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ORIGINALNI NAUCNI RAD / ORIGINAL SCIENTIFIC PAPER

IMPULSE PURCHASE IN VIRTUAL ENVIRONMENT
AND PRICE SENSITIVITY OF YOUNG CONSUMERS:
RESULTS OF EMPIRICAL RESEARCH

Magdalena Stefariska | Associate Professor, Institute of Marketing, Poznari University of Economics and
Business, Poland, magdalena.stefanska@ue.poznan.pl

Grazyna Smigielska Associate Professor, College of Management and Quality Sciences, of Cracow
University of Economics, Poland, smigielg@uek.krakow.pl

Abstract: Dynamic development of e-commerce and m-commerce makes the demand on
knowledge about attitudes, preferences and buying behaviours on the Internet grow. It is
especially interesting to recognise the models of behaviours referring to consumers and gene-
ration Y — the generation preceding the so-called digital natives, i.e. people born after 2000.
Conducted research fit well into the studies on buyers’ behaviours in virtual environment and
are important because of the fact that virtual environment creates determinants of making
buying decisions that are different from the traditional ones. Therefore there is a need to verify
the existing knowledge and define how much the mechanisms of actions of offline and online
buyers are convergent. Growing commonness of smart phones and mobile applications raises
the question of characteristics patterns of m-commerce buying process. One of the important
area of these research is impulse buying. In this paper we try to answer the question about
relationships between tendency to purchase on impulse, price sensitivity and perceived apps
utility. The results of research conducted in Poland on the sample of 500 university students
are analysed. They show that females are more price sensitive and more prone to buy impulsi-
vely than men who use apps to get more information and compare offers.

Key words: mobile applications, impulsive buying, price sensitivity, benefits from mobile

applications, millennials.

The JEL classification: L81, M31, D12.



(asopis za ekonomiju i trzisne komunikacije/ Economy and Market Communication Review
God./Vol. 10 - Br./No. 1 - Banja Luka, Juni/June 2020 - pp. 8-26 9

INTRODUCTION

The pace of development of e-commerce all over the world and its share in tur-
nover of retailing encourage to start deliberations about determinants that affect
online buying behaviours, the intensity of their impact and the relationships
between them. It is estimated that in 2022 Walmart will not be the largest re-
tailer in the world. It will be left behind by Alibaba, the largest global player in
e-commerce sector, whose annual turnover is to grow in the next five years from
342 to almost $700 billion. China, the USA and India are the countries in whi-
ch e-commerce markets are developing the fastest (Rynek e-commerce..., 2018).
Poland also belongs to the group of countries of the highest dynamics of growth
of online trade. Online retailing in Poland has been developing in Poland at the
rate of 23% and in 2018 it reached PLN 50 billion. It is estimated that by 2020
it will have reached the value of PLN 70 billion (Raport Interaktywnie.com...,
2019). Although sales via the Internet is still low as comparing to overall sales,
it has been growing very fast. Global companies like AliExpress, which in a very
short time were able to beat the biggest Polish auctioneer Allegro, significantly
contribute to this growth (Kupujemy..., 2018).

M-commerce has increasingly larger share in them which is associated with po-
pularisation of communication technologies on mobile apps. In 2018, Poland,
with more than 24 371 000 users of smart phones, was ranged in the middle of
50 countries with the biggest number of users; three first places are occupied by
China, Indie and US. So more than 64% of population in Poland uses smart
phones which gives a big potential market for m-commerce companies. Altho-
ugh m-commerce is seen as natural development of e-commerce related to the
technological progress and part of it should be stressed that consumer expectati-
ons differs what means that their buying behaviour should be search separately.
One important aspect of it is impulse buying.

SHOPPING ONLINE BY MOBILE APPLICATIONS

Technology development and growing popularity of smartphones and tablets
has become a stimulus to develop e-commerce understood as “electronic transa-
ctions and communications conducted by means of mobile devices, such as lap-
tops, PDAs and mobile phones, typically with a wireless connection” (Chaffey,
2009, p. 177). Mobile devices facilitate purchasing process by giving access to
the information and opinions about the products, possibilities to compare them,
choose the payment method and form of delivery (Knezevi¢ et. al., 2015). Some
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authors such as Yuan and Cheng (2004), and Zhang et al. (2012) emphasize that
m-commerce is the logical extension and a new stage of e-commerce develop-
ment. Growing importance of m-commerce has encouraged retailers to develop
mobile application which have made access to all sorts of information, enterta-
inment, or services easier and quicker and the knowledge acquired in this way
is up-to-date and related to the actual situation. Turban et al. (2015, p. 262)
describe four key value-added attributes of m-commerce: ubiquity, convenience,
interactivity and personalization.

Access to the Internet via mobile devices and applications contributed to the
growth of importance of this communication and sales channels in the pro-
cess of making decisions by customers. As the research shows, thanks to them
consumers gain a lot of benefits — they can obtain information, compare offers,
find opinions about offers, choose the payment form and the place of product
purchase or collection in a short time and without additional costs. It should be
stated here that among the reasons for online shopping via mobile applications,
the respondents also indicate the access to offers and promotions that are not
available at all or in a specific time in offline stores. As a result, many variables
are analysed in the research concerning consumer behaviour on the Internet,
whereas existing results allow to notice that for example while identifying attitu-
des towards computers and modern technologies gender matters (Li & Kirkup,
2007), and consumers behaviour depends on the intensity of using the Inter-
net (Gefena & Straub, 1997), preferred Internet applications, or the manner
of using these applications on mobile devices (Economides & Grousopoulou,
2008), shopping online orientation (Seock & Bailey, 2008) or perceived benefits
(Stefanska & Wanat, 2017).

This research pays attention to two features of consumer attitudes — price sensi-
tivity and propensity to make purchase decisions under the impact of impulse.
Consequently, the following structure is assumed in further part of the paper:
firstly, existing knowledge about impulse buying is shown, and next distincti-
ve features of virtual environment are presented while emphasising the benefits
that mobile applications provide to users. Then, another variable, respondents’
sensitivity to the level of prices is discussed, the concept model is presented, and
research hypotheses are formulated. In further part, results of research are analy-
sed, and conclusions are formulated.
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THEORETICAL BACKGROUND

The notion of impulse purchase became the subject of researchers’ interest in the
middle of 20" century. Pioneer research in this sphere was conducted by DuPont
— DuPont Consumer Buying Habits Studies and other studies which were spon-
sored by Point-of-Purchase Advertising Institute (Stern, 1962) were performed.
Rook (1987, p. 191) defines this notion as occurring when “a consumer expe-
riences a sudden, often powerful and persistent urge to buy something immedia-
tely”. He describes impulse buying as exhibiting a number of characteristics: the
feeling of an overwhelming force from the product; an intense feeling of having
to buy the product immediately; ignoring of any negative consequences from the
purchase; feelings of excitement, even euphoria; the conflict between control and
indulgence. As Piron (1991) notices this type of purchase was initially identified
with unplanned buying and described as the differences between planned purc-
hase and what was actually bought. Nowadays it is said that impulse buying takes
place when individual immediately purchases a product unplanned and without
thinking. It is unintentional because the individual has not been looking for a
particular product and did not have the slightest intention of buying. The chara-
cteristics of impulse buying include being unintentional, unplanned and taking
no consequences of the buying act into consideration (Dawson & Kim, 2009;
Khorrami et al., 2015). Impulse to buy occurs at the point of sales and could
last for several seconds (Settle & Alreck, 1986, p. 335). It is related to positive
emotions like hedonism or reward, or rather negative like bad mood or stress. It
could be also linked to a deficit of self-control and low self-esteem (Pandaya &
Pandya, 2018).

Finally, impulse buying can be defined as a buy products which the customer
had not planned to buy and has bought without deep contemplation (Rook &
Fisher, 1995, p. 3006). It emerged as a research field with the grow of self-service
stores and observation that a lot of buying decisions are taken when visiting the
store (Neff, 2008; Strack et al., 2006; Parsad et al., 2017). They are accompanied
by excitement, pleasure and powerful urge to buy. The influence of such chara-
cteristics as store attractiveness, display and collection of products on the shelves,
friendliness of sales staff on buying behaviour, including very specific factors like
lighting, aroma or music have been searched (Khorrami et al., 2015). Research
on online impulse buying showed that online shoppers are even more impulsive
that offline (Jeffrey & Hodge, 2007; Dolliver, 2009). It raises the question about
the characteristics of impulse buying which takes place when shopping online,
especially via mobile devices which become more and more popular. To answer
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it several research has been conducted; mostly they fit to the framework S-O-R
developed by Chan et al. (2017).

Factors determining impulse purchase were the subject of further research. Alre-
ady in the middle of 20" century Applebaum (1951) drew attention to external
determinants that caused the rise of an impulse. Stern (1962) identified nine
product-related factors that might be influential: low price; marginal need for
the product/brand; mass distribution; self-service; mass advertising; prominent
store display; short product life; small size and finally ease of storage. In the first
research in this area such issues as the impact of time pressure in decision-ma-
king were discussed (Iyera, 1989) by Philips and Brashaw, i.e. the impact of the
store environment on buying decision made under the influence of an impulse
(1993), types of impulse purchase by Bayley and Nancarrow (1998) or the role
of individual predispositions to make such decisions (2001). Among the factors
rising interest, emotions can also be indicated (Gerrit & van Raaij, 2003) and
according to researchers the type of emotions, positive and negative is essential
for emergence of an impulse (Beaty & Ferrell, 1998).

Nowadays the problem of impulse buying still seems to be hot. Survey conveyed
in US in 2014 by phone on 1000 adult respondents showed that they spend quite
a lot of money on impulse purchase. It took place because they were excited (49
percent), bored (30 percent), sad (22 percent), angry (9 percent) or intoxicated
(9 percent). Gender influenced the character of purchases: men tended to buy
bigger and be less sober whereas women spent less and were sadder. Also, in less
developed countries like Turkey 70-80% of respondents declared impulse buying
(Unsalan, 2016). Attention was also drawn in the research to the consumers’ age
while showing their high rates in 18-29 and 30-39 age groups (Dabrowska &
Jano$-Kresto, 2014).

Analysis of research on impulse buying in stores made by Unsalan (2016) has

shown that they could be classified into three categories searching:

1. Internal (shopper related) factors like consumer characteristics (age, gender,
mood, perceived risks, materialism, shopping enjoyment, impulse buying
tendency) and culture

2. External: store environment (layout, atmospheric, store type, salesperson)
product characteristics (product category, brand, packaging, price), promoti-
onal activities (e.g. discounts)

3. Situational dependent stimuli: time, money, the presence of the others, store
browsing
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For managers of the stores the most interesting are factors which they could
influence related to the store environment and store browsing. As far as shopper
related factors they might be interesting who is buying in impulsive way to target
well this consumers by appropriate impulse.

Development of online selling has drawn the attention of researches to the pro-
blem of impulse buying when the purchase is made via internet. They indicated
some factors encouraging impulse buying like lack of self-regulation (Sun &
Wu, 2011), convenience and anonymity (Chih et al., 2012) feeling of freedom
and control (Wolfinbarger & Gilly, 2011). Dawson and Kim (2009) argue that
impulse buying is a global phenomenon. Its development is stimulated by the
growth of online sales as well as its characteristics including (24/7). These stimuli
foster the research on online impulse buying, which number grows.

As far as Authors know, although the price and price related factors has been
indicated as important triggers (Stern, 1962; Jeffrey & Hodge, 2007; Xu & Hu-
ang, 2014; Park et al., 2012; Wolfinbarger & Gilly 2001) there are a little rese-
arch on relationship between price sensitiveness and impulse buying (Park et al.,
2012; Muratore, 2016; Zhou & Gu, 2015). We try to fill this gap by presenting
the results of the research which took place in Polish universities and focused
on using mobile application by the students. Choice of students has been justi-
fied by the fact that young consumers are more inclined to access online media
and more keen on shopping product online (Kim & Eastin, 2011). Chan et al.
(2017) presented meta-analysis of the 33 papers with the empirical results of the
research related to this topic. In Stimulus-Organism-Response framework deve-
loped by them online impulse buying stimulus include (similarly to shopping
in stores) external and internal triggers although their character in many cases
differ. For example, factors related to store are replaced by website stimuli which
cause cognitive or affective reaction (called online impulse buying organism).
The direct effect on this stimuli and indirect of others is buying response which
involves felling urgency to buy and finally impulse buying behaviour. Impulsive
buyers’ characteristics, including age, have moderating effect on the website trig-
gers as well as on buying behaviour. In this context it is not surprising that most
of the research focus on the website design (e.g. Dawson & Kim, 2010; Wells
et al., 2011; Liu et al., 2013), including atmospheric cues (Floh & Madlber-
ger, 2013). Much less could be found in the group of marketing factors; Koski
(2004) search generally retailers marketing activities, whereas Jones et al. (2003)
product category specific. Product’ price influence of impulse online shopping
and related to it factors like bonus discounts were search rather rarely inter alia by
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Jeffrey and Hodge (2007), Xu et al. (2014), or Park and Kim (2012). Promotion
factors has been related to website design, price promotion; separately it has been
analysed as importance of customer recommendation (Dawson & Kim, 2009;
Chen et al., 2019). Some of the publications also tackled issue of the role of in-
ternal factors namely gender, subjective norms, consumer impulsivity, purchase
intention, and actual purchase behaviour. Among them to role of psychological
factors should be indicated. For example, Habib and Qayyum (2018) showed
how personality characteristics: promotional focus and prevention focus effect
consumer’s impulse buying.

According to the analysis made Chan et al. (2017) research methods evolved
from experiments which were used more at the at beginning of XXI to surveys
used more last time. In most of the studies (21 out of 33) students we indicated
as respondents which is justified by the fact that they are the main users of web
technologies (Parboteeah et al., 2009).

PRICE SENSITIVITY

Price sensitivity is related to the price consciousness. Price consciousness is defi-
ned as the degree to which the consumer focuses exclusively on paying a low pri-
ce (Lichtenstein et al., 1993). Remembering prices by consumers was the subject
of research by Vanhuele and Dreze (2002) among others. The authors show that
the combination of price recall, price recognition, and deal recognition provi-
des a much richer understanding of consumers’ knowledge of prices. They also
find, that, frequent promotions increase consumers’ ability to remember regular
prices and that store switchers do not possess better price knowledge than other
shoppers. Other researchers found, that less price conscious consumers are not
very involved with the price aspect of the purchase (Lichtenstein et al., 1988)
and wish to engage in little price search (Lichtenstein et al., 1993). High price
conscious consumers, given their focus on prices (Lichtenstein et al., 1988), are
cognitively very involved with price and consequently more deeply process any
price related information. Another research, made by Manning et al. (2003)
show that consumers who are relatively vigilant in paying low prices would be
motivated to process unit pricing information, and thus be more likely to deve-
lop unit price usage knowledge.

To determine the level of price sensitivity, a scale of proposed by Lichtenstein
et al., (1993) was used. The scale consisted of nine items measured in a 7-point
scale from 1 (“I totally disagree”) to 7 (“I totally agree”). The value of 4 indicated
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a level of “I neither agree nor disagree”.

- I 'am not willing to make an extra effort to buy a cheaper product.

- 'The money saved by finding cheaper products is usually not worth the effort
and the time spent on finding them.

- I do not usually buy products in more than one shop in order to find the
cheapest ones.

- 'The time necessary to find a low-price product is usually not worth the effort.

Relationships occurring between indicated variables are included in the con-
ceptual model (Fig. 1).

Figure 1: Conceptual model

H2
Perceived benefits and

conveniencesfrom applications H3b

Gender *

Tendency to impulsive
- Hia

| urchasin
| Price sensitivity | mn . ¢ .

Source: authors

The paper formulates the following hypotheses:

H1: there is a relationship between price sensitivity and tendency to purchase on
impulse:
H, —lower price sensitivity shows low propensity to purchase on impulse,
H,, _higher price sensitivity shows high propensity to impulse buying.

In further part, hypotheses that concern moderating impact of applications on
mobile devices are formulated while taking into consideration the benefits resul-
ting from them and broadly perceived convenience. They include the following:

H2: There is a relationship between perceived benefits resulting from applications
on mobile devices and tendency to impulse buying, as well as price sensitivity:
H, —low propensity to purchase on impulse results from appreciation of in-
formative character of mobile applications more than their utility
H,, —high propensity to purchase on impulse results from appreciation the
utility of applications more than from their informative character.
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H3: Gender is a factor influencing the relationship between price sensitivity,
perceived benefits of applications on mobile devices and tendency to purchase
on impulse
H, _gender isa determinant affecting the relationships between price sen-
sitivity and tendency to purchase on impulse, considering the respondents’
gender.
H,, — gender is a determinant affecting the relationship between perceived
benefits of applications on mobile devices and propensity to purchase on im-

pulse and price sensitivity, considering the respondents’ gender.

METHODOLOGY OF RESEARCH AND CHARACTERISTICS OF THE
SAMPLE

To measure the buying attitudes characterised by impulsiveness, the instruments

developed by Piron (1991) and Rook (1987) are usually applied. Based on this

Ling et al. and Chai and Piew (2010) used the scale consisting of three opinions

whose reliability coefficient in their research was 0.798:

- I am impulsive when purchasing products/services through web-retailer

- When my intentions is to merely browse through the web site, I sometimes
make a purchase

- When I purchase products/services spontaneously from the web-retailer, I feel
released.

To verify the formulated hypotheses, empirical studies were conducted at the turn
0f 2015 and 2016. The sample selection was non-random — a convenient method
of sample selection was applied. Students of three higher education institutions
in Poland of economic profile, including Universities of Economics in Poznan,
Krakow and Katowice took part in the research. The study also comprised students
staying in Poland within Erasmus international students’ exchange program.

The study is a part of research conducted parallelly in Serbia and Croatia. The
research tool was partly developed by a team of researchers from that coun-
tries (Knezevi¢ et al., 2017). The study applies a 7-level Likert scale, where 1
represents | totally disagree with presented opinion and 7 — I totally agree. This
measure was used in the case of opinions included in table 1. The variables are
included in the conceptual model.

The structure of respondents is shown in table 1. In total 525 filled in questio-
nnaires were collected, however, only 503 were used for the analyses because 22
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respondents did not use smartphones. The sample selection was purposeful, i.e.
the criterion of belonging to the segment of Millennials and the use of smartp-
hones by them was applied. Empirical material was collected with the use of both
auditory survey and online method, therefore comparative analysis of results de-
pending on the method of data collection for the purpose of identification of
possible differences in averages obtained in both studied groups was conducted.
Obtained results of tests show that there are no statistically significant differences
in the distribution of responses to questions applied for the analysis in this study.

Table 1: Respondents’ description

Number of responses Percentage

Level of university program

First-cycle program 314 63

Second-cycle program 188 37

No response 1 0.2
Respondents’ gender

Females 220 44

Males 283 56

Assessment of economic situation by respondent

Very bad 3 1
Bad 18 4
Average 232 46
Good 213 42
Very good 37 7

Source: authors

The analysis of collected empirical material was conducted in several stages. The
variables, i.e. impulse purchase and price sensitivity were identified in the first
stage. The next step was to determine whether there is a relationship between
these variables.

RESULTS OF RESEARCH

In the first stage the determinants describing respondents’ price sensitivity, their
propensity to make decisions under the impact of impulse and the perception of



Magdalena Stefariska, Grazyna Smigielska
18 IMPULSE PURCHASE IN VIRTUAL ENVIRONMENT AND PRICE SENSITIVITY OF YOUNG CONSUMERS: RESULTS OF EMPIRICAL RESEARCH

benefits from using mobile applications were distinguished. The scales developed
by Lichtenstein et al. (1993), Piron (1991) and Rook (1987), modified by Ling
et al (2010) and used by Stefariska et al. (2016) were applied to identify mobile
apps utility. Variables adopted for the analysis explain 70% variances, KMO is
0.83 and Alpha Cronbach 0.85. As a result of Varimax rotation with Kaiser stan-
dardisation, 4 factors were extracted.

Table 2: Variables used in model

Items loadings
Utility of mobile apps Apps providing wide range of information help me to make better .890
_informational purchase decision (i.e. product details & promotion) 870
Apps providing real-time and updated information help me to make
better purchase decision 541

Apps making products recommendation based on my browsing /
shopping history is useful to me

Utility of mobile apps | prefer advance availability or exclusiveness of products in Apps 652
_convenient The Apps channel is more convenient for shopping than other 879
channels. (E.g. Internet, physical store) 848
Using Apps for purchasing products enable me to finish my task of
shopping efficiently 788

In general, | believe the use of Apps channel for purchasing products
is useful to me

Items
Shopping online | am impulsive when purchasing products/services through web- 789
impulsiveness retailer 847
When my intentions is to merely browse through the web site, | .803

sometimes make a purchase
When | purchase products/services spontaneously from the web-
retailer, | feel released.

Items

Price sensitivity I am not willing to make an extra effort to buy a cheaper product. 668
The money saved by finding cheaper products is usually not worth 717
the effort and the time spent on finding them. 779
I do not usually buy products in more than one shop in order to find 831
the cheapest ones.
The time necessary to find a low price product is usually not worth
the effort.

Source: authors

There are statistically significant differences between the variables. However
correlation coeflicient takes relatively low values.
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Table 3: Correlation matrix of variables

impulsiveness

price_sensit

usefull_app_
informational

usefull_app_
convenient

Impulsiveness

1

price_sensit 277*%* 1
usefull_app_informational 247%* .182%* 1
usefull_app_convenient 377%* 222%% 627** 1

Source: authors

**_Correlation significant on the level of 0.01 (bilaterally).

Depending on the respondents’ gender differences in the values of correlation
coefhicient were observed (table 4). In the case of women, higher values of corre-
lation coeflicient between impulsiveness and other variables were reported. This
shows greater propensity of women to purchase without preparation. At the same
time, in this group of respondents, lower values for relationships between price
sensitivity and perceived benefits from using mobile applications were observed.

This may result from women’s conviction about better knowledge about offers of

bricks-and-mortar stores and noticing clear benefits in the offers of virtual stores.

Table 4: Correlation matrix - results for women/men

Women Impulsiveness  price_sensit use.full_app_ usefull_?pp_
inform convenient

Impulsiveness 1

price_sensit .308** 1

usefull_app_inform 321%* 126% 1

usefull_app_convenient A16%* .206** 650%* 1

Men Impulsiveness  price_sensit use.full_app_ usefull_?pp_
inform convenient

Impulsiveness 1

price_sensit 235%* 1

usefull_app_inform .135% 262%* 1

usefull_app_convenient .335%* 241%* .598%* 1

"Correlation significant on the level of 0.01(bilaterally).

“Correlation significant on the level of 0.05 (bilaterally).

Source: authors
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Then, on the basis of arithmetic mean estimated for every respondent, referring
to online impulse buying, three segments were identified: the first consists of
people of high level of orientation on impulse purchase (1-3), the second — of
medium level (3.1-5) and the third — represented by people of the highest level
of the mean (5.1-7). The means for the price sensitivity were estimated for each
of the segments (table 5). The differences between segments are statistically si-
gnificant at p<0.05. Low propensity to purchase on impulse is accompanied by
lower price sensitivity. It is logical, considering the fact that recognition that the
price of a given product seems very attractive in comparison with another known
offer, or is low enough not to cause discomfort is one of the factors stimulating
impulse.

Table 5: Price sensitivity in segments of various intensity of the quality of impulsiveness — mean
values for all the respondents, considering gender

Propensity to purchase on impulse

High Moderate Low
Price sensitivity =~ Mean  St.dev. N Mean  St.dev. N Mean  St.dev. N
Total 3.51 1.05 164 391 1.07 274 442 1.16 87
Women 3.53 1.03 91 3.86 1.00 144 440 1.23 61
Men 3.49 1.09 73 3.95 1.14 130 4.46 1.02 26

Source: authors

People declaring the highest level of readiness to buy on impulse obtained lower
means in the estimation of relevance to invest time in searching for an offer that
is better in terms of price. Presented results of research allow to formulate the
following conclusions. The first and second hypotheses are verified. It can be sta-
ted that there is a relationship between the tendency to make decisions concer-
ning impulse purchase and sensitivity to prices, whereas low propensity to make
impulse purchase decision is accompanied by low price sensitivity. Furthermore,
people who are not affected by impulse appreciate benefits from applications
more than people acting under the impulse. Gender is a determinant that affe-
cts the power of relationship between price sensitivity and tendency to impulse
buying and on the perception of benefits from mobile applications and buying
behaviours. Comparison of results is shown in table 6.
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Table 6: Results of analysis

Hypothesis verification
H1a -lower price sensitivity shows low propensity to purchase on impulse positive
H1b - higher price sensitivity shows high propensity to impulse buying positive

H2a -low propensity to purchase on impulse results from appreciation of informative ositive
character of mobile applications more than their utility P

H2b -high propensity to purchase on impulse results from appreciation the utility of ositive
applications more than from their informative character. P

H3a - gender is a determinant affecting the relationships between price sensitivity and positive

tendency to purchase on impulse, considering the respondents’ gender

H3b - gender is a determinant affecting the relationship between perceived benefits
of applications on mobile devices and propensity to purchase on impulse and price positive
sensitivity, considering the respondents’ gender

Source: authors
MANAGERIAL IMPLICATIONS AND RESEARCH LIMITATIONS

Donthu and Garcia (1999) assert that online shoppers were more likely to be
impulse oriented. Conducted research provided a series of conclusions that are
cognitively interesting. Firstly, it is confirmed that in the case of online buying
via mobile devices, women are characterized by greater propensity to impulse
decisions. Presented results of research show larger impact of this determinant in
the case of women. Secondly, price sensitivity and impulsiveness are related with
each other. Lower impulsiveness is accompanied by lower price sensitivity.

Presented results of research also lead to some conclusions related to application.
Firstly, women can be more susceptible to actions in the sphere of price promo-
tions in sales. Secondly, the respondents appreciate informative benefits from
applications more than convenience. Therefore, to build relationships with cu-
stomers and create added value, the possibilities to provide greater convenience
to people ready to make impulse purchase decision should be focused on because
nowadays, some aspects of buying process can operate in a restrictive way.

Just like in many studies conducted on the Internet some limitations should be
recognised. Firstly, the sample was not random, but it was determined by respo-
ndents’ availability and the fact that the representatives of the studied age group
are constantly online.
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CONCLUSIONS

Research on impulse buying emerged with the development of self-service. In
the case of stores first they focused on store factors like store display or low price.
Nowadays researchers also try to find out how consumer related factors like age,
gender and situational factors like presence of the others influence consumers’
propensity to buy impulsively.

No surprisingly impulse buying takes also place when consumers shop online. In
e-commerce website stimuli which cause cognitive or affective reaction as well as
impulsive buyers characteristics have been mostly search.

Growing popularity of m-commerce and its distinctive characteristics makes re-
searchers interested in the issue of buyers’ behaviour. One of them is necessity of
fast reaction to the offer. This has made us interesting in the problem how smart
phone users characteristic — price sensitivity influences the propensity to purc-
hase on impulse if any differences between women and men could be identified.
Research were conducted in Polish universities targeting heavy users of smartp-
hones, inclined to impulse buying, and with growing income. Their results make
contribution to the theory as well have practical implication. They show that
young, well educated women are more sensitive to prices and also more prone to
buy impulsively that men from the same population. The research contributes to
the theory because it draws attention to the important consumer characteristics —
price sensitivity, which to the Authors knowledge, has never been search. Practi-
cal implication includes addressing price promotions to the women who would
react very fast if they found it attractive. If the price promotion is addressed to
the men, they would rather first use mobile application to search for additional
information and their decision process would probably last longer.
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Abstract: The link between energy consumption and CO, emissions has received a signifi-

cant research attention in the last few decades in the case of Turkey. The authors in general
agree on the positive link between these two macroeconomic terms. However, the link
between electricity generation and CO, emissions did not receive much attention what was
the motivation to conduct this study. Thus, this paper aims to provide empirical evidence
on the link between these two variables while controlling for the role of the population

growth. The time-series data are collected at annual basis in the period between 1974 and
2016. Our results reveal a bidirectional causal link between electricity generation and
population growth. These findings imply that population growth stimulates the electriciry
generation. In addition, electricity generation tends to stimulate the population growth.

This is since some of the countries in the World have big problems with electricity supply.

It influences negatively the manufacturing sector, educational secror as well as many other
sectors. Moreover, a bidirectional link between population growth and CO, emissions are
recorded. More population is expected to demand more working place, and firms especially
those in industry sector are known as significant energy gluttons. The empirical evidence
of this paper can serve as an important insight for decision makers. At first, it suggests the
necessity to think of the possibilities to develop renewable energy in Turkey. This is since
Turkey has a great potential in the fields of renewable energy. In this light, Turkey may
solve the problem of the great reliance on the imported energy. Moreover, the business cli-
mate should be more favorable for investors tending to support the projects in the fields of
renewable energy. Apart from these, it is of great importance to make a necessary effort to
increase the energy efficiency which will reduce the current energy consumption and CO,
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emission consequently. At last, it would be necessary to educate both, the private and public
sector, on the benefits of renewable energy.

Key words: CO, emissions, electricity generation, Toda and Yamamoto approach, Turkey.

The JEL classification: P28, P48, Q56.

INTRODUCTION

Energy is one of the most important topics nowadays since it is just necessary to
operate either daily life activities or some complex business activities. Due to its
great importance, it has also brought up a great concern due to the many issues
connected with the fossil fuels based energy (Kahouli, 2018). Among these con-
cerns, one of the biggest is environmental. In the line with these issues, it is of key
importance to mention the exponential population growth all around the world.
As a result, the demand for energy has been rising very fast. On the other hand, it
is important to emphasize that in the last few decades the most important energy
sources were oil and gas. However, these sources are expected to decrease in the
near future due to the limited resources as well as environmental issues.

In parallel with previous paragraphs, it is important to emphasize that electricity
is one of the forms of energy that is easiest to control. In addition, the tran-
sportation and distribution is easier compared to the other forms of energy. In
addition, the production is cleaner and one of the most important properties
is efficiency. Due to these properties, electricity is expected to play a great role
in the world energy market taking into account the challenges the world faces
especially climate change (EIA, 2010). Climate change connected with the envi-
ronmental pollution caused by fossil fuels based energy sources is the externality
of the growth process. CO, emissions depend significantly on the population
growth and the change of the standard of living. To meet this increasing energy
demands, governments will need to invest much effort and financial resources
(Siddiqui and Fleten, 2010). This is since government expenditure is recognized
as a key source of liquidity (Abul, 2019). As a possible solution, new research
and development tends to reduce the pollution and increase the energy efficiency
(Tamazian and Rao, 2010).

