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Sazetak: Istrazivanje je imalo za cilj identificirati povezanost ponovljene kupnje stude-
nata s dosadasnjim kupovnim zadovoljstvom, procjenom korisnosti ponuda, pracenja
preporuka i recenzija drugih kupaca te osjecajem sigurnosti i zasticenosti studenata
na internetu. U istraZivanju je sudjelovao 101 student: studenti iz STEM podrucja,
studenti drustvenih i humanistickih znanosti. Kao metoda prikupljanja podataka ko-
risteno je online anketiranje. Potvrdene su Cetiri polazne hipoteze: identificirana je
statisticki znacajna povezanost izmedu zadovoljstva online kupovinom i koristenja
platformi za ponovljenu online kupovinu u buducnosti. Dokazana je statisticki zna-
¢ajna povezanost izmedu procjene korisnosti ponuda proizvoda putem online portala
i buducih namjera koristenja platformi za online kupovinu. Potvrdena je statisticki
znacajna povezanost izmedu namjere koristenja platformi za online kupovinu u buduc-
nosti i pracenja preporuka misljenja drugih ljudi (dostupne recenzije). Potvrdena je
i znacajna povezanost izmedu osjecaja zasticenosti i sigurnosti prilikom online kupo-
vine i namjera ponavljanja online kupovine putem interneta u buducnosti. Ovi nalazi
imaju prakticnu primjenu za tvrtke koje razvijaju online kupovinu u segmentu B2C.

Kljucne rijeci: hrvatski studenti, kupovno ponasanje, ponovljena online kupnja, sigur-
nost online kupovine

JEL Klasifikacija: L81, D12, E21, M31

uvobD

Nove generacije mladih potrosaca sklone su koristenju drustvenih mreza, virtu-
alnom svijetu. Dodatan argument kao prilog istrazivanju studenata i online kupovine
jest ¢injenica da u ukupnoj svjetskoj populaciji raste udio generacija koje sasvim dobro
funkcioniraju u virtualnom okruzenju. Problem s kojim se susre¢u poduzetnici koji
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posjeduju online portale za kupovanje jest porast medusobne konkurencije i vaznosti
privlacenja i zadrzavanja kupaca u smislu ponovljene kupnje te s tim povezanih ¢im-
benika koji pridonose poticajima za ponavljanje kupnje na odredenoj online platformi
u buduénosti.

Stoga osnovni motiv za provodenje istrazivanja jest identificirati na koji nacin
je ponovljena kupnja povezana sa kupovnim zadovoljstvom, procjenom korisnosti po-
nuda, preporukama i recenzijama drugih korisnika te sigurnoscu i zasticenosti kori-
snika na internetu. Nalazi istraZivanja trebali bi posluziti tvrtkama u segmentu B2C, u
jacanju fokusa prema korisnicima, u stvaranju pozitivnog online kupovnog iskustva.
Osim prijasnjih elemenata koji su vezani uz proizvod, cijenu, distribuciju i promociju,
marketinski miks u svome digitalnom okruzenju razlikuje se od marketinskog miksa
koji je svojstven za tradicionalne oblike trgovine, kroz tri dodatne razine: ljudi, dokazi
i procesi. U procesima fokus je stavljen na kupca, online potporu, a u dokazima fokus
je na iskustvu koje kupac ima s pojedinom markom te online iskustvu (Kartajaya,
Kotler, & Hooi, 2019).

Podrucje predmeta istrazivanja definirano je temeljem pracenja dosadasnjih
istrazivanja. Kako je namjera ponovljene kupnje putem online portala u buduénosti
korelirana sa zadovoljstvom ispitanika prethodnom online kupovinom, procjenom ko-
risnosti ponuda proizvoda, koriStenjem preporuka i recenzija korisnika te osjecajem
sigurnosti i zasti¢enosti prilikom obavljanja online kupovine.

U tom smislu postavljena su istrazivacka pitanja, ciljevi istrazivanja te hipoteze:

Tablica 1. Prikaz istrazivackih pitanja, ciljeva i hipoteza

Istrazivacko pitanje 1. Postoji li Istrazivacki cilj 1. Potrebno je Hipoteza 1:Identificirana je
povezanosti izmedu zadovoljstva  utvrditi postojanje ili nepostojanje  statisti¢ki znacajna povezanost
online kupovinom i koristenja statisticki znacajne povezanosti izmedu zadovoljstva online
platformi za online kupovinu u izmedu zadovoljstva online kupovinom i koristenja platformi
buduénosti? kupovinom te namjere koristenja  za ponovljenu online kupovinu u
platformi za ponovnu kupovinuu  buduénosti.
buducnosti.
IstraZivacko pitanje 2. Postoji li Istrazivacki cilj 2. Potrebno je Hipoteza 2: Identificirana je
povezanost izmedu procjene utvrditi postoji li ili ne statisticki statisticki znacajna povezanost
korisnosti ponuda proizvoda znacajna povezanost izmedu izmedu procjene korisnosti
putem online portala i buducih procjene korisnosti ispitanika ponuda proizvoda putem online
namjera koristenja platformi za ponudama koje se nude na online portala i buducih namjera
online kupovinu. portalima i namjere ponavljanja  koristenja platformi za online
online kupovine naistom online  kupovinu.
portalu.
IstraZivacko pitanje 3. Postoji Istrazivacki cilj 3. Potrebno je Hipoteza 3: Hipoteza 3:
li povezanost izmedu namjere utvrditi postoji liili ne statisticki ~ Identificirana je statisticki znacajna
koristenja platformi za online znacajna povezanost izmedu povezanost izmedu namjere
kupovinu u budu¢nosti i pracenja  namjere koristenja platformi za koristenja platformi za online
misljenja drugih ljudi (dostupne  online kupovinu u buduénosti i kupovinu u buduc¢nosti i pracenja
recenzije) pracenja misljenja drugih ljudi misljenja drugih ljudi (dostupne

(dostupne recenzije) recenzije).
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Istrazivacko pitanje 4. Postoji Istrazivacki cilj 4. Potrebno je Hipoteza 4: Identificirana je
li povezanost izmedu osjecaja utvrditi postoji li i ne statisticki statisticki znacajna povezanost
zasticenosti i sigurnosti prilikom  znacajna povezanost izmedu izmedu osjecaja zasticenosti
online kupovine i namjera osjecaja zasti¢enosti i sigurnosti i sigurnosti prilikom online
ponavljanja online kupovine prilikom online kupovine i kupovine i namjera ponavljanja
putem interneta u buduénosti. namjere ponavljanja online online kupovine putem interneta u
kupovine putem interneta u buduénosti.
buduc¢nosti.

lzvor: autorice istrazivanja

Ovaj rad ima Sest cjelina. U uvodu su, kao $to je ve¢ prikazano, objasnjeni mo-
tivi za istrazivanje, istrazivacki problem, podrucje istrazivanja, pregled istrazivackih
pitanja, ciljeva istrazivanja te postavljenih hipoteza. Preostali dio rada strukturiran je
na slijedec¢i nacin: u drugom dijelu rada prikazuju se nalazi dosadasnjih istrazivanja.
Treci dio odnosi se na metodologiju istrazivanja. U metodologiji istrazivanja opisana
je metodologija istrazivanja po fazama, uzorak i na¢in prikupljanja odgovora anketom
te metodologija obrade odgovora ispitanika. Tre¢i dio se odnosi na empirijske podatke.
Prikazani su podaci dobiveni statistickim procedurama. U Cetvrtom dijelu prikazuju
se su rezultati istrazivanja te usporeduju sa dosadasnjim istrazivanjima, uz pojaSnje-
nje koje znacenje i primjenu imaju rezultati te preporuke za daljnja istrazivanja. Rad
zavr$ava zakljuckom s oc€itovanjima o polaznim istrazivackim pitanjima, ciljevima i
polaznim hipotezama, ocjeni dobivenih rezultata istrazivanja, implikacijama i znacaju
provedenog istrazivanja, uz osvrt na identificirana ogranicenja prilikom provodenja
istrazivanja koja su ugradena u preporuke za buduca istrazivanja.

PREGLED LITERATURE

Studentska populacija postaje sve znac¢ajniji potrosacki segment na trzistu proi-
zvoda 1 usluga. Stoga je poznavanje njihovih potrosackih obiljeZja nuzno za poduzeca
koja nude proizvode i usluge (Horakova, 2015). Iako je online kupovanje danas najbrzi
rastuc¢i fenomen, ugovor s kupcem zakljucuje se pristankom kupca na kupovinu, pri-
hvacanjem ponude, a web stranica prodavatelja jedan je od kanala pomoc¢u kojega pro-
davatelj dolazi do kupca i obrnuto (Marks, 2006, str. 276) . Poduzeca trebaju uvazavati
virtualnu perspektivu odnosa sa svojim kupcima, te se orijentirati na aplikacije i soci-
jalne mreze koje mladi ljudi koriste svakodnevno (Bezic, Gasparini, & Bagaric, 2009).

U zadnje vrijeme uoc¢ava se rastu¢i znacaj mobilnih aplikacija. Istrazivanje ko-
risnosti mobilnih aplikacija u svrhu impulsne kupnje studentske populacije istrazeno
je na uzorku studenata u Poljskoj (n=500) gdje je potvrdeno da studenti koji su manje
osjetljivi na cijene, u manjoj mjeri reagiraju na poticaje za impulsnu kupnju i obrnuto
(Stefanska & Smigielska, 2020). Zadovoljstvo s online kupovinom povezano je s na-
mjerom kupovanja u buduénosti (Teo, Lim, & Lai, 1999; Abdul-Muhmin, 2010; Chen,
Shang, & Shu, 2014).

Korejsko istrazivanje na uzorku od 1.278 ispitanika identificira povezanost za-
dovoljstva informacijama na web portalu sa lojalno$¢u web portalu u buduénosti pri-
likom online kupovine. Na zadovoljstvo web portalom za kupovinu utjece kvaliteta i
korisnost informacija koja se tamo nudi. Stoga je procjena zadovoljstva informacija-
ma i odnosima povezana s lojalno$¢u prema web portalu u buduénosti (Park & Kim,
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2006). Vaznost kvalitete i privlacnosti web portala za online kupovanje raste porastom
broja i konkurencije medu online portalima. Istrazivanje Vojvodi¢ i drugih ukazuje da
je Cista impulsna kupnja pozitivno korelirana s visokom kvalitetom i atraktivnoscu
web stranice (Vojvodié, Sosié, & Zugié, 2018)

Vazno je pridodati i ulogu preporuka i recenzija koje kupci na online portalima
prate. Ovim istrazivanjem jedan od ciljeva jest utvrditi koliko su mladima pri odluci-
vanju o kupnji vazne preporuke i iskustva drugih kupaca u obliku dostupnih recenzija.
Chen i dr. istrazuju utjecaj preporuka i recenzija na impulsnu kupnju i dokazuju pozi-
tivnu vezu izmedu recenzija korisnika i kupnje (Chen, Lu, Wang, & Pan, 2019).

Budu¢i da zivimo u vremenu virtualne stvarnosti, vazan je osjecaj sigurnosti i
zasti¢enosti u virtualnom svijetu, a posebno se to odnosi na sferu kupovanja, nov€anih
transakcija, sigurnosti i zastite podataka koje kupci ostavljaju u sklopu svog digitalnog
traga. Kupci koji se osjecaju zasti¢eno i sigurno prilikom online kupovine iskazuju
namjeru ponavljanja online kupovine u buduénosti (Bart, Shankar, Sultan, & Urban,
2005; Liu, Guo, Lee, & C. H., 2011; Rita, Oliveira, & Farisa, 2019; Trivedi & Yadav,
2018).

Elektronicko placanje omogucilo je razvoj online kupovine, te uz moguénosti
placanja internet bankarstvom tu su jo§ i m-bankarstvo ili mobilno bankarstvo (Cavar,
Batos, & Nemsi¢, 2009). Prema dostupnim podacima o istrazivanju o perspektivama
mobilnog bankarstva u Republici Srbiji uocava se da je 74 % ispitanika zadovoljno
uslugama mobilnog bankarstva, iako njih 38 % ispitanika ne koristi usluge mobilnog
bankarstva (Todi¢ & Daji¢, 2018, str. 32). Zaklju€eno je u spomenutom istrazivanju da
mobilnom bankarstvu tek predstoji razvoj.

METODOLOGIJA ISTRAZIVANJA

Polaze¢i od istrazivackih pitanja i ciljeva analizirana su objavljena istrazivanja,
te je identificirana 21 varijabla koja je uvrStena u anketni upitnik.

Slika 1. Metodologija istrazivanja

1. faza:
Istrazivacka 2. faza: 3. faza:
P 1tavnj_a Lo Pregled literature Odabir varijabli
Istrazivacki ciljevi,
hipoteze |
\%

4. faza: 5. faza: 6. faza:
Kreiranje upitnika Prikupljanje > Faktorska analiza
s mjernom skalom podataka varijabli

|
\
3. faza: 9. faza:
7. faza: Ogranicenja u

N Interpretacija 5 ST
Testiranje hipoteza rezultata J
preporuke za

istrazivanja L
J buduca istrazivanja

lzvor: autorice istrazivanja
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Tablica 1. KMO i Bartlett test

Kaiser-Meyer-Olkin mjera adekvatnosti uzorkovanja ,803
Bartlettov test sferi¢nosti Approx. Chi-Square 838,901
df 171
Sig. ,000

Izvor: autorice istrazivanja

Varijable u upitniku su mjerene intervalnom ljestvicom (Likertova skala od 1-u
potpunosti se ne slazem do 5-u potpunosti se slazem). Nakon prikupljenih odgovora,
provedena je faktorska analiza. Podaci o KMO 1 Bartlett testu prikazani su u donjoj
tablici. Zadovoljen je kriterij KMO>0,6, Bartlett test sferi¢nosti ¥2 (171) =838,901, p
<.05.

Statisticka procedura obrade podataka radena je pomocu statistickog programa
IBM SPSS Statistics 25 na slijede¢i nacin:

1. U prvom dijelu obrade ispituje se normalitet distribucije odgovora ispitani-
ka. Koriste se numericke i vizualne metode. Od numerickih pokazatelja uzimaju se u
obzir podaci 0 mjerama asimetrije 1 zaobljenosti, Kolmogorov-Smirnov test (p>.05).
Prikazati ¢e se deskriptivna statistika varijabli u hipotezama, a vizualno su pregledani
histogrami varijabli, dijagrami stabla i lista, te Q-Q grafikoni (Horvat & Mijo¢, 2019).
Normalitet distribucije odreduje kasniju primjenu statistickih procedura za izracun ko-
relacija. Sve promatrane varijable koje su sadrzane u hipotezama testirati ¢e se Kolmo-
gorov-Smirnovim testom.

2. Nakon odabira parametrijskih ili neparametrijskih statistickih procedura sli-
jedi izracun koeficijenata korelacija te prikaz i interpretacija rezultata uz prihvacanje
ili neprihvacanje postavljenih hipoteza iz istrazivanja na statisticki znacajnom nivou
p<,05.

EMPIRIJSKI PODACI

Istrazivanje je provedeno medu studentskom populacijom na Sveucilistu u Sla-
vonskom Brodu, na studijskim programima Odsjeka za ekonomiju, Odsjeka za izo-
brazbu ucitelja, Strojarskom fakultetu, Biotehnickom odjelu. Upitnik je distribuiran
studentima u online obliku putem Google Forms obrasca. Ispitanicima je zajamcena
anonimnost pri anketiranju i naglasena je dobrovoljna moguénost odustajanja od dalj-
njeg istrazivanja u bilo kojem trenutku, Sto je ucinilo 17 ispitanika. Dobiven je 101
potpuni odgovor studenata od 1. do 5. godine studija, koji ¢ine uzorak ispitanika.

Ispitanici nisu mogli utjecati jedni na druge, te je time osiguran i preduvjet neo-
visnosti opazanja. Anketiranje je provedeno od 1.04.2021. do 13.04.2021. godine. Svi
ispitanici izjasnili su se da su imali prethodno iskustvo online kupovine putem interne-
ta, Sto ih ¢ini pogodnima za uzorak u istrazivanju.

Empirijski podaci hipoteze H1

U nastavku se prikazuju empirijski podaci koji su vezani uz istrazivacko pita-
nje, cilj 1 hipotezu H1. Cilj istrazivanja je utvrditi postojanje ili nepostojanje statisticki
znacajne povezanosti izmedu zadovoljstva online kupovinom te namjere koriStenja
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platformi za ponovnu kupovinu u buducnosti. U prvom dijelu obrade podataka daje se
pregled deskriptivne statistike odgovora ispitanika za dvije varijable koje sadrzi hipo-
teza H1, a potom i rezultati Spearmanovog koeficijenta korelacije ranga promatranih
varijabli.

