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1.UVvOD

1.1 3UREOHP LVWUDALYDQMD

U mnogim razvijenim zemljambQWHUQHW MH SULKYDUHQ NDR YDAaDQ PHG!
proizvoda s 2daVDWQRP UDVSRORALY RV W.LOrlinéKupbRimd RePdaBak SugL Y HQ R\
]DVWXSOMHQLMD PHyX SRWUR & ipad Rradidbhans! kipnjd/ kupedh W D =D
SUHNR LQWHUQHWD SRWURADpPLPD RPRJXUDYD LJUDYQX XVS
YHUL L]JERU L MHGQRQDOD@R@WXINHUQHWX ,SDN UD]JOLNH X
potrRa&DpD SRVWRMH V RE]JLURP QD YUVWH SURL$YVIREBDN MRMH VH
VSHFLILPQRVWL PRGQH LQGXVWULMH SRWUHEQR MH XWYUG
SRWUR aanprie kgovae modnih proizvodas odnosu na ostalaste proizvoda9DaQR MH
XWYUGLWL L GHWHUPLQDQWH NRMH XWMHpX QD PRWLYDFLM X
O D Wraweriti DXWH QW LipgQv¥ WSRWEYRHADpEGDOMH VXRpDYDMA VD QHJ
kupovineDUXaWYHQEFDPDNWAHPDMX YHOLNX XORJX X RJODADYDQM
i kreiranja pozitivnog efekta n® G O X N H SR dddirétréiamBvedenpredmet ovog rada je
LVSLWDWIQDOQDDWUJIRYLQH L L]GYRMLWW MHDEIVKY R&Q RIG I XHNOHH

modnih proizvoda.

1.2 Ciljevi rada

Glavni dlj ovog rada je analizirati iREUD]J]ORALWL VSHFLILPQRVWL SURFH
SRQD&AaDQMH SRWUR&a&DpPpD X PRGQRM LQGXVWULML (PSLULM
interpretrati dobivene podatke  Q D p@dM&XWUJRYLQD QD SURFHV GRQR&AHQMI
PRGQRM LQGXVWULML WH SRVOMHGLPQR GHILQLUDWL RVQR

industriji.

1.3 Metode rada

U teorijskom dijelu rda, temellemSURXp DS R QW BRdEtUieHREUDGLW UH VH GR\
VHNXQGDUQL SRGDWFL NRML indukeid, deQuitiie UshdlitedhicdeD WL PHWF
enpirijskom dijelu radaSULNXSLWL UGH VH SULPDUQL SRGDWFL WHKQLN



]DWLP VWRBMWIVGUWNLNRULAWHQMHP VRIWYHUYVNddbivehWDW LV W

rezultati.

1.4 Struktura rada

Rad je podijeljen u pet dijelova.

Uvodni dio opisuje problem i SUHGPHW LVWUDAaPHIMNWRGIH RROIMHYH WHH NF
tHRULMVNRP L HPSLUL M \éthRrUGjLKkatdlOpregieti@dd. X p XM X G L

Drugi dio oEUDYRWIIRYH L pLPEHQLNH SRQD®DQ@ldvanjeSIRameRiaDpD W
online kupovine Zatim slijederazvoji obiilMHaAMD RQOLQH WUJRYLQddIineVH XVSF
kupovine SUHPD VYLK SHW ID]D PRGHOD .GNuaQkRifiHQdhdja R&c O X N H
razmatraju pozitivnii negativnp LPEHQLFL NRML XWMHpPpX QD NXSQMX

7UHUOL GLR oW Katidg yragrdadvijesti modne industrije utjecaju brze modeaswne
SURL]YRGQMH L N WkdiildetedminaRNVRMH X WitiidapijM SORDV U R@isup D
VH L XWMHFDM SR]QDWLK EQ B @GGRRM A H QWK RV OKQIHKRPNKE D M L

U YyYHWYU¥WdhosiGe RD HPSLULMNRH LR WNIRIVA LAWENWiQaZ X kRGO Q H
PRGQLK SURL]JYRGD WH VH REUDYyXMX L LQWHUSUHWLUDMX C
posliednjem dijelu radse L]QRVL ]DANQBDMYDEQLMLP HOHPHQWLPD GREI
razmatrajuP RJX 0D RJUDWQAL P BIRIMIDSQUMMHGOR]L ]D EXGXUD

Na kraju rada sealazipopis literature VDAaHVWDNOR]L N RriMdtnidupit@itv X p X M X



2.321%$4%1-( 32752&3YONLINE KUPOVINI

21. 2SUHQLWR R SRQD&abQMX SRWURA&DpPD

SRQDaADQMH SRWUR aD p Dpribavljdn{a L kbBzuvhiianih pieizGdR Eshkiyaeja

RG SRWURAaD ptdkR WHUG 5 Q H Bh¥i\aptodamb ocese ko N O MutdaXaviaxije

L SRVOLMHNXSRYQR SRQDaADQMH

AMA (The $SPHULFDQ ODUNHWLQJ $VVRFLDWLRQ GEROPEPRXH SRW
interakciju LIPXYVSR]QDMH LR NUKBIM@IINIIDMQR XW MH piézrgebu SRQD & D
DVSHNDWD &LYRWD SRWURADDPD

Potreba za prdpDYDQMHP SR QD jbil@ MeD508MRJvdihR SYWIGHVHWRJ VWRO
SULKYDUDQMHP P D Ui HiWpbséajbl kdjeR Qrédst&®/fa odmak od prethodne
koncepcijeproizvodnje Kadase govorio MDUNHWLQANRRVRRYBBSIKIMWNFLMD SRG
]JDGRYROMHQMH aHOMD 6L REJQWURFEG B RIXUBRRWWIRADpL X VUH
kreiranje proizvdcD FLMHQD SURPRFLMH L GLVWULEXFLMH WUHED
zahtjevima® Pravilno prepoznavanje potreba te zadovoljenje istiplicira ostvarivanje ciljeva
SRGX]HUD iggchaBnjukvalitamitk GXJRURPQUISRWQRY¥DpLPD

Marketinska strategija
- zadovoljiti potrebe
1 IstraZivanje potro§ata
potroSaca
> RAZUMIEVANJE 7 | peolativna politika
PONASANJA <4—— - zadtititi potroSaca
~ Behavioristicke " POTROSACA <
teorije Tl
Informiranje
- interes druStva i
potroSaca
1.HVLU 7 3RQDADQMH SRWUREADpPD 2SLQLR =DJUHE VWU
2 American Marketing Association, [Internet] dostupno mi#ps://www.ama.org21.08.2020)
3.HVLU 7 ADRARGDSRWURADRpBr.2SLQLR =DJUHE



60LND JXQNFLMH SRQDabQMD SRWUR&aDpD
Izvor: Izrada autorice SUHP D . KP0G6) 3R QD@MH SRWURADpPDstrBSLQLR =DJUHE
3RQDADQMH &RakdkéhpRksBo]MRJ EURMQLK pLPEHQLND NRML LQW
XWMHpX MHGDQ DRDQBUWOIRRDSRMMDIADQMH SRWUR&GDPD OHYyXVI
mogu se razvrstati u tri osnovne skupfne:

- RVREQL pLPEHQLFL

- GUXaWYHQL pLPEHQLFL

- SVLKRORANL SURFHVL

Slika 2: UjecaML QD SURFHVY GRQR&HQMD RGOXNH R NXSQML
Izvor: Izrada autoricegprema:3UHYLALGO - L 2JUHWLU 2VQRYH PDUNHWLQJD DG)

4 Ibid, str.9



'UXAWYHQL predsErguvahjskdrhbenikekoji X NOMXPOOMMX UX GUXEWYR L
VWDOCHXEAWYHQH JUXSH RELW H Rulurs\pidtewdugiaxdrfednbstiNdejeo LPEH Q |
isimbolaRPRJXUDYD SRMHGLQFLPD GD VH LQWHUSUHWLUDMX L °
'UXAWYHQL VORMHYL] AR WXEADPHNBQRPYNRP VWDWXVX ]ER.
SULSDGQRVW MH G QR PnjiloG izpM préizv¥dd/ Midgrkil p@ibvodal okviru

GUXaWYHQLK JUXSD SRVHEDQ XWMHFDM QD SRQDabDQMH SR
SRWUR&aDp SRLVWRYMHUXMH X VYRMLP VWDYRYas&bkogY ULMHC
pojedinca predstavlja najutjieéaQ LM X UHIHUHQWQX JUXSX X SURFHVX SUHC

vrijednosti.

7DNRYHU SRWURADpPL VX WVIOREBDRLMSNRP MHRGHEH QHFE LPIDM p H
SRMDYOMXMX QD PMHVWX SURGDMH D XNOMXpXMX IL]JLPNR R
GRQRAHQMH RGOXNH R NXSQML

2VREQL pLRPBDQXFSHW LQGLYLGXDOQLK YDULMDEOL NRMH V>
SRWURaADpIPRWMWR VYXPRWLYDFLMD SHUFHSFLMD VWDYRYL |
ALYRWD WH ]QDQMH 6 GUXJH VWUDQH SRWUR&Dp UDVSROD3Z
NXSQML D WR VX YULMHPH QRYDF L VS&VWRIROQ&KRVIVIMOULKYDUL
XVPMHUDYDMX SRWUR&GDpH GRNpMNMORRRWNXBFDMWD SSMILKHR\O R XS
UD]J]OLpLWH VWXSQMH DNR VH UDGL R SUYI&bl perépGja WLFLUDQ
PDUNHWLQJX QLMH SULKHDRYPI MD RLPUSFONORERD P DpDM QD
zbog samog procesa odabira i interpretacije informacija u sliku svijeta. Stavovi su pozitivne ili

negativne reakcije naREMHNWH LOL VLWXDFLMH 7H&A&NR LK MH PLMH
SRWURA&ADpD 2ELOMHAMD OLPpQRVWL YULMHGQRVWL L VWLO -
ELWL XVNODYHQL V RVREQLP YULMHGQRVWLRDsegRamacRiaDpD 6
wuaLawbD WH JD NDUDNWHUL]JLUDMX QDpLQ WUR&AHQMD YUF
UD]JPLAOMDQMX =QDQMH X SR Qnipantaijé/kojeSnioyv bt &&xpe z2UHGV YV
vrstu i marku proizvoda, cijene, mjesta kupovine i @ DAaQR MH VSRPHQXWL PDI
NRPXQLNDFLMX NRMD GDMH LQIRUPDFLMH SRWURAaDpX X UD]

svijesti 0 pojedinim proizvodima.



