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6DAHWDN L NOMXpPpQH ULMHpL

,] SHUVSHNWLYH SRWURAaDpD YHULQD SURL]JYRGD MH QHGLI
NDR SULOLND VH XND]XMH XSUDYOMDQMH NRULVQLpPNLP LV
VWYRULWL NRQNXUHQWVND SUHGQ R \rdhjuhBke Vigohedd AQiM X UD ]
SRGXJHUIMHUHQFLMDFLMD GRELYD QD JQDpDMX X GDQDaqQl
GMHORYDQMHP QD WUALAWX QHU LODHW Q RU H} X PLW D W XG L VARWUHH
percepcijski monopol, odnosno situacija u kojoj premM@aWHYyHQLP GLPHQ]JLMDPD S
SRGX]HUHnRureRdle X RpLPD SRWURA&DpPD

3UHGPHW RYRJ UDGD MH DQDOL]D PRJXUQRVWL GLIHUHQ
SRWUR&DpPD 7HRULMVNL RNYLU QDVWRML REMDVQLWL NOJ
SWYDUDQMH SHUFHSFLMVNRJ PRQRSROD WH RPRJXULWL Vt#
RVWYDULWL RGU&LYX NRQNXUHQWVNX SUHGQRVW )RNXV |
obzirom daje kod njih SURL]YRGQD GLIHUHQFL Mpd&ae iskedord QLpHQD
SRWURADpD GROD]L GR LJUD&DMD

SURYHGHQR MH LVWUDALYDQMH SXWHP GXELQVNLK LQWHUY
VWUXpPpQMDFL X EDQNDUVNRM LQGXVWULML XSUDYOMDMX NI
SURL]YRGH SWYRIYyHWRXMMINBEIN GR VDGD QLVX XVSMHOL
E D QN D U V N REpublikedHnZawke. @prinosovograda jH X XWYUYHQLP RJUDQL
NRMD VS UH pdastakXeE&pQjdkHnonopol koji bi im donio brojne prednosti.

,OMXPQH ULMHPYNBHRIIRSRO SRJLFLRQLUDQMHpracéN X VW Y R
GRQR3ZHQMD RGOXNH R NXSRYLQL



Abstract

JURP FXVWRPHUTV SHUVSHFWLYH -dif&antdte® IsoKdideBE1I0 R G X FW
differentiate them there is a potentiahmanaging customer experience. With a differentiation
strategy, companies are trying to create competitive advantage based on differences in
positioning of a product, a service or a whole company itself. Nowadays, such strategy is
gaining its significance hen there is a fierce competition that is characterized by similiar
market positions. Crucial result of a differentiation is a perceptual monagtbly situation

when, based on some dimensions, there is no competition for the company or offering in the

eyes of consumers.

This paper explores the possibilities of differentiation through managing customer experiences.
Theory framework was designed to explain key concepts and terms which are important for
creating perceptual monopoly and exploring the wlayswhich the company can create
sustainable competitive advantage. Because of the limitatibpsoduct differentiation for

some productghere is a focus on natfifferentiated products, and the customer experience is

an optimal way through which the cpany can differentiatthem

The survey was conducted througkdiepth interviews whose goal was to determine the ways
through which the experts in the bank industry are managing customer experiences to
differentiate their products or companies. It isdaded that, up until now, banks were not
able to differentiate their products or companies on the Croatian bank market. The contribution
of this paper is based on determined limitations that prevent banks to create perceptual
monopoly and gain its advages

Key words: Perceptual monopoly, positioning, customer experience, differentidicision
making process






1. Uvod
1.1.3RGUXpMH L FLOM UDGD

OHULQX JOREDOQLK WUAL&WD NDUDNWHUL]LVYD SRGRNHU DD\
nalaze u kompleksnoj situaciji pF RN XaD M X vrikUeDisk® @adriostN &zirom da

YHULQD VWUDWHILMD NRQYHUJLUD X VRHpOW UDRYVHRELMB QR
stYDUDQMH NRQNXUHQWVNH SUHGQRGE WLV WID@HNKK Wik &S} K & Bl
YULMHGQRVW SRWURADpPLPD 6 RE]LKRMKIGRoiBMMRNDANVR G QD Gl
QD RIUDGREHQNDD QD UDVSRODJIJDQMX LPDMX PRJIXUQRVW G
iskustva. . DR HNVWUHPQL UH]XOWDW XSUDYOMDQMD NRULVQL
PRQRSRO NRML RVLP SRWHREAQRNH SEBGXFHEDFLBERQ RVL L]

kvantitativre pokazatelje poslovanja.

1D WHPHOMX SUHWSRVWDYNH R HNVWUHPX ZiebniyeO MD QM D
RYRJ GLSORPVNRJ UDGD DQDOL]putemRupkailjarfalékistvord L ITHUHQ
SRWURADPD 2VQRYQL LVWU DHLLYQDH §R FFR XM NROVGLIK NHI . 8 MU
NRMH NDUDNWHUL]JLUD QHGLIHUHQFLUDQRVW XSUDYOMDWN
GLIHUHQFLUDQX SRQXGX 5DG aHOL RWNULWL NRMH VX SU|
temelji upravljanje iskustvom poRaDpD NDNR OMXGL SHUFLSLUDMX

konkurencijuWH NDNR VPDWUDMX GD SRWURAaDpL SHUFLSLUDMX |

1.2.1zvori i metode prikupljanja podataka

Za potrebe izrade ovog diplomskog rada koristili su se primarni i sekunzaori podataka.

Sekundarni izvori podataka koristili su se prilikom stvaranja teorijskog okvira koji je bitan za
SRGUXpMH L WHPX UDGD 5DGLOR VH R JQDQVWYHQRM L V!
raznih baza podataka na internetu te knjjpaU HOHYDQWQRJ SRGUXpMD 3ULPD
SULNXSOMHQL VX SXWHP SURYHGHQLK GXELQVNLK LQWHUY
LVNXVWYRP SRWUR&@DpPpD X EDQNDUVNRM LQGXVWULML ,Q\
VWUXPpQMDND BDRPRYHBVRGWMKWQLND ]D LQWHUYMXH



1.3.6DGUADM L VWUXNWXUD UDGD

Rad je podijeljen na 5 dijelova. Prvo poglavijghjpod NRML VDGUAL RVQRYQH SRGD
i cilju rada, izvorima i metodama prikupljanja podataka te strukturi rada. Drugo poglavlje
odnosi & na strategiju diferencijacije te definiranje percepcijskog monopola i njegovih
karakteristika. Poglavlje 3naziva8eSUDYOMDQMH LV NXKN WRERDP SQERMWINRE DIRDJ
LVNXVWYR WH VXVWDYQR XSUDYOMDQMH LVW LP/ W DNRLY VMR
X NRMHP VH QDYRGH RVQRYQL HOHPHQWL LVWUDALYDQMD
poglavlje se naziva, VWUDALYDQMH R QDpLQLPD XSUDYOMDQMD LV
nediferenciranih proizvoda donosi predmet, ciljieve, ietGRORJLMX UH]XOWDWH
LVWUDALYDQMD

2. Strategije diferencijacije

6WUDWHJILMD GRODWUR® ~JRHFRYN QRYPHPR SULMHYRGX ]QDpL
.RULMHQH VWUDWHJILMH QDOD]LPR X8RP DMHIMD Q Eb) fe K Do(HNP X
QDSLVDR 6XQ 7]X K. 6WWRWMBILMIES B G UHYy ¥MHRYEB M@ U] DRIMLDP
a kododaira smjera, kao i kod ratovanf @ RWUHEQR MH REUDWLWL SR]JRUQR
(2005) napominje kako strategija orgabZLMH PRUD ERMUX&NRWAQORMHG
RUJDQL]DFLMH GRN 3RUWHU QDYRGL NDNR MH NON

organizacijesanjenim RNUXaMHP

U literaturi se spominju brojne definicije strategije marketingg X QDVWDYNX UH ELWL
samonekeod njih3UHYLALO L '"RAHQ QDB GEHHNMNR MWD YRR AH V
elementazciljeve, okvir i smernice djelovanja teG X J R U RIStIQAR &I svojoj definiciji
QDYRGH VYD WUL HOHPHQWD L QD S ReéKofgstiti ¥ild\kDjiNs8bjékivV U D W H J
pri planiranju. AtBategija marketinga fundame®QL MH RNYLU NRNé i REXKYD
SODQLUDQH FLOMHYH LVNRULAWDYDQMH UHVXUVD SRGX
NRQNXUHQFLMRP L RVW DQ\Naket,Bbdyd/i RduredPE9FER) W xraddrgakl D
(200938) VWDYOMD YHUL QDJODVDN QD SUXaDbD Q hefinird kdkoMHG QR \
ARUJDQL]DFLMVNL LQWHJULUDQL X]J]RUDN RGOXND NRMH \
SURL]YRGH WWQENMWDNWLRYRRWWL L PDUNHWLQA&ANH UHVXUV
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LVSRUXFL SURL]JYRGD NRML QXGL YU LlsMigaaigaRijgrivteIaRW UR AaD p
RPRIJXUXMH RUJDQL]DFLML GD Si&ér WilsdQ(R001 sndvedd kgk@jel FLOM
straegija marketinga vezana uz odluke vezane uz segmentiranje, targefodalper ciljne

skupine)i pozicioniranje temeljeno na proizvodu, cijeni, distribuciji i promo€iprter (1996)

s druge strande VWLPpH NDNR MHNRVHFMRIQQHNQ®B ELOR NOMX)p V
]JDQHPDULYDQR X] REUD]JOR&AHQMD NDNR MH SUHVWDWLPQR
WDNYD UD]PL&OWIDEHVIDRWPSHD JLED IY RGH NNRRONUDX UWHHQ WY IN\R [ DX
VXGLRQLNH X2QIRGX NI Xp SUR E O H Pdyjij¢vi Hpeativd ®effiRelsmb&iY D Q M H
5D]QL DODWL NRML SRYHUDYDMX HILNDVQRVWteV3 DY OMH ¢
LOQNUHPHQWDOQLP LIPMHQDPD X VYLP GLMH®&kyhavwddi SRVORY
isSWL DXWRU RSHUDWLYQD XpLQNRYLWRVW MH YH]DQD ]D SR
VWUDWHJLMD RGQRVQR VWUDWHANR SR]JLFLRQLUDQMH ]D
konkurencije.

Operativnaefikasnost mora biti na visokoj razini P Hitiyn organizacija bi, kao preduvjet
GXJRURPQRP UDVWX WUHHEB®D X\RWRMNIUXEADVWHGWHIWM X Q
konkurenciju.Strategija diferencijacijékao jednaR G JHQHULpPNH VYaUdipmaHILMH 3
pozicioniratise Q D Qdxpiij€GQRVW NRMX SRGX]JHUH SUXAD QDGPD&axXM
RGQRVQR GD SUXabD UD]OLpLWH VWYDUL

Osim brojnih definicijastratgije koje literatura nudi, pojavijujuse iffODLpLWH NA@® VLILNDT
SRWUHEH RYRJ UDGD IRNXYV UBEjNH O DN\DLY O MDUWDIR GR W\WHIUWD W H
X IRNXVX EURMQLK LVWUDALYDQMD .KDUXE 6KDUPD

& Stonedown, 200/Murray, 1983

2.1.GeneribNH VWUDWHJLMH 0 3RUWHUD

5HQNR X VYRMRM N QM L ktnk@éngke Girategijé Hqitdal je pohij H
SRVWL]DQMH RGU&LYH NRQNXUHQWVNH SUHGQRVWL D WR

X 9RGVWYR X QLVNLPWUDREHNRYILIP D LVALKY WURANRYD
x Diferencijacija proizvoda (ili sategija diferencijacije

x Strategija fokusiranjéli strategija fokugane segmentacije)



Prikaz *HQHULpPpNHM.\PHEX® WHILMH

JEDINSTVENOST
PERCIPIRANA OD
POTROSACA

POZICIJA NISKIH
TROSKOVA

CIELO

TRZISTE DIFERENCIJACIUA VODSTVO U

TROSKOVIMA

ODREDENI
TRZIENI FOKUS
SEGMENT |

Izvor: Porter, M. E. (1980 Competitive strategy: Techniques for analyzing industries

and competitors. New York: Free Press, str. 39.

Renko(2005) S R M D sakidiratdyijavodstvaX QLVNLP WUR & M&postRahj§D FLOM
WURANRYRGQWAMIRGENRY D stateyhaXdifetepdijadiels R Y H (\Dijedvddt
proizvoda ili usluga u odnosu na konkurenciju, dok je strategija fokusiranja kombinacija dviju

prethoahih strategija a \é Kidljivo na prethodnom prikazu)

,DNR VH X OLWHUDWXUL QDYHGHQH VWUDWHILMH QDYRGH
SRGX]J]HUH PRaH ELUDWL L]JPHYyX GLIHUHQFLMDFLMH L YRG!
VWUDWHILMH NRMLPD QDMWEXWERE QRNXFUNDPRQRWUDWHJILMD
SRGX]JHUD QD QHNRP SRVHEQRP VHIPHQWX 8 WRM VLWXDFL
od dvije osnovne strategijetfokus naGLIHUHQFLMDFLMX LOL VWUDWHJLM
Potrebno je navestiRNR GYLMH RVQRYQH VWUDWHJLMH QLVX LVNOM
SD pDN L XNROLNR VH UDG@Drt&, Y080 DWHJLML IRNXVLUDQMD

211. 6WUDWHJLMD YRGVWYD X WUR&GNRYLPD

6WUDWHJIJLMD YRGVWYD X WURANRYLPD RGQRVQR VWUDWEF
SRGX]HUD GD ]J]DX]PH OLGHUVNX SR]JLFLMX X Mo@GBXYWULML
WUR&NRY L pdseldi itutibigsRategijaSUL YRYHQM X Qed NoHY RNJR D5QRLG R FHLU F
QDVWRML GXJRURpPQR VPDQMLYDWL VYRMH WURANRYH DOL
konstanto ciienu, SRVOMHGLPQR GRQRVL PoHdi H1985) RdvoW QRdko PD U & H
SRGX]JHUH RVWYDUXM lHosN Ri@jEnotd Hi€agie/ NskiKS WHUIRANRYD XNRQO

4



XNXSQL WUR&G&DN SURYRYHQMD VYLK DNWLYQRVWL X ODQFX
kod konkurencije.7LPH aHOL QDYHVWL NDNR VH SUL GHILQLUDQM X

relativni omjeria ne apsolutni iznosi

OvasWUDWHJILMD VH XVNR YHAH L X] SRMDP N URLYYNKHDEVMDHD Y/ WN X\
Njenaprimjena u organizacijama J@enula Q H {NMjeRmegoje Wright (1936) objavio svoju

WH]X JGMH GRND]XMH NDNR VH SRYHUDQMkbW pB [g¢drlidYRGQMH
smanjuju (Thompson, 2012)Preciznije definirano, ¥ DNLP XGYRVWUXpHQMHP
SURL]YRGQMH WUR&DN SR M Hza kepstanini Sakitér 0 HY K @/M PV PNDWQLVY XNDI
iskustva nije jedini element u kojemu ova strategija nalazi y@dfiH .DNR QDYRGL 5HQNGE
osim krivulje iskustva tu se pojavljuju XpLQNRYLWD HNRQRPLMD REXMPD
LIEMHIJDYDQMH PDUJLQDOQLK NXSDFD PLQLPDOL]DFLMD WL
i razvoj te drugi.Isti autor navodi i kakoVH VWUDWHJLMD |]DVQLYD QD X
NDUDNWHULVWLND SURL]JYRGD aWR X NRQDpPQLFLodGRYRGL
VXSVWLWXWD 7D DNWLYQRVW MH NRPSOHPHQWDUQD DNW
PDQMH XODJDWL X RMWUND&RLYDQWMRYRINOGYXID SRGUXpPpMD
SUXabDMX

Mnogi autori (Green et. al., 1993; Baack & Boogs, 2008ght, 1987 Banker, Mashruwala

& Tripathy, 2014 QDYRGH NDNR MH NOMXp RYH VWUDWHJILMH ]D¢
WURANRYHRI DB RGEYNIR NRG NRE@EHNRXVUH GRWXY UyXMH WH]D R UHOD
novije doba, operativna efikasnost je dostupnija nego prije zbog pojave intemmigianacije

EUAH L MHGQRVWDYQLMH NRODMX &@&WR RPRJXUXMH SRERO
2001).



Prikaz2. OdnosRSHUDWLYQH HILNDVQRVWL L VWUDWHA&NR

visoka
Krivulja produktivnosti

W

Isporucena necjenovna vrijednost potrosacu

niska

visoka niska

Relativna tro$kovna pozicija

Izvor: Porter, M. E. (1996What is stratedy, Harvard Business Review4(6) str.6

Prethodno e QDYHGHQ SRMDP RSHUDWLYQH HILNDKkaRQRo/MeEL PHyX)
strategijia 3RUWHU REMPR ARIHWDMWLYQD HILNDVQRVW SRG
aktivnosti bolje neqr WR pLQL N pgidtkhateix&shddtBe dakle odnosi na stvaranje
QDMEROMLK SUDNVL QD WUALaW N RH HNDD/@H M H5 UYIRY H @ NMRIC
VWYDUD QDMEROMH SUDNVH SRVWLAH RSHUDWLYQX HILNEL
SRGX]HUH PRaH LPDWL VWUDWHJLMX NRMD UH JD SR]JLFLRQI
VDPR DNR MH VSRMAEQRLRWERAMDWIQWSRPHQXWL NDNR QHNR
na pomicanje krivulje prema van. Jedan od tih je napredak tehnelogidruga stvar je
kompetitivnost NRMD GLAaXUL KoNkir&hAMayS REXL VY LNKULY XOMX SUHPD
navodi kakotu pogoji zamka, jerYHULP VWXSQMHP XVSRUH&SEGXVHDIDRQI
SRpLQMX VOILIPXWIPBEWRXYRGLPpQLK SR]L FratM éjedBvapdfab L1 HUHQ
MH MHGDQ RG SULND]D NRML SRND]XMX NDNR VH QDMERO
WURANRYL PHYyXWLP NDNR PRaH MHGQR SRGX]HUH WDNR P
SUXALWL MHGLQDpVWRDWRJPILAMRQDYJDQMD D VWUDWHJILMD (

9UOR ELWDQ HOHPHQW RYH VWUDWHRJHM&L MH REE MW MG DMWH
ugrubo jednak rai izmey X FLMHQH L WURGMRBYGHMHQNMWWRMLRYNRYD X



SRYHUDQMH SURILWQH PDU&H OHYXWLP NDR &@&WR QL MHC
GHILQLUDQH XSXWH NRMLK WH RWIOPMRLQDFVWL DAVRHIL MG &I
SURSLVXMH NDNR utH OMXGL NRML YRGH RUJDQL]DFLMX SUH

Renko QXGL GYD SULVWXSD VWUDWHJLML YH]DQR ]D SURI

1. 8 SUYRP SULVWXSX SRGX]HRMNDY IOAMLY @ M/WRIEARNRMHQHS 7
RVWYDUXMH PDOH S U RidtpastariaRédd astvaufeHOX W LPW U&LEAQL
Dakle, profit po jediniciproizvoda je malen DOL ]J]ERJ YHOLNLK NROLpPpL
SURL]YRGD RGQRVQR YH O lvaryjirvalikUukupaiiot. XGMHORP RV

2. 8 GUXJRP SULVWXSX SRGX]HUH QH VPDQMXMH FLMHQH L
MH YHUD UD]JOLND L]PHyX WUR&NRYD L FLMHQH &aWR X
SURL]J]YRGD 7DNYD SRGX]JHUD ]DstdJmVi(ptistul, re@ajlR QLK N
OLGHUVNX SR]JLFLMX QD WUALawx

'D EL SRGX]J]HUH RVWYDULOR L]QDGSURVMHpPQX SURILWDEL(
mora postaviti cijene na razini prosjeka industrije. Autori dalje navode kako postavljanjem

cijene ispod industiy NRJ SURVMHND QHPD JDUDQFLMH GD iH VWUD)
LIQDSURVMHpPQH 7RURH. WR&H C(RERMDVIQLWL QD QDpLQ GD VPD
RWNLGD GLR SURILWQH PDUaAH NRMH MH PRJOR LPDWL

U visokokompetitivnim industrijama rat cijennije rijetka pojava. iiacijaje karakterizirana
VQLADYDQMHP FLMHRBELN®RIQ MOINHRQPWIOGERELOL GLR QRYLK N>
TadaSRGX]J]HUH NRMH LPD QDMQLaH WURANRYH X LQGXVWULM
Kako navodi PorH U SR G X]HUH ilnksprat WelikihCkEBRoddpr oni mogu

utjecat na smanjenje cijene samo do one razine koju nude konkue@iLADYDQMHP FLMH (
NRQNXUHQWVNH SRGX]JHUH L GDOMH LPD NRQNXUHQWVN X
YULMHGQRVW SRWUR&DpX PMHUHQR QDMQLARP UD]JLQRP F
LPD QDMQLA&H WURANRYH LQGXVWULM EkdtrénMadve éiiaglid QML RG
NRMRM WD WYUGQHEIDORHEE LXERQ@BDQWM R p@® B SpugtiioNazkuFLMH QL
FLMHQD LVSRG UD]JLQH PDUJLQDOQLK WURANRYD X NRMRM
OHYy XWHitRo je naglasitida rat cijena ima]QDpDMQLMH XJURNH QHJR &y
kompetitivnost incKVWULMH 8]URN W R RhtirdhBsd ponEdeyLsitQadijGKRatiel U
SRQXYDpL QXGH YUOR VOLPQH SUR UMREBHYNHPYMWRMMB D0 B[
konkurentsku prednost. U situaciji kada je ponuda nediferencirana, konkurentnost cijenama je
YUOR ORJLpDQ VOLMHG GRJDYDMD



lako WUDWHJILMD QLVNLK WURANRYD LPD 1QDpDMDQ RGQRYV
RPRJXUDYD PX GD SRVWLJQH VYRMH FLOMiiaY HsvojiKkDUXE  (
RJUDQLpHQMD 3UYHQVWYHQR VWUDWHJLMX MH ©ODNR LPL)
WHKQRORJLMX L SURFHVH NDNYH LPD SRGX]JHUH QD wuUaLav
WUREGNRYH WH UH WLPH SRGX]kKdiuHje Lbp2i¥ale Lsamo @aRiskik M X OL
WURAGNRRUPR EL VH UNRIG NDWRDWHJL M dris@thaVdihbtdmil;U R &N R Y
SRGX|HLPID QDMQLAH WURANR Y HRQIDH®X &AM/ INGRLQ N K WOHPWD\
.RG GLIHUHQFLMDFLMH MH VLWXDFLMH QHAWR VORAHQLMD
SRGX]J]HUH GLIHUHQFLMD Fuevtehnbl@ije LJBHO BGQ RSRIMDED QRGX]F
SULPMHQMXMH VWUDW H J mbtx inveRtiEati ehkD svote\hbvBca ekl biP D
usvojilo novu tehnologiju ostalo lider Nadalje, Porter (1980) nadi kako je za uspjeh

navedene strategijgotreban veLNL WUALadQL XGLR L OLDNHRN B UgddoVIW L H H
LPSOHPHQWLUDQMH VWUDWHJLMH ]DKWLMHYD YHOLND XOD
gubitak, a profiti koji se zarade moraju se reinvestirati u poslovanje kakdibi]® GUADOD
ostvare QD SR]JLFLMD &4WR VH WLpH JDKWMHYD SR SLWDQMX R
SRWUHEQR LPDWL GHWDOMQ@X NRQWUROX WURANRYD pHV\

nagrade koje su bazirane primarno na preciznim kvantitativnim ciljevima.

RenN R QDYRGL VOMHGHUH UL]JLNH NRMH SRGX]HUH SU
WURANRYD

X Ulazak novih konkurenata

Veliki izdaci i nefleksibilnost

THKQRORANH SURPMHQH QD WHPHOMX NRMLK GRVDG
erodiraju

X 1H XRpDWDOMMH LK SWRPNVCHIDINWHUL]JLUD PLRSLMX

x ,QIODFLMH X WUR&ANRYLPD

X

X

,DNR SRVWRML YL4H QDpLQD ]D SULPMHQRP VWUDWHJILMH
BWUXNWXUD LQGXVWULMH X NRMRM VH SRIPOMXH] @DEDMD
ulogu. UkolikojH MHGLQL QDpPpLQ NRMRP VH WURANRYL VPDQMXM X
VWUDWH&ENR SLWDQMH NRMD MH WR NROLPLQD SURL]YRGC
(Murray, 1988).3RGX]HiUH NRMH &HOL HILNDVQR \S URRNR QD IPYROMDLE
LIXJHWQR X LQAHQMHULQJX QDEDYL SURL]JYRGQML L GLVW
bitno (Kotler & Keller, 2@ 7R VH PR&H REMDVQLWL WLPH GD XN
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NROQNXUHQWVND SUHGQRVW LKNWWVRKHNRRK 05 D SARHGE N\PVNAHL DM 1 DL
RVYRMLWL YHOLN GLR WUAL&WD OHYXWLP WD WYUGQMD (¢
]QDpDMDQ IDNWRU NRML UH |JDGUADWL L SULYXiUL SRWURAD|
nije racionalanOgranipHQMH NRMH VH MDYOMD N Reondhijk p&iRd. MH R E X
5DGL VH R VLWXDFLML nakoN RékéyMremendaSRCBIH titld HVDn SRYH U D
NRPSOHNVQRVWL SRVORYDQMD L WUD®ddhR, Wwhtedij& Mdlic LQD FL M
WURANRYPRAEAH ED]LUDWL QD VHIPHQWX OMXGL NRML VX FI
(2008) ukazuju na primjer industrije naftnih detev&kojeg je naveo Murray (1988); taj

industriji SRWURAaDpL VX FMH®DRW DR \RWM B R/ Gdfibdain BiHpkiiM X
WURGWRYQPLMH PRJXUH SULPMHQMLYDMWLMRY XXNWXDMAHG DM [XC
strategija] DKWLMHYD RGUHYHQX UD]JOLPLWRVW D VYL QDYHGHQ
NDNR VWUDWHJILMD QLVNLK WUR&ANRYD QH PRaH VWYRULWL

OHyXWLP NDNR MH VWUDWHJLMX SRWUHEQR LPDgw NDR SF
primjenu.3RUWHU QDYRGL NRUDNH SXWHP NRMLK VH YRGL

1. GHQWLILFLUDWL ODQDF YULMHGQRVWL WH VYDNRM (
imovinu
=D VYDNX DNWLYQRVW RGUHGLWL NRMLQYXXNE8RYRND® W
3. GHQWLILFLUDWL ODQDF YULMHGQRVWL NRQNXUHQFLM
VX L]JYRUL UD]JOLNH X WUR&ANRYLPD
4. Razviti strategijuVQLADYDQMD UHODWLYQH WURANRYQH SR]JLFL
SREULQXWL VH NDNR VQLADYDQ MM H\UFR A/NDRFYL.IM X 15 FEG XX K
6. THVWLUDWL RGUALYRVW VPDQMHQMD WURA&ANRYD

o

.DR SRGX]J]HUH NRMH SURYRGL VWUDWHJILMX QLVNLK WURaAa
SULPMHQH VWUDWHJILMX ,.($ MH SRGX]J]HOD QL] DNWLYQRV\
Kupci samisl@d X QDPMHaAWDM NRML, NK SHRWXMHWEBEMMAUYRULAR VNOL
GRVWXSQR VYLP SRWURADpPLPD WH VH XAQWMW XSEBRD]PYL.RAG
NRML AWHGLSBSURDWRUBWAX ORNDIXYYDNGEREBYOMIVINGOj SRG U X p
WLP QDEDYH NRML ELUD UD]J]OLPpLWH GREDY O M koptrblippL PH VH I
cijena. Navedenaktivnostisu same neke koje IKEA. R P R J ) (pbzitiDniranje putem

strategije niskk WURANRYD <XDQ HW DO



2.1.2. Strategija diferencijae

Strategija diferencijacije B0 LYD VH QDUHRBXGAXFLML LOL POéaXUVLPD
dLIHUHQFLMDFLMD QD ODWLQVNL 4QDPQL A PL QUEMVD LEk)] RV W X 3
RYH VWUDWHJLMH MH RVWYDULWL MHGLQVWYHQRVW X LQC
Dakle, kako bise ostvad NRQNXUHQWVND SUHGQRVW SRMWHEEQR MH
UH VH SRGX] Htidd konRjrénatd, RdfsDo prX aDWL YHUX YULMSESGFROMNNK QH.
NRQNXUHQWL 3RUWHU QDYRGL SULPMHUH SRGX]HUD |
dizajna, i mMiGAD NRULVQLPNH VOXAEH LWHQRVWHK G X DINKR GLHP W G H.
X NRMRM VH SRdeaxoprkérnkur@ricij¢iriarmelju nekoliko njih.. DR aWR MH QDYHG
X SUHWKRGQRP SRIJODYOMX VWUDWHJILMD VH PRUD RGQRYV
D SURYRGL LK GUXJDpLMH QHJR WR UDGL NRQNXUHQFLMD

,DNR VH & R@KX fHeiiencirati prema jednoj dimenziji, SUDNVL SRVWRMH VOX
NRMLPD SRGX]HUD QDWWRRMR G IXI WL € Rt ialpt2ay S D
QDYRGH SULPMH WUKIa&EechHMMDR A W K Sarmistxudi Rad Dajbolji u 3

dimenzije. Radi se o pasti za zube marke Aquafrasiimenzije suartNDULMHV QD ]DaWLW
]DGDK WH EMHOML ]XEL 7R NRPXQLFLUDMX SXWHP SDVWH N
WLPH QD NRULVWL NRMH SRWUR&ADpWRBMHXRPHNLYDWL RG G

3RUWHU QDYRGL VOMHGHUH HOHPHERVWH N BRD SR N HVREY
aktivnosti (kojeikakgyH]H X ODQFX YULMHG QRWVHPLH R VD LGRRNEYDLYUO $1UDR Y
aktivnosti lokacijg povezanost i dijeljenje aktivnostv D VHVWULQVN lp HRAVGEX JIH G L |
efekti preljevanjai Q W H J U D F L Mdal&mM@sKtgHhstucionalni faktori OHYyXWLP RQL

VX VDPR HOHPHQWL SXWHP NRMLK SRGX]JHUH PRaH RVWYDL
na nekim dimenzijama koje potéoD pL S H UBiln&nizij¢ Drébafu djelovati kao sito kroz

NRMH SRGX]J]HUH SURSXawbD VYH HOHPHQWH

Kotler i Keller (2015) navode kako postoji 5 vrsta diferencijadififerencijacija proizvoda,
XVOXJD RVREOMD @koWRY séeluBbzF uVAD LI LR @ HDG LddthdshbQ FLMD F
diferencijacija proizvodapotencijal za nju kod nekih proizvoda je vrlo niz&kitori navode
SULPMHUH SLOHWLQH PpHOLND L DVSLULQD ,VWL DXWRUL .
primjerice Starbucks uspiold HUHQFLUDWL VYRMX NDYX 2 QDpLQLPD N
NRML QHPDMX YHOLNL SRWHQFLMDO ]D WR KatleViNKEIMFLUD WL (
QDYRGH NDNR VH SURL]JYRGQD GLIHUHQFLMDFuUMD PRat

10



proizvoda, dodanim svojstvima, kvaliteti funkcioniranja, relevantnosti tvrdnji o kvaliteti,

WUDMQRVWL SRSUDYOMLYRVWL L VWLOX 'LIHUHQFLMDFLN
SURYHVWL X YLGX MHGQRVWDYQRVWLLQDRMGR & B m[iE RWIWDIWH.
WH RGUaADYDQMX L SRSUDYFLPD 2SHW PR&AHPR SULPLMHWL\
pHPX UH VH GLIHUHQFLUDWL D RQGD VYH HOHPHQWH SULO!

3ULPDUQD NRULVW NR M XingeR&oxXd stratdgife j& \akstia Uisoka kijeRaG kako

to navodi Renko (2006).RN MH NRG VWUDWHJILMH QLVNLK WURANRYD

koji su cjenovno osjetljivi, kod strategije diferencijacije cilj je upravo suprotno. S obzirom da

VH aHOIL YRYDWIFLMHQD SRWUHEQR MH QD QHNL QDpLQ SULG

neosjetljivi, odnosndcGD LP YLAD FLMHQD R & NIRQNWMXMH@WU NN ]D NXSK
QDYRGL NDNR MH ORMDOQRVW NXSDFBMIYNOLR B LWMRINDLX >

NRQDpPQLFL GR YzRi{e LU oGriesiErfa SulgsHtut\Rlitetno implementirana strategija

VWDYOMD SRWURADpH X SR]JLFLMX GD Q Hlit Dddatasvddv HU Q D W

]QDpDMDQ SUREOHP 2VLP VPDQMHQMD SUHJRYDUDpPNH VQI

SURILWD XEOD&DYD L SUHJRYDUDpPNX VQDJX GREDYOMDDPD

'LIHUHQFLMDFLMD MH QDVWRMDQMH SR GMXRIRHDNRD [ENKRS 15 RIMD |
U D Jtast frercipira 3SRUWHU QDYRGL GLVWLQNFLMX L]JPHYX GYI
LVSRUXFL YULMHGQRVWL NRMX PX SRGKOshG Hrit€ijedkdetU HQF L M |
potrR&Dp U Dpfitkornvdufiije 5DGL VH R NULW H UterjirhaPsiynaligrdnjsd W H Q M C
(eng.Use criteria & signaling criteria) .ULWHULML NRULaAWHQMD VX YH]DQL
NRML VWYDUDMX YULMHGQRVW SULPMHULFH JQDpDMNH S|
VPDQMXMX WURADN LOL SiBeYshiand, kridavljidXsighaiziranjaGR Yerdnu 6izG U
percepcijuSRWUR&DpD R SRVWRMDQMX WH YULMHGQRVWL ORA&H
uz proizvodniju, logistiku i usluge, dokiteriji signaliziranja proizlag iz marketinga9 DA QR
jeupravlaWL V RED NULWHULMD MHU XWMHpX QD PRIJXUQRVW S
NRQWHNVWX UDGD YDaAQLML VX NULWHULML \kaizZQdd@®d L]DFLM
X RpLPD SRWUR&DpPD

AXWRU QDY RKaterij¥ SigviatizadijaireputaciM D L O ,Lpranfoti@aWHALQD L YDQM
izgled proizvoda, gkiranje i etiketeizg HG L YHOLPL QW SMNWHIBMRON®HQR QL
SRSLV SRVWVRORHIDLQD SIURL]Y RGO HQ UREBUWREEHQWLWHW PDWI

kompanije
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S obzirom daMH SRVWDYOMDQMH SUHPLM VrNddosh Lpbteegriskdd H G Q D
monopola a uvelike odnosi o stvorenoj percepgipirebno je razjasniti koji su smjerovi
SRVWDYOMDQMD SUHPLMVNH FLMHQH X RGQRVX QD PMHUON

Prikaz3. Odnosgzvora i mjerljivosti vrijednosti

MJERLJIVOST VRIJEDNOSTI

Lako mjerljivo Te3ko mjerljivo

SniZzavanje
troska
potrosaca

IZVOR
VRIJEDNOSTI

Povecanje
performansi
potrosaca

Izvor: Porter (1985:149)

Gornja dva kvadranta na prikazpredstavljaju jednostavniju PRIJXUQRVW RSUDYG
postavlianaSUHPLMVNH FLMHQH V REJLURP GD SURL]YRG GXJRL
PostavDQMH SUHPLMVNH FLMHQH PHYXWLP ]DKWLMHYD YHUU)
mjerljiva (desni dio prikaza) V RE]JLURP GD MH SRWUHEDQ YHUL QDSF
percepcije. Ekstrem situacije su luksuzni proizvodi koji zadovoljavaju statusnu potasid

Porter (1985)Dodatno opravdanje za postavljanje premijske cijene predstavlja situacija u

kojoj je vrijednost lako mjerljivélijevi dio prikaza) 0 H y X WarpPenter (1989b) navodi kako

VH QDMYHUL XGLR RVWYDUXMH NDGD DWULEXWL JDX]JHWH S
ambigouy. ORAH VH UHUL NDNR MH 3RUWHU VD SUHWKRGQLP S
SURL]JYRGQX GLIHUHQ F hiMd Bbkuis M XvorR FagiuX Wad#dje RuQsuaciji kada
SURL]YRG QHPD MDVQX PMHUOMLYRVW ODN&aH MH PDQLSXO
SURL]YRGL X NRQWHNVWX UDGD LPDMX YHUL ]QDpDM V RE
ILJLPpNLP N Dadu@a prdizirodd Réjé/dtvidraju monopolsku poziciju.
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Kod kupovnih kriterija potrebno je identificirati tko donosi ddo kupniji te tko sve na osobu
XWMHpH NDNR EL VH X NRQDpPpQLFL P Roak&skg nduBtbekod SUDY O
karsterizira rediferenciranostD QD NRMRM VH WHPHOML LVWUDALYDQN
navodi kako primjerice izgled bankarskih objekata signalizira vrijednostrkehzstabilnost i
VLIXUQRVW 7R VH PRAH LQWHUSUHWLUDWL s¥pa&nkbD 4 Q M H C
XWMHpH QD QMHJRYX SHUFHSFLMX VD JUDYHYLQDPD NRMH L
pLPH VH 4HOL VLJQDOL]JLUDWL VWDELOQRVW ORAaH VH ]DN¢
]ODpDMQL X VLWXDFLMDPD NDGjer tatibl sigrialac)jy Rapra@HgBal | H U H (
QDMYHUX XORJX NDNR EL QHNR SRGX]JHUH XpLQLOD MHGLQV
VWYRULOD RGUHYHQX SHUFHSFLMX NRG SRWUR&DpD QD LV
LQWHUDNFLM Lipridjedde WduéetratDogdtle da osoblje sve aktivnosti radi smireno

kako ne bi stvorili percepciju kaosa (u ovom dijelu rada je dovoljno napomenuti kako
VLIQDOL]DFLMRP SRGX]HUH AaHOL VWYRULWL MHGLQVWYHQ X
odnosnoRGLUQLP WRpNDPD YLGMHWL SRJODYOMH

'RGDWQR RELOMH&MH X NRMHP VH RYD VWUDWHJLMD UD]O
XGLR 1DLPH NRG VWUDWHJLMH QLVNLK WURANRYD FLOM
GLIHUHQFLM D Fjévsl igergedcijuVeRsklRivdsti D L QDVWRMDQMD GD VI
GLIHUHQFLUD ]QDMX ELWL NDSLWDOQR LQWHQ]LYQD 6YL SF
VWRJD MH WHANR SULPMHQMLYDWL VWUDWHJLMROGLIHUHQF

UL UDJOLNRYDQMX SRGX]HUD RG NRQNXUHQFLMH SRWUHEQ
onoobavla MHU MH WR XYMHW ]D XBWSRMH&HGE KR IBINW Q¥FQ R B WILLMIX
spoznaje o diferencijaciji. Skup aktivnosti koje neko gpogHiH REDYOMD D NRMH V]
proizvod PRAH VH SULND]DWL SXWdd @ Pbrtey (1288)H Brak V W L

YULMHGQRVWL MH SULND] SRYLMHVWL SRGX]HUD QMHQH V\
aktivnostima koje obavlja&KonceptjeVWYRUHQ QD WHPHOMX UDPpXQRYRGV\

vrijednogi za pojedinu fazu proizvodnje.
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Prikaz4. Lanacvrijednosti

Infrastruktura organizacije

Upravlianje ljudskim potencijalima

Tehnolodki razvoj

Alktivnosti potpore

Mabavka

Clbiey puiy®'d

Logistik Logistika | Marketi
ogistika Operacije gistt arketing Servis

inputa outputa | prodaja

Pri marne;ktivncrsti

J]JYRU [R]LU:72

Lanac vrijednosti se prema Porteru (1985) dijeli na primarne aktivnosti te aktivnosti potpore.

