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SURL]JYRGL VX VH VWROMHULPD R]QDpDYDOL NDNR EL V
LK MH SURL]YHR ,] WH pLQMHQLFH UD]YLR VH WUDGLFLRQD
upravljanje markom. Marka proizvoda posjeduje opipljive i neopipliveDppDMNH VYRJ
LGHQWLWHWD SXWHP NRMLK SULYODpL SRWURADpH NRPX!
odluke o kupovini prilikom izbora proizvoda ili uslugéloga marke je usmjeriti pozornost na
SURL]YRG NRML LPD VSRVREQRVWHSRGRMULMHH]|BRWMR &BIpBR

8 LVWUDALYDpNRP GLMHOX UDGD NRULAWHQH VX PHWR
awR QDMYL&H XWMHpH QD SRWHQFLMDOQH SRWURA&DpH SF

odluke o kupovini.

.OM X p Q HprbizvdtiHpatka, X SUDYOMDQMH PDUNRP SRWUR&DpPL LGH

kupovini

ABSTRACT

The products have been labeled for centuries to know who owns or who has producted
them. From this fact, a traditional approach to marking products and a general brand
managerant have been developed. The brand tbe product possesses tangible and
inexhaustible features of its identity through which it attracts consumers, communiites
consumers and makéseasier to make purchasing decisions when choosing a product or
senice. The role of thérand is to focus attention on a product that has the abilityetet the

demands, ie the wishes and needdhefconsumer.

In the research paof the papethe metlods of a survey questionnare were used to
investigate the most affesy potential consumers of certain age groups when making a

purchase decision

Keywords: product, brand, brand management, consumers, making buying decisions.
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1. UVOD

ODUND SURL]JYRGD XSRWUHEOMDYDD VWUR GaWDBRG\DH S)R \OA
YULMHPH QXGH UD]OLpLWH YUVWH SUR inogor@neMitkeQ D N L K
RGQRVQR SURL]YRyDpL VH QDGPHUX NDNR EL SULGRELOL L ]
SRVWDMX VYH |IDKWMHYQLML ORJOL ELVPR UHUL GD XSUDY
su ti koji biraju. Upravo marke u svemu tome iMX L]J]QLPQR YDaQX XORJX MHU
UD]J]OLNRYQR WUALAQR RELOMHAMH WH VWYDUDMX GRGDWRQ:

=D SRJLWLYQL UDVW WUAaL&QH YULMHGQRVWL PDUNH
Elementi marke bi trebali utjecati na pozitivne asocijadifeX SDFD SUHPD RGUHVHQRI
VDPLP WLPH L QD GRQRaAHQMH RGOXNH R NXSRYLQL 1D WH
UHUOL GD MH JODYQD XORJD PDUNH XVPMHULWL SDaQMX QD
FMHOLQD ]DGRYROMDW DR XD3HOWNWRIMLL S/RRANSHIEHDE R/ MHRD RIG U +
PDUNHWLQANH DNWLYQRVWL pHVWR XWMHpPpX QD VYLMHVW ¢
RGUHYHQH ALYRWQH DNWLYQRVWL

&LOM L SUHGPHW RYRJ |DYU&aQRJ UDppdzvodidteRuegUD YV QL W |
PDUNH X SRVORYDQMX WH SURFHVX GRQRAHQMD RGOXNH R

ODWHULMD RGQRVQR VWUXNWXUD UDGD VDVWRML VH
IDNOMXDP®NVNH VDVWRML RG WHR BhaygRjdpisudiDigradmptQ RJ G L |
UDGD 'UXJR SRJODYOMH RSLVXMH XSUDYOMDQMH PDUNRP
REMDaQMDYD VH SRMDP L GHILQLFLMD PDUNH 8 WUHUHP S
XSUDYOMDQMH PDUNRP YUVWH PDUDNDHWH MHDIdR@XEPY B D PL
PDUNH WH HOHPHQWH LGHQWLWHWD PDUNH 3HWR SRJODYO
SRJODYOMH REMD &€ iyiavjanjeVspl&raiAmarkD &8 dpoglavlje opisuje |
REMD&aAQMDYD LVWUDALYDQIRM AV MHJ R GXORYD WHD LG/R\QURDEH QYD B
SBULND]XMH aWR XWMHpH QD SRWUR&@DpH SUL GRQRAaAHQMX
QDMpHaAUH NXSXMX RGQRVQR NRULVWH

1D NUDMX UDGD L]QRVL VH |IDNOMXpDN 5DGofeg GRGDW
SUHJOHGD L ODN amrB UD K@ H MAHRYFDOQUWILDN H



2. UPRAVLJANJE MARKOM

21.329,-(67 2=1%y$9%1-%$ 0$5.20

2]1QDpDYDQMH SURL]YRGD SRVWRML VWROMHULPD RGQ
SURL]YRG R]QDpDYDR @DSREBHORNWI pipdyfld shobrdQiM H
SURL]YRGD GD EL |IDGRYROMLR JHQHULpPpNX SRWUHEX 8 GDQ
QD RQR a4WR PDUND ]QDpL ]D NOLMHQWD LOL awR PDUND JR

2VQRYQL FLOM R]QDpDYDQMD SURL]JYRGD ELOD MH LGH
NXSFL ODN&aH SUHSR]QDOL .DR SR]QDWL SULPMHUL R]QL
SURL]YRGLPD PRJX VH QDYHVWL .LQD *UpND L 5LPVNR &D
preSR]QDWL RVQRYQH ]QDpDMNH L QDPMHQX D WwWwstMH RGUH:
VWDELOQRVWD07:H.BDYBAWWGLOIUD PDUNH ELOD MH R]QDpDYDAQ
SUYHQVWYHQR MH LPDOD QDPMHUX |D&& ISWVWD RSRW|DRSDL
SURL]YRYDpD RGQRVQR YODVQLND PDUNH

=QDNRYL PDUNH SULND]JLYDOL VX SRGULMHWOR SURL]
SUHSR]QDWL L UD]XPMHWL QHSLVPHQL OMXGL 8 VUHGQMH
koja su kreirala svoje akove NRMLPD VX MDPpLOL FLMHQX L NYDOLWHW
NRQFHSW PDUNH SRWMHpH XSUDYR RG FHKRYVNLK XGUXaHC
SURL]YRYDpL SRVWDOL EURMQLML PDUND MH LPDIOD ]QDpH
Q9UDQHAHYLU 1D 4LUHP WUAL&AWX PDUND MH RODNADYDOD |

.DR aWR MH SUHWKRGQR QDYHGHQR SRMDP PDUNH SR\
VWROMHUD SRMDYOMXMH VH PDUNHWLQA&ANL SUIMakeXIS RGQR®
IRNXVX PDUNHWLQANLK DNWLYQRVWL 'DQuzvadiiaRéi SRMDY
SRGPLUXMX LVWH LOL VOLpQH &@4HOMH L |DKWMHYH SRWUR
WUALAWD PDUND ]DX]LPD PMHVWR XQWRWLW MWW SHRWFUHRSE D (VT
,VWR WDNR ELWQR MH LVWDNQXWL GD MH X GDQDaQMH YU
WH LJUD JODYQX XORJX SULOLNRP SULYODpHQMD L ]DGUACL
RGOXNH R NXSQML R.GQOHEHDR B BWNRD. [\DRKGMDMHYD LQWHQI]JLYQ
QMH]LQRM MH VUAL RGOLBW@ISURIHORGE W XVOXWLQRYLU



2.2.POJAM | DEFINICIJA MARKE

Marka se sastoji od naziva i/ili znaka, ali i ostalih elemenata, te aktivnosti koje
SURL]YRYyDpL GRGMHOMXMX QHNRP SURL]JYRGX XVOX]L LOL
0 njihovoj jedinstvenosti i/ili u odnosu prema ostalim komiskim proizvodima.
OUDQHZMXL0N 'UXJLP ULMHpPLPD PDUND S UHWGKRLDNDO NRE LNIRWP
WH PLVOL NRMH SRWURAaDpL LPDMX SUL NRQWDNWX V RGUH

$PHULPNR PDUNHWLQANR XGUXaHQMH $0$ GHILQLUD P
ili dizajn, odnosno njihovu kombinaciju, u namjeni prepoznavanja dobaraliga jednog
SURL]YRYyDpD LOL VNXSLQH SURL]JYRYyDpD LOL QMLKRYRJ
konkurenata. (Kotler i Keller, 2008:274).