With regards to Turkey, it has recorded a fast economic growth in the last deca-
des. In addition, the population has grown significantly together with the ener-



(asopis za ekonomiju i trzisne komunikacije/ Economy and Market Communication Review
God./Vol. 10 « Br./No. 1 - Banja Luka, Juni/June 2020 - pp. 27-41 29

gy demand. This is why the link between energy consumption and economic
growth has been explored quite intensively in the research to date (Nazlioglu,

Kayhan, and Adiguzel, 2013; Altinay and Karagol, 2004).

Figure 1. Electricity Generation in Turkey
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In addition, the link between electricity consumption and economic growth or
electricity consumption and CO, emissions has received much attention between
the research community (Ghosh, 2002; Yoo, 2005) at the global level as well as
in the case of Turkey (Altinay and Karagol, 2005). However, the link between
electricity generation and CO, emissions has not been explored quite intensively
in the research to date. This was the motivation to conduct this research taking
into account the fact that Balat (2009) suggests that Turkey highly depends on
the imported energy. With regards to the statistics, Figure 1 suggests increasing
electricity generation from both renewable and nonrenewable sources. In additi-
on to the exponential increase in the electricity generation, the CO, emissions in
Turkey have also been rising in the period of interest (Figure 2).
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Figure 2. CO, Emissions in Turkey
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Despite to the fact that both of the economic terms outline significant increase
in the recent decades, the link between those did not receive much attention in
the case of Turkey. Moreover, just few studies have taken into consideration the
role of the population growth. Thus, we have conducted this study to try to fill in
this gap in literature. The originality of this paper can be summarized in the two
lines. First, from the best of our knowledge this is the first attempt to analyze the
link between electricity generation and CO, emissions while controlling for the
population growth in the case of Turkey. Second, this paper employs Toda and
Yamamoto approach to explore this link in order to deal with the different order
of integration of the variables.

With regards to the organization of the paper, after the brief introductory re-
marks we provide summarized literature review on the link between the variables
of interest. Furthermore, we proceed to the explanation of the methodology and
the variables used to conduct the empirical research. Results section outlines the
most important findings together with the interpretation while the paper ends
by the concluding remarks section.

LITERATURE REVIEW

The literature review section summarizes the recent empirical evidence on the
link between the variables of interest. Cai, Sam, and Chang (2018) have inves-
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tigated the potential link between the growth of economy, emissions of green-
house gases and the consumption of clean energy in the case of G7 countries.
The findings suggest the cointegration link between the variables of interest for
most of the countries in the sample. Thus, the findings give some important
insights for decision makers to provide more efficient strategies of energy use in
order to reduce the emissions of CO, that are found to be a serious concern in
G7 countries. These findings are supported by Apergis and Payne (2010). Elec-
tricity supply is found to play a very important role.

With regards to the panel data analysis, it is also important to emphasize the
study by Cowan, Chang, Lotz, and Gupta (2014) who analyze the nexus of in-
terest in the case of BRICS countries. They have collected the data in the period
between 1990 and 2010. The results suggest a vary difference between these
countries in terms of the link of interest. Thus, the authors display the difficulty
to implement the unique strategies in these countries. Pao and Tsai (2010) pro-
vide supportive evidence while utilizing the data for BRIC countries.

Al-Mulali and Che Sab (2018) have explored the link of interest in the case
of Middle East countries. They have collected the data in the time span rang-
ing from 1990 to 2008. The findings suggest a long-run link running from the
emissions of CO, and electricity consumption to economic growth. The most
important results of this paper suggest that electricity consumption and supply

play a great role in economic development in the countries of interest. These
findings are also supported by Al-Mulali (2011) in the case of MENA countries.

The panel data analysis is also conducted in the case of Mediterranean countries.
The time period of interest covers the years between 1990 and 2016 (Kahouli,
2018). The findings suggest a unidirectional causal link between electricity and R
and D stocks as well as between R and D stocks and CO, emissions. These find-
ings are in accordance with Kobos, Erickson, and Drennen (2006) and Pfeiffer
and Mulder (2013). Thus, the author suggests the necessity to increase the en-
ergy efficiency in order to decrease the environmental depletion. Besides those,
there is a need to develop the energy supply based on the renewable sources.

Altinay and Karagol (2005) have explored the link of interest in the case of Tur-
key. The data are collected in the 50 years span between 1950 and 2000. The
findings suggest a unidirectional causality from electricity consumption to the
income. Thus, these results suggest that the electricity supply is of key importan-
ce to meet the electricity demand and to support sustainable economic growth.
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These findings are supported by Soytas and Sari (2003). Nonlinear Granger cau-
sality between of variables of interest is explored by Nazlioglu et al. (2013). The
link is confirmed in the both, short- and the long-run.

The literature review section clearly indicates the very poor empirical evidence
on the link between electricity generation and CO, emissions at the World level
as well as in the case of Turkey. Hence, this was a motivation to conduct this
study and to try to provide the preliminary evidence on the topic. However, the
findings tend to be of great importance for policy makers while developing and
implementing energy strategies.

DATA AND METHODOLOGY

The database consists of the three time-series for the case of Turkey in the peri-
od 1974-2016. Electricity generation is approximated using the variable ELC
that denotes the electricity generated from different sources, both renewable
and non-renewables. It is expressed in gigawatt hours and downloaded from
the OECD database. With regards to the CO, emissions, CO, emissions (me-
tric tons per capita) — CO is taken as appropriate in this research. This data are
collected from The World Bank. At last, POP is the proxy of population growth
indicating annual population growth rate. This data is also collected from The

World Bank.

The methodology will be summarized within eleven steps. The first step provides
the most important measures of the descriptive statistics. In the next steps, we
will explain the Toda Yamamoto approach. This approach is selected since it ena-
bles the variables to be integrated of different order or non-cointegrated. Toda
and Yamamoto (1995) formalize the Granger causality test as following (Eq. 1
and 2):

ptm ptm

Ye=p+ E a; Ve + E Bixe—y Ty, (1)
i=1 i=1
pt+m ptm

x, =p+ Z ¥; X + Z 8; Voo +ug(2).
i=1 i=1

The maximal order of integration is denoted by 7, the optimal number of lags of
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¥:¥; and x,x, is denoted by p. No autocorrelation is assumed as well as the nor-
mal distribution of error terms. To proceed to the Toda and Yamamoto approach
there is a need to determine 7. This approach may be summarized within the
following steps.

In the first out of these steps, the presence of unit root will be tested. For this
purpose, this paper suggests the Augmented Dickey-Fuller-ADF (Satrovic, 2017)
and Phillips-Perron-PP tests. Both of the tests outline the non-stationary under

the null hypothesis. The estimation of the regression to follow (Eq. 3) is the basis
for the ADF test (Said and Dickey, 1984):

P
};rr_ = ﬁ'i’Dr + (P}Fr__l + Z Cr_,'l}- ﬂ._'_l.i"r__j + Er_ (3)

=1

where D, D, denotes the vector of deterministic terms, £.£, is not autocorrela-
ted. With regards to the PP test, Phillips and Perron (1988) formalize the test
regression as Eq. 4:

Ay, = JB!Dr'F T,y +u, (4)

where 1, u, is [(0) and can be heteroskedastic.
In the step two, we assume the maximum order of integration to be m'm'. If the

variables are found to be I(1), in that case m' = 1.m" = 1. The next step will be
to set up the model while using log levels rather than the first difference. More-
over, Akaike’s information criterion (AIC) and the Hannan and Quinn informa-
tion criterion (HQIC) will be used to determine the optimal number of lags p.
Furthermore, there is a need to test for the specification of VAR model e.g. serial
correlation. In the sixth step, VAR model will be estimated while introducing the

selected number of the lags m' m' (Eq. 5 and Eq. 6).

pr+mi pr+m

Y =p+t Z a; Ve T Z ﬁixr—i T Uy, (5]
i=1 i=1
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pt+mi pr+mit

x=p+ Z ¥i Xy T Z a:‘Fr—:‘ +”*2r['|5:]-
i=1 i=1

All other steps will test for the Granger causality and make some inference. The
inference will be made taking into account that the null implies non-causality.

EMPIRICAL RESULTS

There are eleven steps that we will be followed while presenting the results of
this empirical study. In the first step we provide the descriptive statistics of the
variables of interest. The maximum value of the electricity generation is recorded
in the last observed year while the minimum value is displayed in the first
year of interest. In terms of CO, emissions, we make the same conclusion as
of electricity generation. At last, the maximum population growth is recorded
in the year 1974 while the minimum is reported in the year of financial crisis
(2008). These findings are summarized in the Table 1. As of the most important
measures of summary statistics it is important to emphasize a direct link between
electricity consumption and CO, emissions which is quite expectable. However,
the reciprocal link is displayed between the population growth and other two
variables of interest.

Table 1. Descriptive Statistics

stats ELC co POP
mean 102141.30 2.98 1.75
sd 7779431 0.93 0.361
max 261937.00 4.63 2.37
min 12846.00 1.59 1.20
skewness 0.59 0.19 0.41
kurtosis 2.02 1.86 1.81
Source: Authors

In the steps two and three, we aim to determine the order of integration of
the variables of interest. To ease the interpretation, the natural logarithm of the
variables is calculated and applied in the research to follow. In order to provide
the evidence on the order of integration, we have employed the two tests res-
pectively (Augmented Dickey-Fuller-ADF and Phillips-Perron-PP test). Table 2
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summarizes the findings of ADF test. The findings suggest no rejection of the
null hypothesis on unit root for all three variables in log level. Thus, we have
also tested the presence of unit root at the first difference. These findings suggest
I(0) for all three variables of interest i.e. variables are stationary for a 1% level of
significance.

Table 2. Augmented Dickey-Fuller (ADF) Test

(T
Variable Test Statistics ! Avg:':‘t;cal 5% Critical Value 10% Critical Value
Z(t) -0.714 -4.233 -3.536 -3.202
InELC
MacKinnon approximate p-value Z(t) = 0.9722
Z(t) -4.119 -4.242 -3.540 -3.204
D.InELC
MacKinnon approximate p-value Z(t) = 0.0059
Z(t) -0.583 -4.233 -3.536 -3.202
InCO
MacKinnon approximate p-value Z(t) = 0.1592
Z(t) -6.313 -4.233 -3.536 -3.202
D.InCO
MacKinnon approximate p-value Z(t) = 0.0000
Z(t) -0.182 -4.279 -3.556 -3.214
InPOP
MacKinnon approximate p-value Z(t) = 0.9918
Z(t) -5.912 -4.242 -3.540 -3.204
D.InPOP

MacKinnon approximate p-value Z(t) = 0.0000

Source: Authors

The difference between PP and ADF test lies in the different treatment of corre-
lation and heteroskedasticity. ADF test uses a parametric autoregression while
PP test ignores serial correlation. Thus, to provide the additional evidence on the
stationary properties we have also employed the PP test (Table 3).
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Table 3. Phillips-Perron Test

AT
Variable Test Statistics ! /;E::lt;cal 5% Critical Value 10% Critical Value
Z(t) -2.849 -3.641 -2.955 -2.611
InELC
MacKinnon approximate p-value Z(t) = 0.0516
Z(t) -5.393 -3.634 -2.952 -2.610
D.nELC
MacKinnon approximate p-value Z(t) = 0.0002
Z(t) -0.955 -3.634 -2.952 -2.610
InCO
MacKinnon approximate p-value Z(t) = 0.7693
Z(t) -6.377 -3.641 -2.955 -2.611
D.InCO
MacKinnon approximate p-value Z(t) = 0.0000
Z(t) -1.551 -3.634 -2.952 -2.610
InPOP
MacKinnon approximate p-value Z(t) = 0.5082
Z(t) -2.086 -3.641 -2.955 -2.611
D.InPOP

MacKinnon approximate p-value Z(t) = 0.2502

Source: Authors

The findings of PP test support ADF with regards to the log level variables.
However, PP suggests the stationary properties of the first difference values of
the electricity generation and CO, emissions. However, population growth is not
found to be stationary at the first difference.

In the steps four and five, the appropriate number of lags for the VAR model is
determined (Table 4). The Akaike’s information criterion (AIC) and the Hannan
and Quinn information criterion (HQIC) agree that the optimal number of lags
is 6. Therefore, this estimation proceeds while employing the 6 lags.

Table 4. The Number of Lags Needed

lag LL LR Df p FPE AIC HQIC SBIC

0 55.9209 0.00001 -2.86059 -2.81454 -2.72998
1 232.293 35274 0.000 1.4e-09 -11.9077 -11.7235 -11.3853
2 277.887 91.188 0.000 1.9e-10 -13.8858 -13.5635 -12.9715
3 295.351 34.928 0.000 1.2e-10 -14.3433 -13.8828  -13.0371*
4 307.729 24.757 0.003 1.1e-10 -14.5259 -13.9273 -12.8279
5
6

312.781 10.104 0.342 1.5e-10 -14.3125 -13.5757 -12.2227
332448 39.333* 0.000 9.5e-11*  -14.8891*  -14.0142*  -12.4074
Source: Authors

O |© |V |V | V| Vv
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Before proceeding to the causality links between the variables, it is of key impor-
tance to check for the model specification (VAR). Thus, we have tested for the
serial correlation (step 6). Table 5 summarizes the obtained results. Null hypo-
thesis implies no autocorrelation. Due to the fact that both p values are bigger
than 0.05, it can be concluded there is no serial correlation at the first and second
lag order for the 5% level of significance.

Table 5. Testing for the Serial Correlation

lag chi2 df Prob>chi2

1 9.7363 9 0.37225

2 3.9462 9 0.91492
Source: Authors

At last, steps 7-11 include testing for the causal relationship between the va-
riables. Null hypothesis suggests no causal relationship between the variables.
Table 6 displays the findings on the causal link between the variables of interest.
In terms of the causal link running from the CO, emissions to electricity gene-
ration, p value of the test statistics is found to be more than 5%, thus the null
hypothesis on no causal link cannot be rejected.

Table 6. Granger Causality Tests

Equation Excluded Prob>chi2
InELC i_{_InCO 0.293
InPOP <_<_|nCO 0.072
InCO <_<_InELC 0.003
InPOP {_{_InELC 0.005
InELC i_i_InPOP 0.081
InCO {_{_InPOP 0.046

Source: Authors

These findings suggest that, CO, emission does not cause the electricity genera-
tion. This is quite expectable taking into account the fact that variable electricity



Adnan Muslija, et al.
38 THE CAUSAL LINK BETWEEN ELECTRICITY GENERATION AND €02 EMISSIONS: TODA AND YAMAMOTO APPROACH

generation includes electricity generated from all sources, both non-renewable
and renewable. Thus, it will be of key importance to analyze separately the cau-
sal link between electricity generated from non-renewable resources and CO,
emissions and renewable resources and CO, emissions. This will provide more
reliable link on the relationship of interest. This cannot be estimated in this rese-
arch due to the data availability issue. Hence, this is the recommendation for the
future research. In addition to the tabular presentation, Figure 3 maps the causal
links between the three variables of interest.

Figure 3. Causality Direction

InCO
1% 10% 5%
1%
InELC hes InPOP
10%
Source: Authors

Figure 3 and Table 6 suggest a unidirectional causal link significant at 10% ru-
nning from CO, emissions to population growth and from population growth to
electricity generation. Moreover, unidirectional link significant at 5% is displayed
from population growth to the emissions of CO,. At last, electricity consumpti-
on is found to have a unidirectional link with population growth significant at
1%. Thus, the overall conclusion suggests a bidirectional link between popula-
tion growth and CO, emissions as well as between population growth and ele-
ctricity generation. However, only unidirectional link running from electricity
generation to the emissions of CO, is outlined in the empirical research for the
case of Turkey.

CONCLUSION

This empirical research aimed to investigate the potential causal link between
electricity generation and CO, emissions while controlling for the population
growth in the case of Turkey. The data are collected in the period between 1974
and 2016. With regards to the methodology, this paper employs Toda and Ya-
mamoto approach.
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The most important findings of this paper suggest a unidirectional causal link ru-
nning from electricity generation to CO, emission. These findings suggest that,
CO, emission does not cause the electricity generation. This is quite expectable
taking into account the fact that variable electricity generation includes electrici-
ty generated from all sources, both non-renewable and renewable.

Moreover, the results suggest a bidirectional causal link between electricity gene-
ration and population growth. These findings imply that population growth sti-
mulates the electricity generation. This result is also in accordance with expecta-
tion, since more intensive population growth demands more electricity and thus
stimulates the electricity generation. In addition, electricity generation tends to
stimulate the population growth. This is since some of the countries in the World
have big problems with electricity supply. It influences negatively manufacturing
sector, educational sector as well as many other sectors. This reason can cause
some migrations and inflow in the countries with desirable electricity supply.

In addition, a bidirectional link between population growth and CO, emissi-
ons are recorded. More population is expected to demand more working place,
and firms especially those in industry sector are known as significant energy
gluttons. Moreover, by doing everyday activities, such as house works, tran-
sportation, education etc. more intensive population contributes significantly
to CO, emissions.

These findings may be of great importance for policy makers. At first, unidi-
rectional causal link running from electricity generation to CO, emissions is
an alarm to start seriously thinking about the alternative sources of energy e.g.
renewable sources. This is even more important in the case of Turkey, since
most of the energy is imported and energy demand increases exponentially.
As an argument for the need of renewable energy is the fact that this energy is
cheaper and Turkey has a great potential especially in terms of solar and wind
energy (Satrovic, 2018). Thus, small and middle projects in some of the cities
can be easily employed. Second, there is a need to work on the attractiveness
of business climate to be able to attract more foreign direct investors who will
support the renewable energy projects. Third, with regards to the non-renewa-
ble sources there is a need to improve the energy efficiency as well as to find
a way to reduce CO, connected with the devices using energy obtained from
non-renewable sources. Lastly, there is a need to educate the population on the
advantages of renewable energy as well as to provide some ideas to improve
energy efficiency in households.
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The recommendations for future research include the separate analysis of the
causal link between electricity generated from non-renewable resources and CO,
emissions and renewable resources and CO, emissions. Besides that, the role of
energy consumptions by the sectors should be taken into consideration. At last,
the potential role of financial crisis 2007-2008 tends to have a significant role
while analyzing the variables of interest.
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Apstrakt: Kvalitet Zivota, kao jedna od znalajnih dimenzija zivljenja, se moze sagledavati i
unapredivati na razlicite naline. Iz korpusa multidisciplinarnog pristupa mi smo se u uvom
radu opredelili za fizicku aktivnost kao znacajnu osnovu kvaliteta Zivota. Naime, ovaj rad
ima za cilj da urvrdi efekat razlicitih programa fizicke aktivnosti — eksperimentalnih modela
(E-fitball-vezbanje u toku radne pauze, E, - akvaaerobik, E, — nordijsko hodanje, prime-
njeni u periodu od tri meseca — tri puta nedelino) na transformaciju morfoloskog statusa
[fizicki neaktivnih Zena u cilju unapredenja kvaliteta Zivota. Problem istraZivanja se odnosi
na efekte razlicitih modela programa fizickih aktivnosti u modifikovanju morfoloske — te-
lesne grade i unapredenje kvaliteta zivota. Opstu hipotezu smo definisali na sledeci nacin:
Primena programa fizickih aktivnosti (fitball, akvaaerobik, nordijsko hodanje) ce dovesti
do pozitivnih transformacionih promena morfoloskog — telesnog statusa, a samim tim i do
poboljsanja kvaliteta Zivota.

Uzorak je Cinilo 84 ispitanica, Zena izmedu 30 i 40 godina koje vode sedentarni nacin
Zivota. Testirali smo varijable koje karakterisu morfoloski i telesni status ispitanica. U cilju
realizacije zadataka istragivanja i ostvarivanja cilja primenjena je kompleksna metodika
koja se sastojala iz sledecih metoda: eksperimentalni metod sa tri eksperimentalne grupe,
metod morfoloske antropometrije, metod bioelektricne impendanse, metod deskriptivne sta-
tistike (mere centralne tendencije i mere disperzije), testiranje razlika aritmetickib sredina
(t-kriterijum Studenta), analiza varijanse sa jednim faktorom (ANOVA ), teorijska anali-
za-metoda analize sadrzaja.

Komparativni eksperiment kod razlititih modela programa fizickih aktivnosti pokazao je
znalajnu statisticku razliku kod svib testiranih morfoloskih pokazatelja (sa izuzetkom vari-
jable telesna visina). Dinamika rezultata t-testa kod varijabli za procenu morfoloskog sta-
tusa pokazuje znacajnu statisticku razliku (nivo znacajnosti p < 0,05) izmedu inicijalnog
i finalnog tretmana kod svib eksperimentalnibh grupa. Kod finalnog testiranja registrujemo
razliku izmedu grupa kod varijable obima nadlaktice (u korist eksperimentalne grupe E,
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(akvaaerobik) i E, (nordijsko hodanje), debljina koznog nabora triceps (u korist E, i E,)
i debljine koznog nabora supriliac (u korist E, i E,).Uvidom u rezultate varijable procen-
tualnog sadrzaja masti u organizmu (FAT%) nakon primene eksperimentalnog programa
registrujemo najvecu redukciju masti kod eksperimentalne grupe E, (akvaaerobik). Pokaza-
telji metabolizma (BMR) govore o intenzifikaciji metabolitickih procesa nakon primenjenog
tretmana kod eksperimentalne grupe E, (akvaaerobik). Primenjeni modeli fizickih aktivno-
sti predstavljaju dobar instrument za odrzavanje i optimizaciju morfoloskog statusa fizicki
neaktivnih Zena i unapredenje kvaliteta Zivota Zena.

Kljuéne reéi: kvaliter zivota, programi fizicke aktivnosti, morfoloski pokazatelji, transfor-
macioni procesi, telesni status, zdravstveno stanje, motivisanost, produktivnost rada.

JEL klasifikacija: 112, 119

uvoD

JZdravlje je umetnost zivljenja“
Autor nepoznat

Kvalitet Zivota ¢oveka u uskoj je vezi sa odrzavanjem zdravlja. Naime, on pred-
stavlja znacajnu dimenziju Zivota koji se moze sagledati i unaprediti na razli¢ite
nacine. Kvalitet Zivota je kompleksan fenomen a mi smo se u ovom radu opre-
delili za fizicku aktivnost kao osnovu kvaliteta Zivota. Foku je bio na zenskoj
populaciji.

U toku ontogenetskog razvoja zenskog organizma javljaju se mnoge morfo-
loske promene koje se odvijaju neistovremeno i razli¢itom brzinom. Transfor-
macija morfoloskog statusa pod uticajem fizicke aktivnosti zdravstveno pre-
ventivne usmerenosti je jedan od istrazivackih problema kojim se bave razna
istrazivanja.

Pod morfoloskim karakteristikama antropoloskog statusa coveka najcesée se
podrazumeva odreden sistem osnovnih antropometrijskih latentnih dimenzija

(Malacko J., 1991: 23)

Morfoloske karakteristike Zenskog organizma se u znatnoj meri razlikuju od
morfoloskog statusa muskarca. Odrasla Zena je generalno laksa i niza od mus-
karca, relativno veée duzine trupa, a manje duzine nogu, apsolutno i relativno
uzih ramena, relativno veée bikristalne i bitrokantne $irine. Zena ima gotovo sve
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obime manje, osim obima natkolenice. Skelet Zene se sastoji od kostiju koje su
nesto krade, tanje, poroznije i krtije (Juhas I., 2011: 43).

U mnogim naucnim istrazivanjima veliki interes predstavljaju Zene od 30 - 40
godina, koje obavljaju raznovrsne aktivnosti — porodi¢ne, vaspitne, reproduk-
tivne itd. Jedan od znacajnih faktora koji odreduje kvalitet Zivota Zena i njihovo
zdravstveno stanje je sportsko-rekreativna aktivnost — fizi¢ka aktivnost. Propor-
cije i ,geometrija“ Zenskog tela utie ne samo na motoricke, ve¢ i druge sposob-
nosti, kao i na psihosomatsko stanje. Morfoloske karakteristike Zena i njihovo
poznavanje ima veliki znacaj kod izbora odgovaraju¢ih modela programa fizi¢kih
aktivnosti i optimalno doziranje optereéenja u toku trenaznog procesa.

Mnogobrojne nau¢ne studije pokazuju da razliciti programi fizicke aktivnosti
mogu u razli¢itoj meri uticati na odredene aspekte kvaliteta Zivota (Lustyk M. K.

B. et all, 2004: 126).

Na osnovu dosadasnjih istrazivanja potvrdeno je da visoko frekventna aktivnost
umerenog intenziteta, koja prouzrokuje visoko kalorijsku utilizaciju, a sprovodi
se s motivom unapredenja zdravlja i funkcionalnih sposobnosti, najvise uti¢e na

poboljsanje kvaliteta zivota (Lustyk et all, 2004: 127).

Povecanje produktivnosti rada zaposlenih zavisi od kvalitete Zivota povezane sa
zdravljem i njihove motivisanosti. “Motivisanost pokreée zaposlene na aktivnost
i daje im volju i entuzijazam za ostvarivanje radnih zadataka” (Vidakovi¢ Tatjana,
2012: 175 s.).

Ukljucivanje u odgovarajuée zdravstveno preventivne programe sa ciljem tran-
sformacije morfoloske strukture tela i promena u izgledu tela, predstavlja vazan
motiv kod mnogih osoba Zenskog pola. Uticaj morfoloskog statusa zena na
zdravstveni status je problem istrazivanja mnogih studija i viSestruko je doka-
zano da morfoloske karakteristike uticu na zdravstveno stanje ¢oveka i kvali-
tetu zivota.

Blagotvoran uticaj programirane fizicke aktivnosti, za vreme radne pauze, na
odredene aspekte kvalitete Zivota i optimalne poslovne rezultate bitan je faktor,
koji je viSestruko potvrden. “Shvatanje optimalnog poslovnog rezultata, kao i
najboljeg rezultata u kontekstu poslovne simbioze vlastitih potencijala i poslov-
nog okruzenja, zahteva suptilno balansiranje raznovrsnih i raznorodnih faktora”
(Landika, M. et al., 2019: 18).
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U cilju optimizacije zdravstvenog stanja zaposlenih pojedine kompanije orga-
nizuju medukompanijske sportske igre i saradnju u okviru raznih modaliteta
rekreativnih i drugih aktivnosti .“Modaliteti medukompanijskih suradnji kre¢u
se od sasvim jednostavnih, kao $to je npr. sporazum o medusobnom priznavanju
dokumenata, pa sve do vrlo sloZenih, koji uvjetuju harmonizaciju niza elemenata

i funkcionalnih podru¢ja“ (Tatalovi¢, M. et al., 2016: 316).

Razlozi koji su nas naveli da se bavimo problematikom ove studije je primena
strateskog pristupa, metoda, procedura (metodologije) kod razlicitih modela fi-
zi¢kih aktivnosti — sportsko-rekreativnih aktivnosti (akvaaerobik, nordijsko ho-
danje, Fitball za vreme radne pauze) koji se sprovode u razlicitoj spoljnoj sredini
(voda, suvo), kao i efekti transformacionih procesa na morfoloski status fizicki
neaktivnih Zena (Jotov Nebojsa, 2018: 73).

Posebna vrednost primene modela programa protiv nervno-emocionalne nape-
tosti (stresa) kod sedentarnih Zena ogleda se u pozitivnom uticaju na pojedine
dimenzije psihosomatskog statusa Zena i poveéanje produktivnosti rada. “Me-
dutim, navedeni primeri su pokazali da odgovarajuée radno okruzenje, tehnike
za smanjivanje faktora stresa, strategije za stvaranje radnih mesta sa vise eticke
raznoslikosti i odredene prednosti za Zene, kao i rad na tome da se radnici ose-
¢aju odgovornim za svoj posao, pozitivno uti¢e na njihov profesionalni razvoj i
produktivnost” (Drazaji¢ Katarina, Vega Frank, 2018: 132).

Predmet istrazivanja predstavljaju morfoloska svojstva (promene u merama
morfoloskog — telesnog statusa) fizicki neaktivnih Zena pod uticajem programi-
ranih fizickih aktivnosti koje se sprovode u razli¢itim spoljnim sredinama u cilju
unapredenja kvaliteta Zivota.

Problem istrazivanja smo u upitnom obliku definisali na slede¢i na¢in: Kakav je
efekat razli¢itih modela programa fizicke aktivnost na modifikovanje morfoloske
— telesne grade i unapredenju kvaliteta Zivota kod fizicki neaktivnih Zena?

Cilj istrazivanja je utvrdivanje uticaja razlicitih zdravstveno-preventivnih mode-
la programa fizickih aktivnosti na morfoloski-telesni status i unapredenju kvali-
teta zivota kod fizi¢ki neaktivnih Zena.

Za ostvarivanje postavljenog cilja neophodno je realizovati sledede istrazi-
vacke zadatke:
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Z1: Utvrditi srednji nivo i varijabilitet morfoloskog statusa zena kod primenje-
nog cksperimentalnog tretmana (grupa E, E , E)) na inicijalnom i finalnom me-
renju;

Z2: Utvrditi stepen homogenosti grupa — vrednosti disperzije pokazatelja mor-
foloskih karakteristika kod primenjenih programa fizickih aktivnosti na inicijal-
nom i finalnom merenju;

Z3: Utvrditi nivo transformacije morfoloskog statusa ispitanica kod svih ispitiva-
nih grupa putem primene t-kriterijuma Studenta;

Z4: Utvrditi nivo promena i razlika morfoloskog statusa ispitanica za sve prime-
njene modele programa (E, E, E)) na inicijalnom i finalnom merenju, prime-
nom analize varijanse sa jednim faktorom (ANOVA)

HIPOTETICKI OKVIR

Opstu hipotezu smo definisali na slede¢i na¢in: Primena programa fizickih ak-
tivnosti (fizball, akvaaerobik, nordijsko hodanje) dovode do pozitivnih transfor-
macionih promena morfoloskog — telesnog statusa, a samim tim i do poboljsanja
kvaliteta Zivota fizicki neaktivnih Zena.

Posebne hipoteze

H1: Srednji nivo i varijabilitet morfoloskog statusa Zena kod primenjenog ekspe-
rimentalnog tretmana (grupa E, E , E)) na inicijalnom i finalnom merenju je na
priblizno istom nivou.

H2: Ispitivane eksperimentalne grupe predstavljaju homogen skup kako na ini-
cijalom tako i na zavr$nom testiranju.

H3. Primena zdravstveno-preventivnih programa dovesée do statisticki znacaj-
nih pozitivnih efekata kod morfoloskog-telesnog status fizicki neaktivnih Zena, a
samim tim i do poboljsanja kvaliteta zivota.