3VLKRORAaN Lsé $aBthj¢l apteFade informaciaXpHQMD SURPMHQH VWDYRYL
komunikacije u grupi i osobnih utjecaja. Prerada informaBRj&@ QRVL VH QD XVPMHUDYDC
QD SURFHVY GRQRaAaHQMD RGOXNH R NXSQML 8pHQMH MH SULL
trajnu mePRULMX NRMH UH]XOWLUD SURRRQBQBQ MWDNBRWYRAPhRBO
VWDYRYD L SSRHEDADDYW®MD NRULAWHQMH ]QDQMD L WHKQLND
SRWUR&ADpPD SUHPD RGUHYVHQR R gBipi Raspwm GjXcaji. im& X kprishi 2aF L M D
RQH NRMQDXWWMXDEK ppeBW@QjRYzRanjdthXsposobnostima iista one na koje se
XWMHDpH

22.3URFHVY GRQR&AHQMD RGOXNH R NXSQML

3UHPD PLAOMHQMX ®¥SURB HEWU RR Q DA VORIDDRGOXNH R NXSQML ]
SUREOHPD QDNRQ pHJD VO LHWH®LX BVFULIVEIH @D MV H Q QROUNPLDYF. MG
SRVOMHGQMD ID]D SRVOLMHNXSRYQRJ SRQDaDQMD

spoznaja problema trazenje informacija evaluacija alternativa odluka o kupniji poslijekupovno ponasanje

Slika3: BURFHV GRQRAHQMD RGOXNH R NXSQML
Izvor: Izrada autorice SUHPD . KROQ6) 3R QID@MH SRWURADpPDstr8SLQLR =DJUHE

8 QDVWDYNX uH VH REMDVQLWL VYDND RG QDYHGHQLK SHW

online kupovine u pojedinim fazama.

(1) FAZA SPOZNAJE PROBLEMA

5.HVLU 7 3RQDADQMH SRWURIEADpD 2SLQLR =DJUHE VWU
6 .
Ibid, str. 8



)D]D VSR]QDMH SUREOHPD ]DSRPLQMH V SRVWRMDQMHP SRV
usligom 1DLPH GD EL VH SRWUR&Dp ]JDLQWHUHVLUDR ]D NXS(
osviesWLWL VYRMX SRWHESHE]QDMMHBDREUHPD LOL SRWUHEH QD\
]ODPpDMQX UD]JOLNX L]PHYyX VWYDUQRJ VW®@thMbije Wkojé) X WQH \
SRWUR&EDp &HOL QDiL 5D]JOLND L]JPHYyX QDYHGHQLK VWDQNMN
SRWUR&EDpD SRNUH®BHPODNHNWOENRIYWVSHNWD RYD MH D]
VWYDUDQMH SRWUDAQMH SXWHP SUDYLOQR XVPMHUHQH PDUI

SULPMHULFH EURMQH RQOLQH WUJRYLQH X VYRMHP PDUNH'
AEDQQHU3® RJODVH NRMQRMRIXNXSDIFDXWH LK SRWDNQXWL QD
informiranje o proizvodimd. 3UHPGD PDUNHWLQ&aNH DNWLYQRVWL LPDMX
SRWURa&DpD QLMH ]D RpHNLYDWL GD UH VYL SRWURA&DpL

komuniciranesal ADMH NRML QXGH UMHAHQMH RGUHYHQRJ SUREOHP

(2) 75%4(1-( ,1)250%&,-$

SULMH QHJR VH RGOXpH ]D NXSQMX SURL]JYRGD LOL XVOXJH
SRPDaX SUL GHILQLUDQMX PRJXULK UMHEHQMD SUR&OHPD R
PRJX ELWL SUHSRUXNH pODQRYD RELWHOML SULMDWHOMD L
AWR VX ZHE VWUDQLFH L LQWHUQHWVNH WUDALOLFH X NRM
drugih o pojedinim proizvodima (blogovi, forumi, Youtube i s. 8 VNODGX V WLP QD
RGDELUX PDUNX LOL WYUWNX NRMD QDMEROMH LVSXQMDYD (
RYH IDJH YDaQX XORJX LPD GREUR RUJDQL]JLUDQD VWUXNWX
UDGL SULYODpHQMWRSRMHQFR G DOHMMKQMPWQMLKRYH JDLQWHL

web trgovini.’?

7 Ibid, str. 305

8 Katawetawaraks, C. i Lu Wang, ©@2011): Online Shopper Behavior: Influences of Online Shopping Degision
Vol 1 No.2, str.67

% Ibid



Prema Sarkar i D& oVQRYQD UD]JOLND NRG RIIOLQH L RQOLQH NXSR®
OH&L XAMWRANX SUHWUDALYDQMD® 3UL NXSQMLIXDWQRVYhR&@H
YUHPHQD WH MH RQD IL]LPNL ]JDKWMHYQLMD X XVSRUHGEL V |
SRWUHEQR VYHJD QHEBRWRRSUANMHNRIYPH NXSQMH SURL]YRC
UD]JOLPLWH ULJLNH SRYH]DQH V WKISSAMPR LNPRMQLVRp B DYDY
,VWUD&LYDQMD SRND]XMX GD SRWUR&DpL XJODYQRP UDGLM
SURL]YRGD ]D NRMH QLMH®SRWUHEDQ IL]LPNL SUHJOHG

5L]LFL NRML VH QDMpH&iUH QDYRGH X YH]L V NXSQMRP QD LQV
- financijki rizik (jesu li podaci o mojoj kreditnoj kartici sigurni?
- proizvodnirizk(MH OL SURL]YRG MHGQDNH NYDOLWHWH NDR aw
- UL]JLN SUDKRDLD @QRVWOXPMHWL NDNR QDUXpLWL L YUDWLW

rizik isporuke @WR DNR SERIGIN R IJRUXpHQ"

AWR MH SHUFLSLUDQL UL]JLN QLaL WR UH SRWUR&Dp ELWL VN

6 REJLURP QD QDYHGHQR X VSRPHQXWRM ID]L MH SRWUHEQR
EL VH XPDQMLOL RpHNLYD QLURELIFIL N®PF QR M®E& RQMNDEIR SSRREAD O L (¢
RGUHYHQRJ SURL]YRGD

(3) EVALUACIJA ALTERNATIVA

IDNRQ LGHQWLILFLUDQMD RGUHYHQRJ EURMD PRJXUQRVWL |
odabire jednu od alternativa. Pritom, on vrednuje identificirane Mid@R VWL WH RGDELUH F
]ID QMHJD QDMSRYROMQLMH .RG SURFMHQH DOWHUQDWLYD
VWDQGDUGL NRMH SRWUR&DpL NRULVWH SUL RGDELUX SURL]

se razmatraju u svim kategorijanproizvoda su cijena, marka proizvoda, zemlja porijekla i

10 Sarkar, R.i Das, D. (2017): Online Shopping vs Offline Shopping: A comparative study, Utkal University India
Vol.3, No.1, str427

1 1bid

12 Javadi | dr, (2012: An Analysis of Factors Affecting on Online Shopping Behavior of Consuri@esnational
Journal of Marketing Studie¥ol.4 No. § str. 83

'3 |bid, str.83

10



NOMXpQD RELOMHAMD IXQNFLMH ]D SRMHGLQH NDWHJRULM
NDUDNWHUD MHU RQR @a4WR RGJRYDUD MHGQRP SRWUR&DpX ]I
obrnup.**
U osnhovi postoje dva pristupa vrednovahju
- NRPSHQ]JDFLMVNR SUDYLOR RGOXpLYDQMD NRMH SRWURA
L NRMH PX GRSXawbD GD QHJDWLYQR RFLMHQMHQD REL!
RFLMHQMHQLP RELOMHAMLPD
- nekompenzat MVNR SUDYLOR RGOXpLYDQMD NRMH VH MDYOM
SRWURaDpD WRpPpQLMH NDGD MHGQR YLVRNR RFLMHQMHQ
GUXJD ORaAD RELOMHAaMD &WR ]QDpL GD QHUH GRUL GR N»

Karakteristike izvora informcija mogu utjecatinapQDaDQMH SRWUR aterpddkaB ULP M H L
LQIRUPDFLMVNL NDQDO RPRJXUDYD NXSFLPD MHGQRVWDYQL
WDNR SRPDaH SUL GRQRAHQMX RGOXNH ELOR GD VH UDGL
cjenD XYMHWD SODuUDQMD QDpLQD GRVWDYH LOL VYHJD QDYH

(4) FAZA KUPOVINE

XSRYLQD QHNRJ SURL]JYRGD UHDOL]LUWIDP NMHWHNKB® 8 R VOUDRE
izabrao jednu od alternativa,] ERU SUDYH DOWHUQDWLYH PR&HodVH SUREF
VOMHGHULK NDWHJRULMD X FLMHORVWL SODQLUDQD NXS¢
XQDSULMHG SR]QDWL GMHORPLpPQR SODQLUDQD NXSRYLQ

mjestu prodaje), te 3) neplanirana kupovina (i proizvod i markalakiru u prodavaoniti

8 IDJL NXSQMH HYLGHQWQD MH UD]JOLND L]PHYyX 8UXOXRIMMWNK N
UMHADYDQMD SUREOHPD SURFHV VH QDVWDYOMD L QDNRQ N

¥ Hvio 7 3R Q D & Db ZagiebB/SY.BE D p D
15 bid, str. 325
18 bid, str.332

11



.OMXpQD SLWDQMD NRMD SRWURaDp SRVWDYOMD X RYRM ID
SURL]YRG 3UHPGD VH YHULQD RGJRYRUD QDOD]L X SUHWKR
NXSQMH RGOXNH VH QDMpH&UH GRQRVH Qé@honadisk@sMailiXY MHW
LVNXVWYD SULMDWHOMD L SRIQDQLNDNDBR WWRR QU/MKSBHRGNEQRY:?
rasprodaje i sl. mogu utjecati na kupnju tako da je ubrzaju, zaustave ili pak usmjere u drugom

smjeru®’

(5) 326/,-(.832912 321$a$1-(

BRVOLMHNXSRYQR SRQDADQMH RGQRVL VH QD YNak@BQRYDQM
NXSRYLQH L NRQ]JXPDFLMH SURL]YRGD SRWURA&ADp PRAH L]JUD]
LVWLP RYLVQR R VWXSQMI3RWIKEQRWVWWBY RYWHQARY BSERWILRaDp N
MH GRELYHQD YULMHGQRVW YHuUD LOL MHGQDND QMHJRYRP R
RPHNLYDQRJ L GRELYHQRJ NXSQMRP S RRAVLHGR §@ERshdmtiR L]YRGD
smanijiti neskld (tzv. poslijekupovnu disonancu H ]|DGUADWL SRWUR&DpH D RQ
VOMHGHULP DNWLYQRVWLPD SREROMADQMHP RELOMHAMD
SURPSWQLP UMHADYDQMHP SURE OH P DosigdravanjenQ jehétva NRQW U
mogX iQRVWL BRSUBYNRGH SULPMHQRP LQGLYLGXBOQRJ SULV

=DGU&ADYDQMH SRVWRMHULK NXSDFD MH SULRULWHWQLML ]DC
MH RGUADYDQMH ORMDOQRVWL NXSDF D ubikacije® GIRndket®Q R ]D P L
MH X] SRPRi UD]QLK DSHOD L VUHGVWDYD XQDSUMHVyHQM
sukladna UHDOQLP RELOMHAMLP D J&lhbRd jak® GIDA Q RAnMiairatixs) D
SRWURADPLPD WH XYHVWL V XakoVidD ¥ SiBn¥d)<upan) Lz&dokastRUIP D F L M
QH]DGRYROMVWYD NXSOMHQLP SURL]YRGRP QD WHPHOMX pH
proizvoda i markd WL QANLK VWUBWHJILMD QD WU&LAW X

Y 3UHYLALG - L 2]JUHWLG 2VORYH RIBUNHWLQJD DGYHUWD =DJUHE
18 bid, str.117
¥ Hvio 7 3RQDADQMH SRWUBHEDpPD 2SLQLR =DJUHE VWU

12



23. yYLPEHQLFL NRMWRWHM BRQPAHQMDKROBWXND SUL RQOLQH

SR]LWLYQL pLPEHQLFL

Prema Katawetawaraks Cheng®® pLPEHQLFL NRML SRJLWLYQR XWMHpX QL

X pogodnost
S obzirom daweb trgovine nemajuradho vrijeme, S R W U A Proizvode kupuju putem
Internet QHP DM X R JU D@ IzhistaQ MR JWH LDE MIAKHIL]LpNLK WOHRYQDRDPD
suvremenitonline trgovinaQ XGL PR 24-8a@BN RU LV Q L p NHW KRR IGKisqurigiin
]D SRW.WPRtaD g¢iPRJX L]JEMHUOL QHJDWLYQD LVNXVWYD RQLK N
S UR G D Yhjihow dg@iDku o kupniji.