%LWQR MH LVWDNQXWL NDNR MH YUOR WHaANR GHILQLUL
markom nije lako stra@ NL XSUDYOMDWL JERJ QMH]JLQLK GRGLUOMLYL
EL VH XSUDYOMDOR PDUNRP WUHED X]JHWL X RE]JLU VYDNL 1
kontakte i s konkurentskim markamiglarka je ime, znak, izraz, simbol, oblik ili njihova
KRPELQDFLMD NRMD X PQR&AWYX UD]JOLpLWLK SURL]JYRGD L S
RG GUXJLK ]DVQLYDMXiUL VH QD GRGDWQHW ISWL'RREBRANLP Y

IDENRYLUO L $QGUOLU ri i2gfddnjj En@rke poxatd QretiH S
RE]LU VOMHGHUH SDUDPHWUH

f poznatost marke

f GRALYOMHQD NYDOLWHWD
f asocijacije vezane uz marku

f lojalnost

9D4QR MH QDSRPHQXWL L SRMDP WUJRYLQVNRJ JQDND
]JODN QHNRJ SURL]JYRGD LOLR{QOEKUWINRMR®MHNVSURINF RGIHD IL
NOLMHQWLPD RGQRVQR SRWUR&GDpLPD RPRJXULOD ODNA&aH U
7UJRYLQVNL ]QDN VH PRaAH SUDYQR ]DAWLWLWL ODUND MH (
ima i dodatne elemente id8dLWHWD NRMLPD VH @8HOL GRELWL MHGLQVYV

6YLP GHILQLFLMDPD PDUNH |IDMHGQLpPpNR MH GD MH PDU
VLPEROD WH pLQMHQLFD GD MH PD.DND ¥ (BHR GR&RNDIPQRDU SIRVI
QD SRWUR&DpH RYLVYENIR PR ERVRBLPEHQMHQD GLVWULEXFL
GLIDMQ WH VYL RVWDOL pLQLWHOML NRML SUDWH RVQRYC
VWUDWHILMVNL LVNRULVWLWL NDNRREW QDGLAD & MRD WK NRXDLJ
SRWWHRRVWDWL ORMDODQ



ODUND PR&H ELWL RGUHYHQL VLIJQDO NRML XVPMHUDYTE
LVNXVWYR V RGUHYHQRP PDUNRP LVNXVWYR GUXJLK WH R
ODUND VYDNDNR ]QDpL RODNADYDQMHH G ROGRERYMRER G0 XQ\D
VSR]QDMD R PDUNL EU&H L MHGQRVW DYRY NIHY® RRFRNKLIMD R \RW
lojalnostt RGUHYHQRM PDUNL

ODUND VH ULMHWNR VWYDUD RGPDK SRWUHEQR MH G X
D SRVHELFNWYBGBRMSRGVYLMHVWL B5HQNR L %UHpLU

23.8/2*% , 9%$41267 0$5.( 8 326/29%1-8

ODUNH VH PRJX SURPDWUDWL NDR 9UDQHAaHYLU

]JODN VLJQDO LVND]JLYDQMD YODVQL&AWYD

sredstvo diferencijacije

funkcionalno sredstvo

VLPEROLPNR VUHGVWYR

sredstvesmanjivanja rizika

VUHGVWYR XaWHGH YUHPHQD

pravno sredstvo

VWUDWHaANR VUHGVWYR

8 GDQDaAQMRM VXYUHPHQRM HNRQRPLML WHaANR MH ]D

PDUNH ODUND NDR SURL]JYRG QH SRVMHGXMH YDAaQX GRGD

RGUHYKMQRFLRQDOQR DOL L RGUHYHQR HPRFLRQDOQR ]QD

YULMHGQRVW PRAHPR GHILQLUDWL NDR YULMHGQRVW NRMLC
ODUND |]D SRWUR&DpH SUHGVWDYOMD RGUHYHQX VLJXU

MHU LP SRPOCRMBAHQMX RGOXND SUL NXSQML ODUNH WDNR!

YODVQLNH RGQRVQR SURL]YRYyDpH 90ODVQLFL BRGQRVIQRFXUF

NDNR XVSMH&EQD PDUND SR QHpHPX PRUD ELWL GE&XJDpLMEL

PRUDMX RVMHUDWL VLIXUQR SRQRVQR WH ]JDGRYROMQR

GRGLMHOMHQD SURL]JYRGLPD L XVOXJDPD NRML LPDMX YHUI

UH WUaLaQD YULMHGQRVW PDUNH ELWL Y HuDdodhvanje NRQF!I

SURL]JYRGD L XVOXJD EUDQGRYLPD NRML VOXaH NDR PDU

2007:168)

~h ~h ~h ~n ~ ~H ~H



6 XYUHPHQL SRWUR&ADpPL UH VY DN DokbRdirdni.a3R Y MHIUNMDY VW L
PRIJXUQRVW SULYU&AHQRVWL RGQRVABRLOGDNMDY GRWNIR #DHILNLD
jamstva i jedinstvenost kvalitete VWR WDNR WDNYL SURL]JYRGL GDMX SR
NRG OXNVX]QLK SURL]J]YRGD NDR aWR VX QSU OHUFHGHV 5

ODUNH WDNRYHU LPDMX G U>XREWHOH Q DWRHPALWID S Q L PN
OFFRQDOG VD pLMH MH RWYDUDQMH PQRJLPD SRND]JLYDOR
SROLWLPNLYWR MVMDDER M B RudiijeWfranQUBEKE Macd Cole koje pojavijuje
]JERJ SRNXabDMD QDPHWDQMD DPHRLMNHMMNXRFRPUFRODE QDK G
SRND]XMH NDNR VH PDUNDPD X] WUAaLaQX PRJX YRGLWL L Q

24.8/2*$ , 9%41267 0$5.( =$ 795.(

Prema Kelleru (2003:9) marke za tvrtke su :
f sSUHGVWYR LGHQWLILFLUDQMD ]D MHGQRVWDYQLMH UXN
f VUHGVWYR |]D SUDYQX |DAWLWX MHGLQVWYHQLK RELOM
f VLIJQDO UD]JLQH NYDOLWHWH ]D SRWURADpH
f VUHGVWYR RERJDULYDQMD SURL]JYRGD MHGLQVWYHQLP
f izvor konkurentskih prednosti
f izvor financijskihprihoda
2]1QDpDYDQMH SURL]JYRGD PDUNDPD RODN&GDYD YODVQLF
WUaLAWX JERJ EURMQLK SRND]DWHOMD ILQDQFLMVNH L WUa
VWUDWH&a&NH SRVORYQH MHGLQLFH WHHQFRHMMD ¥ XOWW Y D
9UDQHAHYLU pravdwWDE WARMIXW L PDUNH NDNR EL VS
proizvoda ili usluga.
7YUWNH NRMH VX SUHSR]QDOH YDAQRVW PDUNH X SRVO|
biti daleko od svojih konkurenatd DUND WYUWNDPD QXGL ODN&H L EUAH N
SXWHP UD]QLK NDQDOD VPDQMHQMH UL]JLND SRVORYDQMD
GRQRAHQMHDBSBO XYWIDNRYHU PRJX X NOLMHQWX L]JUDGLWL M
9HOLNH WYUWNH NDR aWR VX QSU *RRJOH $SSOH 6D
VYRMLP WUaAL&W Lprepoziatjivemadke SRWYWLDMAHW X 5D]QD LVWUDALYL
GD VX WR PDUNH NRMH NOLMHQWL RGQRVWdra8 RAWItRADpL R
WUALAWD LOL SUR L] VYdika brikeRz\rdtRodtragco b @prinjera prepoznale
VX YDAaQRVW L XORJX PDUNH X SRVORYDQMX WH UH GXJRUR



Uloga marke u poslovanju je da postigne vrijediigsbgledu i svijesti klijenta odnosno
SRWURA&ADpD 7DNRYyHU MH YDAaQR GD SRWURADp LVNDaH OR|
NDR SUYX DVRFLMDFLMX RGUHYHQRJ SURL]JYRGD LOL XVOX,

marka osnova za izgradnju konkutrsh prednosti.