H4: Obim trenaznog procesa primenjenog programa uti¢e na efekat transforma-
cionih promena morfoloskog statusa ispitanica.
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UZORAK ISPITANICA

Uzorak ispitanica inile su 84 Zene starosti od 30 - 40 godina. Ispitanice su tre-
bale da zadovolje slede¢e neophodne uslove: da nemaju zdravstvenih problema,
da ucestvuju redovno u programu (12 nedelja 3 puta nedeljo), da nisu bile fizi¢-
ki aktivne, da se prihvatile dobrovoljno uées¢e u programu fizickih aktivnosti.
U Tabeli 1. prikazani su osnovni deskriptivni pokazatelji ispitanica — prose¢na
starost ispitanica za grupe E — Fithall, grupa E, — akvaaerobik, E, — nordijsko
hodanje.

Tabela 1. Prosecna starost ispitanica koje su u€estvovale u eksperimentalnom tretmanu

Eksperimentalne grupe N E Xmin Xmax R SD V%
E 28 34,86 30 40 10,00 3,09 8,86
E1 28 35,68 30 40 10,00 2,71 7,60
E2 28 35,57 30 40 10,00 2,71 7,62

Legenda: N - broj ispitivanih lica; X X - prose¢na aritmeticka vrednost; X' X — minimalna vrednost; XX~
maksimalna vrednost; R — raspon; SD — standardna devijacija; V% - koeficijent varijacije.

lzvor: Autori

Rezultati aritmeticke sredine starosti ispitanica eksperimentalnih grupa (E, E, E),
minimalne i maksimalne vrednosti starosti ispitanica, vrednosti raspona (R), SD —
standardne devijacije i koeficijenta varijacije (V%) priblizno su na istom nivou. Imajuéi
u vidu koeficijent varijacije (V%) koji predstavlja deskriptivnu meru disperzije pomoéu
kojeg se odreduje uzorak mozemo da kazemo da su grupe homogene (E — V% = 8,86,

E, - V% = 7,60, E, - V% = 7,62).

U Tabeli br. 2 prezentovani su rezultati (starost ispitanica) komparativne statistike —
jednofaktorska analiza varijanse (Analysis of Variance ANOVA,).

Tabela 2. Komparativna analiza pokazatelja starosti ispitanica

Jednofaktorska analiza varijanse (Analysis of

Variance (ANOVA)) Leven test F-test
Varijabla
o 0,496 0,691
Starost ispitanica p=0611 p=0,504

lzvor: Autori
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Posmatrani rezultati kod varijable starost ispitanica kod svih grupa (E, E , E)) ne
potvrduje znacajnu statisticku razliku, a to znaci da su varijanse ispitivanih gru-
pa homogene. Vrednost Levenovog testa homogenosti disperzija iznosi 0,496, a
nivo znacajnosti p = 0,611. Vrednost Fiserovog kriterija (F test) pokazuje vred-
nost F = 0,691, a nivo znacajnosti p = 0,504. Ovo pokazuje da analiza varijanse
sa jednim faktorom ne potvrduje znadajnu statisticku razliku.

Eksperimentalni faktor realizovao se u okviru tri modela programa (mini pro-
gram na radnom mestu — Fitball, model akvaaerobik, model nordijsko hodanje).
Vreme trajanja mini programa 15 minuta (3 puta 15 minuta u toku nedelje —
12 nedelja u kontinuitetu). Primenjena optereéenja za vreme sprovodenja mini
programa bila su u zoni aktivnog odmora, tj. nisu prelazila 50% od maksimalne
sréane frekvencije.

Eksperimentalni model programa akvaaerobik E, sastojao se od kompleksnih
vezbi (3 puta nedeljno po 45 minuta — 36 ¢asa za vreme od tri meseca). Ispitanice
su bile podeljene u dve grupe po 14 vezbacica, a program se sprovodi u bazenu
temperature 28°C i dubine 1,30m.

Eksperimentalna grupa E, (nordijsko hodanje) sprovodio se 3 puta sedmi¢no
po 45 minuta. Program je trajao 12 nedelja, a ispitanice su bile podeljene u dve
grupe po 14.

METODE ISTRAZIVANJA

U cilju realizacije zadataka istrazivanja i ostvarivanja cilja primenili smo kom-
pleksnu metodiku koja se sastoji iz slede¢ih metoda: eksperimentalni metod sa
tri eksperimentalne grupe (grupa E — Firball — mini program vezbanja na rad-
nom mestu, grupa E, — akvaaerobik, E, — nordijsko hodanje); metod morfo-
loske antropometrije; metod bioelektri¢ne impedanse; statisticki metodi; metod
deskriptivne statistike (mere centralne tendencije i mere disperzije), testiranje
razlika aritmetickih sredina (t-kriterijum Studenta), analiza varijanse sa jednim
faktorom (ANOVA );teorijska analiza — metod analize sadrzaja.

Merenje morfoloskog statusa ispitanica, odnosno utvrdivanje telesnih di-
menzija izvr$eno je primenom morfoloske antropometrije. Prilikom primene
ovog metoda pomocdu koga smo dijagnosticirali morfoloski status ispitanica
pridrzavali smo se preporuka Internacionalnog bioloskog programa (IBP).
Merenje telesne strukture — kompozicije obavljena je standardnom proce-
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durom, primenom bioelektri¢ne impedanc (Body compositionanalyzer BC -

418MA).

Uslovi merenja — Testiranje morfoloskog statusa i procena telesne kompozicije
ispitanica vr$ena su u prepodnevnim casovima u fitnes kabinetu koji je zadovo-
ljavao propisane mikroklimatske uslove (osvetljenost, temperatura vazduh). Pri-
likom sprovodenja procedure ispitanice su bile u kupa¢em kostimu i bose. Svi
instrumenti pre upotrebe bili su bazdareni i standardne su izrade.

Organizacija merenja — Sva merenja morfoloske dijagnostike — procena morfo-
loskog telesnog statusa na inicijalnom i finalnom merenju obavljeno po principu
stanica — mernih mesta. Na svakom mernom mestu nalazio se po jedan merilac
i jedan zapisnicar i 4 - 5 ispitanica. Pojedine morfoloske karakteristike merio je
uvek jedan te isti merilac. Ekipa koja je radila morfolosku dijagnostiku bila je
sastavljena od iskusnih stru¢njaka koji godinama rade na proceni morfoloskog
statusa i telesne kompozicije. Merenje morfoloskog statusa i telesne kompozicije
ispitanica obavljeno je pre pocetka sprovodenja tretmana (inicijalno merenje) i
na kraju tretmana (finalno merenje).

Uzorak varijable za procenu morfoloskih karakteristika i telesne kompozicije is-
pitanica obuhvatio je 9 varijabli iz prostora morfoloskog statusa i 3 varijable iz
prostora telesne kompozicije. Primenjena baterija mernih instrumenata za dija-
gnostiku morfoloskog statusa i telesne kompozicije sastojao se od sledeéih vari-
jabli za ocenu pojedinih segmenata morfoloskog statusa i telesne kompozicije:

* visina tela (AVIS); telesna masa (TM), izrazena u kg; obim grudnog kosa
(OGK), izrazen u cm; obim nadlaktice (ONDL), izrazen u cm; obim trbuha
(OTRB), izrazen u cm; obim kukova (OKUK), izrazen u cm; obim natkole-
nice (ONADK), izrazen u cm; kozni nabor triceps (KNTRC), izrazen u mm;
kozni nabor supriliac (KNSIL), izrazen u mm; bazalni metabolizam (BMR);
indeks telesne mase (BMI), izrazen u kg/m?*; procenat masti u telu (FAT%),
izrazen u %.

Statisticke metode — Primenom adekvatnih statistickih procedura obradili smo
rezultate inicijalnog i zavr$nog eksperimentalnog tretmana na osnovu kojih smo
dobili potrebne informacije vezane za problem naseg istrazivanja. Primenom
deskriptivne statistike izracunali smo osnovne mere centralne tendencije za sve
testirane varijable. U cilju utvrdivanja znacajne statisticke razlike izmedu inici-
jalnog i zavrsnog merenja ostvarenih efekata primenjenih modela fizicke aktiv-
nosti primenili smo t-kriterijum Studenta (t-test). U cilju testiranja znacajnih



Nebojsa Jotov, Dragan Kolev
50 FIZICKA AKTIVNOST U FUNKCI)I KVALITETA ZIVOTA

statistickih razlika rezultata varijabli izmedu eksperimentalnih grupa (E,E,E) u
prostoru komparativne statistike primenili smo ANOVA, — Analysis of Variance,
ANOVA, — jenofakrorska analiza varijanse (Pallant. J., 2009).

Za testiranje znacajnosti razlika aritmetickih sredina, nivo znacajnosti iznosio
je p = 0,05. Za statisticku obradu podataka je kori$¢en softverski paket SPSS
Statistics 17.0.

REZULTATI ISTRAZIVANJA

Deskriptivni statisticki pokazatelji morfoloskog statusa na inicijalnom i za-
vrSnom merenju ispitanica.

Prilikom prikazivanja rezultata najpre ¢emo prezentovati deskriptivne statisticke
pokazatelje za sve testirane varijable, a posle toga razlike izmedu inicijalnog i
zavr$nog merenja morfoloskog statusa ispitivanih lica , kao i razlike izmedu ek-
sperimentalnih grupa.

Tabela 3. Deskriptivna statistika pokazatelja morfoloskog statusa ispitanica na inicijalnom i finalnom

merenju
Varijable N E Min max R SD S2 V%
E 28 165,09 158,30 169,30 11,00 2,76 7,59 1,67
AVIS E1 28 164,18 157,20 170,30 13,10 3,09 9,54 1,88

E2 28 16505 15820 170,10 11,90 2,81 7,89 1,70
E 28 71,56 57,94 85,97 28,03 6,11 37,28 8,53
AMAST E1 28 72,60 55,83 85,82 29,99 6,41 41,06 8,83
E2 28 71,46 58,23 86,38 28,15 6,15 37,77 8,60
E 28 97,52 79,20 109,90 30,70 7,69 59,18 7,89
AOBGRU E1 28 95,91 78,20 107,20 29,00 7,42 55,06 7,74
E2 28 95,17 76,90 108,00 31,40 8,25 68,12 8,67
E 28 28,54 20,20 36,50 16,30 3,48 12,13 12,19
AONAD E1 28 30,14 23,20 36,20 13,00 2,75 7,54 9,04
E2 28 29,45 23,20 37,10 13,90 2,82 7,97 9,58
E 28 86,09 69,90 105,10 35,20 8,86 78,48 10,29
AOBTRB E1 28 88,55 72,50 105,40 32,90 8,32 69,19 9,39
E2 28 87,75 73,60 106,30 32,70 8,13 66,09 9,26
E 28 100,02 80,10 119,70 39,60 9,57 91,56 9,57
AOBKUK E1 28 103,36 80,60 122,60 42,00 10,06 101,27 9,73
E2 28 102,02 82,90 121,50 38,60 8,85 78,40 8,67

Inicijalno merenje
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E 28 58,09 48,60 65,10 16,50 3,99 15,89 6,87
AOBNAT E1 28 57,62 46,20 67,40 21,20 4,41 19,44 7,65
E2 28 55,87 47,20 65,90 18,70 4,06 16,45 7,27
E 28 29,62 19,40 40,50 21,10 3,99 15,89 13,47
ANATRI E1 28 29,26 12,80 40,90 28,10 5,92 35,09 20,23
E2 28 29,46 19,20 41,20 22,00 4,88 23,83 16,56
@ E 28 23,97 13,10 44,90 31,80 7,00 49,06 29,20
§ ANASIL E1 28 25,95 6,80 46,20 39,40 8,74 76,42 33,68
g E2 28 24,19 10,80 45,80 35,00 7,57 57,35 31,29
:—% E 28 26,19 22,83 30,48 7,65 2,01 4,06 7,67
‘S BMI E1 28 26,88 21,50 28,60 8,09 1,93 3,71 7,18
= E2 28 25,07 21,19 29,06 7,87 2,03 4,10 8,08
E 28 1476.18 1356.00 1598.00 242,00 53,15  2852,12 3,60
BMR E1 28 148229 1339,00 1600,00 261,00 57,88  3394,84 3,90
E2 28 147843 1357,00 1601,00 244,00 57,57  3313,74 3,89
E 28 33.51 2415 44.56 2041 5.38 28.98 16.05
FAT% E1 28 32.55 17.20 43.23 26.03 5,44 29,58 16,71
E2 28 32.52 23,42 42,91 19,49 513 26,37 15,77
E 28 16510 15830 169,30 11,00 2,75 7,57 1,67
AVIS E1 28 164,22 157,30 170,30 13,00 3,08 9,48 1,87
E2 28 165,08 158,30 170,10 11,80 2,80 7,86 1,70
E 28 70,60 56,20 85,02 28,82 6,26 39,25 8,87
AMAST E1 28 68,27 53,31 80,86 27,55 5,81 33,81 8,51
E2 28 68,64 55,58 83,56 27,98 6,14 37,75 8,95
E 28 96,51 78,50 109,50 31,00 7,77 60,33 8,05
AOBGRU E1 28 93,14 76,90 104,30 27,40 7,49 56,10 8,04
E2 28 92,71 74,50 105,60 31,10 8,21 67,39 8,86
° E 28 28,12 22,70 36,10 13,40 2,89 8,37 10,28
S AONAD E1 28 28,29 21,10 34,30 13,20 2,61 6,79 9,23
E E2 28 27,79 21,40 35,30 13,90 2,72 741 9,79
2 E 28 85,31 68,80 104,70 35,90 8,89 79,01 10,42
g AOBTRB E1 28 83,04 69,20 100,10 30,90 7,68 58,98 9,25
E2 28 84,55 71,10 103,20 32,10 8,05 64,73 9,52
E 28 98,95 79,30 118,40 39,10 9,57 91,57 9,67
AOBKUK E1 28 97,66 76,10 115,90 39,80 9,77 95,40 10,00
E2 28 98,10 77,80 117,20 39,40 8,80 77,50 8,97
E 28 57,25 47,40 64,50 17,10 4,05 16,39 7,07
AOBNAT E1 28 53,90 44,10 63,30 19,20 4,04 16,30 7,50
E2 28 52,98 46,20 62,40 16,20 3,80 14,45 717
E 28 28,63 19,00 39,20 20,20 4,05 16,39 14,14
ANATRI E1 28 22,26 8,80 32,10 23,30 4,86 23,62 21,83
E2 28 22,95 15,10 34,70 19,60 4,29 18,38 18,69
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E 28 21,10 11,90 41,70 29,80 6,88 47,30 32,60
ANASIL E1 28 14,42 4,20 33,20 29,00 6,95 48,30 47,21
E2 28 14,72 6,20 34,80 28,60 6,18 38,25 41,98
E 28 25,90 22,43 30,40 7,97 2,15 4,61 8,30

I% BMI E1 28 25,30 17,20 43,23 7,10 1,69 2,86 6,68
E E2 28 25,07 21,19 29,06 7,87 2,03 4,10 8,08
2 E 28 148561 135400 1610,00 256,00 57,28  3281,28 3,86
E BMR E1 28 167064 1529,00 1807,00 278,00 63,13 398572 3,78

E2 28 148068 1334,00 1593,00 259,00 69,34  4808,00 4,68

E 28 33.20 23.92 43.28 19.36 5.38 28.94 16.20
FAT% E1 28 28.73 14,25 39,21 24,96 5,49 30,11 19,10

E2 28 29.97 20,51 40,21 19,70 5,33 28,42 18,45

Legenda: AVIS - visina tela (cm); AMAST - telesna masa (kg); AOBGRU - obim grudnog kosa (cm); AONAD -

obim nadlaktice (cm); AOBTRB - obim trbuha (cm); AOBKUK - obim kukova (cm); AOBNAT - obim natkolenice

(cm); ANATRI - kozni nabor triceps (mm); ANASIL - kozni nabor supriliac (mm); BMI - Body massindex (kg/m?);
BMR - Basalmetabolic rate (kcal); FAT% - procenat ukupne teZine tela koja se sastoji od masti.

lzvor: Autori

Uvidom u rezultate deskriptivnih statisti¢kih varijabli morfoloskih karakteristika
antropoloskog statusa ispitanica koji su prezentovani u tabeli 3, ukazuju da nema
znadajnih odstupanja, tj. varijable imaju pravilnu distribuciju. Inspekcijom re-
zultata uvidamo da samo jedna varijabla (nabor supriliac) ima veéu vrednost
koeficijenta varijacije (V%) od 30%, tj. pomenutu varijablu mozemo opisati kao
nedovoljno homogenu.

Na osnovu dobijenih rezultata prose¢nih vrednosti kod varijable visina tela
(AVIS) kod svih testiranih ispitanica na inicijalnom i finalnom merenju uoca-
vamo da su varijacije vrlo male. Koeficijent varijacije (V%) kod svih ispitivanih
grupa kod varijable AVIS opisuje sve grupe kao izrazito homogene i na inicijal-
nom i na zavr$snom merenju (E — V%, = 1,67, V%, = 1,67; E, — V%, = 1,88,
V%, = 1,87; E, - V%, = 1,70, V%, = 1,70).

Inspekcijom srednjih vrednosti telesne mase AMAST (za eksperimentalnu grupu
E, (akvaaerobik) i E, (nordijsko hodanje) izmedu inicijalnog i finalnog merenja
registrovane su vece varijacije, nego kod eksperimentalne grupe E (fizball).

Koeficijent varijacije kod svih ispitivanih grupa kada je u pitanju varijabla telesna
masa i na inicijalnom i finalnom merenju grupe opisuje kao izrazito homogene.
Raspon statisticke serije za varijablu telesna masa na inicijalnom merenju za gru-
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pu E iznosila je 28,03kg, za grupu E, 29,90kg, dok za grupu E  iznosi 28,15kg.
Na finalnom merenju raspon statisticke serije za istu varijablu registruje slede¢e

rezultate: E = 28,82kg, E = 27,55kg, E = 27,98kg.

Dobijeni rezultati srednje vrednosti obima grudnog kosa (AOBGRU) pokazuju
priblizne vrednosti i na inicijalnom i na finalnom merenju (E_=79,20cm, E =
78,50cm; E, = 78,20cm, E . = 76,90cm; E, =76,90, E . = 74,50). Koefici-
jent varijacije (V%) i na inicijalnom i na finalnom merenju opisuje sve grupe kao
izuzetno homogen skup (E._V% = 7,89%, E. V% = 8,05%; E V% = 7,74%,
E . V% = 8,04%; E,, V% = 8,67%, E . V% = 8,86%). Raspon statisticke serije
kod eksperimentalne grupe E na inicijalnom merenju iznosila je 30,7cm, a na
finalnom 31,0cm. Mera grupisanja rezultata varijable (AOBGRU) oko srednje
vrednosti (R) za eksperimentalnu grupu E| iznosi R = 29,00cm, a na finalnom R
= 27,40cm, dok za grupu E, raspon na inicijalnom merenju iznosi R = 31,40cm,
a na finalnom R = 31,10cm.

Prose¢no izmerene vrednosti obima nadlaktice (AONAD) na inicijalnom me-
renju kod svih testiranih grupa imaju priblizne vrednosti (E = 28,54cm, E, =
31,14cm, E, = 29,45%). Nakon primenjenog tretmana obim nadlaktice se sma-
njuje kod svih eksperimentalnih grupa (kod E za 0,42cm, kod E, za 2,12cm, a
kod E, = 1,66). Koeficijent varijacije (V%) kod svih eksperimentalnih grupa i na
inicijalnom i na finalnom merenju opisuje sve tri grupe kao izrazito homogene.
Raspon statisticke serije tj. mere grupisanja rezultata varijable AONAD i na ini-
cijalnom i na finalnom merenju se kre¢u u granicama od R = 13,00cm do R =
16,30cm.

Dobijeni rezultati srednje vrednosti obima trbuha (AOBTRB) kod svih tretira-
nih eksperimentalnih grupa na inicijalnom i finalnom merenju su ujednaceni
(E = 86,09cm, E, = 88,55cm, E = 87,75cm). Nakon sprovedenih tretmana ova
vrednost cirkularne dimenzionalnosti skeleta (obim trbuha) pokazuje umanjene
vrednosti u odnosu na inicijalno merenje. Naime najveée umanjenje obima trbu-
ha (AOTRB) je registrovano kod eksperimentalne grupe E, za 5,51cm, kod E, za
3,2cm, a kod eksperimentalne grupe E obim trbuha je smanjen za 0,78cm. Ko-
eficijent varijacije (V%) kod ovih grupa i na inicijalnom i na finalnom merenju
je dosta ujednacen, tj. sve testirane grupe pripadaju homogenom skupu. Mere
grupisanja rezultata oko srednje vrednosti (R) za sve eksperimentalne grupe i na
inicijalnom i na finalnom merenju su dosta ujednacene, tako da na inicijalnom
merenju krecu se u granicama od 32,70cm do 35,20, a na finalnom merenju od
32,10cm do 35,90cm.
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Kada je u pitanju obim kukova (AOBKUK) uoc¢avamo smanjenje ove cirkularne
dimenzionalnosti skeleta — obima kod svih tretiranih eksperimentalnih grupa.
Najvece umanjenje obima kukova registrovano je kod grupe E, (akvaaerobik) od
5,7cm, ali isto tako je zabelezeno i kod grupe E, (nordijsko hodanje), gde su sred-
nje vrednosti ove varijable nesto manje (smanjenje obima kuka od 3,9cm). Naj-
manji efekat umanjenja obima kukova registrovan je kod eksperimentalne grupe
E (fitball) od 1,07cm. Koeficijent varijacije (V%) i na inicijalnom i na finalnom
merenju opisuje sve grupe kao izuzetno homogen skup. Raspon statisticke serije
— mere grupisanja rezultata varijable (AOBKUK) i na inicijalnom i na finalnom
merenju su dosta ujednacene.

Inspekcijom rezultata srednjih vrednosti varijable obima natkolenice (AOB-
NADK) registrujemo umanjenje ove cirkularne dimenzionalnosti — obima. Na-
ime, najvee umanjenje zabelezeno je kod grupe E, (akvaaerobik) od 3,72cm,
a zatim kod grupe E, (nordijsko hodanje), umanjenje od 2,89cm, dok je kod
eksperimentalne grupe E (fizball) registrovano umanjenje od 0,84cm. Koeficijent
varijacije (V%) i na inicijalnom i na zavr$nom merenju kod svih eksperimental-
nih grupa opisuje ih kao izuzetno homogeni skup. Raspon statisticke serije (R),
tj. razlika izmedu najveéeg i najmanjeg rezultata je ujednadena kod svih grupa i
na inicijalnom i na finalnom merenju.

Dinamika pokazatelja srednjih vrednosti koznih nabora m. tricepsa pokazuje naj-
vece umanjenje kod eksperimentalne grupe E, (nordijsko hodanje) od 6,51mm,
a kod eksperimentalne grupe E, (akvaaerobik) registrovano je umanjenje koznog
nabora tricepsa za 3,94mm. Uoc¢avamo da je kod grupe E (fizball) postignuto
najmanje umanjenje koznog nabora i to od 0,99mm. Koeficijent varijacije (V%)
i na inicijalnom i na finalnom merenju opisuje grupe kao homogene, s tim $to
je eksperimentalna grupa E (akvaaerobik) na finalnom testiranju zabelezila vece
varijacije kada je u pitanju ova varijabla. Raspon statisticke serije (R), tj. razlike
izmedu najveceg i najmanjeg rezultata su ujednadene izuzev kod eksperimentalne
grupe E (akvaerobik) na inicijalnom testiranju.

Kada je u pitanju kozni nabor supriliac (ANASIL) najveée poboljsanje rezultata
registrujemo kod eksperimentalne grupe E, (akvaarobik) (umanjenje debljine
koznog nabora supriliac za 11,53mm), dok kod eksperimentalne grupe E, (nor-
dijsko hodanje) isto tako uo¢avamo smanjenje koznog nabora supriliac (umanje-
nje srednjih vrednosti), ali u manjoj meri (umanjenje za 9,47mm). Kod ekspe-
rimentalne grupe E (fizball) registrovano je najmanje smanjenje koznog nabora
supriliac, i to 2,87mm. Koeficijent varijacije (V%) na inicijalnom merenju sve
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eksperimentalne grupe opisuje kao nehomogen skup, dok na finalnom mere-
nju zabelezene vrednosti koeficijenta varijacije se nalaze na granici homogenosti
(EV% = 29,80%, E V% = 29,00%, E,V% = 28,60%). Raspon statisticke serije
(R) kod eksperimentalne grupe E (fitball) na inicijalnom merenju iznosi R =
31,80mm, a na finalnom R = 29,80mm, dok kod eksperimentalne grupe E,
(akvaaerobik) na inicijalnom merenju su zabelezene vrednosti R = 39,40mm, a
na finalnom R = 29,00mm. Razlika izmedu najveéeg i najmanjeg rezultata ove
varijable kod eksperimentalne grupe E, (nordijsko hodanje) na inicijalnom me-
renju registruje rezultat od 35,00mm, a na finalnom merenju 28,60mm.

Dinamika pokazatelja srednjih vrednosti procentualnog sadrzaja masti (FAT%)
pokazuje najveée umanjenje kod eksperimentalne grupe E, (akvaaerobik) (od
32,55% na 28,73%, umanjenje za 3,82%. Kod eksperimentalne grupe E, (nor-
dijsko hodanje) isto tako je zabelezena redukcija masti i to od 2,55% (od 32,53%
na 29,97%), dok redukcija masti kod grupe (fitball) iznosi 0,31% (od 33,51%
na 33,20%).

Na osnovu srednjih vrednosti pokazatelja bazalnog metabolizma (BMR) moze-
mo zakljuciti da je doslo do pojacane intenzivnosti metabolitickih procesa nakon
primene zdravstveno preventivnog programa akvaaerobik (od 1482,29kcal na

1670,64kcal, prirast od 188,35kcal).

Kod svih eksperimentalnih grupa vrednosti koeficijenta varijacije (V%) kod va-
rijabli FAT% i BMR kod inicijalnog i finalnog merenja opisuju grupe kao ho-

mogene.
U Tabeli 4. prikazane su kvantitativne promene izmedu inicijalnog i finalnog

merenja morfoloskog statusa ispitanica, tj. prezentovani su rezultati t-testa zavi-
snih varijabli i nivo zna¢ajnosti p morfoloskih pokazatelja ispitanica.

Tabela 4. Kvantitativne promene izmedu inicijalnog i finalnog merenja morfoloskog statusa ispitanica

Paired differences

Varijable K E1 E2
(ini.-fin.)

T P t P T p
AMAST 0,428 0,000 23,438 0,000 39,925 0,000
AOBGRU 10,220 0,000 13,378 0,000 29,940 0,000
AONAD 1,394 0,175 11,994 0,000 12,201 0,000
AOBTRB 9,245 0,000 28,280 0,000 39,114 0,000

AOBKUK 16,754 0,000 13,905 0,000 20,957 0,000
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AOBNAT 10,803 0,000 22,760 0,000 21,843 0,000
ANATRI 18,465 0,000 22,095 0,000 19,794 0,000
ANASIL 19,483 0,000 23,744 0,000 19,794 0,000
BMI 4,769 0,000 23,485 0,000 45,723 0,000
BMR -2,979 0,006 -53,824 0,000 -0,206 0,838
FAT% 5,332 0,000 24,236 0,000 23,671 0,000

Legenda: AVIS - visina tela (cm); AMAST - telesna masa (kg); AOBGRU - obim grudnog ko3a (cm); AONAD -

obim nadlaktice (cm); AOBTRB - obim trbuha (cm); AOBKUK - obim kukova (cm); AOBNAT - obim natkolenice

(cm); ANATRI - kozni nabor triceps (mm); ANASIL - kozni nabor supriliac (mm); BMI - Body massindex (kg/m?);
BMR - Basalmetabolic rate (kcal); FAT% - procenat ukupne teZine tela koja se sastoji od masti.

lzvor: Autori

Testiranje razlika izmedu inicijalnog i zavr$nog merenja morfoloskog statusa is-
pitanica eksperimentalne grupe E pokazuje znac¢ajnu statisticku razliku kod svih
testiranih varijabli, sa izuzetkom obima nadlaktice.

Kod eksperimentalne grupe E, (akvaaerobik) takode je ustanovljena znacajna
statisticka razlika izmedu inicijalnog i finalnog merenja morfoloskih pokazatelja
kod svih analiziranih varijabli i to na nivou znacajnosti p < 0,05.

Dobijeni rezultati t-kriterija Studenta kod eksperimentalne grupe E, (nordijsko
hodanje) pokazuje statisticki znacajnu razliku uz nivo znacajnosti od p < 0,05
kod svih analiziranih varijabli.

Testiranje razlika izmedu inicijalnog i finalnog tretmana efekata primenjenih
programa pokazuje statisticki znacajnu razliku kod svih testiranih varijabli uz
nivo znacajnosti od p < 0,05. Rezultati morfoloskih pokazatelja antropoloskog
statusa pokazuju optimizaciju morfoloskih karakteristika ispitanica.