X dostupnost informacija
% X G X kiwpctphtem internetaQ LV X X P R dsyetitQoRiMjiost proizvodaSULMH GRQRAaAHQ
oduke R NXSQML ]D RQOLQH SURGDYDpPpH MH RG L]QLPQH YDAC

svojim web stranicama.

X dostupnost proizvoda
SURGDYDpPpL NRML LPDMX RELDMMNGE M A LURIN WEHRYWLDX SURL]JYR
NXSFLPD RPRJXUptiQdabHusped ]ERQR V Kdlak®istkx WHOLpLQH ERMH L

x XawHGD YUHPHQD L WURA&GND
PR W U Rédblwto i jednostavnasporediti karakteristike i cijene proizvoda internetu tako
SRYHHEDQVX ]DAHODRMHPOODMSRYROMQGEGREDIR GRGKHAWHBRYHWH P
EL SRWURAGLOL RGODVNRP X IL]JLPNX WUJRYLQX

20 Katawetawaraks, C. i Cheng,. (2011): Online Shopper Behavior: Influences of Online Shopping Decision,
Asian Journal of Business Research, Vol.1, Nst2 6869
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1HIDWLYQL pLPEHQLFL

2G IDNWRUD NRML QHJDWLYQR XWMHpPX QD NXSRYLQX SXWHI
PLPEHQLNH RQOLQH NXSRY L QHhavobepdeHWDZDUDNV L &KHQJ

X QHVLIJXUQRVW SODuUDQMD
PRWURADpPL VX pHVWR SR VHEin@iHbegudavahid vsdihinNoxdatakby Q L
QHSRYMHUHQMD L QHVLJXUQRVWL RNR SURFHVD SODuUDQMD

X neopipljivost online proizvoda
S obzirom da se proizvodi koji se kupuju putem interneta ne mogu vidjeti, opipati ili pomirisati,
PQRJL SRWUR&DpL LIEMHIJDYDMX NXSQMX JERJ VWUDKD RG GR

X socijalni kontakt
Pojedinci mogu osjetithezadovoljstvokupovinom akoQHPDMX L]UDYDQ NRQWDNW
PpLMX XVOXJX YUHGQXMX NDR SRAHOMDQ IDNWRU

X nezadovoljstvoiskustvom online kupovine
IDNRQ QDUXpLYDQMD SURL]JYRGD SXWHP LQWHUQHWD VLWX
GRELYDQMH SRWSXQR UDSURAUWRG R G RRApPMHHNILY@MQBR WLMHNRP
LVSRUXND L VO LPSOLFLUDMX QHJDWLYQD LVNXVWYD NRG
NXSRYLQD NRMH QD NUDMX UH]XOWLUD SURPMHQRP SURL]YR\

,] ODYHGHQRJD VHY PRARIVWRBERWPIBEHMWBIML PRJIJX SRYHUDWL N
zadovoljstvo i maksimizirali iskustvo kupovine S druge strane, trgovci mogu utjecati na
RJUDQLpHQ Naldjajiv privkbm Wiline kupovine detaljnim opisima i karakteristikama
proizvoda, QDJOM@MMKH P ]Daw Lpaddak& soRVErKkInNK programima SREROMAaDQMH

21 bid, str. 6970
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uvjeta kupovine i SL.ODAQRVW QDYHGHQ LK kpd kokirig mbiddih prgigvadasi VvV H
obzirom da se radi o vrlo osjetljivoj skupini

2.4.0nline trgovina u Hrvatskoj

Premal VW U D &\LLY aL&vidline trgovinekoje je provela udruga eCommerce Hrvatska

2019. godini, mternet u Hrvatskoj koristi prek70 % populacije, a gotovo polovica Hata je

EDUHP MHGQRP pQéhdikveRets. }sfitaiD Q D M KupdjiH odjell X L R Eaim X
SUHGPHWH ]D NXiDQVWY ROUluki® Hdpevibi R Q@ IMpoNHH idHU IBIRIOMRW H QD
recenzija,preferiraju S O el BR X | H @@ kreditnim karticamaRayPalom Da bi ponovili
NXSQMX QHNRJ SURL]YRGD YDAaDQ pEéNRVWiRj&Na B RPD SR LWLY Q|
trgovinamakupuje oko 40 %ispitanika.PUHPD SRGDFLPD 'UaDYQRJojlim RGD ]D
trgovina u Hrvatskoje u 2019. godindosegla449 milijuna eurapdnosnooko 6 posto ukupne

vrijednosti maloprodajé*

5H]XOWDWL QDYHGHQRJ LVWUDBALWDWQIM IV YIHP SYQAFHL VOMEHNR Q|
prodaje, te koriste pogodnosti kupnje iz udobnosti vlastitog dprhd H QH |DRVWDMX |]D WL
usvietu ORAH VH SUHWSRVWDYLWL GD UH VH WL WUHQGRYL QD

vrste proizvoda preferiraju.

2 H&RPPHUFH L \itekhBrja L ¥adt@ohbH na: https://www.ictbusiness.info/internet/onliegovina-u-
hrvatskoji-dalje-vrlo-mala(17.07.2020)
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3. ONLINE KUPOVINA U MODNOJ INDUSTRJI

3.1. Rast i razvoj modne industrije

ORGD XWNIORHHODVSHNWH QDAaHEKRIORPWD X SIUKBEXAWWYBEPO YU
VOXAL SRMHGLQFLPD NDR QDbGEH QWULDVEDW D Q 8B RLI DV \M YD YD &M
GRQRAHQMD R GWOHAdi] iRdustii§ Q MHzirom daje modna industrija p& OR& QD
PHVWLP SURPMHQDIPODY LK XWRBRHIQGMRXD PRWLYDFLMD SRWURAL
LJUDYQR XWMHpH QD QMLKRYR RGOXpLYDQMH R NXSQML

U danad Q bbb modna industrijge YUOR NRQNXUHQWQD QAahtig@aREDBOQRP V
promjene u oblikuR V'Y M H aaBortim@niel Bbog togaSRWLpH SURL]YRYDpH QD NUI
broj kolekcija tj. Aezond u trgovini. S porastom potrebposjedovanjgproizvoda koji su A

trendu” S RWUR & B[R l Hd@déiadhice iliweb trgovine & WeRultira N U @IL Y RW Q L
ciklusRP L YHULP SURILWQLbeIé.?ﬁUéDPD SURGDQH

7LMHNRP SRVOMHGQMD GYD GHVHWOMHUD PRGEIRU LQGXV\
WUDQVIRUPDFLMX JERJ UD]OLpPpLWLK SU FRén BB uspBIRVORY QR
modroj industriji zasnivao se nenasovnoj proizvodnji standardiziranih stilova (primjédd Y L V
traperice 501).3RpHWNRP GHYHGHVHWRHH® U JR X KEdbtKDAVAIi @B aLUHC
reakcije na promjene modnih trendovadaLYRW QL FLNOXV PRGQRpUHW®WWRL]YR]&GD
XYRYVHQMH L oK sthramekh@iQiiM kitlera, rast i S UL K'Y DavboStividdzrijevanjei
naposljetkuzastarjelost mode. Modne revije i sajm®astojali su sed osnovnih kolekcija:
SUROMHUH OMHWR L M Hpostdanjeirljédbe &azbRe Ndkord jedne@mlihed) D O R

% Sudhai Sheena, (2017)mpact of Influencers in Consumers d&sion Process: The Fashion Indust8CMS
Journal of Indian Management, str. 18

2 Vignali i dr., (2014):Analysing online shopping attributes to influence consumer purchasing for fashion products,
Int. J. Business and Glalisation, Vol. 13, No. 3, stB87

25 Bhardwaji Fairhurst (2009):Fast fashion: response to changes in the fashion industry, The International Review
of Retail, Distribution and Consumer Researttol. 20,No. 1, str. 166
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.UR] SRYLMHVW PRGQH UHYLMH ELOH VX QIINWRYH @bVR QMSLUL
godine postalgavne Renomirani brendovNDR aWR V X =D U D Top ShophEp@raR
se modnim revijama priXx YRYHIQUML ]YRGD X VYRMH IL]LJoN ptodesRQ OLQH

dizajna do izlaganja na polici traje od 3 do 5 tjed&dha

BURL]OD]L OINGIMXGDRDEAQMH PR G Qith pobjghaina Airgoyd RE&uQ RV W L
konstantio pratiti trendovela biostaliu koraku s konkurencijonrWH SRGX]J]HWL PDUNHWLQ
kako njihove kolekcije ne bi izgledale&astarjelo. 6 GUXJH VWUDQH JERJ SRQX
asortimana proizvoda XSFL VX X PRIXUQRVWL ELUDWL RG NRMHJ WUJF

3.2. MRWLYDFLM DprisoRInwelkk&pabnpodnoj industriji

EaseY’ definira motivaciju kao Ainutarnju snagu koja UHUH SRWURA&DpH. SUHPD
PremaSoIomonuiRabo?ﬁJ PRWLYDFLMD MH SULND]DQD NDR SURFHV >
SRWUHERP ]D RQLP aWR QnH PaDdVo¥i mbtivadjaph&d®. aWR VH

6 REJLURP GD PRWLYH QLMH MHGQRVWDYQR SUHSR]QDWL RC
SRQD&aDQMH SRWURAaADpD QHSRVUHGQR QDNRQ SRMDYH LVWL
SULPMHULFH MH G D gapotdiydjueRs&eonparkd-kaMaXzadowoliio svoju potrebu za
VWDWXVRP GRN H GUXJL NXS QMR Bgzistehef@nl ®tiRL ]2MRGD |1

toplinom?°

Postoje azO L p LWsRupnjM Lmotivacije i zadovoljstvée ovise oindividualnim potrebama

S RW U RlioD pdaylih promjenat®@ GRYD X GDQDaQMRM PRGQRM LQGXVWU
XpHVWDOLMLIERXPAVDRAMH L QMLKRYQ VFCRWKLYLDWWPHOW RHF LKA
UDJOLNH X SRQDADQMX SRWURADpPD L]JPHYyX RQOLQDOKNXSQMH

26 hid, str. 166169

21 Vignali i dr., (2014):Analysing online shopping attributes to influence consumer purchasing for fashion products,
Int. J. Business and Globalisation, Vol. 13, No. 3, str. 388, citirano preaseyM. (2009: Fashion Marketing
Blackwell Science3rd ed, Oxford

28 Ibid, citirano prema:Solomon,M.R., Rabolt,N.J.(2007): Consumer Behavior in Fashigznd ed. New Jersey,
USA

29 |bid
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Anline” kupci REUDUDMX SDaQMX QD Xa4WHGX YUHPHQD UD]JQROLN
nudi Internet Affline ~ kupci preferiraju vidjeti i opipati proizvod, X &L Y D EbijeXtu
prodavaonice i pozitivno vrednujasistenciju prodavatelagdWR SULWRP XPDQMXMH

nesigurnost prilikom odabira proizvoda.