Tablica 2. Deskriptivna statistika varijabli sadrzanih u hipotezi H1

Deskriptivna statistika Zadovoljan/na sam iskustvom U buducnosti ¢u koristiti i
Statistic online kupovine nadalje platforme za online
kupovinu
Std. Error Statistic Std. Error
Mean 4,03 0,074 4,20 0,094
95% Confidence Lower Bound 3,88 4,01
Interval for Mean Upper Bound 418 439
5% Trimmed Mean 4,08 430
Median 4,00 4,00
Variance 0,549 0,900
Std. Deviation 0,741 0,949
Minimum 1 1
Maximum 5 5
Range 4 4
Interquartile Range 0 1
Skewness -0,950 0,240 -1,341 0,240
Kurtosis 2,374 0,476 1,696 0,476

lzvor: autorice istrazivanja

Iako su vrijednosti sjecene aritmeticke sredine i aritmeticke sredine odgovora
priblizne, podaci o mjerama asimetrije i zaobljenosti upu¢uju na distribuciju razlici-
tu od normalne. K-S test za obje varijable je <.05. Vizualni pregledi Q-Q grafikona
promatranih varijabli upu¢uju na nalaz da distribucije odgovora ne slijede normalnu
distribuciju. Nadalje, Q-Q grafikoni detrendiranih normalnih podataka upucuju da
se podaci u pojedinim varijablama nalaze izvan intervala +/- 2 §to upucéuje na distri-
buciju razli¢itu od normalne. Stoga ¢e se koristiti Spearmanov koeficijent korelacije
ranga (r).
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Tablica 3. Spearmanov koeficijent korelacije ranga promatranih varijabli u hipotezi H1

Varijable: U buducénosti ¢u Zadovoljan/na sam
koristiti i nadalje iskustvom online
platforme za online kupovine
kupovinu

Spearman’s U buducnosti ¢u Correlation 1,000 ,616™

rho koristiti i nadalje Coefficient
platforme za online  Sjg. (2-tailed) 0,000
kupovinu N 101

** Correlation is significant at the 0.01 level (2-tailed).
lzvor: autorice istrazivanja

Identificirana je statisticki znacajna povezanost izmedu zadovoljstva online
kupovinom i koristenja platformi za online kupovinu u budu¢nosti (r=,616, p<,05).
Ispitanici koji su zadovoljni online kupovinom iskazuju namjeru da ¢e u buduénosti i
nadalje koristiti online platforme za kupovinu. Time je hipoteza H1 prihvacena.

Empirijski podaci hipoteze H2

U nastavku se prikazuju empirijski podaci koji su vezani uz istrazivacko pitanje,
cilj i hipotezu H2. Cilj istrazivanja je utvrditi postoji li ili ne statisticki znacajna poveza-
nost izmedu procjene korisnosti ispitanika ponudama koje se nude na online portalima
i namjere ponavljanja online kupovine na istom online portalu. U prvom dijelu obrade
podataka daju se podaci deskriptivne statistike za dvije varijable koje sadrzi hipoteza H2,
te rezultati Spearmanovog koeficijenta korelacija ranga promatranih varijabli.

Tablica 4. Deskriptivna statistika varijabli sadrzanih u hipotezi H2

Deskriptivna statistika Smatram da su ponude U buducénosti ¢u koristiti i
Statistic proizvoda putem online portala nadalje platforme za online
za kupovanje korisne kupovinu
Std. Error Statistic Std. Error
Mean 3,85 0,097 4,20 0,094
95% Confidence  Lower Bound 3,66 4,01
Interval for Mean Upper Bound 404 439
5% Trimmed Mean 3,92 4,30
Median 4,00 4,00
Variance 0,948 0,900
Std. Deviation 0,974 0,949
Minimum 1 1
Maximum 5 5
Range 4 4
Interquartile Range 2 1
Skewness -0,890 0,240 -1,341 0,240
Kurtosis 0,746 0,476 1,696 0,476

Izvor: autorice istrazivanja
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Podaci o vrijednostima aritmeticke sredine te sjeCene aritmeticke sredine upu-
¢uju da su one priblizne. No, podaci o mjerama asimetrije i zaobljenosti upucuju na
distribuciju razli¢itu od normalne. K-S test za obje varijable je <.05. Vizualni pregledi
Q-Q grafikona promatranih varijabli upucuju na nalaz da distribucije odgovora ne sli-
jede normalnu distribuciju. Nadalje, Q-Q grafikoni detrendiranih normalnih podataka
upucuju da se podaci u pojedinim varijablama nalaze izvan intervala +/- 2 §to upucuje
na distribuciju razli¢itu od normalne.

Tablica 5. Spearmanov koeficijent korelacije ranga promatranih varijabli u hipotezi H2

Varijable: Smatram da su ponude U buducénosti cu
proizvoda putem online koristiti i nadalje
portala za kupovanje platforme za online

korisne kupovinu
Spearman’s  Smatram da su Correlation 1,000 597"
rho ponude proizvoda Coefficient
putem online portala  Sig, (2-tailed) 0,000
za kupovanje korisne. N 101

** Correlation is significant at the 0.01 level (2-tailed).

Izvor: autorice istrazivanja

Identificirana je statisticki znacajna povezanost izmedu procjene korisnosti po-
nuda proizvoda putem online portala i budu¢ih namjera koristenja platformi za online
kupovinu (r =,597, p<,05). Ispitanici koji procjenjuju ponude proizvoda putem online
portala korisnijima, iskazuju budu¢e namjere ponovnog koristenja platformi za online
kupovinu. Time je hipoteza H2 prihvacena.

Empirijski podaci hipoteze H3

U nastavku se prikazuju empirijski podaci koji su vezani uz istrazivacko pitanje,
cilj i hipotezu H3. Cilj istrazivanja je utvrditi postoji li ili ne statisticki znacajna pove-
zanost izmedu odluke studenata o online kupovini u buduc¢nosti i prac¢enja dostupnih
recenzija 1 misljenja drugih korisnika o online kupovini.

U prvom dijelu obrade podataka daje se pregled deskriptivne statistike odgo-
vora ispitanika za varijable koje sadrzi hipoteza H3, a potom i rezultati Spearmanovog
koeficijenta korelacije ranga promatranih varijabli. Cilj je identificirati da li studenti
koji iskazuju namjeru online kupovine u buduénosti prate misljenja i dostupne recen-
zije drugih korisnika.
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Tablica 6. Deskriptivna statistika varijabli sadrzanih u hipotezi H3

Deskriptivna statistika U buduc¢nosti ¢u koristiti i nadalje Misljenja drugih ljudi (dostupne

Statistic platforme za online kupovinu recenzije) na drustvenim mrezama
utjecu na moju odluku o kupnji

Std. Error Statistic Std. Error

Mean 4,20 0,094 3,71 0,104

95% Lower 4,01 3,51

Confidence Bound

Interval for  ypper 439 3,92

Mean Bound

5% Trimmed Mean 430 3,78

Median 4,00 4,00

Variance 0,900 1,087

Std. Deviation 0,949 1,042

Minimum 1 1

Maximum 5 5

Range 4 4

Interquartile Range 1 1

Skewness -1,341 0,240 -0,801 0,240

Kurtosis 1,696 0,476 0,220 0,476

lzvor: autorice istrazivanja

Iako su vrijednosti sjecene aritmeti¢ke sredine i aritmeticke sredine za proma-
trane varijable priblizne, daljnjom analizom pokazatelja mjera asimetrije 1 zaobljenosti
upucuju na distribuciju razli¢itu od normalne. K-S test za obje varijable je <.05. Na-
dalje, vizualni pregledi Q-Q grafikona obje varijable upu¢uju na nalaz da distribucije
odgovora ne slijede normalnu distribuciju. Potom, vizualni pregledi Q-Q grafikona de-
trendiranih normalnih podataka upucuju da se podaci u pojedinim varijablama nalaze
izvan intervala +/- 2 §to upucuje na distribuciju razlic¢itu od normalne.

Tablica 7. Spearmanov koeficijent korelacije ranga promatranih varijabli u hipotezi H3

U buducnosti ¢u Misljenja drugih ljudi
Varijable: koristiti i nadalje (dostupne recenzije)
platforme za online na drustvenim
kupovinu mrezama utjecu na
moju odluku o kupnji
Spearman’s rho U buduc¢nosti ¢u Correlation 1,000 228"
koristiti i nadalje Coefficient
platforme za online  Sjg, (2-tailed) 1022
kUpOVinU N 101

* Correlation is significant at the 0.05 level (2-tailed).

lzvor: autorice istrazivanja
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Identificirana je statisticki znaCajna povezanost izmedu ispitanikovih namjera
online kupovine u buduénosti i prac¢enja misljenja drugih ljudi (dostupne recenzije na
druStvenim mrezama i (r=.288, p<.05). Mladi koji iskazuju viSu namjeru kupovine
putem online platformi u buducnosti u viSoj mjeri prate dostupne recenzije i misljenja
korisnika o online kupovini.

Empirijski podaci hipoteze H4

U nastavku se prikazuju empirijski podaci koji su vezani uz istrazivacko pitanje,
cilj i hipotezu H4. Cilj istraZivanja je utvrditi postoji li i ne statisticki znacajna pove-
zanost izmedu osjecaja zasti¢enosti i sigurnosti prilikom online kupovine i namjere
ponavljanja online kupovine putem interneta u buduénosti.

U prvom dijelu obrade podataka daje se pregled deskriptivne statistike odgovo-
ra ispitanika za varijable koje sadrzi hipoteza H4, a potom i rezultati Spearmanovog
koeficijenta korelacije ranga promatranih varijabli.

Tablica 8. Deskriptivna statistika varijabli sadrzanih u hipotezi H4

Deskriptivna statistika U buducénosti cu koristiti i nadalje Osjecam se kao potrosac
platforme za online kupovinu zasticeno putem online kupovine
Statistic Std. Error Statistic Std. Error

Mean 4,20 ,094 3,46 0,085
95% Confidence Interval for 4,01 3,29

Mean 439 3,62

5% Trimmed Mean 430 347

Median 4,00 3,00

Variance ,900 0,730

Std. Deviation ,949 0,855

Minimum 1 1

Maximum 5 5

Range 4 4

Interquartile Range 1 1

Skewness -1,341 ,240 -0,349 0,240
Kurtosis 1,696 A76 0,283 0,476

lzvor: autorice istrazivanja

Nalazi o vrijednostima aritmeticke sredine te sjeCene aritmeticke sredine za obje
promatrane varijable sadrzane u hipotezi upucuju da su one priblizne. No, podaci o
mjerama asimetrije i zaobljenosti upucuju na distribuciju razli¢itu od normalne. Tako-
der, K-S test za obje varijable je <.05. Vizualni pregledi Q-Q grafikona promatranih
varijabli upuéuju na nalaz da distribucije odgovora ne slijede normalnu distribuciju.
Nadalje, Q-Q grafikoni detrendiranih normalnih podataka promatrane dvije varijable
upucuju da se podaci u pojedinim varijablama nalaze izvan intervala +/- 2 §to upucuje
na distribuciju razli¢itu od normalne.
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Tablica 9. Spearmanov koeficijent korelacije ranga promatranih varijabli u hipotezi H4

U buduc¢nosti ¢u koristiti i Osjecam se kao potrosac
nadalje platforme za online  zasticeno putem online
kupovinu kupovine

U buduénosti ¢u Correlation 1,000 4447

koristiti i nadalje Coefficient

platforme za online  Sjg. (2-tailed) 0,000

kupovinu N 101

**_Correlation is significant at the 0.01 level (2-tailed).
lzvor: autorice istrazivanja

Identificirana je statisticki znacajna povezanost izmedu osjecaja zaSticenosti
prilikom online kupovine i namjera ponavljanja online kupovine putem interneta u
buducnosti (r =.444, p<.05). Mladi koji se osjecaju zaSti¢enije prilikom online kupovi-
ne iskazuju viSu namjeru ponavljanja kupovine putem interneta u buducnosti. Time je
hipoteza 4 prihvacena.

REZULTATI I RASPRAVA

Na temelju provedenih obrada podataka uocava se da su dobiveni svi potrebni
odgovori na istrazivacka pitanja ¢ime su ispunjeni ciljevi istrazivanja te potvrdene
postavljene hipoteze koje imaju prakti¢nu upotrebljivost za tvrtke koje imaju portale
za online kupovinu i posluju u segmentu B2C. Nadalje, kada se uzmu u obzir rezul-
tati dobiveni u ovom istrazivanju te se usporede s rezultatima prijasnjih istrazivanja
uocava se sli¢nost u nalazima te prakticna upotrebljivost rezultata istrazivanja, po-
sebno za spomenute tvrtke koje posluju u B2C segmentu. Sve navedeno ogleda se u
slijede¢em:

a) nalazi obrade hipoteze H1 (r=,616, p<,05) sugeriraju da je identificirana sta-
tisticki znacajna povezanost izmedu zadovoljstva online kupovinom i koristenja plat-
formi za ponovljenu online kupovinu u buduénosti. Ovi nalazi su u skladu s nalazima
istrazivanja Teo i drugi, 1999, Abdul-Muhmin, 2010, Chen i drugi, 2014.

b) nalazi obrade hipoteze H2 (r=,597, p<,05) identificiraju statisticki znacaj-
nu povezanost izmedu procjene korisnosti ponuda proizvoda putem online portala i
buduc¢ih namjera koristenja platformi za online kupovinu. Ovi su nalazi koreliraju s
nalazima Rita i Farisa, 2019.

¢) nalazi obrade hipoteze H3 (r=.228, p<.05) identificiraju statisticki znacaj-
nu povezanost izmedu namjere koriStenja platforme za online kupovinu u buduénosti
i pracenja misljenja drugih ljudi (dostupne recenzije na drustvenim mrezama). Ovaj
nalaz korelira s nalazima Chena i drugih, 2020. Zaklju¢no, studenti koji iskazuju visu
namjeru koriStenja platformi za online kupovinu u budu¢nosti skloniji su pratiti prepo-
ruke i recenzije drugih o online kupovini.

d) nalazi obrade hipoteze H4 (r=.388, p<.05) identificiraju statisticki znacaj-
nu povezanost izmedu osjecaja zasti¢enosti i sigurnosti prilikom online kupovine i
namjera ponavljanja online kupovine putem interneta u budu¢nosti. Ovaj nalaz ko-
relira s nalazima Bart i drugi, 2005, Liu i drugi, 2011, Rita i Farisa, 2019, Trivedi i
Yadav 2018. Ispitanici koji se osjecaju zasticenije i sigurnije prilikom online kupovine
iskazuju viSu namjeru ponavljanja online kupovine u buduénosti. Tvrtke koje se bave
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online prodajom trebaju ulagati u segment sigurnosti 1 zastite podataka korisnika i to
dodatno naglasavati korisnicima.

Tablica 10. Sumarni prikaz rezultata istrazivanja

Broj Naziv hipoteze Rezultatobrade  Poveznica s drugim

hipoteze istrazivanjima

H1 Hipoteza 1: Identificirana je statisticki znacajna  Potvrdena Teo i drugi, 1999,
povezanost izmedu zadovoljstva online (r=616, p<,05) Abdul-Muhmin, 2010,
kupovinom i koristenja platformi za ponovljenu Chenidrugi, 2014
online kupovinu u budu¢nosti.

H2 Hipoteza 2: Identificirana je statisticki znacajna  Potvrdena Rita i Farisa, 2019

povezanost izmedu procjene korisnosti ponuda  (r =597, p<,05)
proizvoda putem online portala i buducih
namjera koristenja platformi za online kupovinu.
H3 Hipoteza 3: Identificirana je statisticki znacajna  Potvrdena Chenidrugi, 2020
povezanost izmedu namjere koristenja (r=.228, p<.05)
platforme za online kupovinu u buduc¢nosti
i pracenja misljenja drugih ljudi (dostupne

recenzije)

H4 Hipoteza 4: Identificirana je statisticki znacajna  Potvrdena Bart i drugi, 2005, Liu i
povezanost izmedu osjecaja zasti¢enosti i (r=.388, p<.05) drugi, 2011, Rita i Farisa,
sigurnosti prilikom online kupovine i namjera 2019, Trivedi i Yadav
ponavljanja online kupovine putem interneta u 2018
buducnosti.

lzvor: autorice istrazivanja
ZAKLJUCAK

U istrazivanju je sudjelovao 101 student: studenti iz STEM podrudja, studenti
drustvenih i humanistickih znanosti na SveucilisStu u Slavonskom Brodu, Republika
Hrvatska. Istrazivanje je imalo za cilj identificirati na koji je naéin je namjera po-
novljene online kupnje studenata povezana sa dosadasnjim kupovnim zadovoljstvom
ispitanika, procjenom korisnosti ponuda, pracenja preporuka i recenzija drugih kupaca
te osjecajem sigurnosti i zaStiCenosti korisnika na internetu prilikom online kupovine.
Ciljevi istrazivanja su pretoc¢eni u Cetiri postavljene hipoteze od kojih su sve Cetiri
potvrdene. Identificirana je statisticki znacajna povezanost izmedu zadovoljstva online
kupovinom i koriStenja platformi za ponovljenu online kupovinu u buduénosti, ¢ime
je potvrdena hipoteza H1. Dokazana je statisticki znacajna povezanost izmedu pro-
cjene korisnosti ponuda proizvoda putem online portala i budu¢ih namjera koristenja
platformi za online kupovinu, ¢ime je potvrdena hipoteza H2. Identificirana je sta-
tisticki znacajna povezanost izmedu namjere koriStenja platforme za online kupovinu
u budu¢nosti i pracenja misljenja drugih ljudi (dostupne recenzije) ¢ime je potvrdena
hipoteza H3. Rezultati su pokazali da studenti koji iskazuju namjeru online kupovanja
u buduénosti iskazuju visSu namjeru pracenja misljenja i recenzija drugih korisnika
o online kupovini. U sklopu obrade hipoteze H4 identificirana je statisticki znacajna
povezanost izmedu osjecaja zasti¢enosti i sigurnosti prilikom online kupovine i namje-
re ponavljanja online kupovine u budu¢nosti. Ovi nalazi istrazivanja imaju prakti¢nu
korisnost jer mogu posluziti tvrtkama koje se bave online prodajom u segmentu B2C,
u jaCanju fokusa prema korisnicima radi pruzanja sto boljeg online kupovnog iskustva.
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Tvrtkama koje se bave online prodajom moraju biti u fokusu zadovoljstvo kupaca
online kupovinom, korisne ponude, pozitivne recenzije i preporuke dosadasnjih kori-
snika te ulaganje sredstava u osiguravanje sigurnosti i zastite kupaca prilikom online
kupovine. Preporuke za daljnja istrazivanja odnose se na potrebu za ve¢im uzorkom
ispitanika, geografski Sirim obuhvatom podrucja istrazivanja, takoder uzorkom koji
bi obuhvatio ispitanike razli¢itih zivotnih dobi, a ne samo studente, kako bi se osigu-
rala §to veca raznolikost uzorka. Na taj nacin, zakljucci bi se mogli odnositi na opéu
populaciju, buduci da su studentska populacija i mladi samo jedan segment na trzistu
krajnje potrosnje.
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Summary: Increasing the share of young generations in the worlds population in-
creases the share of generations that function quite well in the virtual environment.