Kako isti autor navodi, lanac vrijednosti prikazuje ukupnu vrijednost, a sastojivsigeaithosti
pojedinihaktivnosti i profita Aktivnosti se dijelena primane i aktivnhosti potporePrimarne

aktivnosti su vezane uz proizvodnju, prodaju i isporuku proizvoda te postprodajne usluge.
SNWLYQRVWL SRWSRUH NDR daWR VDP QD]JLY JRYRUL VOXAat

'LIHUHQFLMDFLMD VYR MahetSRANRYRIPYNRP NRQFH®OEW X PRQ
NRQNXUHQFLMH L SVLKRORANLP UDIPDWUDQMLPD NRMD JR)
ponudi proizvoda u usluga, nalio Renko (2005) ORQRSROLVWLpPpNL SULVW)
diferencijacije smatra da pojedina@oX|HUD LPDMX IRNXV QD RGUHYHQH VHJ
QXGH GLIHUHQFLUDQX SRQXGX .DR aWR 5HQNR GDOMH
MR a X NQML]JL NRMX MH QDSLVDR (GZDUGV +DVWLQJV
Monopolistc COmMSHWLWLRQ3* X QDVWRMDQM PRI RFREKXNLIUDSBOREL

pojedinim segmentima.

, SULMH QHJR aWR MH 3RUWHU GHILQLUDR JHQHULpPNH
LQWHUHYV ]D VWYDUDQMHP MHGLQVWY HQ Rya tem&liprhi@Y SRJO
resursima (eng. Resourbased view). Zagovornici te teorije smatraju kako konkurentska
SUHGQRVW QHNRJ SRGX]J]HUD SURL]OD]JL L] VHWD QMHQLK M}
5HVXUVL QD WHPHOMX NRMLK RS XNXiIBUH®ORWA L YL q
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profite zovu se S DWH&aNL UHYV XU VIa podj@&djpietistavlja dodatnu perspektivu
HOHPHQDWD QH WHPOMX NRMLK VH QHNH GLPHQ]LMH SRQX!

0 Hy X Watfebno je navesti kalsrategija imasvoje rizike (Renko, 2005):

1. Diferenciranost cijenet SRW URIENMDH FMHQRY.(BRg#&) Kad @dtewjehd D Q
SUHPLMVNH FLMHQH SRVWRML aDQVD GD SRWUR&Dp RG

2. Promjena osnove diferencijacifgimenzijakoja je godinama bilezvor diferencijacije
SRWURRRBPXSUHVWDWL ELWL LQWHUHVDQWQD

3. Jednostavna imitacijgt NRQNXUHQWL NRML LPDMX YHUL ILQDQFL
SRGX]HUH pim&8mQDY W D MH | EdeRra

Porter (1985) navodi kakMH MHGDQ RG ULJLND SULPMHQH VWUDWHJL
NRMD NRULVWH VWUDWHJILMX IRNXVLUDQH GLIHUHQFLMDF!
segmentima pLPH VH JXEL NRQNXBRQWMWND SIRBWM®QRRWLVWH VW
WURZDNR GUXJH VWUDQH LPDMX UL]JLN GD SRGX]HiUD NRMD
SRVWLJQX QL&H WURA&NRY HPXik&RiMHeGentatie siratkedieHnO &P D

GRJRGLWL L VOMHGHUH SRJUHANH 7KRPSVRQ 6WULFNODQ

x Jedinstvenost kojaije vrednovana

x Pretjerana diferencijacija

X Previsoka cijena

X Ignoriranje potreba za signaliziranjem vrijednosti

Xx 1HSR]QDYDQMH WUR&ANRYD GLIHUHQFLMDFLMH

X Usmijerenost na proizvod umjesto na lanac vrijednosti

x *UHANH NRG UDVSR]QDYDQMD VHIJPHQDWD NXSDFD

Osimsamihrizika, potrebno je navesti i negativne strane koje diferencijacija zasiganuosi
.DR MHGQD RG QMLK SRMDYOMXMH VH YHUL Wod@itneie .RWOH
navedene strategije HiL WURANRYL PRJX RPpHNLY DAaVproidvddnjiPRGLILN
DGPLQLVWUDFLML VNODGLAWHQMX WH SURPRFLML

Strategija diferencijacije nije strategija koja se mora primjenjivati zasébower (1985),
QDYRGL NDNR SRGX]J]HuUH PR&H LVWRYUHPHQR SULPMHQMLY
Q D L & O lobtrdvafjdomekimakademskim krugovima (Faulkner & Bowman, 19Baack

& Boogs, 2008; Hlavacka et al., 2001), dok neki autori (Green et al., 1993; Kim & Lim, 1988),
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navode Baack & Boggs (2008W YUGH NDNR SRGX]J]HUH WUHED SWLPMHQM
Dess and Davis (198#avode kako primjenabje strategije dovodi do rasta prodaje i povrata

QD XORAHQXWPRWHIXLMH PRJIJX ELWL PH¥XWRDQPR QNNRHPES QIRE |
PDUNH SXWHP XODJDQRGXXHRAOMRDY BRMHUDWL HILNDVQR
WUALAQRJ XGMHOD L(AiELXdDdeDa,IN0IRIAZYIR & QawetCortes 2009.

,DNR MH OLWHUDWXUD SRGLMHOMHQD SR SLWDQMX SULPM
diferencijaciluiQLVNH WUR&NRYH NDR QD RSWLPDOQX NRPELQDFL
SULPMHQMXMH VWUDWHIJLMX GLIHUHQFLMDFLMH X VYRP SR
nadoknaditi putem postavljanja premijske cijene, tada cijeli poslovni model nema.smisla
6WRJD LDNR MH PRJXUH GD GLIHUHQFLMDFLMD VD VRERP
LVWRYUHPHQR PRUD GUADWL WUR&ANRYH SRG NRQWURORP
SUHGQRVW GDSDpH VWYRULW UH SRVORYDQMH NRMH QLM

, VW U D &adjey<dd @rdveliPertusaOrtega, MolinaAzorin & ClaverCortes(2009) pokazalo

MH NDNR VH QDJODAaADYDQMHP YHUHJ EURMD SWRW X PHAIBDE N L
SREROMaDYD 1DYRGH L NDNR MH XYMHW GD VX LQRYDFLMF
VH SRGX]HUH GLIHUHQRIKAHBGIWRIMNXUHQRLMMRP HODQNX |
NDR NOMXpX ]D GL@DFIR®IR NNO\NNLRX AINDHI X p QL UHVXUVL QD NF
moraju biti upotrijebljeni kako bi se kombinirale kompleksne stratekiijg su, kako navodi,

QDSUHGQLMH RG JHQHULpPpNLK VWUDWHILMD QLVNLK WURA&N

,DNR SRGX]HUH PRAH SULPMHQMLYDWL L VWUDWHILMX GL
LVWRYUHPHQR X SUDNVL GROD]L GR VieaKpopM be Gpije@aR G X |H U |
ostvariti konkurentsku prednost niti u jednoj od rffforter, 1980; 1985 svom radlPertusa

Ortega, MolinaAzorin & ClaverCortes(2009) posebno &/ Lp X WX WH] XilswkdaQDYRGH
kombinacija strategija koja ne stavlja naglassk EDUHP MHGQX VWUDWHJILMX
]DJODYOMHQ WMBHNYID] HYWKXDFLMH VH GRJDYD NDI@G&taliRPSD QL V
SULPMHQMLY D WeEefikayistlategijR it krpr@tR primjenom nove3RG X]JHUH VWRJCLC
]JERJ QHRGOXpPQRVWL X GRQRaAHQMX RGOXNH R VWUDWHJILN
WURAGNRYLPD L QLVNRP Uk Qv (0Rdsl & DaviQ, A 28v)DnamoNUH

NDNR SUREOHP S&jGve]t arBdNROQMDIH X WRPH awR QH SULRUL
VWUDWHJLMD YHUO X WRPH awR NRQDPQRP VPMHUX X NI
konzistentnostiU tom VH V G2¢pdDjdsan smjer djelovanja.
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8]HYAL X RE ]JiotdjenedtRitedijblleflon (2008) navodkako S R G X RHEILDIRAFO X p H
SULODJRGLWL VWU D Wdédldvihja. Kbriskab p¢ piimj&rRa@dintipdiie gdje

su United i KLM u svoju ponudu uvrstili niskotarifne letove kako bi uklonili prijetnje od strane
Southwest Airlinesa i RyanaratH QDYRGL NDNR X WDNYLP VOXpDMHYLPD
7H DYLR NRPSDQLMH VX WDGD SRNX&DOH ]JDX]J]HWL GYLMH SF
QHMDVQX VOLNX L] SHUVSHNWLYH SRWURADDPD

2.1.3. Strategija fokusiranja

7UHUD JHQHULpND VWUDWHJILMD SRGUD]XPLMHYD IRNXVLUD
SURL]YRGQH OLQLMH LOL JHRJUDIVNR WUALaAWHAHRG VWUD
SUXabDWL YULMHGQRVW FMHORNXSQRXW.UDIGEWX aBAN MHG
SRWUHEH VDPR RGUHYHQRJ VHIPHQWD 3RUWHU

SUHPD NODVLILNDFLML JHQHULpPNLK VWUDWHJLMD VWUDWH
MAVR RQD VDGUAL MHG Q XdHj&stiatedijdy paRrenaRorme PajkstrateyfaH
IRNXVD QD WURANRYH L VWUDWHJILMD IRNXVD QD GLIHUF
]IDGRYROMDYDQMHP SRWUHED RGUHYHQRJ VHIPHQWD VWYR
ili nastojati ostvarivatiQ LaH W UR ERYWO X p RiMPHINEM1983)Detljana skupina

mora imati nestandardizirane potrebe ili se proizvodnja i isporuka vrijednosti moraju
razlikovati od standarda industrj@ RGX]JHUH X NRQIDPQLYRUPWL L GLIHUHC
RVWYDULYDWL QLAH WURANRYH

.OMXpQDVWWDHWBRGD EL VWUDWHJILMD IRNXVLUDQMD XVSMHO
razlikuju. Ukoliko se segmenti razlikuju svaki segment je potencijalno kandidat za primjenu

VWUDWHJLMH WH SRVWRML PRIXUQRVW GD jet daaddal®RdG X |HU D
QMLK ]D FLOMDQX VNXSLQX X]LPD UmBihOdamihvkdrakdrdstiikaHQW 5
VHIPHQWD SRGX]HUH PRa&aH DQDOL]JLUDWL NRML VHAPHQWL
SULOLNH QXGH LOL PRJIJXUQRVMWQINDHGW IUHHRJANDF LAVRDALMY LOL |

Kao i ostale strategije, strategija fokusiranja ima svoje rizike (Renko, 2005):

1. 3ULYODpPHQMH E U R Mafratégija\ fekQdiraa)ja H&) BiljViDa zauzeti one
VHIPHQWH NRML QLVX GRYROMQR DWUDNWLYQL YHOL!
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GRJDYD GD QDNRQ @&4WR VH RGUHYVHQL VHJIJPHQW SRpQH
zataj olUHYHQL VHIPHQW

2. OvisnostosegmenttV RE]JLURP GD VH UDGL R SRVHEQRP RJUD
SODQLUDWL EXGXUL XVEWRPMHQUD WWERERHHLDL XNXVE
uH XWMHFDWL QD XVSMHK SULPMHQH VWUDWHJLMH IRN

2QR AaWMHRBPYD VWUDWHJILMX IRNXVLUDQMD MH SRVWRMDQ!
obujma prodaje3RGX]HUH VH RGDELURP RYH VWUDWHJLMH RJUDQ
FLOMHP GD ]DGRYROMDYDMXiuL SRWUHEH RGUHYHQRJ VHJ
1]QD G SURVM HRoQdH (198RndvadiHmjer kompanije Hammermill. Kompanija se
pozicionirala uz kombinaciju niskog volumena proizvodnje i visoku kvalitetu. Time su se
RGPDNQXOL RG YHOLNLK NiR prkiadRd 24 Bisqki\wdlDmépidizVedhje QRO R J
SULPMHU JRYRUL R WRPH NDNR YHOLNH NRPSDQLMH X VYRN
WUALGOWDX RVWDYOMDWL SUD]DQ SURVWRU QD WUaLawXx N
VWUDWHJILMH IRNXVD PRAaH |DX]LPD® SUPRPWWRU LGO. 8B & MAR
]JDGRYROMHQ LOL SDN SRVWRML GLR WUAL&AWD NRML QH GR

2.1.4. Uloga strategije diferencijacije u kontekstu stvaranja percepcijskih

monopola

Globalna konkureF LMD MH QD Y H ia@ visekx § D&/W DHQMRRRW RSRG X]HUD W
Q D p L Q HosiMabitNkBnkurentsku prednost. Jedna od opcija je proizvodna diferencijacija,

PHYyXWIlaBi QDLSUREOHP VOLPQRVWL L]PHYyX SURL]JYRGD SR S
cijene (Barrena &Sanchez2009). Upravo ta konkentskD XWDNPLFD QD swUaLaWX
VXGLRQLFL SRNXaDYDMX VWYRULWL NRQNXUHQWVNX SUHC
QLMHGQRP BRGEXHURQMH VDPR QD IL]JLPNH DWULEXWH SUR
ne uzima u obzir percepci§ RWUR &I PHDGVWDYOMD SUHMHGQRVWDYDQ S

Kako bi se diferenciraloQD HIHNWLYDQ QDpPpLQ SRGX]HtnHtéRIWD JUDG
GLPHQ]LMD NRMH GUXJD [Hferéjhtlju Drel@ Henme¢lRiUraVatvatanju
YULMHGQRVWL ][R n®RaVIABEADHVPHNDRMH SHUIRUPDBQYWL SRWUF
performance}e VQLADWR@RM XD |D NXSFIMNijeSEX&AQR VQLADYDQMH FL
VQLADYD QMW URENTIQ R HNLK D(M85)nae Wrimhjer udkajehwpkbldvod
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VPDQMXMH WUR&ADN YUHPHQD IUXVWUDFLMH L@puSDN Xaw
struy 3RYHUDQMH SHUIRUPDQVL VH RGQRVL QD SRYHUDQMH
potreba. Opet, bitno je napom#nkako se radi o percipiranoj vrijednost/ WRJD SRWURAL
YULMHGQRVW NRMX GRELYDIPRABRPHQARURERQOGD YWADRI QR

.DNR EL VH VWYRULR PRQRSRO QD WU&L&AWX WUALAQD VW
NRULVWL SRWUHEQR MH XSUDY OM D Wydjehe pbBtbjigiekuieRt S R W U F
NRML VWULNWQR XSDUXMH SRGX]HUD L SURL]YRGH NDR GLU
R WUALAWLPD LJUD QDMYHi{iX XORJX 8 VWYDUDQMX SHUFH S
REMHNWLYQRP NRQFH SMHX XNRWH.p € DQ D YLHV &/R WILDRA )

Prikaz5. RazlikeL]PHYyX VWYDUQH L SHUFLSLUDQH YULMHG(

STVARNA
OSTVARENA VRUEDNOST
DIFERENCUACUA
W PERCIPIRANA
Z] VRUEDNOST

>

POTROSACEVA
VRIEDNOST

PODUZECE A PODUZECE B

Izvor: Porter, M.E. (1985) Competitive Advantag€reating and Sustaining Superior
Performance, New York:Free Press, str.140

Prethodna slika prikazuje situadiX X NRMRM SRWURAaADpL SHUFLSLUDMX N
YULMHGQRVW RG SRGX]HUD $ GRN MH |]DSUDYR VWYDUQD Y
QDP JRYRUL NDMNRNMH GUXaibl Nehnddk B Qdljdaspijevakignalizirati

YULMHGQRPWRIZWRMHRSRVWDYOMDQMPMREH UIWHSSYWPWIE RN W IFY
VX SRWURADpPL ]D YHUX SHUFLSLUDQX SUXaHQX YULMHGQF

-HGLQVWYHQRVW RGQRVQR GLIHUHQFLMDFLMX SRGX]HUH
nekorOLNR QMLK 5LHV TURXW NRQVWDWLUDMX NDNR
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WHPHOMLWL QD MHGQRM GLPHQ]LML 7R SRGXSLUX L]MDY
GLIHUHQFLUD X WRM GLPHQ]LML WDGD SRGX]Hliké SRVWD
SRGX]HUH XVSLMH VWYRULWL SHUFHSFLMX QD WUALaAWX ND
QMLK WHN WDGD RQR PRA&H @DoSiquEativhodidiju Peideptiiskby N X FL |
monopola % LWQR MH QDJODVLWL NDNR SR/@®X$HRIGHX [HH VAP NDHD X\CH
LVWLK VWYDUL MHU WDGD QDLOD]L QD RJUDQLpHQMD JERJ V
THPHOM vWYDUDQMD SHUFHSFLMVNRJ PRQRSROD SXWHP G
utakmice u kojoj nema protivnika pren RGUHYHQLP GLPHQ]LMDPD 5DGL VH
GRJDYDMD V REJLURP GD PRQRSRO X VXaWLQL SUHGVWDY
SRGX]HUH VWRJD GLIHUHQFLMDFLMD OHAL X QMHJRYRP VW
diferencijacije pody HUH QH PRAH SRVWLUL SHUFHSFLMVNL PRQRSRO
LPD VLIJQDOL]DFLMD YULMHGQRVWL NRMD VH PR&aH REMDYV
SHUFHSFLMD NR Gontksiy 0\R@ afdd) signalizacija se promatra primarno iz
peUVSHNWLYH XSUDYOMDQMD LVNXVWYRP SRWURA&DpD

2.2 Percepcijska mapa kao vizualni prikaz strategije diferencijacije

SRGX]J]HUD GDQDV SRVMHGXMX L SULNX&O & ubkki ribzakRPQH N
LJUD]JLWR NRPSOHNVDQ L NRULRWDRPRQP OIRDLLIPN.IQ P PB SQRIG C
GR ]DPRUD OR]JDN QH PR&aH XYLMHN UD]JOXpPpLYDWL L NYDC
NDUDNWHUL]JLUDQH VD SXQR LQIRUPDFLMD 9L]XDOL]DFLMD
Tegarden (1999) navodi kako vizualizagyadataka donosi brojne prednosti, a jedna od njih

MH LGHQWLILFLUDQMH X]iRteré&sal D konteksiuviBLRIN &zije, feRepdiskdp M D
mapajaviase NDR YL]XDOQL SULND] SUHIHUHQFLMD SRWUR&DpPD

Percepcijskamap8 UHGVWDY OMD S Rizvéda M katdg@ijupreynd Qelidfite§dyiji
(detaljnije o percepcijskoj mapi u nastavkadg. Bitno je naglasiti kako, s percepcijske
SHUVSHNWLYH NDWHJRULMD SUHGVWDYOMD PHGM/DOQX N
2QD XMHGQR SUHGVWDYOMD L WHPHOM ]D SR]JLFLRQLUL
VYLK NRQNXUHQDWD X NDWHJRULML SRGX]JHUH PRaH YLG
GLPHQ]JLMDPD ]DX]HW 1DNRQ aAWR XW Ypdli®uuijeX praxird SURV V
SURVWRU RGQRVQR NRPELQDFLMH SRMHGLQLKS®@AP HQ]JLMELC
temelje za diferencijaciju D X NRQDpPQLFL L LQSXWH ]D VWYDUDQMH SF

20



Prikaz6. Rercepcijslka mapa

Izvor: Izrada autorgrema Hair (2014)

1D SUHWKRGQR QDYHGHQRP SULND]X PRAH VH XRpLWL NDI
NYDGUDQWX 7R MH XMHGQR L SURVWRU ]D GLIHUHQFLMD
NRQNXUHQWD NRML QXGL YULMH G Q RWjtvh dirReliziia #isbkR E L O M H &
razina dimenzije 1i2lDGDOMH V REJLURP GD VH WD LQGXVWULMD L
GLPHQJ]LMH QSU FLMHQD L NYDOLWHWD PR&H VH SUHWSR
PR4AH GRiUL GR LVWLUKH QIRUWHDFXM®RNXEDMX GLIHUHQFELMI
NRQNXUHQFLMH RED LOL YL4H QMLK SRGX]HiUD UHSR]LFL
SUHWSRVWDYFL GD SRGX]HiUD UDVSRODA&X LVWLP WUALAQLF
WH GD SWXBDEWHGDQ |Q BRRWFQMR Y ORERGWRJIJD SRGX]JHiUH VH
VWXSQMHP GLIHUHQFLMDFLMH D X NRQWHNVWX UDGD WR N\
GLPHQ]LMDPD 8 WRM VLWXDFLML MH &D Qakdo GaBtoMrfima R G X ] H (i
SR]JLFLRQLUDQMD L SULPMHQRP GLIHUHQFLMDFLMH QDVyX Q

2.2.1. Definicija i elementi STP kacepa

SRWUR&ADpNH SUHIHUHQFLMH VX YUOR KHWHURJHQH 1D LVV
AHOMD SRWURAMDYRNMH. YOIMXRSR@WUHEX 9H QIDNWEWZRM WAX O\
QHPRJIJXUQRVW |DGRYROMDYDQMIPFUMHWRQAWNH AV EMX Q@D D
kompleksnu situacijw kojoj moraju odabratd WR OH L N RaRd-ko@pekdawddabir,
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SRGXPBUGDMH PRIXUQRVW GD QDyX KaovRddskopdéd HkovisR SRG V

u tu svrhu javlja se koncept STESegmentiranje, targetiranje i pozicioniranje.
STP pristup ima trosnovna koraka (Kotler, 20Q0)

1. ,GHQWLILFLUDQMH L\S\NJ)RILQDUDRWUHRED pOLPLWAIKEQD VH
2. 2GDELU MHGQRJ LOL YLAH WUALadQLK VHIPHQDWD RGDE
3. 6WYDUDQMH L NRPXQLNDFLMD NOMXpPpQLK NDUDWHL

pozicioniranje)

*OHGDY&aL QD 673 NRQFHSW W USH BWBiHkoBald S0 e ZaRaGiikthicl H
X] WUaALaWH GRN VH X WUHUHP NRUDNX VWDYOMD IRNXV
pozicioniranja je bitno prilagoditi karakteristike i koristi proizvoda karakteristikama onog
segmenta koji je u prethodnom koraku odabtdiDR FLOMQR WUAL&WH 1DNRC

definiraju, potrebno ih je i komunicirati odabranom segmentu.

STP koncept se pojavljuje kao odgovor na nedostatke masovnog marketinga. Kod masovnog

PDUNHWLQJD QHPD VHIJPHQWDFLMH Webaddadshod d¥ stiiaxlike VP D W L
PHYyX SRWURaADpLPDVVBYGEPPDLUINMHHWLQJ VWYDUD YHOLNR SR
WUR&ANRYH L SRYHUDYD SURILW .RWOHU .HOOHU OF
XND]XMX QD FMHSNDQMH WulakojdjwhBscdw Rarkefhy Rij6 efikdsavil. W X D F

Kako navode Kotler & Keller (2006), upravo zbog toga neki tvrdi da masovni marketing umire.

2.2.1.1.Segmentacija

A6HIJPHQWDFLMD MH VWUDWHJILMD RVPLAOMDYDQMD L SUL
kojma se n® MHUDYD SRGPLULYDWL LVWRYMHWQH SRWUHEH L
BUHYLALU 'RIBBL.OQUXJIL MH DXWRUL GHILQLUDM&WD X 3FSORQYMI
VNXSLQH SWHROWURHPWLIDpQLP SRWUHEDPD RVRELQDPDLPOWEER
SURL]YRGH LOL PDUNHWLQANH P L N:239YDitksonR@hEH1B87)$ U P V W L
u svojoj definiciji navode kako za segmentaciju mora postajafet heterogenostu

IXQNFLMDPD HERWWR MHVUPRAH UHUOL GiadbvbliekoGDQDAQMH YUL!

6YDNL VHIJPHQW SRWURADPD LPD NDUDNWHULVWLpPQH SRW
PDUNHWLQANLK VWUXpQMDRD®MMHL G\ Hi WEN ERELMME H O SSERAVAILH
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SRWURADpPL QHNRJ VS$ejRahtQoabjedriv YrigdEt@ dsMj&rnice za stvaranje
VWUDWHILMH SRGX]HUD

7UALAWD VH UD]JOLNXMX SUHPD RELO MeHavivw]LiFpndtividL ]YRGD
HODVWLPQRVWL 7H UD]JOLNH XWMHpX QD BBDNFHRQX BRI XA
awR VX UDKOYNBHPPKWLPD YHUH WR UH L UHDNR&AKDE ELWL ]
QH PRUDQMRX EQX\ML SUREOHP Y H prethasl.XokSrhhbo@n Maikatiog D W L
]JDQHPDULYDQMH UD]JOLND L]JPHYX VHIJPHQDWD VWYDUD SUL!
PRYHUDYD SURILWD E L OMQtBrViavodi k&ka se maksimalnarofitabilnost

ostvaruje kada sezine cijena razlikuju po segmentinidpravoje FMHQRY QD jedehDVWLp Q|
RG HOHPHQDWD QD NRMRM VHJPotighWDrialraziRe $elpadtGieV D JUD G
(NRQRPVND SHUVSHNWLYD QD FMHQRYQX HODVWLpPpQRVW N
FMHQRYQD GLVNULPLQDFLMD aWHWL SRWURAaDpPLPD , VDP Q
OHYXWLP V PDUNHWLQ&NH SHUVSHHN\WDHHP HFW Q\RRNQLD VL Q1D
dobar odgovor na razlike koje postoje u segmentiothnosno na financijsku sposobnost
UD]J]OLPpLWLK.VNXSLQD OMXGL

&MHQRYQX HODVWLPpQRVW IRR ditddeife Kbje seRavakteripirajlme@sbviiv H P H
marketing a koje sePRJX RGLJUDWL QDNRQ aWR PDUNHWLQANL VWL
situaciji postoji osoba koja je bila spremna platiti iziggod postavljene cijendkod nje
SRVWRML aDQVD G CRIRGERNMLKQ B U BBWREAID SARRMR OIRI@® XQ Y UL
jednostavno nije financijski sposobna. U drugoj situaciji, osoba je bila spremna platdiH R G
postavljene cijene. OnaiH WDGD SURL]JYRG YMHURMDWQR NXSLWL
RSRUWXQLWHWQL WURADN YULMHGQRVWLPRRMD BIHVL]IHIL
ODVRYQL PDUNHWIFQMBQRHDHVIYVHWWXN X S ednentscRaiasifiaév® pD G R
OMXGH SUHPD QHNLP ]D M HBGXE L NPLRPI XRIEQ) ROVWMM SVRMVAVIDDWEIM D Q
VXNODGQD SRWURAGDPNLP PRJXUQR Vpivej BitDaciji @iskitdirbdi&K RGQR P
EL GRYHOD GR QLaH FLMHQH WH EL VH NXSRYLQD X NRQD]
SRGX]J]HUH LPDOR YHUX ]DUDGX V REJLURP GD EL VH QDPH\
spremna platiti. Varian (1989gzultat genovne diskriminacije opisuje kao situaciju u kojoj

GLR QRYDFD QLMH RVWDR QD VWROX QLWL MH SUXaHQD SUL

cijene.

.RG YLAHVHIJPHQWQRJ SULVWXSD SRMDYOMXMX VH L WUAL:
YHUHJ EURMD SRWUR&DpPpD WUALEAQX QL&X pLQL PDQML EUR
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EURM SRG X]HHQ@ G HHRM MW R G DHE L Q D V& U MWD B@RI\VIMOEM HQLFD G
VSHFLILPQLK SRWUHED NXSFL X QLaAL VSUHPQL SODWLWL Y
SULYODPpERRWLYL R Y HaoplpQtenci@lb), Rrdipasitaves D QLAD YMHURMI
nije atraktivna konkurentima te pretptavci GD SRGX]J]HUH NRMH J]DGRYROMDYL
QL&D VSHFLMDOL]DFLMRP PRaH RVWYDULWL GRGDWQX GRELI

U procesu segmentiranja, targetiranja i pozicionirafi@ aQR MH NYDOLWHWQR XWY L
segmentima.3RVWR MH NOMXpQD SU&NANHAKD VY JFPWM QD MYID Q MPM W
LIPHYyX QMLK 3UHYLALU 'RAHQ

1. A priori pristup

$ SULRUL MH SULVWXS VHIPHQWDFLML WUAaAZ&WDAWRMLHV
GLMHOL SUHPD ODNR XRinjevde YzemljoBisimE Laerugtdiskim

podacma S obzirom da se unaprijed znaju osobine, poznat je i broj segmenata. Te osobine

VH RGUHYyXMX SUHPD YMHURYDQMX X QMLKRYX YDaQRVW
SRGDWNH R WLP VHIPHQWLPD 2JUDQLPB QWH JROMRQ XS ¥ DR\
2GDELU PR&4GD QLMH SURYHGHQ QD UHOHYDQWQLP SRG
SRpHWQL NRUDN X UD]XPLMHYDQMX WUAaLaWD

2. 6HIJIPHQWDFLMD X] SRPRU LVWUDALYDQMD WUAaLawWD

2YDM SULVWXS ED]JLUD VH QD SURYHGH QRNRIMWLWR D D\AH. YWADUDAN
GLMHOL QH PRUDMX ELWL |JHPOMRSLVQL LOL GHPRJUDIVNL
VWDYRYL PLAOMHQMD VWLO ALYRWD RPHNLYDQH NRULV
Za razliku od a priori pristupa, broj segna¢a nije poznat unaprijed. Ovaj prisutp je
VSHFLILPDQ SUHPD WRPH @&WR VH XWYUyXMX VWYDUQH F
VOLPQRVWL PHYyX VNXSLQDPD

3. Kombinacija a priori segmentacije i segmentacije prema skupinama

Ovaj pristup se naziva i hibridnimn@®HORP 2Q QDMSULMH NRULVWL D SU
GLMHOL SUHPD GHPRJUDIVNRP RELOMH&AMX QDNRQ pHJCLC
SUHWKRGQR RGUHYHQL VHIPHQWL GRGDWQR GLMHOH SUL

.DNR EL VH VHIPHQWLUDQMH RRORFBLIHREIWR RHUDOLRG WQE
NRMH QLVX LVNOMXpPLYH ]D N Réhkb (Z®0HWjeDn&ZD VX QDMSRJIF
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1. Geografskevarijable- 2YH YDULMDEOH YH]DQH VX X] JHRJUDIVN
WUALAWH PRAH GLMHOLWRSQXX JAHRILLDO V N D DSFRRG/UDX pAADa B

2. Demografskevarijable - '"HPRJUDIVNH YDULMDEOH VX QDMpHa&auUl
SULOLNRP VHIPHQWDFLMH WUALAWD 8 QMLK VSDGDMX
GRKRGDN GUXaWYHQL VORM VNOLPBUAQDDBRIRVMOMAQIL
QDFLRQDOQRVW REUD]JRYDQMH L VOLPQR

3. Psihografskevarijable- /M XGL MHGQDNL SUHPD GHPRJUDIVNLP YI
GUXJDpLML QDpPpLQ aLYRWD VWRJID SVLKRJUDIVNH YDUL
QMLK VSDGDMX SULPMHULFH VWLO aLYRWD L RVREQRV\

4. %L KHY L Ruailjaby1@ve Warijable vezane su uz pellj ljudi prema znaniju,
stavovima, upotrebi proizvoda ili reakciji na proizvod. U njih spadaju prilike, koristi,
NRULVQLpNL VWDWXV XpHVWDORVW XSRUDEH VWXSDQ

2212.2GUHYyLYDQMH FLOMQRJ WUAaLawbD

2GUHYLYDQMH FLEBRQRIDWRALAWR OB WWALAWH VHIPHQWLU
PRUD RGDEUDWL NRMLP UH VHIPHQWLPBUGXGREARP)Y RMH SU
QDYRGH NDNR VH SRGX]JHUD SUL RGDELUX VHJPHQWD PF
SULQRBHX NR PEfrqiabdhagtiRi jednostme doVW XSQRVWL LdaVSRVREC(
zadovolje potrebe tog segmenta.

Tablica 1. Odnos P LYODpPQRVWL VHIPHQWD L VQDJH WY

Tvrtkina snaga i resursi

Velika Slaba
Najbolja prigoda Potrebno unaprijediti snagu
Velika Atraktivnisegment koji je SE IS]Av} SET]“S
izuzetno sukladan tvrtkinim | % @& 1 Z8i Av} p } viep
. resursima tvrtkinu snagu
2SUHQL >1" % E]P} E io}"]i %E]P}
shaga
Slaba Neatraktivan segment koji je Neatraktivan segment koiji nije
segmenta izuzetno sukladan tvrtkinim | sukladan tvrtkinim resursima i snqg
resursima snazi
Izvor: 3UHYLAaALU - 2JUHWLUO 'RAHQ .dop izd., Zad@réh e/ evtas@. J L]P
144
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Tablica ukazuje da je kombinacijgake snage iresursd Y UWNH WH MDNH RSUHQLWF
RSWLPDOQD WH SUHGVWDYOMD NRPED®DGDMX RNEARMWPDMNRRE
MDYOMD VH VLWXDFLMD X NRMRM VX WYUWNLQD VvVQDJD L U

3RUWHU MH GRALKQNVUDR NREMXPHILQLUDMX GXJRURPQ
WUALAWD LOL WUALAQRJ VHIPHQWD

. Opasnost od potencijalnih konkurenata

. Opasnost od supstituta

SUHJRYDUDpPND PRU NXSDFD

1

2

3. Intenzitet konkurencije

4

5. 3UHJRYDUDpPND PRU GREDYOMDpPpD

NOMXpQLK XW®D B DMDORWUXNWXUX LQGXVWULMH WH NYD
EROMH 4DQVH GD iH X EXGXUQRVWL 3UL XODVNX QD QHNR
QDpLQ SRQDADWL D X RE]JLUIRBR|sRgd]PPDW R WL BDERNIL PRU B
MHGQX RG P DUN H\WIk@arutiljiMskupine 13 DIHWH 3L G 'REHQ

1. Nediferencirani marketing

2YDNYRP VWUDWHILMRP SRGX]HUH QDVWXSD QD WUALaW:
SRGX]J]HUH RGDELUH RYX VWUPOARNH.MKyMHWHYPBH@W DP 08 DQ \
2GDELU RYH VWUDWHJIJLMH GRQRVL PDQMH MHGLQLpPQH
proizvodu, istoj promaociji, cjenovnoj politici te prodajnim naporima i distribuciji za cijelo
WUALaAWH

2. Koncentrirani marketing

KoncentriraQL PDUNHWLQJ SRGUD]XPLMHYD RGDELU MHGQRJ
SRWURADpPD 7DNYLP RGDELURP SRGX]HUH RVWYDUXMI
6SHFLMDOL]DFLMD GRQRVL SURILWDELOQRVW PHyXWLP
NRQNXUHQ®WH XQDUWYRLUERJ WRJID

3. Diferencirani marketing

'LIHUHQFLUDQL PDUNHWLQJ SRGUD]XPLMHYD GD SRGX]H!
VYDNL VHIPHQW NRML SRNULYD 7R VH RpLWXMH X WURA
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ulaganja. Naspram nediferenciranogmai WLQJD RYD VWUDWHJILMD GDMH
ODNaH EUDQMLYD RG NRQNXUHQFLMH

1H SRVWRML YUVWD PDUNHWLQJD NRMD MH XYLMHN XVSMH
RNUXAMX X NRMHP SRGX]J]HUH GMHOXMH 7Rk@araldiljihhHGLQD S
skupina.. RWOHU L .HOOHU SUHGODa&ax VWUDWHJILMD NRMt

. Koncentracija jednog segmenta

. Selektivna specijalizacija

70UaLdaQD VSHFLMDOL]DFLMD

1

2

3. Proizvodna specijalizacija

4

5. CieloowuUaLdQD VSHFLMDOL]DFLMD

PvaVWUDWHJILMD SRGUD]XPLMHYD RGDELU VDPR MHGQRJ VH
navode primjer Porsck& koji jena WU AL dW X DdaaBs&grEnt §partskih automobila.

