section, relationships
among the mainconcepts of this study are hypothesizedand a conceptual model is
developed.

If tourists find the results of the co-creation process to be satisfying, i.e.
when travel arrangements cause them to be satisfied with travel, they are also
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more likely to be satisfied with the whole trip experience. Bendapudi and Leone
(2003) argue that customer, i.e. tourist, participation in the co-creation process
has an influence on satisfaction with the organization or person with whom
customers are collaborating. When it comes to the tourist experience, Mathis et
al. (2016) proved that satisfaction with co-creation of an experiencecan contribute
to satisfaction with the vacation experience. Hence, we propose that: The degree
of tourist experience co-creation is positively related to satisfaction with the
general trip experience (H,).

Previous research shows that, for many people in developed areas, time
spent on leisure and tourism has become an essential part of their quality of life
(Binkhorst & Den Dekker, 2009). Citing Richards (1999, p. 190), they state that
the desire for more leisure and tourism consumption reflects the shift in the focus
of consumption away from physical goods toward services and experiences,
which means that quality of life is increasingly judgedin terms of access to those
experiences. Further, Kim et al. (2015) revealed that satisfaction with travel
experience isa significant predictor of quality of life. Therefore, we propose that:
Satisfaction with the general trip experience is positively related to a
traveler sperceived quality of life (H,).

Further to the above hypotheses, we propose a conceptual model as seen
in Figure 1.

H, SATISFACTION Hy
TOURIST WITH QUALITY OF
EXPERIENCE > GENERAL TRIP ' LIFE
CO-CREATION EXPERIENCE

Figure 1. The conceptual model of this study

Source: Authors

Empirical research was conducted to test the formulated hypotheses and
is explained in the following section.

4. METHODS

4.1. Sample and data collection process

A paper-and-pencil questionnaire was designed using previously
established scales. Research was conducted from October 2014 to January 2015
in Croatia. A purposive sample was used. Initial number of questionnaires was
600. Questionnaires were distributed in two statistical regions according to the
National Classification of Territorial Units for Statistics (NN 96/2012), 300 of
them in the continental and 300 in the coastal part of Croatia. Thus, the survey
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covered all Croatian counties and the capital of Zagreb. A total of 525
questionnaires were gathered, of which 513 were properly filled out (284 in
continental, 224 in the coastal part of the country and five of them missed this
information). A filter question was used to distinguish between tourists who had
and had not travelled in the year prior tostudy and whose trip included
collaboration with travel professionals. At the end, data analysis is based on a
sample of 422 questionnaires, accounting for 80.38% of the -collected
questionnaires.

4.2. Measures

The measurement scales were taken from the existing literature. The
degree of co-creation was measured using five statements taken from a study by
Mathis (2013) and referring to the collaboration of respondents with a travel
professional. Three statements borrowed from Neal et al. (2007) were used to
measure the respondents’ satisfaction with the general trip experience.
Furthermore, three statements that measure the travellers’ quality of life were
taken from Mathis et al. (2016).All scales used five-point, Likert scale anchored
at 1 "strongly disagree" and 5 "strongly agree".

4.3. Data analysis

The descriptive statistics and reliability analysis of the collected data were
performed using SPSS version 23.0. We assessed the demographic profile of the sample
and the internal consistency of the constructs. The hypotheses formulated were tested
using the Partial Least Squares Structural Equations Modelling (PLS-SEM) method.
Since PLS-Path Modelling has been described as an important research tool in social
sciences, especially for satisfaction studies (Mateos-Aparicio, 2011), we assessed the
method as being applicable to this study.

5. RESULTS

5.1. Sample characteristics

The average respondent in the sample is a female (62.8%), aged 21-25
(36.5%), with higher education qualifications (48.6%) or secondary school
qualifications (48.1%) and comes from Primorje-Gorski Kotar County (23.5%).
The demographic profile of respondents is provided in Table 1.
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Table 1

Demographic profile of respondents (n=422)
Characteristics %
Gender
Female 62.8
Male 37.2
Age
18-20 6.4
21-25 36.5
26 —30 19.0
31-35 9.7
3640 3.8
41 and more 24.6
Level of education
Primary school 1.9
Secondary school 48.1
Higher education 48.6
MSc and PhD 1.4
County
Zagreb 12.6
Krapina-Zagorje 4.1
Sisak-Moslavina 1.0
Karlovac 2.1
Varazdin 4.5
Koprivnica-Krizevci 0.4
Bjelovar-Bilogora 1.0
Virovitica-Podravina 0.2
Pozega-Slavonia 3.1
Brod-Posavina 1.0
Osijek-Baranja 5.5
Vukovar-Srijem 2.3
Medimurje 6.4
The City of Zagreb 11.3
Primorje-GorskiKotar 23.5
Lika-Senj 1.6
Zadar 2.7
Sibenik-Knin 1.6
Split-Dalmatia 1.6
Istra 6.6
Dubrovnik-Neretva 5.7
Unknown 1.2

Source: Research results

Also, the respondent profile was analyzed with regard to travel behavior (Table 2).
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Table 2

Travel behaviour of respondents (n=422)
Description %
Travel duration
2 days 16.6
3-7 days 57.3
8 or more days 25.1
Unknown 0.9
Type of travel
City travel in Croatia 133
City travel abroad 26.1
Touring vacation 18.5
Outdoors vacation 3.8
Sun and sea vacation 16.6
Skiing and winter vacations 2.8
Cruise 0.9
Visiting friends and relatives 8.1
Business travel 4.7
Other 4.3
Unknown 0.9
Accompanying person
Alone 7.6
Family 21.6
Partner 31.0
Friends 24.4
Organized group (tour, church, school, etc.) 13.5
Other 0.7
Unknown 1.2
Organization of travel
Independent travel 524
Through a travel agency 30.3
Independent travel with some services provided by a travel agency 16.6
Unknown 0.7
Travel professional with whom cooperation has been established before or during travel
Travel agent 17.3
Tour guide 13.0
Hotel staff 23.5
The accommodation owner 38.2
Other 8.1

Source: Research results

It is evident that the duration of travel for most of the respondents was from
three to seven days (57.3%). Travel largely involved city travel abroad (26.1%) and
touring vacations (18.5%). The respondents mostly travelled with a partner (31%),
friends (24.4%) or family members (21.6%). More than half of the respondents were
independent travelers (52.4%) who cooperated directly with the accommodation facility

owner before or during travel (38.2%).
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5.2. Measurement model

An evaluation of PLS-SEM results started with verification of the
measurement model. As the measurement model has three constructs with
reflective indicators, the evaluation comprises internal consistency, indicator
reliability, and convergent and discriminant validity testing (Hair et al., 2014).
PLS-SEM results for the measurement model are presented in Table 3.

PLS results for the measurement model

Table 3

Constructs

Variable

Item

;\'*

CR

AVE

THE DEGREE OF
TOURIST
EXPERIENCE
CO-CREATION

cocrl

Working alongside a travel
professional allowed me to
have greater social
interaction, which I enjoyed.

0.810

cocr2

I felt comfortable working
with a travel professional
during this activity.

0.846
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