There is growing competition among entrepreneurs developing the concept of online
sales. The increasing competition also increases the importance of creating an excel-
lent shopping experience to attract new customers and retain existing customers.The
primary purpose of the research was to identify the connection between the online
repurchase intention of students with previous shopping satisfaction, the assessment of
the usefulness of offers, following the recommendations and reviews of other custom-
ers, and the sense of security and protection of students online. The research involved
101 students: students from the STEM field, students of social sciences and humanities.

Four starting hypotheses were confirmed: a statistically significant association was
identified between online shopping satisfaction and the use of repeat online shopping
platforms in the future (r =,616, p<,05). Respondents who are satisfied with online
shopping express their intention to continue to use online shopping platforms in the
future. Furhtermore, statistically significant correlation was identified between the as-
sessment of the usefulness of product offerings through online portals and future inten-
tions to use online shopping platforms (r =,597, p<,05). Respondents who find product
offerings via the online portal useful express intentions to reuse online shopping plat-
forms in the future. A statistically significant correlation was found between students’
decisions to repeat online purchases and following recommendations from other users
(available reviews, r =.228, p<.05). Young people who express a higher intention to
buy through online platforms in the future are more likely to follow the available user
reviews about online shopping. A statistically significant association between the feel-
ing of protection when shopping online and the intention to repeat online shopping in
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the future was confirmed. Young people who feel more protected when shopping online
express a higher intention to repeat online shopping in the future. These findings have
practical applications for companies developing online shopping in the B2C segment.
Companies that deal with online sales must focus on customer satisfaction with online
shopping, useful offers, positive reviews and recommendations of current users, and
investing in ensuring the safety and protection of customers when shopping online.
1t is recommended in further research to provide a larger sample of respondents, a
geographically broader scope of the research area. It would be necessary to include in
the sample respondents of different ages, not just students or young people, in order to
ensure as much diversity of the sample as possible. In this way, the conclusions could
apply to the general population. The student population and young people are only one
segment of the final consumption market.

Keywords: Croatian students, shopping behavior, repeated online shopping, security
of online shopping

JEL classification: L81, D12, E21, M31
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Sazetak: U ovom radu je kroz istrazivanje predstavijena veza emocionalne inteligencije
i motivacionih faktora kao osnovnih elemenata potrebnih za kvalitetno upravljanje me-
nadzera i lidera u okviru svojih djelatnosti, kao i definisanje njihovih sposobnosti u do-
menu edukacije i razvoja karijere,tj. strucnog usavrsavanja. Problem istraZivanja je da
se na osnovu dosadasnjih rezultata istrazivanja generisao problem kvalitetnog upravija-
nja lidera i menadzera kroz 1Q i profesionalno iskustvo, zbog nedostatka bitnih faktora
licnosti Sto ¢e se u ovom radu i dokazati. Na osnovu istraZivanja o emocionalnoj inteli-
genciji i motivacionim faktorima u radu, nastojat ce se prezentirati jasna povezanost i
dominaciju faktora emocionalne inteligencije u rjesavanju problema kvalitetnog uprav-
ljanja ljudskim resursima. Ljudski resursi su usmjereni da vide zaposlenika kao bitnog,
dragocjenog za organizaciju, a s obzirom, tj. da mu se vrijednost iz dana u dan poveéava
razvojem, odjeli HR, ljudskih resursa se automatski fokusiraju na rast, razvijanje ljud-
skih potencijala i vjestina. Upravijanje ljudskim resursima jasno se definise kao strateski
i vrlo koherentan, inovativan pristup upravijanju bitnim, najvrijednijim sredstvima pre-
duzeca ili organizacije— ljudima koji rade u istoj organizaciji s jednim ciljem tj. ostvare-
nja jasnih ciljeva organizacije. RjeSavanje problema poimanja i shvatanja znacaja same
emocionalne inteligencije koja ima veliki znacaj za drustvo u cjelini i drustvenu svijest
u odnosu na opstu inteligenciju koja diktira norme i pravila ponasanja pojedinih lidera
i menadzera, a koje su prepoznate i objasnjene, a istovremeno odgovorne i definisane u
zavisnosti od emocionalne inteligencije i motiva postignuca. Probleme drustva mozemo
gledati sa jedne posebne dimenzije razvoja kroz ovaj rad , a na osnovu dobijenih tvrdnji
i dokaza na osnovu kojih mozemo i definisati drustveni cilj. ,, Drustvo u kojem covjek
djeluje i Zivi, stavija pred njega brojne zahtjeve. Ukoliko ih ne uspije uspjesno savladati,
postoji mogucnost da postane neprilagoden. Neprilagodena licnost je pojedinac koji nije
sposoban rjesavati situacije i probleme sa kojima se svakodnevno susrece.

Kljuéne rije€i: savremeni menadzment, emocionalna inteligencija, licnost, lideri i
menadzeri.

JEL: D91, L21, M12, M51

Rad je izlozen na XI medunarodnoj naucnoj konferenciji EDASOL 2021/ The paper was presented at the X! International Scientific Conference EDASOL 2021
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uvoD

Ovaj rad pokazuje vezu emocionalne inteligencije sa opStom inteligencijom. Na
koji nacin emocionalna inteligencija utice na lidere i menadzere, koji su osnovni fak-
tori koji motiviSu uposlenike i koji djeluju na uspjesnost uposlenika i cjelokupnog me-
nadzmenta. U radu ¢e se prikazati i osobine koje posjeduju lideri i menadzeri, osobine
koje su potrebne za uspjesno poslovanje. Radom se Zeli spoznati mogucnosti predvi-
danja boljih rezultata kroz razvoj emocionalne inteligencije. Sve vise kompanija shva-
ta vaznost prisutnosti motivacije i emocionalne inteligencije, da je poticanje vjestina
emocionalne inteligencije kljucna sastavnica svake filozofije razvoja menadzmenta u
pozitivhom pravcu.

Kako se poslovni svijet mijenja, mijenjaju se i karakteristike potrebne za kon-
kurentnost. Podaci dobijeni prac¢enjem sjajnih radnika tokom nekoliko desetljeca ot-
krivaju da su dvije sposobnosti koje su bile relativno nevazne za uspjeh sedamdesetih
godina postale presudne u devedesetima: gradnja tima i prilagodavanje promjenama.
Pocele su se pojavljivati i posve nove sposobnosti kao svojstva sjajnih radnika, a to su
kataliziranje promjene i primjena raznolikosti. Novi izazovi zahtijevaju nove talente.

Okvir djelovanja ¢ine poslovni prioriteti i ciljevi koje moraju znati svi zaposle-
ni. MenadZeri moraju predstavljati sponu izmedu ljudi i preduzeéa te obavljati svo-
je funkcije u sklopu odjela upravljanja ljudskim potencijalima kako bi se ostvarila
cjelovitost sistema i postiglo zadovoljstvo ljudi i ciljevi preduzeca (Rupci¢, 2018).
Savremeni menadzment trebamo posmatrati kroz djelovanje menadzementa ljudskih
potencijala i treba ga shvatiti kao proces u kojem svaka pojedina aktivnost i funkcija
imaju svoju vaznu ulogu u izgradnji uspjesnog i zdravog preduzeca €iju osnovu €ini
zadovoljan i efikasan zaposlenik. Upravljanje ljudskim potencijalima kao poslovna
funkcija objedinjuje poslove i zadatke vezane uz ljude, njihovo nalaZenje, izbor, ob-
razovanje i druge aktivnosti osiguravanja i razvoja zaposlenih. ,,Vodenje ljudi je naj-
sloZenija funkcija menadzmenta, a njena je svrha utjecanje na ljude kako bi oni §to
vise doprinijeli zajedni¢kom cilju.* (Kurti¢ A, Kulovié¢ DZ, 2011) U savremenom me-
nadzmentu, menadZeri su najvazniji kapital i resurs svake organizacije, no istodobno
zbog ¢injenice da su za izgradnju dobrog menadZzerskog tima potrebna velika ulaganja
kao i mnogo vremena, uvrstavaju se i najoskudniji resursi. Pri otkrivanju menedzer-
skih potencijala i njihovom razvoju treba imati na umu njihove licne, profesionalne i
poslovne osobine kao §to su preduzimljivost, komunikativnost, kreativnost, u¢inko-
vitost, poznavanje metoda rukovodenja, pouzdanost, predanost poslu i preduzec¢u kao
i emocionalnu inteligenciju. Za ocjenu li¢nosti vazna je sposobnost vodenja ljudi i
razvijanje pozitivnih osobina, delegiranje zadataka, komunikativnost, poznavanje po-
sla, prosudivanje sposobnosti planiranja, organizacije, ocjena osobnih karakteristika
saradnika i sli¢no. Menadzment kao proces ima podrazumijeva jednu od funkcija koja
se sastoji u planiranju. Ta funkcija je osnova upravljanja i najvaznija je pretpostavka
za uspjesnost svakog preduzeca. Funkcija planiranja se sastoji od sljedecih aktivnosti :
aktivnost koja podrazumijeva definisanje cilja, predvidanje, programiranje, stvaranje
sistemske strategije i odredivanje procedura. (Mahmutovi¢ H, Kulovi¢ DZ, 2010) «

Ljudski resursi su osnovica na kojoj se gradi strategija preduzeca, a sirovine
i kapital, ciljevi kao proizvodnost i zadovoljavanje potrosaca - dolaze od ljudi i na
temelju njihovog djelovanja. Izbor strategije nije posebno bitan ukoliko se ne pretvori
u strategiju, odnosno u streteski plan koji se nakon toga moze primijeniti u praksi I na
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taj nacin sprovede kontrola istog. Menadzer mora voditi brigu o optimalnoj upotrebi
resursa 1 o radu delegiranjem zadaca. Menadzer u savremenom poslovanju treba da
posjeduje znanja o savremenom menadzmentu, o funkcijama menadzmenta, da bi na
taj nacin znao planirati, organizirati, kontrolisati i voditi uposlenike.

Njegova jako bitna funkcija jeste briga o feedback-u koji daje osnovne infor-
macije o zadovoljstvu uposlenih, o ulozi svakog uposlenog individualno, o vrsti po-
sla koji obavljaju. “Dokumentovanjem vrijednosti rada, proizvodnosti i uspjesnosti
svakog Covjeka ili odjeljenja, on zapravo kontroliSe ostvarivanje ciljeva i u slucaju
potrebe poduzima korektivne akcije kako u planovima, tako i u taktikama i strategiji
preduzeca.” (Kotler, 2006)

Savremeni menadzeri sve su svjesniji vaznosti umijeca rada sa ljudima te od
presudne vaznosti postaju njihove slijedece sposobnosti:

- daizaberu, treniraju i osposobljavaju zaposlene,

- da oblikuju i vode sastanke grupa svih vrsta,

- da upravljaju svim vrstama konflikata izmedu jakih pojedinaca i grupa,

- dauticu i pregovaraju na ravnopravnoj osnovi i

- da integriraju napor osoba razliCitih stru¢nih specijalnosti.

Biti emocionalno inteligentan znaci razumjeti osjecanja, znati kako nastaju i
¢emu sluze, a to znaci prihvatati osje¢anja kao znak ljudskosti, a ne dozivljavati ih kao
znak slabosti. Biti svjestan svojih osjecanja, ali znati kada i kome je bolje ne pokazati
ih, zastati, preispitati se, a zatim korigovati misljenje i ponasanje.Goleman istice da
emocionalna inteligencija ne jam¢i sama po sebi uspjeh u zivotu. ,,Ona je tek platforma
za razvijanje emocionalnih kompetencija, ovladavanje kojima omogucuje ostvarivanje
izvanrednih rezultata u poslu.” (Goleman, 2001) Tek ¢e emocionalne kompetencije
pokazati koliko je potencijala sadrzanog u emocionalnoj inteligenciji i ostvareno i ko-
liko je emocionalna inteligencija pridonijela razvijaju kompetencija na radnom mjestu.

SAVREMENI MENADZMENT

U savremenoj literaturi pojam menadzment (management) se pojavljuje u tri
razli¢ita znacenja, i to kao: organizacija, upravljanje i rukovodenje. MenadZzment se
uglavnom definiSe i proucava kao aktivnost usmjerena ka postizanju unaprijed po-
stavljenih ciljeva, sa osnovnim funkcijama: planiranje, organizovanje, usmjeravanje
(motivisanje), vodenje i kontrola. Navedene faze predstavljaju faze ili podsisteme me-
nadzmenta.Menadzment (upravljanje) je proces planiranja, organizovanja, motivisanja
i kontrole u pravcu postizanja odredenih kompanijskih ciljeva. Menadzment obuhva-
ta veci broj medusobno povezanih funkcija koje su prisutne u svim organizacijama i
na svim organizacionim nivoima. Kao proces, menadzment je u preduzecu usmjeren
na postavljanje i realizaciju postavljenih ciljeva. Kao klju¢ne odrednice procesa me-
nadzmenta javljaju se: odlu¢ivanje, uticanje, komuniciranje, koordiniranje i poveziva-
nje. Osnovni, pak, ciljevi menadZzerskog procesa vezani su za efikasnost i efektivnost
organizacije. Menadzment se danas bavi uglavnom ljudima i njihovim odnosima u
organizaciji. Jedan od glavnih problema sa kojima se suoCava savremeni menadzment
jeste kako najbolje upotrijebiti resurse preduzeca u promjenjivom i turbulentnom
okruzenju. Poslovanje preduzeca obuhvata ve¢i ili manji broj srodnih poslova koji
su grupisani u odgovarajuce funkcije, odnosno poslovna podrucja. U cilju povecanja
efektivnosti poslovanja i efikasnosti koristenja raspolozivih komponenti, u preduzecu



Anela Dzananovic, et al.
26 EMOCIONALNA INTELIGENCIJA MENADZERA U FUNKCLJI SAVREMENOG MENADZMENTA

se formiraju posebne grupe srodnih poslova, koje obuhvataju oblasti planiranja, istra-
zivanja i razvoja, kadrova, informacionog sistema, pravnog zastupanja, normativne
aktivnosti, zastite ljudi i sredstava i sli¢no. Ove grupe srodnih poslova konstituisu se
kao posebne funkcije, odnosno poslovna podruéja u okviru preduzeca.

S obzirom na znacaj pojedinih funkcija za uspjesno poslovanje preduzeca, ne-
ophodno je utvrditi njihove posebne strateske ciljeve i operativno ih razraditi. Preko
poslovnih funkcija, preduzece ostvaruje uvid u:

- Kretanje na trzistu i u Sirem poslovnom okruzenju,

- Nova tehnicko-tehnoloska rjesenja i tehnike poslovanja,

- Izvore pribavljanja kapitala.

Ove funkcije imaju znacajnu ulogu i u pripremi i sprovodenju poslovnih odluka
top menadzmenta preduzeca. Svaka od njih donosi svoj operativni plan rada i budzet,
zaposljava odgovarajuce kadrove i vrsi raspodjelu potrebnih sredstava. U zavisnosti
od velicine, slozenosti i vrste djelatnosti preduzeca, kao i od primjenjenog sistema
upravljanja, utvrduju se posebni zadaci svake osnovne funkcije.

Za svaku menadzersku odrednicu u savremenom poslovanju trebamo postavviti
pitanje da li mozemo drugacije. (Rupci¢, 2018).

Osobe koje imaju razvijene socijalne vjestine obi¢no imaju i visoki stepen emo-
cionalne inteligencije, poput sposobnosti prepoznavanja, razumijevanja i usmjerava-
nja osjecaja prilikom interakcije s drugim ljudima (Goleman D, 1995)

Kada govorimo o menadZzmentu, pojam koji vezujemo za menadzment, uprav-
ljanje i vodenje jeste pojam organizacija. Organizacija se definiSe kao jedna grupa
koju veze zajednicka uloga i u kojoj svaki ¢lan grupe individualno ima svoje zadatke i
svoju ulogu. Zaklju¢ujemo da je organizacija grupa ljudi koji imaju razlicite profile, ali
zajednicki im je jedno, imaju isti cilj ili skupinu ciljeva. Svaka organizacijska struktura
kompanije posjeduje zatvoreni i otvoreni sistem koji svoju svrhu i ciljeve ostavruje
na temelju svih aktivnosti koje obavljaju ¢lanovi iste. Kompanije na temelju vlastitih
ljudskih i materijalnih resursa, resursa koje nabavlja u okruzZenju i td. stvara vrijednosti
u obliku proizvoda, usluga za ciljanu potrosacku grupu, korisnika. ,,Rast je Cisti kisik.
Stvara vitalnu kompaniju punu entuzijazma u kojoj ljudi vide svoju priliku. Vise ri-
skiraju. Napornije i pametnije rade.” (Kotler, 2006) ,,Drustvo u kojem ¢ovjek djeluje
i Zivi, stavlja pred njega brojne zahtjeve. Ukoliko ih ne uspije uspjesno savladati, po-
stoji moguc¢nost da postane neprilagoden. Neprilagodena licnost je pojedinac koji nije
sposoban rjesavati situacije i probleme sa kojima se svakodnevno susre¢e. Njegova
je tolerancija na frustraciju izuzetno niska i mehanizmi prilagodavanja neprikladni.
Takve osobe su neprestano u sukobu sa svojom okolinom. Nikako ne mogu uspostaviti
istinsku komunikaciju s drugim ljudima.* (Bajraktarevi¢ J, 2014) (Ne)uspjeh podrede-
nih je indikator (ne)uspjeha menadzera. Posto se od menadzera ocekuje da ucine vise
od drugih preduzec¢a, oni imaju nadleznost alociranja resursa.” (Kulovi¢ DZ, Pogi¢ R,
Kuzman S, Milunovi¢ D, 2012)

Analizirajuéi poslove koje obavljaju rukovodioci, Fayol je zaklju¢io da svi ru-
kovodioci, vr$e sljedece funkcije: predvidanje i planiranje; organizovanje; komando-
vanje; koordiniranje; kontrolisanje.” (Fayol A, 2006)

,Lider koji je predaleko od svojih podanika lako moze biti istisnut sa svoje po-
zicije, jer su njegove spone s podanicima postale suvise slabe. U tom smislu mudro je
biti visoko ali ne suvise daleko od svoje baze. Ako se lider pozicionira u nivou svojih
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podanika, postoji rizik poznat u popularnoj literaturi ,,da niko nije mogao biti veliki
covjek u o¢ima svog sobara®. Takav voda gubi liderski autoritet. Postaje suvise obican
za one koji ga prate.