Sa ciljem da utvrdimo postojanje znacajne statisticke razlike izmedu varijabli
morfoloskih karakeeristika ispitanica tretiranih eksperimentalnim programima
(fithall - E, akvaaerobik — E , nordijsko hodanje — E ) primenili smo parametrij-
sku statisticku proceduru Analysis of Variance ANOVA,. U Tabeli 5. prikazani
su rezultati iz prostora komparativne statistike u cilju testiranja znacajnosti razli-
ka rezultata varijabli izmedu eksperimentalnih grupa.
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E.) morfoloskih karakteristika na

Tabela 5. Komparativna analiza rezultata eksperimentalnih grupa (E, E, E,

inicijalnom i finalnom merenju

Jednofaktorska analiza varijanse

(Analysis of Variance - ANOVAT1) 2 2 Scheffe Post Hoc test
g o %
Varijable = 3 u Grupe koje se uporeduju
| 0.090 0,289
AMAST p=0914 p=0,750
F 0.750 1,184
p =0,928 p=0311
0,178 0,898
=0,838 =0,412
AVIS p P
F 0,190 0,851
p=0,827 p=0,431
0,116 0,665
=Y =0,517
AOBGRU p=0890 p=05
. 0,044 1,984
p=0,957 p=0,144
0,648 2,672
AOBNAD p=0,526 p=0,075
E 0,090 0,234
p=0914 p =0,792
0,097 0,623
=0,908 =0,539
AOBTRB P p
F 0,187 0,556
p=0,830 p=0,576
0,255 0,874
=0,776 =0,421
AOBKUK P p
F 0,239 0,136
p=0,788 p=0,873
0,026 2,218
p=0974 p=0,115
AOBNAT 0,000 8,987 E-E1p=0,090
i =1,000 =0,000 E-E2p=0,001
p_ ' p_ 1 E.l —E2p:0,686
0,520 0,035
p=0,597 p =0,966
ANATRI - -
0,177 17,196 E-E1p=0,000
F E-E2p= 0,001

p=0838 p =0,000 E1-E2p=0967
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0,300 0,542
ANASIL p=0,742 p = 0584
0,462 8,939 E-E1p=0,002
F E-E2p=0,003
p=0632  p=0000 E1-E2p=0986
0,124 1,136
- p=0,884 p=0,326
. 1,072 1,343
p=0,374 p=0,627
0,129 0,840
p=0879 p=0919
BMR 0,460 81,564 E - E1p=0,000
F E - E2p=0,595
p=0633  p=0000 E1 - E2 p=0,000
| 0,032 0314
FATO p=0,968 p=0,731
. 0,002 5117

p=0,998 p=0,008
Izvor: Autori

Dinamika rezultata slede¢ih varijabli: visina (AVIS), masa tela (AMAST), obim
grudnog kosa (AOBGRU), obim nadlaktice (AOBNAD), obim trbuha (AO-
BTR), obim kukova (AOBKUK), na inicijalnom merenju pokazuje da su testi-
rane varijable homogene, a to znaci da se eksperimentalne grupe ne razlikuju. To
mozemo da utvrdimo na osnovu vrednosti Levenovog testa jednakosti varijansi i
nivoa znacajnosti p. Vrednosti Fischer kriterija i nivo znacajnosti p pokazuju da
jednofaktorska analiza varijansi ne potvrduje znacajnu statisticku razliku. Ako
analiziramo razlike apsolutnih vrednosti varijabli kod eksperimentalnih grupa
(E, E, E)) prime¢ujemo umanjenje rezultata. Na osnovu dopunske komparacije
pomocu Scheffe Post Hoc testa rezultata finalnog testiranja dokazujemo postojanje
razlika kod slede¢ih varijabli: obim nadlaktice (E,- E, p = 0,01; E - E, p = 0,686
i E -E, p = 0,090); kozni nabor tricepsa (E, - E, p = 0,000; E, - E, p = 0,001) i
debljine koznog nabora supriliac (E, - E, p = 0,002; E, - E, p = 0,003). Rezultati
istog testa (Scheffe Post Hoc test) ne pokazuju znacajnu statisticku razliku izmedu
eksperimentalne grupe E, (akvaaerobik) i E, (nordijsko hodanje) kod varijable
kozni nabor tricepsa (E, - E,, p= 0,967) i kozni nabor supriliac (E -E , p = 0,9806).
Posmatrani rezultati varijable BMI (indeks telesne mase) tretiranih eksperimen-
talnih grupa finalnog merenja ne registruju znacajnu statisticku razliku.

Vrednost Levenovog testa finalnog merenja iznosi kod varijable BMI iznosi
1,072, a nivo znacajnosti p = 0,347. Imajuéi u vidu da je nivo znacajnosti p >
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0,05 to zna¢i da su eksperimentalne grupe homogene. Vrednosti Fiserovog kri-
terija finalnog merenja iznosi F = 1,343, a nivo znacajnosti p = 0,627, a to znaci
da nema znacajne statisticke razlike.

Posmatrani rezultati promena morfoloskog statusa i telesnog sastava ispitanica
rezultat je usmerenosti eksperimentalnog tretmana zdravstveno preventivnog
programa na optimizaciju pojedinih dimenzija morfoloskog statusa fizi¢cki ne-
aktivnih Zena.

DISKUSIJA

Modifikacija morfoloske grade ispitanica nakon primene eksperimentalnog tre-
tmana evidentirana je kod vrednosti cirkularne dimenzionalnosti skeleta — obi-
ma, mase tela, sa izuzetkom longitudinalne dimenzionalnosti — visine tela ispita-
nica u cm. Male razlike u visini tela na finalnom merenju su rezultat greske lica
koje je vrsilo merenje. Pretpostavljamo da dobijeni rezultati visine tela ispitanica
(minimalna razlika izmedu inicijalnog i zavr$nog merenja se javlja usled toga sto
zene Cesto menjaju frizuru. Imajuéi u vidu da je rast Zena u visinu zavrsen pret-
postavljamo da dobijene razlike za ovu varijablu su rezultat pomenutog efekta.
Rezultati izmedu analiziranih razlika izmedu grupa ne pokazuju znacajnu sta-
tisticku razliku, $to znadi da eksperimentalni tretman nije imao uticaja na visinu
ispitanica.

Dobijeni rezultati merenja ove longitudinalne dimenzionalnosti — visine kod is-
pitivanog uzorka mogu se komparirati sa rezultatima istrazivanja Milene Mika-
lacki iz 2010. godine. (Mikalacki M. et all, 2010).

Ako izvrsimo kategorizaciju ispitanica u odnosu na body massindex (BMI =
masa(kg)/visina® (m?*) mozemo zakljuditi da sve eksperimentalne grupe (E, E,
i E)) pripadaju u takozvanu kategoriju ,bucmast® (BMI 25 - 30) (Miti¢ D.,
2001:121).

Kod primenjenih modela zdravstveno preventivnih programa fizicke aktivnosti
u ovom istrazivanju, kada je upitanju varijabla telesna tezina ne registrujemo
znacajnu statisticku razliku. Ako analiziramo srednje vrednosti razlike izmedu
inicijalnog i zavr$nog merenja ove varijable uo¢avamo razlike u korist eksperi-
mentalne grupe E, (akvaaerobik) i E, (nordijsko hodanje). Cesto puta smanjenje
mase tela identifikujemo sa korekcijom telesnog sastava. Ovo tumacenje nije tac-
no, jer smanjenje telesne mase ne znaci da ¢e do¢i i do procentualnog smanjenja
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masnog tkiva. Smanjenje mase tela moze da se dogodi i usled smanjenja misi¢ne
mase, $to svakako nije dobro. Dobijeni rezultati naseg istrazivanja, kada je u pita-
nju smanjenje telesne mase su rezultat smanjenja masne komponente i povecane
misi¢ne mase $to se moze videti iz rezultata varijabli telesnog sastava ispitanica u
odnosu na eksperimentalnu grupu E (fizball).

Na finalnom merenju uo¢avamo da je doslo do smanjenja vrednosti cirkularnih
dimenzionalnosti skeleta (obima). Prose¢ne vrednosti obima grudnog kosa na-
kon eksperimentalnog programa se smanjuju kod svih eksperimentalnih grupa
(kod E za 1,01cm, kod E, za 2,77cm i kod E, za 2,46cm). Dobijene srednje
vrednosti obima grudnog kosa u nasem ispitivanju su priblizne vrednostima obi-
ma grudnog kosa kod istrazivanja Zrniéa i saradnika iz 2012 godine. (Zrni¢ R.
i ostali, 2012: 101 - 112). Naime oni su ispitivali morfoloske promene kod Zena
starosti od 35-45 godina pod uticajem tretmana razli¢itih modela sportsko-re-
kreativnih aktivnosti. Uvidom u rezultate prose¢ne vrednosti obima nadlaktica
kod svih eksperimentalnih grupa zaklju¢ujemo da je doslo do smanjenja obima,
i to kod E za 0,42cm, kod E, za 2,12cm, a kod E, za 1,66cm. Dobijeni rezultati
prose¢nih vrednosti obima nadlaktice mogu se uporediti sa istrazivanjima Be-
issman Zeljka i saradnika iz 2010. god. (Beissman Z. i ostali, 2010: 408 — 412).
Kod varijable obim grudnog koga statisticka procedura ANOVA, ne potvrdu-
je znacajnu statisticku razliku izmedu grupa. Pretpostavljamo da do znacajnog
umanjenja obima grudnog kosa nije doslo zbog toga sto se masno tkivo skladisti
u predelu gluteusa i bedara. Oc¢igledno je da rezultati obima grudnog kosa nisu
u skladu sa rezultatima ,zlatnog preseka“ — idealne proporcije ljudskog tela Leo-
narda da Vindija. Ovo je i oéekivano, imajuéi u vidu, da su ispitanice na pocetku
pripadale grupi ,bucmastih®, a i u tom uzrastu (30 - 40 godina) pocinju invo-
litivne promene, karakteristicne za Zene, dolazi do usporavanja metabolitickih
procesa i promene odnosa izmedu misi¢nog i masnog tkiva.

Uvidom u rezultate cirkularnih dimenzionalnosti skeleta (obima) i koznih na-
bora eksperimentalnih grupa i uporedivanje grupa primenom Scheffe Post Hoc
testa rezultata finalnog testiranja dokazujemo znadajnu statisticku razliku kod
sledecih varijabli: obim nadlaktice (E,- E, E - E, E - E), debljina koznog na-
bora supriliac (E,-E, E,-E). Rezultati Scheffe Post Hoc testa ne pokazuju znacajnu
statisticku razliku izmedu grupe E, (akvaaerobik) i E, (nordijsko hodanje). Na
osnovu dobijenih rezultata mozemo zakljuciti da primenjeni program akvaaero-
bika i nordijskog hodanja su efikasni kada je u pitanju smanjenje koznog nabora
supriliac, za razliku od eksperimentalnog programa E, gde je smanjenje koznog
nabora supriliac zabelezeno u manjem stepenu. Imajuéi u vidu da su kod ekspe-
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rimentalne grupe E, (akvaaerobik) i E, (nordijsko hodanje) primenjivani podjed-
naki obimi optereéenja (duzina tretmana i intenzitet rada) mozemo zakljuditi da
na transformaciju morfoloske grade ispitanica, ova dva programa daju priblizno
podjednake rezultate.

Na osnovu t-kriterija Studenta, t-testa testiranih varijabli za procenu morfolos-
kog statusa ispitanica izmedu inicijalnog i finalnog merenja u okviru grupa za-
klju¢ujemo da postoji znacajna statisticka razlika kod ispitanica svih eksperimen-
talnih grupa.

Proucavanje raznih izvora iz literature pokazuje da postoje razna istrazivanja koja
putem komparativne analize proucavaju razne metode vezbanja, sportsko-rekre-
ativnih aktivnosti i njihov uticaj na fizi¢ki neaktivne zene, ali nismo naisli na
istrazivanja koja potvrduju efekte programa koji su primenjeni u nasem eksperi-
mentu — komparativna analiza izmedu tri programa vezbanja: fitball, akvaaero-

bik i nordijsko hodanje.

ZAKLJUCAK

Na osnovu do sada izlozenog mozemo izvesti sledeée zakljucke:

* primenjeni eksperimentalni programi (fizball, akvaaerobik i nordijsko ho-
danje) predstavljaju dobar instrument za efikasno odrzavanje i optimizaciju
morfoloskog statusa i negovanje zdravog nacina zivota fizicki neaktivnih zena
u cilju unapredenja kvaliteta Zivota;

* uvidom u rezultate deskriptivne statistike, prime¢ujemo pozitivne promene
morfoloskog i telesnog statusa ispitanica (smanjenje obima tela, smanjenje
koznih nabora, smanjenje masti, u organizmu, pove¢anje metabolickih pro-
cesa (BMR %);

* dinamika pokazatelja koeficijenata varijacije (V%) kod svih varijabli na inici-
jalnom i na finalnom merenju opisuju grupe kao homogen skup;

* verodostojno je potvrden efekat implementiranih programa fizickih aktivno-
sti, a testirane razlike izmedu inicijalnog i finalnog merenja efekta morfo-
loskih pokazatelja programa pokazuju znacajnu statisticku razliku na nivou
znacajnosti p < 0,05 kod svih ispitivanih varijabli;

* verodostojno je potvrdena razlika rezultata testiranih varijabli izmedu eksperi-
mentalnih grupa primenom analize varijanse sa jednim faktorom (ANOVA);

* dobijeni rezultati morfoloskog statusa ispitanica sagledani su na osnovu dosa-
dasnjih istrazivanja koja se odnose na morfoloske karakteristike antropoloskog
statusa fizi¢ki neaktivnih Zena i uticaju fizicke aktivnosti na kvalitet Zivota;
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* dokazano je da implementirana metodologija uti¢e na optimizaciju primenje-
nih modela programa i moguénost sprovodenja fizickih aktivnosti u razli¢itim
spoljnim sredinama (na suvom, u vodi) u cilju unapredenja kvaliteta Zivota.

LITERATURA

Beissman, Z.., §krinjic', Z., Psihistal, D. (2010). ,,Uticaj rekreativnog vezbanja na postotak masnog
tkiva i miSi¢ne mase u ciljanim skupinama odraslih muskaraca i zena®, u: Zbornik radova
19. ljetnje skole kineziologa Republike Hrvatske, Hrvatski kinezioloski savez, Zagreb,
str.408-412.

Drazaji¢, K., Vega, E. (2018). Workingconditions as a factor of productivity in SMEs, Paneuropian
University Aperion, Economy and Market Communications Review, Banja Luka, Ne1,
str.118 - 133.

Jotov, N.(2018). Merodologija na sportno-rekreacionnite i animacionnite dejnosti pri 30 - 40
godishnizheni (Doktorska disertacija), Nacionalna Sportna Akademija Sofija, Sofija.

Juhas, L. (2011). ,Specifi¢nosti sportskog treninga zena®, Fizicka kultura, Beograd: FSFV, Ne 65
(Cama. 1), str. 42 - S1.

Landika, M., Baji¢, G., Sredojevié, V. (2019). Stohasticko modelovanje faktora unapredenja
radne ulinkovitosti i izbor strategije internet marketinga. Casopis za ekonomiju i tri$ne
komunikacije, Panevropski univerzitet Apeiron, Banja Luka, br. 1, str. 18 - 32.

Lustyck, M. K. B., Widman, L., Pachane, A. A. E. & Olsen, K. C. (2004). ,,Physical Activity and
Ql}lity of Life: Assessing the Influence of Activity Frequency, Intensity, Volume and
Motives®, Behavioral Medicine, N° 30, pp. 124 — 131.

Malacko, J. (1991). Osnove sportskag treninga — kiberneticki pristup, FTN, Novi Sad.

Mikala¢ki, M. et all (2010). ,, Antropometrijske karakteristike Zena razlicite starosne dobi®, u:
Zbornik radova, Fakultet za tjelesni odgoj i sport, Tuzla.

Miti¢, D. (2001). Rekreacija, Fakultet sporta i fizickog vaspitanja, Studio-plus, Beograd.
Pallant, J. (2009). SPSS prirucnik za prezivijavanje, Mikro Knjiga, Beograd.

Tatalovi¢, M., Baji¢, J., Kucko, K. (2016). Optimizacija upravijanja komercijalnib aktivnosti
aviokompanije, Casopis za ckonomiju i trzi$ne komunikacije, Panevropski univerzitet

Apeiron, Banja Luka, br. 2, str. 316 - 334.

Vidakovi¢, T. (2012).Nematerijalne nagrade i njibov uticaj na motivaciju zaposlenib, Casopis za
ekonomiju i trzi$ne komunikacije, Panevropski univerzitet Apeiron, Banja Luka, br. 1, str.

161-177.

Zrni¢, R.iostali (2012). ,,Nivoi transformacionih promena morfoloskih karakeeristika Zena pod
uticajem razli¢itih modela sportsko-rekreativnih aktivnosti®, u: Tematski zbornik radova:
Efekti primene fizicke aktivnosti na antropoloski status dece, omladine i odraslih, Fakultet
sporta i fizitkog vaspitanja, Beograd, str. 101 — 112.



(asopis za ekonomiju i trzisne komunikacije/ Economy and Market Communication Review
God./Vol. 10 - Br./No. 1 + Banja Luka, Juni/June 2020 - pp. 42-64 63

PHYSICAL ACTIVITY AS AN ASSET OF QUALITY OF
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Abstract: Quality of life as one of the significant dimensions of life can be viewed and
promoted in various ways. From the corpus of the multidisciplinary approach, in our work
we have opted for physical activity as an important basis for the quality of life. Specifically,

this paper aims to determine the effect of different physical activity programs - experimental
models (E-fitball exercises during work breaks, E1 - aqua aerobics, and E2 - Nordic wal-
king, applied over a period of three months - three times a week) on the transformation of
the morphological status of physically inactive women in order to improve the quality of life.

The research problem is related to the effects of different models of physical activity programs
in modifying the morphological - body structure and improving the quality of life. We have
defined the general hypothesis as follows: The implementation of physical activity programs
(fithall, aqua aerobics, Nordic walking) will lead to positive transformational changes in

morphological - body status, thus improving the quality of life.

The sample consisted of 84 subjects, women aged 30 to 40, leading a sedentary lifestyle. We
tested the variables that characterize the morphological and physical status of the subjects.
In order to accomplish the tasks of research and achieve its goal, a complex methodology was
applied, which consisted of the following methods: experimental method with three experi-
mental groups, morphological anthropometry method, bioelectric impedance method, des-
criptive statistics method (measures of central tendency and measures of dispersion), testing
differences of arithmetic means (Students t-criterion), one-factor variance analysis (ANO-
VA1), theoretical analysis - content analysis method.

A comparative experiment with different models of physical activity programs showed a si-
gnificant statistical difference for all tested morphological indicators (with the exception of
the body height variable). The dynamics of the t-test results in the variables for the assessment
of morphological status showed a significant statistical difference (significance level p <0.05)
between the initial and final treatment in all experimental groups. In the final testing, we
register the difference between the groups with the arm circumference variable (in favor of
experimental group E1 (aqua aerobics) and E2 (Nordic walking), the thickness of the triceps
skin fold (in favor of E1 and E2) and the thickness of the supriliac skin fold (in favor of E1
and E2) By looking at the results of the percentage of body fat (FAT %) after the application
of the experimental program, we register the highest fat reduction in the experimental group
EI (aqua aerobics). Applied physical activity models are a good instrument for maintaining
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and optimizing the morphological status of physically inactive women and improving the
quality of life for women.

Keywords: quality of life, physical activity programs, morphological indicators, transforma-
tion processes, physical status, health status, motivation, work productivity.

JEL classification: 112, 119.
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MATERIJALNE MOGUCNOSTI KAO DETERMINANTA
FIZICKE AKTIVNOSTI OSOBA SREDNJEG
ZIVOTNOG DOBA U REPUBLICI SRPSKOJ
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Apstrakt: Sa kulturnim i ekonomskim razvojem drustva, javljaju se nove i razlicite
potrebe, kao i potrebe za upraznjavanjem sportskih proizvoda. Zdravlje, vitalnost
i kvalitetan Zivot su najéeice Zelje vecine ljudi. Cilj rada je identifikacija jednog
od bitnih segmenata kvaliteta Zivota, a odnosi se na materijalne prilike kao faktor
opredjeljenja za upraznjavanje redovnog fizickog viezbanja kod osoba srednje Zivotne
dobi u Republici Srpskoj. Istrazivanje je realizovano u formi necksperimentalne em-
pirijske studije. Uzorak entiteta istrazivanja je sacinjavalo uwkupno 1628 ispitan-
ika, subuzorkovanih na osnovu polne pripradnosti (muskarci = 916/56,3%; Zene
=712/43,7%). Stratifikacija uzroka je izvrsena prema kriterijumu pripadnosti Zivor-
noj dobi (srednja Zivotna dob), starosnog obubvata od 40-65 godina (prema kriteri-
Jjumu WHO). Da bi se obezbijedila zadovoljavajuca proporcionalnost zastupljenosti
teritorije Republike Srpske istraZivanjem su bile obuhvacena Cetiri regionalne cjeline
(Banja Luka - 41,6%), Dobojsko-Bijeljinski region - 26%), Sarajevsko-Zvornicki
region - 19,7%) i Trebinsjko-Focanski region -12,7%) ¢ime su stvorene pretposavke
za wopstavanje rezultata istrazivanja za podruje Republike Srpske. Rezultati su po-
kazali da maerijalne prilike ispitanika predstavljaju odrednicu opredjeljenja prema
fizickom vjezbanju osoba srednje Zivotne dobi u Republici Srpskoj.

Kljuéne rijeci: kvalitet Zivota, materijalne mogucnosti, fizicko viezbanje, pol, srednja Zi-
votna dob.

JEL klasifikacija: 720, 728, 729,
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UvoD

Sport je rastudi socijalni i ekonomski fenomen koji uveliko pridonosi strateskim
ciljevima solidarnosti i napretka. Medutim, sport se pretezno bavi uslugama, kao
i materijalizovanjem sportskih vrijednosti koje stvaraju klubovi i sami ucesnici.
Sportski marketing je proces dizajniranja i implementacije aktivnosti pri proi-
zvodnji, formiranju cijena, promociji i distribuciji sportskog proizvoda, usmje-
renih prije svega na zadovoljenje Zelja i potreba potrosaca, ostvarujuéi pri tom
ciljeve kompanija (Pitts, Stotlar, 2007). Pronalazenje pravih kupaca vrlo je vazno
jer se rijetko nekom sportu, ekipi ili sportisti dogada da je privla¢an za sve. Mno-
go je sportova privla¢no osobama odredenog spola, poput sportova u kojima su
muskarci dominantni. Ostali razlozi uklju¢uju geografiju (navijanje za domacu
ekipu), demografske podatke (povezanost s drustvenim klasama) ili vaznost inte-
resa (Beech, Chadwick, 2007.). Pojam ekonomija danas podrazumijeva nau¢nu
disciplinu koja proucava kako drustva upotrebljavaju svoje resurse da bi proizvela
odredena dobra i usluge i iste raspodijelila medu ljudima. Posmatrano sa eko-
nomskog stanovista, kroz zakonitosti procesa proizvodnje, razmjene, raspodjele
i potrosnje u strukturalnom i funkcionalnom smislu, sport predstavlja podrudje
plasmana kapitala, njegove relativno brze reprodukcije i oplodnje, prostor biznisa
i visokih zarada. Sa kulturnim i ekonomskim razvojem drustva, javljaju se nove i
razli¢ite potrebe, kao i potrebe za upraznjavanjem sportskih proizvoda te se otvara
veoma $irok ekonomski manevarski prostor za stvaranje profita i njegovu aku-
mulaciju. Sportski menadzment je proces predvidanja, planiranja, organizovanja,
rukovodenja, obezbedenja kadrova i kontrole ljudskih, materijalnih, finansijskih
i drugih organizacionih resursa sportske organizacije, radi ostvarenja utvrdenih
ciljeva. Sportski menadzment je odgovoran za sve procese u sportskoj organizaciji,
prije svega za sportsku stabilnost i pozicioniranost organizacije, sportske i poslov-
ne rezultate (profit), radnu efikasnost, racionalnost troskova i drugo. Istovremeno
menadzment predstavlja osnovu i pokreta¢ku snagu razvoja sportske organizacije i
sporta uopste. Sport ¢ine ljudi. U cijelom njegovom okruzenju je ¢ovjek, bilo da je
on u menadzmentu ili na sportskom igralistu. Covjek je pokreta¢ svih aktivnosti
i niko i ni$ta drugo izvan te kategorije. MenadZzment u sportu najmanje treba da
se bavi tehnologijama ili proizvodnim linijama i sli¢cnim kategorijama, a najvise —
ucesnicima sportske rekreacije. Pojam fizicke aktivnosti moze se posmatrati kroz
kontekst njenog ispoljavanja u svakodnevnim Zivotnim aktivnostima covjeka.

Pojedina istrazivanja koja su do sada obradivala razli¢ite kontekste zdravog stila
zivota (Booth & Chkravarthy, 2002; Pierro, Mannetti, & Livi, 2003; Sharkey &
Gaskill, 2008) prioritetno su apostrofirala potrebu redovnog fizickog vjezbanja,
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sa posebnim akcentom na aktivnostima u kojima dominiraju sadrzaji acrobnog
karaktera (Nesi¢ & Raji¢, 2015). To samo potvrduje ve¢ nau¢no utemeljene sta-
vove o pozitivnom uticaju fizickih aktivnosti, odnosno o vrijednostima redovnog
vjezbanja kao neizostavne komponente zdravog nacina zivota (World Health Or-
ganization, 2007).

Fizi¢ka aktivnost, posebno redovno fizicko vjezbanje, kod osoba srednje Zivotne
dobi predstavlja znacajan faktor koji je povezan sa kvalitetom zivota. Osobe koje
su fizicki aktivne osjecaju se Zivotno ispunjenije, a samim tim nalaze se u boljem
zdravstvenom stanju. Zbog toga se moze govoriti o znacaju fizicke aktivnosti za
osobe srednje zivotne dobi kao: (1) faktoru jacanja zdravlja; (2) vaznom cini-
ocu rekreacije i aktivnog odmora; (3) osnovnom sredstvu za podizanje radne i
obrambene sposobnosti svakog pojedinca (Anastasovski, 2003).

Proucavanje razli¢itih aspekata drustvenog funkcionisanja osoba srednje Zivotne
dobi veoma je znacajno. Ne samo zbog velikog broja odraslih koji se trenutno
nalaze u ovoj Zivotnom razdoblju, ve¢ i zbog toga $to ovaj period obuhvata zna-
¢ajan raspon zivotnog vijeka pojedinca. Rije¢ je o razdoblju koje poéinje izmedu
35 i 40 godina, te zavr$ava izmedu 60 i 65 godina (Lachman, 2004), $to jasno
ukazuje da se granica za srednju Zivotnu dob relativno teze moze jasno odrediti.
Jedan od razloga je i taj, $to percepcija o srednjoj dobi u drustvu varira, odnosno
zavisi od razli¢itih kriterijuma posmatranja (fizickog izgleda osobe, reproduktiv-
nosti, drustvenog statusa, radne anagazovanosti i produktivnosti, bio-fizioloskih
parametara, itd.) (Schaie & Willis, 2001).

Mada se u Republici Srpskoj pokusava “uhvatiti korak” sa razvijenim zemljama u
okruzenju, demografski podaci pokazuju da je zdravstveni aspekt kvalitete Zivota
u na veoma niskom nivou. Deficit fizi¢ke aktivnosti stanovnistva oznaden je kao
jedan od riziko faktora koji uticu na zdravlje cijele populacije, a posebno osoba
srednje Zivotne dobi.

Istrazivanje je imalo za cilj identifikaciju jednog od bitnih segmenata kvaliteta Zi-
vota, a odnosi se na materijalne prilike kao faktor opredjeljenja za upraznjavanje
redovnog fizickog vjezbanja kod osoba srednje zivotne dobi u Republici Srpskoj.

METOD

Istrazivanje je imalo karakter transverzalne neeksperimentalne empirijske studije.
Uzorak entiteta istrazivanja je sacinjavalo ukupno 1628 ispitanika, subuzorkova-
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nih na osnovu polne pripradnosti (muskarci = 916/56,3%; zZene =712/43,7%).
Stratifikacija uzroka je izvrSena prema kriterijumu pripadnosti Zivotnoj dobi
(srednja Zivotna dob), starosnog obuhvata od 40-65 godina (prema kriterijumu
WHO; UN: WHO, 1982). Da bi se obezbijedila zadovoljavaju¢a proporcio-
nalnost zastupljenosti teritorije Republike Srpske istrazivanjem su bile obuhva-
ene Cetiri regionalne cjeline (Banja Luka - 41,6%), Dobojsko-Bijeljinski regi-
on - 26%), Sarajevsko-Zvornicki region - 19,7%) i Trebinsjko-Focanski region
-12,7%) ¢ime su stvorene pretposavke za uopstavanje rezultata istrazivanja za

podru¢je Republike Srpske.

Istrazivanje je bilo anketnog tipa, gdje je kao osnovni instrument koristen upit-
nik, posebno kreiran za potrebe ove studije, a varijable istrazivanja su bile: mate-
rijalne prilike u kojima ispitanici Zive, stavovi o ukupnim materijalnim/finansij-
skim prihodima i redovno fizicko vjezbanje (upraznjavanje sportsko-rekreativnih
sadrzaja najmanje tri puta nedjeljno)

Za selekciju i obradu empirijske grade primjenjene su slijedece statisticke pro-
cedure: deskiptivne - distribucija frekvencija) i komparativne — a) diskrimina-
tivne, kontingencijska analiza -X*- test, budu¢i da medu empirijskom gradom
dominiraju varijable uredene kao nominalne skale, a primjenom kros-tabulacije
dobijeni podaci su sredeni i prikazani u vidu tabele kontigencije dimenzija; b)
faktorska analiza, koju je omogudila priroda jednog broja varijabli definisanih i
uredenih u vidu ordinalnih skala. Sva statisticka zakljucivanja sprovedena su na
nivou znacajnosti od 0,05 (Sig. <,05).

REZULTATI | DISKUSIJA

Obuhvat i usmjerenost istrazivanja uslovio je potrebu detekeije odredenih karak-
teristika uzorka vezanih za specifi¢nosti njihove fizicke aktivnosti, prije svega sa
pozicije identifikacije fizickih aktivnosti koje se mogu smatrati redovnim fizickim
vjezbanjem i u Sirem smislu u¢e$¢em u sportsko-rekreativnim aktivnostima.

Materijalne prilike u kojima ispitanici Zive su bile indikator ovog istrazivanja.
Na osnovu iskaza koji su imali karakter samoprocjene vidi se da vecina osoba
srednje Zivotne dobi obuhvadene istrazivanjem smatra da zivi prosje¢no (60,3%),
odnosno u skladu sa svojim opstim Zivotnim i radnim okruzenjem (BiH/RS).
Interesantan je podatak da gotovo tre¢ina ispitanika smatra da Zivi iznad prosjeka
koji je uobicajen za podrudje Republike Srpske (29,3%). Oko 10% ispitanika
se izjasnilo da su im materijalne prilike u kojima Zive ispod prosjeka (Tabela 1).
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Tabela 1: Distribucije frekvencija za ukupan uzorak (materijalne prilike)

MATERIJALNE PRILIKE f %
iznad prosjeka 477 293
prosje¢no 982 60.3
ispod prosjeka 169 104
3 1628 100.0

lzvor: autor

Za prethodni indikator znadajno je dodati da su ispitanici iznijeli svoje stavove
o ukupnim materijalnim/finansijskim prihodima koje ostvaruju tokom mjese-
ca. Uocava se da je kod veéine ispitanika (74,2%) mjese¢ni prihod ispod 1000
KM, dok je manji procenat njih (25,8%) izjavio da prihoduje vise od 1000 KM
mjese¢no (Tabela 2), $to je i u skladu sa prethodnom analizom, obzirom da se
mjese¢ni prihod veéi od 1000 KM u Republici Srpskoj smatra veoma dobrim,
odnosno znatno iznad entitetskog prosjeka.