=ERJ WDNYRJ RGDELUD SRVWRML RSDVQRD»W RGWRORG N BLN
YL&A&H RG MHGQRJ VHIJPHQWD LOL NDNR DXWRUL QDYRGH
segmenatdN RML X QHpHP X L6AHIOMDN WQ Y @RVSHFLMDOL]DFLMD SRC
VHIPHQDWD NRML QH PRUDMX QXaQmRWEHM M I$ BBRHEBP|HLLIH2 G DE
ULJLN RG ORa&HJ SRVORYDQMD X QHNRP RG VHJPHQDWD 3
SURL]YRGX NDR JODYQRM RGUHGQLFL D QH QD UD]JOLNDF
SURL]YRG NRMHJ SURGDMH QLAYE®HD WISHOALpNM BV@ K] D U BIICA V
]JDGRYROMDYDQMH YL&H SRWUHED RGUHYHQRJ VHJPHQW]
SRGUD]XPLMHYD SRNXaDM RSVOXAaLYD QM Ddima kol bMitd JPHQD W

mogli zatrebati.

2.2.1.3.Pozicioniranje

Kao zadnji SURFHYV X 673 NRQFHSWX MDYOMD VH SR]JLFLRQLUDQ
predstavlja kompleksan skup percepcigimRYD L RVMHUDMD RstaidRL]YRG.
XVSRUHGERP VD NRQNXUHQWVNLP SURL]JYRGLPD 5HQNR

WUARQMKI SURL]J]YRGD NDNYH NXSFL RpHNXMX 7R MH SULO
RPHNLYDQMLPD SRWURaDpD X SRMHGLQLPMAWHIPHQWLPD3 31
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Zagovornici pozicioniranja, Ries & Trout (1982 koji su pgularizirali WX VWUDWHJLMX N
33R]JLFLRQLUDQMH QLMH RQR aWR VH UDGL SiUsRie§ty RGX 3}
SRWURADpD 7R ]QDpL GD SR]J]LFLRQLUDQMH SUHGVWDYOMD
VSHFLILp DKptl€) DHelle® (2015) navode kako je pozicionirargtvaranje proizvoda i

LPLGAD NRMLP VH aHOL ]D&R 200boNgtatindd@kS)R pidicRadniestio

X SRWURADpHYRM JOHDIYH. NHROVLHSQNINPRI GFRDEDR)VSE R WDaklgs X M H W X
ELWQR MH QDJODVLWL NDNR SR]JLFLRQLUDQMH QLMH YH]L
YLUWXDOQR SRJLFLRQLUDQMH NRMH VH GRJDYD VDPR X JOC

Prethodno je navedeno kako suMWAJ RaADpL RSUHQLWR YUORDKGMHH WRIJ L
osobnosti ALY RW QWHHVWW XDFRJL GUXJQDHOHPNRMWIHXQUMBBXIH G L C
SR]JLFLRQLUDQMH MH WDNRYyHU MHGQD RG VWYDUL ]D NRMX
GRYRGL GR ]DNOMXpND N D bdRosvidpexcRpGijeSoRrdyfisuRizraizitaQ M D
subjektivnost(Janiszewska & Insch, 2012P QR &WR QHNL VWLPXODQV NRPX
SUHGVWDYOMD RVREL $ QH PRUD ]Q DNRVPRED LH SQHG WD BN
kontrole nad percepcijom proizvoddl RG S R Wzd Ri@eDpibvode koji imaju malen
SRWHQFLMDO GLIHUHQFLMDFLMH RWYDUD VH PRIXUQRVW (

pozicija.

SRI[LFLRQLUDQMH MH SURFHV NRML QLMH LVNOMXpPLYR YH]D
SR]LFLRQLUDQMH FRIHOBNRSGBRWIRBEX]HUH SURL]JYRG OLQ
SURL]YRGD 'DNOH SRI]JLFLRQLUDQMH MH PRJXiUH ]D VYH REN
ELWQX XORJX SUL WRPH LPD XWMHFDM WUD&AHQMD UHIHUHC
njjhovmR]DN GRELYD XVSRUHyYyXMX VD SULMDaQMLP NRQWHNVYV
LP RQL SUHGVWDYOMDMX UHIHUHQWQX \R B /M REDIU MAHDMH O
(Kahneman & Tversky, 1979). Autori u svom djelu navode primjere topline, bogatstva,

zdravlia i SUHVWLAD LVWD UD]LQDDSEGMMXAQRYRQYRBDXLPERNGYWD
ERIJIDWVWYD GRN UH ]D GUXJX SUHGVWDYOMDWL]RFNYXQMH \

ostalogovisi o stanju bogatstva u kojoj se nalazi ta osoba.

Principe reflUHQWQH WRpPpNH PRAHPR SUHVOLNDWL L QD SR]LFLR
UHIHUHQWQX WRENADWIE RRYFRVIHDXWHRPRELOD XVSRUHYyXMH
NRMHJ SRVMHGXMH 5HIHUHQWQD WRPpND QH PRUD XYLMHN
OHYyXWLP ELWQR MH QDJODVLWL GD XWMHFDM WUDAHQMD
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RPRIXUXMH SRGX]JHUuLPD GD VWYRUH FMHORNXSQX VOLNX

odnosno da utvrdi pozicije.

.RG SR]JLFLRQLUDQMD MH NOMREBEBXQHRB DAEHHQL SROL & RMWH RERDN
S3RIJUHAQR SR]J]LFLRQLUDQMH QRVL GXJRURPQR OR&H SRVOMN
QDYRGH WUL NRUDND NRMH SRGX]J]HUH WUHED QDSU]I

potencijalno bolja

1. Odabir referentiR RNYLUD LGHQWLILFLUDMXUL FLOMQR WUAL3
2. ,.GHQWLILFLGRGMH QLXLMEUIKNRY Q L Roiésroppdrity &P0idts

od differencepsocijacija vezano za odabrani referentni okvir
3. BWYDUDQMH 3PDQW UH QLIDDLPNDI X IV XERLEX PDUNH

Pri identificiranju konkurenata potrebno je ne gledati samo direktne konkurente. Kotler i Keller
QDYRGH NDNR VX NRQNXUHQWL RQD SRGXRMWIIR ARMD
Navode piPMHU NDNR VX VRIBWYHNXWD XNRQINXYDHM-LMD QH VDPR
L RORYNH NHPLMVNH NRIMHS LRFFRIHX UL Dd@idehtifdiEaugav H
konkurenata, potrebno je arrtati njihove strategiie$ X WRUL QDYRGH NDNR VX UD]
NRULVWL L |QPPhb DIRNH FRMHNEKMX GD NRQNXUHQFLMD QH SR\
PDUNH SRVMHGXMX QHNROLNR WDNYLK DWULEXWD 6 GUXJ
razlikuju marku od konkurencieDDQWUD MH LVWLPpX DXWRUL LJaMDYD GX
MH YH]DQD X] VXaWLQX PDUNH WH VH QMRPH 3aHOL SULND]D

BWUDWHJILMD NDNR EL VH XVS Wi PR RE CSLUNDRAYLBRKDR GLURHS/® K
SRGX]HUH QH VPLMH SUHY LV HnNKBRG bi 5B peicitithldel jedmkted U N L Q J
QDPLQ DQDOL]D NRQNXUHGHIQWR MH Q KPYKRREG.D\DO NRIGHHNI H |

Identificiranje konkurentskih proizvoda

Identificiranje kriterija, odnosno atributa za pozicioniranje

$QDOL]D SRVWRMHUH SR]JLFLMH QD wuUaLawx

Izbor strategije pozicioniranja

/IDQVLUDQMH VWUDWHJILMH SR]JLFLRQLUDQMD QD WUA&L4&

Mjerenje efikasnosti strategije pozicioniranja

2 S o

3R]LFLRQLUDQMH MH NDNR MH YHi QDYHGHQR VPMHAaWDC
RGQRVX QD NRQNXUHQFLMXWL WBRNR EH PRERNREDNX VW YD
VWUDWHJILMD GLIHUHQFLMDFLMH ELOD ORJLpDQ RGDELU
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SRILFLRQLUDQMHP SRGX]J]HUH WUHEDOR SRVWLUL GD VH PI
navode kako je za to potrebrostvariti dva uvijetaz |QDpDMQRVW L9DEBABVIM Ol
kredibiliteta, odnosno konzistentnosti marke napominju i drugi autori (Bengtsson, Bardhi &
9HQNDWUDPDQ /IDQVHQJ (UOLQJ 8 NRQWHNVWX
odabrati jednu strat JLMX WH MH SULPMHQMLYDWL GXJRURpPQR NU
SRGX]HUH QH PRa&aH RpPHNLYDWL GREUH SHUIRUPDQVH SR
GLIHUHQFLMDFLMH DNR WD GLIHUHQFLMD BRNX |RIARHD MDD p D |
stvarnoneYULMHGL 8NROLNR SR]JLFLMD QLMH MDVQD SRWURAD|
SURL]YRG LOL VDPR SRGX]JHUH LPDWL VNXSLQX SRWURA&DDI
SRWURADpL QHUH J]QDWL aWR ]J]DSUDYR SRGX]hjarnfanjdd JRY D UL
SR]LFLMD LPD OR4H SRVOMHGLFH |]D SRGX]HUH

Renko (2005) navodi kako je za svaki proizvod potrebno odabrati jedan atribut prema kojem
uH JD OMXGL SHUFLSLUDWL NDR QDMEROMHJ WH X QDVWDY

X Opipljive i neopipljive karakteristike proizvoda

Xx .RULVWL NRMH SRWURADpL LPDMX RG SURL]JYRGD
x Niske cijene

x Uporaba ili primjena proizvoda

x Korisnici odnosno kupgproizvoda

X Vezivanje poznate osobe uz proizvod

X 6WLO aLYRWD L RVREQRVW

X Kategorija proizvoda

x Konkurenti

X Zemljapodrijetla

8 OLWHUDWXUL VH QDYRGH L GUXJL DWULEXWL GRVWXSQL
(200)QDYRGH VOMHGH({H ]QDpDMNH SURL]JYRGD NRULVWL NF
SRWURZQMH DNWLYQRVWL difidétharkeQ,) @D DI GM D HSGRIGAUH. W B WY,
MH XRpLWL NDNR SRVWRML YHOLN EURM DWULEXWD SUHPD

konkurencije.

OHYyXWEBLOLNRP RGDELUD NRULVWL NRMH UH SUXabDWL S|
vrijednosti nijejednostavan.5H Q N R QDYRGL NDNR SRGX]JHUH RVW?®
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SUHGQRVW GR RQH UD]JLQH GR NRMH SUX&D YHUX YULMHGQ|
FLMHQH LOL RSUDY®XADW M FYP XL &FH NNHRQ X VW L

Osim atributa, prilikom poziciQLUDQMD SRWUHEQR MH RGDEUDWL L Q
SULVWXSLWL SR]JLFRQLUDQMX UD]OLpLWLP VHIJPHQWLPD -

pozicioniranja:

x Koncentrirano pozicioniranjecnamijenjeno jednoj ili nekoliko odabranih segmenata

X Ekskluzivro pozicioniranjet UD]J]OLpLWR SRJLFLRQLUDQMH SUHPD UL
3R]JLFLRQLUDQMH ED]JLUDQR QiU P HyXMRERD BR]SRYRHQDQE
UD]OLPpLWLP FLOMQLP VNXSLQDPD VD |IDMHGQLpPNLP HO'
-HGQROL p@@NESRJVWR SR]JLFLRQLUDQMH SUHPD VYLP UD]

X

x

2.2.1.4.3R]LFLRQLUD Q&idepXj3kSRPR (i

S obzirom da ljudi nemaju iste poglede na svijet i iste uvjete u kgemazvijaju iXpH LVWL
SRGUDAaDM QHUH VWYRULRVYRIE\DW 8 NRDNMNAHNMXWNYXRSUVYFPDIQMD
ELWQD SHUFHSFLMD .HVLQ SHUFHSFLMX SRWURAaDpD G
RVRED SULPD SUHUDYyXMH L LQWHUSUHWLUD SRGDWNH" 'DI
RGUHYHQX SIQWAHPPFEMXORNRP LOQOWHUSUHWDFLMH 2VRED Q
VX SRYH]DQL ]|D PDUNH SURL]J]YRGD WH QD WHPHOMX QMLK
Pogorzelski (2018) navodi kako je percepcija kreiranje stvarnosti na temelju povezivanja stv
NRMH YLGLPR VD SURAOLP LYNXE|WYRPDGD RpHBS RYIDFLNRIOR M D
SURL]YRGD X XP SRNMORSHDYOH DFEMD SUHGEW B YLQ MSIH (G\REHDNUA
SRWURAaD pjska Bapd seHawlfalkao prikemdelaW U ARBWRVQR VYLMHVWL SR
RGUHYHQRM VNXSLQL SURL]JYRGD
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Prikaz7. Percepcijska mapa

Dimenzija Il

oF
o B
oA

Dimenzija |

Ow
me

.

Izvor: Hair, J.F., Black W.C., Babin, B.J., Anderson, R.E. (20M)ltivariate data
analysis: Pearson new international editidessex: Pearson Education Lindfestr.
481

Percepcijska mapa je prikaz evaluacija pojedinih objekta od strane neke skupine ljudi (Hair,
2014). U literaturi se prikazuje kao dvodimenzionalni sustav sa suprotnim razinama dimenzija

na X i Y osi (Carpenter, 1989Hoffman & Franke, 1986)3UHYLAaLU L 'RaHQ QL
NDNR VX PDSH |1QDpDMQD SRPRU X RGUHYLYDQMH SR]JLFLMH
PDSD pHVWR VH NRULVWL PXOWLGLPHQ]JLRQDOQR VNDOLUD
primjenu multidimenzionalnog skaliranja ubnU NHW VQVANDR.PLY DQMLPDtiSB&JRYHOL
SRGUXpMX SVLKRPHWULMH 7RUJHUVRQ NDVQLK LK YH]LC
priboru za jelo u Novoj Englesko;j. Isti autor navodi kako je Stefflre (1969) prvi sustavno
koristio multidimenzionalnoVNDOLUDQMH NDNR EL SULND]DR SHUFHS

ljudima.

'"H6DUER HW DO QDYRGL NDNR SRGDFL PRUDMX HILNEC
PRa4H ELWL L]JYHGLYR VDPR X IRUPDWX NRML SRJRGXMH
Vizualizacija podatakgu kontekstu rada i percepcijska maggP RJXUXMH VOMHGHUH 7
1999):

x ,VNRULaAwWDYD OMXGVNH YL]XDOQH VSRVREQRVWL GD V&t
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Xx 3UXAD SUHJOHGD NRPSOHNVQLK VHWRYD SRGDWDND

X 3UXAD PRIXUQRVW LGHQWINDFMWWHQMDRY W URQ RXOL NKDR
podacima

X 3RPDa&H SUL RGUHYLYDQMX SRGUXpMD LQWHUHVD

SBHUFHSFLMVND PDSD RPRJIJXUXMH YL]XDOL]DFLMX SRGDWDNI
et al. (2010) navodi kako je osnovni smisao percepcijske mape prikazatidksmgplpodatke

QD SULYODpPDQ QDPpLQ 'RGDMH NDNR PDSD RPRJXUXMH L]
koncepata poput-f ULMHGQRVWL L LQWHUYDOD WH VH RVODQMD
JUDILPNLK SRGDWDND 7LPH SRVWDMX Stdlsy @@ign@h PDUNF
VDVWDYOMDQMX L]YMH&auUD L VDaAaHWDND MHU VH LVWLpX PH

SHUFHSFLMH SRWUR&DpPD R SR]JLFLMDPD SRMHGLQLK PDUNI
QMHIJRYLP NRQNXUHQWLPD LJUDMX NOMXpQXC&reRtdrX X VWY

D S3RGX]HUD RGDELUX VYRMH SR]JLFLMH QD WHPHOMX S
QH GRQRVH RGOXNH QD WHPHOMX VWYDUQLK SR]JLFLMD YHU

'LPHQ]LMH PDSH SULND]XMX SR]JLFLMX NRMRozREFGMHYyRAR®HPD
RGUHGLWL LVNXVQL PHQDGAHU PHYXWLP X SUB&Kk® X VH R(
2005). Osim multidimenzionalnogksiliranja, kao tehnike za izradkoriste se trosmjerna
DQDOL]D LGHDOQH SR]JLFLMH DVLPje Whddnpr@ddeP @atdll&p QL PR G
Green, 1997)pdnosno bilo koja multivarijatna analikaja donosi vizualni prikaz podida +

primjerice korespondentna analiza i analiza glavnih kompo(@ntier et al. 2010)

Dimenzije prema kojima stvaramo percepcijskapuon dijelimo na percipirane (subjektivne) i
objektivne (Hair, 2014). Objektivhe dimenzije imaju mjerljive atribute (poput boje), dok su
subjektivne dimenzije bazirane na percepciji. Postoje razne tehnike za odabir dimenzija koje

UH VH NRULYV Vgkoy\niapK Dawht & Bagdal(R015) navode kako su dvije dimenzije
NOMXpQH ]D RSWLPDO®QRHGW]LFQR®YHW QMI¢hBliyL KL W RV W
distinctiveness)entralne marke su one koje prve padnu na pamet kada se pomisli o kategoriji,

G RN M Hodt ¥=Fénh pz.one marke koje se izdvajaju te izbjegavaju direktnu konkurenciju

sa centralnim markama. Autori navode G&x#u i McDonalds kao primjere centralnih marki,

GRN MH 7HVOD PDUND NRMD MH UD]OLPpLWD 'RG®3MeX NDNR
NDWHJRULMH SURL]YPERRVW SYPHWQUAMEWID]OLPLWRVWL L\
NRML QDYRGL NDNR MH RQD NOMXpQD X NN XSRGEGHNYNNRM .
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L NDVQLK NRQNXUHQDWD NRML XONONRQ® MDNQEWHP JDWLP D
NRMHP GRYyX NRQNXUHQWL SLRQLU L P Dc&uijskm@zRivnadu VDPR G
X EOL]LQL QMHJRYH SRJLFLMH 8NROLNR LK VH YL&H SR]JLFL
SUHWSRVWDY L WelprépBioviR uidka seHmevitd.& L 5 W

PercepcMVND PDSD X O idedlRupbibipd. Ptemaban(Z04:476)a predstavlja
QDMYL&H SUHIHULUDQX NRPELQDFLMX SHUFLSLUDQLK D!
SUHWSRVWDYND MH GD SR]L habblauLd@rnesud& ostald Bpektel naUH O DV
percepcijskoj mapi) definira relativnu preferenciju tako da su t¢ildgek su udaljeni dalje od
LGHDOQH WRpNH PDQMH SUHIHULUDQL °

Prikaz , G HD O Q®pakt&piSkKoj mapi

Dimenzija Il

)

~,

)
.
P
M

._.
J
£
| =

A

Dimenzija |

. L
WA

Izvor: Izvor: Hair, J.F., Black W.C., Babin, B.J., Anderson, R.E. (2014).
Multivariate data analysis: Pearson new international editiBssex: Rason
Education Limited, str. 498

PrethoG QL JUDI SULND]XMH LGHDOQX WRpPNWXR SRHLPAL I8 ¥ H HIOH:
FUQRP WRPNRP .DNR ®DHROEIRP XWBUWDQLNX QDMYLAH S
SUHPD QMRM ELOD SR]LFLMDWH @INNRRQD pBILBL) QDMXGDOMHC
GRGDMH NDNR LGHDOQD WRpPND QLMH WROLNR NRULVQD P
LVSLWDQLND EOL]LQD LGHDOQLK WRpDND PR&H SRPRUL S
VOLPQH SUFRDHNYWQFILWXDFLMD SULND]DQD MH QD VOMHGHIit
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Prikaz9. Percepcijska mapd¥ LGHDOQLP WRpPpNDPD SRJRGQLP ]D VF

Dimenzija Il

(E
(I_\ZT\: . _® L
..

-

=)
Ty
()

',

Dimenzija |

Izvor: Izvor: Hair, J.F., Black W.C., Babin, B.J., Anderson, R.E. (2014).
Multivariate data analysis: Pearson new international editiBssex: Paeaon
Education Limited, str. 499

.DR L NRG RVWDOLK PRGHOD QDMYL&H VH mPBt@Ebhoée LWL L]
razmotriti situacjuNDGD SRGX]HUH LQRY Leddda Ipizvos.R DISIXQ R/ GX . B W
RWYDUD SULOLNX ]D 3 VWYDUDQMHP" SUHIHUHQFLMD NRG S
VOXpDMX VWYDUDQMD QRYH NDWHJRULMH SURL]JYRGD &aw
PRIJXUH SULPMHQRP VWU D Wizitdnh aHe katebHrljaHb@iEvoa>&draddH V' R E
PHQWDOQD NRQVWUXNFLMD SRWUR&GDPL QHPDMX XWYUVH(
QRYD L QHPDMX SXQR LQIRUPDFLMD R QMRM $XWRU SRVH
informacije o atributima, ne mogu zn&oje im kombinacije odgovaraju. Nemaju iskustva

SD SURFMHQH GD OL MH NRPELQDFLMD X NRMRM MH UD]JLQI
obratne kombinacije 6 WRJD LGHDOQD WRpPpND X SRpHWNX MH MHG

atributa.
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Prikaz10. PreferencijeSRWUR&DpPpD SULOLNRP VWdddd® QMD QRYH

A B

Atribut 1

Idealna
tocka
Atribut 1

Atribut 2

Atribut 2

Izvor: Carpenter, G.S. (198%87)

Carpenter (1989b) dalje navodi kako bi se percepcijska mapa preferencija promijenila s

YUHPHQRP 3RWURA&ADPpL WHVWLUDMX SURL]JYRG WH X QHG
NRPELQDFLMX NDR QDMEROMX 3RPDN SUlhdHpddtofaiia MD SRV
samoMHGQRJ SURL]JYRGD V WLP DWULEXWLPD PR&H VH YLGM
SRPLpH X VPMHUX NRPELQDFLMD DWULEXWD MHGLQRJ SURI

Prikaz11. PreferencieSRWUR&DpD SRG XWMHFDMHP SLR@LUD QDNF

proizvoda
A B
Atribut 1
Pionir
.
X
SR T ~ ‘s Idealna
Atribut 1 tocka

Atribut 2

Atribut 2

Izvor: Carpenter, G.S. (1989:287)
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2.2.2. Uloga pozicioniranjal kontekstu stvaranja percepcijskih monopola

IDYHGHQD OLWHUDWXUD X RYRP UDQGDRGLIHI XMHY DMHW R GB
SRWUR&Dp VWYDUD SHUFHSFLMX R SRMHGLQRPKEKBIL]YRGX
ostvarilo jedinstvenostSUHWKRGQR MH QDY HG r@a&Rpadi@ddiR préinaS R G X H C
dimenzijama za koje ne postoji konkurencija. Tigeizima/stvaranovi prostor u svijesti

SRWURSDMDDUDMXUL JD WDNR QDMEROMLP RGQRVQR MHGLQI

vrijednost.

TLPH XWYUFKMNK SRMD PX GDMH PRRQR KK @jhpih/esR&is a D M
obzirom da se takva monopolska pozicija bazira na percep@ijRaH VH UHUL NDNR V&
stvaranju percepcijskog monopold WDNYRM VLWXDFLML SRWURj@Dp SUHIH
da smatra danonema alterantiva3 R G X]J]HUH WDGD V Wazbkikénk8renidije deHNH ]D
WR WUALAWH LOL LK SRYH UuD YeBkiX20BPodMRljanjd jrefrBKd WIR M H 3 |
RPRJXUXMH SR]JLFLMD QD WUaL&A&WX JGMH SRWUR&Dp QHPD LC
NRMH VH SR]JLFLRQLUDOR S WaHshobrifers dalsy pbgidije sanio B sMgekti M D P
SRWURADpPD PRAH VH UHUL NDNR MH \WDPKRI/RHPX] HVHH MW MY IRQ
]JDSUDYR VWYDUDQMH SHUFHSFLMYV hi Rréma RepcRBiRIOGDNad D WRP
centraliteta i ra O loptL(BDAwar & Bagga, 2015) imalcentralnu poziciju kju karakterizira i
UD]J]OLPLWRVW

,] QDYHGHQRJ SULPMHUD X RYRP UDGX &DUSHQWHU E
PRa4H VH XRpLWL NROLNR MH ]DSUDYR ELWQR GDnVH SRG)>
RGQRVQR GD VH IRNXVLUD QD QRYH DWULEXWH NRML QH ND
da je kategorija proizvoda samo mentalni model, poziconiranje putem novih atributa zauzima
QRYL SURVWRU X VYLMHVWL SRWURADpPD pLPH QHPD NRQNX

2.3.Percepcijski monopol kao rezultat strategije diferencijacije

6WUDWHJLMRP GLIHUHQFLMDFLMH SRGX]J]HUH VWYDUD QRYX
SLRQLU 7R PRAH XpLQLWL WDNR GD VH SR]JLFLRQLUD QD QI
RGUHYHQLP GLPHQ]JLMDPD SHUFLSLUDM X de\DIRuMie@bs) R OHY X
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WH RSUDYGDWL VYRMX SR]LFLMX 7-BdhbpdisiRarakieisike SR G X H
pLPH RVWYDUXMH EURMQH SUHGQRVWL RG NRMLK MH QDM
cijene.Kako bi se bolje razumio koncept percegdalg monopola, potrebno je redefinirati

WUALAWH DQDOL]JLUDWL NRMRGHOUSRNRGDHISRMBIERIMH WH ]I

231. 7TUALAWH NDR PHQWDOQL NRQFHSW

7USLMWISRMDP NRML VH YUOR pHVWR SRMDYOMXMH NDNR
2VQRYQD GHILQLFLMD V PLNURHNRQRPVNRJ JOHGLAWD SU
glasi A7UALAWH MH PHKDQL]DP NUR] NRML NXSFL L SURGDYD{
FLMHQH L UD]JPLMHQLOL GREUD XVOXJH L &BMgekiw@I}¢s 9L]XD
PLMH VMHFLAWHLEUH B VIW R MNDWD YN WWOdRnbi§2004) phBndv@d W H & X
NDNR VH WUAL4AWH SRMDYOMXMH NDGD VH QHAWR UD]PMHQ

OHYXWLP JOHGDYAL V P DU preteiavia SN MW UID Q HN R\Y B BIISAW H3 R
SRYH]XMH NDWHJRULMX SURL]YRGD VD WUALaAWHP Q
zapravo mentalna kstrukcija kojap L GL R WRieémadapdefiniclo WUALAWH ]DSUDYR
u svijesti poboMUREDEDU % DJJD V GUXJH VWUDQH QDYRGH
REOLNXMX NDWHJRULMH SURL]JYRGD aWR XNOMXpXMH SUL
QDYRGH NDNR MH NDWHJRULMD SURL]YRS®s RONR HWMI D@ N L
VWUXBPIQMWDYOMDQMHP SURL]JYRGD QD WUALAaAWHI Q' H UDAMXODYGC
mjesto- X VYLMHVW SRW Uria&sglip Definifju pdziQdhirdmjgkoja u literaturi
R]QDpDYD XSUDNMRPWB#MVBDWRAFHWRGUHYHQ N YIDVWHN\HWDS BVS WRA[
WRP NRQWHNVWX NOMXpQD XORJDDNDWNHWILH & DR Y Y\.\M I X b
odnosno stvaranje percepcije o proizvoddDNOH QLVX ELWQH IL]JLpNH ND

percepcija o atributimpojedinog proizvoda

Literaturana temu pozicioniranja i preferencija dobi¥aH i L VP LV D R WKINERLGMN-R S\Rp L C
SRYH]LYDWL VD V YIRNWRWW W IS RODNGRSE MRS INBRKRUIR D ILJLpNH
karakteristtke D SR]JLFLRQLUDQMH REMDaQM Deséxivid gdtlndrieray LM H V \
VPLVDR .DNR EL VH XNORKILR) IQUHD/QNNMD GV L KP HyBaliinikierY D SUHC
WU&LAWD XN O Rodiadlje kBjé I RodleDukaYivhati nal JLpNH N D UBdMyeH ULV W L
strane, HJPHQWDFLMD VpdstGoBN. GRGIMNOR WUAaLaAWD X PDQMH V
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VSHFLILPQLP SRWUHEDPD RVRELQDPD LOL SRQD&DQMHP
PDUNHWLQANH PLNVHYH " .R289% BafiniciPUP B FURIQSRWUHEH R
SRQDabYIMHMDEOH NRMH VX RGUHYHQH XPRP SRWUR&DpPD
OLWHUDWXUX L P BBRNHIMERERN X YSHAMDMNeWHISE B WB Rl DRRG B N JYHL

atributimaproizvoda ili skupine proizvoda

DefniFLMH PDUNHWLQJD WDNRYHU WR SRWYUymaket SEWRIp PD
na engleskom jezkfQDpL WUALAWH 37HPHOML VH QD XVWDQRYOM!|
SUHSR]QDYDQMX QMLKRYLK UD]JOLND |J]DGRGAORDRPQRIX \
SURFMHQMLYDQMX SULOLND L SULMHWQML SRVORYDQMX W|
L 'R aH Q:5). Definicija jeu ovom dijelunavedena kako bi se prikazalojdavaki elemat

marketinga SRYH]DQ VD SVLKRORJLMRWDRRNRUNWH Q7 UALLN Wi
promatranjemV SV L K PeGpetNéE RW UR & D p D o BkGpQ Poif€p& kdyelproizlaze

L] SHUFHSFLMH OMXGL R RGUHYHQLP REMHNWLPD GDMH
NRQDpPpQLFL OLWHUDWXRDLWSDMLCP DIRNH MW Q@ QRMH YSHAL IGRKA R Y
Gill, 2000; Bagozzi, Gopinath & Nyr, 1999.

2.3.2. Vrste konkurencija

(NRQRPVND WHRULMD VH ]DVQLYD QD WUALaAWX N H MH NC
VH RGYLMD QD WUAHyQARA MHNWDONYRUDSIXWUDNWQR WUALaAWH
SRVWRMDQMD RGUHYHQLK QHVDYUAHQRVWL 7KDPSDSSLODI
VOXALWL N D Rstiglen#tipri vaaumifgvaRjDd ekonomije, a @ DVWDYNX UH VH SUL
]DawWR UX @Rriktinga. 3BULPDUQL IRNXV ELWL UH QD HOHPHQWLPI
rezultate.6 RE]JLURP QD PDQH NRMH PR GiH&®patrBbvidJjé briReati NR QN X U |
druge WUALEQH VWUXNWXUH NRMH SRG X3 Hbisu PnbnopdRsR RNVBl UD]C
konkurencija, oligopol i monopolQ’Connor 2004). 1IMLPD VH &@aHOL DQDOL]JLUDW
VWUXNWXUD SRGX]J]HUX GRQRVL QDMYLaH NRULVWL

23.21.6DYUEGHQD NRQNXUHQFLMD

6DYUAHQD NRQNXUHQFLMD SUHGVWDYOMD WUaLaQX VWU>
L G H & Womp@gne proizvode. Nadal§,RGX]J]HUD QHPDMOBUHOUHNGDIDV W
2QR aWR MH SRVHEQR VSHFLILPQR ]D RYDNDY REOLN NRQN
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PRUL 7R VH RpLWXMH X WRPH GD QHPDMX XWaudé-DMD QD
S RW UMDEQNbKH2004) Firma je toliko mala da njen napor nema nikakvog utjecaja na

WUALEQH VLOH %LWQR MH QDSRPHQXWL GD QD VDYUAaHQF
RGQRVQR GD SRGX]HUD L SRWUR&ADpL UamaAFROKDAB. VD VYLP |

.DNR EL VH ODN&H GRpPpDUDRRXVYDOWBYQX WO NWREG LWIIALN D
QD W WHLYalwdkk@ehcije

Prikaz12. Krivulja SRWUDAQMH X VOXpDMX VDYUaAHQH NRQ

Izvor: Samuelson & Nordhaus, 20090

9LGOMLYR MH NDNR MH NULYXOMD SRWUD&QMH UDYQD &aWR
NRMX NROLpPpLQX SRGX]J]HUD QXGH 1H SRVWRMH FMHQRYQL
*OHGDY&aL V PDUNHWLQANH VWUDQH &RQWR WX\SR (R RX]HNIARI
SRAHOMHWL 1HPRJXUQRVW XWMHFDMD QD FLMHQX MH MHC
LPD 'RGDWQR PRa&aH VH UHUL NDNR VH QD RYDNYRP WUaLawW
V RE]JLURP GD VYD SRGX]HUI@WIPRH]YSRIGH |Y RGH N RNIH QD SF
QDpLQ IDGRYROMDYDMX SRWUHEH SRWURAaDpPD

8 VDYUAGHQRM NRQNXUHQFLML SRGX]JHUH PDNVLPL]JLUD VYI
WURANRYL MHGQDNL 8 GXJRP URNX SRGX]JHUH VHdQDOD]L
SRGX]J]HUD VX MHGQDNL WURANRYLPD SRGX]HAM V6IDPRXH O\
REMDVQLWL SXWHP XYMHAMDN R/OLYNJR HHH ONHRNODON XQ G RWVFWMHM D ¢
UH QRYH NRQNXUHQWH a4WR UH FLMHQX RSRRWDWLGRYW RPRI
kojoj nema profita.
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lako se radi o apstrakbmmodelX NRML SUX&D EROMH, rigld K irvjetd 8Bs® QM H W
WUALAWH PRaH QD]YDWL VDYU&AHQLP VWDQGDUGL]LUDQL ¢
SUHSUHND VLPHW4) Isp Qdavijwu u @riaRsU PPBsEbNno je interesantan uvjet

VWDQGDUGL]LUDQRJ RGQRVQR QHGLIHUHQFLUDQRJ SURL]Y

ovog rada.

2322.1HVDYUAHQD NRONXRFRFLMMDRQRSROLVWLPND I

A1IHVDYU&GHQD NR@NXXOWHQX LM ¥XWWULML X NRMRM LQGLYLG
FLMHQX RXWSXW?3?* 6DPXHOVRQ 1RUGKDXYV 2EOL
PRQRSRO ROLJRSRO L PRQRSROLVWLpPpND NRQNXUHQFLMD

na monopol.

=D UD]JOLNX RG WUAaLaAWD VDYU&dHQH NRQNXUHQFLMH NUL"
SDGDMXUL REOLN

Prikaz13. Krivuja SRWUD&QMH QD WUALAWX QHVDYU&AHQH 1

Izvor: Samuelson & Nordhaus, 2009:170
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8 XYMHWLPD VDYU&@HQH NRQNXUHQFLMH V RE]JLURP GD MH |
FLMHQX SURGDYDWL ELOR NRMX NROLPLQX SURL]JYRGD .RC
NULYXOMD QDJQXWD SRGX]JHUH UH SRY HdieghQiMdEndNFOLPLQH
]QDpL GD MH SRWUDAaQMD HODVWLpPpQD X RGUHYHQRM PMHL
postavljaju (Samuelson & Nordhaus, 2009).

ORQRSROLVWLPpND NRQNXUHQFLMD REXKYDUD VBURLFWRG DI
diferencirane pra ] YRGH NRML VX VODpQRMDODQRMNLNXASWIED SRGX]
QLVNX UD]L Q X(OzbnadraZD04).MRrijee su niske, dok je konkuncija intenzivna.

GXJRP URNX FLMHQH VX L]QDG PDUJLQDOQLK WhUERANRYD
Nordhaus, 2009).2YDNYD WUALaAQD VWUXNWXUD QDYRGH 6DPXHC
VLWXDFLMH X NRMRM SRGX]JHUD ELUDMX L]JPHYyX VWUDWHJIL!

konkurencije na cijene i proizvodnju.