Psiholoski posmatrano, liderska pozicija mora biti u izvjesnoj mjeri misti¢na.
Demistikovana, ona nema sadrzinu.* (Slovi¢ D, 2011)

Kada se govori o upravljanju cjelovitom kvalietetom ili TQM upoznajemo se
sa ¢injenicom da ovaj proces nije donio ocekivane rezultate. Upravljanje cjelokupnom
kvalitetom (engl. total quality management, TQM) podrazumijeva posvecenost cjelo-
kupnog preduzeca kvaliteti i njenom kontinuiranom unaprjedivanju. Rijec¢ je o svoje-
vrsnoj filozofiji poslovanja prema kojoj se izrazava dugorona namjera usmjeravanja
napora svih organizacijskih ¢lanova prema unaprjedenju kvalitete na svim razinama.
Moze se definisati kao koncept kojem je cilj stalnim unaprjedenjem svih procesa stva-
ranja vrijednosti uz sudjelovanje zaposlenika razvijati sistem kontinuiranog upravlja-
nja cjelokupnom kvalitetom radi isporuke kvalitete kupcu. Stoga se ovakva namjera
izrazava u viziji i misiji preduzeca te predstavlja temelj njegovog vrijednosnog siste-
ma izrazenog organizacijskom kulturom. Upravljanje cjelokupnom kvalitetom najvise
pati zbog velike papirologije 1 birokratije koja usporava sam proces. Najvaznije je da
organizacija oblikuje, a zatim i kreira i implementira, odnosno upotrijebi sistem mo-
tivacije koja ¢e za cilj imati kako individualno, tako i grupno postignuce uposlenika
u cilju postizanja organizacijskih ciljeva. Za sve ovo je potreban dobro osmisljena
strategija motivacije. (Kulovi¢ DZ, 2012)

Poslovana pravila se svakim danom mijenjaju i nadopunjuju. Kontrola i ocje-
njivanje se obavljaju po novim mjerama , medutim nije vazno imati samo dobro ra-
zvijenu opstu inteligenciju, u radu je bitno imati i razvijene vjestine koje se ogledaju
kroz razvoj emocionalne kompetentnosti koja je kljucna za uspjesnost u poslovanju.
Doprinosi jednostavnijem odlucivanju. (Goleman D, 2017)

LICNOST I STAVOVI

Postavljanje definicije za nesto tako slozeno kao $to je ljudska li¢nost vrlo je tes-
ko. Autori prvih udzbenika o licnosti — Gordon Allport (1937) i Henry Murray (1938)
— takoder su se mucili definirajuci li¢nosti. Problem je kako postaviti definiciju koja
¢e biti dovoljno sveobuhvatna da ukljuci unutrasnje karakteristike, socijalne efekte,
kvalitete uma, tjelesne karakteristike, odnose s drugima i unutrasnje ciljeve. Zbog te
kompleksnosti, neki udzbenici psihologije licnosti potpuno preskacu formalnu defini-
ciju licnosti. Ipak, sljedeca definicija obuhvata bitne elemente licnosti:

Licnost je skup psihickih osobina i mehanizama unutar pojedinca koji su organi-
zirani i relativno trajni, te utjecu na interakcije i adaptacije pojedinca na intrapsihicku,
fizicku 1 socijalnu okolinu. Ispitajmo podrobnije elemente ove definicije. Ispitajmo
podrobnije elemente ove definicije. ,,Li¢nost se formira i pod uticajem vlastite aktivno-
sti Covjeka i pod uticajem njegove prirodne i drustvene sredine, a na osnovi bioloskih
osobina koje je naslijedio. Glavni bioloski faktori su: nervni sistem, endokrini sistem
(zlijezde sa unutrasnjim lu¢enjem) i tjelesna konstrukcija.” (Dunderovi¢ R, 2005)

Licnost se moze opisati sa pet velikih crta ili bazi¢nih dimenzija, a to su: neuro-
ticizam, ekstraverzija, otvorenost, saradljivost i savjesnost. Tri razine licnosti koje su
predstavili Kluckhohn i Murray u knjizi o kulturi i li¢nosti navode da je svako ljudsko
bi¢e u odredenim aspektima:
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1. Jednako svima drugima (razina ljudske prirode).
2. Jednako nekima drugima (razina individualnih i grupnih razlika).
3. Razli¢ito od svih drugih (razina individualne jedinstvenosti).

,»Vrum je tvrdio da su performanse pojedinca bazirane na faktorima kao $to su: lic-
nost, vjestine, znanje, iskustvo i sposobnosti. Ljudi ulazu napor prilikom obavljanja posla
kako bi dostigli performanse koje vode izlazima koji za njih imaju odredenu vrijednost.
Zaposleni se ponasa na nacin koji ¢e mu donijeti zadovojstvo 1 oboguditi da izbjegne bol
odnosno anksioznost.” (Bajraktarevi¢ J, Bajraktarevi¢ F, Solakovi¢ S, 2013)

Teoreticari licnosti uglavnom priznaju postojanje tzv. «velikih pet» dimenzija
licnosti. To su neuroticizam ( koji obuhvata anksioznost, neprijateljstvo i depresiv-
nost), ekstraverzija (toplina, drustvenost, sklonost pozitivnim emocijama), otvorenost
(prema masti, estetici, osje¢ajima), ugodnost (povjerenje, iskrenost, popustljivost) i
savjesnost (teznja ka postignu¢u, samodisciplina, osjec¢aj duznosti).

U mjeri u kojoj su dimeznije li¢nosti stabilne, mozemo ocekivati i njihovu na-
sljednost. Ekstraverzija i neuroticizam su u znacajnoj mjeri nasljedni.

Postoji pretpostavka o strukturama koje prenose nas stil emocionalnosti: to su
emocionalne sheme. One su sigurno pod uticajem emocionalnih sklonosti kojima za-
pocinjemo zivot, odnosno obiljezja naseg temperamenta, ali se one takoder znacajno
mijenjaju pod uticajem nasih bliskih veza.

U intelektualnim relacijama na ovaj nacin otvara se pitanje koje je postavio
Emanuel Kant, koje ukazuje na nesposobnost ¢ovjeka da se sluzi vlastitim razumom
bez vodstva drugoga.” (Slovi¢ D, 2011) ,,Kad menadzer uporeduje saradnike iz svoje
ekipe i kad pokusava da ustanovi u ¢emu se njihove li¢nosti razlikuju, logi¢no je $to on
skre¢e paznju na one crte koje su opsSteg (generalnog) karaktera, a to su one koje se ma-
nifestuju u najvecem broju postupaka pojedinca: emocionalna stabilnost, otvorenost
prema drugima, anksioznost dominantnost i slicno*. (Dunderovi¢ R, 2005)

Salovey 1 Mayer su prvi definisali emocionalnu inteligenciju tvrdeéi da su emo-
cije (vlastite i tude) vazan aspekt realnosti. Salovey je definisao 5 ,,vjestina“ emocio-
nalne inteligencije. Emocionalna inteligencija koja je istrazena dugi niz godina pruza
jasnu sliku i klju¢ koji sluzi za procjenu emocionalne inteligencije u nama i drugima,
istrazuje regulaciju emocija, imenovanje emocija i postupaka, svi ti procesi doprinose
uspjehu na poslu, jer se na taj nacin uspjesno organizuje posao. (Simmson S, Simmson
J.C, 2000). Velika vaznost u savremenom poslovanju kompanija je usmjerena na poti-
caj vjestine emocionalne inteligencije. (Goleman D, 2017).

Iako je model kompetencija logi¢an nastavak u razvitku teorija o emocionalnoj
inteligenciji i predstavlja aplikaciju tog konstrukta u poslovnoj praksi, medu nau¢nicima
priklonjenima Salvoleyevu i Mayerovu modelu sposobnosti (Caruso D.R, Mayer J.D,
Salovey P, 2002).) i Golemanovu modelu kompetencija (McClelland D.C, 1998) vodi se
snazna polemika o obuhvatnosti, ali i 0 uticaju tog konstrukta na uspjesnost pojedinca.

ULOGA EMOCLJA U PSIHOPATOLOGIJI ODRASLIH

U zZivotu mnogih ljudi postoje razdoblja izazito jakih emocija: beznadezne de-
presije ili onesposobljujuce tjieskobe i takva stanja nazivamo psihopatologijom.

Psihijatrijska epidemiologija je statiticko pruoCavanje ucestalosti pojave
poremecaja.
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Tabela 1. Prevalencija psihijatrijskih poremecaja tokom Zivota kod Zena i muskaraca

Poremecaj Muskaci Zene Ukupno
Emocionalni poremecaji (povezani s depresijom)

Epizoda velike depresije 12,7 21,3 171
Manicna epizoda 14,7 1,7 1,6
Bilo koji emocionalni poremecaj 1,6 239 19,3
Anksiozni poremecaji

Panicni poremecaj 2,0 5,0 35
Agorafobija bez panike 35 7,0 53
Bilo koji anksiozni poremecaj 11 15,5 133
Socijalna fobija 19,2 30,5 249
Drugi poremecaji

Zloupotreba alkohola ili droga 35,4 17,9 26,6
Neemocionalna psihoza 58 1,2 3,5
Antisocijalni poremecaj linosti 0,6 08 0,7
Bilo koji psihijatrijski poremecaj 48,7 473 48,0

lzvor: Bajraktarevi¢ J, 2014:55

Kao §to vidimo u tabeli, u istrazivanju Kesslera se pokazalo da je 21% odraslih
zena u nekom trenutku svog zivota imalo epizode velike depresije, u usporedbi sa
13% muskaraca. Sli¢no tome, zene su mnogo ¢es¢e od muskaraca (3,05% prema 19%)
imale jedan od pet vrsta anksioznih poremcaja.

Organizacije imaju ogromnu sposobnost odredivanja uspjeha za svoje ¢lanove.
Uspjeh pojedinca treba biti javno priznat, te na taj nacin posluziti kao motivator tom
pojedincu, ali i ostalima u organizaciji. (Collins E, Devana M.A, 2022)

Tabela 2. Okvir emocionalnih kompetencija:

Usmjerenost na sebe osobne Usmjerenost na druge drustvene
kompetencije kompetencije
Samosvijest Drusdtvena spoznaja

Priznanje Emocionalna samosvjesnost Empatija ( razumijevanje emocija drugih )
Tacna samoprocjena Orijentacija prema usluznosti
Samopouzdanje Organizacijska svjesnost
Samoregulacija Upravljanje odnosima
Samokontrola Razvijanje drugih
Pouzdanost Utjecaj
Savjesnost Komunikacija

Regulacija Prilagodljivost Upravljanje konfliktima
Zelja za postignuéem Vodstvo
Inicijativa Poticanje promjena

Stvaranje veza

Timski rad i saradnja

Izvor: Goleman, 2001.: 28



Anela Dzananovic, et al.
30 EMOCIONALNA INTELIGENCIJA MENADZERA U FUNKCLJI SAVREMENOG MENADZMENTA

ISTRAZIVANJA

IstraZivanje je provedeno na uzorku od 158 lidera i menadzera iz dvadeset i dvi-
je kompanije u Bosni i Hercegovini. Ve¢ina menadzera su muskog spola (61.4%). Oko
90% ispitanih menadzera i lidera je u dobi od 34 godine i manje. Oko 95% menadZzera
u uzorku ima zavrSeno univerzitetsko obrazovanje.

Tabela 3. Stru¢na sprema ispitanika

Sprema
Frequency Percent Valid Percent Cumulative
Percent
Valid srednja Skola 2 13 13 13
bachelor 6 38 38 5.1
VSS 116 734 734 78,5
Master 32 20,3 20,3 98,7
Phd 2 1,3 13 100,0
Total 158 100,0 100,0

Izvor: autori rada

Distribucija rezultata na faktoru neuroticizam je blago potivino asimetri¢na
sa vrijednostima centralne tendencije (aritmeticka sredina, medijana, 5% suzena ari-
tmeticka sredina) koje ne odstupaju znacajno jedna od druge (nalaze se unutar 95%
intervala pouzdanosti aritmeticke sredine) ukazujuéi na to da ekstremnije vrijednosti
nemaju znacajan uticaj na distorziju parametara distribucije.

Tabela 4. Distribucija rezultata na faktoru neuroticitam

NEUROTICIZAM  Aritmeticka sredina 120,06 ,660
95% interval pouzdanosti  gornja granica 118,76
aritmeticke sredine donja granica 12137
5% suzena aritmeticka sredina 119,83
Median 120,00
Variance 68,748
Std. Deviation 8,291
Minimum 96
Maximum 154
Range 58
Interquartile Range 12
Skewness ,594 ,193
Kurtosis 1,601 384

lzvor: autori rada

Distribucija rezultata na faktoru ekstraverzije je izrazeno negativno asimetric-
na sa vrijednostima centralne tendencije (aritmeticka sredina, medijana, 5% suZena
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aritmeticka sredina) koje ne odstupaju znacajno jedna od druge ukazujuci na to da ek-
stremnije vrijednosti ipak nemaju znacajan uticaj na distorziju parametara distribucije.

Tabela 5. Distribucija rezultata na faktoru neuroticitam

EKSTRAVERZIJA Aritmeticka sredina 168,20 723
95% interval pouzdanosti  gornja granica 166,77
aritmeticke sredine donja granica 169,63
5% suzena aritmeticka sredina 168,47
Median 168,00
Variance 82,570
Std. Deviation 9,087
Minimum 124
Maximum 186
Range 62
Interquartile Range 1
Skewness -1,002 ,193
Kurtosis 4,275 ,384

lzvor: autori rada

Distribucija rezultata na faktoru otvorenosti je simetricna sa vrijednostima cen-
tralne tendencije (aritmeticka sredina, medijana, 5% suzena aritmeticka sredina) koje
ne odstupaju znacajno jedna od druge ukazujuéi na to da ekstremnije vrijednosti nema-
ju znacajan uticaj na distorziju parametara distribucije.

Tabela 6. Distribucija rezultata na faktoru neuroticitam

OTVORENOST  Aritmeticka sredina 158,83 ,835
95% interval pouzdanosti gornja granica 157,18
aritmeticke sredine donja granica 160,48
5% suzena aritmeticka sredina 158,85
Median 159,00
Variance 110,041
Std. Deviation 10,490
Minimum 138
Maximum 183
Range 45
Interquartile Range 14
Skewness ,024 ,193
Kurtosis -,688 ,384

lzvor: autori rada
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Distribucija rezultata na faktoru dobrodusnsoti je izrazeno negativno asimetric-
na i leptokurti¢na sa vrijednostima centralne tendencije (aritmeticka sredina, medijana,
5% suzena aritmeticka sredina) koje odstupaju jedna od druge znacajnije u odnosu na
ostale faktore ukazujuéi na to da ekstremnije vrijednosti ipak imaju uticaj na distorziju

parametara distribucije.

Tabela 7. Distribucija rezultata na faktoru neuroticitam

DOBRODUSNOST Aritmeticka sredina 157,23 ,623
95% interval pouzdanosti  gornja granica 156,00
aritmeticke sredine donja granica 15847
5% suzena aritmeticka sredina 157,60
Median 158,00
Variance 61,378
Std. Deviation 7,834
Minimum 115
Maximum 171
Range 56
Interquartile Range 10
Skewness -1,852 193
Kurtosis 8,574 384

lzvor: autori rada

Distribucija rezultata na faktoru savjest je blago pozitivno asimetri¢na sa vri-
jednostima centralne tendencije (aritmeticka sredina, medijana, 5% suZena aritmeticka
sredina) koje odstupaju jedna od druge znacajnije u odnosu na ostale faktore ukazujuci
na to da ekstremnije vrijednosti ipak imaju uticaj na distorziju parametara distribucije.

Tabela 8. Distribucija rezultata na faktoru neuroticitam

SAVJEST Aritmeticka sredina 186,77 1,298
95% interval pouzdanosti  gornja granica 184,21
aritmeticke sredine donja granica 189,34
5% suzena aritmeticka sredina 186,52
Median 185,00
Variance 266,101
Std. Deviation 16,313
Minimum 159
Maximum 220
Range 61
Interquartile Range 25
Skewness 211 ,193
Kurtosis -672 384

Izvor: autori rada
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U istrazivanju je kroz dimenziju linosti ekstraverzija u svim nivoima me-
nadZmenta najvise izrazena faceta toplina, a najmanje trazenje uzbudenja. Fleksibil-
ni menadzeri i lideri su pokazali najviSu razvijenost stepena razumijevanja emocija.
Dimenzija licnosti ekstraverzija je prisutna kod funkcionalnog i operativnog nivoa
menadzmenta, $to je jedan od nezadovoljavajucih kriterija rada. Top menadzment bi
trebao da posjeduje ekstraverziju. Funkcionalni nivo menadzmenta je imao razvijenu
ekstraverziju, otvorenost i savjest. Funksionalni nivo menadzmenta je kroz dimenziju
licnosti otvorenost najviSe paznje posvetio estetici, osjecanju, a najmanje fantaziji i
akciji. Sto se ti¢e dimenzije savjesnosti u funkcionalnom dijelu menadzmenta najvise
je izrazena kompetentnost i samodisciplina, a najmanje promisljenost.