Tabela 2: Distribucije frekvencija za ukupan uzorak (mjesecni prihodi)

MJESECNI PRIHOD f %
manje od 1000 KM 1208 74.2
vise od T000KM 420 25.8
)3 1628 100.0

lzvor: autor

Materijalne prilike u kojima Zive ispitanici su vrsili u obliku samoprocjene. Na-
jvedi broj se izjasnio da, u materijalnom pogledu, zivi prosje¢no (57,8%), dok
jedna tred¢ina smatra da Zivi iznad entitetskog prosjeka (32,9%). Manje od 10%
ispitanika u ovom subuzorku smatra da su mu materijalne prilike ispod prosjeka
(Tabela 3). U ovom kontekstu svoje mjesecne prihode koji se odnose na iznos
manji od 1000 KM iskazuje vedina ispitanika (68,8%), dok kod jedne tre¢ine
ovaj nov¢ani ponder prelazi 1000 KM mjese¢no (31,2%) (Tabela 4).
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Tabela 3: Distribucije frekvencija za subuzorak “rekreativci” (materijalne prilike)

MATERIJALNE PRILIKE f %
iznad prosjeka 220 329
prosje¢no 387 57.8
ispod prosjeka 62 9.3
3 669 100.0

lzvor: autor

Tabela 4: Distribucije frekvencija za subuzorak “rekreativci” (mjese¢na primanja)

MATERIJALNE PRILIKE f %
manje od 1000KM 460 68.8
vise od T000KM 209 31.2
3 669 100.0

lzvor: autor

Uvidom u distribucije odgovora ispitanika na indikator redovnog fizickog
vjezbanja (upraznjavanje sportsko-rekreativnih sadrzaja najmanje tri puta ne-
djeljno) uocava se da vecina nije fizicki aktivna (58,9%), $to se potvrduje i
statisticki znacajnom razlikom (Sig. = 0.000). Kada se uzme u obzir procenat
osoba koje su se izjasnile da ucestvuju u nekom obliku sportsko-rekreativnog
vjezbanja (41,1%) (Tabela 5) moze se smatrati da ovakav rezultat odgovara
uoc¢enim tendencijama koje egzistiraju na podruc¢ju Republike Srpske, koje
govore o nezadovoljavaju¢im materijalnim prilikama za uéestvovanje u redov-
nim oblicima sportsko-rekreativnih aktivnosti (Republi¢ki zavod za statistiku,
2017). Kada se analiziraju rezultati u odnosu na materijalne prilike, uocljivo
je da medu fizi¢ki aktivnim osobama najvise onih koji imaju prosje¢ne mate-
rijalne prilike 23,8%, iznad prosjeka 13,5% i ispod prosjeka 3,8%. Sto se tice
mjese¢nih prihoda rezultati pokazuju da 12,8% ispitanika imaju primanja ve¢a
od 1000 KM, dok 28,3% njih ima manja primanja od 1000 KM. Uticaj na
pojavljivanje statisticke znacajnosti se reflektuje kod nevjezbaca, gdje 36,5%
imaju prosje¢ne materijalne prilike, 15,8% ima iznad prosjeka, a 6,6% ispod
prosjeka. Dominiraju ispitanici koji imaju manja primanja od 1000 KM, dok
13% njih ima primanja iznad 1000 KM. (Tabela 5 i 6).
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Tabela 5: Rezultati kontigencijske analize (materijalne prilike)

Bavljenje sportsko-rekreativnim

Materijalne prilike aktivnostima b3
vjezbaci nevjezbaci
. 220 257 477
Iznad prosjeka
13.5% 15.8% 29.3%
. 387 595 982
Prosjecno
23.8% 36.5% 60.3%
. 62 107 169
Ispod prosjeka
3.8% 6.6% 10.4%
s 669 959 1628
41.1% 58.9% 100.0%

X2 = 7.458 Sig. = 0.024

lzvor: autor

Tabela 6: Rezultati kontigencijske analize (mjesecni prihodi)

Bavljenje sportsko-rekreativnim

Mjeseéni prihodi aktivnostima b3
vjezbadi nevjezbaci
. 460 748 1208
Manje od 1000 KM
28.3% 45.9% 74.2%
209 211 420
Vise od 1000 KM
12.8% 13.0% 25.8%
s 669 959 1628
41.1% 58.9% 100.0%

X2 = 17.092 Sig. = 0.000

lzvor: autor

Na osnovu iskaza koji su imali karakter samoprocjene vidi se da ve¢ina osoba sred-
nje zivotne dobi obuhvadene istrazivanjem smatra da zivi prosjecno, odnosno u
skladu sa svojim opstim zivotnim i radnim okruzenjem (BiH/RS). Interesantan
je podatak da gotovo tredina ispitanika smatra da Zivi iznad prosjeka, koji je uo-
bic¢ajen za podru¢je Republike Srpske, dok se znatno vedi broj ispitanika izjasnio
da su im materijalne prilike u kojima zive ispod prosjeka. Znacajno je dodati da
su ispitanici iznijeli svoje stavove o ukupnim materijalnim/finansijskim prihodi-
ma koje ostvaruju tokom mjeseca. Uocava se da je kod vedine ispitanika mjesecni

prihod ispod 1000 KM, dok je manji procenat njih izjavio da prihoduje vise od
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1000 KM mjese¢no. Mjese¢ni prihod vedi od 1000 KM u Republici Srpskoj
smatra se veoma dobrim, odnosno znatno iznad entitetskog prosjeka. To se mora
prihvatiti sa odredenom rezervom i posmatrati u kontekstu $ire drustvene zajed-
nice, gdje je uocljivo da su ljudi generalno zadovoljni, ukoliko imaju ,bilo kakvo
stalno zaposlenje®. Ipak, ako imamo na umu iznos mjese¢ne potrosacke korpe
za CetveroClanu porodicu u visini od 1 850 KM, mozemo zakljuéiti da li ljudima
ostaje novca za bavljenje sportsko-rekreativnim aktivnostima (prema podacima
Saveza sindikata Republike Srpske, (Savez sindikata Republike Srpske, 2017)).

Proucavanje motivacije u¢esnika u sportskoj rekreaciji podrazumijeva sagledava-
nje niza aspekata koji su bitni za njihovo opredjeljenje prema odredenim rekre-
ativnim programima, aktivnostima, sadrzajima, itd. Drugim rije¢ima, motiva-
cione determinante se mogu posmatrati kao interes za specifi¢cno individualno
angazovanje u slobodnom vremenu. Dakle, ¢inioci koji organizuju, usmjeravaju
i odreduju trajanje njihove rekreativne aktivnosti, bilo da se upraznjavaju sa-
mostalno ili u okviru rekreativnih organizacija (Nesi¢ & Raji¢, 2015). I u na-
Sem istrazivanju se jedan od bitnih indikatora odnosio na razloge koji mogu biti
opredjeljujudi za aktivno ukljucivanje u fizicke aktivnosti rekreativnog karaktera.
Ovaj istrazivacki prostor detektovan je primjenom skale motivacije za bavljenje
sportsko-rekreativnim aktivnostima ¢iji konstruke ¢ini osam ajtema koji se od-
nose na kontekst motiva o uce$¢u u SRA, u obliku petostepene Likertoveskale
kojima je (utvrdivanjem skalarnih prosjeka) procjenjivan intenzitet preferencije
motiva (upitnik primjenjen u istrazivanju: Peri¢ i sar. 2016). Rezultati pokazuju
da se karakteristike subuzorka uglavnom reflektuju na intenzitet skale motivacije,
ali ne i na njen smijer. Za ispitanike iz subuzorka ,vjezbac¢i“ ovo pitanje je ima-
lo kontekst aktuelnih razloga (motiva) za upraznjavanje sportsko — rekreativnih
aktivnosti, dok je za dio subuzorka nominovan kao ,nevjezbaci“ ovaj indikator
tretiran u kontekstu mogucih razloga (motiva), koji bi bili pokretaci za eventu-
alno ukljucivanje u procese redovnog rekreativnog vjezbanja. Jasno se uocava da
se karakteristike subuzorka reflektuju i na intenzitet motivacije. Mada se skalarni
prosjeci oba subuzorka nalaze u skalnoj orijentaciji koja karakterise pozitivan
smjer (pozitivna motivacija), intenzitet motivacije je znatno izrazeniji kod ispi-
tanika koji su ve¢ ukljuéeni u redovno bavljenje SRA (4,09). Distribucija poje-
dina¢nih motiva u okviru skale ukazuje na tendenciju njihovog hijerarhijskog
ispoljavanja (shodno utvdenim skalarnim prosjecima). Uocava se da je kod ,,vjez-
bac¢a“ najdominantije izrazen motiv za o¢uvanjem zdravlja (4,87), a zatim slijede
motivi sa vrlo visokim intenzitetom ispoljavanja - raspolozenja (4,68), druzenja
(4,60), zabave i razonode (5,59), i td. Kod ,nevjezbaca“ je to motiv raspolozenja
(4,48). Kod oba subuzorka su, medutim, podjednako najmanje izrazena dva mo-
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tiva - postignuée i samodokazivanje (Tabela 7), Sto govori o tome da se kod osoba
stednje Zivotne dobi razlozi za upraznjavanje sportsko — rekreativnih aktivnosti,
odnosno redovne fizicke aktivnosti, nalaze prije svega u motivima socijalne in-
terakcije i o¢uvanja zdravlja. Postignuée u vidu sportskog rezultata, dokazivanja
u socijalnoj sredini ili ,modnog trenda“ (zato $to se to popularise u medijima)
nisu pokretaci za ove aktivnosti, $to potvrduju i druga sli¢na istrazivanja (Nesi¢
& Raji¢, 2015; Maltby & Day, 2001; Ryan, Williams, Patrick, & Deci, 2009).

Tabela 7: Razlozi koji bi bili opredjeljujuci za uklju¢ivanje u sportsko - rekrativne aktivnosti

Vjezbaci Nevjezbaci
Motiv Sv Rang  Motiv Sv
Zdravlje 487 1 Raspolozenje 448
RaspoloZenje 468 2 Zdravlje 443
Druzenje 4.60 3 Redukcija tjelesne tezine 3.90
Zabava i razonoda 459 4 Zabava i razonoda 3.70
Opustanje 4.59 5 Druzenje 3.64
Redukcija tjelesne tezine 4.57 6 Opustanje 345
Postignuce 3.08 7 Postignuce 221
Samodokazivanje (biti u trendu) 1.76 8 Samodokazivanje (biti u trendu) 1.79
Ukupna Sv: 4.09 Ukupna Sv: 3.45

lzvor: autor

Deskriptivni pokazatelji rezultata u prostoru motiva za bavljenje fizickim vjez-
banjem, stvorili su pretpostavke za detekciju ovog prostora kroz identifikaciju i
njegove latentne strukture. Odnosno, da se definiSu potencijalni faktori motiva-
cije za fizickim vjezbanjem koji karatkeri$u populaciju obuhvacéenu ovim istrazi-
vanjem. Kako se radi o podacima koji su slozeni i prikazani u obliku ordinalnih
skala, kao opravdana statisti¢ka procedura bila je primjenjena faktorska analiza.
Njen zadatak je bio da utvrdi validnost primjenjene skale, kao i da identifikuje
faktore motivacije.

Metrika ove skale ocjenjena je primjenom dva postupka: (1) provjerom njene
unutrasnje saglasnosti (Scale Reliability Analysis koja je zasnovana na Cron-
bach’s Alpha koeficijentu) i (2) faktorske analize (Principal Components Analysis)
sa oblimin metodom rotacije (Direct Oblimin). Takode i u cilju identifikacije
latentne strukture motivacije primjenjena je faktorska analiza (analiza glavnih
komponentisa metodom kose rotacije- Direct Oblimin).Sva statisticka zakl-
jucivanja sprovedena su na nivou znacajnosti od 0,05 (Sig. <,05).
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Dobijeni rezultati analize metrike primjenjene skale ukazuju da ona ima dobru
unutra$nju saglasnost, na sta ukazuje Kronbahov alfa koeficijent (Cronbachs Alp-
ha = 0,914) koji je znacajno veéi od preporucene teorijske vrijednosti 0,7 (DeVe-
llis, 2003). Svih osam ajtema imalo je visoku unutrasnju saglasnost, sto skali daje
dobre metrijske karakeeristike i obezbjeduje korektnu interpretabilnost dobije-

nih podataka (Tabela 7).

U cilju procjene validnost skale svih 8 ajtema podvrgnuto je analizi glavnih kom-
ponenti (PCA). Prije sprovodenja PCA, bila je ocijenjena prikladnost podataka
za faktorsku analizu. Uvidom u korelacionu matricu evidentirano je mnogo ko-
eficijenata vrijednosti jednakih ili ve¢ih od 0,3. Prema Kajzer-Majer-Olkinovom
kriterjjumu neophodna preporucena vrijednost 0d0,6 (Kaiser, 1970; Kaiser,
1974) je u ovom slucaju bila premasena na statisticki zadovoljavajuéem nivou
(0,749). Takode je i Bartletov test sferi¢nosti(Bartlett, 1954)dostigao statisticku
znacajnost (87g.=0,000), $to sve ukazuje na faktorabilnost korelacione matrice.

Analiza glavnih komponenti dobijenih nakon Oblimin rotacije, otkrila je prisustvo
dvije komponente sa karakteristi¢cnim vrijednostimapreko jedan, koje objasnjavaju
61,87% i 13,76% varijanse. Medutim, dobijeni dijagram preloma (Scree plot) po-
kazao je postojanje jasne tacke preloma ve¢ iza prve komponente (Slika 1).

Na osnovu Katelovog kriterijuma (Kattel, 1966) zadrzana je samo jedna kompo-
nenta. To su podrzali i rezultati paralelne analize sa jednom komponentom, ¢ije
karakteristicne vrijednosti premasuju odgovarajuée vrijednosti praga dobijene
pomodu jednako velike matrice slucajnih brojeva (8 varijabli x 1268 ispitanika).
Ovakvo jednofaktorsko rjesenje (single component) objasnilo je sasvim prihvatljiv
dio ukupne varijanse (61,87%), $to je u skladu i sa preporu¢enim procedurama
tumacenja rezultata faktorske analize (Pallant, 2009).
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Slika 1: Tacka preloma (Scree Plot) skale motivacije
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lzvor: autor

Tabela 8: Deskriptivni pokazatelji skale motivacije

RB Ajtemi skale Sv Matrica strukture Komunaliteti
1 Zabava i razonoda 4.07 930 864
2 Druzenje 4,03 911 830
3 Opustanje 3.92 907 823
4 Zdravlje 461 871 759
5 Redukcija tjelesne tezine 417 845 715
6 Raspolozenje 457 677 A58
7 Postignuce 2.56 574 329
8 Stil Zivota 1.78 414 172

KMO Measure of Sampling Adequacy = 0.749
Bartlett’s Test of Sphericity = 12537.241Sig.= 0.000

lzvor: autor

Svih 8 varijabli dalo je odgovarajucu faktorsku tezinu jedinoj ekstrahovanoj
komponenti (Tabela 8), ¢ime je utvrdeno da primjenjena skala za identifikaciju
motiva za bavljenje sportsko-rekreativnim aktivnostima ima dobru validnost, te
da se moze tretirati kao jedinstvena multiajtemska skala za procjenu motivacije
za bavljenje sportsko-rekreativnim aktivnostima osoba srednje Zivotne dobi. Na
osnovu ovakvih rezultata moze se govoriti o postojanju generalnog faktora mo-
tivacije za bavljenje sportsko-rekreativnim aktivnostima kod ispitanika srednje
zivotne dobi. Mada se radi o jednofaktorskom rjesenju, u njemu dominiraju
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ajtemi koji se mogu posmatrati kao motivi socijalne interakcije (zabava i razo-
noda, druZenje, opustanje), odnosno u hijerarhiji ispoljavanja u okviru faktora
zauzimaju prva tri mjesta. Na samom zacelju su motivi povezani sa postignu¢em
i samodokazivanjem (aktuelni drustveni trend). Dakle, moze se zakljuciti da oso-
be srednje Zivotne dobi kroz eventualno ukljucivanje u neke od sadrzaja sportske
rekreacije prvenstveno nastoje da zadovolje potrebe za socijalnim kontaktima, pa
tek onda moguce je da “traze” nacine da unaprijede neke aspekte zdravlja (npr.
redukcija tjelesne teZine, i slicno). Najmanje su podstaknuti ispunjavanjem ne-
kog modnog trenda ili sportskog postignuc¢a. Ovakve nalaze potvrduju i druga
sli¢na istrazivanja (Maltby & Day, 2001; Ryan, Williams, Patrick, & Deci, 2009;
Nesi¢ & Raji¢, 2015). U kontekstu naseg istrazivanja, moze se zakljuciti da ma-
terijalne prilike ne predstavljaju zna¢ajnu odrednicu za opredjeljenje prema fizi¢-
kom vjezbanju osoba srednje Zivotne dobi u Republici Srpskoj.

Rezultate i ovog istrazivanja bi trebalo posmatrati u kontekstu fizicke (ne)aktiv-
nosti osoba srednje zivotne dobi koje Zive u vremenu visoko razvijenih informa-
cionih tehnologija (koje u mnogome olaksavaju Zivot, uz istovremene zahtjeve
za radikalnim mjenjanjem Zivotnih navika, u ¢emu se ovaj dio populacije jo$
uvijek tesko navikava), brzih i radikalnoih promjena radnog i drustvenog okru-
zenja (koje nemilosrdno mijenjaju dosada$nji nacin Zivota i rada ove populacije
stanovni$tva), kao i opstih tendencija u nacinu Zivota (sedentarnost, smanjeno
kretanje, nepravilna ishrana, nedostatak fizicke aktivnosti, i sl.). Sve to dovodi do
opste otudenosti ljudi, a posebno osoba srednje Zivotne dobi koje su jos uvijek
radno aktivni dio populacije i ,,jure” za obezbjedivanjem porodi¢ne egzistencije
(u sve neizvjesnijem ekomonsko-politickom tranzicionom okruzenju), zapostav-
ljajuéi pri tome sopstveno zdravlje. Posebno u dijelu navika koje su povezane
sa fizickim aktivnostima i vjezbanjem. Korespodentnost ovakvih tendencija na
podru¢ju Republike Srpske svakako da se mogu traziti i u jednom broju dosa-
dasnjih istrazivanja (Schneider & Becker, 2005; Siostrom & drugi, 2006; Ali &
Lindstrom, 2006; Lucev & Tadinac, 2008; Juraki¢ & Heimer, 2012).

ZAKLJUCAK

U savremenom drustvu profesionalni sport postao je Siroko podrugje drustvenog
zivota i oblast koja prozima sve strukture savremenog drustva (ekonomsku, poli-
ticku, pravnu, kulturnu) pri ¢emu se ovaj rad posebno osvrnuo na njegovu eko-
nomsku dimenziju odnosno materijalne prilike. Aktuelni stav svjetske nau¢ne i
stru¢ne javnosti, posebno Svjetske zdravstvene organizacije, jasno determinise
pojavu o izrazenim tendencijama da su kod osoba srednje Zivotne dobi, a poseb-
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no Zena, prisutne navike u kojima nisu dovoljno zastupljene odgovarajuce fizi¢-
ke aktivnosti. Ova tendnecija je uocljiva u gotovo svim razvijenim sredinama,
gdje ne postoje vece materijalne ili kulturoloske barijere, posebno kada je rije¢
o redovnom upraznjavanju kvalitetnih rekreativnih programa i sadrzaja. Zbog
toga je u propagiranju zdravog nacina zivota i fizickih aktivnosti kao njegovog
integralnog dijela neophodna $ira drustvena inicijativa i nau¢no fundirana istra-
zivanja. Kao jedan od nacina motivisanja ovog dijela populacije i na podrucju
Republike Srpske. Republika Srpska ima razloga da brine o sportsko-rekreativ-
nim aktivnostima gradana, jer ekonomska mo¢ drustva zasniva se na radnoj spo-
sobnosti aktivnog zaposlenog stanovnistva. Drzavne i lokalne vlasti nisu dovolj-
no uklju¢ene u problematiku razvoja sportsko-rekreativnih aktivnosti, stoga se
tome moraju viSe posvetiti. Od njihovih odluka, zakona, propisa, urbanistickih
rjeSenja, informisanja, zavisi obezbjedivanje neophodnihmaterijalnih sredstava
koje omogucavaju da odredena sredina bude korak blize realizaciji i odrzavanju
drustvene i sportske infrastrukture koja doprinosi moguénostima, sklonostima i
navikama karakteristi¢nim za aktivni nadin zivota. Materijalne prilike u kojima
ispitanici Zive bile su indikator ovog istrazivanja. Na osnovu iskaza, koji su imali
karakter samoprocjene, vidi se da ve¢ina osoba srednje Zivotne dobi obuhvacene
istrazivanjem smatra da Zivi prosje¢no, odnosno u skladu sa svojim opstim Zivot-
nim i radnim okruzenjem (BiH/RS). Interesantan je podatak da gotovo tre¢ina
ispitanika smatra da Zivi iznad prosjeka, koji je uobicajen za podrudje Republike
Srpske, dok se znatno veéi broj ispitanika izjasnio da su im materijalne prilike
u kojima Zive ispod prosjeka. Znacajno je dodati da su ispitanici iznijeli svoje
stavove o ukupnim materijalnim/finansijskim prihodima koje ostvaruju tokom
mjeseca. Uocava se da je kod vecine ispitanika mjese¢ni prihod ispod 1000 KM,
dok je manji procenat njih izjavio da prihoduje vise od 1000 KM mjese¢no.
Mjese¢ni prihod veci od 1000 KM u Republici Srpskoj smatra se veoma dobrim,
odnosno znatno iznad entitetskog prosjeka. To se mora prihvatiti sa odredenom
rezervom i posmatrati u kontekstu $ire drustvene zajednice, gdje je uocljivo da su
ljudi generalno zadovoljni, ukoliko imaju ,bilo kakvo stalno zaposlenje“. Ipak,
ako imamo na umu iznos mjesecne potrosacke korpe za cetveroclanu porodicu
u visini od 1850 KM, mozemo zakljuéiti da li ljudima ostaje novca za bavljenje
sportsko-rekreativnim aktivnostima (prema podacima Saveza sindikata Republi-

ke Srpske) (Savez sindikata Republike Srpske, 2017).

Rezultati ove studije su pokazali prisutnu tendenciju, kod dijela populacije sta-
novni$tva Republike Srpske srednje Zivotne dobi, da bavljenje sportsko-rekrea-
tivnim aktivnostima (redovnim fizickim vjezbanjem) nije u dovoljnoj mjeri za-
stupljeno. To znaci da se materijalne prilike kao odrednica ne mogu smatrati zna-
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¢ajnim ¢iniocem opredjeljenja prema fizickom vjezbanju. Takode se, i u pogledu
razloga za bavljenje sportsko-rekreativnim aktivnostima nije pronasla znacajna
razlika zasnovana na materijalnim prilikama.
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Abstract:With the cultural and economic development of the society, new and different needs
are emerging as well as the need for sporting goods. Sport is mainly concerned with services,
as well as the materialization of sports values created by clubs and participants themselves.
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Health, vitality and quality of life are the most common desire of most people. With the
cultural and economic development of the society, new and different needs are emerging as
well as the need for the use of sports products and a very wide economic maneuvering space
is created to create profits and accumulation. Sports management is a process of forecasting,

planning, organizing, managing, providing personnel and controlling human, material, fi-

nancial and other organizational resources of a sport organization to achieve the aims set.

The aim of the paper is to identify one of the essential segments of quality of life, as a factor
of commitment to the exercise of regular physical exercise in middle-aged persons in Republic
of Srpska. The research was realized in the form of a non-experimental empirical study. The
sample of the entities of the survey consisted of 1628 subjects, subordinated to their gender
affiliation (men = 916/ 56.3%, women = 712 /43.7%). The stratification of the cause was
carried out according to age-related criteria (mean age), age range 40-65 years (according ro

WHO criteria). In order to ensure a satisfactory proportionality Republic of Srpskas territory,

Sfour regional units (Banja Luka - 41.6%), Doboj-Bjeljina region (26%), Sarajevo-Zvornik
region (19.7%) and Trebinje-Fokanski region -12.7%), which resulted in the creation of
references for the survey results for Republic of Srpska. The results showed that the material
circumstances of the respondents represent the determinant of the commitment to physical
exercise of middle-aged persons in Republic of Srpska. The Republic of Srpska has reason ro

take care of the sports and recreational activities of citizens, because the economic power of
the society is based on the working ability of an active population. State and local authorities
are not sufficiently involved in the issue of sport-recreational activities, so they have to be more
dedicated to it. From their decisions, laws, regulations, urban solutions, information, depend
on the provision of the necessary material resources that enable the particular environment ro

be closer ro the realization and maintenance of social and sports infrastructure that contri-

butes ro the opportunities, inclinations and habits characteristic of an active lifestyle.

Keywords: quality of life, material opportunities, physical exercise, gender, middle age.
JEL classification: Z20, Z28, Z29.
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Abstract: The demancd for the tourism products is affected by many different factors, such as
tourism supply, economic, socio-psychological as well as demographic factors. The aim of our
study was to analyze the impact of demographic characteristics on tourist’s attitudes about the
tourism product of Vinjacka Banja. This spa is the most visited tourist destination in Serbia,
after the capital city Belgrade, and the most famous spa in the country and the region. The
main goal of the paper is to show that demographic characteristics, such as gender, age and
level of education of tourists, have a significant impact on the attitudes of tourists about key
elements of the tourism product of Vinjacka Banja. The analysis is based on the application
of the ANOVA method. Results indicate that demographic characteristics, such as gender
and age have the significant impact on the tourists attitudes about some key elements of the
tourists products.

Keywords: demographic characteristics, tourist’s attitudes, tourism product, tourist destina-
tion, Vinjacka Banja.

JEL: 732, Z39.

INTRODUCTION

The product represents the most significant element of the marketing mix and
it triggers the creation of the marketing strategy for entering markets. It is an
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instrument which links the manufacturers’ and consumers’ interests (Tripunoski,
Ferati, Sibinovski, 2017). Numerous interpretations can be found in the scien-
tific and professional literature that a tourism product is a tangible (material)
supply. However, the tourism product is a far more than that. The product is
anything that can be offered on the tourism market and that can satisty the
wishes and needs of consumers. Products offered on the market include physical
goods, services, experiences, events, persons, places, real estate, organizations, in-
formation and ideas (Kotler & Keler, 2006). Product in tourism includes many
elements: travel, accommodation and meals, rental car, souvenir sales, excursi-
ons, but also natural beauty, cultural and historical heritage, courtesy of tourist
workers, etc (Baki¢, 2010). In other words, a tourism product is the sum of the
various amenities, goods and services that serve the tourist needs during their
travel in the current destination (Milic¢evi¢, 2015).

Successful development of one destination supposes the existence of a specific
tourism product that can be placed on an adequate tourism market (Cerovié,
2009). The destination product includes all the attractive, communicative and
receptive elements that the destination has at its disposal. Attractive elements
represents all natural and social elements of the destination, communicative ele-
ments accessibility of the destination, while receptive elements include all the
conditions for tourist stay in the destination, such as accommodation, food, en-
tertainment, etc (Baki¢, 2005, 2009; Popesku, 2016). Attractive elements form
the basic motive of tourists choosing to arrive at the destination and the base of
the destination product (Milic¢evi¢ & Steti¢, 2017; Magas et al., 2018).

Tourism represents an experience-based industry (Pizam, 2010). The demand
for the tourism products is affected by many different factors, such as economic
factors, supply-side (i.e. tourism policy, transport infrastructure and accommo-
dation, activities of the tour operators), but also socio-psychological factors inc-
luding the amount of free time, urbanization, motivation, and — last, but not
least — demographic structure of the population and its dynamics (Szromek et
al., 2012). The major demographic trends are the aging of the population, the
educational level, the changing role of women in society, etc (Nedelea, 2008).

LITERATURE REVIEW

Tourism is of great importance for the global economy, particularly for the eco-
nomies of developing countries. Analysis of tourist circulation trends points
to a significant change in tourism trends, increased diversification of tourism



(asopis za ekonomiju i trzisne komunikacije/ Economy and Market Communication Review
God./Vol. 10 « Br./No. 1 - Banja Luka, Juni/June 2020 - pp. 81-102 83

products and destinations, major shift in travel motivation and demographic
characteristics of tourists, length of stay and frequency of travel, holiday boo-
king methods, as well as the emergence of new product segments and promoti-
on methods and activities (Vujici¢ et al, 2012). Market segmentation is widely
applied in tourism mostly for determining the profile of tourists (Tkaczynski et
al., 2010). The benefit of market segmentation lies in a tourist destination being
able to specialize on the needs of a particular group of tourists and become the
best for them. In doing so the destination gains a competitive advantage because
(1) competition can be reduced from the global market to tourism destinations
specializing on the same segment, (2) efforts can be focused on improving the
product in a specific way rather than trying to provide all things to all people at
high cost, (3) marketing efforts can be focused by developing the most effective
message for the segment targeted and by communicating the message through
the most effective communication channel for the segment, and finally, (4) to-
urist experiencing a vacation at a destination that suits their special needs are
likely to be more satisfied with their stay and, consequently, revisit and advertise
the destination among like-minded friends (Dolnicar, 2008). When segmentati-
on is well-constructed and effectively utilized to understand and serve markets,
destinations are able to direct their resources much more efliciently to reach the
target markets and their efforts to compete against their rivals becomes much

more fruitful (Birdir, 2015).

Numerous approaches and numerous variables are used in market segmentation.
There is no universal approach, nor the scheme according to which it would be
determined which model and which variables are the best for segmentation (Gu-
ti¢ & Petri¢, 2012). Segmentation of the tourism market is done on a numerous
of different bases, and all the criteria used can be classified into four categories:
geographical, demographic, psychographic and behavioral categories (Zivkovié,
2009; Jovici¢, 2011; Dordevi¢ & Veljkovi¢, 2012; Kotler & Keler, 2017; Pope-
sku, 2018) One way of market segmentation is a benefit segmentation (Zecevi¢
& Kovacevi¢, 2016). The benefit segmentation implies the analysis of what con-
sumers think about specific product attributes, and how much importance they
attach to them (Mohsen & Dacko, 2013).