Oligopol REOLN WUALAQHNRRIGR XQUMH QFRIAMEAWX SRVWRML PDOL EU
PRU 6DPXHOVRQ 1R UR & DRMYWH WUéLéQH VWUXNWXUH YDéQR
LIPHYyX SR6SURPPMHQH FLMHQH MHGQH ILUPH RELPQR VX SUL
firmi.

2.3.2.3.Monoyol

AORQRSRO SUHGVWDYOMD VLWXDFLMX X NRMRM MHGDQ S
RSVOXaXMH FLMHOR WUAaLaWH?3® )UDQN 8 WDNYRM \
PRUPRIXUQRVW GD RGUHyX@®bhhowW U aLapDMHY REMHWDM R GDQDV
HNRQRPLVWD VPDWUD GD MH SRGX]JHUH X SR]JLFLML PRQRSR
posto.Dodaje kako su barijere za ulazabnW U aLaW H ¥tawduNgBleni? irvesHte,

patentiranu tehnologiju ili ekondjun obujma 8 SUDYLOX GUabDYD QH GR]YRO!
SRVWRMH UD]QH UHJXODWLYH NRMH JD VSUHpPDYDMX L ND]
SRGX]J]HUH X SR]J]LFLML PRQRSROD

ILWHUDWXUD XJODYQRP QDYRGL SUDYQH QDpPpLQH SXWHP
monopolist. U dostupnoj literaturi nije navedena literatura koja bi opisivala kako
GLIHUHQFLMDFLMRP VWYRULWL SHUFHSFLMVNL PRQRSRO

izvora monopola.
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6DPXHOVRQ 1RUGKDXV QDYRGeétevhOndgdl& HUH HOHPHQW

X Legalne prepreke SBULPMHULFH SDWHQWL ]D QRYH OLMHNRYH ]
X LVWUDALYDQMH L UD]JYRM 7LPH GUADYD a@4HOL SURPR
PRAH GDYDWL L HNVNOX]LYQD SUDYD Q@bn&tlix@aDQMH QH

x Potreba za golemim investicijamaProizvodnja nekih proizvoda zahtijeva golema
inicijalna ulaganja.

X Promotivna i proizvodna diferencijacija' LIHUHQFLMDFLMD PR&H SRVWD
XOD] NRQNXUHQFLMH 3URPRFLIRMMDYRRGEHLV/RFRDOW R WW |
SRVOMHGLFX LPDWL YLVRNL WUaLaQL XGLR

Navedena podjela izvora vezanaza SRVWDYOMDQMH EDULMHUD NRMH
NRQNXUHQWVND XWDNPLFD LPD MHGQDND SUDYLOD |]D VYH
PRaH VWP/RQRSWRO X NRQWHNVWX SHUFHSFLMVNRJ PRQR
XVUHGRWRpPpHQD QD ERUEX VD NRQNXUHQFLMRP D PDQMH Q
LPDMX VYRM YUHPHQVNL SHULRG WRNRP NRMHJ SUHVWDM
konkureQWVNX SUHGQRVW 3DWHQW MH NUDWNRURpPQR JOHGD
WUALAQRM XWDNPLFL NRMD LPD VYRM NUDM ]D NRMH SRC
patentno pravo prestaje djelovati, konkurencija koja je svo to vrijeme vjerogwijata isti
SURL]YRG QDVWXSLW UH QD WUaLaWH VD ]QDWQR QLARP Q
EDUHP GLR WUaLaAaWD 1DGDOMH SRWUHBDHDQ RENRLE XLIGRWF
RVWYDUXMH NRQNXUHQWVNX SUHGI) BRWMDE MV D ISRE X\ H H I X\
LQYHVWLFLMVNL NDSLWDO WH XORAaLWL X LVWX LOL pDN
SUHGQRVW 3URL]YRGQD GLIHUHQFLMDFLMD LPD VYRMD RJL
vrlo lako imitirati tehnollaND GRVWLJQXuD WH UH LPLWDFLMRP QHNR
SRVWDYLWL QLAH FLMHQH pLPH UH SUYRWQL PRQRSROLVW
MH QDJODVLWL GD SRVWRML VNXSLQD SURL]JYRGD NRML LP
(kaYD WHOHNRP XVOXJH HO (QHUJLMD YRGD GUYD L PQRJI
GLIHUHQFLMDFLMD NRMD VH X RYRP NRQWHNVWX ED]JLUD Q
VYLMHVW R SURL]YRGL L ORMDOQRVN MHHZIX WD PR UDGLRGK |R
SUYR SRNXaDYD QDPHWQXWL PRQRSROVNX SR]JLFLMX 3K
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SURPRWLYQLK DNWLYQRVWL VWYDUD NUDWNRURPQX SUHGC(
SRVWRML QLMHGDQ ]QDpDMDQ bil}®jBgh. Subladhg ®ixe,GakeR UR p Q
WDNWLND WHPHOML VH QD RJURPQLP LQYHVWLFLMDPD L D
LJUDp bzqurtidN WUALAWD

6YH X VYHPX RYL HOHPHQWL YH]DQL VX X] NUDWNRURpPQX
uUH QR8 SUHVWDWL ORQRSROVND SR]JLFLMD X WRP VOXpD
DJUHVLYQR QD WUAaLa&WX WH GRN SRVMHGXMH JROHPH ILQ
monopolsku pozicijuu.3RGX]J]HUH X VWYDUDQMX SHUFHSFLMVNRJ PRQ
aNWLYQRVWL L SRVWDYOMD RVWDOH SUHSUHNH XODVNX NR
YHO VDPR MHGDQ RG GRGDWDND SXWHP NRMLK VH RQ RV
percepcijski monopol ne ulazi u direktan sukob s konkurencijom i ima prisk@pem igra

WUALEQX XWDNPLFX NRMRM VH QH YLGL NUDM MHU QLMH
LPLWLUDWL XNROLNR SRVWRML ILQDQFLMVNL VQDaQLML LJ

FraQ N QDYRGL VeOrhoroBdtal HH NYRPX]ILYQD NRQWUROD NC
HNRQRPLMD REXMPD SDWHGWAD PQ H &) TFHRERIVER KR RIAWLHN L
se i ova podijela temelji na elementima koji se mogu imitithtkontekstu rada i ovi izvori se

gedDMX NDR NRPSOHPHQWDUQL HOHPHQIi&koj NdddphlaBRP DA X X

kao direktni izvori

Samuelson & Nordhaus (2009) navode prinMérosoft Windows kao monopal&ao razlog

RSVWDQNX XQDWRp WRPH a8WR QLVX LPD®UAQYDKYXLER®RL
Frank (2007) spominjg)avode ulagaauistDALYDQMH UHBMIX MW R RPLMX L S
ilegdne taktike kojima su se borili protiv konkurencii®& VOMHGHUHP SRJODYOMX
GHWDOMQR YLGMHWL |DAWR MH OLFURVRIW XVSLR X QDVWR

Potrebno je i naodati kak@d monopROD SRGX]J]HUH RVWYDUXMH QDMYHUL ¢
SULKRG MHGQDN P DMJ+MRDP O&) RVAH RMUULRVEIN XS XWHP WH IRUPXO|
odrediti razinu proizvodnje koja maksimizira proftUDI SRWUDAaQMH MH QDJQXW S
je, za razlku odVDYUAHQH NRQNXUHQFLMH JGMH MH 3 0& NRG PR
Nordhaus, 2009)7R ]QDpL NDNR SRGX]HUH X GXJRP URNX PRaH RV\
L] pPLQMHQLFH NDNR MH FLMHQD YHUD RG PDUJLQDOQRJ \
najpogodnijaWUaLaQD VWUXNWXUD ]D SRGX]HUH
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2.33. 9DAQRVW SHUFHSFLMVNRJ PRQRSROD ]D SRVORY|

.DR @&4WR MH SUHWKRGQR QDYHGHQRHNR RIDRIBIR|dBiHRYY URADp |
SUXaDWHOMD MHGLQVWYHQH YULMHGQRVWL WDGD VH ]D
postojanjem monopola3 RWUHEQR MH QDJODVLWL NDNR VH SHUFHSF
PDUNX SURL]JYRG LOL SRGX]HUH nowiRkmpexiMikroeBdno@kiM H R I UL
gledano, RQRSRO RELOMHADYD SRVWRMDQMH MHGQRJ SRGX]H
PRI*OHGDYaL V SHUVSHNWLYH SR]JLFRQLUDQMD NDR SURFH
SRWURADpPpD XNROLNR V pozigithMai ksoJedliXgtrendjeding B4 ekbm

WEMX ]D QMHJID VH P R gdicegdijskim@GbpdiRakwrHiGetiiMa-bno nema

konkurenciju. @rpenter (1989b) navodi kakedaSRWURAaDpL VWYDUDMX QRYH S
njihove idealne kombinacijereferencijaNRQYHUJLUDMX SUHPD NRPELQDFLML
7LP SRPDFLPD SRGX]JHUH VWYDUD .GRGDWQH EDULMHUH NRC

PR]JLFLMD ablasritiR putem percepcijske mappLMH VX HOHP IDewark GHILQL
Bagga (2015) 3 R G Xsp¥hialtd D ] O L ¢ lakd Branipowiciju zbogrdgog elementa koje je
stvorilo - centralitett 3R]JLFLMX FHQWUDOLWHWD L UD]JOLPpLWRVWL
Hutchinson, 6FKZDU] 7YHUVN\ VWRJD PRAH SRVOXAaLWI

Carpenter (1989bQDYRGL UD]J]OLpLWRVW NRMD MH PR&aH VH ]JDNC
rezultat strategije diferencijacije) kao izvor brojnih prednosti. DiskuNkb®B NR SR GX]HUH NR
GLIHUHQFLUD SURL]JYRG SUHPD SHUFHSFLML RGUHVYHQLK |
SURL]YRGD X NRMRM MH RQR SLRQLU 7LPH NDNR LVWLDpH
kombinacije atributa kao najbolje zanffRGDMH NDNR PDUND VWYDUDMXuUOL M|
SRVWDMH SURWRWLS GRN SRGX]JHUH K&y \4eD MKdtrewiw aLaQL
diferencijacije, odnosno percepcijskom monopddR G X]HUH VPMHaAWD QD QRYX
mapuQD NRMRM QHPD EOLAHJ NRQNXUHQWD

'RN X VDYU&GHQRM NRQNXUHQFLML SRGX]J]HUH QHPD QLNDND
SULKYDUD NDR GDWH NRG QHVDYU&AHQH NRIRGYJHQHFELWMHD W
WUALEQX PRU GD UHJXOLUD FLMHQX 7D FQMGIQIDK MWHU R AWR
6DPXHOVRQ 1RUGKDXV AWR ]QDpL Cafper8R GO8PB)IH SRV
QDYRGL NDNR MH WDNR GHILQLUDQ WUAL3dQL SLRQLU L]RC
QMHJRYX SR]JLFLMX D VYDNL WD N DuYpoSiciNte poshje \nfeR X W Y L
osjetljiv nasmanijenje cijena konkurencije$SRYHUDYD WU&aLadQL XGLR 'RGDMH
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SRVWRML REUQXWLA RIG GIFOWD L WIHYXRNWL L GDOMLQH SR]LFLN
mapi. Stoga, marka koja ima percepcijskbmopol je najranjivija na marke koje se
SR]LFLRQLUDMX XGDOMHQLMH RGQRVQR NRMH SULPMHQMX

Frank (2007) navodi primjeN OXpDMD X pLMHP MHH 0V HDGILRRGWX &R O B RIJAX
PRGX]J]HUH MH LPDOR WUALADRRW DPGX NG QR FHOLRFIID QDMA S U
]JERJ GUXJDpLMH LQWHUSUHWDFLMH WU&L&WD 1DLPH LDNR
NDNR MH X WR -FWMHOQHRAH NHBERVWWLPQRVW FHORIDQD L QM
aluminijske foljei YRAW BSDSLUD ELOD GRYROMQR YLVRND GD VH VY

, ] QDYHGHQRJ SULPMHUD PRaH VH YLGMHWL NDNR LDNR
VLWXDFLMDPD V QDVWRMDQMHP GD RQHPRJXUL PRQRSROVN
WHAaANR SWRRCDWYHQR SRGX]Ratidbrd ReQdagritOKakbVy&depcijski
monopol nije W U apodi€lj® koju mikroekonomska literaturazakonska regulativa navode

YHU VDPR SR]LFIXMDY QR HVWaLjSwmeMeEanbRérdtik@ozicije monoplista.

7LPH VH DXWRU aHOL RJUDGLWL L QDYHVWL NDNR VH QH
SURWXPDpPpHQH DNWLYQRVWL

.DR SULPMHU SHUFHSFLMVNR JSRREXRIS RHD [ SSRAMH [EE VAR W R
SRGX]J]HUD MH L3KRQH NYDUPMD XX]DGQNIRRBLQH $SSOH MH QD
a imao udio prodaje novih od 18.290 HYy XWLP NOMXpQD MH pLQMHQLFD GD
SURILWD LQGXVWULMH $SSOH RYLVQR ?RNadjp BppID@X X]LPD
trenutku pisanjawog rada navrjednija svjetska matkaWH LP VH WU&8L4AQD NDSLWDO
WULOLMXQ DP.HU sipiedukatikdje dnDddrdsi poziga percepcijskog monopola.

.OMXpQD VW Y-djdaljekenbiskaciid i sve aktivnosti u lancu vrijednpsiagodio

WRPH GD EXGH GLIHUHQFLUDQ WH WLPH SRVWDR NODVLpDC

.UHQXY&4L RG VORJDQD A7KLQN 'LITHUHQW: R&/IMRIE®QR A5D]F
GR ]QDQMD GD VH témb@dje BRAKBIKRIQIELMNL 8HOL GD VH OMXGL
GUXJDpLMH SRLVWRYMHWH V QMLPH $SSOH AQH LJUD SR
SURL]YRGH QH L]OD&H QD QDMSRSXODUQLMHP VDMPX HOHI

1 lzvor: Statista.com, dostupno nattps://www.statista.com/statistics/216459/gletralrketshareof-apple
iphone/ otvoreno 16.09.2019

2 |zvor: Forbes.com, dagpno na https://www.forbes.com/sites/chuckjones/2018/03/02/appiginuesto-
dominatethe-smartphoneprofit-pool/#71e1911561blotvoreno 16.09.2019

31zvor: Forbes.com, dostupno htps://www.forbes.com/powerfidrands/list/ otvoreno 16.09.2019

#1zvor: Ycharts.com, dostupno hétps://ycharts.com/companies/AAPL/market_oaiporeno 16.09.2019
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https://www.statista.com/statistics/216459/global-market-share-of-apple-iphone/
https://www.statista.com/statistics/216459/global-market-share-of-apple-iphone/
https://www.forbes.com/sites/chuckjones/2018/03/02/apple-continues-to-dominate-the-smartphone-profit-pool/#71e1911561bb
https://www.forbes.com/sites/chuckjones/2018/03/02/apple-continues-to-dominate-the-smartphone-profit-pool/#71e1911561bb
https://www.forbes.com/powerful-brands/list/
https://ycharts.com/companies/AAPL/market_cap

VWYRULR Y ODVW L Vi HreZ&eRtildnpizeMridde€lelprdizRada. Psim toga, posjeduje
YODVWLWX PUHaAX SURGDYDRQLFD X NRMRM NRULVQLNX SU;

samo Apple proizvodi.

'UXJD NOMXpQD VWYDU SXWHP NRMH $SSOH VWKYPUBAPHUFH.
1DLPH MHGDQ RG NOMX}YQWK YD NRIGQHWHNWNRQLPNH RSUHTF
$SOOH MH L]JJUDGLR YODVWLWL RSHUDWLYQL VXVWDY L26
Samsunea i HuaweiD QLMH &HOLR GD QM bpRitiwhi shisteR Bhdr&dkbjey P D M X
MH UD]YLOD NRPSDQLMD *RRJOH 7LPH MH WDNRYyHU GDR GI
NRQWHNVWX RSHUDWLYQLK VXVWDYD SRWUR&ADPiIMEH X VLW
MH $SSOH VWYRULF IE\DMRRAUMHDBRLREB WRQNXUHQFLMH WH
$SSOH XYLMHN $SSOH® NRG SRWURA&DpPD

6YL WL HOHPHQWL VWUXNWXULUDQL QD QDpLQ GD RVWYDU
VLWXDFLMH JGMH SRWUR&Dp GRN LY U HEHYXMS$U D © MeHEWLFHWILL 3y
MHGQH VWUDQH WH VYLK RVWDOLK VPDUWSKRQHD V GUXJI
L3KRQH L 6DPVXQJ YHU VX ]D W jedvdijd BppteYedinikbrikOreqt L WD W L
dok su na drugom Samsung, Huwsvi ostali. ORaH VH GR G BwdifetenbijBdjeR R

SRGX]HUH SULPMHQMXMH L VWUDW HdrikMtxn pritnfenjéihobe X WUR &
6 pLMD MH SURGDMQD FLMHQD EXOBRN DMRHVNURNMNRKRYAROD]

L]X]HY e WakBtadh, razvoja, i RVWDOH SWNjeBdo NkBrKutent,

6DPVXQJ *DODJ[\ 6je S6 X]HUMHOL DPHULWNLK] GARRIDG®EQ M
SURGDMQX FLMHQX X] YHiUL WUR% DineGeR QRW IY R yQXUMBX & BIRD L X
SUHWKRGQR QDYHGHQD GD MH VWUDWHJLMD QLVNLK WURaA

OLFURVRIW MH NRPSDQLMD NiRWD RPARONRFESRHAN X X SIS RIH ¥ DMXWQY
Najpoznatiji proizvod je operativni sustakoji uz hardverpLQL MHGDQ RG GYD H
U D p X LKpipariia je cijeli poslovni model podredila tome da se percipira kao jedini
NRQNXUHQW QD W U alijatKostSSuikadDaviohe Lpafyébivd Yetehijasniti 4 stvari
kojima su to ostvarilit YHUWLNDO QD NRRSH U D F Lald, postabljabije BatijevaR Y Dp L P |

cjenovni model te dodana vrijednost.

5 Izvor: Bankmycell, dostupno nanttps://www.bankmycell.com/blog/howmuch-do-iphonescostto-make
otvoreno 16.09.2019

5 Izvor: Techwalls, dostupno nanttps://www.techwalls.com/productierpstsof-smartphones/ otvoreno
16.09.2019
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1. VetLNDOQD NRRSHUDFLMD VD SURL]YRYDpLPD UDpPpXQDOL

NaNRULAWHQMH QHNRJ SURL]YRGD XYHOLNH XWMHpH MHGQ
bazira na prodaji operativnog sust® |D UDpXQDOD D QH.QaminstihikGDML KI
LQVWDODFLMD RSHUDWLYQRJ VXVWDYD WU h&@®dadbrdiL VSDG
NRMH uUH PDUNH REDMX HOHPHQDWD UDpXQDOD QDEDYLWL
RGDELU SRWURGDEKYLRMNMRSLWL GRJRYRUH VD SURL]JYRYVCLC
VHEL YHU VDGUADYDOL RSHUDWLYQL VXVWDY OLFURVRIW

2. Postavlanje barijera

OLFURVRIW MH LJUDp QD WUALAQRM XWDNPLFL NRML MH XV¢
pogledaj poglavlje 3.3.2)aWR VH XOD]QLK EDULMHUD WLpH NDR MHG
RSHUDWLYQLK VXVWDYD M Hja\aperatiiby sis@NR ZBMgidd iznBin& LY R G
XODJDQMD ,%0 MH XORALR PLOLMDUGH DPHULPpNLK GROD
(Baseman, WarreBoulton & Woroch, 1995)Radi se o nepovratnim, odnosno potopljenim
WURGNRMERWLP QDNRQDIREHDQLADNILQDOQL WURADN SUR
RSHUDWLYQRJ VXVWDYD MH QH]QDpDMDQ V RE]JLURP GD C(
proizvodnju.1DGDOMH OLFURVRIW MH XYHR UHVWULNFLMH X XJI
Kako bi neki operativnV XVWDY ELR NRULVWDQ SRWUR&DpX SRWUHECQ
sa aplikacijama koje je stari nudio. Microsoft je, kako navode Baseman, \WBoudton i

"RURFK SRVWDYLR ]JDSUHNH NDNR EL RWH&DR NRPS
operatvnh XVWDYD L VYRMLK VRIWYHUD 6 WLPH MH SRYH]DQR
OS-a na drugi hardver koji nema sklopljen sporazum sa MicroRd® NRMH MH YUOR WH;

svoje kompleksnosti.
3. Cjenovni model

Baseman, WarreBoulton i Woroch (1995) u sRP UDGX RSLVXMX QDpPLQ NRML
FMHQRYQLP PRGHORP SULVLOMDYDR SURL]YRYDpH KDUGYI
SRVWRMDOD OLQHDUQD FLMHQD NRMX EL SURL]JYRYDp KDUG
GRODUD ]D EHVNRQDIMDIRY BU XP MGHREDNDQWXSRIRGQRVWL NRNM
YULMHPH 1DNRQ WRJD FLMHQD OLFHQFH RYdcihdOdde EL R Y
QDSODULYDOD SR VYDNRP SULPMHUNX UDpXQDOD V OLFHQF
stvaranju konkure VNH SUHGQRVWL ELR MH NDUDNWHUL]JLUDQ SOD
UDpXQDOD NRML EL QHNL SURL]J]YRYyDp SURGDR D QH QD S
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WDNYRM VLWXDFLML FLMHQD VH SDXaDOQR EDJLUR QD XNX
koji operativni sustav se gore nalagFLMHQD VH IRUPLUD SRPRUX SUHGLNF
WHPHOMX S UL RIbD@e) itetcd Ra®lizidddft OS je prema autorima rada iznosila

GRN MH SURVMHpPQD FLMHQD RV¥¥HGURILRBRYDHNU D PX K DU
imao slobodu te je mogao odbiti takav model te kupovati licence prema tome kolrko &@jep
P H§im u takvoj situaciji cijena iIELOD ]J]QDWQR YLa&D SR MHGLQLFL SU
Microsoft operativnog sustava i konkurentskamoEL SRYHUDOD FLMHQX SR MHG
MH QDJODVLWL GD OLFURVRIW QLMH LPDR REMDYOMHQX IR
VX ELOH UD]J]OLpLWH RG SURL]YRYDpD GR SURL]YRYDpD

4. Dodana vrijednost

OHYyXWLP RVLP RSHUDWLY (rRadv L ¥pikétieDza OdefativRi \sEstay, M
OLFURVRIW :RUG WH ,QWHUQHW ([SORUHU VDPR VX QHNH |
SRVORYQL PRGHO 7DNR MH SULPMHULFH OLFURVRIW LPDR V
Explorer (internetski preglednk EL SUHGLQVWDOLUDQ QD RSHUDWLYQRP
se vrijednost WindowdD SRYHUDOD ]D SRW®pIe¥&@DpR WRW HMIOXKPW M X E
besplatan &WR MH SRWDNOR WXA4EH VD WYUGQMDPD GD VH UDG
dokazano 5DGL VH R SULPMHUX PUHAQLK HMNVMNWRMIQDO SRY H (PR
SURGDMH SURL]YRGD $ GRYRGL GR SRYHUDQMD GRVWXSQR
NRQDPpQLFL SRYHUDYD YULMHGQRVW SURL]JYRGD $ oNRML EL
VLWXDFLML SODWIRUPD NRMX MH VWYRULR :LQGRZV MH S
SODWLWL YLAHVWUXNR YL&4H QHJR ]D SODWIRUPX QHNRJ NI
IXQNFLMD L]JPHYyX NRQNXUHQDWD D \ital Blatiodna t&da@dbiva RG QR V
QD VYH YHURM YULMHGQRVWL MHU VX L SURJUDPHUL YROMC
]DpDUDQL NUXJ

Microsoft je putem navedenih poteza uspio stvoriti percepcijski monopol. On mu daje sve
prednosti koje jedan MRSROLVW SRVMHGXMH PHYyXWLP WD SR]LFL
=DQLPOMLYR MH SRIJOHGDWL XGLR NRML OLFURVRIW SRVMH
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Prikaz 7TUALAQRSHGDR/LYQLK VXVWDYD QD UDpXQDOLI
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MAdET]“V] n ]} }% E S]AV]Z spe3 A v &E

lzvor: Net Marketshare, dostupno Inips://bit.ly/2kIVhNr, otvoreno 17.09.20109.

6D SUHWKRGQRP JUDID PRAHPR YLGMHWL NDNR OLFURVR
VXVWDYRP SRVMHGXMH SUHNR a AV R ANLCAWORN WXHGUNL HLOUD WALW F
monopola.Microsoft je izgradio cijeli ekoV XVWDY RGQRVQR SODWIRUPX WE
svaki element kako bi jedan drugi nadopunjavali. Izgradnjom platforme i postavljanjem
EDULMHUD OLFURVRIW VHIRpHPLEDQWREKRWX L P

Bitno je naglasiti kakclSRWUR&DpL LPDMX SIHWMPHRSFRQRRSRQGRED PHY.
GR&DR GR WDNYH SH wehd®rédefihirati® WADUWYR. DI WIMH WUALaAQH XW|
MH WR XpL QliRjetu &t and nXdenom u tekstd jedna i druga kompanija gradile

VX SHUFHSFLMVNL PRQRSRO QD VOLpQH QDpLQH PHYXWLP >
JGMH VX X RGUHYHQLP |1QDpDMNDPD SURL]JYRGD MHGLQR QD
potrebe., DNR \OMEABL VWYRULWL MHGLQVWYHQX SHUFHSFLMX
putem kojega se to gradilo; obje firme su duboko ukorijenile potrebu da sve aktivnosti za cilj
LPDMX XWMHFDWL QD NRULVQLpNR SXWRYDQMHMISERWURADpPL

50


https://bit.ly/2klVhNr

24. 6 SHFLILPQRVWL VWUDWHILMH GLIHUHQFLMDFLMH X N

'LIHUHQFLMDFLMD QHGLIHUHQFLUDQLK SURL]JYRGD JYXpL ND
VH MDYOMD QD wuaLawxX 1DSUHWNRFWHKQ FFRIVEBHPQURL
ODNaH SURL]JYHVWL SURL]JYRGH 2VLP QDSUHWND WHKQROF
JRPLOD LQIRUPDFLMD GRVWXSQD VYLPD &awWR RODNaDYD
SURL]YRGD QD SULPMHULRHDOWDBRR MUIRIKNRIP RREH /W KGMN W
SULPMHULFH QD aWHGXNRPIWRASEHWX]YRG QLMH SDWHQWLU
WDNDY SURL]JYRG NRML MH ELR XVSMHabDQ X LJODVNX QD W
PRAH VH SRMD]WIRWGGL WBMWIBUR] SUHWSRVWDYNX GD SRGX]HUu
VWYRULWL SHUFHSFLMVNL PRQRSRO WDM SURL]JYRG YL&H
VWDQGDUGQL SURL]YRG L ELWL uH GRVWXSDQ JOREDOQR
EDJLUDQRM VDPR QD SURL]JYRGQRM GLIHUHQFLMDFLML SR

uzima proizvod.

OHYyXWLP RVLP LPLW D F LowHvodratif&emifad©pobktde HotoiMAi Koji

imaju malen R JUD Qpdbadcal za proizvodnu difencijaciju. IMLKRYH VX IL]JLp!
NDUDNWHULVWLNH SURSLVDQH WH SRWUR&DpX X VWDUWX
YDULMDEOD NRMD X WDNYRM VLWXDFLML XWMHpPpH QD GRQ
ponuda nije diferencirana nadrugbrpLQ MH FLMHQD

2.4.1. Nediferencirangonuda

Pijesak i cement primjeri su proizvoda koji su u svojoj osnovi nediferencirani. Svaki od njih

LPD VYRMH NDUDNWHULVWLNH L PLQLPDOQH PRJXUQRVWL
propisane karakteristike kojih se, kako bi se proces gradnje standardiivdh, SURL]YRYDDpL
SUDYLOX GUaH 8 QDVWDY NcéonunbdBypa heBiferentvamegraizodé H SRMD F

8 QDVWDYNX UDGD XYHVW UH VH L SRMDP SRQXGD XPMHVW
REXKYDuD aLuL VSHNWDU HOHPHWDRHD ANERXKLY DMIB E LRWDADD B +
NRMH XNOMXpXMX NXSQMX QHNRJ SURL]J]YRGD XVOXJH SRSX
SURL]YRG PR&H LQWHUSUHWLUDWL N D RKdHo] hifsN Het®jBEdM HNW N
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REMDVQLR SRMDP SIRIMBQGLWDOHRWW KRIMD VH YHAaH X] VD
QHGLIHUHQFLUDQRVW DNWLYQRVWL NRMD SRGX]HuUD SURYR

Kako bi se bolje objasnio pojafoulson (2002:45) u svome radu navodi definiggima

commoditykoja glasi:

A&RPPRGLWLHV PQRALQRY®DGH®IP RRELMEMWKX WL RVREH LOI
VX VWDYOMHQL X NRQWHNVW X NRMHPX QMLKRYD YULMHC
HOHPHQWD MH QMHJRYR RGYDMDQMH RG SURL]YRYDpPD SUL

AXWRU 8HOko WBIYHN®IL SNDLPMHULFH R REMHNWLPD NRMH EL
SUHWKRGQL SURRRER y® pUHNW QRIMaME ratli SeDovhjeRtima kofe ik

lako imitirati.

IHYLWW QDJODADYD NDNR SRQXYyHQ@drisgt@rminjpéiuda) |D NRM
PRaH ELWL GLIHUHQFLUDQ LDNR MH JHQHULpPNL SURL]YRG 1
MHGQRVWDYQLMH REMDVQLOL SRMPRYL QDYHVW UH VH SR(

Prikaz15. Koncepukupnog proizvoda

Ocekivani

omiei\ s
// //;/////////

o

Prosireni
o proizvod
Potencijalni

proizvod

Izvor: Levitt (1980:4)
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*HQHULPpNL SURL]JYRG MH IXQGDPHQWDOQL HOHPHQW QD N
SLMHVND WR EL ELR SLMHVDN D X EDQNDUVWYX WR EL E
SUHWKRGQR QDYHGHQR NRG Jdife QU kahtaktbrirtike &djeRdldiveRtIGD QD |
SURL]YRGD LPDMX ,DNR QLVX VYL YHULQD JHR@HULYWDIQKL SU
SURL]YRG SRGUD]XPLMHYD JHQHULpPNL SURL]JYRG WH PLQLP
bi obavio kupnju. Autor navodi kR VX WR GRVWDYD XYMHWL SRVORYDQ
QRYH LGHMH ]D SREROMADQMH HILNDVQRVWL Liv¥BDQMHQM
RPpHNLYDQL L] UD]JORSRGKHMHUIX QOIXPDORY BOML SRWWRADPH Y
QHUH RHBEPpoYibLWWRBUREGLUHQL SURL]YRG GRGDWQR SURALUXMH
RGQRVQR GRGDWQH SRIJRGQRVWL NRMLPD VH SRWURA&DD
SURL]YRYyDpD UDpXQDOD NRML VYRMLP NXSFLPD QXGL L NRF
dijagnosticirD JUH&NX XNROLNR SURL]YRG SUHVWDQH IXQNFLRQL
VX YUOR UL]LpQL MHU VYL SRWURADpPL QW LARHADH E REMWY @QH &
cijenu. Kao vanjski dio kruga na prethodnom prikazu javlja se potencijatizyod. On

REXKYDuUD VYH QDPMHQH GD VH SRWUR&@DpPL SULYXNX L ]DC
SURPMHQH QDOD]JL LVWUDALYDQMD NRML SRIJRGXMX SRWUI

daljnjoj preradi i ostalo.

Vezano za procese korisna je definicija karakteristka SURFHVD NRMH RELO
nediferenciranostoju je nhaveo Stewartl97) On navodi kako nisu posebno vezani za neku
GMHODWQRVW WH VX ODNR XVYRMLYL 7DNYL SURFHVL QL
S R G X |bhklél nediferencaQD SRQXGD REXKYPND REMHINPR BUYRL]YRG
SRWUHEQR SURPDWUDWL L SRSUDWQH SURFHVH NRML VH F
VYUKX +XDQJ HW DO QDYRGH UDJOLNX L]JPHYX NOMXpQC
.OMXpBRRSNWHQFLMH NDNR QDYRGH SUHGVWDYOMDM X
GLIHUHQFLMDFLMH GRN VX FRPPRGLW\ SURFHVL VWDQGDU
kompetencije su one aktvnosNRMH VH UD]JOLNXMX RG dR@Hmhébip GR SR
SURFHVL ]D SRGX]HUH LPOM&H P\DHQ \DID VQDWHQNWDHNR NOMXDpC
stvaraju vrijednost za kupca, dok su commodity procesi percipirani samo kao potpora

poslovanju.

+XDQJ HW DO QDYRGH NDNR MH RVQRYQLlpr®&e&sa VW XS S
SULPMHQMXMX VWUDWHJLMX QLVNLK WURANRYD ]JERJ WRJ
YULMHGQRVW 'RGDMX NDNR JERJ WRJD WL SURFHVL EXGX S
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SUHGVWDYOMD QLNDNYQR ]QDpHQ M Hist§iNgreh ldkRvriogtimaD PL S U
GRYRGL X VLWXDFLMX JGMH QHPD UIDPMXOENBYREH QM % RNGDK] HXi

7TDEOLFD 5D]J]OLNH L]JPHYyX NOMXpQLK NRPSHWHQFLN

<Oip v 1}u% S v ]i Commaodity procesi
Dostupnost Nisu dostupnha otvorenom }eSu%v] v }SA}E v}iu 3(Q
SET]“SuU 8} « peA 1 SE}“I}AJu v P} e % E}
spajanja i pripajanja %} nl
K Joi Ti Vrijedni, rijetki, ne mogu se *3]U SAYE SE}“I}A¥Y}
imitirati, ne mogu se supstituirati | standardni unutar industrije i lako se
supstituiraju
Pristup Zahtijeva stalne investicije za s} vl (]! *v}* u SE}“I}A
uv Tuv IJVE]JVU]E v «SE § “Iy
Alokacija hvus E %} pli hvpus E Jo] 11A v %} pli
resursa
Vrijednost ANSE S “|EJ} K% E $]Av ] }JPE v] v

Izvor: Huang et al. (2007:399)

+XDQJ HW DO QDYRGH SRGMHOX YULMHGQRVWL NRN
DNWLYQRVWL 8 VNODGX V WLPH YULMHGQ wtiwatsdl& GLMHOL
hygiene ORWLYLUDMXiUD YULMHGQRVW MH RQD NRMD SULYOI
SRGX]J]HUD GRN VX SURFHVL NRMLPD VH VWYDUD KLJLMHQV
NRMHP VH SRGX]skiadu & iinte hgRifkomoditizirani procesi mogu popritni

motviUDMXiUX YULMHGQRVW WH WDNR VWYRULWL GRGDWQL L]

242. ORIXUQRVWL GLIHUHQFLMDFLMH QHGLIHUHQFLUD

B8NROLNR MH SRWHQFLMDO ]D JHQHULpPNL SURL]YRG PDOHAQ
u drugim elementima&ako bi se uvidio potencijal diferencijacijea analizu je potrebno uzeti

cjelokupnu ponuduodnosno ukupni proizRG .RULVWL VH ULMHp SRQXGD M
proizvoda .OMXpQEkatdM@RWR VH X NRORNYLMDOQRP JRYRUX S
filLDNL REMHNW NRMIUVHNRXGAVWVHQWMNAWLAWEKPL SRQXGD WHU!
L QHPDWHULMDOQH HOHPHQWH NRMH VH YHaX X] NXSQMX 1
SRGX]HUH PRaH SURQDUOL L]YRUH GLIHUHQFLMDFLMH
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SRGX]HUH WNWEWLREDAQMX @Be BriataLda QRtViine @bl SRMAD M X
QLNDNYX YULMHGQRVW SRWUR&DpX 8SUDYR WH DNWLYQF
YULMHGQRVW L GRSULQRVLOH GLIHUHQFLMDFLMLpH+XDQJ H
YLGOMLYLP HOHPHQWLPD SURL]JYRGD PHYXWLP NOMXp GL
aktivnosti odvijgju WR MH QDpLQ NDNR GD VH LIEMHJQH FRPPRGLW
& Pine (2002), vezano za navedeni primjer iz ugostiteljstva, navoaeskabommodity zamka
LIEMHJDYD QD QDpLQ GD \BH XQ&D MVRMD WGIHL Y St IRRR GO R V Q
LVNXVWYD 7LPH aHOL LVWDNQXWL NDNR MH SPRWditRaDpNR |
pozornost. UedndQDYRGL L NDNR MH RVLP VWYDUDQMD XJRGQRJ L
XVOXJH QDMEROML QDpLQ GD VH VWYRUL QH]DERUDYDQ GF

Gilmore & Pine (2002) navode primjer u ugostiteljstvu gdje je MGM Grand Hotel & Casino

od aktvnosti koje je smatrao sterilnima uspio stvoriti aktivnosti koje ga diferenciraju od
NRQNXUHQFLMH 3R]JLY ]D EXYyHQMH X KRWHOX SULMH MH E|
EH] GD MH GRQRVLOD QHNX J]QDpDMQX YU LskitdiGghBoveN OHYy X
VODYQLK RVRED 6YDNR MXWUR EL JODV UD]OLpLWLK VODY
VYL KRWHOL UDGH DNWLYQRVWL QD LVWL QDpPpLQ QMLKI
Commoditized) Navedeni primjer iz prakse ukazuje na pjenu fokusa pri stvaranju
YULMHGQRVWL 'RN MH SULMH QDJODVDN ELR QD SUXAaDQM;
QD VWYDUDQMX NRULVQLpPNRJ LVNXVWYD =QDpDMDQ GRSL
RGUHGQLFH SUX4DQMD YQH MHGORRNWH. G R Q XMWYORPVEMHO X
([SHULHQFH (FRQRP\3

=D NDYX VH PRaH UHUL NDNR VH UDGL R QHGLIHUHQFLUDQR
NRPSDQLMD pLML MH JODYQL SURL]JYRG NDYD XVSLMHYD EL
na svijetu u trenutku pisanja ovog rddaO Hy X WLP QMLKRY IRNXV MH QD SRV(
NDYH 7R VH QDMEROMH YLGL X LJUHFL +RZDUGD 6FKXOW
6WDUEXFNVD AOL VH QH EDYLPR SRVORYDQMK®mADYRP V
SRVOXaXMXiuQ N RORXPF R U53)

2YDM GLR UDGD ]D FLOM MH LPDR DQDOL]JLUDWL VWUDWHJL
NDR QDpLQX SXWHP NRMHJ SRGX]HUD PRJX VWYDUDWL NR
percepcijama judWH WDNR X NRQDpPQLFL L]JJUDGLWL SHUFHSFLMV
EDJLUDWL QD QDpLQLPD L]JUDGQMH SHUFHSFLMVNRJ PR

" Dostupno nanttps://www.forbes.com/powerfidrands/list/#tab:rank search:starbyakvoreno 8.9.2019
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SRWUR&DpPD )RNXV MH QD QHGLIHUHQFLUDQLP SURL]YRGLF
diferenciDFLMH WH QH SU X4&D MNast@yakp@iMdody UVMHWEGARYIQMH N
FLOM LPD DQOL]JLUDWL XSUDYOMDQMH LVNXVWYRP SRWURA

3. 8SUDYOMDQMH LVNXVWYRP SRWURA&aDpD

8 SRVOMHGQMH MH YULMHPH X DNDGHPVNLP NliskudtRay LPD VY
(Klaus & Maklan, 2012; Meyer & Schwager, 2007; Rawson & Duncan, 2013; Koetz, 2018 i

dr). 3BRVORYQL VYLMHW WDNRYHU VYH YHUL QDskGsd paN VWDY ¢
VH WDNR YHOLND S R@)Ahtaiidba BFo&geauveBdtinkcijuChief Customer
Expereience Officea, RGQRVQR GLUHNWRUD ]D NRULVQLpPNR LVNXVYV
-HGDQ RG UD]JORJD ]D WR MH SRYHuMHQRIGYRMB VLMVOLIVH WIDNRLQ
SRWURADpPD L SRGX]HUD (GHOPDQ 6LQJHU

3ULMH QHJR VH UDG GRWDNQH LV NXutwbn®jepROVEFRE®IPD L X ¢
kognitivne fazekoje SUROD]L SRWUR&Dp X SURFHVX GRQRAHQMD RG(

3.1.ProcesGRQR&HQMD RGOXNH R NXSRYLQL

BURFHVY GRQRAHQMD RGOXNH R NXSRY ISRIWQRARPDSHRG MR G
PQRJR YLAMDP Hdda LIPHYyX DOWHUQDWLYD QHNH NDWHJRUL
SURFHV REXKYDUD DNWLYQRVYWD SIXSMMH SRYVWRWH WDLRRJ
OLWHUDWXUL PHYXWLP VYDND EL VH 8RBUM B NSERINWHO E RQ D
NXSQMD L SRVWNXIRHNWYIRA ISR Q D RI&i®&|Hproces kao lanac utjecaja

iodukaNRMH VX XQDSULMHG RGUHYHQN WLGIRYW & Wb L GQRD & HR@ M HNX
X SURFHV XOD]L V UDWISHROHR@R P D QRWPHIPVDVH VSRVREQRAE

procesuiranja informacija.