ZAKLJUCAK

Za dobar menadzment neophodno je obostrano postovanje, razvijanje povjeren-
ja zaposlenik / nadredeni. Menadzeri trebaju da budu ljudi kojima ¢e uposleni vjerovati
ita vjerovanja se grade na uzajamnom povjerenju i postovanju.Kvocijent emocionalne
inteligencije direktno odreduje i odvaja sposobnost menadzera i njihovu karijeru. U
istrazivanju se jasno izdvajaju menadzeri i lideri sa maksimalnim kvocijentom emo-
cionane inteligencije koji su bili uspjesni u svim poslovima i zadacima. Samo emocio-
nalna inteligencija nije dovoljna za kvalitetno vodenje organizacije, lideri i menadzeri
moraju posjedovati i zadovoljavajuci kvocijent opste inteligencije koja ¢e u velikoj
mjeri da doprinese u radu i vodenju organizacije. Sastani dio opSte inteligencije se
ogleda u osobinama li¢nosti. UspjeSan menadzer u zavisnosti od motivacionih faktora
i emocionalne inteligencije predstavlja uspjeSan menadzerski nivo kroz definiciju in-
teligencije koja ubuhvata kompletnu licnost. Ono $to je bitno istaci da je emocionalna
inteligencija i motivacija u direktnoj povezanosti sa opStom inteligencijom i kao takve
daju potpunost liederima i menadzerima u klju¢nim funkcijama istih, a to je vodenje
i rukovodenje. Ovaj rad svojim nau¢nim istrazivanjem dosao do stvarnog zakljucka ,
a to je da su se izdvojile odredene vrste lidera i menadzera koje mozemo nazvati: top
menadzeri i lideri; isklju¢ivi menadzeri i lideri; operativni menadzeri i lideri; zatvoreni
lider 1 menadzeri; fleksibilni menadzeri 1 lideri

Svi navedeni menadzeri i lideri imaju jasne karakteristike i crte licnosti u za-
visnosti od motivacionih faktora koji nam mogu dati sliku svih menadzera i lidera
u okviru malih i srednjih preduzeca i posluziti kao alat za njihovu edukaciju , razvoj
vjestina 1 dalji napredak u smislu karijere kao i nacin i model ponasanja nadredenih
i podredenih u okviru samo preduzec¢a. Na osnovu svega mogu se definisati timovi u
kojima se mogu razvijati , educirati i usavrsavati svi menadzeri i lideri sa gore nave-
denim karakteristikama. Jasno i precizno su odredene crte li¢nosti lidera i menadzera
ovisno o grupi u kojoj su svrstani. Rad nam daje jasnu predodZzbu o tome kako i koje
osobine li¢nosti treba da posjeduje lider i menadzer, neko ko upravlja i vodi organiza-
cju.Novi pristup u vodenju, koji se pojavio u osamdesetim godinama 20. vijeka da bi
odgovorio na zahtjeve promijenjenog - dinamicnijeg i inovativnog poslovnog okruze-
nja i da bi otklonio ograni¢enja dotadasnjih pristupa u vodenju, predlozio je u osnovi
dva stila vodenja: transakcijski i transformacijski stil (Bass B.M, 1990) ti se stilovi
razlikuju po razlicitim pristupima u odnosima prema ljudima, pa zato i prema rezul-
tatima koje ostvaruju u vremenskom horizontu. Kroz istraZivanje se pokazalo da su
lideri i menadzeri sa ve¢im kvocijentom emocionalne inteligencije uspjesniji i imaju
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jasniju i fleksibilniju upravljacku ulogu kao i odnos sa uposlenim. Statisticki znacajni
prediktori operativnosti menadzera i lidera su ekstraverzija, Sposobnost uocavanja i
razumijevanja emocija (UEK.SSURE) i Sposobnost izrazavanja i imenovanja emocija
(UEK.SSIIE). Prisutnije crte operativnog menadzera i lidera imaju menadzeri 1 lideri
sa manje izrazenom ekstraverzijom, sa ispod prosjecnom Sposobnost uo¢avanja i razu-
mijevanja emocija i iznad prosjecnom Sposobnosti izrazavanja i imenovanja emocija.
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Summary: In this paper, the research presents the connection between emotional intel-
ligence and motivational factors as basic elements necessary for quality management
of managers and leaders within their activities, as well as defining their abilities in the
field of education and career development, ie. professional training. The problem of
the research is that based on the results of the research so far, the problem of quality
management of leaders and managers through 1Q and professional experience has
been generated, due to the lack of important personality factors that will be proven in
this paper. Based on research on emotional intelligence and motivational factors in
the work, we will try to present a clear connection and dominance of emotional intelli-
gence factors in solving the problem of quality human resource management. Human
resources are focused on seeing the employee as important, valuable for the orga-
nization, and given, ie. that its value increases day by day development, HR depart-
ments, human resources are automatically focused on growth, development of human
resources and skills. Human resource management is clearly defined as a strategic and
very coherent, innovative approach to managing the essential, most valuable assets of
a company or organization - people who work in the same organization with one goal,
ie. achieving clear goals of the organization. Solving the problem of understanding the
importance of emotional intelligence itself, which is of great importance for society as
a whole and social awareness in relation to general intelligence, which dictates the
norms and rules of conduct of individual leaders and managers, which are recognized
and explained, and responsible and defined depending from emotional intelligence and
achievement motives. We can look at the problems of society from a special dimension
of development through this paper, and on the basis of the obtained claims and evi-
dence on the basis of which we can define the social goal. A society in which a person
works and lives puts many demands on him. If he fails to master them successfully,
there is a possibility that he may become maladapted. An maladapted person is an in-
dividual who is not able to solve situations and problems that he encounters on a daily
basis. His tolerance for frustration is extremely low and his adjustment mechanisms
are inadequate. Such people are constantly in conflict with their surroundings. There
is no way I can establish true communication with other people. “Leadership is there-
fore the privilege of conscious beings, not technical systems or unconscious biological
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organisms. It therefore does not appear in the organism or in the mechanism, but in
the organization, and that is because the organization is a social relationship. It is im-
manent to relations in organized social groups, regardless of the goals for which they
are organized and the duration of such an organization. The practical contribution of
the paper is reflected in the ability of the surveyed organizations to, depending on the
approaches they apply, the characteristics of the process of human resource manage-
ment and defined indicators to determine the degree and development of emotional
intelligence.

Keywords: modern management, emotional intelligence, personality traits, leaders
and managers

JEL: D91, L21, M12, M51
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Abstract: In the current business environment organizations are forced to find the most
effective marketing technique in order to improve the results of their business. Since
each company’s goal is to achieve effective and efficient business, one of the most im-
portant decisions is the choice of direct marketing media actions that are most suitable
for contacting existing and potential consumers. In order to obtain information regard-
ing the effectiveness of direct marketing media, market research provides an overview
of market factors. Research presented in this paper intends to reveal consumer habits
and preferences in order to determine the usage and effectiveness of direct marketing
media. Presented results and models show that, in terms of communication and sales
effects, Internet is the most prominent as a direct marketing medium for all age groups
that are surveyed. Also, leaflets are a very effective medium of direct marketing for
respondents of all age categories, and newspapers have been proved to be a very ef-
fective medium for consumers who frequently buy them.

Keywords: direct marketing media; social media; usage; effectiveness, consumers.

The JEL Classification: M31; M37.

INTRODUCTION

Commercial and non-commercial organizations use various forms of marketing
communication to promote their offer and achieve their goals. Marketing communica-
tions are a means by which companies inform, persuade and remind consumers about
the products they sell (Kotler & Keller, 2006: 536), and every company is responsible
for assessing which promotional media will use to deliver an adequate and positive
message to consumers (Projovi¢ & Popovi¢ Sevié, 2013). The idea of mass market-
ing is believed to be outdated for the majority of marketing situations. The shift from
mass marketing towards niche marketing has initially occurred, then towards individ-
ual marketing and today we have post-modern marketing which creates differences
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rather than identifying similarities (Cluley & Brown, 2015: 115). Direct marketing
provides tangible forms of targeting and competitive advantage which enables more
precise and more accurate measurement of its effects (Koci¢ & Seni¢, 2010: 87). The
most important targeting decisions regarding successful direct marketing campaigns
is related to the assessment of most attractive, both active and inactive, consumers
in order to segregate the best prospects which would direct promotional messages
with the expectation of maximum results (Guido, Prete, Miraglia, & De Mare, 2011:
997). Direct marketing uses custom-made methods, and is guided by the fact that
customers prefer personalized addressing in order to feel respect (Mesaros, Pokic,
& Fabijan, 2009: 157). The key of direct marketing is to have the right offer for the
right person, resulting in the outcomes of sales that are enviable due to this way of
promotion. In the era of social media, the number of entrepreneurial businesses is
increased as well as the number of small businesses that recognize the benefits of
“eliminating” the actions, i.e. agents in sales (Alsever, 2014: 27-31). Similar to this
concept, effectiveness of direct marketing media should be used by sales and adver-
tisers to choose the most effective media among different direct marketing media.
When it comes to expressing the effectiveness of the media, both communication
and sales effects are taken into account.

Since term effective means successful in producing a desired or intended result,
it is important to choose the right direct marketing media to delivery promotional mes-
sages to a specific audience. It is necessary to have this information for media plan,
since no advertiser has an unlimited budget, just as it would be irrational to use the
budget for random advertising through certain direct marketing media or advertising in
all available media. Therefore, it is crucial to know preferences of target groups toward
different direct marketing media and how to use particular media to effectively deliver
the advertising message is a task for advertising management (Gunina, Bina, & Kincl,
2018: 189).

The subject of the research is usage and effectiveness of direct marketing media
which implies measuring customer/consumer reactions to promotional activities that
could help in planning an effective marketing communication strategy. The problem
is analyzed with special attention on changes in consumer behaviour considering dif-
ferent media usage (Internet and social media vs. traditional media). The aim of the
research is to learn which direct marketing media are the most effective in order to get
guidelines what media is the most cost-effective to invest and also to give a model that
could be usefull for companies and reseachers. Republic of Serbia was selected as the
central country of Balkan region because of constant increase of foreign investments
in current decade. This is followed by strong increase of advertisement expenditure
and percentages are especially high in digital advertisement that is annualy 15-20% of
which mobile advertisement went up to 327% high in 2017 compared to 2016 (IAB_
Europe, 2017; IAB_Europe, 2018).

LITERATURE REVIEW

Reinold and Tropp (2012) dealt with the measurement of the effectiveness of
integrated marketing communications (mass media and direct marketing) from the
perspective of organizations. Strategic factors determining the nature of the operation
of direct marketing are: product selection, goal definition, media selection, formulation
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of the offer, the use of customer databases, definition of sales systems, organization and
realization of the planned actions (Poki¢, Pani¢, & Kolev, 2012: 51).

Testing the effectiveness of the media is of great importance because the share of
the total costs of the media in marketing communications is very high. As for the media,
initially the decision is made regarding the choice of media (traditional or new media, or
a combination), and then the decision about the specific media within each of the above
categories (for example, within printed media a decision is made on certain magazines,
newspapers, catalogues) is made. After that, it is necessary to decide at what time the
message will be sent, the frequency, the length of the ad, the duration of the campaign
and the amount of the budget that will be spent on each medium (Kesi¢, 2003: 508).

The choice of media mix is one of the most complicated decisions in the mar-
keting communication strategy. The choice of media is one of the factors which deter-
mines the effectiveness of the communication goals and it is influenced by the charac-
teristics of the media, the scope and characteristics of the target group which it attains,
the customization of the media to the product/service, the costs that different types of
advertising media require. The scope and characteristics of the target group, reached
by a particular medium are considered to be the most important factors in a group of
important ones, from the point of view of effectiveness which directly depends on the
target group. Kotler and Keller point out the characteristics of the target market as one
of the factors influencing the choice of media (Kotler & Keller, 2006: 556-557) and
the authors share the opinion with Kesi¢ who says that “the most important factor in
media selection is the identification of the target segment and his features”, (Kesic,
2003: 326). “The success of advertising depends largely on media research and con-
sumers because it is predetermined by the right choice of media”, (Peri¢, 2008: 140).
A significant factor affecting effectiveness is the effect of different media on the same
audience, since people perceive a same message differently depending on the media
it was sent and consumers have their favourite media to which they are exposed and
which they follow.

The use of traditional media (newspapers, magazines, television and radio) de-
clines from 2010, primarily due to the growth of Internet. Newspapers are the ones
that suffered the most, followed by journals (Zenith, 2015). The effects of traditional
marketing are also declining, which has been confirmed by Srinivasan, Ruts and Pau-
wels, who have investigated the impact of traditional marketing and online marketing
on consumers’ activity. They have reached the conclusion that online marketing (clicks
on paid ads, website visits, Facebook likes) affect consumers significantly more than
advertising on TV, for which it was found that only 5% of consumer activity originates
from this form of promotion (Srinivasan, Rutz, & Pauwels, 2016: 440-453). The time
spent on consuming online media is increasing continuously, while the time dedicated
to consuming traditional media is continuously decreasing (Web_Strategies, 2016).
According to Risselada, Verhoef and Bijmolt (2014: 52); Van den Bulte and Wuyts
(2007), the effectiveness of traditional direct marketing media has declined in many
markets and consumers are avoiding these types of media. “In the past, media moni-
toring covered mainly printed media and TV, while today the Internet and social media
are gaining added value for organizations. Newspapers, TV, radio and magazines are
still used for communication. However, interaction via social media is an important
factor in the practice of monitoring social media”, (Strauf & Jonkman, 2017: 34-50).
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With the introduction of new media, and especially social media such as Face-
book, Instagram, LinkedIn and Twitter, marketers are increasingly interested in the
effects of their impact on consumer behaviour. Dao, Le, Cheng and Chen (2014) tested
the effectiveness of advertising on social media on student’s sample (Facebook, You-
Tube) and concluded that they positively effect on online purchase. Canhoto, Clark and
Fennemore (2013) interviewed the organizations about the degree of usage of social
media as a means of reaching consumers and they concluded that the interviewers saw
great potential in using social media to decide which segments to focus on, because
social media can provide real time data (Canhoto, Clark, & Fennemore, 2013: 426-
420). Today, a much larger number of consumers are being reached via Facebook ads,
banners or display ads, paid or organic search ads (Batra & Keller, 2016: 122). , Not
only does an internet marketing channel represent the state-of-the-art trend and a distri-
bution method with growing consumer number, but also an opportunity to get to know
own consumers, observe their environment, wishes and behaviour. The advantage of
internet channel is that products may be ordered round the clock and delivered rather
fast. Also, one might positively evaluate the experience which is very important to the
company, direct feedback from consumers: it is easy to find out what consumers wish,
what they expect and which products they are not satisfied with; it is easy to offer new
products, carry out campaigns and it is not difficult to update information®, (Banyte,
Gudonaviciene, & Grubys, 2011: 326). ,,The Internet has become a competing virtual
“real world for advertising”, (Jian & Yazdanifard, 2015: 597-598). Social media can
be simply explained as a group of free, online tools and platforms (blogs, online vid-
eos, photo sharing, social networking) used by people to publish, share online content
(Reed, 2011: 7). “Just as the rapid growth of mobile phone acceptance has opened up
new marketing communications and targeting opportunities, the ubiquity of social me-
dia has changed the way in which customers now share information and interact with
brands®, (Lamberton & Stephen, 2016: 146). Social media had become really import-
ant gradient in today’s marketing mix in general and in promotion mix in particular
(Bashar, Ahmad, & Wasiq, 2012).

The essence of social networks lies in the people’s interconnection and the ex-
change of information. Nowadays, social networks allow marketers to encourage con-
sumers (followers) to show their reaction regarding an event, a post, and they have
their expectations for the required answers to the questions asked. Social media and
mobile devices create enormous possibilities for responding, i.e. establishing proactive
contact with consumers in real time (Hazlett, 2013: 464-465). Digital media allow re-
al-time advert adaptation. Personalization of an advert in real time can be described as
dynamic adapting of advertising messages via digital media in real time frame based
on information originating from targeted consumers or a situation caused by consumer
and bidders’ interaction, i.e. advertising system (Bauer & Lasinger, 2014: 64). Thanks
to new media, companies can update their customer databases and create an offer that
is in line with their needs and desires. According to research results, more than 90% of
all consumers read online reviews before they actually buy a product — most common-
ly the company home pages are used, then e-mail and social media (Leeflang, Verhoef,
Dahlstrom, & Freundt, 2014: 2). Appropriate social media content will generate pos-
itive effects on online users’ participation and interaction with a brand (Zaglia, 2013).
Managers invest in social media to create fans of their brands in order to achieve pos-
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itive effects for their company through worth of mouth and loyalty (Leeflang, Verhoef,
Dahlstrom, & Freundt, 2014: 1-2). Rishika, Kumar, Janakiraman and Bezawada (2013)
suggested that customer participation in a company’s social media efforts leads to an
increase in the frequency of customer visits. The trend is rather obvious — marketers
continuously invest more in digital media (Web_Strategies, 2016). The effectiveness
via mobile phones is considerably higher compared to some other traditional media,
in terms of the speed of reading a text message. According to a survey conducted by
Danaher, Smith, Ranasinghe & Danahe (2015), only two minutes are needed in order
to read the message via a mobile phone.

As direct marketing has been rapidly developing, companies face advertising
problems due to information overload when it comes to any of the direct marketing
media. For every e-mail newsletter that the consumer should be delighted to receive,
he probably has dozens of unread or unwanted e-mails in the inbox. Then, when one
pays for an advert to be seen on Facebook, it has to go through various other posts
(Samuel, 2016). Potential consumers are exposed to various advertising messages, and
in the sea of ads they barely see the one they are interested in because they are used to
ignore ads. Therefore, millions of people refuse to let their devices impose intrusive
ads. In the case of printed promo materials, they may end up in the waste bin without
being looked at, while for online there are ad blockers. In the 2015, in Digital News
Report, Reuters Institute for the Study of Journalism reported that 47% of respondents
in the United States regularly use ad blocking software (Reuters Institute, 2015: 4).
According to PageFair and Adobe’s 2015 Ad Blocking Report, the number of people
around the world who stop ads from reaching their computers exceeded 200 million in
May 2015 (PageFair, 2015: 4). The reason for avoiding ads is the fact that people have
noticed that companies were collecting and sharing their personal information with
other companies (Searls, 2015) leading to major scandal compromiting Facebook. So,
the practice has showed that marketers combine online and offline communication
activities (media) to achieve synergy (Batra & Keller, 2016: 127-128).