Authors’ research based on geographical and demographic variables can be found
in the scientific literature. Stankovi¢, Puki¢ and Popovi¢ (2012) was conducted
one such study in Serbia which showed that for certain aspects of the tourist
product between tourists there are statistically significant differences in behavior,
depending on their demographic and geographical characteristics. The changes
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in the demographic structure of societies are undoubtedly one of the key factors
affecting the social and economic life and the phenomena appearing in these sp-
heres in a modern world (Szromek et al., 2012). Therefore demographic variables
are often used for profiling various tourist segments. The most commonly used
are age, gender and education level (Heung et al., 2001; Jénsson & Devonish,
2008; Pavlovi¢, 2018).

The age is a distinctive demographic factor that affecting destination choice.
Turisti razli¢itih starosnih grupa imaju drugacije potrebe i Zelje (Najdi¢, 2014).
While younger tourists seek fun and cheap places, older tourists tend to seek
comfort and security. In keeping with the demographic trend, the aging popu-
lation is considered one of the fastest growing segments in the tourism market
(Weaver et al., 1994). The Silver hair tourists (seniors) are the segments with
specific desires and needs in terms of customization, service consumption, se-
curity and desired products. The share of world’s population over the age of 60
increased from 8 % in 1950 to 12 % in 2013. According to forecasts, this share
will reach 21 % by 2050 (Horwath HTL, 2015). This segment becoming one of
the most relevant markets in the tourism sector (Glover & Prideaux, 2008) and
as predicted by the World Tourism Organization (UNWTO), the share of older
people in tourism movements will increase significantly in the future (Barjakta-
rovi¢ & Pindzo, 2016). These “new seniors” are highly educated, independent,
experiencing some kind of “personal awakening” and no longer fit in the stereo-
type “Stay at home” older people (Milic¢evi¢, 2015). Seniors prefer longer stays at
destinations. As they lack obligations about the work, they have more free time
to travel, and they tend to enjoy in longer stays at their destinations than other
tourists (Alegre & Pou, 2006). In order to maintain an active and healthy life,
they are most focused on spa destinations, where they expect high quality health
and tourism services (Mili¢evié & Steti¢, 2017).

In addition, Millennials or Generation Y (approximately people born in the 1980-
1995 period) and Generation Z, known as Post-Millennials or iGen (approxima-
tely people born in the 1996-2010 period), are likewise appearing as an influence
(Parment, 2013; Monaco, 2018). These are tech savvy, technology driven age
groups, with specific needs for communication, consumption and the tourist
experience (Mili¢evi¢ & Steti¢, 2017). The Millennials are expected to represent
50v% of all travelers by 2025 (Horwath HTL, 2015). The Millennials often have
more discretionary income to spend than other generations and travel is typically
a top priority (Rezdy, 2018). Namely, 60 % of them consider that travel is an
integral part of life, by no means is a luxury, business travel “life” travel, their
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spending on travel is significantly higher than the consumption of other market
segments. During the year, they make on average 4-5 tourist trips (Barjaktarovi¢
& Pindzo, 2016). Generation Z is believed to be totally different from Generation
Yin so much ways as they already have higher access to information, a more
dynamic lifestyle, and a higher level of education, an accelerated adoption of
change and faster spend (Horwath HTL, 2015). Generation Z is growing up in a
world surrounded by technology and the internet, with smart phones, video ga-
mes and screens. The sending of e-mails, SMS, “likes”, is an integral part of their
daily life (Haddouche & Salomone, 2018). These tourists expect a great deal
from the travels. Tourism is considered as being, at the same time a moment of
conviviality, socialization, implication and empowerment. All these needs are re-
flected in: last-minute decisions, search for opportunities, use of word-of-mouth
recommendation sources to choose their destinations, increasing use of low-cost
services (Mignon, 2003).

The results of Wong, Law and Zhao (2017) research revealed that more educated
people engage in international travel more often, while those less educated travel
within the state more often. Some study point that the tourists with elemen-
tary or college education are particularly motivated by the desire to rest and fun
when they travel, while tourists with higher education levels have often reasons
related to status, prestige or self-fulfillment. For some types of tourism, such as
the cultural tourism, the level of tourist’s education is especially important. The
tourist attracted by the cultural tourism is often an educated person, with high
socio-economic status, who requires high quality services (Mazilu & Mitroi,
2010; UNWTO, 2001). Some other study point that the tourists with higher
education level are more health concerned (Kim et al., 2009).

Gender also represents one of the most obvious characteristics on the basis of
which many products and services have been separated and marketed (Najdi¢,
2014). In the past, middle-aged males dominated the business tourism market.
However, majority of women are now in the labor force (Nedelea, 2008).The
female gender is high-tech, connected, and social (Skift, 2014). The leisure travel
market is far more balanced in terms of gender. However, in the older categories
of leisure tourists (over the age of sixty), women outnumber men due to their
longer life expectancy (Boston Globe, 2016). In addition, women are more travel
influencers because they’re more involved in household spending decisions. In
the USA 92 % of women make the travel decisions. Women are more sophistica-
ted consumers who pay attention to detail, and depend on more on recommen-
dations from friends (Jucan & Jucan, 2013).
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METHODS

In order to explore the characteristics of tourist demand, special attention has
been devoted in the paper to the study of the impact of demographic characteri-
stics on the attitudes of tourists who visited Vrnjacka Banja. Vrnjacka Banja was
selected for this research because it is the most visited tourist destination in Ser-
bia following Belgrade. At the same time, it is one of the largest and most famous
spas in the country and the region. The key elements of Vrnjacka Banja’s tourism
product are, above all, its natural beauties and thermo-mineral springs, which are
the central place of spa tourism development, on which a variety of health and
wellness products are based. In addition, the rich offer of sports, recreational and
cultural-entertainment products, as well as a variety of accommodation facilities,
make Vrnjacka Banja especially attractive for various market segments (Hrabov-
ski Tomi¢ & Milicevi¢, 2012).

Bearing in mind that the demographic characteristics of tourists have a signi-
ficant impact on decision making of the tourist destination choice, that is, the
different types of attractive, communicative and receptive elements that make
up the destination product, the purpose of the paper is to analyze the impact
of demographic characteristics on tourist attitudes about the tourism product
of Vrnjacka Banja. The analysis is based on the application of that test for inde-
pendent samples for analysis differences between male and female and one way
ANOVA between subject method differences for age and education. A Tukey
post hoc test was used to determine between which pairs of independent variable
categories arise differences in variance analysis.

The main goal of the paper is to analyze demographic characteristics, such as
gender, age and education, have a significant impact on the attitudes of tourists
about individual elements of the tourist product. The hypotheses tested in the
paper are:

H,: The gender of tourists has a statistically significant impact on tourist attitu-
des about the key elements of the tourism product of Vrnjacka Banja;

H_: The age of tourists has a statistically significant impact on tourist attitudes
about the key elements of the tourism product of Vrnjacka Banja;

H,: The level of education of tourists has a statistically significant impact on to-
urist attitudes about the key elements of the tourism product of Vrnjacka Banja.
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RESEARCH RESULTS

Regarding the composition of the sample, the share of women (52.6 %) and
men (47.4 %) is relatively uniform. According to the age, the largest group of
surveyed tourists is aged 31 to 50, of which there are 135 (44.4 %). As far as,
education is concerned, as many as 74 % of surveyed tourists have a high de-
gree of education. The average value of the elements of the tourist product of
Vrnjacka Banja was detected between 3.12 to 4.75. The highest mean value was
recorded for the element of Natural beauties, and the lowest the element Price.
Gender differences in attitudes toward the 13 elements of the tourism product
are presented in Table 1. Of the total of 13 elements of the tourism product of
Vrnjacka Banja, which were evaluated by tourists, only with 7raffic accessibility
and General cleanliness and spa arrangement, the difference in the mean values
between the male tourist and female tourists is not statistically significant (p >
0.05). Significant differences were observed between men and women in their
attitudes towards the other 11 elements of the tourism product (Natural beauties,
Diversity and quality offer, Medical tourism offer, Spa & wellness offer, Activities
for children, Cultural and entertainment offer, Local tourists information and
signaling, Accommodation, Hospitality and Price), p<0,05. On average, women
have a more positive attitude towards these elements of the tourism product than
men. Based on the research results, we can accept H1. If the average value of the
elements of the tourist product of Vrnjacka Banja from the aspect of the age of
tourists is observed, it ranges from 2.91 to 4.78. The highest mean value was
recorded by the element of Natural beauties, and the lowest the element Local
tourist information and signaling. Namely, although tourists from the ages of 51
to 60 years rated Natural beauties a very high grade (M = 4.78, SD = 0.42) and
consider this element of the tourism product of Vrnjacka Banja as “exceptional”,
tourists who are younger than 30 have estimated this element of the tourist pro-
duct considerably lower score (M = 4.33, SD = 0.50). Although tourists under
the age of 30 assessed the Local tourist information and signaling feature by the
lowest score (M=2.91, §D=1.22), this element was rated by a higher rating by
tourists aged over 30. Table 2 in the appendix presents the results of testing the
differences in attitudes about the 13 elements of the tourism product, depending
on the age of tourists. Of the total of 13 elements of the tourism product of
Vrnjacka Banja, which were evaluated by tourists, only with 7raffic accessibility,
the difference in the mean values between different age group of tourist is not
statistically significant (p > 0.05). Significant differences were observed between
tourists of different ages in attitudes towards the other 12 elements of the touri-
sm product (Natural beauties, Diversity and quality offer, Medical tourism offer,
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Spa&wellness offer, Activities for children, Cultural and entertainment offer, Lo-
cal tourists information and signaling, General cleanliness and spa arrangement,
Accommodation, Hospitality and Price), p<0,05. Based on the previous, it can
be concluded that the hypothesis H, has been proven.

Table 1. The impact of gender on the tourist's attitudes about the key elements of the tourism products of
Vrnjacka Banja

Tourists N  Mean Star'ld?rd t df Significante

deviation (p)*
. Male 132 443 0.58

Natural beauties 457 252 0.00
Female 122 475 0.51
Male 131 3.71 0.81

Diversity and quality offer 552 247 0.00
Female 118  4.25 0.73
Male 125 4.16 .60

Medical tourism offer 384 232 0.00
Female 109 448 0.66
Male 124 3.87 0.85

Spa & wellness offer 467 231 0.00
Female 109 437 0.75
_ Male 124 354 086

Sports and recreation offer 531 230 0.00
Female 108  4.11 0.75
Male 121 3.50 0.92

Activities for children 509 223 0.00
Female 104 4.11 0.84
) Male 125 4.14 0.63

Cultural and entertainment offer 224 233 0.03
Female 110 434 74
- Male 127 3.70 0.95

Traffic accessibility 028 236 0.78
Female m 3.74 1.12
P ; Male 127 3.17 1.22

L'ocaIFourlsts|nformat|onand 419 237 0.00
signaling Female 112 3.80 1.10
) Male 128 3.77 0.90

Accommodation 6.88 236 0.00
Female 110 449 0.67
N Male 132 436 061

Hospitality 442 250 0.00
Female 120 4.68 0.56
; Male 129 3.91 0.80

General cleanliness and spa 124 241 022
arrangement Female 114 4.04 0.82

Price Male 133 3.12 1.63 493 249 0.00
Female 118 3.96 0.91

Source: authors
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Table 2. The impact of age on the tourist’s attitudes about the key elements of the tourism products of

VrnjackaBanja
Tourists N  Mean Star.lda:\rd Significante
deviation (p)*
<30 79 433 0.50
31-50 95 4.63 0.64
N | i . .
atural beauties 51560 46 478 042 9.38 0.00
>60 34 476 0.50
<30 76 3.59 0.77
31-50 94 414 0.77
Diversit lity off .37 I
iversity and quality offer 51-60 45 400 0.82 8.3 0.00
>60 34 418 0.83
<30 75 4.05 0.49
31-50 84 432 0.70
Medical touri ff 7. I
edical tourism offer 5160 53 453 063 93 0.00
>60 32 4.56 0.67
<30 77 3.67 0.85
31-50 86  4.20 0.79
S Il ff 13. 0.0
pa&wellness offer 51-60 r 434 0,60 3.55 0
>60 29 4.62 0.68
<30 73 3.55 0.80
31-50 91 3.91 0.89
Sports and recreation offer 3.29 0.02
51-60 41 3.95 0.77
>60 27 393 0.96
<30 72 3.47 0.69
1- R E
Activities for children 31-50 88 390 099 491 0.00
51-60 40 4.10 0.93
>60 25 3.76 1.09
<30 72 4,07 0.42
1- 1 417 .7
Cultural and entertainment offer 31-50 2 075 4.30 0.01
51-60 43 444 0.73
>60 29 448 0.83
<30 77 383 0.85
31-50 91 3.69 1.10
Traffic accessibility 0.57 0.63
51-60 43 3.67 1.06
>60 27 3.56 1.22
<30 77 291 1.22
31-50 92  3.80 1.03
Local tourists information and signaling 9.58 0.00
51-60 44 373 1.23
>60 26 3.50 1.14
<30 72 3.64 0.86
1- 4 4.34 77
Accommodation 31-50 2 3 0 11.16 0.00
51-60 44 423 0.86
>60 28 4.32 0.86
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<30 78 429 0.54
31-50 94 457 0.65

Hospitality 5160 46 454 0.62 6.52 0.00
>60 34 479 0.48
<30 76 418 0.53

General cleanliness and spa arrangement 31-50 88 397 089 3.22 0.02
51-60 45 380 0.94
>60 34 376 0.85
Price <30 78 251 1.66

31-50 93 387 1.00
51-60 46 4.00 1.05
>60 34 418 0.80

Source: authors

25.30 0.00

There is a statistically significant difference between the mean values of the key
elements of the tourism product of Vrnjacka Banja, such as Natural beauties, Di-
versity and quality of the offer, Medical tourism offer, Spa & Wellness offer, Accom-
modation and Prices among tourists who are younger than 30 years, on the one
hand, and tourists who are over 30 years of age, on the other. However, when it
comes to the element Sporzs and recreation offer, then there is a statistically signifi-
cant difference between the mean values between tourists younger than 30 years
(M=3.55, $§D=0.80) and tourists aged between 31 and 50 (M=3.91, $D=0.80).
Whereas, when it comes to the elements Activities for children and Local rourist
information and signaling, a statistically significant difference in mean values has
been recorded between tourists who are younger than 30 (M=3.47, SD=0.69)
on one side and on the other side of the tourists aged between 31 and 60. There
is a statistically significant difference between tourists who are younger than 30
(M=4.07, SD=0.42) and tourists older than 51 (M=4.44, SD=0.73) when asked
about the quality score of the Cultural and entertainment offer as an element
of the tourism product of Vrnjacka Banja. The assessment of Hospitality differs
significantly between tourists who are younger than 30 (M=4.29, §D=0.54) on
the one hand and, on the other hand, tourists aged 31-50 (M=4.57, SD=0.65)
and tourists over 60 years (M=4.79, SD=0.48) of age. The difference in the mean
value of the ratings among tourists belonging to different age groups is not sta-
tistically significant when it comes to elements such as 7raffic accessibility and
General cleanliness and spa arrangement. On the basis of the foregoing, it can be
concluded that there is a statistically significant difference in the mean values
between tourists who are younger than 30 on the one hand and one or more
observed age groups on the other, except for elements such as Traffic accessibi-
lity and General cleanliness and spa arrangement. Of the total of 13 elements of
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the tourism product of Vrnjacka Banja, which were evaluated by tourists, only
in the Accommodation, General cleanliness and Price, the difference in the mean
values of the ratings among tourists of different levels of education is statistically
significant (p < 0.05). The results showed that education level have high impact
on the perception of tourism product elements. Those results are presented in
Table 4. Based on the previous, it can be concluded that the hypothesis H3 has

not been proven.

Table 3. Multiple comparison of tourist’s attitude about the key elements of the tourism products of
Vrnjacka Banja

Dependent Variable (1) Age (J) Age Mean Difference (I-J)
31-50 -0.30*
<30 51-60 -0.45*
>60 -0.44*
Natural beauties
51-60 -0.15
31-50
>60 -0.13
51-60 >60 0.02
31-50 -0.55%
<30 51-60 -0.50%
>60 -0.58*
Diversity and quality offer
51-60 0.05
31-50
>60 -0.04
51-60 >60 -0.09
31-50 -0.27*
<30 51-60 -0.48*
>60 -0.51%
Medical tourism offer
51-60 -0.21
31-50
>60 -0.24
51-60 >60 -0.03
31-50 -0.52*
<30 51-60 -0.67*
>60 -0.94*
Spa & wellness offer
51-60 -0.14
31-50
>60 -0.42

51-60 >60 -0.28
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31-50 -0.36%
<30 51-60 -0.40
>60 -0.38
Sports and recreation offer
51-60 -0.04
31-50
>60 -0.01
51-60 >60 0.03
31-50 -0.42%
<30 51-60 -0.63*
>60 -0.29
Activities for children
51-60 -0.20
31-50
>60 0.14
51-60 >60 0.34
31-50 -0.11
<30 51-60 -0.37%
>60 -0.41*%
Cultural and entertainment offer
51-60 -0.27
31-50
>60 -0.31
51-60 >60 -0.04
31-50 -0.89%
<30 51-60 -0.82%
> 60 -0.59
Local tourists information and signaling
51-60 0.08
31-50
> 60 0.30
51-60 > 60 0.23
31-50 -0.70%
<30 51-60 -0.59*
> 60 -0.68*
Accommodation
51-60 0.11
31-50
> 60 0.02
51-60 > 60 -0.09
31-50 -0.28*
<30 51-60 -0.25
o > 60 -0.50*
Hospitality
51-60 0.03
31-50
> 60 -0.22
51-60 > 60 -0.25
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31-50 0.22
<30 51-60 0.38
> 60 0.42
General cleanliness and spa arrangement
51-60 0.17
31-50
> 60 0.20
51-60 > 60 0.04
31-50 -1.36%
<30 51-60 -1.49*%
> 60 -1.66*
Price
51-60 -0.13
31-50
> 60 -0.31
51-60 > 60 -0.18

*The mean difference is significant at the 0.05 level

Source: authors

Table 4. The impact of education on the tourist’s attitudes about the key elements of the tourism products
of Vrnjacka Banja

Tourists N  Mea ::“‘,'I‘;f;: 5'9“(':;““
Primary education 4 4.75 0.50

Natural beauties Secondary education 72 4.67 0.61 1,41 0.25
Faculty 177 454 0.55
Primary education 4 3.75 0.96

Diversity and quality offer Secondary education 69 4.10 0.81 1,43 0.24
Faculty 175 391 0.82
Primary education 4 4.50 0.58

Medical tourism offer Secondary education 69 4.45 0.65 2,80 0.06
Faculty 160 4.24 0.64
Primary education 4 4.50 0.58

Spa&wellness offer Secondary education 69 4.25 0.75 213 0.12
Faculty 159 4.02 0.88
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Primary education 3 4.00 1.00

Sports and recreation offer Secondary education 66 3.94 0.93 1.24 0.29
Faculty 162 375 0.84
Primary education 4 4.25 0.96

Activities for children Secondary education 67 3.94 1.04 2.07 0.13
Faculty 154 370 0.87
) Primary education 4 4.75 0.50

S:fg:”al and entertainment Secondary education 69 432 0.74 213 0.12
Faculty 161 418 0.67
Primary education 4 4.25 0.96

Traffic accessibility Secondary education 70 3.50 1.24 2.63 0.07
Faculty 164 3.80 0.92
o . Primary education 4 4.25 0.96

_:%f;lfs;”“s informationand "¢ daryeducation 68 354 116 110 033
Faculty 166  3.42 1.22
Primary education 4 4.25 0.50

Accommodation Secondary education 69 432 0.85 3.08 0.05*
Faculty 165  4.01 0.88
Primary education 4 5.00 0.00

Hospitality Secondary education 71 4.55 0.63 1.62 0.20
Faculty 176 4.48 0.60
. Primary education 4 4.25 0.96

General cleanliness and spa Secondary education 71 3.75 1.10 417 0.02%

arrangement

Faculty 167 407 0.63

Price Primary education 4 4.50 1.00 6.95 0.00*
Secondary education 72 3.96 0.86
Faculty 174 330 1.54

Source: authors

Considering that the three groups of tourists from the education aspect are being
observed, below in the paper, special attention will be devoted to an analysis aimed
at determining among which groups there is a difference in the mean value of
the assessments related to the elements of the tourism product of Vrnjacka Banja.
When it comes to the element Price, tourists without education have estimated
it by 4.50 (§D=1.00), and tourists who have higher and high education by 3.30
(§D=1.54). General cleanliness and spa arrangement were estimated by tourists
with secondary education by 3.75 (§D=1.10), and tourists without education
by 4.25 (§D=0.96). When it comes to elements of Accommodation, General
cleanliness and spa arrangement and Prices, then a statistically significant difference
in the mean value between tourists with secondary education and tourists with
high and higher education was recorded.
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Table 5. Multiply comparison of tourist’s attitude about the key elements of the tourism products of
Vrnjacka Banja

Dependent Variable (1) Education (J) Education Mean Difference (I-J)

Secondary education -0.07

Primary education

Accommodation Faculty 0.24
Secondary education Faculty 0.31*
) . . Secondary education 0.50
General cleanliness and spa Primary education
Faculty 0.18
arrangement
Secondary education Faculty -0.32*
) ) Secondary education 0.54
) Primary education
Price Faculty 1.20
Secondary education Faculty 0.66*

*The mean difference is significant at the 0.05 level.

Source: authors

DISSCUSION

The results of our study showed that the mean value of the elements of the tourist
product of Vrnjacka Banja was between 3.12 to 4.75. The highest mean value
was detected for the element of Natural beauties, and the lowest for the element
Price. Also, only Traffic accessibility and General cleanliness and spa arrangement,
was not statistically significant according to gender, while women have a more
positive attitude towards these elements of the tourism product than men.

Birdir in his study from 2015. showed that “destination security,” “the friendli-
ness of the local people,” “comfort at place of accommodation,” “low local crime
rate” and “natural beauty and scenery” have been identified as the most important
factors affecting tourists visiting Istanbul. This results are in correlation with our
results where the tourists also think that those elements define some tourism desti-
nation. On the other hand, Weaver et al. (1994) in their study found that age is a
distinctive demographic factor that affecting tourism destination choice. Namely,
they concluded that younger people seek fun and cheap places, older people tend
to seek comfort and security. The same group of authors also found that tourist
under 45-year-old tends to be novelty-seeking. Those results are in comparison to
our study also, where we confirmed that same element of tourism destination are
more important to younger population such as price and Spa & wellness offer.

One of the most important elements that could influence on tourism destination
choise by Dey and Sarma’s (2010) are also “Nature loving explorers,” “nature-lo-
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ving vacationers,” and “change seekers.” The travel motivation factors found are
also and vacation, fun and independence, health and recognition, nature and
wander thirst. Motivations for tourism destination choose may differ based not
only on the characteristics of the destinations but also on the nationality of touri-
sts (Kozak, 2002). East Asian tourists were found to be more shopping-oriented
than their European or North-American counter-parts (Rosenbaum et al, 2005).
Also, souvenir and gift shopping was found to be very important for tourists
in many parts of the world (Anderson et al., 1995); however, for Asian tourists
(Japanese, Taiwanese, etc.) this practice was found to be particularly important
in strengthening social relationships (Lyu et al., 2016).

Asians tourist also like to buy luxury items when traveling away from home
(Park et al., 2010) and tend to spend more money on shopping than tourists
from other parts of the world. Heung and Qu (1998) have shown that tourists
visiting Hong Kong from different countries display different shopping prefe-
rences and behaviors. While Chinese and Taiwanese tourists dedicate more than
60% of their budget to shopping, North-American and European tourists use
only about 30% of their budget for this purpose. The other study also showed
that Europeans visiting a renowned market in Auckland, New Zealand were in-
terested mainly in value for money when buying something and were concerned
over “authenticity”, whereas Asian shoppers valued more the overall ambience.
Previous study has confirmed that not only cultural but also social and demo-
graphic characteristics of tourists may influence their motivation to shop while
travelling as well as their expectations and preferences (Anderson et al., 1995).
Younger and less educated tourists were documented to be more interested in
shopping while travelling (Lyu et al., 2016), results that can be seen as a major
trend shift from previous findings that contended that older tourists with higher
education tended to spend more on shopping while on vacation.

In terms of gender, previous studies have found that women, in general, are more
interested in shopping and tend to spend more than men (Anderson et al., 1995).
Oh et al. (2004) has shown that tourists” social and demographic characteristics
(gender and age) as well as their main motivation to travel may influence their
choice of shopping outlet. All of those study results are in correlation with our
results were also be confirmed that younger and less educated people love Spa &
wellness offer and were more interesting in shopping,.

Anderson et al., (1995) showed there is little correlation with gender ideologies
as defined. It is argued that the authenticity of local products is an important
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selling point for both early and middle adulthood cohorts. In conclusion a series
of recommendations are outlined which retailers can adopt in order to increase
their sales. These include: differentiating their prices from competitors in order to
attract impulse purchasers; offering unique souvenirs, which can emphasize the
authenticity of the local basis of their production; and focused marketing aimed at
encouraging husbands or boyfriends to purchase expensive items as one off special
souvenirs for their wives or girlfriends. The results of previous research confirmed
that variables such as tourist perceptions of a destination or hospitality businesses,
satisfaction levels, demographic profiles and tourist activities may vary according
to countries of origin. Such differences in customer attitudes and behavior emp-
hasize the importance of destination management exploring the feature of each
customer group, segmenting tourism markets and releasing new marketing strate-
gies that are appropriate for each market. However, despite extensive research on
tourist motivation (Armstrong et al., 1997), the literature still suffers from a lack
of empirical studies that investigate whether tourist motives differ between gro-
ups and destinations. People may intend to take a trip to fulfil their physiological
(food, climate and health) and psychological (adventure and relaxation) needs
(Mayo & Jarvis, 1981). A variety of researchers thus note that tourists’ motivati-
ons are multiple and people might have different reasons to take either domestic
or international vacations. Each destination offers a variety of products and servi-
ces to attract visitors and each tourist has an opportunity to choose from a set of
destinations. Different factors may have an influence on destination choice, i.e.
age, income, personality, cost, distance, risk and motivation. Of these, tourism
literature emphasizes the importance of both push and pulls factors in shaping to-
urist motivations and in choosing vacation destinations (Crompton, 1979). Push
factors are origin-related and refer to the intangible, intrinsic desires of the indi-
vidual traveller, e.g. the desire for escape, rest and relaxation, adventure, health or
prestige. Pull factors are mainly related to the attractiveness of a given destination
and tangible characteristics such as beaches, accommodation and recreation fa-
cilities and cultural and historical resources (Uysal & Hagan, 1993). According
to all of our results on destination choose or elements that define destination are
dependent of age, gender and education level. Younger people with less education
level choose same type of destination with especially emphasis on price and social
events, while older people choose cultural destination.

CONSLUSION

The aim of our study was to investigate the impact of demographic characteri-
stics on the tourist’s attitudes about the tourism product of Vrnjacka Banja in
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Serbia. Results of our study showed that all the average value of the elements of
the tourist product of Vrnjacka Banja was between 3.12 to 4.75. According to
all participants and elements, the highest mean value was recorded for Natural
beauties, and the lowest for the element Price.

Of the total of 13 elements of the tourism product of Vrnjacka Banja, which were
evaluated by tourists, statistically significant differences in attitude between male
and female tourists were not detected only for Traffic accessibility and General
cleanliness and spa arrangement. In all other cases the differences between male
and female tourists were statistically significant, where female tourist participants
shared higher values than males. In relation to education level of participants, the
difference among tourists was statistically significant only in Accommodation,
General cleanliness and Price, while the other 10 elements did not statistically
differ between the education groups.

Since there are three different age groups, the results showed that the younger
tourist groupgave more attention to sport and recreation, Spa & wellness offer,
and Accommodation and prices, while the older group preferred Natural be-
auties, Activities for children, and Cultural and Entertainment offer. Based on
all of our results, we can conclude that demographic characteristics of tourists
have a significant impact on the tourist’s attitudes about the tourism product of
Vrnjacka Banja in Serbia.
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Apstrakt: Drustvena odgovornost preduzeca predstavlja dobrovoljnu i iskazanu brigu pre-
duzeca prema sebi i svojim zaposlenima te prema okruZenju na nadin da izbjegne ili mini-
mizira negativne posljedice svog djelovanja a podstakne, unaprijedi i ulaze u vlastiti razvoj
i ragvoj drustva. Kako Bosna i Hercegovina pripada grupi dréava u razvoju s tradicional-
no ukorijenjenom filantropijom, olekujemo da e prikazani rezultati ovog rada doprinijeti
smanjenju literaturnog jaza koji je nastao nedostatkom istrazivanja koja u svom kontekstu
imaju drustvenu odgovornost preduzeca, potrosale te mala i srednja preduzeca u ovakvim
drzavama. Osnovna svrha ovog rada jeste da analizira rangiranje odgovornosti iz piramide
drustvene odgovornosti preduzeca sa aspekta potrosaia malih i srednjih preduzeéa u Bosni i
Hercegovini. U ovom radu se posebno analizira razlika u prioritetima i postignutim sred-
njim vrijednostima ekonomske, pravne, eticke i filantropske odgovornosti s obzirom na spol, s
obzirom na to da li potrosali u okruzenju poznaju preduzece koje posluje eticno i drustveno
odgovorno, te s obzirom na materijalno stanje potrosacevog domacinstva. Na osnovu rezultata
istragivanja moze se zakljuliti da potrosali prioritet daju filantropskoj odgovornosti, odnosno
u ovom istragivanju nije potvrdena preraspodjela vaznosti pojedinih dimenzija odgovornosti
iz Carrollove piramide drustvene odgovornosti preduzeca. Statisticki znacajne i pozitivne
vrijednosti Pirsonovog koeficijenta korelacije nam pokazuju da su ekonomska, pravna, eticka
i filantropska odgovornost medusobno povezane. Ne postoji razlika u postignutim srednjim
vrijednostima ekonomske, pravne, eticke i filantropske odgovornosti s obzirom na spol ispi-
tanika (iako postoji razlika u rangu odgovornosti). Najvise srednje vrijednosti navedenih
odgovornosti postignute su kod ispitanika koji su svoje materijalno stanje domacinstva ocije-
nili kao ,,mnogo losije od prosjeka“s tim da je razlika u postignutim srednjim vrijednostima
statisticki znalajna samo kod pravne i filantropske odgovornosti u korist potrosaca koji su
materijalno stanje svog domacinstva ocijenili kao mnogo loSije od prosjeka u odnosu na one
koji su materijalno stanje svog domacinstva ocijenili kao mnogo bolje od prosjeka. Primjetne
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su i vise srednje vrijednosti kod ispitanika koji u svom okruzenju poznaju preduzeca koja
posluju etiéno i drustveno odgovorno iako statisticki znacajna razlika postoji samo kod filan-
tropske odgovornosti. Postignuti rezultati u ovom istragivanju idu u prilog tvrdnjama da se u
drzavama u razvoju kao i u drzavama s tradicionalno ukorijenjenom filantropijom prioritet
daje filantropskoj odgovornosti u odnosu na ostale.