25.8/2*$ , 9$41267 0$5.( =$ ./,-(17¢(

SUHPD .HOOHUX PDUNH ]JD NOLMHQWH JQDpH
f identifikacija podrijetla proizvoda
f RGUHYLYDQMH RGJRYRUQRVWL SURL]YRYDpPD
f smanjivanje rizika
f VPDQMLYDQMH WUR&ANRYD WUD&AHQMD SURL]YRGD
f REHUDQMH XIRPARWYWR SORL]YRYDpHP SURL]JYRGD
f VLPEROLpNR VUHGVWYR
f znak kvalitete

ODUND MH X ALYRWX VYDNRJ NOLMHQWD RGQRVQR SR\
.OLMHQW V YUHPHQRP VWMHpH SRYMHUHQMH X SURL]JYRYD
PDUNL WH MH VYDNDNR PRJXUH GD PDUND SRWWBREAXH PDQDpD
.DGD NOLMHQWL NXSH SURL]YRG QMHJIRYD R]JQDND LOL PDL
podrijetla proizvodet WNR JD MH SURL]JYHR L WNR MH RGJRYRUDQ ]D
NDGD SURL]JYRG LVSXQL RpHNLYDQMD D@KaddNDG LK QH LVS
SURL]YRYDp R]QDpL SURL]YRG RQ VWRML L]D QMHJD WH NO
VX VH YHO NRULVWLOL LOL VX pXOL GD MH WD PDUND GREU|
VNXSLQL SURL]JYRGD VPDQMXMXDWWDRRGE R RV QRCHRIWM BRIANNEBHH
SUHGQRVWLPD NRMH PDUND SUXabD SRWURADpLPD GROD]L \
VPDQMXMH ULJLN SUL NXSQML MHU SRWURAaADpPpX JDUDQWLUD
RPRJXUDYD UD]J]OLNRYDQM3HURGCDA@B¥HOQKR SWRHAPRAEDOOHU . /
D.R., Brands and branding, New York, 200|QDQVWYHQL pODQDN 85/
http://bear.warrington.ufl. edu/CENTERS/MKS/invited/BRDS%20AND%20BRANDING.
pdf [pristup: 21.08.2018.]

%LWQR MH LVWDNQXWL GD VH RG PDUNH XYLMHN RpkH
Primjerice, ELOR NRMD REXUD X XVSRUHGEL V REXURP 1LNH $GL¢
LPD ]QDpHQMH MRHESH.(DWWWYH QR VWK ]YUDW MRM NOLMHQWL GI



http://bear.warrington.ufl.edu/CENTERS/MKS/invited/BRANDS%20AND%20BRANDING.pdf
http://bear.warrington.ufl.edu/CENTERS/MKS/invited/BRANDS%20AND%20BRANDING.pdf

ODUNH VX XVSMH&QH MHU PHYyX RVWDORP J]DGRYROMD
promatratt NDR HPRFLRQDO QI UID GGHEXEYW.YiH Q H JLJLDNL SURL]
RVREQRAUX NRMXNPXSERORWORPPMHBQWLPD VLIXUQRVW D SRV
markama npr. ( Lacoste, Fred Perry, ArmaniigMWR WDNR LPLG& RGUHYHQH P
SUXAaD RGUHYHQX PHQWDOQX YL]LMX

6XNODGQR VYHPX QDYHGHQRPH PR&H Vbl kWliaiL GD PL
proizvoda RPRJIJXUXMH ODN&L RGDELU RGQRVQR SRYHUDYD XpLCQC
SRPD&H NOLMHQWX GD XVPMHUL SDaQMX QD QHNL QRYL SU]I

z i

2y
Va )
4 LF
=D, L=

LACOSTE FREDPERRY

Slika 1. Lacoste kred Perry
,]YRU 9UDQHAaHYLU



3. 675%$7(4.2 835%$9/-$1-( 0$5.20

'DQDV MH SR]QDWD YDAQRVW XSUDYOMDQMD PDUNDPD ]
X SURL]JYRGQML SURL]JYRGD QDPLMHQMHQLK NUDMQMRM SF
SUHSR]QDWOMLYH SRWURADpPMPDaQYPNDMWKU B RWPH RIGHE@IRW DRE U
WYUWNH 9UDQHAEHYLIU

6WUDWHANL XSUDYOMDWL PDUNRP MHGLQD MH RSFLMD
LILVNXMH XYRYHQMH UD]UDYVH Q L Karkantreda Wit iskad Rulthz iQ MLKR'
viledQRVWL NRMH WYUWND RGQRVQR QMHQ YODVQLN ]DVWX
PHVWR QH SRYWRQRMWHIMHHIK. X NRMRM VH WR RG QMLK R]
YULMHGQRVWL ORNDOQLK PDUNL NRMLPBitr®RWtakRUiddpL RV WL
se strategija marke temelji na diferencijaciji i dodanoj vrijednosti. Upravljanje i kreiranje marke
oWist RGUHYHQRJ SURL] PRGN VAL EBXBHKYGLUDMX VDPR SURL]
WDNR LGHMH RVREH JWpraviayije prézaaeny, KreicarjeHnhiki! iHlizajn,

URL: http://www.vpsz.hr/media/files/Roces-PROIZVOD-1-DIZAJN-skripta.pdf [pristup:
26.07.2018.

Kada govorimo o suvremem upravljanX PDUNDP D P Rkakbd j¥ iHuzétHd L
YDAQR LQWHQ]J]LYQR SUDUHQMH SRWUHED L RpHNLYDQMD SF
SRWUHEH NXSDFD SUXaLWL PX GRGDQH YULMHGQRVWL WDN
stvoriti QRYL NDR RGJRYRU QD aHQ@BMNRIQ S/RRVIWH EYHD S@RV WRIA B |PC
YODVWLWX SR]JLFLMX QD WUAaLaWX, ¥dn&s@oQda \sX baria haR Q N X U
MHGLQVWYHQRVW L UD]JOLPpLWRVW VYRMH SRQWE& H X XRLODQUWKX
GRGDWQLK NRULVWL 2VWYDUHQMH WDNYLK FLOMHYD WY
njihovih marki.

BULOLNRP L]JUDGH L SODQLUDQMD RGUHYHQLK PDUNH!'
planiranom strategijom teve planirane aktivnosti mdd M X ELWL XVNODYHQH VD
FLOMHYLPD 3UHPD 9UDQHAaHYLUOX VNXSGIRNBURPDYV
upravljanja markama jesu:

f RGUHYyLYDQMH LGHQWLWHWD L XSUDYOMDQMH LGHQWL\
f (re) pozicioniranje marke i njezinih vrijednosti
f 2GUHYHYWDWDSXOWWD ASRUWRIROLMD?3® PDUDND

7TDNRYyHU VWUDWHaGANR XSUDYOMDQMH PDUNRP SRGUD]>
zbogWRJD aWR ]DSRVOHQLFL NRML VX GREUR REXPHQL X LQC
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marku, a ne sebe. Isto tako, u marketinggff QHNDG QLMH GREUR GUAaADWL VWL
L ]JDWR MH YDAaQR LVWUDALYDWL WUALdAWH L SURPMHQH QD

odluke se mogu mijenjati, ukidati te uvoditi nove.

3.1.VRSTE MARAKA

Osnovne vrste maraka s obzirom aODVQL&WYRGRPGMEHYVRL]YBDQHEH
2007:67)
f marka proizvoda
f marka linija proizvoda u okviru iste kategorije
f marka skupina proizvoda u okviru iste kategorije

f krovna marka skupina proizvoda koji nisu u okviru iste kategorije

ODUND SURL]YRGIDVNEBMKpPLYR VDPR ]D MHGDQ SURL]YR
QDYHVWL .UD&HYH ERPERQMHUH %DMDGHUD +DUPQRQ\
LQGLYLGXDOQD LOL SRMHGLQDpQD PDUND GDMH VDPR MHG

ODUND OLQLMH SURL]YRGDID]QDYWDBRHOEQRIEIDUS&QRILHF RVG
SURL]YRGD LOL GD VH QDGRYH]XMH ]D NRPSOHPHQWDUQH
marka Cedevita instant napitak koja je svoju liniju proizvoda popunila novim okusima (limeta,
grejp,bazga,aXPVNR YRUH

MarkaskXSLQD SURL]J]YRGD X RNYLUX LVWH NDWHJRULMH RE
X RNYLUX MHGQH GMHODWQRVWL NIRNSURPMMH PREAIHD YHAC
PDUND $MD[ NRMD SURL]YRGL SURL]YRGH ]D pL&A&WSHQMH ,V
RGQRVQR UDEL L PDUNX 3DOPROLYH L &ROJDWH X WRP VOX
PDUND RGQRVQR PDUND SRGUANH LOL SRGULMHWOD