According to the research conducted by ZenithOptimedia Group, the use of the
Internet in Serbia, was twice as high in 2015 compared to 2010, according to which
people spend 109.5 minutes a day on average on the Internet. The time dedicated to
traditional media declined, especially newspapers, due to the increase in the use of
the Internet (from 402 to 376 minutes). Printed media were read four times less in
2015 compared to 2010 (Newsweek Serbia, 2015). According to the forecasts of this
agency, the use of the Internet will grow at a rate of 9.8% per year (Zenith, Internet use
to drive 1.4% increase in media consumption in 2015, 2015). Also, according to re-
search by ZenithOptimedia in 2016, 71% of Internet use was made via mobile phones
(Zenith, 2016). According to the results of the research by the Statistical Office of the
Republic of Serbia in 2016, when it comes to the time frame in which internet users
purchased/ordered goods or services via the Internet, 26.3% of users made purchases/
orders in the last three months, 12% more than three months ago, and 7.1% more than
a year ago, while 54.6% of internet users have never bought/ordered goods/services
via the Internet (Statistical Office of the Republic_of Serbia, 2016: 27). Following
the results of this study, 76.5% of households access the Internet by using a mobile
phone, 72% by using computers, and 49.3% via the laptop. More than 90% of text
messages are read within 15 minutes from the time a message is received on a mobile
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phone, compared to an average e-mail campaign that generates less than 5% of clicks
on e-mail (Ghadialy, 2016: 4-6).

Internet penetration in Serbia is growing — for example in 2016, 3 out of 4 citi-
zens aged between 18 and 64 were using the Internet, mostly on a daily basis. Internet
users were mostly younger persons, with a higher level of education and income then
the average (MASMI, 2016). About 40% of those who do not use the Internet are po-
tential Internet users (11% of Serbian citizens). The key obstacle for them, in addition
to having no immediate need for doing so, is the lack of technical knowledge. The
Internet is mostly rejected by older citizens, who will probably not be using it in the
future (retired and aged 55+), as they do not feel the need at all. With the increasing use
of the Internet, online shopping is increasing year by year (MASMI, 2016).

METHODOLOGY

The research was conducted in the period from second hald of 2017, while the
statistics was carried out during 2018 and 2019. The target group were the citizens of
the Republic of Serbia — consumers aged 15 to 64 who belong to the category of la-
bour-efficient population in order to examine their habits and preferences regarding the
use of direct marketing media with the purpose of obtaining information about prod-
ucts/services, companies and ordering/online shopping. The questionnaire was used in
two forms: an Internet questionnaire (a link was sent to the respondents) and a ques-
tionnaire of the same content in printed form (which was given to the respondents).

The sample was stratified — the members of the basic assembly, based on the se-
lected criteria, were previously divided into stratum (homogeneous classes in relation
to the criterion — age). The stratums were created in proportion to the age groups of
the population and then for each stratum independent random samples were formed.
The random sample implies that each member of the basic assembly (in this case, the
stratum) will be provided with the same probability of being included in the sample,
with the mutual independence of drawing members of the basic set/stratum, in order to
ensure the impartiality and representativeness of the sample. The structure of the sam-
ple also took into account criteria of the age of respondents ensuring that the sample is
very similar to the structure of the actual demographics of Republic of Serbia: age 15-
24 (sample: 20%, demographics: 17%), 25-34 (20%, 20%), 35-44 (20%, 20%), 45-54
(19%, 20%), 55-64 (21%, 23%).

The filed questionnaires were controlled, so the validity of the answers, the
structure of the respondents and their number were taken into account. The sample
consisted of 1,532 respondents and the sample error is 2.5%, with a confidence interval
of 95% (the significance level of 0.95 is common, which means that the differences in
the groups of respondents have 95% probability that they really exist — with the error
risk of 5%, so it is believed that they reflect real differences in the population). Average
response rate accounted both printed and online questionnaires is 43%. A five-step
Likert scale was used to measure the frequency of consumer’s habits and preferences
regarding the usage of direct marketing media, ranging from: almost always, often,
sometimes, rarely, never (the numerical values of these responses are 5, 4, 3, 2 and 1,
respectively).

Systemic and comparable analysis of scientific literature and methods of ques-
tioning by a questionnaire are used research methods. In data processing and inter-
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pretation of results, the SPSS software was used and quantitative statistical methods
— descriptive statistics and comparative statistics (Kruskal-Wallis H test, regression
and correlation) within it.

The research hypotheses were formulated on the basis of literature review,
available research of media usage in Serbia and author’s assumptions:

H,: The most effective direct marketing medium is the Internet, in terms of com-
munication and sales effects — the most frequency of reading promotional ads and
ordering products/services is over the Internet. New media based on the Internet are
more effective than traditional direct marketing media.

H,: There is a statistically significant difference in the answers of respondents
of different age groups in relation to the variables regarding the frequency of reading
promotional content placed through the medium of direct marketing and the frequency
of ordering through them.

RESEARCH RESULTS

By observing the answers almost always and ofien as positive ones (respondents

who generally respond positively to promotional messages-ofters), we found that:

- While reading newspapers/magazines, 16.9% of respondents pay attention
to the parts where products/services are promoted. The percentage of the
respondents who collect parts of newspapers/magazines with an interesting
offer of products/services with an intention to buy a product from newspa-
pers/magazines one day (when needed or when a favourable opportunity is
available) or become a user of a service accounts for 10.7%. Only 5.3% of
respondents send coupons from newspapers/magazines hoping to receive
areward or to obtain a discount. A large number of respondents read what
is written on the leaflet when they find it in their hands (45.3%).

- When it comes to direct mail, 14.9% of the respondents read the received
letters which offer a product, of which only 1.7% respond positively to the
post, i.e., order the product offered.

- When it comes to catalogue sales, 10.7% of respondents buy products from
the catalogue.

- Very few respondents (3.6%) order products and/or become a user of the
offered service when contacted by phone. About 10.6% of respondents re-
spond positively to the promo message which they receive on the mobile
phone.

- While performing some kind of activity, 39.5% of the respondents listened
to radio at the same time and 10.2% listen carefully to promotional jingles
on the radio.

- A small percentage of respondents (9.8%) buy products via TV shop.

- A large percentage (66.7% of respondents) use web sites on the Internet
in order to obtain information about products/services. About 14.5% of
the respondents read absolutely every promotional message which they
receive on e-mails, and only 5.4% of the respondents buy products/use the
services promoted via e-mail, while 35.6% of respondents buy products/
services available on the Internet, 48.3% of respondents follow Facebook
pages they like, and 10.9% of respondents order products/services via
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Facebook; 33.3% of the respondents follow the pages on Instagram, and
only 7% of them buy via Instagram.

Table 1. Descriptive statistics

Questions in the form of statements N Mean SD Median Min. Max.
| buy newspapers. 1526 219 131 2 1 5
| buy magazines. 1529 222 1.9 2 1 5

| pay attention to parts in newspapers/magazines

where products/services are promoted. 1526229 117 2 ! >

If 1 come across an interesting offer of products/services
in the newspapers or magazines, | put aside that partof 1526  1.79  1.13 1 1 5
the newspaper and put it in a special place.

| cut the coupons from the newspapers/magazines and

send them hoping to get areward, i.e. lusethemfora 1532 1.43* 0.89 1 1 5
discount.

When a flyer is found in my hand, | read what it says. 1524 334 1.26 3 1 5
When a flyer is found in my hand, | do not read what it

says but rather immediately throw it in a trash bin. 1522 248 135 2 ! >
| am interested in envelope letters which offer products 1517 222 116 7 1 5
and | read them.

I respond positively to the received letters (I order the 1526 142¢ 070 1 1 5

offered product).

| buy catalogue products. 1526 210 1.04 2 1 5

I buy “proven” products (those that my acquaintances

. 1526  3.26 1.14 3 1 5
use and praise).

| listen to what is offered to me and | buy some of the
offered products, i.e. | become a user of the offered 1526  1.54* 1.25 1 1 5
service by phone.

| have time to co-operate when | am contacted by

1532 220 118 2 1 5
phone.
l'use call cgntre services to get answers to questions 1530 247 133 5 1 5
about services and other technical issues.
| reaq the SMS that arrives on my mobile phone within 1531 338 142 4 1 5
15 minutes.
| posmvgly react to the promo message that armiveson 0 0 107 5 1 5
my mobile phone (I am interested in more details).
| use a mobile phone while shopping in order to get
additional information (search for offers, prices, and 1530 257 145 2 1 5
locations).
Whlle doing something, | listen to the radio at the same 1531 302 139 3 1 5
time.
I listen carefully to promotional jingles on the radio. 1522 195 110 2 1 5
I watch TV shop. 1527  149* 0.82 1 1 5
| order products offered via TV shop. 1522 159* 115 1 1 5
| use a computer. 1528 464 087 5 1 5
| use e-mail. 1531 444 1.06 5 1 5
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| visit websites on the Internet in order to obtain

*
information about products/services. 1526 383 1.37 4 ! >
| click on banners on websites. 1521 214 115 2 1 5
| order products/services via the Internet. 1526  2.85% 136 3 1 5
Before buying something, | get informed on the 1527 383 123 4 : 5
Internet.
[ only use the Internet to obtain information, and then | 1521 368 114 4 1 5
go to the store.
For me, going to shopping is a real pleasure. 1526 328 1.26 3 1 5
| rea'd ab§olutely'every promotional message that | 1526 221 118 5 1 5
receive via e-mail.
| like receiving and reading e-mails from preferred 1523 239 127 5 1 5
brands.
I am happy to try new products/services of preferred 1508 247 119 5 . 5
brands that | am offered.
I buy products/services promoted via e-mail. 1523 182 094 2 1 5
| agree to buy a product without having to see it, feel
it, try it out or consult a salesperson regarding product 1530  1.92  1.19 1 1 5
features.
I have a profile on Facebook and | visit this social 1530 358 168 4 1 5
network.
[ follow Facebook pages that I like. 1524 314 167 3 1 5
| order products/services via Facebook. 1524 172 115 1 1 5
I have a profile on Instagram and | visit it. 1528 267 1.80 1 1 5
I follow Instagram pages that | like. 1518 243 170 1 1 5
| order products/services via Instagram. 1518 146* 0.96 1 1 5
| access social networks from my smartphone. 1518 366  1.69 4 1 5

*In the Likert scale, never has a value of 1 (minimal value), rarely 2, sometimes 3, often 4 and almost always 5
(maximum value), thus based on these values the mean values have been calculated.

Source: Authors

Only 11.2% of respondents never visit websites in order to find information about
products/services, 22.1% of them do not order products online, 46.8% never buy prod-
ucts promoted via e-mail. About 64.2% of the respondents never order products/services
via Facebook (34.1% of the respondents have ordered a product via Facebook at least
once in the last year) while 77.9% of respondents never order via Instagram (20.4% of
respondents have ordered a product via Instagram at least once in the last year).

It can be concluded that direct mail, telemarketing and television (in the form
of TV shop) are the direct marketing media with the lowest effectiveness as only 1.7%
of respondents positively respond to the received letter and 3.6% order products by
phone, and 9.8% of respondents buy products via TV shop, while online sales are the
most effective way of selling (35.6% of respondents buy products/services that are
available on the Internet). As has been assumed, online sales have proven to be one of
the most effective direct marketing media today.

Taking answers to questions in Table 1 into account, it can be concluded that the
most effective direct marketing medium from the consumers’ point of view is the In-
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ternet since the highest mean value is 3.83 which refers to communication effects, i.e.
visits to websites on the Internet in order to obtain information about products/services,
and that is the average value for informing on the Internet before buying, while 2.85
is the average value that relates to ordering of the product/services via the Internet and
is the highest one in terms of media effectiveness of sales effects. The table confirms
that the media with the weakest effectiveness (where the key ones, the sales effects
were observed) are direct mail, telemarketing and television (in the form of TV shop),
since their mean values are the 1.42; 1.54 and 1.59 respectively (where the maximum
value is 5). There is a significantly low mean value for printed media — newspapers/
magazines (1.43) which are used for reward or discount. This indicates that direct mail
has the weakest effect.

Table 2. Usage and effectiveness of direct marketing media

Direct marketing media Percentages
Newspapers
e the percentage of those who frequently buy newspapers 19.58 %
e of those who frequently buy newspapers, frequently read promotional ads in 4267 %
them e
Magazines
e the percentage of those who frequently buy magazines 17.75 %
e of those who frequently buy magazines, frequently read promotional ads in 38.60 %
them i
Direct mail
e the percentage of those who frequently receive an envelope with a letter in
. . 14.23 %
which a product is offered
e of those who frequently receive direct mail, frequently read the content of it 36.70 %

¢ of those who frequently receive direct mail, frequently give positive answer on it 458 %

Telemarketing

e the percentage of those who are frequently contacted by phone about the offer

of a product/service 42.95%

e of those who are frequently contacted by phone, frequently give positive o
answer on the offer by phone 7.29%

e of those who are frequently contacted by phone, frequently have time to 22.19%
cooperate in survey by phone

e the percentage of those who frequently receive promotional messages on their 41.45 %
mobile phone

¢ of those who frequently receive promotional message on the mobile phone, 18.90 %
frequently positively react on that message )

Radio

e the percentage of those who frequently listen to the radio while doing 39.49%
something else

e of those who frequently listen the radio, frequently carefully listen promotional 18.84 %

jingles
TV shop
e the percentage of those who frequently watch TV shop 3.19%
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¢ of those who frequently watch TV shop, frequently order via it 20.41 %
Internet
e the percentage of those who frequently visit web for information about 66.71 %

products/services
o f)f those who frequently use internet for information, frequently order via 43.44%
internet
e the percentage of those who frequently read every e-mail with promotional 14.49 %
messages they receive
e of those who frequently read every e-mail, frequently order products via e-mail 17.12%
e the percentage of those who frequently visit Facebook 62.01 %
¢ of those who frequently visit Facebook, frequently follow pages they like 74.95 %
¢ of those who frequently visit Facebook, frequently order via this social network 15.68 %
e the percentage of those who frequently visit Instagram 39.82%
¢ of those who frequently visit Instagram, frequently follow pages they like 82.30%
¢ of those who frequently visit Instagram, frequently order via this social network 15.57 %

Source: Authors

The effectiveness of direct marketing media in terms of the frequency of posi-
tive reactions to promotional ads by those who frequently use a particular medium can
be expressed by calculating the percentage of those who frequently use a direct mar-
keting medium (response values: 5 — almost always, and 4 — often), and then frequency
of the positive response can be calculated to a particular promotional ad through a di-
rect marketing medium, and by those who frequently use this medium (to calculate the
percentage of fairly active consumers who respond to promotional messages). Relative
values for each tested direct marketing medium are given in the Table 2.

Results show that social networks have the greatest communication effect, that
82.30% of the respondents who frequently visit Instagram, frequently follow the pages
they are interested in, and that 74.95% of the respondents who frequently visit Face-
book, frequently follow pages on this social network. Of those who frequently search
via the Internet for information about products/services, 43.44% frequently order via
the Internet. Newspapers surprised by their effectiveness — of those who frequently buy
newspapers, 43.67% of them frequently read promotional ads in newspapers. Of those
who frequently access to social networks, the frequency of following the pages on
Instagram is relative to Facebook, while the percentages of orders via these networks
is fairly even.
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Table 3. Testing the age groups of the respondents and the following questions

Questions Kruskal-WallisH  df p
| buy newspapers. 225.10 4 0.000*
| buy magazines. 201.09 4 0.000*
| pay attentloq to parts in newspapers/magazines where 6184 4 0.000*
products/services are promoted.
If | come across an interesting offer of products/services in the
newspapers or magazines, | put aside that part of the newspaper 66.14 4 0.000*
and put it in a special place.
| cut the coupons from the newspapers/magazines and send

. . . 9.25 4 0.055
them hoping to get a reward, i.e. | use them for a discount.
When a flyer is found in my hand, | read what it says. 16.17 4 0.003*
| am interested in envelope letters which offer products and | 4526 4 0.000*
read them.
| respond positively to the received letters (I order the offered 12,62 4 0.013*
product).
| buy catalogue products. 12.82 4 0.012*
| bl{y proven” products (those that my acquaintances use and 66.87 4 0.000*
praise).
I listen to what is offered to me and | buy some of the offered

. . 37.82 4 0.000*
products, i.e. | become a user of the offered service by phone.
| have time to co-operate when | am contacted by phone. 5.36 4 0.252
| usg call centre services t'o g?t answers to questions about 8338 4 0.000*
services and other technical issues.
| rgad the SMS that arrives on my mobile phone within 15 8058 4 0.000%
minutes.
I pos!t|ve|y react to the promo message thaF arrives on my 53,98 4 0.000*
mobile phone (I am interested in more details).
! usea mpblle phone while shop‘pmg in order t'o get additional 3786 4 0.000*
information (search for offers, prices, and locations).
While doing something, | listen to the radio at the same time. 11.45 4 0.022*
| listen carefully to promotional jingles on the radio. 4.99 4 0.288
I watch TV shop. 26.02 4 0.000*
| order products offered via TV shop. 155.67 4 0.000*
| use a computer. 143.74 4 0.000*
| use e-mail. 262.82 4 0.000*
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| visit websites on the Internet in order to obtain information

about products/services. 193.24 4 0.000%
| click on banners on websites. 74.16 4 0.000%
| order products/services via the Internet. 112.95 4 0.000*
Before buying something, | get informed on the Internet. 107.32 4 0.000*
Istoor;Z use the Internet to obtain information, and then | go to the 2283 4 0.000*
For me, going to shopping is a real pleasure. 58.59 4 0.000*
Ll::;iiﬁbsolutely every promotional message that | receive via 104.09 4 0.000*
I like receiving and reading e-mails from preferred brands. 31.66 4 0.000*
: 22 S?fpe)rr)eydt.o try new products/services of preferred brands that 7795 4 0.000%
I buy products/services promoted via e-mail. 59.58 4 0.000*
eaokiemprivabrarivg e S
I have a profile on Facebook and | visit this social network. 322,54 4 0.000*
| follow Facebook pages that | like. 33292 4 0.000%
| order products/services via Facebook. 117.79 4 0.000*
I have a profile on Instagram and | visit it. 373.03 4 0.000%
| follow Instagram pages that | like. 397.56 4 0.000*
| order products/services via Instagram. 150.98 4 0.000*
| access social networks from my smartphone. 315.05 4 0.000%

*Statistically significant differences between the age groups of the respondents (15-24, 25-34, 35-44, 45-54
and 55-64) are marked with the asterisk (¥)
Source: Authors

Table 3 shows that the statistically significant differences between the age
groups according to almost all tested questions except cutting the coupons from the
newspapers/magazines and sending them with hope to get a reward (y2(2) =9.25,p =
0.055 > 0.05); having time to co-operate when he/her is contacted by phone (¥2(2) =
5.36, p=0.252 > 0.05); and listening carefully promotional jingles on the radio (}2(2)
=4.99, p=0.288>0.05).