Kljuéne rijeci: piramida drustvene odgovornosti preduzeca, ekonomska odgovornost, pravna
odgovornost, eticka odgovornost, potrosaci.

JEL klasifikacija: M14, M31, M38.
uvobD

Drustvena odgovornost preduze¢a (DOP, engleski: corporate social responsibi-
lity-CSR) predstavlja stratesko opredjeljenje preduzeca da svoje visestruke po-
nekad i nametnute uloge u drustvu odigra u skladu sa oéekivanim i izvan oce-
kivanim principima drustveno odgovornog poslovanja. Navedena definicija je
samo jo$ jedna u nizu definicija DOP-a ¢ija brojnost raste rapidnom brzinom.
Rast nauc¢nog i profesionalnog interesa za DOP pratila je kompleksnost tuma-
¢enja DOP-a (vide o navedenom u Archie B. Carroll 1994; Elvira Cati¢-Kaj-
tazovi¢, 2014) dok ovakvo Sirenje pristupa Elisabet Garriga i Domeénec Melé
(2004: 51) objasanjavaju kao ,kontroverzne, slozene i nejasne®. Ipak, Archie B.
Carroll (1991: 41) je predlozio poznatu piramidu DOP-a, odnosno rangiranje
odgovornosti preduzeca na: 1. ekonomsku, 2. pravnu, 3. eticku i 4. filantropsku,
kao model koji je ,jednostavan, lako razumljiv i ima intuitivno privla¢nu logiku®

(Wayne Visser, 2006: 33).

Konceptualizacija piramide drustvene odgovornosti je vise puta testirana i uglav-
nom potvrdena u razvijenim ekonomijama (Visser, 2006), dok su se kritike au-
tora na piramidu DOP-a odnosile na njenu primjenjivost izvan SAD-a (Ike C.
Ehie, 2016). Prema Kwasi Dartey-Baah i Kwesi Amponsah-Tawiah (2011: 131)
u zemljama u razvoju su limitirane ,zapadne teorije“ DOP-a, pa tako i Carro-
llova piramida zbog specifi¢nosti ovih drzava. Odnosno, kada je u pitanju DOP
sjedna veli¢ina ne odgovara svima“ (Antonio Argandofa i Heidi von Weltzien
Hoivik, 2009; Gunther Capelle-Blancard i Aurélien Petit, 2015). Ako se slozi-
mo da je DOP ta ,jedna veli¢ina koja ne odgovara svima“ onda je za njegovu
implementaciju u Bosni i Hercegovini (kao drzavi u razvoju) prijeko potreb-
no individualizirati pristup implementacije analiziranjem stavova i ocekivanja
klju¢nih stejkholdera kada je u pitanju DOP. Stoga o¢ekujemo da ¢e rezultati
ovih istrazivanja pomo¢i u individualiziranju pristupa implementacije drustve-
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ne odgovornosti u mala i srednja preduzec¢a koja posluju na podruéju Bosne i
Hercegovine, otkrivajuéi rangiranje odgovornosti sa stanovista potrosa¢a MSP.
lako se u ovoj studiji analizira samo aspekt potrosaca, rezultati su znacajani i za
menadzere i vlasnike MSP buduéi da ,,angazman etike i drustvene odgovornosti
moze obezbijediti znacajnu prednost za mala i srednja poduzeéa® (Noor Hazlina
Ahmad, Theresa C. E Ho, Hasliza Abdul Halim i Azlan Amran, 2013: 2).

Za istrazivanja koja u svom kontekstu imaju drustvenu odgovornost preduzeéa u
Bosni i Hercegovini preporuka je da se koristi valoriziranim skalama (Elvira Ca-
ti¢-Kajtazovi¢, Mirela Kljaji¢-Dervi¢ i Adnan Vukovi¢, 2017). Pored navedenog,
postignuti rezultati u Bosni i Hercegovini na validnim anketnim upitnicima koji
mjere drustvenu odgovornost omogucavaju i komparaciju sa ostvarenim rezul-
tatima istrazivanja iz drugih razvijenih i manje razvijenih drzava. Dok se sve vise
paznje posvecuje drustvenoj odgovornosti preduzeca ,kao postulatu za eti¢no i
odgovorno ponasanje u poslovanju, vrlo malo se zna o praksama DOP-a u ze-
mljama u razvoju® (Dima Jamali i Ramez Mirshak, 2007: 244), pa postignuti re-
zultati na piramidi DOP-a koji otkrivaju intenzitet vaznosti pojedinih dimenzija
odgovornosti treba da doprinesu prosirenju znanja o drustvenoj odgovornosti
preduzeda u zemljama u razvoju.

Dakle, u ovom radu se razmatraju postignuti rezultati istrazivanja na uzorku
potrosa¢a malih i srednjih preduzeca. Rad je koncipiran tako da je nakon pregle-
da literature predstavljena metodologija istrazivanja, nakon koje su prezentirani
rezultati istrazivanja i diskusija, a zavr$ava sa ograni¢enjima u istrazivanju, upu-
tama za bududa istrazivanja i zakljuckom.

PREGLED LITERATURE

Unato¢ svojoj kompleksnosti i nepostajanju jedinstvene definicije drustvene od-
govornosti preduzeca (viSe o navedenom u Catic’—Kajtazovié, 2014), ,drustvena
odgovornost je postala sveprisutna tema u poslovnoj literaturi (Stephen Bram-
mer, Gregory Jackson i Dirk Matten, 2012: 3). Ovakvoj popularizaciji drustvene
odgovornosti preduze¢a (DOP) pomogla je i piramida DOP u kojoj je Carroll
(1991: 41) predlozio rangiranje prioriteta odgovornosti (prema intenzitetu vaz-
nosti) na Cetiri nivoa:

1. Prvi nivo - ekonomska odgovornost (budi profitibilan)

2. Drugi nivo — pravna odgovornost (postuj zakon)

3. Tre¢i nivo — eticka odgovornost (budi etican)

4. Cetvrti nivo — filantropska odgovornost (budi dobar korporativni gradanin).
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U razradi piramide DOP-a, Carroll (1991) je za svaku od navedenih odgovor-
nosti (ekonomska, pravna, eti¢ka i filantropska) predvidio po pet pravila i impe-
rativa, koji se mogu primjeniti u gotovo svim organizacijama. Odli¢an primjer
prikazan je u radu Gordane Cerjan-Letice: ,,Piramida profesionalne i poslovne
odgovornosti u hrvatskoj stomatologiji“ (2010) u kojem je autorica prilagodila
ckonomske, pravne, eticke i filantropske odgovornosti privatnim stomatoloskim
praksama. Sumarni rezultati provedenih istraZivanja u SAD, Svedskoj, Njema¢-
koj, Engleskoj, Francuskoj, Japanu, Svicarskoj (Pinkston i Carroll, 1994); Hong
Kongu i SAD (Burton, Farh i Hegarty, 2000) o rangiranju odgovornosti pirami-
de DOP-a prikazani su u tabeli Visser (2006: 36). Premda je data uslovna potpo-
ra preraspodjeli vaznosti ¢etiri komponente odgovornosti (Kenneth E. Aupperle,
Archie B. Carroll i John D. Hatfield, 1985), naknadna istrazivanja su pokazala
da je u Njemackoj i Svedskoj pravna odgovornost rangirana kao prioritet, a zatim
ckonomska, eticka i filantropska (Pinkston i Carroll, 1994). Detaljniji pregled
rezultata realiziranih istrazivanja (npr. po spolu, rasi, funkciji, religioznosti, drza-
vi i sli¢no) o rangiranju odgovornosti piramide DOP-a dostupni su u tabeli broj
3 u radu Asyraf Wajdi Dusuki i Tengku Farrah Maimunah Tengku Mohd Yuso
(2008: 35).

Nekoliko je studija koje su istrazivale rangiranje odgovornosti sa aspekta potro-
saca. Tako prema Rangsan Nochai i Titida Nochai (2014) potro$aci u Bangkoku
daju prednost filantropskoj odgovornosti nad ekonomskom, odnosno rang od-
govornosti na osnovu postignutih srednjih vrijednosti jeste: 1. filantropska, 2.
ckonomska, 3. eticka i 4. pravna. Prema rezultatima studije Wanda J. Smith, Ric-
hard E. Wokutch, K. Vernard Harrington i Bryan S. Dennis (2001:266) ,najveca
briga zaposlenika je bila ekonomska, dok su kupci imali ja¢u eticku orijentaciju.

Tako autorima rada nije poznato da su dostupna istrazivanja o piramidi DOP-a

sa aspekta potrosa¢a malih i srednjih preduze¢a u Bosni i Hercegovini, niti da je

vr$ena analiza o postojanju statisticki znacajne razlike u ekonomskoj, pravnoj,

etickoj i filantropskoj odgovornosti s obzirom na materijalno stanje domacinstva

i poznavanje preduzeca koja posluju eti¢no i drustveno odgovorno, u radu smo

postavili vise ciljeva:

* Na osnovu postignutih srednjih vrijednosti na dimenzijama piramide DOP-a,
rangirati prioritete odgovornosti u Bosni i Hercegovini

* Komparirati postignuti rang odgovornosti

* Utvrditi postoji li statisti¢ki zna¢ajna razlika u postignutim srednjim vrijed-
nostima ekonomske, pravne, eticke i filantropske odgovornosti s obzirom na
spol, materijalno stanje potrosacevog domadinstva i s obzirom na to da li po-
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trosaci u svom okruzenju poznaju preduzeéa koja posluju eti¢no i drustveno
odgovorno

* Na osnovu rezultata ponuditi nove pravce istrazivanja i otkrivanja uzro¢no
posljedi¢ne veze na relaciji preduzeée-drustvo u kontekstu drustvene odgo-
vornosti preduze¢a u Bosni i Hercegovini.

METODOLOGIJA ISTRAZIVANJA

U ovom radu predstavljeni su rezultati onog dijela istrazivanja koji se odnosi
na Carrollovu piramidu DOP-a. Rad analizira postignute rezultate na uzorku
potrosaca (N=254) i to na 13 tvrdnji koje mjere ekonomsku, pravnu, eticku
i filantropsku odgovornost (Gilbert Tan i Raj Komaran, 2006; Carroll, 1998)
koje su kreirale posebne Cetiri varijable (nivoa odgovornosti iz piramide DOP-a)
te se na osnovu postignutih srednjih vrijednosti uspostavio rang odgovornosti
piramide DOP-a u Bosni i Hercegovini sa aspekta potrosaca. Prije formiranja
kompozitnih varijabli (dimenzija), provjerena je vrijednost Cronbachovog alfa
koeficijenta ,,a“ kao indeksa unutrasnje konzistentnosti koristenog mjernog in-
strumenta. Stepen slaganja s ponudenim tvdnjama anketnog upitnika mjerio se
pomocu Likertove skale od 1 (izrazito se ne slazem) do 5 (izrazito se slazem). U
radu se jo§ analizira i razlika u postignutim srednjim vrijednostima ekonomske,
pravne, eticke i filantropske odgovornosti s obzirom na spol (1. Muskarci, 2.
Zene), s obzirom na materijalno stanje potroatevog domaéinstva (1-mnogo je
losije od prosjeka, 2-nesto je losije od prosjeka, 3-prosjecno, 4-nesto je bolje od
prosjeka, 5-mnogo je bolje od prosjeka) i poznavanju preduzeca u okruzenju koje
posluje eti¢no i drustveno odgovorno (1-Da, 2. Ne).

REZULTATI | DISKUSLJA

Rangiranje odgovornosti piramide DOP-a u Bosni i Hercegovini

U metodologiji istrazivanja smo naveli da je prije formiranja dimenzija odgovor-
nosti provjeren Cronbachov alfa koeficijent («) za mjerenje unutrasnje konzi-
stentnosti koristenih tvrdnji iz piramide DOP-a. Kao $to je vidljivo u tabeli broj
1, ekonomska odgovornost ima upitnu, pravna prihvatljivu, eti¢cka dobru dok

filantropska odgovornost ima izvrsnu unutra$nju konzistentnost (Darren George
i Paul Mallery, 2016).
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Tabela 1. Vrijednosti Cronbach - a koeficijenta

Odgovornosti a

Piramida DOP-a 0,906

Ekonomska 0,682

Pravna 0,766

Eticka 0,800

Filantropska 0,905
lzvor: autori

Na osnovu postignutih vrijednosti iz tabele broj 1, pristupilo se formiranju kom-
pozitnih varijabli i analiziranju vrijednosti aritmeti¢ke sredine. Nakon formi-
ranja kompozitnih varijabli, odnosno dimenzija (ekonomska, pravna, eticka i
filantropska odgovornost) izracunate su aritmeticke sredine ¢ije vrijednosti sluze
za rangiranje odgovornosti piramide DOP-a u Bosni i Hercegovini. Pored na-
vedenog ranga za sve ispitanike zajedno (svi potrosaci) analizirane su postignute
aritmeticki sredine za ekonomsku, pravnu, eticku i filantropsku odgovornost u
odnosu na spol ispitanika (muskarci/zene) i u odnosu na to da li potrosa¢i u
svom okruzenju poznaju preduzeca koja posluju eti¢no i drustveno odgovorno

(da/ne).

Tabela 2. Rangiranje dimenzija odgovornosti prema vrijednostima aritmeticke sredine

Dimenzije Svi potrosaci Muskarci Zene DA NE

odgovornosti M SD Rang M Rang M Rang M Rang M Rang

Ekonomska 360 0,90 v 355 v 364 vV 366 v 350 v

Pravna 4,02 087 1l 4,16 | 3,95 1l 4,04 1l 3,99 M

Eticka 410 0,89 I 413 I 4,10 I 4,13 I 4,04 |

Filantropska 415 0,88 | 4,05 1] 4,22 I 4,25 | 4,01 I
lzvor: autori

Kao $to je prikazano u tabeli broj 2, postignuti rezultati na uzorku potrosaca MSP
u BiH nam govore da su odgovornosti DOP-a rangirane kao: 1. filantropska, 2.
eticka, 3. pravna, 4. ekonomska. Rang odgovornosti (na osnovu postignutih vri-
jednosti aritmeticke sredine na dimenzijama odgovornosti) se razlikuje u odnosu
na spol i u odnosu na to da li potrosaci u svom okruzenju poznaju preduzeéa koja
posluju eti¢no i drustveno odgovorno. Vidljivo je da zene kao i oni koji u svom
okruzenju poznaju preduzeca koja posluju eti¢no i drustveno odgovorno, prate
ukupni rang u Bosni i Hercegovini (1. filantropska, 2. eti¢ka, 3. pravna, 4. eko-
nomska). Istovremeno je vidljivo da bez obzira na grupiranje ispitanika (muskar-
ci/zene; svi potrosaci; poznaju/ne poznaju preduzeée koje posluje eti¢no i drus-
tveno odgovorno) ekonomska odgovornost je najloije rangirana odgovornost.
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Medutim, za utvrdivanje da li je razlika u postignutim srednjim vrijednostima
statisticki znacajna potrebno je provesti dodatne analize. Rangiranje prioriteta
odgovornosti na uzorku potrosaca u BiH nije u skladu s rangom odgovornosti
iz Carrollove piramide DOP-a, niti s rangom odgovornosti postignutih u studiji
Nochai i Nochai (2014).

Tabela 3. Komparacija prioriteta odgovornosti potrosaca iz BiH i potrosaca iz Bangkoka

Dimenzije odgovornosti Rang odgovornosti

Carroll Bosna i Hercegovina Bangkok
Ekonomska | IV I
Pravna I 11} v
Eticka M Il 1l
Filantropska vV | I

lzvor: autori rada, a na osnovu predstavljenih rezultata u tabeli 2 ove studije i rezultata postignutih srednjih
vrijednosti iz studije Nochai i Nochai (2014) s pregledom Carrollovih prioriteta odgovornosti (Carroll, 1991)

Ve¢ i kod samog pregleda postignutih srednjih vrijednosti pojedina¢nih tvrdnji
bilo je vidljivo da tvrdnje koje mjere filantropsku odgovornost imaju najvise vri-
jednosti aritmeticke sredine. Tako je i najvii stepen slaganja ostvaren kod tvrd-
nje: Preduzeda trebaju nastojati da osiguraju poboljsanje zajednice (M=4.33).
Prioritet filantropske odgovornosti u odnosu na ostale odgovornosti iz piramide
DOP-a sa stanovista potrosa¢a MSP mozemo tumaciti na osnovu ranijih studija
o tome da se DOP u BiH jo$ uvijek najvise shvata kao filantropija (Cati¢-Kaj-
tazovi¢, 2011), da je u BiH bilo slucajeva gdje se preduze¢a samoproglase za
dru$tveno najodgovornije kompanije samo na osnovu jedne aktivnosti (najcéesée
donacija) te da je filantropija tradicionalno ukorijenjena iz ranijeg doba soci-
jalizma (Elvira Cati¢-Kajtazovi¢ i Arnela Nani¢, 2013). Ipak, ovi rezultati su u
suprotnosti s postignutim rezultatima objavljene studije (Admir Cavali¢ i Damir
Becirovi¢, 2017) u kojoj su autori na osnovu telefonskih poziva ispitivali pred-
stavnike 100 kompanija (31,25% korisna stopa odgovora, Cavali¢ i Bedirovié,
2017: 29) koriste¢i Likertovu skalu stepena slaganja (1-5) sa po jednom ponude-
nom tvrdnjom za svaki nivo odgovornosti (npr. ,,Nasa kompanija se odlikuje vi-
sokim stepenom ekonomske odgovornosti; Nasa kompanija se odlikuje visokim
stepenom pravne odgovornosti“ Cavali¢ i Becirovi¢, 2017: 29). Na kraju studije
Cavali¢ i Becirovi¢ (2017: 31) zakljucuju da ,kompanije u Bosni i Hercegovini
slijede hijerarhiju drustvene odgovornosti koju predstavlja Carrollova piramida
drustvene odgovornosti.“ S druge strane, potrosa¢i MSP u BiH najmanje reagi-
raju na donacije, a najviSe na upletenost u koruptivne aktivnosti kada su u pi-
tanju odluke o kupovini/koristenju proizvoda/usluga (Cati¢-Kajtazovi¢, 2017).
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Kada rezultate o reakciji potrosaca, posmatramo u kontekstu rezultata trenutne
studije, mozemo zakljuciti da zapravo potrosaci podrazumijevaju i o¢ekuju filan-
tropsku odgovornost preduze¢a u Bosni i Hercegovini, te da se i dalje drustve-
na odgovornost preduzeéa najvise shvata kao filantropska odgovornost. Ovakvi
rezultati su u skladu i sa rezultatima ranijih istrazivanja koja su se provodila u
drzavama u razvoju. Tako su ,razumijevanje i praksa DOP-a u Libanonu jo$
uvijek utemeljeni u kontekstu filantropskog djelovanja“ (Jamali i Mirshak, 2007:
243). Prema Dartey-Baah i Amponsah-Tawiahto (2011) rang filantropske odgo-
vornosti je rezultat jakih autohtonih tradicija filantropije u drzavama u razvoju.

Ostale analize

Postoji statisticki znacajna pozitivna povezanost (p < 0,01) izmedu Cetiri nivoa
odgovornosti iz Carrollove piramide drustvene odgovornosti preduzeéa. Kao $to
je vidljivo u tabeli broj 4 vrijednost Pirsonovog koeficijenta korelacije se krece
od r = 0,44 do r = 0,72. Prikazani rezultati Pirsonovog koeficijenta korelacije su
u skladu s postignutim rezultatima (Nochai i Nochai, 2014) ali su u suprotnosti
s rezultatima studije (Tan i Komaran, 2006) u dijelu povezanosti ekonomske
odgovornosti sa etickom (negativan r), te pravnom i filantropskom (nema sta-
titsticki znacajne povezanosti; p > 0,05). Ova negativna korelacija ekonomske
odgovornosti sa ostalim dimenzijama odgovornosti pojavila se i u rezultatima

drugih istrazivanja (npr. Aupperle, Carroll i Hatfield, 1985).

Tabela 4. Pirsonov koeficijent korelacije

Ekonomska Pravna Eticka Filantropska
Ekonomska 1
Pravna 0.58** 1
Eticka 0.44%* 0.72%* 1
Filantropska 0.56%* 0.64%* 0.66** 1
**p < 0,01
lzvor: autori

T-testom nezavisnih uzoraka je testirana razlika u postignutim srednjim vrijed-
nostima na dimenzijama drus$tvene odgovornosti s obzirom na spol. Rezulta-
ti su pokazali da nema statisti¢ki znacajne razlike (p > 0,05) izmedu muskih i
zenskih ispitanika kada su u pitanju njihove postignute srednje vrijednosti na
ekonomskoj, etickoj, pravnoj i filantropskoj odgovornosti. Iako su ovakvi re-
zultati u skladu sa objavljenim rezultatima (Cavali¢ i Beéirovi¢, 2017) ipak se
ocekivala statisticki znacajna razlika po pitanju ekonomske odgovornosti u korist
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muskaraca (Tan i Komaran, 20006) te barem eti¢ke u korist zena (npr. rezultati
studije Julie Fitzpatrick i Joseph Cheng, 2014: 7; su potvrdili da ,Zene pokazuju
vecu osjetljivost na DOP i etiku nego muskarci®). U tabeli broj 2 je vidljivo da
postoji razlika u rangiranju prioriteta odgovornosti s obzirom na spol, medutim
razlika u postignutim srednjim vrijednostima nije statisticki znacajna. Srednje
vrijednosti onih koji u svom okruzenju poznaju preduzeca koja posluju eti¢no i

Slika 1. Srednje vrijednosti ekonomske, pravne, eticke i filantropske odgovornosti s obzirom na materijalno
stanje potrosacevog domacinstva
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lzvor: autori
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dru$tveno odgovorno su vise kod svih dimenzija odgovornosti u odnosu na one
koji u svom okruzenju ne poznaju takva preduzeca (tabela broj 2), dok je razlika
u postignutim srednjim vrijednostima statisticki zna¢ajna samo kod filantropske
odgovornosti (t = 2,106; p = 0,036; p < 0,05).

Interesantne rezultate je pokazala ANOVA. Naime, ispitanicima je ponudeno
da procijene materijalno stanje njihovog domacinstva. Kao sto je vidljivo u slici
broj 1, najvedi su stepeni slaganja s tvrdnjama koje mjere dimenzije DOP-a kod
potrosaca Cije je materijalno stanje domadinstva ispod prosjeka.

Statisticki znacajna razlika postoji samo kod pravne (F, . = 3,002; p = 0,02;
p < 0,05) i filantropske odgovornosti (F, . = 2,936; p = 0,02; p < 0,05), dok
kod sve ¢etiri dimenzije odgovornosti najvise srednje vrijednosti su kod ispita-
nika koji su svoje materijalno stanje domaéinstva ocijenili kao ,,mnogo je losije
od prosjeka® iako te razlike kod ekonomske i eti¢ke odgovornosti nisu statisticki
znacajne (p > 0,05). Medutim kako nema jednake preraspodijele ispitanika po
grupama materijalnog stanja domacinstva (142 ispitanika su svoje materijalno
stanje procijenili kao prosje¢no) i ovakvi rezultati se trebaju tumaciti u kontekstu
ovih ograni¢enja. Ipak, kako ovo nisu jedina ograni¢enja ovog rada u nastavku
slijedi poseban osvrt na ostala ogranicenja.

OGRANICENJA U ISTRAZIVANJU

Ova studija ima odredena ogranicenja koja se prije svega odnose na utvrdiva-
nje postojanja razlike u rangu odgovornosti. Iako, bilo koja usporedba izmedu
drzava zbog odredenih razlika i nemoguénosti istrazivaca da obuhvati sve fakto-
re po kojima se razlikuju drzave dovodi do toga da ,nije mogude pretpostaviti
pravac razlike, samo postojanje razlike” (Anusorn Singhapakdi, Kiran Karande,
C.P. Rao i Scott ]. Vitell, 2001: 140), ovakvo poredenje ranga piramide DOP-a
ima odredena ogranicenja. Prvenstveno nisu radene dodatne statisticke analize
(npr. ANCOVA) da bi se utvrdilo postojanje statisticki znacajne razlike izmedu
postignutih srednjih vrijednosti na dimenzija piramide DOP-a trenutne studije
i studije iz Bangkoka (Nochai i Nochai, 2014) ili bilo koje druge studije. Ipak,
postignute srednje vrijednosti u ovoj studiji, omogucavaju istrazivacima da po-
rede vlastite rezultate istrazivanja sa rezultatima trenutne studije, te da izvrse
komparaciju ranga odgovornosti iz piramide DOP-a kao $to je to prikazano u
tabeli broj 3 ove studije.
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UPUTE ZA BUDUCA ISTRAZIVANJA

Kori$tene tvrdnje iz piramide DOP-a je potrebno progiriti s tvrdnjama iz Carro-
llovih pravila i imperativa éetiri nivoa odgovornosti (Carroll, 1991), i to s neko-
liko ponudenih inverznih tvrdnji kako bi se miniminiziralo ogranicenje u vidu
nasumi¢nih odgovora ispitanika. S takvim ponudenim tvrdnjama potrebno je
prosiriti uzorak istazivanja sa potrosaca na predstavnike preduzeca i ostale klju¢-
ne stejkholdere implementacije DOP-a u BiH, kako bi se stekao kompletan uvid
u rangiranje drustvene odgovornosti i to: sa stanovista svakog od stejkholdera i
ukupan rang u BiH. Rezultati ove studije su pokazali da su srednje vrijednosti
onih koji u svom okruZenju poznaju preduzeca koja posluju eti¢no i drustveno
odgovorno vise kod svih dimenzija odgovornosti u odnosu na one koji u svom
okruzenju ne poznaju takva preduzeca, pa bi bilo dobro dublje istraZiti da li
postoji i kakvog je intenziteta uzro¢no-posljedi¢na veza na relaciji potrosac-pre-
duzede kada je u pitanju drustveno odgovorno poslovanje u Bosni i Hercegovini.
Preporuka je da se u takvom istraZivanju trazi odgovor na pitanje koliko predu-
ze¢e moze svojim dru$tveno odgovornim praksama uticati na svijest potrosaca o
znacaju ovog koncepta poslovanja kako bi potrosaci takve prakse zahtijevali i od
drugih organizacija. Odnos izmedu materijalnog stanja domacinstva i dimen-
zija DOP-a je potrebno ponoviti trazeci jos odgovora koja nam mogu posluziti
za procjenu materijalnog stanja domacinstva, bududi da se u ovom istrazivanju
materijalno stanje domacdinstva ocijenjivalo jednom izjavom ¢iji su se rezultati
temeljili na subjektivnoj procijeni potrosaca.

ZAKLJUCAK

Rezultati ovog rada daju detaljniji uvid o drustvenoj odgovornosti u malim
i srednjim preduzeéima u Bosni i Hercegovini, odnosno smatramo da ¢e ova
studija unaprijediti znanje o dru$tvenoj odgovornosti preduzeéa u drzavama u
razvoju. Potro$adi su rangirali dimenzije odgovornosti iz Carrollove piramide
dru$tvene odgovornosti preduzeéa dajuéi prioritet filantropskoj odgovornosti
(odgovornosti su rangirane kao: 1. filantropska, 2. eti¢ka, 3. pravna, 4. ekonom-
ska). Za ovakav rang prioriteta odgovornosti postoji niz objasanjenja koja smo
predstavili u radu a koja su vezana za tradicionalnu filantropiju u Bosni i Herce-
govini i nedostatak ispravnog razumijevanja drustveno odgovornog poslovanja.
Uzimajudi u obzir prikazane rezultate, mozemo zakljuciti da i ova studija pruza
uslovnu potporu dimenzionalnosti Carrolllove piramide drustvene odgovornosti
preduzeda, ali ne i rangiranje odgovornosti.
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Abstract: Corporate Social Responsibility represents the voluntary and expressed concern of
the company towards itself and its employees and rowards the environment in a way to avoid
or to minimize the negative consequences of its activities and to encourage, improve, and
invest in its own development and development of the society. As Bosnia and Herzegovina
belongs to a group of countries in development with a traditionally rooted philanthropy, we
expect that the presented results of this paper will contribute to the reduction of the literary
gap that had arisen from the lack of researches that have in its context corporate social respon-
sibility, consumers and small and medium enterprises in such countries. The main purpose
of this paper is to analyze the ranking of responsibility from the pyramid of corporate social
responsibility from the aspect of small and medium enterprises consumers in Bosnia and Her-
gegovina. Particularly, this paper analyzes the difference in the priorities and the achieved
mean values of economic, legal, ethical and philanthropic responsibility with respect to gen-
der, whether the consumers in the environment know the company that operates ethically
and socially responsibly, and respect to the material situation of consumers household. Based
on the research results, it can be concluded that consumers give priority to the philanthropic
responsibility, i.e. in this research the redistribution of the importance of certain responsi-
bility dimensions from the Carrolls pyramid of corporate social responsibility has not been
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confirmed. Statistically significant and positive values of Pearson correlation coefficient show
us that economic, legal, ethical and philanthropic responsibilities are interconnected. There
is no difference in the achieved mean values of economic, legal, ethical and philanthropic
responsibilities with respect to the respondents’ gender (although there is a difference in the
ranking of responsibilities). The highest mean values of the stated responsibilities have been
achieved among the respondents who rated their material household status as “Much worse
than the average”, while the difference in the achieved mean values is statistically significant
only for the legal and philanthropic responsibility in favor of consumers who had rated their
household material condition as much worse than the average compared to those who had
rated the household material condition as much better than average. Also significant mean
values are noticable among respondents who know in their surrounding enterprises that are
ethically and socially responsible, although statistically significant difference exist only with
philanthropic responsibility.

The results achieved in this research support the claims that in developing countries as well as
in countries with traditionally rooted philanthropy priority is given to philanthropic respon-
sibility compared to others.

Key words: corporate social responsibility pyramid, economic responsibility, legal responsibi-
lity, ethical responsibility, consumers.