321 yLPEHQLFL NRML XWMH p X uQrddRoRiMius¥iD FLMX SRWURADD

1D PRWLYDFL MoguuRedAtNRGID H B H:inihao\DpXsdR kipovini gdje razlikujemo
uti OLWDULVW MpININ L REDERVQES R iNterakvdrQpiegled proizvodd

x Utilitaristi p NIL K H G R Qptistuyy kujpdVini

Utilit DUL]DP VH ]DVQ Lo RupQvidi iSide NaMjé pdpisnostSURL]YRGD YDaQLM
QMHJRYRJ IL]L[PMRRVOURJAMMHG DX XpdRovrid Pacib@akibdiijivbXorijentirani,

donose odluke na kognitivnbpzi te analiziraju sve aspekpeoizvoda kojeg kupujd® S druge

strane, hedonizam se odnosi HaVN XVWYHQX VWUDQX NXSRYIls® NRMD
radoznalosti zabavu prilikom kupovine®* +HGRQLVW L p NAD 8 R WWHRIAD pIDAQ RV W
SURL]YRGD QHJR SUDNWLpPQRVWL Nib B RNUSHtknane pedkDijpl NRG X
Zanimljivo je dapRWURBDMHNRP SURFHVD R GUOMbRY BUMRD]RR G X S QHI
uzimajuu obziri jedne i drugeaspekteSRQDAD QN UDALY D Q M D njihiv BN D] D O D
QDMpH&UH VYRGL QD NRPELQDFLMX PROWXEW BXYDNWLPpQRVWL |

X Online kupovno RNUXaHQMH
Online stranice, posab kod modnih proizvodakarakteriziraju RGUHYHQH VSHFLILpQR'
mogu SULGRQLMHWL DP EL M HipiNbdja,RafoOrafij iid BoNVUDXGR R jaju

30 hid, str. 391394

31 Sarkar | Das, (2017): Online Shopping vs Offline Shopping : A Comparative SD&partment of Business
Administration,Utkal University, Vol. 3, str427

3 Vignali i dr., (2014):Analysing online shopping attributes to influence consumer purchasing for fashion products,
Int. J. Business and Glalsation, Vol. 13, No. 3, str. 391

33 sarkar | Das, (2017): Online Shopping vs Offline Shopping : A Comparative SD&partment of Business
Administration,Utkal University, Vol. 3, str427
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faktore atmosferée mogu XWMHFDWL QD SULY ODpB&MtbigaS@ral@wiHi NRG N
funkcionalan dizajn internetske stranidedatno stimulraSRWUR&DpH QD NXSRYLQX
7 DNR yohUN DR P DU Blenwrit@R&eM XWMHFDWL QD VWYDUDQMH HPRFL

Na primjet crvenaboja DVRFLUD X]EXYyWMQMHX WWHJBRWHLIDYD NUYQL WC
plava boja opd WHQR GMHOXMX**QD 4LYpDQL VXVWDY

X Interaktivan pregled proizvoda
,(QWHUDNWLYQL SUHJOHG SURL]YRGD RGQRVL VH QD PRJXuUQR
VYLK NXWRYDNOMGUAWWXS SRGLAH VYLMHVW NXSFD R SRMH
RVMHUDM NGARGWYORMBHVEWHR EOLAL RQRPH X VWYDUQRVWL

sssss

;;;;;;;;

nnnnnnnnnnnnnnnn

Slika4 3ULPMHU SUHJHQWDFLMH SURL]JYRGD PRJXUQRVW URWL!
Izvor: asos.confpristupljeno: 20.08.2020.)

3.3. 2EOLFL SRQDAD Q &MM&In§muvsirig aD p D

3RWUR&DpPL VH SULOLNRP NXSRYLQH SRQDADMX UD{Q@LpLWR
temeljni oblici SRQDADQMD SRWURBBEKD]IWDQRLINNRRSWO]LYQR SRQD:

34 Popa C., Popescu S. i dr. (2013): Considerations regarding use and role of colour in marketitific Sapers
Series Management, Vol.13 No.1, str. 270
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33.1. ,PSXO]J]LYQR SRQDADQMH

7UDGLFLRQDOQD HNRQRPVND WiHRYRRR RSERDRWHEFSRW URG !
raci RQDOQLP HNRQRPVKdjeda deRn¥MHINARLAR Q D O Q Rpre®nd @a3téin Q M H
interesima PDNVLPDOL]DFLMD NRULVWL VD OMLyQMPHIRE ¥R HX © R&BHH Q L
SRWURADpPD NXSXMH S UiRdbpYee GeHakavRuvrerhd® pti&up Kupovini naziva
LPSXOJLYQR SRQDABEGRH \SRRWHR ACrMatmBemtiQdRiv Vtlikom
SRQDADQMD

Dholakig® opisuje LPSXO]LY QR kadr@rDtalDt{ekbr kupovine prodavaonicigdje

raznifaktori (raspored policajizajn i pakiranje proizvoda i promocii¥ QLAHQMD NXSRQL S|
sl) LPDMX YHOLMMUY S &RV WR &D p H 1ako HBaraj@ vayon za kupovinom.

RooK’ definira impulzivnu kupnjikao neplanirankupovinukojoj prethodiL]QHQDGQD L VQD.
SRWUHED ]D SRVMHGRYDQMHP ]DSD &laskeR trg@/ldbkbjp YeRuBiEa LOL XV

brzom odlukoro kupniji

7DNRVYHU Ointarr@tgke Driyoine modnih proizvodd OHP HQ W L irg2dR steawwde, V X

struktura,boje L UD]OLpLWH SURPRFLMH NRGRYL VD SRSXVWRP S
XWMHPpX QD RGOXNX R NXSQML 3ULPMHULFH SRWUR&DpH PR:
RGUHYHQRJ LIQRVD L WDNR SRWDNQXWX QD NXSRYLQX GRGD\

PR W U R §i DxmiujuNsiesno i planiranmazivajuse Apori S R W U Radkad njihova glavna

odlika smatraju se racionalnigglluke o kupnji.2 QL S UH I H U L Unbdvieprdiz@bewispke H
kvaOLWHWH L GXAaHJ YLMHND WUDMDQMD W |gtbRdzitafd s¥e. aH Y Ut
karakteristike proizvodaZa razlikuod njih, ASRW UdRz&npde VX RQL SRWURA&DpPL NR
kupuju jerstalnoprate novosti i trendov&am koncepbrze mode jeR V P In&aBkd/dd proizvodu

35 Grubor, A. i dr. (2014)tmpulsive Consumer Behavidnternational journal of multidisciplinarity in business and
science,Vol. 2 No. 2 str.81-82

3 Ibid, str. 82, citirano premabDholakia U.M. (2000Q: Temptation and Resistance: An Integrated Model of
Consumption Impulse Formation and Enactméatirnal of Pgchology and Marketingvol. 17 No. 11

37 Ibid, citirano premaRook D.W (1987): The Buying Impulsé@ournal of Consumer Researdtol. 14 No.2
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WUHED RGUWHYHPR QDMpH&UH PMHVHF GDQD GD SUHYH L] SF
VDPRJ SURL]JYRGD L RVPL&OMD Y dsgjejedapqliciprddavabnicQitu ID]JH JC
web trgovini.Impulzivni pR W U RGERDHLY OMDYDM X UD]OL [akdn kupHj®& REIbDMH W L |
tako prilikom kupnje SUHYODGDYDMX RVMHuD M,LDXQBXRHI M D DLW]NDREIR M R
nezadovoljstvtolERJ EU]RJ |DMEEKMQ@MDWR LK Qastavifaju kipbpddi Yidists D

QDPLQ

Balkow i dr.*®* VH VO &Y GRI¥ MWEIRODINH D QL VD UBR SR XRAMIQRCHWPL QD SR
SULOLNRP NXSRYLQH 3RRWLNORDINSRIORAHGRIM QHIDWLYQ
VPDQMLWL SRWUHEX ]D NXSRYLQRP LOL MH SRYHUDWL ]JERJ P

3.32. .RPSXO]LYQrge SRQDAaD

Shahjban i dr.®® NRPSXO]JLYQR SRQDADQMH VPDWBBRRIABAKRRUPDC
SRWURADpPL QHPD héXrefddiuRiIQ R @ WRIRL@GINMHeQ DR R VH QD SUYX pL
MH NRPSXO]JLYQR SRQDaDbD Q M hho¥dji @RkauGiuprRamékSnkaikbiaY Q R P

je X VOXpDMX NRPSXO hinfinmaRad aSBLpediéeDKgj® mogu imati negativan
XWMHFDM QD SRW U.DéthpHdjelSkompuRiwiQiorA EPRWH X WWD¥QRSLQ
AHOMD L SRWUHED SUHPD p&gati Bupkb® Bafdk@tydreL i Yortzdano

kupovanje bez obzira na posliedice5s D]OLh VWD DALYDQMD suxXkoSRIRMW DOD GI
SRWURAaD jpda stdivdvkdpuj@eLsamismatraju dasu potrebeza kupovinomkratkotrajne i

povezae saimpulzivnim pona@njemEH] YHULK S°RVOMHGLFD

% Balkow, J. i dr. (2017)Understanding Oihine Fashion Buying Behavior on Impulse: Feelings Nothing More
Than FeelingsAdvanced Fashion Technology and Operations Managester236237
39 [t

Ibid, str.238
“°Grubor, A. i dr. (2014)Impulsive Consumer Behavidinternational journal of multidisciplinarity in business and
science,Vol. 2 No. 2 str. 83, citirano prem&hahjehan, A. i dr (2012): Thefg€t of Pesonality on Impulsive and
Compulsive Buying Behaviorgfrican Journal of Business Managemevibl. 6 No. 6
* |bid, str. 84 citirano premabDittmar H.i dr (1995):Gender Identity and Material Symbols: Objects and Decisions
Considerations in lpulse Purchasedournal of Economic Psychologyol. 16.No. 3
“Ibid, str. 84
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Proces aline kupovineje posebno zanimljiv impulzivnim kupcima jer preferiraju kupovati sami.
7 D N R péke) od karakteristk QW HUQHWVNH WUJRYLQH NDR aWR VX UD
CiHQH VQLAHQMD SR dddatriol$RVERN@NOWH PRIIXNLYQH RVMHUDMI

kupovinom*

2ED REOLND k&&k@hr@duearii® u stupnju i intenzitetbontrole. Dok impulzivno
SRQDA4DQMH QLMH WUDMQR WHD@HP N RFMHSIXOS$IRWMDRV ME& L R HE LD N
SR QD 4D QXU REPMEI® dyBistencijé*

,DNR GDQDV YHULQD OM XHez1 olriXaSoxhdjbj s@ Mrsper2v@dalbbiQpak

postoje granicel poQ D aD Q M X k8povir@ LISNdrlffe stranealaziseimpulzivno SRQDaDQMH
NRMH QHPD YHUMH®RVA MGIRBIIFH]ER IWIHRELMWQRI VYLYDQMEL
proizvodai nije trajna 6 GUXJH VWUDQH NRPSXO]JLYQR SRQDabDQMH MH
UDGL R WUDMQRP kBjeggCHLRINKH &SR QB & g switst&dno RVMHUDMX SRWUHI

proizvodom koji im zapravo ne treba.