There is an influence of age of respondents to the frequency of buying newspa-
pers (R?=0.150, F(1,1526) =267.29, B coefficient = 0.034, Beta coefficient = 0.387, p
=0.00<0.05; 15.3% of variability of the frequency of buying a newspaper is explained
by the influence of ages of respondents), and to the frequency of buying magazines (R?
=0.133, F(1,1529) = 232.16, B coefficient = 0.029, Beta coefficient = 0.364, p = 0.00
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<0.05; 13.3% of variability of the frequency of buying a magazine is explained by the
impact of ages of respondents). There is a statistically significant correlation between
the mentioned variables (Spearman’s rank correlation coefficient = 0.373; 0.365, re-
spectively, p = 0.00 < 0.05, risk of error = 0.01), and these are moderate positive lin-
ear relationships which indicates that the frequency of purchases of newspapers and
magazines increase as the respondents are older, but there is no statistically significant
correlation between the age of respondents and the frequency of paying attention to
promotional ads in printed media (Spearman’s rank correlation coefficient = 0.176, p
=0.00 < 0.05, risk of error = 0.01), because the relationship between these variables
is negligible. Older respondents have the habit of buying print media and they are not
more focused on reading content from printed media than younger respondents.

There is insignificant influence of age of respondents to the frequency of on-
line ordering (R?= 0.018, F(1,1526) = 27.09, B coefficient = -0.012, Beta coefficient
= -0.133, p = 0.00), then, to the frequency of ordering via Facebook (R*= 0.038,
F(1,1524) = 59.93, B coefficient = -0.015, Beta coefficient = -0.196, p = 0.00), to the
frequency of ordering by phone (R*=0.011, F(1,1526) = 17.18, B coefficient = 0.006,
Beta coefficient = 0.106, p = 0.00) and to the frequency of ordering via TV shop (R?=
0.089, F(1,1522) = 148.34, B coefficient = 0.022, Beta coefficient = 0.298, p = 0.00).
There are no statistically significant correlations between these variables (Spearman’s
rank correlation coefficient = -0.120; -0.204; 0.128; 0.273, respectively, p = 0.00 <
0.05, risk of error = 0.01), where the relationships between variables is negligible.
The only statistically significant correlation is between the age of respondents and the
frequency of ordering via Instagram (Spearman’s rank correlation coefficient =-0.301;
p=0.00 < 0.05, risk of error = 0.01, R?= 0.080). The younger the respondents are, the
higher is the frequency of ordering via Instagram.

However, it is important to point out that the results show that there is an influ-
ence of the age of the respondents on the frequency of using social networks to follow
likable pages on Facebook and Instagram. 17.9% of the variability in the frequency
of following pages on Facebook explains the influence of the respondents’ age (R? =
0.179, F(1,1524) =328.41, B coefficient = -0.046, Beta coefficient = -0.423, p = 0.00).
There is also a statistically significant correlation between these variables (Spearman’s
rank correlation coefficient = -0.409, p = 0.00 < 0.05, for a confidence interval of
99% and a risk of error of 1%). The correlation is negative and medium by strenght,
which means that the frequency of following Facebook pages increases, the younger
are the respondents. And in case of Instagram, 26% of the variability in frequency of
following pages on Instagram explains the influence of respondents’ age (R? = 0.260,
F(1,1518) =528.35, B coefficient = -0.057, Beta coefficient = -0.510, p = 0.00). There
is a statistically significant correlation between these variables (Spearman’s rank cor-
relation coefficient = -0.517, p = 0.00 < 0.05, for a confidence interval of 99% (and
a risk of error of 1%) which is negative and medium by strength — the frequency of
following pages on Instagram increases as the age of the respondents decreases.

TESTING THE RESEARCH HYPOTHESES

Analysis of the results presented in Table 2 clearly indicates that the most effec-
tive direct marketing medium is Internet, in terms of communication and sales effects,
and thus the hypothesis H, has been confirmed.
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The hypothesis H, has also been confirmed — there is a statistically significant
difference in the answers of respondents of different age groups in relation to the vari-
ables regarding the frequency of reading promotional content placed through the me-
dium of direct marketing and the frequency of ordering (Table 3).

MODELS
Table 4 was compiled based on the mean values.

Table 4. Communication and sales effects of direct marketing media in relation to the age groups

Communication and sales effects of direct marketing Age groups of consumetrs in Serbia
media 1524 2534 35-44 4554 55-64
Communication effects of printed direct marketing media

Reading promotional contents in newspapers/magazines - - - 2,65 -
Reading promotional contents on flayers 3.19 3.50 3.46 335 3.28

Communication effects of Internet-based direct marketing media

Obtain information about products/services on the
Internet (websites)

Obtain information on the Internet and then going to

3.55 4.32 4.40 4.13 2.96

344 3.72 3.74 3.89 3.76

the store

Reading promotional messages received via e-mail - - - 2.85 -
Following promotional contents via Facebook pages 3.64 3.90 3.56 250 -
Following promotional contents via Instagram pages 3.63 2.89 - - -

Sales effects of the Internet
Ordering products/services via the Internet 2.68 3.23 331 259 2.50

Source: Authors

All age categories use Internet to a large extent for obtaining informations about
products and services within the purchasing decision-making process, as well as to
order products/services. The oldest age group (55-64) uses these advantages of the
Internet the least, and the respondents of the age group 35-44 the most and they mostly
order via Internet. Based on the possibility of achieving good communication effects
within promotional campaigns, Facebook can be very useful and cost-effective for
placing promotional content for age groups 15 to 54 years. The benefits of Instagram
can be well used to place promotional content for age categories 15-34 years. Re-
garding the investment of money and other resources in traditional printed forms of
direct marketing media, it can be seen in Table 4 that good communication effects can
be achieved in the age group 45-54, who carefully read promotional content placed
through newspapers and magazines in print form. This age group also pays the most
attention to the content of e-mails with promotional content and advertisements. Also,
very good communication effects can be achieved through flayers, since all surveyed
age categories read their content, which is proof that traditional direct marketing media
do not disappear, but often serve as a supplement to some new forms of media.
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Chart 1. Models for age groups of consumers (CE - Communication effects; SE - Sales effects)

Source: Authors

Based on Table 4, charts are derived that show which are the most effective
direct marketing media for each age category. The chart shows model according to the
age category, and it can be seen that the most effective media of direct marketing for
age 15-24 are: Facebook (with communication effects — CE), Instagram (with CE),
internet search (CE and sales effects — SE) and flayers (CE). The most effective media
of direct marketing for the age group 25-34 are: internet search (CE and SE), Facebook
(CE), flayers and Instagram (CE). Conclusion is that the best investition in promotion-
al content is on Google ads, Facebook and leaflets, for the age category 35-44, because
it is shown that age category most often pays attention to the content that is placed
through the mentioned media of direct marketing. For age group 45-54, it would be
the most profitable to invest in like the mentioned media for the age category 35-44,
with possible promotional content in printed newspapers and magazines and e-mails.
Respondents of the oldest category (55-64) the most often read promotional content on
leaflets and the Internet.



(asopis za ekonomiju i trziéne komunikacije/ Economy and Market Communication Review
God./Vol. 12 « Br./No. 1 - Banja Luka, Jun/June 2022 - pp. 37-56 53

CONCLUSION

Direct marketing enables sales improvement, better contact with consumers,
lower costs of promotional campaign as well as many other positive effects. Getting in
touch with consumers without intermediaries allows lowering the contact costs, while
the obtained information is better and safer due to the immediacy. Savings created in
this way allow lower prices and thus providing competitive advantage. Direct mar-
keting addresses a closely segmented auditorium, personalizes the communication
process, it is easily controlled and it is simple to perform an evaluation of activities.
Nowadays, consumers spend a lot of time using their mobile phones and they prefer to
interact with a brand outside the “real world”, which means that it is a must to have a
an integrated digital marketing strategy. Using smartphones and applications is merely
one way to achieve digital interaction. Firms’ digital marketing engagement can be cat-
egorized according to perceived benefits and digital marketing usage (Tiago & Verrisi-
mo, 2014: 703). These digital strategies place consumers in the centre and are created
to be reached on the basis of their habits, preferences and behaviour. Although there is
no universal formula on how to create digital communication for reaching consumers,
and certainly it cannot be achieved overnight, focusing on digital marketing efforts
should not lag behind (Armitage, 2015: 22-23). Based on the research results, it is
concluded that, in terms of communication and sales effects, Internet (including social
networks) is the most prominent as a direct marketing medium. The results show that
the Internet is a very effective direct marketing medium (in terms of communication
and sales effects) for all respondents’ categories according to age. Social networks —
Facebook and Instagram are most common among respondents aged 15-35, and Face-
book is still frequently present among consumers under the age of 55, and via these
social networks it is possible to achieve good communication effects for mentioned
age categories. Also, the leaflet has remarkable communication effects for all respon-
dents’ groups. Considering the percentage of attention and reading to promotional ads
in them, printed newspapers have been proved to be a very effective medium, by con-
sumers who frequently buy newspapers. These results may be used to model optimal
for different target groups of consumers, not only in Serbia, but also in neighbouring
countries that have similar aspect of social, cultural and economic development. This
study examined general consumer usage and effectiveness of direct marketing media
in Serbia with big and representative sample. Authors are aware of the limitations that
the study did not include an examination of the effectiveness of a given media con-
sidering a specific advertisement as a part of a promotional campaign. A deeper study
would include an examination of the usage of a specific direct marketing medium in
terms of the form, content and promotional appeals of the ad.
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Abstract: In today s turbulent environment, local self-government administrations are
under pressure of various, often conflicting needs, demands and interests that affect
their effective operations. Accordingly, an innovative model of local self-government
effectiveness measurement has been applied in this research which effectively includes
a broad spectrum of organizational goals. Measuring effectiveness of local self-govern-
ment and municipal management structures provides a clearer insight in to how well
developed is local self-government in order to identify key factors affecting its (non)
efficiency and business (non)effectiveness. Interdependence of the balanced scorecard
model (BSC) development and effectiveness of local self-government is the subject of
this paper. Effectiveness of local self-government has been observed on the basis of five
segments or five perspectives of the balanced scorecard model. BSC modeling allows
for successful development and implementation of a strategy that is causally linked
to effectiveness of local self-government and improving public services. The results
of the research have confirmed that a greater degree of development of the balanced
scorecard model has the potential to increase effectiveness of municipal management
structures, and with that development and competitiveness of the local community and
improving public services, as shown in this paper.

Key words: Local self-government, balanced scorecard model, improvement of effec-
tiveness, public services
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INTRODUCTION

Traditional business performance measurement systems focused primarily on
financial indicators have become insufficient today to get a complete picture of the
functioning of the organization. In the past twenty years, significant reform activi-
ties have been carried out in the public sector of many countries in order to improve
business performance and efficient service delivery. The reforms are an expression of
the government’s efforts to continuously improve public sector organizations to work
better and more transparently. At that time, in a large number of countries, there was a
problem of measuring the effectiveness of the work of the organizations themselves.

The modern environment, in which the intangible resources of the organization
have the greatest value, and the most intellectual capital, has caused the emergence of
modern management concepts such as the concept of knowledge management (KM),
total quality management (TQM), customer relationship management (CRM), the con-
cept economic value added (EVA), Balanced scorecard (BSC), etc.

Many local governments around the world have turned to efficiency manage-
ment methodology to help quantify results, improve services, and communicate more
effectively with the community and stakeholders.

Given that in Bosnia and Herzegovina there is no single method or generally
accepted concept for measuring the efficiency and effectiveness of local government
management, the application of this concept (BSC) in the research part presents an
analysis of the effectiveness of local governments in Bosnia and Herzegovina through
economic indicators of local economic development. public revenues, physical and
other resources.

Strategic planning and strategic management give public organizations and in-
stitutions a specific purpose and direction that contributes to the creation and imple-
mentation of an effective development policy of government officials. Unlike strategy
formulation, strategy implementation is often seen as a craft rather than a science.
Significant difficulties usually arise during the later processes of strategy implemen-
tation where one of the causes is also found in unrealistic planning when formulating
the strategy itself. There are many factors that affect the success of the implementation
of the strategy and that the implementation is a key challenge for the improvement of
public services and thus the effectiveness of local self-government. Some of these fac-
tors are inadequate system for monitoring the implementation of the strategy, underde-
veloped e-government system, mismatch of competencies of employees and business
processes, insufficient communication and anticipation of the needs of service users,
etc.

It is the Balanced scorecard that helps organizations formulate and implement
strategies more efficiently in the context of improving public services. In today’s dy-
namic environment, the application of the Balanced scorecard is necessary because
it has been recognized by many cities in the world (Charlotte, San Diego, Brisbane,
Rijeka, etc.). The application of the Balanced scorecard concept aims to establish a
balanced set of measures that provides municipal management with information to
achieve goals and monitor the satisfaction of service users. The Balanced Scorecard
provides a framework for translating vision and strategy into operational sizes and
measures to more easily track the quality and quantity of customer service.
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LITERATURE PREVIEW

The performance measurement system in the field of public administration has
received increasing attention for both the academic community and practitioners in
the last two decades. The system of measuring performance, improving the efficiency
of local self-government and applying the Balanced scorecard concept is the subject
of many researches in the world Boyine, 1988, Lovell, 1994, Kloot L. and Martin J.,
2000, Niven Paul R. 2003, Mik Wisniewski 2004, Tommaso Agasisti, Deborah Agos-
tino & Mara Soncin 2019 (Sasi¢, 2020, p. 33).

In addition to the importance of application for companies, Norton and Kaplan
emphasize the importance of BSC for the public sector in their works. These papers
emphasize the importance of the existence of cause-and-effect relationships between
the four perspectives in a way that learning and growth lead to improved internal busi-
ness processes, which in turn leads to improved customer satisfaction and ultimately
affects the financial performance of the organization (Kaplan, Robert S., & Norton,
David P,, 2006, p. 75).

Pollalis and other authors presenting the application of the BSC methodology
in the U.S. Department of Defense, suggested that the customer perspective be placed
at the top of the BSC causal link (Pollalis,Y.A.,Gartenberg,M.,& Edmunds,B., 2004,
p. 37). Niven Paul R., (2003) researched the effectiveness of BSC implementation
in the local community and also stressed that the client / citizen perspective should
be at the top due to the mission of local self-government. Niven points out that the
application of BSC in the local community demonstrates responsibility and gener-
ates results, enables efficient use of limited resources and emphasizes the efficiency
of strategy implementation. There is a large body of research on the effectiveness of
local community management (Niven, 2006, p. 124). Charnes 1. (1989) investigated
the efficiency of 28 cities in China between 1983 and 1994 and stressed the importance
of rationalizing local government costs and relieving citizens. (Guo Tengyun, 2011,
p. 750) Umashev & Willett (2008) highlight a multidimensional approach to the BSC
model that is also considered an excellent tool for measuring the efficiency of local
government systems based on performance indicators identified through four BSC
perspectives (Umashev, C. and Willett. R, 2008, p. 380). Chow (2010) and Rautiainen
(2014) point out that based on institutional pressure, public sector organizations are
forced to mimic different private sector models and theories within their organizations.
Customer (citizen) orientation is common for the implementation of BSC in public
organizations. Research to date has shown that the use of BSC has risen sharply in
recent years, especially in local governments in Sweden, Denmark, Canada, Australia,
Spain, the Czech Republic and other countries. In addition to local governments, BSC
is also used in hospitals, colleges, courts, and schools (Hellstrom, M., Jonsson, P. &
Ramberg, U., 2009, p. 19).

Tommaso Agasisti, Deborah Agostino & Mara Soncin conducted a survey in
2019 to identify three samples (formal compliance, shared vision and technical oli-
garchy) of the implementation of the Performance Measure System (PMS) in local
governments (Tommaso Agasisti, Deborah Agostino, Mara Soncin, 2020, p. 1125).

In Bosnia and Herzegovina, the performance measurement system is still not
sufficiently developed, which is the recommendation of the European Commission in
the context of public administration reforms and EU accession (Sagi¢ P., 2019, p. 11).



Devad Sasi¢, et al.
60 PERFORMANCE MEASUREMENT IN LOCAL GOVERNMENT UNITS IN THE FUNCTION OF PUBLIC SERVICE IMPROVEMENT

For example, local governments in BiH often do not have a clearly defined strategy,
but the BSC relies on a mission, to focus on efficiency within available resources.