JEL classification: M14, M31, M38.
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Apstrakt: U posljednje vrijeme zbog znalaja i aktuelnosti kako u parksi tako i u teoriji sve
se vise analizira. organizacija poreske administracije u funkciji smanjenja poreske evazije.
Moderne poreske administracije su primarno agencije za prikuplianje priboda, egzistiraju
i rade na principima medusobne uskladenosti, idu u korak sa najnovijim trendovima u
oporezivanju s ciljem maksimiziranja vrijednosti za ukupnu ekonomiju. Poreska evazija je
ozbiljan problem u savremenom svijetu koja je u razlicitim oblicima i razmjerama prisutna
svugdje, paiu ekonomski snaznim i organizovanim drzavama.

Poreska administracija predstavlja vaznu determinantu unutar svakog ekonomskog sistema i
ona ne moze biti operativna ako je izolovana od ostalib institucija. Nijedna poreska admini-
stracija nije imuna na poresku evaziju, samo su razlicite metode poreske evazije. Profesional-
na, odgovorna, dostupna, djelotvorna, usluzna i efikasna poreska administracija koja sluzi
u najboljem interesu poreskih obveznika i organizacija orijentisana prema efektima treba
biti apsolutni prioritet u radu jednog poreskog organa. Cilj ovog rada je analiza zadovoljstva
stavova ispitanika sa pojavama koje su u vezi sa poreskom evazijom.

Kljuéne rijeéi: porez, poreska administracija, poreska evazija.

JEL Elasifikacija: H20, H26, H32.

uvoD

Moderne poreske administracije su primarno agencije za prikupljanje prihoda, eg-
zistiraju i rade na principima medusobne uskladenosti, idu u korak sa najnovijim
trendovima u oporezivanju s ciljem maksimiziranja vrijednosti za ukupnu ekono-
miju. Prikupljanje poreza kao najzancajnijeg javnog prihoda je veoma znacajni radi
funkcionisanja i odrzivog razvoja a sa tim procesom dolazi kao nerazdvojna pojava
i poreska evazija (Terzi¢, Berger, Kljaji¢, 2018). Sve poreske administracije teze da



(asopis za ekonomiju i trzisne komunikacije/ Economy and Market Communication Review
God./Vol. 10 - Br./No.1 - Banja Luka, Juni/June 2020 « pp. 118-135 119

postignu maksimalan nivo postivanja poreskih propisa, odnosno da ostvare naj-
bolji mogu¢i rezultat iskazan ostvarenim poreskim prihodima. Trenutna globalna
finansijska i ekonomska kriza predstavlja glavni izazov za poreske administracije u
mnogim zemljama (Brondolo, 2009). Poreska evazija je veoma znacajan i dugotra-
jan problem, koji od poreskih administracija trazi unapredenje poslovnih procesa,
metoda i postupaka u cilju smanjenja poreskog jaza.

Poreska administracija predstavlja vaznu determinantu unutar svakog ekonom-
skog sistema i ona ne moze biti operativna ako je izolovana od ostalih institucija.
Operativna i upravljacka struktura poreske administracije uz podizanje njene
efikasnosti putem unapredenja i modernizacije poslovnih procesa je bitna stav-
ka kao odgovor na izazove poreske evazije. Profesionalna, odgovorna, dostupna,
djelotvorna, usluzna i efikasna poreska administracija koja sluzi u najboljem in-
teresu poreskih obveznika i organizacija orijentisana prema efektima treba biti
apsolutni prioritet u radu jednog poreskog organa.

Koji je nivo veze izmedu organizacije poreske administracije i poreske evazije?
Kako pronadi rijesenje kod organizacije poreske administracije i za kojim instru-
mentima posegnuti kako bi se ovi ciljevi ostvarili u poreskoj administraciji radi
smanjenja poreske evazije? Osnovno rijesenje je sistematska primjena propisa i
adekvatnost instrumenata koji omogudavaju poreskoj administraciji da u svjetlu
dinamic¢nog okruZenja (zakonsko, organizaciono, ljudski resursi, tehnologiju i fi-
nansije) da pripremi odgovore. Ovu kombinaciju resursa je potrebno koristiti na
koordinirani na¢in odnosno da se stvori odgovarajuéi partnerski odnos i jacanje
povjerenja izmedu poreske uprave i poreskog obveznika. Za ovakve transforma-
cije, nema sumnje to trazi temeljito primjeniti poboljsati i prosiriti zakonodavni
i regulatorni okvir zasnovan na holistickom pristupu, radi modernizacije po-
stoje¢ih procesa i promjena postojeée organizacije. U Svicarskoj studiji, Feld i
Frey (2002), predstavili su empirijski dokaz kojim ukazuju da naplata poreza se
povecava kada se poreski obveznici tretiraju korektno od strane poreske admi-
nistracije. Ako obveznici dozivljavaju da poreska administracija i poreski sistem
nije fer prema njima, to ih moze motivirati da ¢ine poresku evaziju.

Dobar i kvalitetan ,,odnos“ i ,kvalitetna®“ komunikacija sa pruzanjem usluga je
krucijalno pitanje za poresku administraciju. Pruzanje usluga poreskim obve-
znicima pruza potencijalno znacajne moguénosti, sada vaznije nego ikad prije,
jer Sto je poreska administracija ,blize“ poreskom obvezniku, oni svoje poreske
obaveze urednije i brze izvr$avaju. Od poreskih obveznika potice se dobrovolj-
no postivanje poreskih propisa putem tzv. principa samooporezivanja, da rade
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u skladu sa svojim obavezama, da uredno podnose poreske prijave, a sa druge
strane korist takvog postupka je da poreska administracija efikasnije trosi svoje
resurse. Poreska administracija mora da stvara odgovarajuce pretpostavke kako
bi smanjila troskove poslovanja, unaprijedila kako medusobnu tako i interakeiju
sa poreskim obveznicima.

Efikasna i dobro organizovana poreska administracija je od presudnog znacaja u
sprecavanju poreske evazije i ima relativan znacaj kod poveéanja ispunjavanja po-
reskih obaveza od strane poreskih obveznika i povecanja naplate prihoda. Svaka
poreska administracija ima isti problem, provjera podataka iskazanih od strane
poreskih obveznika, jer se ocekuje od poreskih obveznika da rade u skladu sa
svojim obavezama, da uredno podnose poreske prijave, a sa druge strane, zeli da
sto manje kontroliSe same poreske obveznike.

Nau¢na opravdanost istrazivanja, veze se za trend u kojem poreska evazija pred-
stavlja stalni i permanentni problem, ne samo kod profesionalnih organizacija tj.
poreskih administracija (autoriteta) koje su zaduzene za prikupljanje prihoda i
sprovodenje poreskih propisa.

ORGANIZACIJA PORESKE ADMINISTRACLIE

Poreski sistem zasnovan na principu samoprijavljivanja podrazumijeva izgradenu
svijest poreskog obveznika da dobrovoljno, na osnovu poreskih zakona, utvrduje
svoje poreske obaveze i putem podno$enjem poreske prijave prijavljuje i placa
svoje poreske obaveze nadleznom poreskom organu. Samooporezivanje se ostva-
ruje na taj nacin da poreski obveznik ima pristup svim informacijama neophod-
nim za utvrdivanje visine poreske obaveze, da izra¢una visinu poreskog davanja i
da na tom osnovu plati utvrdenu poresku obavezu ili da zatrazi povrat poreza. U
sistemu dobrovoljnog ispunjavanja poreskih obaveza potrebno je educirati pore-
ske obveznike i omoguéit im da na jednostavan nacin ispune svoje obaveze.

Jezgrene funkcije i glavna podrugja i poslovni procesi zasnovani na medunarod-
nim standardima poreske administracije su (TADAT, 2015):

- Integritet baze registrovanih poreskih obveznika,

- Analiza rizika poreske administracije,

- Podrska poreskim obveznicima ka dobrovoljno postivanju poreskih obaveza,
- Podnosenje poreskih prijava i drugih isprava,

- Plac¢anje i naplata na vrijeme poreskih obaveza,

- Kontrola poreskih obveznika,
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- Proces rjesavanja zalbi poreskih obveznika.
- Pruzanje usluga poreskim obveznicima,
- Odgovornost i transparentnost svih poslovnih procesa.

Za analizu i razumijevanje (dobrih i losih) poslovnih procesa unutar pojedine
poreske administracije i njenih svih funkcija koristi se tzv. TADAT (www.tadat.
org.) metodologija. To je procedura koja se koristi za dijagnostiku poreske admi-
nistracije (engl. Tax Administration Diagnostic Assessment Tool), razvijena od
strane sekretarijata TADAT pri Medunarodnom monetarnom fondu. TADAT
je dijagnosticki instrument koji daje sveobuhvatnu procjenu jakih i slabih strana
poreske administracije u razli¢itim operativnim oblastima. Procjena se zasniva na
28 najvaznijih indikatora poreske administracije, a indikatori daju 47 mjerljivi
dimenzija koje daju odgovor kakve su performanse poreske administracije. Svaki
indikator daje ocjene na skali A, B, CiD. Ocjena A oznacava da poreska admini-
stracija ima najbolje performanse, ocjena B da poreska administracija ima dobro
uspostavljenje poslovne procese, koji su na medunarodnom nivou prihvatljiv,
ocjena C da je uspostavljen minimum standarda, a ocjena D daje oznaku da je
upravljanje poslovnim procesima lose.

Bez postizanja najvisih standarda profesionalnosti, nepristranosti, objektivno-
sti i zakonitosti u postupcima sa poreskim obveznicima i kohezivne koordina-
cije aktivnosti sa postizanjem odredenog nivoa ,zrelosti“ u bilo kojoj organi-
zaciji nije prakti¢no moguée u potpunosti uspostaviti potrebne instrumente.
Kompleksno i promjenljivo poslovno okruZenje i promjene u okruzenju samih
poreskih obveznika, otvara moguénost i izlozenost rizika za nastanak poreske
evazije. Rizik je izraz opasnosti od direktnih ili indirektnih gubitaka koji su
rezultat neadekvatni internih procesa, ljudi, sistema ili spoljasnjih dogadaja
(Doralt, Ruppe, 2007). Rizik se definira kao proces u kome se neutralizira
negativan utjecaj rizika na ostvarivanje ciljeva poreskih administracija (Risk
Management Guide, 2000).

Najveci problem za poresku administraciju u poreskom postupku su neujednace-
na pravila poreskog postupka i oporezivanja, nekonzistentan pristup i selektivno
oporezivanje. Usvajanjem jedinstveni poreskih pravila i procedura i implemen-
tacijom istih u poreski sistem moze dovesti do pravne sigurnosti poreskih ob-
veznika i eliminacije poreske evazije, jer nekonzistentna i divergentna pravila
predstavljaju pogodno tlo za izbjegavanje placanja poreza, pogotovo danas u eri
globalizacije gdje su razvijene agresivne i slozene $eme poreskih utaja. Eliminacija
grani¢nih kontrola na inspekciji roba, ekspanzija trgovine i usluga kao i elektron-
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ske trgovine, komplicira poresku administraciju u unutrasnjoj trgovini Evropske
unije (Pashev, 20006).

Poznavanje poreskih propisa je vrlo znacajan preduslov za pravilno ispunjavanje
poreskih obaveza. U kontinuiranoj komunikaciji sa poreskom administracijom,
poreski obveznici podnose poreske prijave i informi$u poreske organe o ostvare-
nim prihodima, dohotku, dobiti i drugim propisanim ekonomskim kategorija-
ma koje predstavljaju osnov za utvrdivanje poreza na dodatu vrijednost, poreza
na dobit, poreza na dohodak i drugih poreza. Mora se naglasiti da u slucaju da
se od strane poreskog obveznika pogresno utvrdi visina poreske obaveze ili da
eventualno poreski obveznik pogresno zatrazi povrat poreskog kredita, otvara se
poreski postupak pri kojem je poreski obveznik izlozen riziku kontrole od strane
poreske administracije i eventualnom kaznjavanju.

Uspjeh evazionog poduhvata umnogome zavisi od vrlo bitne pretpostavke mo-
guénosti i spremnosti poreske administracije za uspostavu i kreiranje jasnih
smjernica da se na vrijeme otkrije poreska evazija. Sistem oporezivanja treba da
bude uspostavljen i postavljen na naé¢in koji ¢e smanjiti moguénost poreske eva-
zije, a da sa druge strane, isti da bude relativno jednostavan za primjenu kako od
strane poreske administracije tako i od strane poreskih obveznika. Selektivnost
kod oporezivanja poreskih obveznika moze staviti pojedine poreske obveznike u
povlasten polozaj kod oporezivanja u odnosu na druge. Kako bi se sprijecile ove
pojave ili kako bi se procenat njihovog pojavljivanja sveo na najmanju moguéu
mjeru potreban je stalan protok ta¢ni, pravovremenih i relevantnih informacija.

Jako je vazno da poreski autoritet bude fleksibilno organizovan i odlu¢an da brzo
reaguje i da ima interoperabilnost kada je u pitanju poreska evazija. Automatska
razmjena podataka i napredna analitika podataka ima potencijal da vodi i tran-
sformiSe poreske uprave. KoriStenjem analitike u poslovnim procesima, poreske
administracije mogu dobiti uvid koji ¢e im omoguciti da bolje sluze klijentima
kroz vecu otvorenost i saradnju, da smanje dominaciju subjektivnih faktora, po-
boljsaju svoje planiranje, identifikuju potencijalne prevare, lakse utvrduju odre-
dene poreske zloupotrebe te da brze otkriju neizvrsavanje poreskih obaveza.

Jacanjem komunikacije i pruzanjem usluga prema poreskim obveznicima, kojim
e se podiéi svijest o obavezi postivanja poreskih propisa, moze se obezbijediti
transparentno, odgovorno, djelotvorno i efikasno prikupljanje javnih prihoda.
Da bi se to postiglo potrebna je i odgovarajuca tranzicija sa klasi¢nih komuni-
kativnih kanala i servisa na elektronsko i on line okruzenje i odgovarajuéi par-
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tnerski odnos prema poreskim obveznicima a to zahtijeva znacajan odmak od
oslanjanja iskljucivo na programe kontrole u detektovanju i korigovanju poreske
evazije kod poreskih obveznika.

Najce$¢i nedostaci kod poreske administracije uglavnom se isticu kao sljededi:

nedovoljno stru¢no i opste znanje inspektora i neujednadeni stavovi u tu-
macenju zakona (postojanje dvojnih tumacenja moze dovesti do problema u
pogledu odgovornosti unutar poreskog sistema),

visoka diskreciona prava odlucivanja u postupcima provodenja kontrole, in-
terpretacija pojedinih zakonskih normi na razli¢ite nadine ostavlja moguénost
za pojavu ,sive” zone,

nedostatak i neuskladenost poreskih propisa (ne postoji opsti propis kojim bi
se uskladivao, koordinirao poreski postupak),

dodatni razrez poreske obaveze neutemeljen na potpunom i pravilno utvrde-
nom ¢injeni¢nom stanju i/ili pogre$na primjena pravnih propisa,

visok stepen podloznosti korupciji,

nedovoljna i neadekvatna obuka zaposlenih, edukacija, neadekvatni materi-
jalno tehnicki uslovi za rad i drugo.

Odgovornost i transparenost su dva centralna stuba dobrog upravljanja. Neke od
glavnih promjena su:
1. Poreska uprava treba da pristupa obveznicima putem integrisanog prisustva,

radi smanjenja troskova i povec¢anja dobrovoljnog postivanja poreskih propi-
sa. Fokus treba biti na promjeni na¢ina konverzacije sa poreskim obveznicima
i unapredenju povjerenja javnosti i progresivnim saradnjama (ciljnim intere-
snim grupama u drustvu), za odgovorno koristenje postupaka unutar svojih
odgovornosti i na podsticanju postupka o razmjeni podataka da bi se unapri-
jedilo postivanje propisa od strane poreskih obveznika. Ve¢i nivo organizacij-
ske osposobljenosti uti¢e na poreske obveznike, pojednostavljuju se postupci
a osigurava se naplata poreza.

. Vedina poreskih administracija uspostavila je posebne jedinice za rad sa sku-

pinama poreskih obveznika koji su posebno vazni u smislu prihoda radi efi-
kasnijeg preduzimanja aktivnosti, poreski sluzbenici su postali ambasadori
poreskih obveznika u cilju smanjenja poreske evazije putem modernizacije i
poboljsanja poslovnih procesa posebno putem poboljsanja razmjene podataka
sa poreskim obveznicima.

. Poreske uprave usvajaju sofisticiraniji pristup po pitanju upravljanja rizicima.

Osnovna ideja je jednostavna: usmjeravanje sredstva na veéi segment rizika
kod poreskih obveznika, poreska uprava moze napraviti efikasnije koristenje
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svojih ogranicenih resursa i time se Stede resursi. To zahtijeva sustavan pristup
identifikaciji, procjeni i odredivanju prioriteta i na ovakav nacin one postaju
viSe otvorene prema obveznicima, prate korak s vremenom i razvojem moder-
nih tehnologija.

Poreske uprave se sada krecu prema vlastitom razvoju koji vise daje paznju
na dobrovoljno postivanje propisa, u potpunosti mijenjaju dosadasnju praksu
pruzanja usluga poreskim obveznicima, promice se aktivnost usmjerena prema
prevenciji, a ne samo za otkrivanje i represiju. Tom osnovnom cilju pored re-
presije treba svakako da doprinese i povecanje opste poreske discipline s jedne
strane kod poreskih obveznika i sa druge strane da poreski organ svojim mjera-
ma dejstvuje u pravcu predupredivanja ovakvih ponasanja. Zasto ova promje-
na? Razlozi su:

- prepoznavanje da veéina poreskih obveznika Zeli dobrovoljno ispunjavati po-
reske obaveze i glavni zadatak poreskog autoriteta je da im pomogne to uci-
niti;

- poreski obveznici postaju sve viSe uporni i inzistiraju da imaju svoja prava kao
i obaveze;

- obveznici su segmentirani i prihvacéaju da razli¢ite skupine poreskih obveznika
i imaju razlicite vrste potreba;

- promjena pristupa nacinu oporezivanja usmjerenog na pristup vise usmjeren
na poreske obveznike;

- vedina poreskih administracija, svakako u razvijenom svijetu, sada su pod oz-
biljnim pritiscima da poveéaju efikasnost a da smanje troskove; i

- priznanje da se neformalna ekonomija ne moze efikasno orijesiti samo repre-
sivnim mjerama (Owens, 2014).

S tim u vezi cilj strukturne poreske reforme treba da bude razvoj konkurentnog
fiskalnoga okruzenja koje s jedne strane podstice investicije, preuzimanje rizika i
poduzetni$tvo, a s druge strane ima za cilj da optimizira prihode od poreza tako
Sto ¢e, na primjer, destimulisati poreznu evaziju i sivu ekonomiju. Isto tako cilj
treba da bude uspostava efikasne naplate prihoda uz jednostavan poreski postu-
pak sa razvijenim administrativnim kapacitetima uz pravilnu primjenu poreskih
propisa uskladenih sa najboljom medunarodnom praksom, niske troskove izvr-
Senja obaveza i dobru saradnju sa poreskim obveznicima. Ponekad sam poreski
zakon nije jasan, a ponekad je zakon jasan ali poreska administracija zanemaruje
odredene aktivnosti po tom pitanju. Drugi problem je u tome $to po svojoj pri-
rodi poresku evaziju nije lako mjeriti (Slemrod, Yitzhaki, 2000).
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Tri su klju¢ne organizacione sposobnosti svake dobro organizirane poreske ad-

ministracije:

- Uspostava dobre analize rizika — Poreska uprava mora kontinuirano raditi na
napretku razvoja kapaciteta za analizu rizika. Upravljanje rizikom je esencijal-
no vazno za poresku administraciju. Isto ima klju¢nu ulogu u oblikovanju re-
sursa koje koristi poreska administracija radi ostvarivanja maksimalnih svojih
ciljeva ( www.tadat.org, module 4). Efective risk managment. POA-2. Uspo-
stavljanjem sistema procjene rizika umanjuje se neujednacenost u postupanju
i korupciji i umanjuju se druge mogude negativne pojave i proces bi trebao
rezultirati boljim pristupima u radu. Jasni i fokusirani izvje$taji omogucuju da
analiza rizika odmah identifikuje sektore koji ¢e pokazati:

* najvise rizi¢no rangirane djelatnosti;

* najrizi¢nije poreske obveznike u tim sektorima i subjekte koji su visokori-
ziéni;

* razloge za takav rang i pravila koji u najve¢oj mjeri doprinose tom rangu.

- Izrada djelotvorne strategije za poboljsanje poreske discipline i planova rada
— potrebno je izraditi planove i programe s ciljem identifikovanja moguceg
povecanja resursa i vjestina radi utvrdivanja prioriteta rizika za prihode i na¢in
njihovog tretiranja u cilju zastite finansijskih interesa u borbi protiv poreske
evazije. Razvijanje znanje o modalitetima i na¢inima povreda propisa je mo¢-
no sredstvo za borbu protiv povreda poreski propisa i kriminalnih aktivnosti.

- Uspostava efikasnih osnovnih poslovnih operacija - organizaciona struktura
je klju¢na funkcija poreske administracije, uposleni moraju biti adekvatno
pripremljeni, osposobljeni i opremljeni da bi mogli brzo i efikasno prilagoditi
promjenama u okruzenju — tu spadaju: usluge poreskim obveznicima, pod-
no$enje prijava, upravljanje obavjestajnim saznanjima i rizicima, kontrola i
istrage, prinudna naplata i procesuiranje prevare / krivi¢nih djela, itd.

Potpun, tacan i azuriran registar poreskih obveznika predstavlja kamen temeljac
pravi¢ne i efektivne administracije poreza. Registracija i numerisanje poreskih
obveznika su fundamentalni prvi koraci u upravljanju porezima. Registracija i
numeracije svakog poreskog obveznika podupire klju¢ne administrativne proce-
se koje se odnose na podnosenje, placanje, procjenu, naplatu I rjesavanje zalbi
(www.tadat.org, module 3, Integrity of the registered taxpayer base. POA-1).
Nijedan poreski organ ne moze adekvatno funkcionisati ako ne zna ko su poreski
obveznici i koji obveznici su duzni da podnose prijave i pla¢aju porez. Moderni
pristupi upravljanju disciplinom pocivaju na ta¢nim registrima poreskih obve-
znika, $to je osnov analize rizika, tako da se resursi opredijeljeni za jacanje pore-
ske discipline usmjeravaju na segmente koji nose najveéi prinos i rizik.
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Reforme poreskog tijela generalno su usmjerene na modernizaciju upravljacke
strukture i operativne strukture kao i na poboljsanje i povecanje obima usluga
koje se pruzaju poreskim obveznicima jer program usluga poreskim obveznicima
pojednostavljuje dobrovoljno postivanje poreskih propisa. U skladu sa navede-
nim osnovni cilj svake poreske administracije je pove¢anje dobrovoljnog posti-
vanja propisa i bolja naplata javnih prihoda. Poreske uprave moraju osigurati
da poreski obveznici imaju informacije i podrsku prilikom ispunjavanja svoje
obaveze i da mogu potrazivati svoja prava po zakonu. Savjeti i pomo¢ poreskim
obveznicima igraju presudnu ulogu u premos¢ivanju nedostatka (www.tadat.org,
module 5, Suporting voluntary compliance. POA-3.)

Usmjeravanje vlastitih resursa poreske administracije ka obveznicima koji upla-
¢uju vedinu prihoda dolazi do neracionalne upotrebe resursa na male obveznike
koji malo doprinose ukupnim fiskalnim efektima. Time se stvara prostor za sla-
bljenje finansijske discipline kod velikih obveznika, kao i prostor za poreske pre-
vare kod malih obveznika koji mogu da ne prijave uredno poreske obaveze i dau
dogledno vrijeme “nestanu”, znajuéi da poreska administracija nema kapaciteta
za kontrolu obveznika. Krajnji rezultat je ugrozavanje prihoda budzeta drzava.

Poreske administracije se moraju stalno nositi sa brojnim faktorima koji uticu
na porast raznih rizika i upravljanje rizikom ima vaznu ulogu u kompletnom
poslovnom procesu. Veéina poreskih administracija je u okviru svojih nadlez-
nosti usvojila CRM (engl. Compliance Risk Management) pristup upravljanja
rizicima, sa stohastickom procjenom rizika u skladu sa preporukama OECD i sa
rangiranjem i segmentacijom obveznika po odredenim kriterijima, koji se mogu
zasnivati na sljede¢em: (1) pojedinci; (2) veli¢ina preduze¢a—mikro, malo, sred-
nje i veliko preduzede; (2) neprofitne organizacije; (3) vladini organi i preduzeca;
(4) poreski savjetnici; (5) vrsta djelatnosti, visina prometa; (6) lokacija poslova-
nja; (7); dobrovoljnost registracije; (8) status izvoznika i sl.

Da bi se moglo uticati na poreske obveznike koji stvaraju poreski jaz, potrebno je
identifikovati i sistematski koristiti izvore podataka.

Izvori podataka, koji su neophodni u sistemu za analizu i upravljanje rizikom
mogu se podijeliti u dvije grupe: interni i eksterni. Interni podaci su oni koji su
dostupni poreskoj administraciji, kao $to su: sjediste poreskog obveznika, pri-
javljena djelatnost, odgovorno lice, efekat iz kontrole, dug poreskog obveznika
i slicno. Eksterni podaci su oni koji su dostupni drugim institucijama, a koji su
neophodni kako bi se unaprijedio proces analize i upravljanja rizikom, finansijski
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izvjestaji entiteta (bilans stanja, bilans uspjeha, izvje$taj o promjenama kapitala,
izvjeStaj o novéanim tokovima), promet preko transakeijskih racuna u zemlji i
inostranstvu, registar privrednih sudova (osnivanje, spajanje, pripajanje, gasenje
preduzeca i ostale promjene, visina osnivackog uloga, odgovorno lice, osnivaci).

CRM model procesa upravljanja rizicima (OECD, 2008) koji primjenjuju pore-
ske administracije prema standardima za koje se zalazu razna medunarodna tijela
i zemlje ¢lanice OECD-a prikazan je na (slici 1.).

Slika 1. Model procesa upravljanja rizikom

Operativni kontelkst

Utvrditi rizike
I

Procijeniti rizike i utvrditi prioritet

Ocijeniti rezultate

Pratiti izvrSenje
plana u pogledu
discipline

Analizirati disciplinu (uzroci, opcije u ® Registracija
pogledu postupanja)
* Podnosenje
| prijava

Utvrditi strategije za postupanje

Planirati i realizovati strategije

lzvor: OECD, 2008

Kljuéni elementi ovog modela obuhvataju sljedeée: akcenat se stavlja na utvr-
denim problemima u vezi sa procjenom rizika discipline, umjesto na kontroli
visokorizi¢nih poreskih obveznika. Primjeri ovih problema su: nepla¢anje pore-
za, ne podnosenje prijava, intenzivno poslovanje u sivoj ekonomiji u odredenim
sektorima, pogresna klasifikacija oporezive nabavke, npr. kao neoporeziv mate-
rijal, u odredenim bransama ili kod posebne grupe poreskih obveznika, itd.).
Odredivanje rizika prema prioritetu kako bi se akcenat stavio na pitanja najviseg
rizika sa ciljem ostvarivanja maksimalnih rezultata poreska administracija moze
dodatno profitirati.
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MATERUALI | METODE

Osnovni cilj predmetnog istrazivanja je analiza (ne)zadovoljstvo ispitanika po-
javama koje su u vezi sa poreskom evazijom. Da bi se ostvario postavljeni cilj,
empirijsko istrazivanje se fokusiralo na prikupljanje podataka kako od strane
poreskih obveznika tako i od zaposlenih u poreskim administracijama. U skladu
sa predmetom i problemom istrazivanja i ciljevima empirijskog istrazivanja u
uzorku na kome je sprovedeno istrazivanje dvije su klju¢ne grupe ili poduzorka:
200 poreskih obveznika (66,7%) i 100 poreskih inspektora (33,3%), cije stavove
se u okviru daljih analiza i interpretacije podataka dobivenih primarnim istrazi-
vanjem kompariraju. Fazom terenskog istrazivanja anketirane se dvije grupe is-
pitanika poreskih obveznika, po prirodi stvari ,suprostavljenih strana“, direktori
privrednih drustava ili drugo odgovorno lice (Federacija BiH, Republika Srpska
i Br¢ko Distrikt Bosne i Hercegovine) koji ostvaruju intenzivne kontakte sa po-
reskom sluzbom i zaposleni u profesionalnim organizacijama (poreski inspektori
Uprava za indirektno oporezivanje, Federacija BiH, Republika Srpska i Breko
Distrike BiH). Za potrebe sprovodenja istrazivanja, izraden je opsezan anketni
upitnik koji je reprezentativan i prigodan i koji sam po sebi predstavlja snaznu
inicijativu za daljna istraZivanja fenomena poreske evazije.

Dobijeni rezultati istrazivanja mogu potaknuti pojedince, organizacije (poreska
administracija) i druge institucije drZave na permanentno unapredenje faktora
koji uti¢u na poresku evaziju.

Opste (ne)zadovoljstvo pojavama po pitanju poreske evazije

U upitniku je kroz 11 tvrdnji analizirano (ne)zadovoljstvo ispitanika pojavama
koje su u vezi sa poreskom evazijom. (Ne)zadovoljstvo je mjereno Likertovom
skalom od 1 (uopste nisam) do 5 (potpuno jesam). Prema Sanders, Lewis i
Thomhill (1997), metoda Likertove dizajn skale u upitniku omogucuje istra-
zivacu da pita ispitanika o tome kako snazno se slazu ili ne slazu sa izjavom ili
nizom izjava. Prednost Likertove skale u upitniku je u tome $to omoguéuje laksu
kvantitativnu analizu. Kod varijable ,visinom poreskog optere¢enja” imali smo
114 nedostaju¢ih odgovora. Obzirom da je rije¢ o vrlo bitnoj varijabli u modelu
koji ée biti razvijen i kako ne bismo izgubili pouzdanost zbog smanjenog uzorka,
za tu varijablu uradena je imputacija na bazi odgovora ispitanika na ostale upite
o zadovoljstvu po pitanju poreske evazije.
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Tabela 1. Deskriptivna statistika stepena (ne)zadovoljstva ispitanika u uzorku po pitanju 11 tvrdnji u vezi sa
zadovoljstvom pojavama koje se odnose na poresku evaziju i poreski sistem.

Tvrdnje koje se odnose na poresku evaziju i Mini- Maxi- . Medi- Standardna
. N Prosjek . -

poreske sistem mum mum jana devijacija

3. Ukupnlm .t.i.rustvemm odnosom prema 300 1 5 220 2,00 998

poreskoj evaziji

3.2 Stepehom L{.komeje razvijeno javno misljenje 300 1 5 232 2,00 1,003

o poreskoj ev