3.4. Utjecaj modnogbrenda na namjeru kupovine

.DR MHGQD RG SUHGQRVWL NRMH ,QWHUQHW QXGL VPDWUD
SURL]JYRGLPD aWR MHQ O DSRONURBD WD XD WXWHIRW X BEDMH DX
skloniji kupovati brendove s kojima imaju iskustvo, posebno kod modnih proizvoda. Iskustvo s
YHOLPpLQRP NYDOLWHWRP L VOLPQLP NDUDNWHULVWLNDPD F
preferenciu SUHPD RGUHYyHQKak BUHQGXH L LQWHUQddwWEeVNH WU
NRQNXUHQWVNH SUHGQRVWL L SREROMEDWR X VWSRMW B XL I8 X R]
uvode poznate brendovd D]LY PDUNH SR]LVEHVUGR SEULM N MERWERNEIE D p D
online trgovine posebnau kupovinimodnih proizvoda.3RWURA&ADpPL NXSXMX RG LVWLE
GRALYH SR]JLWLYQR LVNXVWYR

*3'YunJung, L. i JungKun, P. (2008): The Mediating Role of Consumer Conformitydnripulsive Buying, NA
Advances in Consumer Research , Vol. 35, str. 387

* Grubor, A. i dr.(2014):Impulsive Consumer Behavidnternational journal of multidisciplinarity in business and
science,Vol. 2 No. 2 str. 84
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Prema Shawdi GRELYDQMH QRYRJ NXSFD PR&H NR&AWDWL L GR
]DGUADY D QM HwiBigmst R WIW Lilidci &dji porove kupnju nekoliko putapoW U R & H
YLaAH RG QRY L KskibKigdatatDiojali redx

Prema tellerd®’, postojetri dimenzijepercepcijeo brendwkoje mayu utjecati na namjeru kupnje

(a) iskustvena dimenzija percepcije brerd@ RWURA&DpHYDNSBQWHSIE LMD XRVWY X N
R G U bhytre@da

(b) emocionalna dimenzija percepcije brandaD IHNWLY Q IS RRWNMRADWML SUHPD RG|
marki i

(c) kognitivna dimenzija percepcije brandeSSRYMHUHQMH SUHPD RGUHVHQRP EU

Sirgy*® uvodii pHWYUWL Wd lSe®@IHAJREQRVMH/H QD VLPEROLPNX GLPHC
marki. Radi se o percepciiSRW UREFOWD SRYH]XMH R@rdakyidedtitetantr L G &
pojedinca.1DLPH OMXGL VH YROH L]JUDADY Ds#ie t&kX Michtdpu ReStM HUH L
VWLO L VOLNX X GUXawYyX

35. 8ORJD GUXawWYHRURDPADHYADQMX PRGQLK SURL]JYRGD
AUXAWYHQD PUHAD MH YUVWD LQWHUQHWVNH XVOXJH NRMD

ili web-stranice. To je internetski prostoNRML VOXAaL ]D PHYXVREQR SRYH]LYD
najpoznatijima su: Facebook, Twitter, Instagram i YouTufe

45 ChenYu i dr. (2016):Brand perception and brand repurchase intent in online apparel shopping: An examination

of brand experience, image congruence, brand affect, and brand trust, Journal of Global Fashion Marketing, Vol.7,
No.1, str. 31, citirano prem&haw, C. (201B 15 statistics that should chandetbusiness worlde EXW KDYHQ W
dostupno nahttps://www.linkedin.com/pulse/20130604134558261515-statisticsthat-shouldchangethe-
businesawvorld-but-havent

46 Ibid, str. 32, citirano premaSirgy, M. J. (985: Selfimage/productmage seHcongruence and consumer
decisionmaking,International Journal of Management

47 Ibid, citirano premakKeller, K. L. (2003: Brand synthesis: The muliimensionalities of brand knowledge.

Journal of Consumer Research

8 bid

49Wikipedia[lnternet] dostupnonaKWWSV KU ZILNLSHGLD R1D.0RI20P0)'UXAWYHQDBPUHAD
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https://hr.wikipedia.org/wiki/Društvena_mreža

SXWHP GUXAWYRQUKRGDPHAPDRDY QRHEQRV]R SURQDUL aHOMHC
tvrtkama, kao i podijeliti vlastita iskustvaPLAOMHQMD V G U X akvirUNrRodrieV QLFL P
industrije, proizvodi prikazani naG U X anYeHijipna S R Vikarfsiikena interesoko najnovijin

modnih trendova, novih kolekcija, otkrivanje do tada nepoznatih brenddral posljednjih

nekoliko godina, ppularnostG U X a WY H Q(EdCelbbbkGlhdthBram, Youtubedjecala je na
SURPMHQX WHKQLND NXSQMH L SURGDMH aWR MH GRYHOR
odnosa s kupcimdlog se smatranajpopularnijm komunikacijskm oblikom razmjene iskustava

i preporuka na Internetu. Modni blogeadjeluju na korisnike MHU SL&X R NDUDNWHU]I
YODVWLWRP LV NXpro¥wodimy teR@iegrojriatyne popuste direktne linkove na

web trgovinud WR PR AaH BoRsSMK2N@OOKUL

Influenceri su osobeQD GUXAWYHQMRMHUHEDMX XWMHFDM QD RGUHYH
mediji PRJX ELWL RG YHOLNH NRULVWL EUHQGRW®DhilMgWNRML aFt
utiecati QD NXSpHYH RGOXNH QRVemédigindih Yexkendjdgro@ @it D L
aktivnosti i statusa S R W U &4a [P Vuylédaju na njihov stil Trgovci koriste marketing
influencerakako bi uspostaviliojalnost QD WUALaAWX L S\RYRHMIDIKO IS SRIRERBER X |

trgovini ili online.>°

Iz QDYHGHQRJ VH PRAMR]DNOMIPAWY.HYH PUHAH GDQDV QHL]R
pravilno odabranomVWUDWHJILMBRUIP RGERH WHO LNRJ E URdvube Sila@eM QLK N
korisnici VX VWDOQR L]J]ORAHQL UD]OLpPpLWLP SURPRFlirtMiePD DOl
prednosti jermoglX NUDWNR YULMHPH GRUL GR YHOLNRJ EURMD LQIR

50 Sudha, M. i Sheena, K. (201 Timpact of Influencers in Consumer Decision Process: the Fashion IndeGti&
Journal of Indian Management, stA-17
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4.(03,5,-6.2 ,675%4,98E=$y$-$ 21/,1( .8329,1( 8
352&(68 '2124a(1-$ 2'/8.( 2UPNJI U MODNOJ INDUSTRIJI

41.'"HILQLUDQMH X]RUND L PHWRGRORJLMD LVWUDALYDQMD

I1DNRQ &aWR MH WHRUHWVNL RSLVDQ ]QDpDM RQOLQH NXSRY
RNYLUX PRGQH LQGXVWULMH VOLMHGL HPSLULMVNL GLR X] ¢
okofr@aWHQMX RQOLQH WdhniddniipoizvddR G NXSRYLQ

Kao mMHWRGD LVWRD &jg VEk@M ipitnik koji se sastoji od ukupri® pitanja

zatworenog tipa i Likertove ljestvicetavova Anketa se popunjavalau razdoblju od 17. rujna

202Q do 21 rujna 2020, te MH LJUDYyHQD X *R Rb@stRi HikRIoDMWItem
OLQND 1D SRpHWNX DQNHWH MH QDJODAaMRD LSRNOHHD M HY X
LVNOMXpPLYR X VYUKX RYRJD UDGD 6YD SLWDQ MspitaviKka ELOD R
UD]J]OLpLWH GREL QD SRGUXpMX 5HSXEOLNH +UYDWVNH

Prvi dio anketgpitanja 14) sastojise RG RSULK SLWDQMD R LVSL3MIDQYLFLPD
SURVMHpPpQD P MH Ydk s€QdpugbdibLari2t® $&&0ji od pitanja vezanih za temu rada.

Rezultati anketeR E U D $uHuQMicrosoft Excelui SPSS Statisticsprimjenom deskriptivne

statistke. 7THPHOMQL F L Mvidl jeLust/tlit) koj eleh2@IR QOLQH NXSRYLQH LPDM >
XORJX X SURFHVX GRQR&HQMD RGOXNH R NXSQML X PRGQRM
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42.5H]XOWDWL LVWUDALYDQMD

Spol

= AHQ\
= PXanr

Graf 1: Udio ispitanika po spolu

Izvor: Izrada autorice

Od ukupno111 ispitarika koji su sudjelovali u anketnom upitniki®7 ispitanika (8%) je
AHQVNRJ VSROD dRibspithhi#a(@3%H R X WNDROIL I8 Sz da je mali broj
PXANDUDFD ]DVWXSOMHQVH IRGMQURDVAH. WHQ MR P X GWRWAD QM H

Dob

=< 20
=21-30
=31-40
41-50
=>50

Graf 2: Udio ispitanika po dobi

lzvor: Izrada autorice
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O9HULQD LVSLWDQRNdID 30/gddina, 14,55% ima 31 do 40 godina, 6,36% ima od 41
do 50 godina i 4,55% ispitanika ima manje od 20 godina. U anketi nisu sudjelovali ispitanici koji
LPDMX Y Lgotin&® G

Radni status

= zaposlen/a
= nezaposlen/c
" VWXGHQ'

Graf 3: Udio ispitanika po radnom statusu

lzvor: Izrada autorice

IDMYHUL XGLR 55% $lzépbs@hoN b/ )RE&H Q WduzixnpjH Q7K & nezaposlengh
8%.

SURVMHPpQD PMH

= < 2,000 HRK
12% = 2.001 4.000 HRK
« 4.001 £6.000 HRK
. 6.000 £8.000 HRK

= 8.001 +£11.000 HRK
=>11.000 HRK

*UDI 8GLR LVSLWDQLND SR SURVMHpPQLP PMHVHPQLP SULPD

Izvor: Izradaautorice
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SUHPD SULND]DQRP JUDIX R SURVDHRPOLMY PMHXBRhRLPVSUW
SURVMHpPQD PMHVHpPQD SULPRBEQMDVPDRRAMH BRYH]DWI. VD WLP
VXGMHORYDOR LVSLWDQLNIRBOQPH ISRS XWXFAHMGDW D XpHQ
3). Od 4.000 do 6.000 HRK im2a7% ispitanikapd 2.000 do 4.000 HRK ima 22% ispitanika, a

0d6.000 do 8.000 HRKima LVSLWDQLND 2G GR +5. LPD LV
od 11.000 HRK ima 5% ispitaniktDRAMH DN O M JepY.MiLL @ D NROI LAWK QLNDHG Q M
SULPDQMD WH MH QMLKRYD NXSRYQD PRU PDQMD a@aWR VH VL.