56



311 7UDGLFLRQDOQL PRGHO SURFWWVD GRQRAHQMD RC

.HVLU SURFHVY GRQR&AHQMD RGOXNH R NXSRYLQL GLMHC(

X

Spoznaja problema
7UDAaHQMH LQIRUPDFLMD

Vrednovanje informacija

X

x

X Kupovina

X 3BRVOLMHNXSRYQR SRQDabQMH

Prikaz16. ProcescRQR&HQMD RGOXNH R NXSRYLQL

Spoznaja |:I\> TraZenje ‘:!\> Vrednovanje :(> . ';> Poslijekupovno
potrebe informacija alternativa P ponasanje

Izvor: Stankevich (2007:10

UQDVWDYNX tUH ELWL REMD&aQMHQH VYH IDJ]H SURFHVD
3.1.1.1.Spoznaja problema

A6SR]QDMD SUREOHPD LOL SRWUHEH QDVWDMH NDGD SRW!I
VWDQMD SRWURGDpHYH WUHQXWDpPQH VLWXDFLMH L aHON
QDuL & .HVLU SULPMHULFH XNROVYBRVWN CRMRFE ¥ & B
WROLNRM PMHUX GD aHOL HOLPLQLUDWL aHy &dWR R]QDpD
GRYROMQR ]QDpDMQD GD VH NRG SRWJssba Bgohaj\dayiRd) L PR W
potrebu kada na nju djeluje neki interni ili ekslQ L SRGUDAaADM NRML GMHOXMI

PRYMHNDNHUQH SRGUDAaDMH RVRED RVMHW.ambGHaN &HNVWHU
McDaniel, 2014)
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Prikez 17. Procespoznajgotrebe

Zeljeno stanje Stvarno stanje
Ispod ( ) Na ili iznad
spoznajnog 4—{ Stupan] razlike }—' spoznajnog
praga L J praga

Potreba nije Potreba
—> prepoznata prepoznata «—

,JYRU .HVLU

Ukoliko stupanj razlike nije dovolindQDpDMDQ WDGD S p&¥driatdBKOIIkQHUH ELV
RVRED QDSULPMHU LPD YHOLNX aHOMX L SRWUHEX |]D NXSQ!
XYMHW GD VL WR PR&H SULXAWLWL 8NROLNR QHPD ILQDQF|
X VOMIDGHISURFHYVD GRQRAHQMD RGOXNH R NXSRYLQL 8 W
SRWUHED MH ELOD SUHSR]QDWD DOL QD QMX PRJX XWMHFD
DNWLYQRVWL SRWURA&aDpPD

Isti autor navodi podjelu spoznaje problema na aktivmeaktivne. Aktivni problemi su oni

NRMLK MH SRWURAaDp VYMHVWDQ GRN VX QHDNWLYQL RQL
VX SUL VWYDUDQMX WUAaL&A&WD LQWHUHVDQWQL QHDNWLY
RVREL ]D RGUHVHQ@IRBLUWMEWP MHGBDQ RG QDpPLQD NDNR F
SRVYMHaAUXMX SRWURA&ADpPLPD R G UapgrruQilpoSdviRiu@ipruWH LK WL

.HOOHU L .RWOHU QDYRGH NDNR PDUNHWLQ&NL VWUX
otkriti koje to okodlQRVWL SRWLpX VWYDUDQMH RGUHYHQH SRWUHI

provoditi komunikaciju.
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.HVLU QDYRGL VOMHGHUH HOHPHQWH NDR pLPEHQLNH |

X 1IHDGHNYDWQH LOL SRWUR&@HQH ]J]DOLKH

X 1HI DGRYROMVWYR SRVRMNaHULP ]DOLKDPD SURL]YR
X THAQMD SRWUR&DpPD ]D QHpPLP QRYLP

X 3URPMHQH RNUXaAMD L AaLYRWQLK XYMHWD

X

Referentna grupa

Individualne razlike

X

X

Promjena financijskih uvjeta
X ODUNHWLQAaNH DNWLYQRVWL

SRGX]HUH PRUD DN)MDLSRR XRaWMHBED®MD VSR]QD SRWUHEX ]D
SRGX]HMK@WHOXMH X RYRM ID]JL SURFHVD GRQRaAHQMD RC
VOXpDMQRP VSOHWX RNROQRVWL X NRMHP SRWUR&Dp PRAH
QH VSR]QD SUREOHP YUOR MH YHOLND YMHURMD&QRVW (
SRGX]HUH QXGL 1DVUHUX SR]QDWL VX HOHPHQWL SXWHP N

3.112.7UDAaHQMH LQIRUPDFLMD

7UDAHQMH LQIRUPDFLMD MH ID]JD NRMD GROD]L QDNRQ VS
SRNX4ADYD SURQDUL QDpPpLQH NDNR U bj¢prodddivilovs GaidvisH QL S U I
0 kakvom se problemu radi. Kelldr .RWOHU QDYRGH NDNR VX LVWUD
SRWURADpPD SULOLNRP NXSQMH NXUDQVNLK DSDUDWD RGOI
SRWUR&ADpD SUHWUDAXMH BJRL]YRGH YLA4H RG MHGQH PDU

CHVLU QDYRGL NDNR VH V DVSHNWD L]YRUD LQIRUPDFL
L HNVWHUQR ,QWHUQR WUDAHQMH GROD]JL RGPDK QDNR
SUHWUD&ALYDQMH LQIRUPDFLMD XQXW D U vbdrRkhkpljgihtevh@ H P HP R
SUHWUDALYDQMH ]QDpDMQR ]D RGDELU WUJRYLQH X NRMRM
ULMHWNR UD]PLAOMD R SUHWUD]L LQIRUPDFLMD YH]DQRM
RGQRVL QD WUDAHQMH LQUBMURDR LAWDR LY XH NRWBU@DR K, QIWR U Q
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Prikaz18. Uzastopni SkupoVKNOMX pFHURFHY GRQRaAHQMD RGOXNH R

‘ Ukupni skup —» Skup vezan uz svijest —» Skup za razmatranje — Skup za odabir —  Odluka ‘

Apple Apple Apple Apple I;‘
Dell Dell Dell Dell
Hewlett-Packard Hewlett-Packard Toshiba
Toshiba Toshiba
Compaq Compaq

NEC

Izvor: Kotler & Keller, 2015:196

8NXSQL VNXS VDVWRML VH RG VYLK PDUNL NRMH VX GRVW
-DYOMD VH DVLPHWULMD LQIRUPDFLMD WH MH SRWUR&DDp VY
marki za koje je svjestan da postoje odabire neke koje odlaze u skup marki za razmatranje koje

]JDGRYROMDYDMX |DGDQH NULWHULMRMW URDIMQOHP LWUQ &H D MH
WH PX RVWDQH VNXS VDPR QHNROLNR PDUNL NRML PX MH W

3.1.1.3Vrednovanje informacija

Nakon ][ DYUGAHWND WUDAHQMD LQIRUPDFLMD SRWUR&Dp GRO
alternative Keller i Kotler (2015)navode kako je potrebno odrediti koji je redoslijed atributa

SUHPD NRMLPD SRMHGLQL SRWUR&DpL GRQRVH RGOXNX 1D
NDNR EL VH SRWURA&ADpPL VYUVWDOL X VNXSLQH 3ULPMHULF
cijen 0Q MH FMHQRYQR GRPLQDQWDQ D DNR SUYR RGDELUH
PDUNL 1D WDM QDPLQ XNROLNR PDUND QH SULSDGD X VNX

GRPLQDQWDQ SRWUR3EDpX PDUND PR&H L]JJXELWL NRQNX
rangiranju.

.HVLU LVWLPpH NDNR VH PDUND PRaH QDUL XQXWDU QH:
VOXpDMX PDUNHWLQANL VWUXpPpQMDN PRaH RGOXpLWL ]D QH

1. ,]JPMHQD NRPXQLNDFLMVNLIKSREGUO MHINIMH YSDJ BIURRK B Q >
komXQLNDFLMVNRJ RELOMHAaMD SURL]YRGD
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2. Promjena slijeda informacijskih vrijednost SRGUD]XPLMHYD HGXNDFLM
VPMHaAWDQMX RGUHYHQH PDUNH X SRMHGLQL VNXS

7LP QDpLQLPD SRGX]JHUH SRNXaDYD PDNQXWL PDUNX L] QHE
jednaod MDUNL NRMX SRWURGDIQDVRIGIQ XMNR,VWLY BXWRURM N
vrednovanja koristi kod kuge trajnih i skupih proizvoda, teavodi NDNR VX NOMXpQL NI
SULOLNRP YUHGQRYDQMD FLMHQD PDUND S@MHRAWRG D6 Y]HNP
SRWUR&ADp LPD VYRMH NOMXpQR RELOMHAMH NRMH PX SUH)\
VH PRaA&H XWMHFDWL

9UHGQRYDQMH DOWHUQDWLYD X SRVOMHGQMH YULMHPH
popularizacija Internet trgovine donijela HUX PRUO SRWUR&DPLPD %URMOQL
pojavu showroominega (Keller i Kotler, 2015; Lemon & Verhoef, 2016; Haat al, 2016).
ShowroomingMH SRMDYD X NRMRM SRWURaDp YUHGQXMH DOWHU:
preko interneta ili u nekalrugoj trgovini (Keller & Kotler, 2015)Autori navode kako online
WUJRYLQH SUXADMX PRJIJXUQRVWL GRVWDYH WH AUDGQF
QDUXpXMH ELOR NDGD D QH P Rshbvrildalduie pdjaBeddiv] U Wva HXQ Wil J
niAH FLMHQHPREEWMODODPDGRGDWQR MH RODNADOD WUDAaAHQMH

Hair et al. QDYRGH NDNR MH MHGQR LVWUDALYDQMH SRND]I
PRELWHO GRN NXSXMH X WUJRYLQDPD ,VWLPpX WUL JODYQLCL

1. Zvanjeprijatelja u svrhu savjetovanja (38%)
2. 7TUD&HQMH UHFHQ]LMD SURL]YRGD RQOLQH
3. 8VSRUHYyLYDQMH FLMHQD SULPMHULFH VD $PD]JRQRYLP

,] SUHWKRGQLK LVWUDALYDQMD PR&aH VH XRpLWL NDNR MH
WWHmEMH QLALK FLMHQD QD GUXJLP PMHVWLPD SULVXWDQ
WUJRYLQH X EXGXUQRVWL PRJX RpPHNLYDWL SULMHWQMH RC
X ILJLPNLP WUJRYLQDPD WH LVWH FLMHGQH SR\WU REERDR POR VW
se mijenjaju pretpostavke na kojima funkcionira cijela industrija trgovitheékontekstu
NRQNXUHQWVNH SUHGQRVWL ILJLPNL WUJRYDpPpNL ODQFL W
Kako bi se obranili od konkurencije koja ima strategdpl. VNLK FLMHQD WUJRYDpPpNL
YHUL QDJODVDN VWDYOMDWL QD SRWUR&GDpPNR LVNXVWYR |
PDUAL ]D NRMX VH ]J]ERJ QHGLIHUHQFLUDQRVWL PHyX ODQF
SRWURADPX WYBED HWXRUWNXVWYR NDNR PX RGOD]DN X WL
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LQIRUPDFLMD ,VNXVWYR PRAaH ELWL MHGDQ RG HOHPHQDW
NRQNXUHQWVNX SUHGQRVW MHU ]JERJ PDQMLK WURANRYD
UNRQWHNVWX SURFHVD GRQRAHQMD RGOXNH R NXSRYLQL

NOMXpPQRP GLMHOX D WR MH |D]DkupoNifaQ3 VY X &O5ENRHY D GGNRES DV
vrijednosti,osim G RV D G D a Q Mztbga XikvbdaMIahci mogls R W U RiddbipiD uS

kupovini.

3.1.1.4 Kupovina

XSRYLQD MH SUHG]DGQMD ID]D X WUDGLFLRQDOQRP PRGH:
SNWLYQRVWL NRMH VX SUHWKRGLOH NXSRYLQL LPDOH VX ]
]IDGRYROMLWL SRW WbBE&E 3 p@thgodakugdvini Dé Hnoraju biti konstantne.

.RWOHU L . HOOHU QDYRGH GYD IDNWRUD NRML QD WR

X Stavovi drugh+SRWUR&DpHYD SURPMHQD PLAOMHQMD PLMHQI
bLML VWDY XWMHpH QD QM XadiVsstaoviRalMde &Be/ URADpD G
X 1HSUHYLVHQL VLW XDREVRIVIN IV H LPEHQBEIRPLMHQLWL ILQ
]JODWQR XWMHpH QD FMHQRYQL UDQJ SURL]JYRGD SULOL

Prikaz19. KoraciL]lPHyX YUHGQRYDQMD DOWHUQDWLYD L

Izvor: Keller iKotler (2015:199
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.RWOHU L .HOOHU QDYRGH NDN RdikeDpkDpdvXimdjO RJ X QD
spercipirani rizic. 3SBRGX]J]HUH PRUD SULMH VWDYOMDQMD SURL]JYRGL
negativne scenarije kako bi smanjilo stupanj rizika. Allo QDYRGH VOMHGHUH UL]LN

x Funkcionalni rizk: SURL]YRG QHUH IXQNFLRQLUDWL QD QDpLQ
JLILDNL+BURNYRG SUHGVWDYOMD RSDVQRVW ]D [GUDYC
Financijski rizik tSURL]YRG QHiUH RSUDYGDWL FLMHQX

x 'UXaWY H&roitMRGNiH SRWUR&DpD SRVUDPLWL SUHG RVW
Xx 3VLKROR&RUPRILMRG tH OR4AH XWMHFDWL QD PHQWDOQR
x Vremenskirizkt XNROLNR SURL]YRG QHUH YDOMDWL MDYOMD

drugog proizvoda

x

x

Izbor prodavaonice jednaje od@XND NRMX SRWUR&Dp PRUDdI&ROOILMHWL
SURGDYDRQLFH SRWUR&Dp ]QDPpDMQR XWMHpPpH QD UH]XOWL
UDVSRODAaX LVWRP SRQXGRP LQIRUPDFLMDPHDVWMH QH QXGH
navodi kako sliedé L pLPEHQLFL XWMHpL QD SRWUR&DpHY L]ERU

X Lokacija prodavaonice

x Mikrolokacija prodavaonice

X Makrolokacija prodavaonice

x Dizajn i opremljenost

Xx aLuLQbD DVRUWLPDQD
X Propaganda i prodajna promocija
X Zaposleno osoblje

x 8VOXJH SRWUR&DpX

.DNR EL PDNVLPDOQR XWMHFDR QD SRWURAaDpD X NRQWHN\
SRGX]J]HUH VH PRUD SREULQXWL NDNR EL LVNXVWYR SRWUR:
bilo pozitivho i usmjereno na postizanje kupovind WL DXWRU QLMK IN R MplL XBN M H
NXSRYQR SRQDabDQMH XQXWDU SURGDYDRQLFH D WR VX L]
QD PMHVWX NXSRYLQH cjerovhesiatenij@ ubors td RakdwaRj&skiDji samo

GRGDWQR XWMHpPpX QD pLOQNHQQD BN EGROEIMHBH REDN B @ b (
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3.1.15.3RVOLMHNXSRYQR SRQDabDQMH

1DNRQ &aSWRRVWMRIEDp REDYLR NXSRYLQX PRA&aH VH SRMDYLW
SRWUR&Dp pXMH QHJIJDWLYQH NULWLNHARSR)QDMNWRDG XG L\RRNX
predstay OMD UD]JOLNX L]JPHYyX SRWURAGDpPpHYD RpPHNLYDQMD L R
.HVLU ODUNHWLQAaNL VWUXpQMDFL JERJ WRJD WUHE
SRWUR&GDpPHYR ]DGRYROMVWYR DNFL Mkbtley¥ HKMld&®,2Q1&8W HQMH L
=DGQMH QDYHGHQL HOHPHQW LPD XWMHFDM QD SULKRGH
NRULAWHQMD SURL]JYRGD WR uUH SRWUR&aDp SRQRYR REDY

zadovoljan i da ponovo ima istu potrebu.

.HVLU QDYRGAROMVRVYIRGRYLVL R SUHWKRGQLP RpHLYDC

na.

X Prirodu i performanse proizvoda ili usluge
X TURANRYH L XORAHQL QDSRU SULMH GRELYDQMD SURL]
X '"UXaWYHQH NRULVWL NRMH NXSDF RpHNXMH

U nastavku slijedi prikaz procesa vrednovanja kupovimgjhaitnije je navesti kako se radi o
NRQWLQXLUDQRP SURFHVX D QH SURFHVX NRML LPD SRpHW

Prikaz20. Procesvrednovanja kupovine

Izvor: KesL U
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3.1.2. AIDA model

8 SUHWKRGQRP SRJODYOMX MH UDJ]MDaAQMHQ WUDGLFLRQ
NXSRYLQL 7LPH MH SRND]JDQR NRML MH SURFHV NRMHJ SRV
potrebe. U komunikaciji se na tradicionalni model nadovezuje i AIDA model. Atiddel je

NRQFHSW XNOMXpHQRVW SRWURADpPD X NRPXQLNDFLMVNX ¢

OF'DQLHO 7H IDJH VX UHGRP SR]RU @tenfiod, inte@8YHUHV &

desire,i action) AIDA kao terminje zapravo akronim fazeoje podrazumijeva.

.RULVWL VH X Ré0iRddayld BMX (PR /HZLV MHGDQ RG SLRQL
1898. godine.ORGHO MH ED]J]LUDQ QD LVWUDALYDQMLPD QD WUAL
pretpostavka govori kako, da dobije motivaciju zd\n¢ DNFLMX WH MH X NRQDpPQLF
WUHED SURUL RGUHYHQH NRJQLWLY Q HakBd ZalehaFAhDn&tO V R Q
1DG]LP 6KLUDWXGGLQ QDYRGH NDNR MH $,'$ PRGH
PDUNHWLQANLK VWUXD)pQdadgie mM&rketinpR UPXOLUDQMX VWUDW

Prikaz21. AIDA model

Izvor: Li, J. & Yu, H (2013:48)
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a) Pozornost (engAttention

SRIRUQRVW SUHGVWDYOMD SUYX ID]X $,'$ PRGHOD 2QD |
zaokupe L ] D Qbizatdost ciljane skupine. (Lamb, Hair & McDaniel, 2016). Ukoliko se
QDGRYHASPRNOQD X]DVWRSQLK VNXSRYD XNOMXpHQLK X SUR
SULND]DQ X SUHWKRGQRP SRJODYOMX PRAHPR ]DNOMXpL
QHUH @ BkbR® se marka ne nalazi u prvom, ukupnom skupu marki kojis @ WURAaD p
VYMHVWDQ 5D]J]ORJ WRPH MH aWR NXSQMD |]DSRpPpLQMH RG W
marku Pashootanizadeh & Khalilian, 2018

b) Interes (englnterest)

8 VOMHGHRR®HOP RJODALYDp PRUD VWYRULWL LQWHUHYV |C
GD VH VWYRUL LQWHUHV MH SUX4DQMH QDGH L UMHEHQ
NRPXQLNDFLMD ]JQDpDMNL L S U PaSHQdRavivade\SRMatlia® 2GIB]YRG G|
3ULQWDQL RJODV QH PRAH NRPXQLFLUDWL VYH SUHGQRV
SURL]YRGD L FLOMDQH SRUXNH NDNR EL VWYRULR LQWHUH\

Su prvi spremni probati novi proizvod)amb, Hair & McDaniel, 2016).
c) 4HO M Dedit€) J

8NROLNR SRWURAaDp GRYyH X RYX ID]X SRWURaDp MH PRWLYI
PRJX VH MDYLWL VXPQMH X UHOHYDQWQRVW NRPXQLNDFLM
GRGDWQR SRMDVQLWL SUKGQRYMNYL US/RHRAYRAEDFEIENMEH QX G L
Khalilian, 201§.

d) Akcija

$NFLMD REXKYDUD SRVOMHGQMX ID]X PRGHOD X NRMRM VH
7D DNFLMD PRAaH ELWL NXSRYLQD SURL]¢IR@Set madékuL SUHX’
stranicu. Apple je u ovoj fazi, prilikom promocije novog proizvoda iPadnastavio sa
NRPXQLNDFLMRP J]QDpDMNL L SUHGQRVWL SURL]JYRGD ND
PRWLYLUDQL QD NXSQMX (Parhip HaIlsMdDariek 20B). RVWYDULOL

IDPE +DLU OF'DQLHO QDYRGH NDNR RJODADYDQMH 1
SRIRUQRVWL GRN X RVWDOLP IDJDPD PRGHOD QLMH WROLI
HILNDVQL QDMYL&H X |DGRELYDQMRVIR][IPUWYWY BULD QIVRH HIH O |
NXSRYLQH MDYOMD VH XQDSUHYyHQMH SURGDMH NDR L F
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NRPXQLNDFLMD GUX&WYHQLP PUHADPD HILNDVQD X VWYDU
VDGUADM NRML MH REMDYOMHQ SRVWDQH YLUDODQ

Tradici RQDOQL PRGHO SURFHVD GRQR&HQMD RGOXNH R NXSRY
R]QDpDYD SRVOLMHNXSRYQR SRQDADQMD $,'$ PRGHO LPD
DNFLMD RGQRVQR X YH i LshoradBoXptid Mivhji DproNesss RojapeQ D
SRWURADpPD X GRQRAHQMX RGOXNH R NXSRYLQL PR&H VH ]
SRQDEDQMH NXSFD QDNRQ REDYOMHQMH NXSRYLQH 1DNR
]JDGRYROMDQ SURL]YRGRP WH SRQRYLWL NXSQWHKiLDWMR Vt
SRGX]HiD 6XNODGQR SUHWKRGQR QDYHGHQRP SUHGODA}
PRGHO pLPH RQ SRVWDMH $,'$/ PRGHO

3.2..RQFHSW NRUL YV QkdopriRtlips ¥vdWanDd GRIsDoB8 RWURAD p D

3RWUREDp MH X VWDOQRM bildQdiVetoaDilN iRdirekinoV PretSod® g H i H P

QDYHGHQR NDNR VLJQDOL]DFLMD LJUD NOMXpPQX XORJIX X ¢
RYRP GLMHOX UDGD SULOD]L DQDOL]L LQWHUDNFLMH SRGX]
QD NRMH VYH] QDb VRHQERBADFLMRP PR4H XWMHFDWL QD SH

321 '"HILQLUDQMH NRULVQLPNRJ LVNXVWYD

.RULVQLpPNR LVNXVWYR GHILQLUDQR MH QD UD]QH QDpLQH
WR ALQWHUQL L VXEMHNWLYQL RGJRYRU SRWUW®BEBpPD QD |
SRGX]HAHPWLOH HW DO QDYRGH VOMHGHUH

A.RULVQLPNR LVNXVWYR L]YLUH L] VHWD LQWHUDNFLMD L]P
RUJDQL]DFLMH NRMH SRWLpX UHDNFLMX 2QR MdstbdULPpLWR
bilo kojoj razini (raciondnoj, emocionalnoj, osjetilnoj,ILJLPNRM L VSLULWXDOQ
evaluacija ovisi o usporedbu ZPHYyX RPHNLYDQMD Idol&zR i@ ierakzid 3 N R MD
SRGX]HUHPRIP BMRKIMXGRP X YH]L VD UD]OLPLWEARGW U & QK R PC

3LQH *LOPRUH QDYRGH NDNR LVNXVWYR AQLMH EH]
VWYDUQRM SRQXGL NRMD VH PRakvodansiRusHgomAbdéjani VD ELO |
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QDYRGL NDNR ANRULVQQbDONHRQORY §RVIWWRLYQR MWL S
NXSRYLQH YHU SRNULYD VYH DNWLYQRVWL NRMH PRJX XW
EXGXUIQRVWQR MH QDJODVLWL L GD MH NRULVQLpPNR LVNXV
LOQWHUDNFLMH YeDb&Rdgarie gubjektiwvd{Stein & Ramaseshan, 2016).

OHULQD OLWHUWDWK® H VRN N 2@ ptEpminje W R kavitdka L ] P H y X
SRGX]HUD L SROQREDPR DGR G L Uddth paiRHNBIR HNDOIM XpQH PRPHQ
NRMLPD VH NKRdivb\s@QadrgoONHR\H U 6FKZDJHU NRULVWH WH
N XS DF D Eustb@er corrido)NDR QL] GRGLUQLK WRpDND 1DYRGH ND
WRpNH PLMHQMDMX WRNRP A4LYRWD MHGQRJ SRWUR&DpPD
Nadodaju klNR YHOLNX XORJX LJUDMX RPHNLYDQMD OMXGL XVS
te na temelju toga stvaraju dojam o iskusWRGLUQH WRpPpNH SUHGVWDYOMD
SRWURaADpHYH SHUVSHNWLYH D SUHGVWDYOMDMK LQWHUL
LQGLUHNWQR SULPMHULFH SULOLNRP pLWDQMD UHFHQ]LM

/IHPRQ 9HUKRHI NRQVWDWLUDMX VOLpPQR QDYR
SRYH]DQH V GUXJLP SRWURA&ADPLPD SDs@HpakiRme LOL G L
LVNXVWYRP SRWURAaADpD L]DJRYDQ SRVDR

322 '"HILQLUDQMH NRULVQLPNRJI SXWRYDQMD

.RULVQLPNR LVNXVWY BNRH VGARGOWEB, RMawodV IKoptE (20M8WKRAD DV
QDMNRULVQLML PRGHO ]|D XSUDYOMDQMH NRULVQLPNLP LV
(eng. Customer journey .RULVQLPpNR SXWRYDQMH MH J]DSUDYR VYDN
GRGLUQLP (RédwspMN& Buncan, 2013Cij] XSUDYOMDQMD NRUL®QLpPpNLP
UD]XPLMHYDQMH YHOLNRJ EURMD PRJXULK SXWHYD NRMH S
(Lemon & Verhoef, 2016)8 RVQRYL NRULVQLPNR SXWRYDQMH WHPHC
NRMH VH SUXaDKkbkoSFRR\GXRADHXQH UD]J]XPLMH LOL QH ]QD ]D
SRWSXQX NRQWUROX QDG VWYDUDQMHP NRULVQLpPNRJ LV
negativne posljedice na poslovni rezult@@ D UNHWLQ&NL VWUXpQMDFL QD NF
gledaju kao na proizvod ktj Q XGH WH VWYDUDMX SXWHYH NRMH &HOH

6LQJHU 8VSMHEAQR XSUDYOMDQMH NRULVQLPNLP LVN
zadovolVWYR SRWURKXRDODPREOCMBQMHONXSDFD SRYHUDQH SULKF
radnika (Rawsn & Duncan, 2013).
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SobirRP GD GRGLUQH WRPNH pLQH NOMXDpDle@omH&OWVEBED W NR UL
(2016) LK NODVLILFLUDMX QD VOMHGHUL QDpPLQ

1) 'RGLUQH WRpNH X YO Braulo@hedtdudh pdinéH HQJ
2YH GRGLUQH WRpPNH VX 2GRRYW WVRIOQDSRE®]IHMIHD NRML
SRGX]HUD WRIMQDHBDH®PRIQIW PDUNHWLQA&ANRJ PLNVD

2) '"RGLUQH WRpPNH X Y O D P@therbwied taubHpdir@sHUD HQJ
SBRGUD]XPLMHYDMX LQWHUDNFLMX SRWUR&DpD VD QH
SRGX]HIMXLRBQWUROX QDG QMLPD 3DUWQHUQL PRJX
distribucijski partneri i ostali.

3) ' RGLUQH WRPNH X Y OD VQktanieiswhet BWetuRiat®)pD HQJ
SBRGUD]XPLMHYDMX GRGLUQH WRpPpNH QDG NRMLPD QLWL
NRQWUROX .DR SULPMHU DXWRUL QDYRGBDB]BUHWWNX SRR
svojim potrebama.

4) "UXEWYHQH HNVWH U Q Sodmkegdrhhgdlich\pRiptd) H HQ J
, JUDMX 1QDpDMQX XORJX X VWYDUDQMX NRULVQLpPNRJ 1L
WRpNH NRMH XWMHpX QD SRWURabpb 3ULPMHULFH U
RVWDOLPD -HGQD VNXSLQD HNVWHUQLK GRGLUQLK W
GUXdaWYHQH PUHAH NRMH LPDMX ]QDpDMDQ XWMHFDM Q

Potrebno je navesti kako idrug M X SRGMHOX GRGLUQHKKFWEIRDH®INUDQ HN RWNRX
GHYLMDFLMVNH WRpNH NRMH QDVWDMX JERJ SRIJUHANRJ RC
SRJUHAQH GRGLUQH WRpNH +DOYRUVUXG .YDOH JROVWD
izte persp WLYH SUHGVWDYOMD EROMX PRIJXUQRVW WUDAaHQML
LVNXVWYR 3RGMHOD MH LQWHUHVDQWQD aWR X RE]JLU X]LPF
NUHLUDQH GRGLUQH WRpNH YHUO L RQH NRMKB LQHH SRIMWNADRSNDHp
]D QHNX PDUNX QHGRVWDWDN GUXaWYHQLK GRGLUQLK WF

stvoriti povjerenje prema njoj.

(GHOPDQ L 6LQJHU QDYRGH NOMXpQH VSRVREQRVWL
putovanja: automatizacijiproaktivnu personalizaciju, kontekstualnu interakciju iveaje

putovanja. Automatizaciju karakterizira digitalizadijpojednostavljenje koraka u putovanju
$XWRPDWL]DFLMD RPRJXUDYD GD VH SXWRYDQMD NRMD

jednostavnoi brzo. Proaktivha personalizacija se gradi na temeljima automatizacije i
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PRIXUQRVWL SULNXSOMDQMD SRGDWDND pLPH VH PRAH SHI
primjer personalizacije navodi se Amazonom sustav preporuke koji se temelji na algoritmu
koML SUHGYLYyD VWYDUL NRMH EL WL PRJOH |DWUHEDWL D 1
WUHED .RQWHNVWXDOQD LQWHUDNFLMD MH YH]DQD X] ]Q
NRULVQLPpNRJ SXWRYDQMD RVRED NDNR 5DGLIJXHWXRXNRUI
SRGX]HUX GD SRWLpH SRWURaDpD QD VOMHGHUL NRUDN SXV
SUXaLWL YHUX YULMHGQRVW SRGX]HUX L SRWURADpPpX D WFH
SRWURADpHYLK SRWUHED WHKQRORJLMH L XVOXJD

Osim prethodnamavedene pozicije Chief Customer Experience Offec&no pozicije koja je
VWYRUHQD JERJ YHUHJ IRNXVD QD LVNXVWYR NRULVQLND
poziciju PHQDGaHUD S XJaur¥yDRokiLiot MEin@gkrPDrugi termini te funkcije su
PHQDGAaH U leny. Bdildidth @bhBgersP HQ D GaH U L L \ErpxriéWdeynanageps)
WH PHQDGAaHUL FLOMIBgr et naNaygSiNpHov zedatdk je upravljanje
LVNXVWYRP RGQRVQR NRULVQLPNLP SXWRYDQMHBiP RGUHY
SURL]YRG 1MLKRY UH]XOWDW MH PMHUOMLY-OL S|WPHWX VH
RVWDORJ |]DGDFL VX LP SRYHUDQMH XNOMXpHQRVWL SRWL
VPDQMHQMH WURANRYD L GLJLWDOL]DFLMD Y ROWWRUARMP®Y RGH

WLPRYH pLMH VX NDUDWNHULVWLNH DJLOQRVW UD]JOLpPRVYV
SREROMADQMH

323. ODSLUDQMH DQDOL]JLUDQMH NRULVQLPNRJ SXWR

.DNR EL SRGX]J]HUH PRJOR XQDSULMHGLWL Lo@®dbnb]edptipGLWL Q
WRJD GREUR UD]XPMHWL L DQDOL]JLUDWL NDNR L]JJOHGD VD
Jedna od tehnika mapiranjslugaje service blueprint. Service blueprifg, kako navode
Lemon & Verhoef (2016) pristup prema inoviranju i pédbd1aD QM X XVOXJD XVPMHUI
Bazira se na pretpostavci daR G X ] H U D mogua|iD @Y ROMDYDWL SRWUHEH S|
SURL]YRGD YHU PRUDMX VWDYLWL IRNXV QD L]JJUDGQMX NF
VD SRWUR&DpLPD %LWQ6D8). 2VWURP ORUJDQ

Service blueprintehnika, navoddatricio, Fisk& Falcdo e Cunhg2008) podrazumijeva
PDSLUDQMH VYLK NOMXpPpQLK DNWLY QDbodau kakéd (SroaganeY RG QML
PRUDMX ELWL XNOMXpHQLMHWPLH | b HNb NS5 NeHgHpits 16Y

70



failure). Rezultatservice blueprintingg MH AYL]XDOQL ]DSLV ]D SULND]LYDQ!
SUHNR VLPEROD NRML SUHGVWDYOMDMX RVREH L DNWLYQR
SULND] MH ]DSUDYR VSRMWRRBUVDRQRhNRILMYW R P Dt X NW X U |
& Verhoef (2016) navode kalservice blueprinprikazuje cijeli proces isporuke proizvoda od
XQXWUDQMLK SURFHVD X SRGX]JHUX SD l&®s&radididksviguH L Q W H
koji je usmjeren na kupca, u obzir uzima aktivnosti koje se moraju odviti kako bi se usluga
LVSRUXPpLOD N\RXGERPWR VH DQDOL]JLUD RUJDQL]DFLMVND VW
SRGX]HUH PRAaH MHGQRVWD Y QltivRatrikidy ¥itk& Ealcdio & WIRhaVUHED
(2008) navode kakaservice blueprintWHKQLND SXWHP GL]DMQLUDQMD LQ
GRGLUQLP WRpNDPD ]DSUDYR RSWLPL]JLUD NRULVQLONR LVI

Service blueprintRPRJXUXMH SRGX]JHULPD XVSRUHGREX $URKHVROI X/ L
LGHQWLILFLUDWL NOMXpQH UD]JOLNH X NYDOLWHWL WH NR(
2008). S obzirom daervice blueprintX]LPD SRWURADpPHYX SHUVSHNWLYX
LQWHUDNFLMH V SRGX]JHUHP SRWIRVEWQRRE MBINE B LINKISEMIFL Q|
& Verhoef, 2016)

Service blueprinse sastoji od 5 komponenti (Bitner, Ostrom & Morgan, 2008):

1. $SNFLMH SRWUR&DpPD
SRGUD]XPLMHYDMX VYH NRUDNH NRMH SRWURAaDpL PRUL
Navedene sunavrhupriklz 2QR aWR RYX WHKQLNX UD]JOLNXMH RC
SRWURaADpD VWDYOMDMX X SUYL SODQ GRN VH VYH R
aktivnosti.