ANALYSIS OF THE IMPACT OF THE BSC MODEL ON THE

IMPROVEMENT OF LOCAL GOVERNMENT SERVICES

Based on the above, the following hypotheses are set:

H1. Continuous education and training contribute to increasing the competen-
cies of managers and employees in local self-government

H2. Improving internal processes in local self-government units is related to the
competencies of managers and all employees

H3. The quality of internal processes causes better service delivery

The interdependence of the development of the BSC concept and the improve-
ment of local government services is the core of the research of this paper.

The effectiveness of local self-government was observed through five perspec-
tives of the BSC model. The basic perspectives, as the theoretical basis of the BSC
managerial concept, can be presented as follows:

1. Perspective of learning and growth of the organization,

2. Perspective of business processes of the organization,

3. Perspective of the organization’s clients,

4. Financial perspective of the organization i

5. Perspective of strategic integral operation of BSC concept.

The results of the research show that those local governments that have devel-
oped perspectives of this model are more effective than those local governments that
have partially developed individual perspectives or do not have any of the perspectives
developed at all. Business on the principle of the BSC model enables the successful
development and implementation of the strategy. The effectiveness of local self-gov-
ernment is analyzed through the introduction of new and improvement of existing
services, promotion of innovations, shortening of processes and procedures, quality
improvement, sensitivity to customer / citizen requirements, and other relevant indi-
cators. The research was conducted in 53 local self-government units in Bosnia and
Herzegovina. For the purposes of this paper, the focus of the interpretation of research
results will be the perspectives of internal processes and the perspectives of citizens
(clients).

Development of the perspective of internal processes

The development of the perspective of internal processes in local self-govern-
ment units was measured through the analysis of responses to claims about strate-
gy implementation, development and implementation of e-government, efficiency
of procedures and processes, implementation of ISO standards, scope and quality of
services, service innovation (system 24, One-Stop-Shop Counter, monitoring the im-
plementation of the document online via etc.), the possibilities of introducing the New
Public Management, the efficiency of time management (time management) by the
municipal leadership and the effectiveness of the existing internal organization and job
systematization.

The knowledge and competencies of management and employees directly affect
the quality of internal processes of each organization. Improving internal processes
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is important for several reasons. By continuously improving internal processes, it is
possible to reduce business costs through the efficiency and productivity of employees,
because the quality of internal processes can have a positive impact on the perception
of clients (citizens) and strengthen the key values of the organization.

The next table shows the results of average values and deviations from the
above statements related to the analysis of the development of the perspective of inter-
nal processes in local government units. When asked or stated that the improvement
of internal processes in local self-government units is related to the competencies of
managers and all employees, 79.22% of respondents strongly agree, 11.28% agree to
some extent, while 10% have no opinion. There is no statistically significant difference
in responses at the level of 0.05 (Chi-Square = 1.639, df = 4, p = .651) between local
governments according to the division into micro, small, medium and large.

Table 1. Results of the analysis of average values of the perspective of internal processes

Perspective of internal processes N Min Max Average St.Dev.

B1. Improving internal processes in local self-government units is
related to the competencies of managers and all employees
B2.The existing internal organization and systematization of jobs
in your municipality is effective

B3. Are there capacities in local self-government units to apply
modern management concepts? (New Public Management)
B4.The ability to introduce new human resource management
practices in local self-government and their development affects 49 2 5 4.04 735
the improvement of internal processes

B5. Improving internal processes implies the quality of delivered

50 3 5 4.44 541

50 1 5 3.22 1.055

50 2 5 3.40 857

. 50 1 5 4.24 .843
services
B6. Implementation of quality management system (according
to 1SO 9001: 2015) contributes to more efficient achievement of 50 1 5 3.76 .981

goals in terms of improving the quality of services provided

B7. Improving the favorable business environment in local

self-government units also depends on the competencies of the 49 2 5 441 762
municipal management

B8. The promotion of local economic development is effective 50 1 5 338 967

Source: Author’s research

The research results show in the next table that there is a significant positive
correlation between the effectiveness of the existing internal organization and system-
atization of jobs and the improvement of internal processes in local self-government
units is (rs = 0.483, sig. = 0.000).

Also, local governments in which the municipal management dedicates its ac-
tivities to monitoring operational activities in the organization have a medium-strong
connection with the improvement of internal processes (rs = 0.535, sig. =. 000). Based
on the test results, we came to the conclusion that refers to the second hypothesis, ie
that the improvement of internal processes in local self-government units is related to
the competencies of managers and all employees (Z =-0.771, p <0.05)
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Table 2. Results of research on the correlation of internal process perspective variables

Development of learning and growth N MeanRank Sum of Ranks
perspective

Perspective of Undeveloped 33 21.26 701.58
internal processes peyeloped 20 67.25 1345.00

Source: Author’s research

Table 3. Effectiveness of municipal management in the perspective of internal processes in relation to
development / underdevelopment in the perspectives of learning and growth

Perspective of internal processes

Mann-Whitney U 168.000
Wilcoxon W 234.000
Z -3.576
Asymp. Sig. (2-tailed) .000

Source: Author’s research

The results of the Man-Whitney test show how effective the municipal leader-
ship is (LGU) in the perspective of internal processes is statistically significantly higher
when it comes to local governments that have a developed perspective of learning and
growth compared to those local governments that have an underdeveloped perspective
of learning and growth (Z = -3,576, sig. = 0,000). Based on the previously calculated
correlation coefficients and presented analyzes that indicate the degree of quantitative
agreement that the improvement of internal processes in local self-government units is
related to the competencies of managers and all employees, it can be concluded that a
valid confirmation of the second auxiliary hypothesis.

Development of citizens’ perspective

The analysis of the development of the perspective of relations with service us-
ers (citizens’ perspective) was measured through the analysis of the quality of existing
services and compliance with user requirements, participation of external stakeholders
in decision-making, possibility of outsourcing, development of public-private partner-
ships, ownership system for monitoring the level of realized proposals / complaints of
citizens, participation of citizens, non-governmental organizations and employers in
public hearings, and whether the local self-government is continuously conducting a
survey on the satisfaction of users of municipal services.

Table 4. Results of the analysis of average values of citizens' perspective

Citizens’ perspective N Min Max Average St.Dev.

C1.The quality of existing services is in line with customer
requirements

(2. The constitutional organization and normative
framework prevent more effective action of local self- 51 1 5 3.39 1.115
government

51 2 5 3.67 739
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(C3. Service users are regularly involved in decision-making

51 1 5 2.96 916
processes
C4.Transfer of competencies in performing certain
activities through the concept of outsourcing and PPP is 51 1 5 2.80 1.000

represented in our municipality

Source: Author’s research

In Table 4 the results of average values and deviations from the stated statements
related to the analysis of the development of citizens’ perspectives are presented. When
asked whether the quality of existing services is in line with customer requirements,
9.04% of respondents strongly agree, 50.09% agree to some extent, while 30.20%
neither agree nor disagree, while 5, 7% disagree. There is no statistically significant
difference in responses at the level of 0.05 (Chi-Square = 7.635, df =4, p = .651) be-
tween local governments according to the previous division into micro, small, medium
and large. Regarding the answers by category of constitutional-territorial organization
from which local governments come, there is also no significant statistical difference.
The average rating of the response to this statement is 3.67 with a standard devia-
tion of 0.739, which indicates that the quality of certain services is not in line with
user requirements. Through the results of the research so far, we conclude that there
are several factors that affect this assessment (insufficiently developed e-government
system, existing internal organization and systematization of jobs, non-evaluation of
innovation and creativity in the work of employees, etc.).

One of the principles of the quality management system according to ISO
9001 implies the inclusion and fulfillment of customer requirements. Consequently,
the question was raised as to whether service users were regularly involved in deci-
sion-making processes. Only 3.8% of respondents strongly agree that service users are
regularly involved in decision-making processes, while 24.5% somewhat agree.

The low participation of service users in decision-making processes aimed at
improving existing and introducing new services indicates the inefficiency of the or-
ganization on the one hand, and the lethargy of service users due to lack of initiative
and activism on the other hand. The obtained results clearly show that municipalities
do not have detailed strategies for monitoring customer satisfaction and consideration
of their proposals, especially in relation to local communities and their communication
with municipalities.

The average rating of responses to this statement is 2.96 with a standard devia-
tion of 0.916, which indicates that in most municipalities (71.8%) service users are not
involved in decision-making processes.

In order to analyze why some municipalities are more effective in their work
than others, it was also analyzed whether the constitutional organization and normative
framework prevent more effective action. The average mean value of the answers to
this question is 3.39, where 17% of municipalities believe that the existing consti-
tutional organization does not prevent effective action. Many municipalities neither
agree nor disagree with this statement because, for example, when starting a business
and the ease of doing business criteria prescribed by the World Bank, the effective-
ness of municipalities depends on the solution of higher levels of government and the
work of certain public companies and institutions. (connection of electricity and other
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utilities, tax and court decisions). By introducing One-Stop-shop counter operations
and assigning “mentors” to investors, developed local governments have successfully
improved the effectiveness of business ease. The trend in the world is to transfer certain
tasks of local self-government to other legal entities in order to rationalize business
costs and improve efficiency in work. According to the Law on the Principles of Local
Self-Government, municipalities and cities have a large number of competencies that
affect their development differently. Due to limited tax autonomy and the existing fis-
cal federalism in BiH, small local governments face a deficit of public revenues neces-
sary to cover public expenditures defined in the law of the same name. Consequently,
one of the solutions is certainly the strengthening of partnerships between public and
private entities by assigning certain tasks and activities of local self-government to
legal entities from the private sector (the so-called “outsourcing” concept). Also, by
strengthening the public-private partnership, it is possible to achieve the desired effects
in the form of business rationalization and meeting the needs of citizens.

Tabela 5. Is there a developed system for monitoring the satisfaction of service users in your local
self-government (percentage of realized proposals / complaints of citizens)

Frequency Percent Cumulative Percent

Yes 28 52.8 54.9

No 13 245 80.4
Planned to introduce 10 18.9 100.0

Valid

Total 51 96.2

Missing System 2 3.8

Total 53 100.0

Source: Author’s research

In order to analyze and improve the efficiency and accountability of local au-
thorities, it is necessary to continuously monitor the satisfaction of citizens with local
services. In this regard, the table above shows the results on the development of a
system for monitoring the satisfaction of service users. The results show that in 54.9%
of municipalities there is a developed system for monitoring the satisfaction of service
users (percentage of realized proposals / complaints of citizens) while in 45.1% of
local governments it is not developed.

Using Spearman’s correlation coefficient, the correlations between the state-
ments related to the auxiliary hypotheses H1 and H2 were calculated. The research
results show that there is a strong correlation (rs = 0.723, sig. = 0.000) between the
claim of continuous education and training contribute to increasing the competencies
of managers and employees in LGUs as an independent variable (AS8), and claims of
improving internal processes in LGUs related to managers’ competencies. all employ-
ees as dependent variables (B1).
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Table 6. Analysis of the interdependence of education, competencies of managers and employees
with by improving internal processes

Value Asymp. Std. Error Approx.T  Approx. Sig.
Interval by Interval Pearson’s R 707 .087 6.925 .000

Spearman
Correlation

Ordinal by Ordinal 723 .088 7.241 .000

Source: Author’s research

To assess the development of the perspective of internal processes in local
self-government units, average values and Spearman’s correlation coefficient between
questions from questionnaires B1-B7 were calculated. Questions for the analysis of the
development of perspectives of the BSC model in the paper are defined in accordance
with the objectives of the research and the set hypotheses.

Table 7. Development of the perspective of internal processes in the LGUs on the observed sample

Development of N Mean Rank  Sum of Ranks
perspective
Improving internal processes in local 1.00 37 273 841.00
self-government units is related to
the competencies of managers and
2.00 14 34.64 485.00

all employees

Source: Author’s research

Table 8. The results of the correlation between the development of the perspective of internal
processes and the perspective of citizens

B5-C1 Value  Asymp. Std. Error Approx.T Approx. Sig.

Interval by Interval Pearson’s R .760 069 8.109 .000

Ordinal by Ordinal ~ >Pearmean 736 070 7.532 000
Correlation

N of Valid Cases 50

Source: Author’s research

The third auxiliary hypothesis (H3) assumed that the improvement of internal
processes implies the quality of delivered services. In order to determine the impact of
under development and development of internal processes on the quality of local ser-
vices, is gaining knowledge of whether there is a quantitative agreement of variations
between the observed variables and, if so, the degree of such agreement, a correlation
analysis was performed. The analysis of the correlation between the development of
the perspective of internal processes and the perspective of citizens measured through
the quality of delivered services and their participation in decision-making, found that
there is a positive relationship between variables, which is statistically significant at a
significance level of 5% (rs = 0.736, sig . = 0.000). This finding indicates a causal link
between the development of the perspective of internal processes and the perspective
of citizens (Table 9).
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Using the Mann-Whitney test, we tested the auxiliary hypothesis H3 based on
the factors of local self-government development and the perspective of citizens (per-
spective of the BSC model) and came to the conclusion that the null hypothesis was
rejected (sig. =.001).

Table 9: Effectiveness of municipal management in the perspective of citizens in relation to
development / underdevelopment in the perspective of internal processes

Development of the perspective = N  MeanRank Sum of

of internal processes Ranks
The quality of internal Undeveloped 33 52.84 1743.42
processes implies better Developed 19 101.78 1933.82
service delivery Total 52
A The quality of internal processes implies better service delivery
Mann-Whitney U 904.500
Wilcoxon W 1743.420
z -1.583
Asymp. Sig. (2-tailed) 013

a. Grouping Variable: Perspective of internal processes

Source: Author’s research

Namely, there is a significant difference for the answers to the question / claim
that the quality of internal processes causes better service delivery, based on the above
criteria for the development of the BSC management concept (Z =-1.583, sig. <0.05).
More developed local governments have a higher degree of agreement than underde-
veloped ones, and the effectiveness of municipal leadership measured through the per-
spective of citizens is statistically significantly higher. The average mean value of the
response to this statement in developed LGUs is 4.75, while in underdeveloped 3.44.

CONCLUSION

Modern business, both private and public, brings new demands and challeng-
es to public administration organizations, as well as local self-government, which
are not always easy to achieve. In such a time, the application of modern manage-
ment concepts, ie the New Public Management, has a key role in the efficiency and
effectiveness of the operations of public administration organizations. In transition
countries, and especially those that are candidates for accession to the European
Union, such as Bosnia and Herzegovina, the most demanding criterion is public ad-
ministration reform. These reforms include improving organizational and functional
efficiency and effectiveness, reorganization of public administration from the state
level to local self-government.

Local governments are under pressure from numerous, often conflicting needs,
requirements and interests that determine their actions, so this research applied an in-
novative model for measuring the effectiveness of local government that includes a
wide range of organizational goals. Measuring the effectiveness of top management
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(municipal leadership) in the context of improving public services, was analyzed using
the Balanced scorecard model.

In the last three decades, the Balanced Scorecard has achieved great success and
has been used in both the private and public sector in terms of measuring the effective-
ness of top management and improvement of service delivery. Translating vision and
strategy into a set of goals using the Balanced scorecard model forces top management
to create clear, measurable and achievable goals. Precisely in this there is an additional
reason for the application of the new proposed BSC model in the research of the im-
pact of the development of the BSC model on the improvement of public services of
local self-government. It follows that the top management of local self-government
as a social and economic system must continuously monitor and reconcile different
interests in order to fulfill the mission and achieve business efficiency.

In Bosnia and Herzegovina, today municipalities are in the process of transition,
ie at a turning point from a bureaucratic to user approach where the primary goal must
be to implement the reform process, reorganize local government and more efficiently
measure the effectiveness of municipal leadership and all employees to meet the needs
of its users. .

The results show that the improvement of internal processes in local self-gov-
ernment units is related to the competencies of managers and all employees, as stated
in the second auxiliary hypothesis. The correlation between these variables is very
strong, which suggests that through learning and training of employees can significant-
ly significantly improve the improvement of internal processes of local government.
The research found that local governments, in which the municipal leadership dedi-
cates its activities to creating new ideas and redefining business strategy, have a strong
positive correlation and greater effects on the improvement of internal processes. Also,
local governments in which the municipal leadership dedicates its activities to moni-
toring the operational activities of the organization have a medium-strong connection
with the improvement of internal processes. We can conclude that the effectiveness
of municipal leadership in the perspective of internal processes is statistically signifi-
cantly higher when it comes to local governments that have a developed perspective
of learning and growth compared to those local governments that have an underdevel-
oped perspective of learning and growth.

The effectiveness of municipal management (LGU) in the perspective of citizens
(customer relations) is statistically significantly higher when it comes to local govern-
ments that have a developed perspective of internal processes compared to those local
governments that have an underdeveloped perspective of internal processes. When it
comes to the size of local self-government, the effectiveness of municipal management
is most pronounced in local self-government units that have over 100 employees. In
general, looking at all the results according to the perspectives of the BSC model, the
perspective of citizens is the least developed, which was emphasized in the Report of
the European Commission for the last year and in the report of the World Bank (Doing
Bussines).

There are differences between local governments with developed and underde-
veloped BSC management concept. These differences indicate that the development of
perspectives of the BSC concept is a significant predictor of the effectiveness of mu-
nicipal leadership in terms of implementing the strategy and the effectiveness of local
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government operations. More developed local governments, ie those with developed
perspectives of learning and growth, internal processes and relations with citizens,
have a higher degree of strategy implementation, so the effectiveness of municipal
leadership, measured through the perspective of strategic integral action of BSC con-
cept, is statistically significantly higher. Local governments with less than 50 employ-
ees have the lowest level of strategy implementation and effectiveness where one of
the main reasons is the lack of financial resources and the existing distribution of rev-
enues from indirect taxes. The results of the statistical analysis showed that the pro-
posed measure of the degree of development of the BSC model determines the level
of effectiveness of municipal management (top management), ie the effectiveness of
local self-government makes sense. Thus, a higher degree of development of the BSC
management model implies a higher degree of effectiv