Tablica 1: Kupovina modnih proizvoda pojedinih kategorija ispitanika (u %)

1-XRS 4-
2-rijetko | 3-pHV
ne LVNOWM
_ kupujem | kupujem _
kupujem _ _ kupujem
online online
online online
RGMHUUD 3 39 57 2
REXuD 23 42 35 0
nakit i satovi 37 41 23 0
torbe 36 28 36 0
RVWDOL PRGQL GRGDFL &
28 45 26 1
QDRpPDOH L GU

Izvor: Izrada autorice

7TDEOLFD SULND]XMH X NROLNRM PMHUL LVSLWDQLFL NXSHX
putem Internetal DM pHAaUH NXSXM)a mj@gadhjd takit i sato@3%) koji pripadaju
OXNVX]QLP GREULPD WH VH PRAH SUHWSRVWDYLWL. GD LVS
=DQLPOMLYR MH L] GYRMLWL RVWDOH PRGQH GRGDWNH abDC
LV SLWD Q L Mipupedhine HI5@ Hjetko kupuje online.

28



.ROLNR pHVWR NXSXMHWH
Interneta?

= svaki dan
“"QHNROLNR SX
* MHGQRP P
QHNROLNR S>

42%

Graf 5: Udio ispitanika u online kupovini modnih proizvoda

Izvor: Izrada autorice

*UDI SULND]XMH NROLNR pHVWR LVSLWDQLR MNpSXINIIX PRGQI
ispitanika, 4742%) NXSXMH QHNR O L NBRisBiteMk&3194 Q@ HANR\OHLNR SXWD PMH
dok 30 ispitanikad7%) NXSXMH MH G Q RsBitaRiéil Heklppj@ $¥akodnevno online
5DJ]ORJ WRPH PRAaH BPLODY N XSERE hEEDIOMIH LK L Mi#a QML K

.RMH RG RQOLQH WUJRY

= GRPCLC
= inozemne

= podjednako

Graf 6: Udio ispitankau NRULaAWHQMX RQOLQH WUJRYLQD

Izvor: Izrada autorice
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*UDI SULND]XMH SUHIHUHQFLMH LVSLWDQLND R NRULaAWHQ!

inozemne online trgovine, tek 17% koristmoGR P D U H

,SDN

LVSLWDQLND SUF
X LQRJHPQLP L GRPDULP RKyOM I HL WU R &ILYID@RMD kspitiieN D] D O R
XSR]QDWL VD GRPDiULP LQWHUQHWVNLP WUJRYLQDPD SUHIH!

odluku donose zbog raznkd ponude i povoljnijih cijena.

Tablica2: Stupanj YDAQRMWL SRQXYHQLP NDWHJRULMDPD X

1-u 3-ni 5-u
potpunosti | 22QHYD| YD&Q| 4 YDa( potpunosti
QHYDa QHYD YDaQH
XaWHGD YUHPHQ 4 12 37 23 24
raznolikost ponude 0 3 16 43 38
dostupnostinformacija o
. _ 1 7 19 36 37
proizvodima
ODNaD XVSRUHGE
. 5 6 15 44 30
cijena
VLIXUQRVW SOD{ 4 5 7 24 60
kupnja iz udobnosti
_ 3 9 20 30 38
vlastitog doma
promotivni kodovi 5 14 26 33 22
besplatna dostava 2 7 13 29 49
UHFHQ]JLMH SRWL 4 6 14 29 47

Izvor: Izrada autorice

Tablica3: 6WXSDQM YDAQRVWL HOHPHQDWD RQOLQH NXSRYLQH

N

Valid Missing Mean

XaWwHGD YUHF 111 0 350
raznolikost ponude 111 0 4.16
dostupnost informacija 111 0 401

0 proizvodima
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ODNab XVSRLU 111 0O 3.88

proizvoda i cijena

VLIXUQRVW S 111 0 431
kupnja iz udobnosti 111 0 392
vlastitog doma

promotivni kodovi 111 0 353
besplatna dostava 111 0 416
UHFHQ]LMH S 111 0 4.09

Izvor: Izradaautorice

Tablica 2 SULND]XMH VWXSDQM VODJDQMD QD VNDOL RG GR
online kupovine. IDMYL4A4H LYPDWL@LMIDEQALPX SRWSXQR@8%) YDAaQL
raznolikost ponudle=DQLPOMLY MH SRGDWDN R PRIJXUQRVWkaEHVSOD
smatravD a QL 9% ispitanika X SRWSXQRVWHFNQALMH 4&&Vispitarika p D
RFMHQMXMHWR R/ NUPERERIM H WADEYX)G PIRIGQL SURL]JYRGL RVMHWC
QH PRAH LVSLWDWL NYDOLWHWD LV.9abRcE DMKazjeHedhje QH XV
YULMHGQRVWL QDYHGHQLK NDWHJRULMD WH VH PRaH ]DNO
LOWHUQHWVNH NXSRYLQH VLIXUQRVW SODuUuDQMD GRN
Osim VLIXUQRVWL SO DAREGoKDSt poride(d, 183WR MH ]D RpHNLYDWL |
,QWHUQHW RELOXMH &L U Rpa ltako U BOBIRGRIGrMBRAUVSiz\RGIrgaD

GR NRMLK MH PRJXUH GRUL X NUDWNR YULMHPH
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Tablica4d 6WXSDQM VODJIJDQMD PHYyX SR®XyHQLP NDWHJRULMDPD

1-u 3-niti me 5-u
2-ne 4-
potpunosti o zabrinjava o potpunosti
zabrinjava N zabrinjava
me ne niti ne me
me me
zabrinjava zabrinjava zabrinjava
kvaliteta proizvoda 4 12 10 51 23
YHOLPLQD SURL]YH 5 6 15 51 23
RAWHUIHQMH SURL]
8 13 17 34 28
transporta
PRIXUQRVW JORXS
_ ) 7 10 11 24 48
kreditne kartice
povrat proizvoda 11 10 13 39 27

Izvor: Izrada autorice

Tablica 5. Stupanj zabrinutosti elementima online kupovine

N
Valid Missing Mean

kvaliteta proizvoda 111 0 3.79
YHOLPLQD SURL]YR 111 0 3.83
RAWHUHQMH SURL]® 111 0 3.61
transporta

PRIXUQRVW JORXSTF 111 0 3.95
kartice

povrat proizvoda 111 0 3.61

Izvor: Izradaautorice

Tablica 4 prikazuje koliko navedene kategorije zabrinjavaju ispitanik&% ispitanika
]JDEULQMDYDMX X SRWSXQRVWL |DEULQMDYDMX NYDOLWH!'
na jedan od negativnih aspekta online kupovine, a to je neopipljivost proiava@dalici 5 je
SULND]DQR GD LV §DhEMDL@NNDHOR Ridiob&diel kreditne kartice (3,99)og
VWUDKD RG NUDyH D QDMPDQMH RAWHUHQMH SURL]JYRGD ¢
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MHGQDNLP YULMHGQRVWLPD RG WH VH SUHWSRVWDYOMD
trgovina nudiP R J X U @IRavhéctije i zamjene proizvoda ili povrata novca.

OROLP 9DV GD PHYX SRQXYHQLP NI
X QDMYHURM PMHUL NRULVWLW|I
iskustvima kupaca pri online kupovini?

ne informiram se o iskustvim: I 6%
VDYMHWL pODQRY D s 21%
Youtube B 6%
blogovi 0%
recenzije drugih kupaca na web trgovi I 41%
GUXAWYHQH PUH&H )DFH s 23%
Forum B 3%

0% 5% 10%15%20%25%30%35%40%45%

Graf 7: Udio ispitanika u informiranju o modnim proizvodima

Izvor: Izrada autorice

Graf 7 prikazuje da41% ispitanika smatra recenzije drugih kupaca na web trgovini kao
provjereni izvor nformacija 0 modnim proizvodimal M L K VH LQIRUPLUD SXWHP
PUHAD D LVSLWDQLND SUHIHU Ljar&@jaWajmihie \igpitafilk@IPP RY D RE
koristi Forum dokse6% ispitanikaX RSUH QH b QHRtvmd dyugih kupaca.

SIHGHUL JUXR) RiKdzuju stupanj slaganja Likertove ljestvice stavova od 1 de % RLS U H

VH QH VO@HRHWPODAHPLWH VH VO NVODRHAOW B HPH patpunati se
VODAHP
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Preferiram online kupovinu o odnosu na kupnju
ILILPNRM. WUJRYLQL

1-XRSuH VH ¢ 5%
2-QH vOD [ 21%
3QLWL VH VODA&HP Iy 45%
4-voDar N 17%
5X SRWSXQRV' I 12%

0% 10% 20% 30% 40% 50%

Graf 8: Stavovi ispitanika o preferenciji kupovine (u %)

Izvor: Izrada autorice

*UDI SULND]XMH SUHIHUHQFLMH NXSRYLQH PRGQLK SURL]Y
prodavaonice, tetM H Q D MY H48% iEditdRikb oRgBvorio neutraino QLWL VH VODAaHP Q
VOD&#WR PRA&H ]QDpLWL LQH & RWOVHDRWIND VB B MMHRGM L XaVMHpX QT
QMLKRYR SREROMADRDWSH WDQLND VH VODAaH L VH X SRWS.

tvrdnjom.

8VSRUHYyXMHP LVWH SURL]YI
UD]J]OLPLWLP RQOLQH V'

1-XRSUH VH ¢ 7%
2-QH VOD I 14%
3QLWL VH VODAHP e 23%
4-voDar I 3%
5X SRWSXQRV' I 20%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Graf 9: Stavovi ispitanika o usporedbi modnih proizvoda(u %)

Izvor: Izrada autorice
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Graf 9 prikazueGD VH YHUL EURM LVSLWDQLND VODAaH L X SRW:
XVSRUHGEL SURL]JYRGD L FLMHQD QD UD]JOLpLWLP RQOLQH VW

YHVWR NXSLP YLa&H RG
1-X RSuH VH (N 5%
22QH voD I 20%
3QLWL VH voDaHP I 29%
4voDa+ I 20%
5X SRWSXQRV' [ 16%

0% 50 10% 15% 20% 25% 30% 35%

Graf 10: Stavovi ispitanika o neplaniranim kupnjama (u %)

Izvor: Izrada autorice

SRQHNDG SRADOLP MHL

1-XRSiH VH ¢ 8%
2-QH voD I 21%
3-QLWL VH voDaHP s 24%
+voDa+ I 0%

5X SRWSXQRV' I 8%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Graf 11: Stavovi ispitanika okupljenim proizvodima (u %)

Izvor: Izrada autorice
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SBURL]JYRG X NXSLWL VD

1-XRSUH VH ¢ 19%
2-QH voD I 31%
3QLWL VH voDaHP I s8%
4-vOoDA+HIIN 9%
5X SRWSXQRV'I 3%
0% 5% 10% 15% 20% 25% 30% 35% 40%

*UDI 6WDYRYL LVSLWDQLND R NXSRYL®QL VQLAHQLK PRGQLEk

Izvor: Izrada autorice

BURL]YRG UX NXSLWL VDPR C
PRIXUQRVW EHVSODWQH (

1-XRSUH VH ¢ 10%
2-QH VOD I 2%
3-QLWL VH VODAHP [ 22%
4-vOD &+ I 23%
5-X SRWSXQRV'IIIIIs 13%

0% 5% 10% 15% 20% 25% 30% 35%

Graf 13: Stavovi ispitanika o politikama dostave i povrata internetskih trgovina(u %)