.URYQD PDUND VNXSLQH SURL]JYRGD X RNYLUX LVWH ND\
YLAH UD]OLpLDNNRMIURIX YREBPLMHQMHQL UD]JOLPpLWLP WUAL
QUDQHAHYLUDR SULPMHU PRaH VH QDYHVWL PDUND .DZDVD
ELFLNOH L GU ,VWR WDNR PRAH VH QDYHVWL L PDUND 7R\F
prRL]YRGL WHOHYL]RUH PLNURYDOQH SHUQLFH WH RVWDOH



3.2.EVOLUCIJA MARKE

BURFHV HYROXFLMH PDUNH PRJXUH MH SUHGRpPLWL S
LIYRU 9UDQHAHYLU
f jedinstvena prodajna predispozicija ( USRniqueselling proposition } marka je
SULGDYDQD SURL]JYRGLPD NRML VX ELOL MHGLQVWYHQI
proizvode
f emocionalna prodajna predispozicija (ES#notional selling proposition-)proizvodi
NRML VX R]IQDpHQL PIWNRP]GRRALW DM DErDIMXPRFLMD L]D]
f organizacijska prodajna predispozicija ( OSérganizational selling proposition-)
tvrtka koja je vlasnik marke s vremenom postaje marka
f prodajna predispozicija marke ( BSBrand selling propositon)PDUN SRVWDMH MD
ILILDNLK GLPHQ]LMD SURL]JYRGD DOL L MDpD RG WYUWN
f prodajna predispozicija klijenata (MSEme selling proposition)xklijenti postaju
AYODVQLFLPD3 PDUNH L RGUHYyXMX VWUDWH&ENH VPMHU
f KR OL \pdajndN @redispozicija (HSRholisitic selling proposition)tmarka ima
]QDpDMNH NRMH MH PRJXUH SRLVWRY faH ¥nhbidzony SRWS
klijenta i marke

%URMQH PDUNH WHAH XSUDYR KROLVWLPpNRMNSHURBDMQ

WR L RVWYDULWL %LWQR MH LVWDNQXWL GD PLVLMD L YL
UDJUDYyXMH SRVORYQD VWUDWHJIJLMD VWUDWHJILMD RGQRVE
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4. IDENTITET MARKE | ELEMENTI IDENTITETA MARKE

,GHQWLWHW PDUNH QRYLMD MH SRMDYD X WHRULML PD
VSRPHQH LGHQWLWHW PLVOL VH QD L]JUDGmMdNa8 UIHSR]QD
VNXSLQD UD]JOLNXMH RG GUXJLK LOL QD, pregomdatiM@ RVW VI
RELOMHaAMD UHOHYDQWQD ]D VWYDUDQM HleménQiBevitidetty RN U X &
PDUNH UD]OLpLWD VX RELOMHAMD NRMD MRM GDMX LQGLYLC
RG GUXJLK PDUD3DD QL & U IWEDENLR Y L U

ODUND PRUD LQWHQ]JLYQR L HNVWHQ]JLYQR NRPXQLFLUD
RGQRVQR SRWURaADpLPD D LVWR WDNR L SUHPD ]JDSRVOHQL
vjerovati u nju te njegovati sve vrijednosti makako bi u nju vjerovali i sami klijentKlijenti
VX X VWDQMX SUHSR]QDWL L YUHGQRYDWL UD]JOLNX L]JPHYV>
PDUNH ,VWR WDNR X VWDQMX VX SUHSR]QDWL UD]JOLPpLWE
PDUNDPD NRML SRGPLUXMX LVWH SRPADUNKHO DN BM RN WRDMU
PDUNHWLQANH FLOMHYH

BUHGXYMHW L]JUDGQMH XVSMHaQH PDUNH MHVW RGJRY
L SRX]GDQR SRND]JLYDWL YULMHGQRVW PDUNH |]D NOLMHQ\
PRA&H VH REMDVYIQUNHL |Q INGORYNH NRMSE HFR GLUHIIX PSLOVWNH WD Q M D
NRMH UD]JOLNXMX PDUNX RG RVWDOLK PDUNL NRMH VX GRV\
SDNLUDQMH 1HVFDIH LQVWDQW NDYH pLML MH SURL]YRYDD
13 NDYD POLMBNRWIHNIHW PDUNH PRaAH VH REMDVQLWL L NU
PRJX GRaALYOMDYDWL NDR GD SRVMHGXMX QHNH OMXGVNH |
QDYHVWL UHNODPH X NRMLPD VODYQH RWRFPH HWINID PQR DR
Christiano Ronaldo reklamira NikR Y H W H Q L V N&kidn bsébaostildlijedi kultura marke
NRMD VH SUHQRVL WH LPD XWMHFDM QD VYDNL SURL]JYRG NI
LVWRGREQR SRVMHGXMHRR WMHHRGQURLIMRQ@MDMX. W YUHPHQR
osnovnu ideju marke te ju prenijeti javnosti. Odnos s klijentima razlikuje se od marke do marke,
povezuje kljenteV RGUHYHQRP PDUNRP L QMH]JLQRP NXOWXURP aWHF
segmente klijenat

3RG RGUD]RP PDUNH SRGUD]XPLMHYD VH XORJD PDUNI
NOLMHQDWD X RNROLQL 9UDQHA&AHYLU ORAaH VH UHUL
NDR SULPMHU VH PRaH QDYHVWL WLQHM G kékzali\bthdsliigiaM HQ M H
QHJR AW RWRHWDNR PR&AH VH QDYHVWL L VDPRSRWYUYLYDQ
RGUD]X QR WR MH ]QDpDMND PDUNH GD XWMHpPpH QD GRA
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GRALYOMDYD .OLMHQWL pHVWR NBEKEB NKY NRKSUWHH yXH @HH GPRADRJ NLIE
GRNDaxX .DR SULPMHU VH PRaH QDYHVWL NXSRYLQD VNXSR|
XYMHULOL RNROLQX L VHEH X YODVWLWX YULMHGQRVW WH

4.11 ELEMENTI IDENTITETA MARKE

Kao elemente identiteta marke mégiH MH QDYHVWL
naziv marke

znak marke (logo, simbol)

lik ili osoba

slogan

jingle

pakiranje

© ©O© O O © O ©

boja

Prema Kelleru (2081175 SUL RGDELUX PDUNHDBRWVYH EBEMR W HN S IUW
to su:
zapamtljivost
]ODpHQMH
dopadljivost
prenosivost
prilagodljivost
]DAWLWOMLYRVW
=DSDPWOMLYRVW VH PRaH GHILQLUDWL NDR SRVWL]DQN
PRJX ELWL QD]JLY VLPEROL JQDNRYL WH RVWDOL HOHPHQW
zaokupljati pozornost, a samim timeSULGRQRVLWL XVSWBRRAMWLV HADW®RI
GHILQLUDWL NDR PRIXUQRVW SRMHGLQLK HOHPHQDWD GD .
QD RGUHYHQX NRULVW PDUNH 'RSDGOMLYRVW PDUNH JRYI
potencijalnim korisnicima ® FLOMDQRP WUAL&WX D VDPLP WLPH L SR
PDawX 3UHQRVLYRVW JRYRUL GD HOHPHQWL PDUNH PRUDN
WUALAWD WH QD GU X JHrilagpdijivdst §dvdriMiad seS eleRbntl rRatk® tijekom
viemeQD WUHEDMX pHVWR PRGLILFLUDWL GD VH QH L]JJXEL Y
VXNODGQR FLOMDQRP WUALAWX =DaWLWOMLYRVW JRYRUL
PDUNH NRML UH VH PRUL ]DNRQVNL |DAWLWLWL L NRML UH E

= Th Th Th TH T
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4.1.2 NAZIV MARKE