2. Vidljiv e akcijekontaktzaposlenika (eng. onstage/visible contact employee actions)

Radisceo NWLYQRVWLPD ][ DSRVOHQLND NRML VX X GLUHNW
DNFLMD SRWURA&DpPD VX QD SULND]X RGYRMHQH VD OLQ
VH SRMDP AW UH Q Xgweritl ol thiily Troridtak isti@elpojavijuje se svaki

puta kadd DNFLMD SRWURAaADpD SURYH OLQLMX LQWHUDNF
NRQWDNW VD |]DSRVDHWNHKR) SR SIHVPMHAaAUXMH SRGX]FE
aWR UH SRWURAaDp YLGMHWL D aWR QH X VYDNRP WUHQ

3. Nevidljive akcije kontakt zaposlenikéeng. backstage/invisible contact employee

actions)
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8 RYRP GLMHOX SULND]D SR M#@linjOWXddSt (angl Lin&Réf MH G QD
visibility). /LQLMD R]QDpDYD JUDQLFX GR NRMH JOHGDYaAL
procese koji se odvijaju. Sv& VSRG WH JUDQLFH SRWUR&DpPp QH P
nevidljive akcije zaposlenika je telefonski poziv.

4. Procesi potpore

Procesi potrpore su na prikazu odvojeni linijorterneinterakcije. Radi se o procesima
NRMH L]YUADYDMX OMXGL NRML QH GROD]H X NRQWDNW
NDNR EL VH X NRQDpPQLFL XVOXJD L LVSRUXpLOD

5 )L]JLpNL REMHNWL HQJ SK\WLFDO HYLGHQFH

Elementi koji su navedeni na vrhu prikaza. RadisR VYLP IL]JLPNLP REMHNWL
SRWUR&a&Dp GROD]JL X NRQWDNW

Prikaz22. Service blueprinkomponente

Izvor: Bitner, Ostrom & Morgan (2008:73)

.DNR EL VH XSUDYOMDOR NRULVQLpNLP LVNXVWYRP X]JLPD
SRWURADp PRRIESDAPRWLE6FKPLWW MH UD]JYLR RNYLU
A6WUDWHAENL LV Njeyon eldrgenti BIReB20BKa iskustvaSense),afektivna
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iskustva Feel),kognitivna iskustvathink), IL]Lp N D L VINRXQMADI M D act)de Y RWQL V
NRQDpPpQLFL SRLresER CohseEREXKQYRMEHD VWYDUDQMH LVNXVWYD
okusa i mirisaFeel REXKYDUD UD]XPLMHYDQMH SRGUDAaDMD NRML
SRWURADpPD X NRQWHNVW GD VXRYV Nhhk B BAXOK X B X @QIONVDNFR M B
VH SXWHP LIQHQDYHQMD LQWULJH L SURYRNDFAcMed FLOMD
YH]DQ X] QDVWRMDQMH GD VH SRWURA&ADpPLPD SRNDaxXx DOWE
raditi. Relateje vezan uz nastojanje da se po@ddbF SRLVWRYMHWL V QHpLP W
SREROM&@DQMHP VDPRJ VHEH =D GHWDOMH PRGXOD SRJOH

Kako bi VH NRULVQLpNR SXWRYDQMH ]JERJ VYRMH YHOLNH Y
SRGX]HUD SRWUHEG®GRHMIHD |$U R /UL BVMLOWIDOMPIM® NRULVQLPNLP
Duncan, 2013):

1.  GHQWLILFLUDQMH NRULVQLpPNLK SXWRYDQMD

.DNR EL VH PRJOL RGUHGLWL HOHPHQWL NRULVQLpPpNLK SXW
MH SUYR GHILQLUDWL WUHQXWQR NRUL VLipd\bRiepfrkxtiid&R Y DQMH
NRMD MH RSLVDQD X SUHWKRGQRP GLLIWRAI XS X R/JFOYCDYOMMD Q 8¢
RGYLMD SXWHP LGHQWLILUFDUDQMD NULWLPQLK WRpPpNL W
VLWXDFLMH X NRMLPD NRULVQLN LPD QHNL SUREOHP UDGL
OR&H XWMHpH QD XNX SRSk san&igrgldiskustyoSRWURA&DpD
SRWUHEQR MH DQDOL]JLUDWL WUHQXWQX L GL]DMQLUDWL
implikacije na poslovanje 1THNH NRPSDQLMH NRULVWH L UHJUHVLMVNH
SXWRYDQMD Qaplbklowr tdzXtay iMzddoMoli@vo korisnika.

2. 5D]XPLMHYDQMH WUHQXWQLK SHUIRUPDQVL NRULVQLPN

8 RYRM IDJL QDNRQ aWR VH GHILQLUDOR WUHQXWQR NRUL\
VYDNRJ HOHPHQWD 3RWUHEQRDKN 5 SRYWHHPWIR I$RG D WXQPD LY
SR]JLYD NRULVQLpPpNH VOXAaEH )D]D RPRJXUXMH GD VH XWYI
nenamjern oy WYDUDMX SUREOHPH ]D SRWURADPpH

3. Redizajniranje iskustva

Autori navode kako redizajniranje iskustva ne mogu raditi ppj@dcFL 2QR PRaH SRpHYV
QDNRQ 4WR VH WLPRYL L] UD]JOLPLWLK SRGUXpMD RNXSH L L
QD SRMHGLQR SRGUXpMH 7LPH VH VDJOHGDYD SRVORYDQ
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trebalo donijeti bolje rezultate. Bitno@ DJODVLWL NDNR VH NRULVQLpPNR SXV
]D VYDNX YDULMDFLMX RGUHYHQRJ SUREOHPD 3ULPMHULFF
MH QDSUDYLWL NRULVQLpPpNR SXWRYDQMH ]D RVREX NRMD J
objektilineAWR GUXJR 8 RVQRYL VYL RQL LPDMX SRWUHEX L]JU
UbD]OLpLWH YDULMDFLMH SRWUHEH GRYHVW UH GR UD]OLpl
SRWHUEQR JOHGDWL VYDNR ]DVHEQR DaN& @djbitiiejy H XWYU
UHGL]IDMQLUDWL LVNXVWYR QD RQLP WRpPNDPD X SXWRYDOQN

4. 2PRIJXuDYDQMH VNDOLUDQMD SXWHP NXOWXURORANLK -

5HGL]DMQLUDQMH NRULVQLPpNRJ SXWRYDQMD SRWUHEQR M
samo promiHQLWL GRGLUQH WRpPpNH ]JDVHEQR NDNR EL VH SuUXal
SURPLMHQLWL RUJDQL]JDFLMVNX VWUXNWXUX L SURFHVH

LVNXVWYD SRWUR&bpX 7R ]JDKWLMHYD L GHILQpEBQMH RGU
XWMHFDWL QD SREROMADQMH XNXSQRJ NRULVQLPNRJ SXWR

7DNYH SURPMHQH |JDKWLMHYDMX QH VDPR SURPMHQX SURFF
SURPMHQH PHyX ]DSRVOHQLFLPD 6WDYOMDQMHP IRNXVD QI
odnosaSUHPD NRULVQLNX ELWQR VH PLMHQMD QDpLQ QD NF
VWUXNWXUH X NRMLPD VYDND IXQNFLMD GMHOXMH ]DVHEQ
PHYXVREQX VXUDGQMX WLPRYD X NRMRM IXQNFXVHUBXEH G
PLMHQMD RUJDQL]JDFLMVNX VWUXNWXUX MM X Q j¥NOMHHVPINDHI
VXVWDYD L SRND]DWHOMD NDNR EL VH X NRQDpPQLFL VX
NRULVQLPNLK SXWRYDQMD 7R |DKWLMNHBXD SDRP|DM &EQ QK M |
XQXWDU SRGX]HUD QD NRULVQLpPND SXWRYDQMD UD]JOLpLWL

QDYRGH NDNR MH SURPMHQD ]JDKWMHYQD PHyXWLP
]JDGRYROMVWYD SRWURAED p D KLR [D5 RAHO QL NDY C5QRM H (MDIQREIN B

33.8SUDYOMDQMH LVNXVWYRP SRWUR&@DpD X SURFHVX G

8 SUHWKRGQRP SRJODYOMX GHILQLUDQ MH NRQFHSW NRUL
VH PRaAH XSUDYORBRWURADNDDYWYXROLNR VH XVSRUHGH SUR
NXSRYLQL L GRGLUQH WRpNH PR&H VH QDYHVWL NDNR VX C
SURFHVD GRQR&AHQMD RGOXNH R NXSRYLQL 3ULPMHULFH
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YLAH X WRQBMGBIX]HIHP NDR L X VOXpDMX SUREOHPD NRML V
LOL HYHQWXDOQR SRQRYOMHQH NXSQMH 6WRJD GL]DMQ
QDVWRMDQMX VWYDUDQMD MHGLQVWYHQRJ L QH]DERUDYQF

Svrha izgradneSHUFHSFLMVNRJ PRQRSROD XSUDYOMDQMH MH V
NRQDpPQLFL VWYRULOD ]QDpDMQD NRQNXUHQWVND SUHGQR
NDNR WU&LAWH SRVWRML VDPR X VYLMHVWL SRWUR&DpD
upravO MDWL WUALAWLPD X VYUKX NUHL U DKakd bi tdiuspBevad/ WY HQ R
SRGX]HiH WUHED ]DX]JHWL WUAL4AQX RULMHQWDFLMX

$SSOH SUHGVWDYOMD SULPMHU SRGX]J]HUD NRMH XSUDYOMD
GRQRAHQMD RGOXHWH BR N&PSKRZOLIHU QDYRGH NDNR XSUI
UDQRM ID]L -HGDQ RG HOHPHQDWD MH VDPR SDNLUDQMH

VORAHQR NDR RULJDPL D QD SROHYLQL SL&H GD MH SURL]
.LQL pEPSHOH GDMH LIMDYX $SSOH SURL]JYRGL SURL]JYRG DOl
navodi kako je svaki Apptev proizvod stvoren s ulogom stvaranja ugodnog iskustva.

331, 2ULMHQWDFLMD SRGX]J]HUD NDR SUHGXYMHW XVSNM

JRNXVLUDQMHP QD XSUDY @G MBD QWM YWNMA L AWWLAR B QRIREEN M H
orijentacija definirarD MH N D RV X BNHEDWE VH VWDOQR PLMHQMDP GLMH
X S R G XWHHU ¥ Uakddjp gadtidestima (Jaworski, Kohli & Sahay, 200later i Narver

(2000:69) navode kako @VUALAQD RULMHQWDFLMD ASRVORYQD NXO\
SHUIRUPDQVH SUHNR VYRMH SRVYHUHQRVWL VWYDUDQMX V\
-DZRUVNL LVWLpX VOMHGHUH

A7ULE RULMHQWDFLMD REXKYDUB RNUMEPQOLOX INMH RGRNA
UD]XPLMHYDQMD SRWURADpPpHYLK VDGDAQMLK L EXGXiULK S
GLMHOMHQMH LVWRJ VD VYLPXRGMXIOHEPRDVW SIPGQ K iR GWIHH
GLIDMQLUDQH NDNR ELSDVWGRNRID RO R &Y H QH

I1DUYHU L 60DWHU QDYRGH NDNR MH WUALadQD RULMHC

NUHLUD VXSHULRUQD Y DU MIHGEMDR R WLHDN B RATHEDREHDPIR |
Jaworski (199Q)temédjina3 NOMXp QD HANRM QDDS R W Urard Ddrketin RR UG L Q
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profitabilnost )RNXV QD SRWURADpPD ED]L U DtRohtetikoVWana@@ RM L Q)
X]LPD HJ]JRJHQH YDULMDEOH NRMH XWMHpX QD VDGD&aQMH
TraL4QD LQWHOLJHQFLMD VH QH WHPHOML VDPR QD DQNHWD
izvora. . RRUGLQLUDQL PDUNHWLQJ SRGUD]XPLMHYD NDNR PDL
NRML WUHED ELWL XSR]QDW VD SRWUHE D RIGvolRawWu RaD p D
BURILWDELOQRVW MH NDNR QDYRGH DXWRUL YLa&H SRVOM!

1DUYHU L 60ODWHU QDYRGH NDNR WUALAQD RULMHQ
SRWURaADpD NRQNXUHQFLMX L PHYyXIXddamhe leMniadts), 8RR U G L (
GXJRURPQL IRNXV L SURILWDELOQRVW NDR NULWHULMH ]D

Prikaz23. Osnovni elementivUaLadQH RULMHQWDFLMH

Izvor: Narver i Slater (1990:21)

7U4L4QD RULMHQWDFLMD X OLWHUDWXUL SHEB VX DY RBMHD
SRVORYQH UH]XOWDWH SRGX]HUD 3URILWDELOQRVW NDR S
1DUYHU $XWRUL VX SURY HG HQ hdtoji positizker¥l&@aM H P X W
LIPHYX WD GYD HOJWorsk {II90) sSRMDQLUDOL RGQRVH WU&LEAQF
GUXJLK HOHPHQDWD SRVORYDQMD 7D RULMH @W IVOMHG HRID
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X 9HUD DYHU]JLMD UL]JLND GRYRGL GR PDQMH WUA&LAQH RU
X %ROMH REUD]JRYQR SRVWLJQXUH L QHED \GRRIYLRGIH FEQRR P !
WU&L3QH RULMHQWDFLMH
X 9L3H NRQIOLNDWD L]PHyXUD]OLpLWLK RGMHOD GRYRGL
X 9HUD SR]JLWLYQRVW JOHGH SURPMHQD GRYRGL GR YHuF
X 9HUD EULJD R LGHMDPD L] GUXJLK RGM#OD GRYRGL GR
Xx 9HUH RVODQMDQMH QD WU&LEQH IDNWRUH SUL HYDOXD
YHUH WU&L4QH RULMHQWDFLMH
X 9HUD WUALAQD RULMHQWDFLMD GRYRGL GR YHiHJ ]DGR
X 9HUD WUAL4AQD RULMHQWDFLMD ®&RYRGL GR EROMLK SR
X 9H&D WUALYyQD RULMHQWDFLMD GRYRGL GR YHuUHJ ]DGR
X 9HUH WHKQROIRHNMH WWRPZQD NROMEDMDM B RLY RRID DR M
LIPHYyX WU&L4QH RULMHQWDFLMH L SRVORYQLK UH]XOW
X 60DELMD HNRQRPLMD GUHBYIH FGRXRGUSERQMHDRYLMHQW

rezultata

2VLP WUaL4AQH RULMHQWDFLMH X OLWHUDWXUL VH SRMD®
(Ramani & Kumar, 2008:41). Autori koji su definirali navedenu orijentaciju navode kako se
onarazlikueRG WUaLadQH X VOMHGHULP HOHPHQWLPD

X 3RGX]HUD NRMD VX RULMHQWLUDQD QD LQWHUDNFLMX
DQDOL]JH D QH FLMHOR WU&L&WH

x ODUNHWLQANH DNWLYQRVWL VH SRGX]JLPDMX VD SRWUR

X 9H]JH L]JPHYyX SRWUR&DpD VX YUOR YD&Q

X 8WYUYyHQD MH PRQHWDUQD RGJRYRUQRVW ]D PDUNHWL!

8 NRQWHNVWX UDGD ELWQD MH L RULMHQWDFLMD QD LQWH!
LQWHUDNFLMRP 7DM SULVWXS NRULVWH SRGX]HUD NRMD V
NRAaNRULVQLPNR LVNXVWYR JOHGDMX NDR QD VYDNL GUXJL S
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3.32. AODUNHW GULYLQULWWRUDWANHM MH XSUDYOMDQ N\

7UALAQD R U INNDHRQANNDAE LMVHD S U H WakdkG@RRQ Q B Y HSAUHHBRY RVW L ]D ¢
=DGRYROMVWYR SRWURaADpD MHGDQ MH RG HOHRPKWDWD NF
SRMDP WUAaLaAQD BUlitdret@WGORMD PBVIMRVWXS X NRMHPX M|
WUALAW MBrketdi@8n) RGQRVQR VLWXDFLMX X ONRNRH P X DS B & R
SRVWRMHULP SUHIH Wewiski, Mahk &HSEBW20M EzDdgDoga u svome radu
PLQH GLVWLQNFLMX L]JPHYX GYD PR JXnidkeSdiivevtehxagket WU a L &
driving. '"UXJL REOLN WU 3 LkakpHawtde MhErkewrvifd. Mistup, odnoso
XSUDYOMDQMH YRYHQMH WUALaAWD

Prikaz24. DvaREOLND WUALd4QH RULMHQWDFLMH

Izvor: Jaworski, Kohli & Sahay (2000:46)

Autori navode kako WUDWHJILMD Y RV H Q Mdketditka) podtazBmijetbQ J
SULKY BIRDQ\gRkiHUH WUALAWD L SULKYDUDQMH SUHIHUHQFLM
SRQDaADQMX LIJUDpDXRDWRHWLRGXVWULWMLSURPMHQX VWUXN
promjeni pravila igre.8 SUD Y O M D Q M H Markkédridgivg)HbBdrakLi@ijeva proakno
PLMHQMDQMH VDVWDYD LJUDpD X RGUHYHQRM NRQNXUHQW"
2EXKYDUD L HGXNDFLMX WUALaAWD RGQRVQR PLMHQMDQMH
YRYHQMD WUALaAWHP
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Autori dodaju kako se kodnarketdriven stDWHJLMH SRGX]J]HUD ERUH NDNR
SHUFHSFLMX SRWUR&DpD R WUHQXWQRM SRQXGL SRGX]JHUL
RQLP DWULEXWLPD ]D NRMH VH VPDWUD GRarkexdrivilgA QL SRW
strategija podrazumijeva stvaranje po?’? LYQH SHUFHSFLMH SRWUR&ADpPD R S
DWULEXWLPD ]D NRMH MRa QHPDMX VWYRUHQX SHUFHSFLM:

, ] SHUVSHNWLYH SHUFHSFLMVNRJ PRQRSROD XSUDYOMDAC
XSUDYR RQR aMRRUBRIGXJHQ@DWL NDNR EL VH X NRQDpPQLFL L
=DX]LPDQMH SR]JLFLMD NRMH VX AGDOHNR3® RG NRQNXUH
konkurentske borbe i negativ posljedica koje ona donosi.

Christensen & Bower (1996) skutiraju kako plG X]HMBRMD SRGOLMHA&aX WHK
SURPMHQDPD QH SURSDGDMX JERJ YMHAWLQD NRMH SRVMF
SUHYLaAH VOXaDMX L UDGH RQRX®WR NRPRQLFLUDMMISWRWU
orijentaciju (narket drivenstrategiju) € navodi kako takva orijentacija vodi do preuskog
IRNXVD QD SRVWRMHUH SRWUHEH PDUNHWLQA&NH PLRSLMH
NRMD LPLWLUD SR GHIEH ({201524%) WhaModlV kakdnkrketdriven pristup
ARVWDYOMD SRGX]HUH SRGORAQR WLUDQLML RSVOXALYDQR
NUR] RpL S Blstdd &Mdve(2998) navode kako je problerarketdrivenpristupa u
WRPH a&WR MH IRNXVY QD NUDWNL BRW W HQMNDIRH Q RRABrMWH & Q RXXI
W D N R y H Unakekdirhkeh pritiup te navodi primjer Benettea, marke robne
RGMHUH 1DLPH %HQHWW Rr@rkétdrivény prRtupdiiH PHYQRDY N R VS M HV L
ZaraeiH&M-aL RS DG DM X U Ldel 6 LK RGHn ek i/ hristup Ta promjena
]OQDpLOD MH EU]JH RGJRY FSURNV Q EodiBHMmMddhiv Hertldva Bénation
*UXSD MH XVSMHOD SUHRNUHQXWL WUHQG SDGD SULKRGD
LVWUDALYVEQXWE MGIOL RGUADWL NRQNXUHQWVNX SUHGQRVW
N R U L anarke€@veh pristupaXVSLMHYD VDPR NRG WUALAQRJIeSLRQLUL
GRN %YHQHWWRQ NDR LPLWDWRU QLMH XVSLR RGUADWL NRC

Potrebno je povezat V O X p D Ma %ataqalizvivpéziQioniranja koja se u ovom radu nalazi

X SRIJODYOMX I1DLPH NRG GHILQLUDQMD SHUFHSFLM)?
SLRQLU NRML VH XVSLMH SR]JLFLRQLUDWL GUXJDpEMH RG N
SRMDYL NRQNXUHQFLMD NRMD VH A4HOL SR]JLFLRQLUDWL QD
NRML MH ELR SR]JLFLRQLUDQ GUXJDdrkemitiving Erategliily N X UHQF L
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SRNXabMX GD VIBSHU)V YHNWLO/H J R 4 Blizid AdraHS R pLLFLIRRQ YUH O L N
SRJUHAaNX

Kako bi se bolje razumimarketdriving SULVWXS X QDVWDYNX VOLMHGH J
su definirali Jaworski, Kohli & Sahay (2000):

1. 3URPMHQD VWUXNWXUH WUaLawbD

a.

Dekonstrukcija

Odnosi se na uklanjanje pojedndUDpD YHOHSURGDMH GLVWU
XWMHFDMQLND LOL NRPSOHPHQWDUQLK VXEMHND)
XNODQMDQMH QLMH GRVORYDQ SRMDP YHUOU VH UD
pLPH LP RGUHYHQL LJUDp QH SUXAD ]QDpDMQX YULI
Konstrukcip

2GQRVL VH QD GRGDYDQMH QRYLK LJUDpD X ODQ!
SRVHEQR LVWLpPpX L]JJUDGQMX QRYH PUH&H LJUDpPD V
SRGX]JHUD RYLVL R WRPH pLMD iH ASDXNRYD PUHA&
LJUDPpD X ODRYFXLY ELWHGRDAQLMD

Funkcionalna modifikacija

2GQRVL VH QD SURPMHQX IXQNFLMD NRMH SRMHGI
SULPMHU |]D WR ELOD EL LQWHJUDFLMD XQDSULMH ¢
NDGD MH SRGX]JHUH 9LUJIMH GH QIVWWAYRIQHRY LWVW X R W LY RF
SXWHP RNUXaMD NRMH MH XNOMXpLYDOR JOD]EX N

2. 3URPMHQD SRQDADQMD WUALa&WD

a.

b.

Direktno

SXWHP VWYDUDQMD LOL XNLGDQMD RJUDQLpPpHQMD ]
Indirektno

SXWHP VWYDUDQMD LOL SUHREOLNRYDQMD SUHIHI
primjer Wildfire osobnog asistentasoftvera koji je primao glasovne naredbe.
SBRGX]J]HUH MH LVNRPXQLFLUDOR SURL]JYRG NDR RV]I
SURPLMHQLOR UVHIBERWQW®XpLWRPpN8 WDNR VWYRL
proizvoda, Wildfire nije imao direktnu konkurencijgumar et al. (2000) za
REOLNRYDQMH SUHIHUHQFLMD QDYRGL NDNR NOM;
prodajiD YHiU NRQWLQXLUDQR XpHQMH SRWHdRADpD
RGUHYHQRJ SURL]JYRGD
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IDYHGHQL QDpLQL SUXADMX VX YUOR ELWQL X VWYDUDQN
PRIXUQRVWL SXWHP NRMLK SRGX]HUH PRaH XSUDYOMDWL
PRQRSROVNX SR]JLFLMX L SRVXWDIDNRPY BEHD @NWROAINFRQY N WRI@ N2
LOL VH VWYRUL SR]JLFLMD X NRMRM MH NRQNXUHQFLMD QH"

monopola.

SR]JLFLRQLUDQMH :LOGILUH VRIWYHUVNRJ SURJUDPD PRJOF
monopola. NaimeSRGX]J]HUH MH PRJOR SR]JLFLRQLUDWL :LOGILUH N
VXawLQL L ELR OHYyXWLP SRGX]J]HUH MH SUR&SH&OQRP UH
pozicionirati Wildfire kao osobnu sekretaricu. Time su automatski utjecali na iskustvo
SRWURA&DpPH RVRED MH SHUFSLUDOD NDNR SRVMHGXMH
RNDUDNWHUL]JLUDWL MHGLQVWYHQRAUX 9L]XDOQR JRYRUHI
NDR WUALadQL SLRQLU NDNR VX JD SRWUR&DpL kv&HUFLSLU!
PRQRSROVND RELOMHAMD

SRWUHEQR MH QDJODVLWL NDNR XSUDYOMP®REAEHWUALAEAW
RNDUDNWHUL]JLUDWL EURMHP SURPMHQD L LQWHQ]JLWHWRP
NRMH MH J]QDpDMQR SURPLMB@ARIR SMHWSRVWDYNEBE BRONVRH
QHJR SRGX]J]HUH NRMH MH VODELMH LOL PDQMH SURPLMHC
2000).lako novija literaturauglavnom govori oprednostP D XS UDY O M DpQtiMdido\é U &AL a4 W H
naglasiti kako se radivisoko UL]LPQRP SULVWXSX . XPDU HW DO

34 6SHFLILPQRVWL XSUDYOMDQMD LVNXVWYRP SRWUR
proizvoda

7U&QLAQD RULMHQWD F L MmarkeRIBADR St@tBgijeS pregietdr® Litdrature

SUHGVWDYOMD radrkettiiven LNQWWP DMXH JL M H LDNR RQH QLVX
komplementarne (Jaworski, Kohli & Sahay, 2000)edno predsavlja i pristup putem kojega

VH NRWLQXLUDQR VWYDUD VXSHULRUQD YULMIREZBXRMUWH]D ¢
PRaH LVWRY utiti BbaQ@istuNR UXPDU HW DO QDYRGL NDNR ¢
SULOLNRP ERUEH V NRQNXUHQFLMRP SRVWDYLWL FLMHQ
NRQNXUHWQH 7LPH NROQNXUHQFLMD PRUD PLMHQMDWL SRV
u kratkomroNX 1DYHGHQL SULPMHU PRAaH ELWL SULPMNKetU ]D ERU
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driven SULVWXSD GRN V GUXJH VWUDQH SRG XaietdiivikiR]|H JUD C
SULVWXSD WH SRVWDYLWL FLMHQH YL&H QHJR SRWURADpPL

UNRQWHNVWX XSUDYOMDIDMIRWUNRKEDWRYRR rMed@ieRaD p WL VC
ponude S obzirom daimaju malen potencijal stvaranja jedinstvenog iskustva putem
JHQHULpPNRJ SURL]YRGD SRGX]J]HUD PRUDMX XSUPDPNLCKMDW L
]ODpDMNL SURL]YRGD

Prikaz25. Razvogkonomske vrijednosti

Izvor: Pine & Gilmore, 1998:98

IDYHGHQL SULND] SULND]J]XMH NDNR VH SUXaDQMH HNRQRP®
SRpHY3EL VD YDYHQMHP VLURYLQD IRNXWRMDEVR DX@BEG]I N
FLMHQX 5D]J]ORJ WRPH MH XSUDYR QHGLIHUHQFLUDQRVW N
YULMHGQRVW 6LURYLQH VX ]JERJ ILJLPNLK NDUDNWHULVWIL
MHGQDNH QD VYDNRP WURDAXWSRVUWRWNE BRGRMWVIBYQH DQMH |
$XWRUL ]D ULMHp VL ddmbdgies VRWQYRVMIWEADBUQYLWL GLVWL
U L Mdirprioditykoji se spominjao u radu. Dok se u ovom smistummoditykoristio za

sirovine, u prethodnomdi®@ X UDGD NRULVWL VH |D NDR SRMDP NRML R]
PDQMDN GLIHUHQFLMDFLMH P H #KiloNR NxdloHQprdizvednia, SR Q X G

uslugama ili procesima.

1IDNRQ YDYHQMD VLURYLQD QD UDVW YULMd®© eolsaral MH X\
pLPH VX SRGX]HuUub VWYDUDOD YHUX YULMHGQRVW L XVSI

82



RELOMHADYDOD LK MH NRQNXUHQWVND ERUED UHODWLYC
SRVOMHGLFX LPDOR UD]YRM SUXAaDQMD WD XU SaVXKBRDK B
NRQDpPpQLFL NDR ]JDGQML REOLN SUXADQMD HNRQRPVNH YU
(sl.prijevod, engStage experiengeAutor navodi i pojmove agrarna ekonomija, industrijska
ekonomija, ekonomija usluga te ekonomija iskustvatkamine koji prati razvoj ekonomske

vrijednosti.

ANROVNL SULPMHU QDYHGHQRJ NRQFHSWD PRAHPR YLGMHW
QDYRGH GD VH XQDWRp WRPH aWR ,MdRushid NeDjednisitéehd HUH Q F
LVNXVWYR SRVRYRADCHWLWIRYXVRNH SURILWQH PDUAaH

Prikaz26. Razvogkonomske vrijednosti u sklopu proizvodnje kave

Izvor: Pine & Gilmore (1999:2)

$XWRUL QDYRGH NDNR VH MHGQD IXQWD OEV ]JUQD NDYH S

SR aDOLFIPOIMHYAHPMHP L SURGDMRP X GXUDQ FLMHQD ]D SF

SR aDOLFL 8 SRVHEQLP XJRVWLWHOMVNLP REMHNWLPD XVC

NRQDpPQLFL NDYD VH PRaH SRVOXALYDWL X] VS#RWAMDOQL D
GRODUD ISR sulx® takvb nezaboravno iskustvo spremni platiti premijsku cijenu.

7LPH VH NDNR NDA&X SUXAD shiii 3 RWW B ¥ IGW EBYWRA D FHRGHFQ B
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dRYROMQR MH XVSRUHGLWL S U&pgeoDdie®ad draviidld@Acena @LFH ND®
aAaDOLFX NDYH NRMD VH SURGDMH X] MHGLQVWYHQR LVNXVW

Narver i Slater (1990) zaN\RPRGLWL]LUDQD SRGX]HUD RQD NRMD S
ASHUSORpPH L NODGD NRML VX VXSWPIQANDRPIDG HQWLpP®R N B N\R
VYDUDWL VXSHULRUQX YULMHGQRVW SXWHP LJUD]JLWR WU&
UH]XOWDW SUX&DQMD YULMHGQRVWL ELR EL GREDU L ]D MF

3URPDWUDY&L SURL]JYRG L] SH U WeBind\kdji YeHdeRriitaod et SURL]

SRGX]HUD NRMD QXGH QHGLIHUsegdR pIDAIH Q8 RSl X R I
SURALUHQRJ SURL]YRGD NRML XNOMXpXMH RQH DNWLYQRVYV
LVNXVWYD 8 WDNYRP VIOYRIEDMB R MHPHBNLSEYRRYDQMD J

SRVWDMH VDPR AVWDODN?® RGQRVQR SRGORJD QD NRMHPX
superiornu vrijednost.
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4, ,VWUDALYDQMH R QDpPpLQLPD XSUDYOMDQMX LVNXVW]

nediferenciranih proizvoda

41.3UHGPHW L FLOMHYL LVWUDALYDQMD

,] SHUVSHNWLYH SHUFHSFLMVNH PDSH SRGX]HUD ]DX]LPDM
GD SUHPD RGUHYHQLP GLPHQ]LIAD® Delalind |BiXu BoRigili FLMX N
konkurencije. Tostvaldb WUA&L4AQH NODVWHUH X NRMLPD SRGX]JHuUD GLL
WH &t@ikonkurentsku prednost na temelju istih izvorALIHUHQFLMDFLMD VH X V
SUHGVWDYOMD NDR UMHAHQMH PHYXWLP X VLWeX@G# LML NDC
GLIHUHQFLMDFLMH SURL]JYRGQD GLIHUHQFLMDFLMD QH PR
VLWXDFLMDPD XSUDYOMDQMH NRULVQLPNLP LVNXVWYRP V
MH PRQRSRO SHUFHSFLMD SRWURAaDpD R QHNLP GLPHQ]LMD

—ERJ WRERGaAWGLIHUHQFLUDQLK SURL]JYRGD XSUDYR NRULYV
SUHGPHW RYRJ LVWUDALYDQMH MH LVWUDALWL QD NRMH Q
QHGLIHUHQFLUDQRVW XSUDYOMDMX NRULVQLpMNanth LVNXVV
ponuda. S obzirom da neke kompanije uspijevaju stvoriti diferencija@ip WDMIiljQDpL Q
LVWUDALYDQMD XWYUGLWL MH NRMH VX WR SUHWSRVWDYN|
industrie QH EL OL VH XYLGLR SEORIVW. R W UD & RERONWE GIMBIP LV N
u dijelu kreditiranja.

8 VNODGX V SUHWKRGQR QDYHGHQLP LVWUDALYDpPND SLWD

, 3 1D NRMH QDpPLQH VWUXpQMDFL XSUDYOMDMX NRULVQLp

proizvoda?
IP2. . DNYR MH VWDDNWD R4 & H WUWUXPIMDFLML SRGX]HuUD"

, 3 .DNR VX VWDMDOL&aWD VWUXpQMDND R NRQNXUHQFLML |
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42.0HWRGRORJLMD LVWUDALYDQMD

,VWUDALYDQMH VH SURYRGLORa Brigttndm uoxkd Leisperataknal Q W H L
SRGUXpMX XSUDYOMDQMD NRULVQLPNLP LVNXVWYRP X EDQ
LPDR VOMHGHUX VWUXNWXUX

SULND] BWUXNWXUD LVWUDALYDQMD

Izvor: Izrada autora

IDYHGHQD VWUXNWXUD VDVWRML VH RG  VN0&8ik@H NRMH
NRQNXUHQFLMH WH SRWUR&DpPD %DQND MH VXEMHNW NRML
WH SURFHV NRMLP VH RQ LVSRUXpXMH RGQ@RVRWLPVNXV
LVWRYUHPHQR L NRQNXUHQWVNH EDQNH LVSRUXpPXMX SRQX
SULND]D YH]DQ MH ]D SRWUR&DpPD RGQRVQR WU&ALAWH NRI
QDpPLQD QD NRML VH RQD LV SR U XRetcepdijaRiIRUBne/pahyde U &vo8H U F H S
GLMHOX ]QDpDMQR MH XYMHWRYDQD QDpLQRP LVSRUXNH R

Prvi dio podsjetnika za intervju za cilj je imao otkriti kakav je stav ispitanika prema
diferencijacij. 6 XNODGQR WRPH SLWadiQaViksPifpitsriti aieshiMpbti®R zaV S L W
diferencijacijom s obzirom da je kreditiranje izrazito nediferencirani proizvod. Osim toga,
SLWDQMD vX ELOD XVPMHUHQD WDNR GD VH DQDOL]JLUD QTC
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SRWURADPD WEUNDUNRY BIHN R VAIDXQIWID X VYUKX SUXAabQMD YU
SRGVMHWQLND |]D FLOM MH LPDR YLGMHWL QD NRML QDpLC
QDpPLQ VH NRPSDQLMD RGQRVL SUHPD NRQNXUHQFLML 5DG
danHGLIHUHQFLUDQRVW XSUDYR L]JYLUH L] WRJD a4WR NRPSI
Osim pitanja o imitiranju konkurencije, ovaj dio vezan je i za definiranje konkurewatifebi

VH HYHQWXDOQR RWNU OB (ADG NR \ML @ diDiRikRdjdRoBedpdEaxX W Y U
SRWURADpPD L] SHUYVSHNWLYNL DV W ¥Hp GQUDMMHOD XWYUGLWI
diskriminacije, odnosno razlika u cjenovnim osjetljivostima u odnosu na vrijednost koju
RGUHYHQD SRQXGD SUXAD 5DGLpQ@M IRND]WRL pMRAPRIP NFDLNAYDDM MIGH
SRWURADpD R UD]JOLNDPD NOMXpQLP IDNWRULPD NRG GRQT

,VWUDALYDQMH VH SURYRGLOR X UXMOQX JRGLQH 3R
LVWUDALYDpPD SUL pHPX VH R\ lh¥ip@tacia daRGHL RQRKW LV S|
SURYRGLOD VH DQDOL]JRP LQGLYLGXDOQLK RGJRYRUD X SR
WH VNXSQRP DQDOL]JRP NDNR EL VH XWYUGLOL REUDVFL |
VWUXPQMDND 8 NRQBIpGRBL NKWIHNSRWXE@IO REUDVFL SRQD
XWMHpX QD VWUXpPpQMDNH SULOLNRP VWYDUDQMD NRULVQL]|

SULOLNRP SURYRYHQMD G XEL Q¥ fdrhdda isQitahii dgdviotiDa svBkd XV Q L N
SLWDQMH NDNR EL VH XLNRQDDOWIFIRBRIVDRUMYDQWXpQD VW
se prikupe kvalitetniiscrpni SRGDFL NRML VX G 8dsRaOeMsRuRniR&sMkBkEQ M HQ L
bi se iznjih mogla X W Y U G L WehjaRd&ddibifh OdRedacaG RQLMHWL ][DNOMXpFL

43.5H]XOWDWL LVWUDALYDQMD

, VWUDALYDQMH MH SURYHGHQR QD VWUXpQMDFLPD QD SR
bankDUVNRM LQGXVWULML ,VWUDALYDQMHP VX REXKYDUHQH
QD SRGUXpMX 5HSXEOLNH +UY DW Vdirektn@2 RJ XY @ RR/GVO X WXINHHF [
NRULVQLpPpNR LWQXNWXRERRWNDPD X NRMLPD UDGH WH YL&aH
S R G URrpwddéna su 3 iscrpna dubinska intervjua.