Izvor: Izradaautorice

Grafovi 10, 11, 12 i 13 prikazuju tvrdnje kojima je cilj bio ispitati postoje li elementi

impulzivne kupnje30 LVSLWDQLNIBYWXH SFODAXQRVWL VODAaX VD WYUGC
YLAH RG SCGNR WIHQRJD RpHNLYDWWUNHRE]JQERR QDRWVRH LRFMH N
SRGX]LPDMX NDNR EL SULY X NgtaH1® RAY tdr@yje LR G FS\WRERAD P+
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VDP QHaw R3%BbXspitaRikéaDMH ViB® &pitanikkaVH X SRW S X \MiEjeday OD aH
kupovina modnih proizvoda P R abiti potaknua WUHQXWDpPQLP UDVSRORAHQME
S RW U Ra&Difm Dakvi proizvodi Q D M prie d@rélddju(graf 11) Ispitanicima je kod tvrdnje o

kupovini proizvodasamo kada online trgovina nusiesplatnu dostavipovrata QDMpHAauL RGJRY
bioje ne VODAHR2WHEAWR VH PRAH SURWXPDpLWL GD SROLWLND ¢
kriteriji za kupovinu(graf 13)

Kupujem samo u online trgovinama koje imaju |
ponudi meni poznate brendave

1-XRSUH VH ¢ s%
2-QH VO D I 22%
3QLWL VH VOD&aHP I 28%
4-vOD &+ I 26%
5-X SRWSXQRV'IIIImmme 16%

0% 5% 10% 15% 20% 25% 30%

*UDI 6WDYRYL LVSLWDQLND R ]QDpDMX SR]QDWLK EUHQGF
(u %)

Izvor: Izrada autorice

Graf 14 prikazujetsipan slaganja sa tvrdnjom o kupnjionline trgovinama koje imaju ponudi
brendove poznate ispitanicimBrema tome42% ispitanika (26%V O D AH P Mikpotpunosti
VH VODAHP VH VODaxX VD WYUGQMRP dWR LK pdpiahik&8BWURAD |
neutralno, a preostalih 30% (8% RSUH VH QH V-@QMHaWPDaHP VH VH QH V

navedenim i time pokazuju da su spremni preuzak r otkrivati nove brendove.
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,QVSLUDFLMX ]D SRMHGLQH
QD GUXAWYHQLP PUH

1-XRSiUH VH ¢ 6%
2-QH vOoD Il 13%
3QLWL VH VODaHP Iy 3%
4-voDa+ I 20%
5X SRWSXQRV'IIIN 14%

0% 5% 10% 15% 20% 25% 30% 35% 40%
Graf 15: Stavovi ispitanika o inspiraciji za modnim proizvodima (u %)

Izvor: Izrada autorice

DN LVSLWDQLND VH VODax L X SRWSXQRVWL VODax GD
WUDaH QD GUXAaWwyYH Que n# potritvarPtiend WiReeE RDUNHWLQJD 9DaQf

naglasiti da je 38% ispitanika neutralno.

Zadovoljan/na sam modnim proizvodima Kojt¢
kupujem preko Interneta

1-XRSUH VH ¢l 1%
2-QH voD I 6%
3QLWL VH VODAHP [IImn 22%
4-voDat I 48%
5X SRWSXQRV'IIIIN 23%

0% 10% 20%  30% 40% 50% 60%

Graf 16: Stavovi ispitanika o zadovoljstvu online kupovinom(u %)

Izvor: Izrada autorice
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Ponovno bih obavio/la kupnju preko Interne
1-XRSUH VH ¢fl 1%
2-QH voD Il 4%
3-QLWL VH VOD&aHP I 18%
4+voDa+ I 35%
5X SRWSXQRV' I 39%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%
Graf 17: Stavovi ispitanika 0 ponovnoj online kupnji(u %)

Izvor: Izrada autorice

Grafovi 16 1 17 pokazuju stupanj zadovoljstva sa iskusteafime kupovine modnilproizvoda
OHULQD LVSLWDQLND VX LVND]DOL ]DGRYROMVWYR L SI

Interneta.

Tablica6 6WDYRYL LVSLWDQLND R SRQDADQMX X RQOLQH NXSRY

N

Valid Missing Mean
Preferiram online kupovinu o 111 0 3.09
RGQRVX QD N X SiQadvitk
8VSRUHYyXMHP LVWH 111 0 3.47
QMLKRYH FLMHQH QL
stranicama
YHVWR NXSLP YL&H F 111 0 3.32
planiram
S3RQHNDG SRADOLP M 111 0 3.18
kupio/la
SBURL]JYRG X NXSLWIL 111 0 2.45

VQL&HQMX
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BURL]JYRG UX NXSLWIL 111 0 2.99
WUJRYLQD QXGL PRJ

dostave i povrata

Kupujem samo u online trgovinam 111 0 3.21
koje imaju u ponudi meni poznate

brendove

Inspiraciju za pojedine modne 111 0 3.32
SURL]YRGH G\UNXEA PH

PUHADPD

Zadovoljan/na sam modnim 111 0 3.86
proizvodima koje kupujem preko

interneta

Ponovno bih obavio/la kupnju prek 111 0 4.09
interneta

Izvor: Izrada autorice

Tablica 6 SULND]XMH VUHGQMH YULMHGQRVWL QDYHGHQLK WYU
SRQRYQR REDYLOL NXSQMX SXWHP ,QWHUQHWD AWR XN
WDNYRP YUVWRP NXSRYLQH 7DNRYHU ]J]DGRYR®DWRIRNMX PRGD
porast trenda online kupnje i zadovoljstvo Internetom kao kanalom razmjene informacija i

prodaje. Srednja vrijednost za tvrdnIURL]YRG UX NXSLWL VD#EBsiDNRaAMR QD \
R]QDpDYD QHVODJDQMH LVSLWDWHWBRR/NRDY SRPH®X WK MPY USE
GUXJL IDNWRUL NRML XWMHpX QD NXSQMX NYDOLWHWD PDU

6OMHGHULK QHNROLNRUND]IRMB VWDYRYH LVSLWDQLND R XW
odluku o online kupniji.
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OLAOMHQMD L LVNXVWYD RE
moju odluku o online kupniji.

LXRSOH VH C I 21%
2-QH VoD I 20%
3QLWL VH voDaHP I 25%
4voD 4+ I 25%

5X SRWSXQRV' I 6%

0% 5% 10% 15% 20% 25%  30%

Graf 18: Stavovi ispitanika o utjecaju obitelji i prijatelji na online kupovinu modnih
proizvoda (u %)

Izvor: Izrada autorice

/ILMHS GLIDMQ L MHGQRVWD
na moju odluku o online kupniji.

1-XRSuH VH ¢l 2%
2-QH vOD I 11%
3-QLWL VH VOD&AHP I 29%
4-voD &+ I 46%
5X SRWSXQRV' I 12%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Graf 19: Stavovi ispitanika o utjecaju izgleda web trgovine na online kupovinu modnih
proizvoda (u %)

Izvor: Izrada autorice

Graf 18 prikazuje stav isSWDQLND R XWMHFDMX PLaOMH Qrd BdllkuLov N X VW'Y
online kupniji, te je 41% ispitanika 21% RS UH QH 20D HhOsB)itdzilo ne slaganje
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RNR QDYHGHQH WYUGQMH D LK MH QHXWUDQ@®BRMBRMHUVYH
XWMHFDM QD GRQR&HQMH RGOXNH R NXSQML NDR awWR VX O
SULND]XMH JUDI X NRMHPX MH LVSLWDQLMNDODRHPP]L\RH QD
12% X SRWSXQRVWL VH VODAaHP

ODUND SURL]JYRGD XWMHpPpH ¢
kupniji.
1-XRSuUH VH ¢ 6%
22QH VoD Iy 18%
3QLWL VH VODAHP I 34%
4-voD A+ I 31%
5X SRWSXQRV' I 11%

0% 5% 10% 15% 20% 25% 30% 35% 40%
Graf 20: Stavovi ispitanika o utjecaju marke proizvoda na online kupovinu modnih

proizvoda (u %)

Izvor: Izrada autorice

Prema grafu 20, 42% ispitanika (3% OD&HP VY SRWSXQRVWL VH VOD&HP L]
slaganja za tvrdnju da markaoizvoda X W MaHdalldku o kpnji i time pokazuje lojénostprema
RGUHYHQRP EUHQGX
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6QLAHQMD L SURPRWLYQL
odluku o online kupnji

1-XRSiUH VH ¢ 7%
2-QH VOD I 17%
3QLWL VH VODAHP I 24%
4-vODa+ I 33%
5X SRWSXQRV' I 19%
0% 5% 10% 15% 20% 25% 30% 35%

*UDI 6WDYRYL LVSLWDQLND R XWMHFDMX VQLaAaHQMD L SU
modnih proizvoda (u %)

Izvor: Izrada autorice

Osobe koje reklamiraju proizvode putem
GUXaWYHQLK PUHAD XWMHpX
kupniji.
1-XRSUH VH C I 24%
22QH VOD I 23%
3QLWL VH VODAHP I 35%
4-VODar e 14%
5-X SRWSXQRV'II 4%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Graf 22: Stavovi ispitanika o utjecaju influencera na onlinekupovinu modnih proizvoda (u
%)

Izvor: Izrada autorice

IDMYLEH LVU®EWDBRWDXQRVWL VVHONVOWRHWPH VPEONEDQXMIMIHF
promotivnih kodovaNDR YDADQ |IDNW&RW RR&SOXND MOV eadyu javiti
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elementi KH G R Q L gkidbva sl RupovinomJGMH QDMYHUL ]QDpDM LPDMX RVNMN
]DEDYH X RGQRYVXu@dnusS \IDONNRWLRWYRYR SRORYLFD LVSLWDQLN|
GUXEAWYHQLP PUHADPD @4%BXRSuBH N CDH X /B&WER)bkd

tvrdnjeda osobeNRMH UHNODPLUDMX SURL]Y RGHMSE X W HFD GUNKLEARARYYEKQHR
kupniji (graf 22)

Tablica7 yLPEHQLFL XWMHFDMD QD GRQRAHQMH RGOXNH R RQOL

N
Missin
Valid g Mean
OLAOMHQMD L LVNXV 111 0 2.79
SULMDWHOMD XWMH|
online kupniji.
Lijep dizajn i jednostavnost web 111 0 3.53
WUJRYLQH XWMHpX (
online kupnji
6QLAHQMD L SURPRW 111 0 3.47
na moju odluku o online kupniji
ODUND SURL]¥&®dp X\ 111 0 3.22
odluku o online kupnji
Osobe koje reklamiraju proizvode 111 0 2.50

SXWHP GUXaWYHQLK

moju odluku o online kupniji
Izvor: Izradaautoiice

U tablici 7 su prikazanesrednje vrijednosti za stupanj slaganja navedenih tvkiyg se odnose

QD XWMHFDM UD]JOLpLWLK IDNWRUD QD RGOXNX R NXSQML 3
uzimaju u obzir lijep dizajn i jednostavnost web trgovides8) pLPH FLMHQH SUHJOHGC
WUJRYLQH NDNR EL SUHWU D &kad DkiaMjal oBular & KYPRjGNZBmMERjiOR OD N
stupan;j slaganja j@ko tvrdnjee OVREH NRMH UHNODPLUDMX SURLIXWRIGIH XS X W
na noju odluku online kupnj(2,50). lako je danas marketing influencera izrazito cijenjen,
LVSLWDQLFL VX VH VORALOL NDNR LSDN YHUL XWMHFDM QI
SULPMHULFH VQLAHQMD L SURPRWLYQL NRGRYL
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5. =$./-8y8$.