1DJLY PDUNH PRaH VH GHILQLUDWL NDR VUHGLaAQML HC
RQDM GLR NRML VH PRAH L]JJRYRULWL QSU &RMDON&&®IOD 9HJ
VH PDUND SRLVWRYMHUXMH WYUWNIR\PRPOIVWBRD]VMRYyDPH® R
birati naziv tj. ime.
SRAHOMQH NDUDNWHULVWLNH QD]JLYD LPHQD VX
™ jednostavnostt SRGUD]XPLMHYD MHGQRVWDYDQ L]JJRYRU VD:
PRIXUQRVW REOLNRYDQMD SULPMHU ,3KRQH XPMHVWF
™ razlikovnost +podrazumijeva razlikovanje od drugih, a pogotovo od konkurentnih
marki; primjer Samsung i Huawei
™ kompatibilnost i asocijativnost na proizvod ili uslugu; primjer Rolex satovi
™emocie £t QD]JLY PDUNH PRUD SREXyLYDWL HPRFLMH YH]DC
usluge; primjer pagmi Hugo Boss, Chanel i Si Armani
™ SUDYQDiPR&/MWBEPLMHYD |DAWLWX RG PRJXUH JORXSRU
kako bi se osigurala jedinstvena vrijednost marke
™ opreznost+ RSUH] SUL NUHLUDQMX L XSRUHWEDVMHE X DHQHRI
QD]JLY VNXSLQH SURL]JYRGD SULPMHUL VX ALOHW L NDO
™ SUHQREOIMREBOWPLMHYD SURALULYD®WRE IGDL CIUXNH S
YUHPHQD WH SUR&GLULYDQMH QD NXOWXUROMRRIND JRY
Snickers i Orbit
™ VDaHMW AW RGUHYHQH PDUNH EL WUHEDR ELWL VDaHW

samih klijenata

2GDELU QD]JLYD PDUNH YDA&DQ MH MHU VH QD]JLY SURPD\
VH GRGDMX RVWDOL HOHPH®@WW QR DIGHAMMDNQXWL GD NOLNM
PDUNH ODN&H QHJR RVWDOH HOHPHQWH 1D]JLY PDUNH W!I
]DSDPWOMLY SRYH]DQ V SRJLWLYQLP DVRELMDFLMDPD WH ]
maraka nemaju sV DYHGHQH J]QDpDMNH QSU 'DLPOHU %HQ] 7DNF
VYMHVQR RGDELUX QDJLY NRML DVRFLUD QD GUXJH PDUNH
VH RNRULVWLOL QMLKRYLP LPLG&HP

1D]JLY PDUNH PRJXiH MH SURPDWUDIWMH @ORELRIRF RXD |
QHNX RG ]QDpDMNL RGUHYHQRJ SURL]YRGD 6XNODGQR W
RSUHQLWR L LOL QMHJRYH ]QDpDMNH YFRRA 19 UELQMH.A HBYLIHf HE R V
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f nestvaran (fiktivan) i ni u kakvoj vezi s proizvodnjom

f asoFLMDWLYDQ X QDPMHUL GD SRGVMHUD QD SURL]Y
proizvoda

f VXJHVWLYDQ X QDPMHUL GD SRVHELFH XYMHUDYD X
SUHGQRVWL QHNH RG |1QDpDMNL SURL]JYRGD

f s namjerom da opisuje proizvod u cjelini ili s posebrm@amjerom opisa pogodnosti
QMHJRYD NRULAWHQMD

4.13 ZNAK MARKE (LOGO, SIMBOL)

1HNH PDUNH VX YLAH SUHSR]QDWOMLYH JERJ ]QDND L °
negoli zbog naziva. Najbolji primjeri mogu biti Apple, Mercedes ili Audi. Marke sa svojim
LPHQRP L ORJRP RGQRVQR VLPERORP LOL J]QDNRP PRJX OD
QHPDMX QLNDNYD LVNXVWYD V RQLP aWR RGUHYHQD PDUND
SR][LWLYQH DVRFLMDFLMH NYDOLWHWD VYLYDQMH WH SHU

Znakove marke m XiUH MH SRGLMHOLWL QD WUL NDWHJRULMH

f IQDNRYL PDUNH NRML XSXUXMX QD QD]JLY PDUNH QSU

f IQDNRYL PDUNH NRML XSXUXMX QD QHNH J]QDpDMNH SUI
npr. Whirlpool

f JQDNRYL PDUNH MNsobhbstatavke ashtiXare® na potpis, npr. Virgin

Bitno je istaknuti da znak marke ima dugotrajnu upotrebu, a uz naziv marke mogu biti
L UD]OLpLWL ,VWR WDNR PRJX ELWL L NRPELQLUDQL ]DMHC
ili tvrtke. Mogu biti KRULAWHQL L VLPEROL NRML QHPDMX QLNDNY
YLIXDOQRVWL LPDMX YHOLNX VLPEROLPNX YULMHGQRVW
ROLPSLMVNLK LJDUD =QDNRYL PRJX EXGLWL DVRFLMDFL
vizualnosti. Kao primjg) VH PRaH QDYHVWL ]QDN PDUNH 1LNH NRML I
WUALAWLPD DOL 1LNH QD DUDSVNRP MH]JLNX PRaH EXGLWL
GD VLWXDFLMD PRaH ELWL REUQXWD QD]JLY PDUNH PR
znak/logo/d PERO PRAH EXGLWL QHIJDWLYQH DVRFLMDFLMH

=QDNRYL PDUNH PRJX VH PLMHQMDWL WLMHNRP YUHPH
9DAQRVW JQDNRYD RJOHGD VH X WRPH aWR VX VUHGVWYR
mogu u tome biti presudni iako su s8BnQMH]LQ GLR GRGXAaH L]JUD]JLWR ]DI
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UDQHAaHYLU SURPMHQD QD]JLYD PDUNH PR&H ELWL V
D SURPMHQD J]QDND QDMpH&UH UH ELWL VKYDUHQD NDR SRN.

4.1.4 LIKOVI

/ILNRYL NDR HOHPHQWL PDUNH VH NRULVWH XpLQNRYLW
GRGDWQR XWMHFDOL QD VWL GsbdbaQdidHkofe Hé) Fid Rdmiphig 7DNRY
SRVWL]DQMH SR]QDWRVWL WH SRGV MNBURQMLDO QFbfb & ® M H QL
SULPMHU DQLPLUDQLK OLNRYDSNVMH GCWHELY YNGR 0P OLWNRX N\SR G U
GMHpMX KUDQX 6WYDUQL OLNRYL NRML VX QDMSR]QDWLML
Man te Ronald McDonald.

Likovise moguPLMHQMDWL .DR L SUL SURPMHQL JQDNRYD S
NDR SULODJRGED L PRGHUQL]DFLMD PDUDND QHJROL NDR F
SURPMHQD QD]LYD 9uDQHaHYLuU

4.1.5 SLOGANI

6ORJDQ VH PRAH GHILRMDWIH NBHRHLXHRBDUMYHQX PLC
QDIJRYDUDMXUH L LQIRUPLUDMXUH J1QDpHQMH D UDEL VH X S
VH QDYHVWL VORJDQ A-XVW GR LW3 SR NRMHPX MH SR]QDW
A-XVW GR LW3 VH GXDRQYUBRHIIDVRVODREWMDO DAD OLFKDHOD
PDUND 1LNH SRAVWORQDDWRLPRAH VH QDYHVWL L VORJDQ A&F
je poznata marka Nokia.DR SULPMHU QD&aLK VORJDQD PRJX VH QDYHYV
A6 QHIHWRMHVMHE®RH®® 1DYHGHQL VORJDQL VX YDaQL ]D XVS
%WLWQR MH LVWDNQXWL GD VH VORJDQL NRULVWH X SURPR
medijaztWHOHYL]LMH UDGLMD SXWHP GUX&AWYHQLK PUHAaD

Slogan je potpora vizualnim komponentab& HQWLWHWD MDpD REDYLMHE
VNXSLQD pLPH QDJOD&DYD LGHQWLWHW RUJDQL]DFLMH NYI
Marketing i izgradnja branda, URL:
http://www.hzz.hr/UserDocsimages/Marketing%20and%20brandine@&@2inal. pdf
[pristup: 1.08.2018.]
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JUSTDOTT. NOIKIA

V Connecting People

Slika 2. Slogan Nike i Nokia
lzvor:(9UDQHAHYLU

4.1.6. JINGLOVI

Jinglovi ili napjevi mogu se definirati kao glazbene teme ili portdk®@ MH VH YHAaX X
RGUHYHQX PDUNX 1H SULPMHQMXMX VH WROLNR NDR RVW
AQHSUHQRVLYRVWL?® L XVPMHUHQRVAOWID QUEB¥IX(bLYR QD SBWR
MLQJORYD MH ELND XVSMHA&aQLM anj d@oshD infbbrBanM.DAKNPR P H G |
MLQJOH SMHYDQ WH ]DGUAL ]QDN PDUNH YHUD MH PRJXUQ!
SRIQDWRVWL PDUNH .DR SULPMHU PRJX VH QDYHVWL 7HOH
]JRRRP3 NRML LPD ]QDpD M bdbHodno\i@JDQD L QDSMHY