S obzirom na prethodno navedenu strukturu intervjua, rezultstW U D  HYPIQWMIM S ULND]D
tridijela 3UYL GLR ELWL UH YH]DQ ]D VYMHVQRVW SRWUHEH |]C
NRPSDQLMH EDYH GUXJL GLR UH ELWL YH]DQ ]D NRQNXUHQ
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VWUXPpQMDND H CBNRRAQU RWRp VPIDS UH GWW/WDLY HL UYBIQXMAW DRAN XV U F
SUHGVWDYOMDQMH RJUDQLpHQMD NRMD VX GHILQLUDQD QD
NRpH EDQNH GD VWYDUDMX SHUFHSFLMVNL PRQRSRO

431 'LIHUHQFLMDFLMD L NRULVQLPNR LVNXVWYR X ED

8]HYAL X RE]JLW X% GDWISRVAMADNUHQFLMDFLMD QX&4DQ SUHGXY
SUHGQRVWL QD SRpHWNX VDPRJ LQWHU pastefill sMésidst. VSLWD
SRWUHEH ]D GLIHUHQFLMDFLMRP .DR @&WR MH ELOR L Rpt
potrebno koristiti strategijdiferencijacije kak&kako i EDQND XRSiUH Xa0D QD WUAL3
QHNL SRPDN QD VDG D aQreheijcij¢/ $gitasioVsi naotil PNBGNFRH SRGX]H UL
SDUDOHOQR SRNXaDYDMX VPDQMLY DMWHJIMWMIRKR N R KoK pwW B R a\R
jedan od razlog#pitanik broj 1 navege kako prihodi nisu dovoljno veliki stoga se pristupa
RSWLPL]DFLML OHyXWIND WRNDRA HIHRRGDLXWYWBELSULPMHQM:
WUR&GNRYD XSLWQRRMHVWL®WBILLMH QUDODNLK WURANRYD |
1DPMHAWDQMH UDVKRGHRD] LQD DN R RVEH#bbdBaDFHD Mtibdda

NDNR EL SURILW X NRQDpPpQLFL ELR YHUL IDSUDYRMJ-MH SUL
vodstva)vHi VH NDGWRRURPQRM WDNWLFL NRMD ]D VYUKX LPD
WYUGLWL VD VLIJXUQR&aUX RYDM GHWDOM SUHGVWDYOMD L¢
7D WYUGQMD 8HOL VH DUJXPHQWLUDWL gbnd WisijejWwai DYNRP (
strategiju diferencijacije, a prema odgovorima ispitanika zapravo ne koriste ni efikasno
VWUDWHILMX QGYNVHKH VWDNRENRBDDYRM VWUDWHJILML YRGV!'
GXJRURPQR XWHPHOMHQ.[3 obzikom ldPse DadiVid IndiKa&jNSW IHFSIR U X pD V H
QDSUDYLWL LVWUDALYDQMH SRWUR&aADpD NRMH EL SRND]DO
bankama tenapraviti dodatne analize kako bi se ustanovilo ima |i naznaka o efikasnom
SURYRYVHQMX VWU D WK baddpu@uiprethadto)wid Rid Ko da banke imaju
SUREOHP |DJODYOMLYDQMHP X VUHGLQL SRNX&DMX LPSOH
PHYXWLP EH] LNDNYLK J]QDpDMQLK RGPDND X ELOR NRMRM
RGUHyYHQH jag® @agadta Welku svotu novaca u promociju kako bi se diferencirali,
PHYyXWLP NDNR QDYRGL ANDGD XyH& X EDQNX VKYDWL3E GD
VX EDQNH SRWSXQR LVWH ASR SURL]JYRGX LVNXVWYX L VY

problem struke sa nerazlikovanjem ciljeva i posljedica, a ispitanik broj 1 govori o problemu
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QHUD]J]OLNRYDQMD VWUDWHJLMH L WDNWLNH aWR JRYRUL
YULMHGQRVW ]D SRWUR&DDpH

6OMHGHUL HQeHiPdHfQANCirdtd3yEQ QDND QDRWHALEAWMH UL NDNR VW
EDQNDUVNH LQGXVWULMH QH YLGH IBRQDYWNQXALY DM X X ]KXH
LVSLWDQLN EURM NRML QDYRGL NDNR VH RGUHYHQD E
diferencijacije navodi cijenuirizLpRVW NRMD R SHW TRekhehjisUMastavii M H Q X
dijelovi proizvoda, a za proizvase L V S L W D (kaks neértaRhikakRe razlikstoga se javlja
QHNRQ]L VW H QI&iNspitaRik @a@odi KaRdi@nkaUD]OLNXMH X NRULVQLpPNR
PHYWLP EH] UHOHYDQWQLK WYUGQML NRMH EL WR SRWNUL
navesti kkkoVWUXpQMDFL NRML VX YH]DQL X] EDQNDUVNX LQGXV

razlikuju.

8NROLNR VH PDUNHWLQANH DNWLYSQURPARIE LBOLQ NGHW E DS UKD 1
WYUGQMDPD VWUXpPQMDND X EDQNDUVNRP VHNWRUX YULMH
od konkurencije. N\aimeSURPRFLMD MH VDPR DODW NRML VOXAaL NDR
SRGX]HUD 8NROLNR EDMOQOD RIG\ORWNERJXNWGOGLNR NRPXQLFLU
Ssuxab WDGD VH SRWUR&Dp RVMHUD UD]J]RpDUDQR &WR OR3A
XQDWRp WRPH LVSLWDQLND VX LPSOLFLWQR QDYRGLOD
ukupnog marketing banaka. Ka pozitivan pomak, oboje sunavellDNR VX VH VWYDUL

mijenjati nabolje.

,GXuL NRUDN ELOD VX SLWDQMD R VWUXNWXUL RGMHOD N
RSUHQLWR NDNR EL VH ofahRaciidhka Ustrakfara PoRdupilatOS U XAaDQMH
diferenciranevrijedncsti. Osnovna pretpostavka je da strategija diferencijacije zahtijeva
integirirani pristup poslovanju, odnospadlagodbu svih aktivnosti poslovanf@sim problema

VD PDUNHWLQJRP NDR YHULQVNL ®WgrddIBrF indhjRePautovidvhijleD a LY D C
u pojedinim organizacijama. Naime, ispitanik broj 1 je naveo kako razvoj proizvoda, kao jedan

RG NOMXpQLK RGMHOD EDQNH LJUD 1QDpDMQ@X XORJX SUL
VHNWRU MH VSHFLILpDQRAWRRGHEH WMhRIJD | UDIGMLMHYD YHO
informacijskih tehnologija. Ispitanik broj 1 nadalje navodi kako marketing, odnosno odjel
XSUDYOMDQMD LVNXWRDY RPDPVR Q R aNpE)Y poB@dR 34Wdjdldin

razvoja proizvoda. lako je ramljivo kako razvoj bankarskog proizvoda zahtijeva ne samo
VWUXpQMDNH LQIRUPDFLMVNLK WHKQRORJLMD YHUO L PD
UD]PLAOMDQMH MH YHRPD Npfotuda/Il6) Rebsla Witk tdzvijénplLtakd Da P H
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efikasno zadovolava RWUHEH L VWYDUD WU&LAWHW]IDQ aMWAR WH PIRG
Kumar et al. (2011)MH QDYHR GD W U sdda @DprerskagVirsuida kéjiwadd
PDUNHWLQ&ANRM PLRSLML D PRA&H ELWL XVSMHEQD VDPR L
ponudu.S obzirom da se radi o nediferenciranoj industriji, taj uvjet nije zadovdio.
SRVWRML RGUH y HaiBelih§e haiili XakadNVHjEdDddlDkako je ispitanik broj

S QDYHR AGRYROMQ)Dmathddifng B NXONNK Bt Broja ponude tek u
NDVQLMRM ID]L JGRRIXL@RVOH B V|WR MWD TaBlicRBRP MHQDP
GHWDOMQLMH6RER DARMIEOMWMDGD MHGLQR a8WR SUHRVWDM#F
WH]D PRAH LQGLFLUDWL UD]Gdnd jdmameijiPetradiid jeNagiaditiQ J VY R
GD EL LDNR MH LVSLWDQLN EURM QDYHR QHAWR VOLDPQR
VYRMX SR]JLFLMX SRGUXAaQLFD ]D WHVWLUDQMH QRYLK VWY
]DSUDYR SRGHXRDWEPQHHNRPSDQLMH QH UDGL VH R YHOL
RUJDQL]DFLMH WUHEDOH ELWL VSUHPQH QD YHUL UL]JLN L
NRQDpPQLFL XNROLNR VH SRND&H NDR XVSMH&DQ SURMHNYV
seprHVOLNDWL QD VYD WUALAWD Q DlakbRnij¢ bioposaslémbikdaQ D ED Q
SLWDQMH LQWHUHVDQWQD MH WYUGQMD LVSLWDQLND EUR
UDGL JOREDOQR %DQND QD KKIGRW VKRR RWHUQWKHX BV RIP G
VH PR4H QHAWR PLMHQMDWL MH X LQWHUSUHWDFLML V RE
SUHYRGH QD KUYDWVNL VWRJD NRPXQLNDFLMD SUHGVWDY
VXaWLQD JOREDOQRJoSE hettknRRQ LUDQMD PRUD

-HGQR RG RJUDQLPpHQMD NRMH VH PRJOR XRpLWL NRG LVSL
Svi ispitanici indirektnoiIGLUHNWQR SURPDWUDM X. S/DispibaXicid@edeQ X aQ X
WYUGQMX NDNR V EDQNRP 8dplsiuhtiado SaRtije@aR dtiDddhb dd @G D aL
QXaQRVW MHGLQL IDNWRU NRML XWMHpH QD SRWUDaQMX ]I
VXGMHORYDQMH X FLMHORP SURFHVX GRQRAHQMD RGOXNF
vrednovanja alternatvat koMH VH X NRQDpQLFL VYHGH QD FLMHQX

LQGXVWULMH ,VSLWDQLN EURM QDYRGL NDNR EDQND QH

QLNDNYH PRIJXUQRVWL GD VH SRWUR&@Dp SRLVWIREEHBEHUXMH V
gdjetijebOLAH LO..7MHDOMHPHMMHL XWMHpPpX QD WR GD EDQNH ]DX]L
vrijednosti.KaojeGDQ RG UD]JORJD LVSLWDQLN QDYRGL NDNR EDQN
stanja aktiva koje imaj @HOH SODVLUDWL WD Qkretlifrénfa kakd bi thégh' WY D X

]DUDYLYDWL QD NDPDWQLP VWRSDPD .DPDWQH VWRSH QD
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VDPR SRWYUyYyXMH 3UREHOGHQ X HWEWVR WR QLVX MHGLQD RJL
LVWUDALYDQMD GLMDJQRWavadenal @&@lB). X QDVWDYNX UH ELWI

6YL LVSLWDQLFL QDYHOL VX 136 NDR NOMXpDQ PHKDQL]DP
skale na kojoj korisnik mora odrediti razinu zadovoljstva ili volje za preporukom pokazalo se

kao standard industrijgod mjerenja iskustva p¢/ URADpD SRWUHEQR MH QDJC
isptDQLND SRVWRML R G ¥ Konkb®riskes irgdnosHdinelfeheés 62 mjerenju

iskustva. Naime, svi ispitanici naveli saostant feedbaclsustav kaolQDpDMDQ QDSUHGI
mjerenju iskustva. lako se radi o nagtet LVWUDALYDQMH MH SRND]DOR ND
koriste taj sustav. Sustav je hamijenjen promptnom ispitivanju zadovoljstva korisnika gdje se
unutar 24 sata pojedini korisnici kontaktiraju kako bi izrazili svoje ne/zadovoljstvo. Time se
uklanja probl® NRML VH GRJDYyD XNROLNR VH NRULVQLND XSLWD
NRQWDNWD QDLPH NRULVQLN PRAH ]JDERUDYLWL GLR LVNX
ELOMHAHQMD UHDNFLMD

6YL LVSLWDQLFL QDYRGH NDNR V HdaiRiFopiwaldjdispitaGilk G L U Q H
broj1 LIMDYLR GD AGRGLUQH WRpPNH X WHRULML ]YXpH URPD
SRVORYQLFXYIOLVAHBYDQLFL QDYRGH NDNRYMMH CSBVRIVWARR X Q IMF
GRGLUQD WRPpNDGIWHHCEMHRKHQARWMW L PR a G bprividRnoSZ2UdPLMHQ L
GUXJIDpLMLK QDY L N Dispitanik jpkoK 3 hehMQdH kakpFuLrivaBjim mjestima ljudi
GROD]H X SRVORYQLFX NDNR EL VH LVSULpDOL VD VOXAaEH
Y H UL QaRjAjudiWbjii PDMX YUHPHQD pLPH VH DOXGLUD QD VRFLM!
L QMHQL VOXAaEHQLFL QXGH SRWURA&ADpPLPD

AWR VH XSUDYOMDQMD N R idditahix bifpjNLje PaBX Kk gdb@rilakreird/ L p H
prema proizvodu, dok gspitanici 2 i 3 navelkako ga banka kreira prema segmentima. U tom
GLMHOX QLMH PRJXUH ]DNOMXpLWL NRML MH SULVWXS ER
NUHDFLMD LOL EDUHP PDSLUDQMH NRULVQLpPpNRJ SXWRYDQI
biti od koristi. Ispitank broj 2 nadodajeNDNR VH NRULVQLPNR SXWRYDQN
segmentimaNDNR EL VHIRRRYXQDRALYRWQX YULMHGQRVW NRULV(
SULVWXSXGRDRWDKHRBGRRGEOYR GD VH WLPH RpPpHNXMH YULM
EXGXUQRVWL
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4.3.2. Konkurentske sile

8 RYRP GLMHOX LVWUD&LYDQMD &HOMHOD VH XWYUGLWL St
UDGH X RGQRVX QD NRQNXUHQFLMX .DR NOMXpQL NRQFHS

konkurencije.

2GJRYRUL QD SLWDOYR APRWLNBWIHWUALAQH SRQXGH"3 ELO
ispitanici broj 1 i 3 navod&ako to sve bankeade; LVSLWDQLN EURM VH PDOR L
konstatiraNDNR QH WUHED L P L Wditahix Waj 3xdehosiSahRniu\(watsRtiwi L

na imitiranje - navodi da se kopiranje pojavljuje vrlo rijetko. Postojanje relativno istih
SURL]JYRGD QD WUaL&WX RSLVXMH SUHNR RGUHYHQRJ SUL
RGUHYHQD EDQND L]JEDFL QHNL SURL]YRGWQD YWHWAaN&\WHN R LLN
YUHPHQD WUHEDWL GD L]JEDFH VOLpPpDQ SURL]JYRG QD WUAL:
LIEDFLYDQMD AQHPpHJI QRYRJ® NRQNXUHQWVNH EDQNH VX
EDQNDUVWYD L QHpHJD aAWR VH clieRithirdhQ LubaXuje® Rfakibr SRQ X G
LQR]JHPVWYD WH QDYRGL NDNR QHaWR aWR VH SRMDYL QD
Inozemne prakse prema tome predstavljaju izvore inspiracije za stvaranje novih ponuda.
,VSLWDQLN EURM SDRDWRGU XDINRVERRYNOOMXOP EDQDND NR
SRQXGX MHVL OL SUYL QD WRP WUALaAWX LOL NROLNR EU]R

Svi ispitanici su naveli kako se konkurentske ponude promatraju unutar svakog odjela,

PHYXWLP N®RWUXPpQIRUPDFLMD R NRQNXUHQFLML GDMX LP WU
LPDMX VYH EDQNH MHGDQ GLR NUR] SULFWWUWEREB LMDQWIDE INYR
SURYRGHQD RG VWUDQH DJHQFLMD ]D LVWUDALYDQMH SD V

Kako bi se utvrdilo kko ispitanici gledaju na fintech startupove poput Revalytostavljeno

LP MH SLWDQMH A8 NROAWBRURMKBRLY IV )N RIQQWXHMHQFLMD EDQN
YLGMHWL QD NRMHP WUAaLa&AWX EDQNH YLGH ILQWHFK VWDL
ispitanici naveli su kako ih smatraju konkurencijom. Ispitanik broj 2 navodi kako se primjerice
5HYROXW QH &AHOL GHILQLUDWL NDR EDQND ]ERJ WRJD a
kompleksnoj regulativkoja je vezana za banku. Timeko ispitanik navodk aHOH ELWL PD(
SRGORA&QL NRQWUROL L UHJXODWLYDPD ,V5QMWDRO NY HW RRV
LQDpLFDPD EDQNH PHYXWLP QmMORGULWNDON R UWELEWHKMHGQR Y
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433. 3BHUFHSFLMD R SRWURAaDpLPD

Ovaj diorada SUHGVWDYLWL UH DUHIBOR DMK FLVSWUMAELSRWURAD
VWUXpQMDND L] LQGXVWULMH 'DNOH UDGL VH R WRPH NDN

bankarskoj industriji.

3RVWRMH UD]JOLNH X PL&AOM HIQM ISAH ¥ MSIPLMIM B RWY LER 4. EHEX VI
ispitanika broja 3sW D]JOLpLWD RG RovoMDZnavoe NVIBNR/ BRMWRLRADpPp YLGL
i fintech startupQD LVWRP WUAQLAWKNVLYCGLMMWQR EDRRGL WX WH]X
VLWXDFLMX NRG RV YdohispdaWkbpRLD B RRV/WIR AAMDNR SURVMHpPpQL |
QLMH |]DYUAGLR HNRQRPVNL IDNXOWHW?3 QH YLGL UD]JOLNX L
gdje je cijena najpovoljnija. Ispitanik 3 se u ovom pitanju radikWH QDYRGL NDNR MH
odrediti P H y XpakdRto QLMH.VOXpDM

OR&H VH XRpLWL NDNR WD 4ta@pd)]BEODN RN R NXUHQFD NBHR ] L F
banke imale dugo vremena. Naime, ispitanik broj 1 navodi kako povjerenje koje je dugo
YUHPHQD LJUDOR ]J]QDpDMQX XORJXY K AEXRYNOLU \BR WXU B &D h PN
VUHGVWYD GUADWL ELOR JGMHDWSHR PM HIJH.PNWHH WQLH- H INRG] G E
2Q0R aWR PX 5HYROXW QXGL MH MHGQRVWDYQRVW RWYDUDC
navodi kako konkurentska prednost Bie-D OHAaL X SRYROMQRM FLMHQL LQ\
X GRGDWQLP XVOXJDPD SRSXW SXWQRJ RVLIJUDQMD WH MH
VX PDNQXOL UL]JLN NRML R G Uptijker@ bnli@eR i@ D$ve tS e UFLSL L
SR W UR aD p Yu@erR Mibil§,@ Rpitanikoj 2 nadaljanavodi kakoRevolut imagjednu

RG QDMEROMLK NRPXQLNDFLMD X EDQNDUVNRP VHNWRUX 1
Revolut korisnicima daje pogodnosti ukoliko dovedu dodatne korisnike; upravo preporuka
drugihje jedna od stvari za koje ispitanik broj 3 naveo da igra ulogu prilikom odabira prve
EDQNH 6 GUXJH VWUDQH LVSLWDQLN EURM QDYRGL NDN
HGXFLUDOL WUALAWH R WDNYRP REOLN XgitdlRo@azbvBMpFLMH 0
dio ljudi zapravo s manje rizika gleda na Revolut.

Ispitanik broj 2 navodi kako se uz cijenu kao bitan faktor pojavljuje i jednostavia&st.
UHODWLYQR @a8LURN SRMDP SUHGVWDY Qgdifani® R HayddL M D O 1D
NDNR SRWURADDpPL S Wilienat&BankaskiitkeeRpoEefe MdRoliko banaka ne

EL OL QDAOL QDMSRY RIDOMAEAIMM MERB D \@ Q XY D VERERAtdOL MHQH X
navodi daSRVWRML GLR $SRWaWREDupHED NDR ML NR M RIMI GQVOHR Y HiU D a L
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informacie WH SRNXabDYD SUHJRYDUDWL R FLMHQL NDR WHPHONM
GD MH NRG GUXJH EDQNH NDPDWQD VWRSD QLAD 7R SUHG
QD WUAL&aAWX L VDP RnediRi@Gr2ivEr@sR Nakb, rxdvidd volekstremnoj razini

QHGLIHUHQFLUDQRVWL NRMD XND]JXMH QD pLQMHQLFX GD
GRGDWQX YULMHGQRVW |]D SRWURaDpD 8NROLNR QLMHGQ
SRWURADpBH ®@RIH QR MRMDYLWL QDYHGHQD VLWXDFLMD *C
SULWLVDN QD FLMHQH a8WR X NRQDpPQLFL YRGL PDQMLP SUF
XJRYRULWL SRYROMQLMX FLMHQX NRG VDPR M¢ieh H EDQN
RGQRVQR UDW FLMHQD -HGQRP NDGD EDQND VSXVWL FLMH
MH -HGDQ UDJORJ MH @&WR VH SRWURAaDp UHIDSRYWHIRD QM NF
GUXJL MH GD EL SRYHUDQMH UD]ISRI& IFLIMHIQOMDHQB Y1 @R GJ DR
X WRM VLWXDFLML SRWUR&Dp EL V RE]JLURP GD QH SHLU

konkurencije. Efekt regulacije cijene s obzirom na konkurenciju potvrdilo je dvoje ispitanika

Ispitanik broj 3 je naveo relativnodrugd M X VOLNX SURFHVD GRQRAHQMD RG!
QDYRGL NDNR SUL RGDELUX EDQOHNSRWHNRGE|D @QMDPRAH X\
dosupnost, odnosno blizina bankekD SULYDWQRJ NRULVQLND ]QDpDMDQ
GRQRaAHQMH RGIiQIdkNeHo Rod\pEsBRih korisnika reputacija bariRedaje kako

X WRM IDJL HYHQWXDOQR PRAaH X Wshiliddrdnit/ havedi khEoRsel X ND QH
GUXJRM IDJL NDGD SRWUR&Dp SRVWDQH NOLMHQW EDQNH
SUHVXGDQ IDNWRU GD NOLMHQW RVWDQH X EDQFL WH EDQN
7R VH PR&4H LOQWHUSUHWLUDWL SRVWRMDQMHP YLVRNRJ WL
UD]J]OR]L PRJX ELWWUHSNXW DHLUMB H DGSBWIURLA D VD B WiH @ R W |
QDYRGLOL X GUXJLP NRQWHNVWLPD ,VSLWDQLN EURM MH
SRWURabDp YUOR OHWDUJLpDQ WH QHVNORQ SURPMHQL 1D
koja imaju, a i akiéh znajunemajuMROMH |DSRGX]LPDQMHP LpispitanilaR WRP S
1i2SULPLMHWLOR VH NDNR MH XSUDYR WD OHWDUJLpPQRVW
VH QH PRUD QL&AWD ]QDpDMQR PLMHQMDWL MHU UH SRWURA

8 LVWRPMKYVH A8HOMHOR XWYUGLWL NDNR LVSLWB®LFL SHI
SLWDQMH A6PDWUDWH OL GD EL SRWURADpPL ELOL VSPUHQ
SHUFLSLUDOL EROMLP"3 LVSLWDQLFL VPHXXWOLREQDXRGHIOQ!
UD]JOLNH PHyX SRWUR&DpPLPD ,VSLWDQLN EURM QDYRGL N
SODWLWL YLAH ]D EROM HKk4KY haXapienitioj B aRivaigiBvRAim\nie 2

VSUHPDQ SODWLWL YL&H YHii FDWHRQ R MMREDDM Q LRYW RIPGDGW |
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odlikuju ga niska primanja, VSLWDQLN EURM QDYRGL NDNR VX XJODYQ
Y L Zabolje iskustvo X] SRVHEDQ QDJODVDN QD SRWUR&GDpH NRML C
bankarstva poput otvanjD UDpXQD L WUDQVDNFLMD .RG MHGQRVYV
transakciji@) NDNR QDYRGL SRWUR&Dp QL QH YLGL UD]JOLNH PHYVX
NRULVWLWL YLAH XVOXJD L SURL]JYRGD ,VSLWDQLN EURM
vVLAHDNOH PRAaH VH UHUL NDNR VH VPDWUD GD VX SRWURAD|
koje bi im banka dovela. Posebno je interesantna podjela koju navodi ispitanik broj 3 za
SRVORYQR WUALAWH 1DLPH QDYRGL NDNjg sk bjgi BokSR G X ] H
YHOLND SRGX]JHUD NRQVWDQWQR SRVOXMX VD YLaH EDQND |
XYMHWH ,DNR LVSLWDQLN QLMH QDYHR UD]JORJH WRPH WR
SRGX]HUD RVRED NRMD YeRoiili sainQIBsQilf linvh Hiosia \WriyilPddaveza
VWRJD MHGQRP NDGD RGDEHUH EDQNX QHPD YUHPHQD L YF
GUXJH SRVWRML SRVHEDQ RGMHO ]D ILQDQFLMH JGMH VH
]DGXAHQD VDPR |D7TRMHGRAWQRYPUMHQMD NOMXpQH IDNWR
NXSRYLQL 8 WDNYRM VLWXDFLML PR&H VH SUHSRVWDYL'
LVNOMXpLYR FLMHQRP NDR ]QDpDMQLP IDNWRURP V RE]JLL
iskustvo koje ona ima ne @mikakvu ulogu. Njen zadatak je financiranje kompanije a upravu

X NRQDpQLFL |DQLPDMX NYDQWLWDWLYQL SRND]DWHOML

4.3.4. DiskusiaR PRIXUQRVWL VWYDUDQMD SHUFHSFLMVNR

BUHWKRGQR VX QDYHGHQL MNRQOMXPWQUDAHYDO@WDW L&gNRRNDH®
LVWUDALYDQMD ELR MH XWYUGLWL PRJXUQRVWL VWYDUD
LQGXVWULML 8WYUYHQR MH NDNR L] SHUVSHNWLYH VWUXp
L SRWURAGDPNLK QDYLND NRMH VX QDWWIORP Q\HU 8 R¥YW/R M Y/ S\DK
]1QDpDMQX GLIHUHQFLMDFMX D NDPROL SHUFHSFLMVNL PRC
VKYDUDQMX VWYDUDQMD SHUFHSFLMVNRJh PrEROYRSROD X N
nastavku sljedeNOMXpQD RJIJUDQLpHQidosndl Rediama& Raje Nupravljaju
LVNXVWYRFPDSRWGB R&EXEAWDMX VWYDUDQMH LVWRJ

2JUDQLPHQMD VO AWYUJRP LQWHUYMXD 8 QDVWDYNX VX SU
FLWDWD QD NRMLPD VH RQD WHPHOMH QDNRM@jebtHID VX
]DJUDGDPD MH QDYHGHQD QDSRPHQD DXWRUD NRMD SREO!
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RGUHYHQRJ RJUDQLpHQMD 3RWUHEQR MH QDJOEY¥LWL NDN
definirana na temelju svih dobivenih podataka od ispitanika, doKBSMKKp QH WYUGQMH QL

TDEOLFD 2JUDQLpPpHQMD SUL VWYDUDQMX SHUFHS:E

2JUDQLDpH

7TYUGQMH L FLWDWL QD NRMLPD

Ne razlikovanje
strategije i taktike

Ispitanik 1
X IMXGL NRML LPDMX YRGHUH SR PLH
strategije i taktike
Ispitanik 2
x 3RGX]J]HuUD JULMH&H X WRPH aWR
posljedica, te zapravo ne znaju odrediti strategiju

Zaglavljeni u
sredini

Ispitanik 1
x A6PDQMXMHA WURAMNROWHI MisiH dbveRro
veliki SD VH LGH X RSWLPL]DFLMX3
Xx 6YH EDQNH VH SRNXaADYDMX GLI
uspiievaztADOO EDQNV DUH DOLNHS?S
Ispitanik 2
x A6PDQMLYDQMH WURANRYD MH S{
X 'LIHUHQFLMDFLMD MH SRWUHEQUL
EDQND QD W UsgjelaiferencHatQ LM H X
X Sve banke su istepo iskustvu i po svemu ostalom
Ispitanik 3
X Potrebno je primjenjivati strategiju diferencijacije
X %DQNH VH QH UD]OLN X vixvedbahkeRud]
sve isto

Prekasno

XNOMXpLYD
SURFHV GR]
odluke okupovini

Ispitanik 1
Xx 8 EDQNDUVWYX GRGLUQH WRPNH
potrebu
x 7THANR MH VWYRULWL SRWUHEXKND
SURGDMH& ORVLRQ PRAaH& SRVY
EXGXUHJ GREUD D X EDQFL QH:3
x Odjel marketinga se svodi na procija
Ispitanik 2
X Fokus je na poslovnicitposlovnica je uvjerljivo najbitnij
GLR NRULVQLPNRJ LVNXVWYD
Ispitanik 3
X .RULVQLN PRA&H VSR]QDWL UD]JOLN

6WDWLPpDQ
JUDYyHQMD
NRULVQLDpPN
iskustva

Ispitanik 1
x Ne postoji banka kojae diferencira
x 3RWUR&Dp VH QH PRAH SRLVWRY
PRaH SUHGVWDYOMDWL aLYRWQL
X YHVWR SURPMHQD RVW D VD@ R
YHULQX QH PRaH& QDSUDYLWL S
WRPH @&WR LPDAas3
x 3RWOPpRE PLMHKW Dzbby idki® PHYy
marketingse X EDQNDPD MR& XYLMHN V
Ispitanik 2
x Ne postoji banka koja se diferencira
X +UYDWVNR WUA3AL awie ddeho Q@ridriijeDasn
(NapomenatWR VH X]LPD NDR SUHWSH

mijenjati)
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X 3RVWRML EDQND NRMD MH NRPX(
SRWUR&Dp VWXSL X LQWHUDNFLM
GREUD X L]JJUDGQML NRULVQLpPNR

x Bankarstvo je tradicionalno i nema prostora za nove st

X %DQND MH QH&WaRellaWR WL NDG W

Ispitanik 3

X .RULVQLN PRa&aH VSR]QDWL UD]OL
koristiti kompleksnije usluge (Napomena PH Yy X W L
LVSLWDQLFL QDYRGH NDNR QH SH
uspijeva se izgraditi jedinstveno iskustvo)

X ODOD SRGX]HUDME IMHARQXPED QN X
XVSRUHGLWL NRULVQLp MNIRjeht\hl Xnd
AWR PRA&H RpHNLYDWL RG QHNH ¥

VOXpDMX
Ispitanik 1
x ABUHPLXP L SULY DWSHEHWIDILP $QDWL
1IHPRJIXUQR] NRULVQLpPpNR LVNXVYW ¥dodi 1kake Rherhi
LVNRUL&AWD diferencijacije)
cjenovne Ispitanik 2
(ne)osjetljivosti Xx 3RWURA&ADpPL VX VSUHzQHolieSiekistvd
(Napomena navodi kakoX Q D W Rrenvd Biferdncijacije
Ispitanik 3

Xx 3RWUR&Dp MNHXVMOWNEROWBHUHPDQ SO
x Kadaosoba postane klijencijenamu YLAH QLMH
faktor
X ODOD SRGX]JHUD VX RELPpQR ORMD
'UADY QD UH Ispitanik 1
x Odjel pravnih poslova igra veliku ulogu s obzirom
regulativu
Ispitanik 2
X OdjelpravQLK SRVORYD PRUD ELWL XN
puno zakona i propisa
Ispitanik 3
x Postoji veliki broj propisa i zakona koji reguliraju poslova
banka
X Karakteristike proizvoda su dobrim dijelom propisd
regulativom (Primjerice instrumenti osiguranja)
,JYRU ,JUDGD DXWRUD QD WHPHOMX SURYHGHQRJ L

1. Ne razlikovanje strategije i taktike

Ispitanici broj 1 i 2 navode kako su zabrinuti oko togdjutd u industriji ne razumiju razliku

LIPHyX VWUDWHIJLMH L WDNWLNH WH L]JPHYyX FLOMD L SR
GLIHUHQFLMDFLMD SRWUHEQD PHYXWLP QLMHGQD EDQND C
UH VWYRULWL GLHHIRHNXNVLRDFRWXKPRALUML 8 NRQDpPQLFL WR
EDQNH |]DX]LPDMX VOLpPQH LVWH SRJLFLMH QD wWUaLawx WD
QDYRGLOL NDNR QHPD UD]JOLNH PHYyX EDQNDPD

97



2. Zaglavljeni u sredini

'UXJR RJUDQLpHIE@NeHbakbka iDsiediBdY LDNR EDQNH AHOH SULPM
GLIHUHQFLMDFLMX L VWUDWHJILMX QLVNLK WURANRYD EDC
VWUDWHILMD 7RPH X SULORJ SUYHQVWYHQR LGX WYUGQM|I
razlike mey X EDQNDPD 1DGDOMH WD WYUGQMD WHPHOML VH L
NUDWNRURPQR VPDQMXMX WURANRYH NDGD SULKRGL QLVX
navedeno je kako je osnova za ostvarenje konkurentske prednosti kvalitetnagbarem

jedne od strategija. Problem banaka je u tome da ne uspijevaju kapitalizirati na niti jednoj od

strategija.