ORGQD LQGXVWULMD i KeglinljrorfeénaniaibentonaE &/ @ L R WWdliki [pbrta) D
PRGQLK SURL]YRGD EU]HSRWD R@iidre @ D] [pWIATIHHQ AKKIGREEM H
SRSXODUQRVW LQWHUQHWVNLK WUJRYLQD NRMH RPRJXUDYI
kupovine.

Kod odaska ulLJLPNX SURGBHBRDR@EEABEIMHQX RBMEMMWAR XALYR LV
Y H @4, pdporediti boje i materijglea razliku od internetsk&govine u kojoj proizvod vide

samo na ekrandako o0QOLQH WU JRY hudedh&yridinRidadje & moizvodima,P R & H
sedogoditi da boja,Y HO LIb MO p QH N DhédigbVatdju apiswrnaNstraniaako utjecati

QD QHJIJDWLYDQ oko/vmiive IGipowing R®MNIRDEL SRWUR&DpPpL PLQLPDOL]L
oko QHIDWLYQLK pLPEHQ®@IHN DV RXXWIQRH& B[RS IdboWda i 9l
WUJRYFL WUHEDMX SUXaLWL a@aWR YL&H LQIRUPDFLMD R SUH]
VWUDQLFX SULYODpPQRJ GL]DMQD L Msh@i Rpotivby Gnkne]D V QD
atmosferu potaknuli na kupnju

Cilj empirijskog dijela rada jéio utvrditi NRML HOHPHQWL RQOLQH NXSRYLQH
SURFHVX GRQRAaHQM Dnothid @irkvddaR VMXITDEMYDQMH MH SRND]DC
SURL]YRGH QDM p HaAQ B MYHSINMENSHMY K8 ¥ MW DIHNR O LIBRMSYYX W B JF
NRULVWH LQR]JHPQH R@W&azlj&) hia PDWQINRDN QB REBWRL K nodrth WUJRY
proizvoda U fazi evaluaciH DOWHUQDWLYD YHGBMRHK W NXNSBHG K QY R3HHQ M
odluke o kupnji, azGYDMDMX VH PRJXUQRVW XVSRUHGEH SURL]YRG
UHFHQ]LMH ®RWHPREZQWHUQHWD MH YUOR MHGQRVWDYQR GR|
NUDWNR YULMHPH &4WR PR&H RODNADWL SURFHV NXSRYLQH
naglasak je na kupovini iz udobnosti vlastitog domdaDMYHUD MH gko EYUHLGQLDPW @ M WL
kvalitete pPRL]YRGD aWR L SUHGVWDYOMD JODYQH MaH&GRVWDWN
proizvoda. Ispitanici su pokazali najmanju zabrinutost kod povrptaizvoda i njegovog

R & W H prifikpmal Dansporta jer su to faktori nikoje ne mogu direktno utjecati t/ HUL QD
LOQWHUQHWVNLK WUJRYO®P DPIDWHX XARXIW DQRARG\S B ¥ N QRY DU R INIX
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SR WU KadDipvdr informaga o modnim proizvodima QDMYL&H VH pbasdibMX UHF
SRWURBDNMHWMIBDRWIUIRYLQL D QDMPDQMH EORJRYL 1DMYHUH
uZHE WUJRYLQL VH R ahhv8ljiv& W obRir ldsstiarni korisnici proizvoda

SLaX UHFH Q@$bhdke) HDV ®Q HS O D . BIQddvi] zadhiRh nekoliko godina gube na
popularnosti, iako su ranije bili najpopularniji izvor informacija o modnim proizvodima. Pad
SRSXODUQRVWL EORJRYD VH PRAH SURWXPDpPLWL NDR SURF
GUX&aWYH@DP OP N DIRstagnam, Raxebook i SNRMH G D @aDnépivadijdbéokhim
NRULVQLFLPD &4WR MH SRWYUGLOR L LVWUDALYDQMH 9D:
MHGQRVWDYQRVW X VQDODAHQMX RGUHYHQH ZHBDAWWXQLF
SULOLNRP NXSRYLQH 6SRPHQXWH VSHFLILPQRVWL pLQH S
SRYHUDY DM X z® Ripvijord DFWMBPALYDQMH MH SRND]JDOR GD VH GD
SODQLUDQRJ 7R PRA&H SRWDNQXWL iLuRj&AtOr]d. MedRovBIRt@D a4 D Q M|
kupljenim proizvodimaZanimljiv je podatak daMHGDQ GLR LV SL W DkppoMabu VP D W U D
ZHE WUJRYLQDPD NRMH LPDMX X SRQXGL QMLPD SR]QDWH EU
preuzimati rizik,dok je drugi dio isfianikaspremno preuzeti rizikotkrivati novebrendove Na

NUDMX LVSLWDQLFL VX VH VORALOL RNR WYUGQMH GD EL SI
]JIDGRYROMQL PRGQLP SURL]YRGLPD aWR SRWYUyXMH SRUDVW

stav prema Internetu kao kanalu prodaje i razmjene informacija.

8 LVWUDALYDQMX SRVWRMH RGUHYHQD RJUDQLpHQMD WH MH
SRVHEQR PXdNH SRSXODFLMH =ERJ WRJD VH LVWUDALYDQM
AHQMODNRYHU LVWUDALYDQMH MH SURYHGHQR SXWHP GUXaw
QHPDMX D NRULVWH ,QWHUQHW ]D NXSRYLQX PRGQLK SURL
XNOMXpHQMH YHUHJ EURMD X]J]RUND L RGDEL Wi BeHIGW)eH NDWH
LVSLWDOL VWDYRYL L PLAOMHQMD SRWURADpD
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634(7$.

Online kupovinaMH X ]DGQMLK QHNROLNR JRGLQD GR&A&LYMHOD YHC
,QWHUQHWD WH MH YD&QR XWYUGLWL NRML HOHPHQWL QDM
PRGQLK SURL]YRGD 3RQD3EDQMH SRWURADpD MHPWH®@NR DS UMH
VH PRAH ]DNOMXpPLWL GD UD]JOLNH X 73-RPQIDEND@LM R LRIV M VRU D& )
utvrditi koji elemeniRQOLQH NXSRYLQH LPDMX J]QDpDMQX XORJX X SUI
u modnoj industriji. 5GH]XOWDWL ISWNDPRQYDWMIED QDMSRAHOMQLML
SULGRGDMH SRVHEQD YDAQRVW VX PRJXUQRVW XVSRUHGEF
UHFHQ]JLMH SRWUR&DpPD 6 GUXJH VWUDQH NDR MHGDQ RG |D
zlouporabe kredineRUWLFH 'DQDV GUXAWYHQH PUH&H LPDMX XORJX
SXWHP QMLK GROD]L GR YHOLNRJ EURMD NRULVQLND ,VWUD:
YDA&QR NRG RGDELUD ZHE WUJRYLQH JERJ RVMHUDMD SRYMHU

.OMXpRHpPULL SRQDEDQMH SRW U R&MDdipmizRGOLQH WUIRYLQD
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SUMMARY

Online shopping has experienced great popularity among Internet users in the last few years, and
it is important to determine which elements most influence the degisiding process about
fashion products. Consumer behavior is difficult to predict dukedanfluence of various factors,

and it can be concluded that differences in behavior depend on the type of product. The basic
goal of the research was to determine which elements of online shopping play a significant role in
the purchasing decisiemaking process in fashion industry. The results of the research showed
that the most desirable elements are: the possibility of pra@hutipricecomparison, payment
security and consumer reviews. On the other hand, the credgeaudtyis mentioned as ongf

the worrying factors. Today, social networks havemgortant role in presenting products
because they reach a large number of users. Research has shown that knowing brands is

important when choosing a web store because of a sense of trust and.security

Key words: consumer behavior, online shoppingfashion apparel
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PRILOZI

Prilog 1 xanketni upitnik

Znacaj online kupovine u procesu
donosenja odluke o kupnji u modnoj
industriji

frscon omibtiels ilmslirtriten it . b

rada. Anketa je u i a rezultati istrazivanja biti ¢e koristeni iskljugivo za
svrhu zavrdnog rada.

Hvala na sudjelovanju!

*Obavezno

Spol *

() zensko
(O musko

Dob *

QO <20
QO 2130
Q 3140
QO #1s0
QO »50

Radni status *
O zaposlen/a
(O nezaposlen/a

(O student/ ugenik
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Prosje&na mjeseéna primanja *
O <2.000 HRK

(O 2.001 - 4.000 HRK

(O 4.001 - 6.000 HRK

(O 6.000 - 8.000 HRK

(O 8.001 - 11.000 HRK

O >11.000 HRK

Molim Vas da od ponudenih kategorija ocjenite na skali od 1do 5 u kolikoj mjeri
kupujete sljiedece proizvode (1-uopce ne kupujem online, 2-rijetko kupujem
online, 3-Gesto jiem online, 4-isklju¢ jem online) *

1-uopée ne 2-rijetko 3-gesto kupujem 4-iskljuéivo
kupujem online  kupujem online online kupujem online

O O @) @)

O @) @)
O @) @)
O O O

ostali modni

dodaci (Salovi,

kape, remeni, o O
naodale i dr.)

Koliko éesto kupujete modne proizvode putem Interneta? *
(O svakidan

O nekoliko puta mjeseéno

(O jednom mjesedno

o nekoliko puta godidnje

Koje od online trgovina najcesce koristite? *
o domace
O inozemne

o podjednako

Molim Vas da od ponudenih kategorija ocjenite na skali od 1 do 5 koliko su Vam
vazni sljiedeci elementi kod online kupovine (1-u potpunosti nevazno, 2-nevazno,
3-nivazno ni zno, 4-vazno, 5-u p 1vaZno) *

1-u potpunosti 2-nevaino 3-ni vazno ni 4vaino 5-u potpunosti
nevaZno nevaZno vaino

e o) o o o o
o 0 ) o ) 0

dostupnost

informacija o O o O o O

proizvodima

55



lak$a
usporedba
proizvoda i
cijena

sigurnost
plaéanja

kupnja iz
udobnosti
vlastitog doma

promotivni
kodovi

besplatna
dostava

recenzije

potro$ata

Molim Vas da od ponudenih kategorija ocjenite na skali od 1do 5 koliko Vas
sliedeci elementi zabrinjavaju prilikom online kupovine (1-u potpunosti me ne
zabrinjava, 2-ne zabrinjava me, 3-niti me zabrinjava niti ne zabrinjava, 4-
zabrinjava me, 5-u potpunosti me zabrinjava) *

1u 2ne 3-niti me su

potpunosti
me zabrinjava

me ne me niti ne
zabrinjava zabrinjava

kvaliteta O O o o O

proizvoda

:Erg:ilxda O o O O
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