4.1.7. PAKIRANJE

SDNLUDQMH RGQRVQR DPEDODAD NRMD RVQRYQX QDPM
LVWR WDNR PR&A&H VH XSRWUHEOMDYDWL NDR SUHSR]QDWON
diferenciranja od ostalimaraka ili proiz\R GD QD WUAL&aW X

SDNLUDQMH PRUD ]DGRYROMLWL EURMQH FLOMHYH L
VWDMDOLaAWD SURBRIRYyDpD .HOOHU

f uputiti na marku

f VDGUaAaDYDWL RSLVDQH L XYMHUDYDMXUH LQIRUPDFLMH
f IDAWLWLWL SURL]YRG L RPRJIJXuULWL QMHJRY WUDQVSRU
f RODNabwL VPMHaAWDM X NXuDQVWYX LOL QD PMHVWLPD
f RPRIXULWL MHGQRVWDYQX SRWURaAaQMX L NRULAWHQMH

%LWQR MH LVWDNQXWL GD VX EURMQH PDUNH SRVWDOF
pakiranja. Kao primjeri mogu se navesti : boce Coca QoBINRODGD )HUUHUR 5RFKH
pak Raffaello kuglice. Pakiranje L]JOHG N R Q D pi@afujpoSebirululogiRpE 2gradniji
identiteta marke. Pod elementima pakiranja podrazumijevamo : materijal, znak, oblik,
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YLGOMLYRVW JUDILHERH @GW]DMOINWWHDWMBVWDNAYHU JERJ VY

kupce odnosno na njihove odluke o kupnii.

4.1.8. BOJA

%RMD VH PRaH GHILQLUDWL NDR VDVWDYQL GLR PDUNH
elemente+t SRpHYAL RG LYISMY LYDR Q@D NID SDNLUDQMD SD GR ERI
%RMD DPEDODA&H LOL SDN]LULPINGM]D D P DMV MRFDILY VD N L O L
SDNLUDQMD LOL SURL]JYRGD PRJX XWMHFDWL QD GRaLYOMTEL
NDYH RYLVQR R ERML aDOLFH L] NRMH VH SLMH .DR SULPMI
boja koja predstavlja marku Vegeta tXIEL p DV W D EjR pdposBtljiMaRdriRa Milka.

4.2. UPRAVLIJANJE ELEMENTIMA IDENTITETA

, ] JUDGQMRP LGHQWLWHWD SRVWLaH VH a8HOMHQD SHU
bLQH J]QDpDMNH NRMLPD VH X FLOMDSRWHYRKXEDQIQ INO LAHG
RGJRYDUDMXUD SHUFHSFLMD L LPLG& PDUNH Q9UDQHAaAHYLU
LQGLUHNWQR XSXuLYDWL QD SRYH]IDQRVW V RVMHUDMLPD
klijentima.

%LWQR MH SRpHW QdsniigBtiHapdybtdw el kda/s¥ k@ D iariRnju nove
PDUNH ,VWR WDNR LGHQWLWHW VH PRaH SURPDWUDWL |
RGUHYHQRP PDUNRP MHU RPRJXUXMH XVSRVWDODWRYMEQMH
LGHQWLWHW PRARXGCIILR\DOWR. WWDREAINNRFYH NRMH NOLMHQWL \
QMLKRYLK aHOMD L SRWUHED

,GHQWLWHW PDUNH X] SULYODpPHQMH LPD YHOLNR ]QI
PDUNH WLMHNRP YUHPHQD QD UD]JOLpPpLWLP Wtakautiza/d P D 9U
NUHLUDQMX LGHQWLWHWD PDUNH VXGMHOXMX EURMQH DNW
RGOXND 'REUR RVPLAOMHQ LGHQWLWHW PDUNH RODNA&DYD
time i upravljanje markom. Uz elemente identiteta kiR VX QD]JLY JQDN VORJI
SDNLUDQMH X L]JJUDGQML LGHQWLWHWD NDR SRPRU VOXaH

odjela i dr.
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5. KONCEPT VRIJEDNOSTI MARKE

Na vrijednost markeX WMHpPpH FMHORNXSQL LGHQWLWHi®tPDUNH L
VSR]QDMX NDR L XVOXJH WLMHNRP NXSQMH LOL NRUL&AWHQ
koji su imali iskuuN YD V WLP SURL]JYRGRP XVOXJRP VYH SURPLGAI
SURL]JYRG XVOXJX L MRa PQRJR WRJD 9UDQHaHYLU

9ULMHGQRVW PDUNH L]JJUDYyXMH VH GXJRWUDMQR WH QI
XVOXJRP 6DPLP WLPH YULMHGQRVW PDUNH VH PRA&H GH
RGUHYHQL SURL]JYRG LOL XVOXJD SRVWLJQH SROV&@kaQ MHQLF
MH YODVQL&AWYR WYUWNH DOL LPD YULMHGQRVW VDPR DNF

2VQRYQL pLQLWHOML NRML XWMHpX QD VYHXNXSQX YUL
f wuaLaQbD XVSMHAQRVW PDUNH LVND]DQD NDR RGQRV S
f RPHNLYD @R EX@GRXVWD WUaLaQD XVSMHEAQRVW PDUNH LV
profitabilnosti te prihoda od prodaje
f RGQRV PDUNH L NOLMHQWD QD WUAaLawx

%LWQR MH LVWDNQXWL GD SRVWRMH GYD:WD&QERIDWD
vrijednost marke i financijska vrigmost marke. 7H&NR MH UD]JUDQLpLWL WD
vrijednosti marke]ERJ WRJD d4WR VX PHYXVRESGRVEOERMHIDODQRR RIE(
'RPLQDQWQL pLQLWHOML WUAL&QH YULMHGQRVWL VX SR
SULSDGQRVW LVNXVWYD GRALYOMHQD NYDOLWHWD WH G
FinanciVNX YULMHGQROWI RGMWB yKBXRVQR NDSLWDO WH WURAI
SRVWLJOD WUAaLdQD YULMHGQRVW PDUNH 3UDYLOQLP XSUL
XVNODYHQRVW WUAL&QH L ILQDQFLMVNH YULMHGQRVWL PDL

51. 75&,41% 95,-('1267 ®E&ES

7U8L3Q0D YULMHGQRVW PDUNH MH RQD QHGRGLUOMLYD
PDUNH L NOLMHQDWD 9UDQH&HYLU %LWQR MH LVV
NOLMHQWD PRJXiUH SUDYLOQR XSUDYOMDAWLRIGQR WQHR U] LYN
X EXGXU@BRYWSULVWXSL PMHUHQMD WU&LAQH YULMHGQRV\
subjektivni, mogu slAkLWL NDR L]YUVQR XSUDYOMDpPNR RUXYyH MHU F
SRVOMHGLFH UD]OLPLWLK PDQRMWLREBINK D BMQNR RVWUHPD

1D WUALAQX YULMHGQRVW PDUNH XWMHpX pLPEHQLFL

X poznatost marke
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X RVMHUDML

x

lojalnost marke
X GRALYOMHQD NYDOLWHWD

X asocijacije vezane uz marku

5.2.POZNATOST MARKE

Poznatost marke podrazumijeekoliko je neka mark@oznata te koliko je prisutna u
VYLMHVWL SRWURaADpD 7DNRYHU RYLVL R WRPH NROLNR EU
NROLNR VX XSR]QDWL V QMHQLP YULMHGQRVWLPD 1D SR]
marke u medijim te ostale promotiwnaktivnosttRGQRVQR PDUNHWLQANH DNWLY
provodi kako bi njezina marka zaudeD AaHOMHQX SR]JLFLMX QD WUAaLawx