8 RYRP GLMHOX VDYMHWXMH VH GD EDQNH SRUDGH QD R
SURQD&AOH VYRMX MHG L Q V Wnétre@okrazRliférericiiaciubactodatnd W X S
PRIJIXUQRVW MDYOMD VH L VWUDWHJIJLMD QLVNLK WURAN|
diferencijacie. 2YR RJUDQLpHQMH SRYH]|BRRWWRHM LY FBRBWRRBQLRL
problema u razlikovanju strategije its#LNH EDQNH XRSUH QHPDMX RGUHYHQ

3. B3UHNDVQR XNOMXpLYDQMH X SURFHVY GRQR&AHQMD RGO>

SULOLNRP SURYRYHQMD LVWUDALYDQMD PRJOR VH |]DNOM
NRQNXUHQFLMX WHN X NDVQLMRM ID]JL SURFHVD GRQRaHQNM
WHPHOMX NRMLK MH GRQHVHQ WDM |J]DNOMXIHDMW R PpWSL WD Q
EDQNDUVWYX SRpLQMX WHN NDGD SRWURAaDp VSR]QD SRWUL
QD SRWUR&DpH X ID]JL VSR]QDMH SRWUHEH 'RGDWQR WR VF
NDNR MH YUOR WHAaANR QD E D@QridD té\WNIRjdM apitiaiikad boX2 BaRV Y M H V!
MH EDQND QH atad RatéeWaR NavddemhOvEdnja ispitanika broj 2 pokazuje kako
VWUXpQMDFL X EDQNDUVNRM LQGXVWULML X]JLPDMX SUHWS
VH QH PRaH PLMAMQMDEQXWHNVBPINWPHEOX WHPHOMH QD WRPH )
NRULVQLN PRaH VSR]QDWL UD]JOLNX PHyYyX EDQNDPD WHN ND
NRULVWLWL NRPSOHNVQLMH XVOXJH 7LPH ]DSUDYR JRYRUI
utecatt QD SRWUR&DpPD VYH GR WUHQXWND NDGD RQ VWXSL X
SUHSXaWHQL VX VOXpDMX

8 RYRP GLMHOX SUHGOD&H VH HGXNDFLMD SRWUR&DpPpD R S
YRYHQMX ILQDQFLMD X NXUDQVWWWXD 8 RWH EXIR P\OD QH MONDD/DR
bi banka stvarala odnos s njim i prije nego osoba spozna potrebu za bankarskim uslugama te
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GD GRGDWQR SRVYMHVWL WX SRWUHEX 3ULMHGORJ VH WH
NRMHP VH SRWUR&GDNDR HEXDB XGCHKIRIWRIWBULKRGD

4. 6WDWLPDQ SULVWXS L]JJUDGQML NRULVQLPNRJI LVNXVW?®

9UOR YHOLN SUREOHP LQGXVWULMH MH QHGLIHUHQFLUDQF
VYDNRJ RJUDQLpHQMD 6WDWLPDQ SULVWXS JUDd®@MD NRU
MH L]YRU QHGLIHUHQFLUDQRVWL 3UHWKRGQR MH QDYHGHC
EDQNDPD pLPH VH RGOXND ED]JLUD SULPDUQR QD FLMHQL V
Konkurencija u cijeni vodi industrijskom kolebanju cijena koje uRINQLFL GRQRVL QHJL
SRVOMHGLFH ]D VYH NRQNXUHQWH 7R QDP JRYRUL NDNR
NRULVQLpPpNR LVNXVWYR NRMH UH MH GLIHUHQFLUDWL RG NI
NRMD MH NRPXQLFLUDOD UD]®@Qh \NHR URNYHMWNR RQ LV X XSWRNDRS A
WRJD GD VH SRWUR&Dp UD]RpDUDR SULOLNRP GRODVND X
EDQNDUVWYR WUDGLFLRQDOQR L QHPD SURVWRUD ]|D QRYH
Ispitanik 1 nadalie "X RGL NDNR VH SRWUR&Dp QH PRAH SRLVWRYMt
PR4AH SUHGVWDYOMDWL ALYRWQL VWLO 2EMH WYUGQMH PR
LVNXVWYD XNROLNR RVRED VPDWUD GD MH QHaAWRr.SUHGRG
'DNOH VWDWLPQRP SULVWXSX X]JURN PRAaAH ELWL PLAOMHQN
SURPMHQDPD 'RGDWQR WR VH PRaH SRWNULMHSLWL WY
OHWDUJLPQR L QLMH VNORQR SURPMHQL

Bitan dio prilikom izgradnje jedinst HQRJ NRULVQLpPNRJ LVNXVWYD MH L
,ZVSLWDQLN EURM QDYRGL NDNR PDOD SRGX]JHUD SRVOXMX
V pLPH XVSRUHGLWL NRULVQLPpNR LVNXVWYR NRMH LP WD
QH&AWR ORakdidreQdial fuda NaRvrdnja govori o tome kako banke ne uspijevaju

GREUR NRPXQLFLUDWL LVNXVWYR NRMH QXGH L]X]J]HWDN Mt
WD EDQND MH SUHPD QMHJRYLP ULMHpPLPD NRPXQLFLUDOD

5. IHPRIXUQR&WDMWONRWDR FMHQRYQH QH RVMHWOMLYRVWL

.OMXpQD SUHWSRVWDYND QD NRMRM RYR RJUDQLpHQMH SR
MHGDQ GLR SRWURabpb VSUHPDQ SODWLWL YL&H ]D EROMH
VYL VSUHPQL SOV®IWLDQMINEBEUBRN QDYRGL NDNR VH UDGL \
ASUHPLXP L SULYDWQL VHIJPHQWL3® 7H WYUGQMH YH]DQH V
NDNR QDYRGL LVSLWDQLN EURM PDOD SRGX]HUD VX L]JUD.
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a) da se financijskim uslugama jednim dijelom baci i vlasnik koji ima mnogo drugih obveza,

E GD PX MH NRULVQLPNR LVNXVWYR YDAaQR NRG EDQNDU\
SRGX]J]HUD SRVOXMX VDPR V MHGQRP EDQNRP NWMRM VX C
MHGLQVWYHQR NRULVQLpPpNR LVNXVWYR VSHFLMDOL]JLUDQR
FLMHQH ]D LVWR OHYXWLP VYL LVSLWDQLFL VX QDYHOL NC
EDQNRP aWR XND]XMH QD WR GD S BristXdjenohusgjdtljivasiikkad® SRV O
jednu od varijabli koja djeluje njima u korist.

'RGDWQR LVSLWDQLN EURM QDYRGL NDNR NRG NOLMHQDMW
UHODWLYQR YL&H FLMHQH QHUH UH]XOWLUDBDQWLD RVGHD BMDNNRRFY |
MHGQD RG SUHWSRVWDYNL QD NRMRM VH ED]JLUD RYR RJUD

6. 'UADYQD UHJXODWLYD

6YL LVSLWDQLFL VX QDYHOL NDNR GUabDYQD UHJXODWLYD
Ispitanici broj 1 i 2 posebno su isticali kako odjel pravnih poslova niotaW L XNOMXpHQ X
DNWLYQRVWL EDQNH V REJLURP QD RJURPDQ EURM ]J]DNRQD |
,ZVSLWDQLN EURM QDYRGL NDNR GUaADYQD UHJXODWLYD G
REJLURP GD VX QHNH RG QMQKHSUPRMYX HijjdQ H. WRL RHUB) L |
proizvodne diferencijacije.

'RGDWQL SUREOHP NRML VH PRA@H MDYLWL JERJ NRPSOHNVC
SUHVWDMX V QDVWRMDQMLPD GD QHaAWR SURPMHQH V RE]L
mRAaGD |][DYUGLWL REXVWDYOMDQMHP LVWRJ RG VWUDQH RG

zabranjuju.

,VSLWDQLN EURM QDYRGL NDNR GUaDYQD UHJXODWLYD V!
nanovdintechSRGX]HUD 1DYRGL NDNR SRIGO MMM H CENHRYQRIOPONNDH
PHYXWLP QXGL ILQDQFLMVNH XVOXJH

44.2JUDQLPpHQMD LVWUDALYDQMD

Razmatranjem navedenih rezDW LVWUDALYDQMD SRWUHEQR MH LPDW X
VRERP QRVL RGUHYHQD RJUDQLpPHQMD 3 j¢ldhaiMddaralERIUD QL p
prigodni X]RUDN 1DLPH |]D GRQR&HQMH UHOHYDQWQLMLK ]DN
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X]JRUDN ,DNR FLOM LVWUDALYDQMD QUREDHILLRRGRIGIYM QW LH @
SRYHUDQMH X]J]RUND VYDNDNR IEMWAAAULYQIOWHOR UHOHYDQW

,DNR VH UDGLOR R HNVSHUWLPD NRML LPDMX ]1QDpDMQX X
EDQNDUVNRM LQGXVWULML X LVWUDALYDQMH EL WUHEDO!

pozicijama kako bi se dobio integrirani prikaz cjelokuppogcesa stvaranja iskustva.

1DGDOMH SRWUHEQR MH QDYHVWL L VXEMHNWLYQRVW LVS
REJLURP GD VH WRNRP LVWUDALYDQMD QLVX NRULVWLOH VI
ELWL NYDQWLIL F faktbrigha kbji SoR SpdaRi&aOnhogu Xzrokovati subjektivnost i

pristranost.

,VWUDALYDQMH GRQRVL SHUVSHNWLYX VWUXpPpQMDND L] EDC
,] OMLKRYLK RGJRYRUD GRAOR VH GR RGUHYyHIQHK A B }>XOWILXpD D
NDNR EL VH VD VWRSRVWRWQRP VLIXUQR&UX PRJOR XWY U(
analizu percepcije klijenata banaka o razlikama u industriji. Time bi se dobio pogled o obje

VWUDQH LQGXVWULMH pLMD ELHMNMLD|@IQYIDPIO MV 'ER UHG K O WRW
GDOMQMH LVWUDALYDQMH XSUDYR QD WHPX SHUFHSFLMD ¢

se znatno doprinijelo odabranoj temi.

5. =DNOMXpDN

.RULVQLPNR LVNXVWYR NDR QDpPLQ GLIHUMD&EQRDWILM H DX\ R
AHNRQRPLMD LVNXVWYD3 X OLWHUDWXUL SRMDP SR]QDW
NRULVQLpPNRJ LVNXVWYD SURQDOD]L VH X LQGXVWULMDPD
RGQRVQR RJUDQLPHQ SRWHQFLMDRWIUG 8| IQHMQPLMORhBMHXY L
LVNXVWYR SRVWDMH VDP SURL]JYRG NRML VH QXGL SRWUR
RELOMH&AMH 8QDWRp WRPH SRGX]HUD GDQDV pHVWR ]DX]
NRQNXUHQWVNX SUHG QR M¥MenditdaOTFd wHRstLachU lgtljelzb@gmaniksy L P H
GLIHUHQFLMDFLMH FLMHQD SRVWDMH JODYQL IDNWRU X SLU
SRGX]JHUH QH XVSLMHYD VWYDUDWL YLVRNH SURILWH SRWL
proizvod/usluga pref DUD LVNOMXpPLYR X IXQNFLRQDODQ 3RWURAEDE
vrijednost jer se konkurentskim imitiranjem njegova percepcija o jedinstvenosti oslabljuje. U

WDNYRM VLWXDFLML MH QHRSKRGQR GD SRGX]HuUKUBD NYD
L XSXWH NDNR RVLIJXUDWL RGUALYRVW X WDNYRP WXUEXOF
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7THRULMVNL GLR UDGD SUHGVWDYLR MH NOMXpQH NRQFHS'
SHUFHSFLMVNRJ PRQRSROD VLWXDFLMH X NRMRM SRGX]F
MHGLQVWYHQH SRJLFLMH QD WUAaLaAWX =D FLOM MH LPDR F
PRAH RVWYDULWL RGUALYX NRQNXUHQWVNX SUHGQRVW %
SHUFHSFLMVNRJ PRQRSROD ED]JLUD VYRMMHGCBRWRRBDM H L
VXEMHNWLYDQ L LUDFLRQDODQ WH GD VH PDUNHWLQANL

SUXabQMX MHGLQVWYHQH YULMHGQRVWL NRMD VH RVWYDL
sestvarapeld SFLMD .DR @4WR OMXGH QMU R § B EXX QNHRONHIP X. P SNU L |
AHQD VYRJ PXANDUFD ]JERJ RGUHYHQLK UD]JORJD YROL YL
NROQNXUHQFLML WDNR L SHUFHSFLMVNL PRQRSRO SUHGVW|
RGQRV VD VYRMLP SRWUR&GDpPLPD

Nakonteorijskog &vira, rad predstavlja provededoVWUDALYDQMH NRMH MH ]D FL
SRVWRML OL VLWXDFLMD ]QDpDMQH GLIHUHQFLMDFLMH QI
5HIXOWDWL VX SRND]DOL NDNR VWUXpQMDFE4&ju ¥a WRM LQG
GLIHUHQFLMDFLMD ELWQD QH XVSLMHYDMX X WRP QDVWRM
XWYUYHQD VX JODYQD RJUDQLHQMD Xn&ftaylikdvanje &nsttegiif HUFH S
L WDNWLNH |J]DJODYOMHQMH XXVIWURSEKL GRUHNADAQQVRD XRNGOOVIXH
VWDWLPDQ SULVWXS XSUDYOMDQMX NRULVQLPNLP LVNXVYV
QH RVMHWOMLYRVWL WH X NRQDpQLFL GUADYQH UHJXODW

'RN MHGDQ GLR RJUDQLpPHQMD OHAL X VDPRP GCMHORYDQQL
UHJXODWLYDPD NRMH L]YDQD XWMHpX QD EDQNH =D RpHNL
mijenjati s obzirom na pojavu novog oblike konkurencije, odnosno fintech startupova koji su
GRapL QD WUALAWH VD GUXJbKusdvhLNih8vR poi&j& gdje RisetRlikaH ORP L
QDGOHAQL GUADYQRM UHJXODWLYL GDMH LP SUHGQRVW |
MHGQRVWDYQRJ L UD]JOLPLWRJ NRULVQLPNRJ LVNXVWYD WF
UDGL R SURPMHQHD®DL GWHEWIR MDINBUIH WUALAQD XWDNPLFD
SUDYLOD UH PRUDWL LOL QH PRUDWL SUDWLWL SRGX]HUGCL
SRWURADpPLPD

=DNOMXpPQR SUHSRUXpD VH EDQNDPD GD VWDYOMDMX YHil
NRQDp®RUPIL RVWYDULY BWW YW B B MK RIG WHHY H/Q ispitasiti 1 W S R V W
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LVWUD@avi@RIMH PRJX ]QDpLWL YL adiferBridiRailuWYHL 3\HH MNKH NHK RC
SRWUHEQR 1HND RG RJUDQLpHQM& JrbKhinakaHEKD \iXxseS UR P M
SURPMHQH PRJOH NYDOLWHWQR LQWHJULUDWL X FLMHOX N
UH GHILQLUDWL VWUDWHILMX EDQNH D QDNRQ WRJD PDSI
WHPHOML |D VWYDUDR DMHLMHD pRPEFQRIVRRIPBIRGHISFLMVNRJ PF

103



LITERATURA

Ahmed, P. K., Hardaker, G., & Carpenter, M. (1996). Integrated flexiBilkgy to
competition in a turbulent environmehbng Range Planning9(4), 562571.

Andajani, E. (2015). Understanding Customer Experience Management in Retailing.
Procedia- Social and Behavioral Sciengesll, 629633.

Baack, D. W., & Boggs, D. J. (2008)he difficulties in using a cost leadership strategy

in emerging marketdnternaional Journal of Emerging Market8(2), 125#.39.

Bagozzi, R. P.Gopinath M., & Nyer, P. U. 1999. The role of emotions in marketing
Journal of the Academy of Marketing Scier£42), 184206

Bankmycell, dostupno rjattps://www.bankmycell.com/blog/homuchdo-iphones|

costto-make otvoreno 17.09.2019.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

Barney, J. B. (1991). Firm resources and sustained competitive advaltagel of
Management 17 (1), 994.20.

Barrena, R., & Sanchez, M. (2009). Using emotional benefits as a differentiation
strategy in saturated markelfsychology and Marketin@6(11), 10021030

Bengtsson, A., Bardhi, F., & Venkatraman, M. (20H)w global brands travetith
consumersinternational Marketing Review27(5), 519540

Bitner, M. J., Ostrom, A., & Morgan, F. N. (2008ervice blueprinting: A practical
technique for service innovatio@alifornia Management Review((3), 6694.

Bowman, C. &aulkner, D. (1997), Competitive and Corporate Strategydon:

Irwin

Carpenter, G. S. (1989). Perceptual Position and Competitive Brand Strategy in a Two
Dimensional, TweBrand MarketManagement Scienc@5(9), 10291.044.

Carpenter, G.S. (198%yonsumer Preference Formation and Pioneering Advantage,
Jounal of Marketing ResearcBg(3), 285298

Carroll, J.D., &P.E. Green. 1997. Psychometric Methods in Marketing Research: Part
[I, Multidimensional Scaling. Journal of Marketing Research 34 (232204

&KDQ 5 < RQJ < %DQN JHQHULF VWUDWHJILH
in an international banking centémternational Business Revie®(56), 561590
Christensen, C.M. & Bower, J.L. (199&ustomer power, strategic investment arel th
failure of leading firmsStrategic Management Journdl7(3), 197218

D. Banker, R., Mashruwala, R., & Tripathy, A. (201Bhes a differentiation strategy
lead to more sustainable financial performance than a cost leadership strategy?
Management Decisn, 52(5), 872896

Davis, S. M. (2000)Brand Asset Management: Driving Prtdble Growth Trough
Your Brands San FranciscalosseyBass Inc

Dawar, N. & BaggaC. K.(2019. A Better Way to Map Brand Strategkiarvard
Business Reviev@3(6), pp. 9697

Desarbo, W., Degeratu, A. M., Wedel, M., & Saxton, M. K. (2001).
Thespatialof representationf market informationMarketing Science20(4),426-

441

104



20. Dess G.G. and Davis, R.S. (19843 RUWHU TV JHQHULF VWUDWHJI
of strategic groupmembership and organizational performanceéAcademy of
Management JournaR7@), pp. 647488

21. Dickson, P. R., & Ginter, J. L. (198 Nlarket Segmentation, Product Differentiation,
and Marketing Strategyournal of Marketing51(2), 140.

22. Edelman, D. C., &Singer, M. (2015). Competing on customer journéiavard
Business Review, @3l), 884.00.

23. Faulkner, D., & Bowman, C. (1992). Generic strategies and congruent organisational
structures: Some suggestioasiropean Management Journdlo(4), 494500.

24.  Filieri, R. (2015). From marketriving to marketdriven. Marketing Intelligence &
Planning 33(3), 238257

25. Forbes, Dostupno na [https://www.forbes.com/powerfyl
brands/Ist/#tab:rank_search:starbufkévoreno 8.9.2019

26. Forbes.com, dostupno nhattps://www.forbes.com/powerfiirands/lis§ otvoreno
17.09.20109.

27. Forbes.com, dostupno [mtps://www.forbes.com/sites/chuckjones/2018/03/02/apple
continuesto-dominatethe-smartphoneprofit-pool/#71e1911561hb otvoreno
17.09.20109.

28. Frark, R.H. (2007), Microeconomics and behavior, 7th ed, New York:Mc&idw

29. Gentile, C., Spiller, N., & Noci, G. (200Mlow to Sustain the Customer Experience:
European Management Journ&5(5), 395410.

30. Gilmore, J. H.,, & Pine, B. J. (2002). Differentiating Hospitality Operations via
Experiences Why Selling Services Is Not Enoughhe Cornell Hotel and Restaurant
Administration Quarterly43(3), 8796.

31. Gower, J., Groenen, P. J. F., Van de Velden, M.ige¥, K. (2010)Perceptual Maps:
The Good, the Bad and the Ugly, ERIM Report Series Reference Ne2ER®11-

MKT. Dostupno nghttps://ssrn.com/abstract=1572196

32. Green, R.F., Lisboa, J. &asiQ 0 O S3RUWHUTV JHQHULF
3 R U W Eurbp@dn Business RevigWol. 93 No. 2, pp. 40.

33. Hair, J.F., Black W.C., Babin, B.J& Anderson, R.E. (2014)Multivariate data
analysis: Pearson new international editidissex: Pearson Education Limited

34. Hair, J.F., Celsi, M., @inau, D.J., Bush, R.P. (2016kEssentials of Marketing
Research4ed., New YorkMcGraw-Hill Education

35. Halvorsrud R.,Kvale, K., Folstad A. (2016. Improving service quality throumg
customer jorney analysisJournal of Service Theory and Practi@§(6), 840867

36. Hassan, S., Zaleha Ahmad Nadzim, S, & Shiratuddin, N. (2015). Strategic Use of Social
Media for Small Business Based on the AIDA MoéRbcedia- Social and Behavioral
Sciencesl172,262-269

37. Hlavacka, S.M Bacharova, L., Rusnakova, V. & Wagner, R. (20(@grformance
LPSOLFDWLRQV RI 3SBRUWHUYV JHQ Hduin&l of Mabagamend LHV L Q
in Medicine 15(1), 4466

38. Hoffman, D. L., & Franke, G. R. (1986). Correspondence Analys@raphical

Representation of Categorical Data in Marketing Resealahrnal of Marketing
Research23(3), 213227

105



39.

40.

41.

42.

43.

44,

45,

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

Huang, J., Newell, S., Poulson, B., & Galliers, R. D. (2007). Creating Vaoe a
commodity process: a case study of a call cedtmirnal of Enterprise Information
Management20(4), 396413.

Janiszewska, K Insch, A. (2012 he strategic importance of brand positioning in the
place brand concept: elements, struetand aplcation capabilities Journal of
International Studiesx(1), 9-19.

Jaworski, B., Kohli, A., & Sahay, A. (2000). MarkBtiven Versus Driving Markets.
Journal of The Academy of Marketing Scierg&1), 4554

Johan Lanseng, E., & Erling Olsen, L. (201B)and alliances: the role of brand
concept consistencfuropean Journal of Marketingt6(9), 11084.126.

Kahneman, D., &versky, A. (1979). Prospect theory: An analysis of decision under
risk. Econometrica47, 263291

.HVLUO 7 .3RQDa®PRWMU RagrepBdeco

Kharub, M., & Sharma, R. (201 .omparative analyses of competitive advantage
using Porter diamond model (the case of MSMEs in Himachal Pradesh)
Competitiveness Revie7(2), 132460.

Kharub, M., Mor, R. S., & Sharma, R. (2018he relationship between cost leadership
competitive strategy and firm performanci®urnal of Manufacturing Technology
Managementn press

Kharub, M., Sharma, R.K. (2016)investigating the role of Porter diamond
determinants for competitiveness in MSMHsjernational Jouranl for Quality
Researchl10(3) 471486

Kim, L. & Lim, Y. (1998). Environment, generic strategies, and performance in a
rapidly developig country: a tagnomic approachAcademy of Management Journal
Vol. 31, pp. 8027

Klaus, P. &Maklan, S. (2012) EXQ: A Multipkitem Scale for Assessing Service
ExperienceJournal of Service Managemeg1), 5-33

Koetz, C. (2019)Managing the customer experiencebeaudy retailer deploys all
tactics Journal of Business Strategy0(1),10-17

Kohli, A. K., & Jaworski, B. J. (1990). Market Orientation: The Construct, Research
Propositions, and Managerial Implicatiodsurnal of Marketing54(2),1-19

Kotler, P. andKeller, K. (200§. Marketing Managemeni2th Edition New Jersey:
Prentice Hall

Kotler, P. andKeller, K. (2015. Marketing ManagementLl5th Edition,New Jersey:
Prentice Hall.

Kotler, P. & Armstrong G. (2004 Principles of Marketing10th EditionNew Jersey:
PearsorPrentice Hall

Kotler, P. (2000 Marketing Managemen10" Edition, New York: PersorPrentice
Hall, Upper Saddle River

Kumar, N., Scheer, L., & Kotler, P. (2000). From market driven to market driving.
EuropeanManagement Journall8(2), 129442.

Kumar, V., Jones, E., Venkatesan, R. & Leone, R. (2011). Is Market Orientation a
Source of Sustainable Competitive Advantage or Simply the Cost of Competing?.
Journal of Marketing75(1),16 80.

106



58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.
74.

75.
76.

77.

78.

79.

80.

Lamb, C.W., Hair, J.F., MDaniel, C., (2016 MKTG10 *Principles of Marketing
Boston:Cengage Learning

Lemon K.N. andVerhoef P.C. @016§. Understanding Customer Experience
throughout the Customer Journdgurnal of Marketing80, 6996

Levitt, T. (1980). Marketing success through differentiatforof anything.Harvard

Business RevieWw8(1), 83 91

Li, J. & Yu, H. (2013) An innovative marketing model based on AIDA: A Case from

E-bank Campusnarketing by China Consutruction BamBusiness 5, 4751

IDQDF YULMHGQRVWL X PHGLMVNRM LQGXYV
vrijednosti u postindustrijskom razdoblj, ERUQLN VYHXphIL-QZEOW D /LEHUWI
Meyer, C., & Schwager, A. (20Q7Understanding Customer Experienklarvard

Business Revie5(2), 116126

IRILG -

OLFKDHOVRQ

' DQG G6WDFNV ' S6WDQGDUGL.

PHDVXUHPHQW D PuBlicHREI&ions DownaB(g), 1-22.

Murray, A. I. (1988).3 & RQWLQJHQF\ 9LHZ RI 3RUW Hdddemy3*HQHU L
of Management Review3(3), 390400.

Narver, J. C., & Slater, S. F. (1990). The Effect of a Market Orientation on Business
Profitability. Journal of Marketing54(4), 2635

Net Marketshare, dostupno|htps:/bit.ly/2kIVhNr| otvoreno 17.09.2019.

O'Connor D. E. (2004)rheBasics of EconomicsNestport, CTGreenwood Press
Pashootanizadeh, M. and Khalilian, S. (2018), "Application of the AIDA model",
Information and Learning Sciencelsl911), 635651

Patricio, L., Fisk, R. P., & Falcdo e Cunha, J. (2008). Designing-Mitttiface Service
ExperiencesJournal of Service Research0(4), 318334.

PertusaOrtega, E. M., Molin&Azorin, J. F. & ClavetCortes, E. (2009)Competitive
Strategies and FIrMmM PERFUPDQFH $ &RPSDUDWLYH $QDO\WVLYV RI 3X
in-The OLGGOHYT 6WUDW H J L Brikish. Jput & bfManagemer@oR) pp.

508523

Pine, B.J. and Gilmore, J.H. (1998)elcometo theexperience economyHarvard
Business Review6(4), 97105.

PogorzelskiJd. (2018, Prelims Managing Brands in 4[Emerald Publishing Limited
Porter, M. E. (1980)Competitive strategy: techniques for analyzing industries and
competitorsNew York, Free Press

Porter, M. E. (1996). What is stratégyarvard Business Review4(6) 6178.

Porter, M.E. (1985)Competitive Advantage: Creating and Sustaining Superior
PerformanceNew York: Free Press.

Porter M.E. 200]) Strategyand thenternet Harvard Business Reviewd(3): 62+

78, 164

Porter, M.E. (2008). The Five Competitive Forces That Shape Stréd#agyard
business review86(1),78-93, 137.

Poulson, B(2002)An examination of the logic applied to commtpdbusiness
processes adoptiom case study approacRhD thesis, Universitof Warwick.

UHYLALU

21U HW L@sndévé mapketing&Zagreb: Adverta, str. 112.

107



8l. 3UHYLALUO - 2]UHWL U M&Ieth@ 2.izmijenjeno i dopunjeno izd.,
Zagreb:Adverta

82. Ramani, G., & Kumar, V. (2008). Interaction Orientation and Firm Performance.
Journal of Marketing72(1), 2745.

83. Rawson, A., Duncan, E., Jones, C. (2013). The truth about customer
experienceHarvard Business Reviewl(9), 9098

84. Renko, N. (2005)Strategje marketingaZagreb: Naklada Ljevak

85. Ries,A. & Trout, J. (1982)Posititioning: the Battle for Your MindNew York: Warner
Books

86. Saad, G., Gill, T. (2000)Applications of Evolutionary Psychology in Marketing,
Psychology & Marketing17(12),10051034

87. Samuelson P. andNordhaus W. (2009. Economics 19th Edition, New York:
McGraw-Hill

88. Schmitt, B. (1999). Experiential Marketingpurnal of Marketing Managemerit5(1
3), 5367.

89. Schwarz, G., & Tversky, A. (1980Q0n the reciprocity of proximity relationgournal
of Mathematical Psycholog®2(3), 154.75.

90. Slater, S. F., & Narver, J. C. (2000). The Positive Effect of a Market Orientation on
Business ProfitabilityJournal of Busiess Researc8(1), 6973

9. 6ODWHU 6 ) 20VRQ (O SODUNHWLQJTV &RQWUL
%XVLQHVV 6WUDWHJ\ $Cbtrigke§ic Manade@ert QoD (LLY,”
10551067

92. Stankevich, A., (2017)Explaining the Consumer Daton-Making Process: Critical
Literature ReviewJournal of International Business Research and Marke&§g), 7-

14.
93. Statistacom, dostupno nghttps://www.stéista.com/statistics/216459/globalarket|
| shareof-appleiphone/ otvoreno 17.09.2019.

94. Steffire, Volney J. (1969Market Structure Studies: New Products for Old Markets
and New Markets (Foreign) for Old Product®m Application of the Sciences in
Marketing, F. M. Bass, C. W. King, and E. A. Pessimer, eds. New York: John Wiley &
Sons, 25368.

95. Stein, A., & RamaseshaB. (2016). Towards the identification of customer experience
touch point elementgournal of Retailing and Consumer Servicg8, 819

96. Stewat T. A., 1997 Intellectual Capital: The new wealth of OrganisatiohNew

97. Stonehouse, G., & Snowdon, B. (200Zpmpetitive Advantage Revisited: Michael
Porter on Strategy and Competitiveneksurnal of Management Inquirt6(3), 256t
273.

98. Tallon, P. P. (2008). Stuck in the Middle: Overcoming Strategic Complexity through
IT Flexibility. Global Journal of Flexible Systems Managemé), 19

99. 7 OS X $ %RUFRU ' -oriented&arkatiRgRaistthtegy that
guarantees success: Btacks and Mcdonald8ulettin of the Transilvania University
of Brasov 4(53), No.1, 5158

100. Techwalls, dostupno fatps://www.techwalls.com/productierostsof-smartphone$/

otvoreno 17.09.2019.
108



101.

102.

103.

104.

105.

106.

107.

108.

109.

110.

111.

112.

113.

Tegarden, D. P. (1999). Business information visualizat@mmunications of the
Association for Information Systeni4), 1-37

Thampapillai, D. J. (2010Rerfect competition and sustainability: a brief note.
International Journalbf Social Economi¢837(5), 384390.

Thompson, A.A., Strickland, A.J. (2003trategic Management: Concept and Cases,
New York McGraw-Hill Higher Education

Thompson, P. (2012)he Relationship between Unit Cost and Cumulative Quantity
and the Evidencefor Organizational Learningy-Doing. Journal of Economic
Perspectives26(3), 203224.

Tversky, A., & Hutchinson, J. W. (198@Yearest neighbor analysis of psychological
spacesPsychological Revievd3(1), 322.

Varadarajan, R. (2009%trategic marketig and marketing strategy: domain,
definition, fundamental issues and foundational premidasrnal of the Academy of
Marketing Science38(2), 119440.

Varian, H. R. (1989)Chapter 10: Price discriminatiordandbook of Industrial
Organization Volume 1, 597654,

Walker, O. C., Boyd, H. W., & Larreche, J. C. (199darketing strategy: Planning
and implementatianChicago, IL:Irwin

wind, Y. (1978). Issues and Advances in Segmentation Resédatchal of Marketing
Research15(3), 317337

Wright, P. (1987). 3$ UHILQHPHQW R 3R Btitehi¢c fWanagémem WHJILH
Journal Vol. 8, pp. 93101

Wright, T. P. (1936)Factors Affecting the Cost of Airplanesiournal of the
Aeronautical Science8(4), 122428.

Ycharts.com, dostupno hétps://ycharts.com/companies/AAPL/market_|aatporeno
17.09.20109.

York: Doubleday.

Yuan, 3Y., Wang, M., Yuan, XM. (2016). Analysis for Cost Leadership Strategy and
Core Competitiveness Points of IKEA COEStech Transactions on Economics and
Management dostupno na http://dpk

proceedings.com/index.php/dtem/article/view/4157/3 6@foreno 01.09.2019.

109



POPIS TABLICA

TablL F D 2GQRV SULYODpQRVWL VHIPHQWD L VQDJH WYUWN
7TDEOLFD 5D]JOLNH L]JPHYyX NOMXpQLK NRPSHWHQFLMD L FR

Tablica3.2JUDQLpHQMD SUL VWYDUDQMX SHUFHSFLMVNRJ PRQF

POPIS PRIKAZA

SULND] *HQHULpNH VWUDWHJILMH 0O 3RUWHUD

Prikaz 2. OANORSHUDWLYQH HILNDVQRVWL L VWUDWHANRJ SR]LFL
Prikaz 3. Odnos izvora i mjerljivosti vrijednosti

Prikaz 4. Lanac vrijednosti

SULND] 5D]J]OLNH L]PHYyX VWYDUQH L SHUFLSLUDQH YULMH:
Prikaz 6. Percepcijska mapa

Prikaz 7. Percepcijska mapa

PrLND] ,GHDOQD WRpND QD SHUFHSFLMVNRM PDSL

SULND] SBHUFHSFLMVND PDSD V LGHDOQLP WRpPpNDPD SRJR
SULND] SUHIHUHQFLMH SRWURA&DpPpD SULOLNRP VWYDUDQ
SULND] SUHIHUHQFLMH SRWUR aDnpripvdstRaeenX Watddgoie©O M HP S
proizvoda

SULND] .ULYXOMD SRWUDAaQMH X VOXpDMX VDYUAHQH NR:
SULND] .ULYXOMD SRWUDaQMH QD WUaLaAWX QHVDYUAaHQF
3ULND] 7U8L4Q0L XGLR RSHUDWLYQLK VXVWDYD QD UDpXC

Prikaz 15. Koncept ukupnqgoizvoda
SULND] SURFHVY GRQRaAHQMD RGOXNH R NXSRYLQL
Prikaz 17. Proces spoznaje potrebe

SULND] 8]DVWRSQL VNXSRYD XNOMXpHQL X SURFHV GRQF

110



Prikaz19. KoraciL]PHYyX YUHGQRYDQMD DOWHUQDWLYD L NXSRYLQ
Prikaz 20. Procesirednovanja kupovine

Prikaz 21. AIDA model

Prikaz 22 Service blueprinkomponente

SULND] 2VQRYQL HOHPHQWL WUALaAaQH RULMHQWDFLMH
SULND] 'YD REOLND WUaLdQH RULMHQWDFLMH

Prikaz 25. Razvoj ekonomske vrijednosti

Prikaz 26. Razvoj ekonomske vrijednossklopu proizvodnje kave

SULND] BWUXNWXUD LVWUDALYDQMD

111



PRILOZI

Prilog 1. Podsjetnik za intervju

BANKA

1. OLVOLWH OL GD MH SRWUHEQR ELWL UD]JOLpLW QD WwWuUal
da bi banka uspjela?
2. 'D OL MH EDQND X NRMRM UDGLWH GUXJDpLMD RG GUXJ

a. Ako nije

i. 3BRVWRML OL EDQND NRMD MH GUXJDpLMD™
1. 3R pHPX MH RQD GUXJDpLMD" &aWR MH JOD®
b. Akoje
i. aWR MH JODYQL L]YRU L |DawR™
1. 1D aWR VH VWDYOMD QDJODVDN SULOLNRP
proizvoda? POW RML OL QHND VWYDU SUHPD NRM|
cijela ponuda?
3. 3URFHVL YH]DQL ]D AFXVWRPHU MRXUQH\3 X NRPSDQLM

a. Kako je strukturiran odjel marketinga u banci/odjel koji je fokusiran na
LVNXVWYR SRWURADpPD"

b. U koje dijelove lanca vrijednosti se marketingupilH SUL VWYDUDQMX
SRQXGH YULMHGQRVWL ]|D SRWURADpPD" .ROLNX VOF
SRWURA&DpPD"

i. U odjelu razvoja proizvoda, koji je stupanj kooperacije s CX odjelom?
i. 8 NRMRM PMHUL SRGUXAaQLFH EDQDND LPDMX V
kreaciji korisQLpNRJ LVNXVWYD"

c. 1D NRML QDpLQ VH PMHUL LVNXVWYR SRWUR&DpD"

i. 1D NRML QDpLQ VH SULVWXSD UMHADYDQMX RG
GD SRVWRMH NRG SRWUR&DpPD"

d 1D NRMH QDpLQH SUHGYLYDWH L XWYUyXMHWH SUR

e. .RML GLR NEBXWRYLDPARD NRULVQLND YDP MH QDMEL

f. . DNR VH WUaLaAWH VHJPHQWLUD"

g *UDGL OL VH LVNXVWYR SRWUR&aDpPpD SUHPD SURL]YI

h. =D NRMH SURFHVH X EDQFL EL UHNOL GD VX VWHUL
korisnika?

i. .ROLNR YDRJIJGD®DYDYD X SRVORYDQMX"

KONKURENCIJA

1. .ROLNR MH YDAaQR LPLWLUDWL WUAL3dQH SRQXGH"
2. 1D NRML QDpLQ RVLIXUDYDWH GD VH QDMEROMH SUDNV\
3. 8 NRMLP DNWLYQRVWLPD VPDWUDWH GD NRQNXUHQFLM
4. 3UL R G U Hvjdtardoriudé Xoju ima relativno svaka banka (primjerice zajam za
kredit)- NROLNR XWMHpPpH SRQXGD NRQNXUHQWVNLK EDQDN
5 UNRMRM PMHUL VX 3D\3DO L ILQWHFK VWDUWXSRYL NR(
posluju?
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a. % .7 awR VPDWUDWH GBRMHNRREKMX VXQ] QI DHPMIQIWV ]
SRWURabpLPD D GD EDQND WR QH SRVMHGXMH"
b. aWR VPDWUDWH QD NRMH WU&L&WH SRWURADpPL VP

754,47

=

8 NRMRM PMHUL VPDWUDWH GD SRWUR&DpPL SHUFLSLUD
2. ORAHWH OL QDYHVWL QHNHD&NHPBQMRHM 8 RBIXNGH. W B a6 D
SRWURaADpD GLIHUHQFLUDQH D NRMH VX QHGLIHUHQFL
3. aWR VPDWUDWH GD MH SRWURADpPpLPD QDMELWQLMH N
RVRED X]LPD NUHGLW &WR MRM MH SUYD VWYDU R N
vrednuje alternative banaka?
4. .ROLNR PLVOLWH GD MH SRWUR&DpPLPD ELWQR LVNXVWY
5. 6PDWUDWH OL GD EL SRWURAaADpL ELOL VSUHPQL SODWL
percipirali boljim?
aWwR UH QDMYLAH XWMHFDW Ia D EBRGC I LY RQW X \ENDQWD YD
awR VPDWUDWH GD MH SRWUR&DpLPD QDMELWQLMD ID]I
awR PLVOLWH NDNR SRWUR&DpL SHUFLSLUDMX RQOLQF
kao konkurenciju bankama?
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