SRIQDWRVW PBEUWH WRIRIGVMHUDQMHP L EH] SRGVMHU
poznatost. Spontana poznatost govarikoje marke kljg@@ WL RGQRVQR SRWURA&DpPL
VH JRYRUL R RGUHYHQRM VNXSLQL SURL]JYRGD LOL XVOXJD
SULVMHWLWL VH PDUNH NRMD PX SUYD SDGQH QD SDPHW D
.DR SULPMHU V HoitArifeddN RMM RMMMWHALPRELWHOH SR]QDMHWH" .Ol
QDEURML PRELWHOH NRML PX SUYL SDGQX QD SDPHW 'RN N
SULPMHULFH QDEURMDWL UD]OLpLWH YUVWH PRELWHOD L W
je upoznat, as kojmneeDGDOMH SR]QDWRVW SUHGVWDYOMD L PRJX
DNWLYQRVWL NRMH YHU QD VDPRP SRpHWNX PRJX LPDWL G
YHUO SR]QDWL QD]JLY PDUNH

53. 26-(0%-, 9(=$1, =$ 0$5.8

2VMHUDWHUHQ@MD NRML VX YH]DQL X] RGUHYHQX PDUNX ¢
XORJX X GRQRAHQMX RGOXNH R NXSQML 9DaQR MH PLaAOME
=D NOLMHQWH RGQRVQR SRWUR&DpH MH ELWQRecKtnaH OL LK
njihovu uspjaQRVW WH KRUH OL ELWL YUMHGQLML SULYODDpPQLM
SRYH]DQL V RVMHUDMLPD MHU aWR VX VWDYRYL EROML L
NXSRYDWL SURL]JYRGH L XVOXJH R]YDPHB HNRBH HYHHIDR R W

vrijednost marke.
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5.4.'24,9/-(1% .9%/,7(7$

ORAH VH UHUL GD RSUHSR]QDWD PDUND QLMH GRYROMQ
QDOD]L RGJRYDUDMXUD YULMHGQRVW 9ULMHGQRVW PDUNH
RG YRGHWNKLWYWLpPpX XSUDYR NYDOLWHWX NDR MHGQX RG
SR]LFLMH D WSRPHWXNYDOLWHWH QDMpH&UH VH SRPLVOL
SURL]YRGD NRMH VX L]JUD]JLWR YDAaQH ]D NOLK&li®t8WH MHU
SURL]YRGD MH pLPEHQLN NRML JQDWQR XWMB\yeH &y ORMDO
Olsen, Comparative evaluation and the relationship between quality, satisfaction, and
repurchase loyalty, Journal of the Academy of Marketing Scien€@2, Zage 240, dostupno
nahttps://link.springer.com/article/10.1177/0092070302303frstup: 2208.2018.]

.OLMHQWL GRALYOMDYDMX SURL]YRG inOnharkam®RadX NRML
SURL]YRGH L XVOXJH UD]OLpLWH NYDOLWHWH QUDQHAHYL
RGQRVQR NOLMHQWL RGUHYyXMX NYDOLWHWX EH] RE]JLUD QD
misliti o kvaliteti. Treba imatinaumudaseDz VYDNH XVSMHaQH PDUNH NULMF
obzirom na marke konkurentskih proizvoda. Isto tako, tvrtka treba osigurati konkurentsku
SUHGQRVW L IDGRYROMLWL RpPHNLYDQMD NOLMHQDWD YH]D

Nadalje, potrebno je prikupiti informacie 8RWUHEDPD L aHOMDPD NOLMH
MH PRJXUH GRELWL LVSLWLYDQMHP NRMH SRND]DWHOMH NY
NOLMHQWL GRALYOMDYDMX NYDOLWHWX X RGQRVX QD NRQN
marke te odnos kligete i cijene i dr. Bitno je istaknuti da je stvaranje kvalitetnog proizvoda
LOL XVOXJH MHGLQL QDpLQ RVLIXUDQMD GXJRURpPQRJ SRVO
SULGRQRVL YULMHGQRVWL PDUNH MHU MH pHVWR JODYQL U

5.5.LOJALNOST MARKI

SRWHQFLMDOQL NOLMHQWL RGQRVQR SRWUR&DpPL UD]PIL
UH NXSLWL 7DNRYyHU LPDMX RpHNLYDQMD YH]DQD ]D RGUHY
WLMHNRP XSRUDEH SURL]YRGD GO LUK VIIRAW DYWL D RINHDYOMIHL URR
/IRMDOQRVW PDUNL SRGUD]XPLMHYD GD UH NOLMHQWL NDG
SURL]JYRGD LOL XVOXJD NRMLP aHOH SRGPLULWL VYRMH SR
ili usluge ako imaju na umu preBiIGQR SR]JLWLYQR LVNXVWYR Wrid, |IDGRYR
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ORMDOQRVW LOL SRQRYQL RGDELU PDUNH ]DVQLYD VH QT
zadovoljstvo markom.

3R X]JRUX QD $DNHUD LIYRU Q9UDQH&HYLU
pojedinoj marki, postoje nestalni klijenti, stalni klijenti, zadovoljni klijenti i klijenti zagovornici
PDUNH 1HVWDOQL NOLMHQWL SUL RGDELUX RGUHYHQH PDU
FLMHQH pLQH RGDELU ,VWR WD Nikom Bdahirdl proizvedg StdlimE L W D Q
NOLMHQWLPD PDUND WDNRYHU QLMH SUHVXGQD X RGDELUX
promjenu, ali ako spoznaju vrijednosti i opcije drugih marki postaju spremni na promjenu.
Zadovoljni klijenti svoje zadovoljstvor Ha X X] R G U H feth® fih PriarkaNiXa izrazito
YHOLN XWMHFDM 7DNRYyHU VX VSUHPQL SUHSR]QDYDWL L
promjene marku te su imuni na promotivne napore konkurencije. Klijenti zagovornici marke
YLAH SURFMHRMKM XRUMRIEDWIMH WH GRVDGDaQMD LVNXVWY
REUDUDMX SRJRUQRVW QD VDPH J]QDpDMNH SURL]JYRGD 7DN
L VSUHPQL VX MH SUHSRUXpPpLWL GUXJLPD X RNROLQL

.DR SULPMHU ORMDOQRJ NOLMH Qavésii kgdoma vhQoRel® RW U R &
1DLPH ORMDOQRVW SRWUR&DpPpD WYUWNH $SSOH VH RJOHG|
maloprodajna cijena konkurentskih mobitela znatno povoljnga. (Samsung, Huawei, Sony
L GU 8 QDYHGHQRM VljapxupeFehjd hre@&R MAtkiRAppldy alistdNtBKp ju
preferira u odnosnu na konkurenciju.

7TDNRYHU RG ORMDOQLK SRWUR&DpPpD VH RpHNXMH GD ¢
NRMLPD VH QXGL RGUHYHQD PDUND NRMRM VX anjpHNAR =ER.
XYRGH SURJUDPH YMHUQRVWL RGQRVQR ORMDOQRVWL NRM
UD]J]QLP NXSRQLPD WH SRSXVWLPD QD RGUHYHQX PDUNX S
SRWURADpPpH QD NXSQMX W ldristikoje bdvindrkenBgy @BtQ MD UD]JQH N
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60OLND , ] JUDGQMD ORMDOQRVWL SRWURA&DDPD
Izvor:|https://www.washaccess.com/home/whatisloyalty. fppstup: 25.07.2018.]

5.6.0STALE PREDNOSTIMARKE +$62&,-$&,-( , 9/$61,a792

.UHLUDQMH DVRFLMDFLMH V LPHQRP RVOQRYQD MH IXQN
GD RGUHYHQD PDUND EH] BMRFGMDELRVDL QWNRL FQORNDYL$VR
YHAX X] RGUHYHQX PDUNX NMAikiwmdina\i&dljd kpphSnaiRargradd adds
s klijentom.2GUHYyHQLP DVRFLMDFLMDPD PDUNRP VH XWMHpPpH QD
L WLMHNRP VYRMH NXSQMH SUHSR]QDOL RGQRVQR UHDJLU

Nadalje, kao ostale predno®DUNH PR&H VH QDYHVWL SRVMHGRY D
SDWHQWD 3ULPMHU WLK SUHGQRVWL PRAH ELWL L SRVHEDC
NDQDOLPD QSU SURL]JYRGQMH ]D SULYDWQX PDUNX WRJD ¢
WDNR PRQBYHVWL VOXpDM SUHGQRVWL RGUHYHQLK PDUNI
GRPDiUL SURL]WRRAVMDDILLAGRGDIWQHXSNMBRRMWDWSNRA.
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6. SPLET MARKI

Splet markiMH SRNXabDM RSWLPL]JLUDQMD EURMD PDUDND V
uagDQMD WH VH PRaH VPDWUDWL L LVNDQRR) WWmbgelrwitkeé JLMH W
SRVMHGXMX L XSUDYOMDMX YHULP EURMHP PDUDND 7DNR}
VPDQMLOH EURM PDUDND MHU YHUL EURM &ipriddajSogaH ]QDpL
s brojem maraka treba biti oprez&itno je istaknuti da svaka marka ima svoju ciljanu skupinu
i poziciju.Kao SULPMHU PRaH VH QDYHVWL WYUWND 1HVWOH NRMI
svaka od njih izvorn@Nescafe, Maggi, Libbg).

Za svaku marku u spletu treba jasno definirati ciljeve odnosno razlog postojanja, a to je
PRIJXUH VDJOHGDYDMXUL VDGDaAQMH L EXGXUH WUAaLaQH DWL
VSRVREQRVWL LOL SR]JLFLMH OUDQIDAMRLYRGLWL UDNR@BL
potrebi novih marki u spleti, a samimtimé NROLNR QMLK MH PRJXUH XVSMHAaC(

6.1.UPRAVLJANJE SPLETOM MARAKA

8SUDYOMDQMH VSOHWRP PDUDND X LVWRM NDWHJRULM
izazov samog upravljanjpf0OR4H VH UHUL GD VX ULMHWNH WYUWNH NRM
PDN L DNR VH WD PDUND SURWHAaH X YL awjaNebiohtnd&@kdh M D SUR
RVWYDUXMH SUHGQRVWL WDNR aWR VH IRNXVLUD QD UHVXU
PDUDND WDNRYyHU PRaAH RVWYDULYDWL EURMQH SUHGQRVWL
YHUHJ EURMD RSFLMD SRWHQFLMDOQLP NOLMHQWLPD

Pri upravljanju spletom maraki DAQR MH WUDMQR XVNODGLWL VSOHYV
WYUWNH 7DNRYHU MH YDAQR GD PDUNH X VSOHWX EXGX KL
Na dnu ljestvice trebaju biti marke usmjerene prema klijentima BjilMH FLMHQD YDADQ
X GRQRAHQMX RGOXNH R NXSQML RGQRVQR RQH PDUNH QL
VSOHWX EXGH XVPMHUHQD QD GRYRQ@MO Rk tadude jAshbJPHQ W
diferencirana

9LAH PDUDND X RNYWUMHMBGQM ONDWOH. ERVY X LVWH WYUW
NUR] QOMLKRYH SR]JLFLMH L WR NDR RVQRYQD PDUND SUH\
PDUND 9UDQHAHLWQR MH LVWDNQXWL GD MH RYDNDY VS
QDMYDAQUHM I MR MH VWRAHUQD PDUND RGQRVQR PDUND
RVWYDULYDQMD SURILWD WH UD]J]QLK NRULVWL ,VWR WDNR
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WUAL4AQL XWMHFDM MHU RVWYDUXMH QDMYHiUL SWLKRG WY
konkurenciie. 0DUND SRGUANH RGQRVQR SRGUDADYDMXiD PDUND
A4HOMD L SRWUHED NRMH VH QH PRJX |DGRYROMLWL PDUNRP
WUAL4QD YULMHGQRVW D VDPLP W LKatimRrkawitvrBeUBokehal VO L p
PDUND VOXAL ]D ]JDAWLWX PDUNH XWYUGH RG DNWLYQRVWL
%LOR GD VH UDGL R PDUNDPD V YLARP FLMHQRP LOL PDUN]|
VYRMRP FLMHQRP VPMHAWD L]PFARX MHR @MYWHMW 0 R & HF I/ M HQ
PRUD SRVMHGRYDWL L SUX48DWL QHAWR SRVHEQR NDNR EL
PDUND XVPMHUHQD MH QD SVLKR O R gdhKcionaliuMijeBrQs W P DU |
XVPMHUHQD QD PDQML WU&L&AQL VHIJPHQW

2YDNYLP VSOHWRP VH VWR&HUQRM PDUNL RGQRVQR PDUNL
NRQNXUHQWVNLK PDUNL D VDPLP WLPH RVLJXUDYD VH S

segmenata klijenata.
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7. MARKA +'212a(1-( 2'/8.( 2 .8329,1,

8 GDQDAaQMRM VXYUHPHQRM HNRQRPLML VYH MH WHaH
aWR VXYUHPHQL SRWURAaDp LPD UD]JQH PRIXUQRVWL L]JERUL
VYRM SRWURAQIR QD REYDE NXSFL SRVHEQR REUDEliR X SR]RI
]JODWQR XWMHpHWURE DPpPM DOQRPLWRY SR P H7 D NRY HRGEG OXNIX] @L R
YDaQR GD SURL]JYRYyDpL QD wWUaLawX QXGH NYDOLWHWQH
NYDOLWHWQRJ SURL]YRGD UH]XO WimUuime tDvGdRINIR @ddovukeY RP SR
drugima te lojalnosti odnosno ponovnoj kupoviniVWUDALYDQMD VX SRND]DOL
SRWURADpPD SURL]OD]JLUXSNYD GGINNVRWH PDARRVW LGHQWLW

VWYDUDQMX ORMDOQRVW L USRYNGDGQWDHKBNPOLE@DD |
https://hrcak.srce.hr/5228pristup 20.08.2018.]

3URL]YRGL NRML QHPDMX RGUHYHQX NYDOLWHWX L DNF
WUSLAWX 7DNYH PDENSRWKUREBDMNRBMWILWKNQH]DGRYROMQL
XVOXJD RGEDFLW UH PDUNX NRMRM VX YMHURYDOL D VDPL
PDUNRP %LWQR MH LVWDNQXWL GD WYUWND QH VPLMH XO
'UXJLP ULRWPRPDYDOLWHWH WYUWND WUHED PDUNX RGUHYVH
L WR QD QDpLMUGR \DHD XAQMQX SURPRFLMX PDUNH &WR UH
UH]XOWDWRP 7DNRyHU MH ELWQR LVWDNQXWL GDMNYDOLW
LJGUAOMLYRVWL LOL WUDMQRVWL SURL]JYRGD YHi L HPRF
SRILWLYQL VWDYRYL RGX&HYOMHQMH ]JQDQMH WH LQIRUPL

=D GRQRAHQMH RGOXNH R NXSRYLQL FLMHQD MH WDNF
poWURADpL VPDWUDMX LQGLNDWRURP Y U LRpGsQR¥W ta RGUH Yy
VX ORMDOQL SRWURADpPpL PDQMH RVMHWOMLYL QD FLMHQX
SUHIHULUDQMD RGUHYHQH PDUNH SR WudkoBpha kvalitdil, MHQ X
GL]DMQ LQRYDFLMH WH RVWDOH NRULVWL NRMH GRELYDM X

.DGD SURPDWUDPR PH{yXROLWHWHK BUMMEBRNNVREDND NRH
YMHUXMX RGQRVQR NRML VX SUL ktabtéti Qiti nRiGeldorshHQiRM! P D U N L
NDGD MRH GRORIPHQMX RGOXNH R NXSRYLQL RGUHYHQH PDUN
SRWURADpPL VX ORMDOQL WH FLMHQD QHPD YHOLN XWMHFD
QHJR MH SRWURBDMQYMHMNKDRGIRINYMQX PDUNX OR&H VH UH
FMHQRYQR RVMHWOMLYL NDGD VPDWUDMX GD RGUHVHQD
7DNRYHU SURL]YRGL L XVOXJH RGUHYHQH PDUNH NRML LPDWM
ciiena. Ako VH SRWUR&DpP RGOXpL QD NXSRYLQX MHIWLQLMHJI S
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QHUH ]DGRYROMLWL VYRMH 3@8HOMH L SRWUHEH WH RpPHNLY
kupovinu druge marke proizvoda, ®$P LP WLPH L GUXJRJ SURL]YRegDpD RGQ

Bitno je istaknutiL SRMDP UD]LQD NYDOLWHWH NRMD WUHED S
PDUNH QD FLOMDQRP WUALAWX RGQRVQR SSRMRUREDG® LPRGDQE
RpHNXMX .DR SULPMHU VH PRA&H QDYHVWH QRE NW R CGGNWRN M 1B X
& NRML QHUH LPDWL UD]JLQX NYDOLWHWH NDR OHUFHGHYV
VNXSLQL UD]JOLNH X MDpLQL PRWRUD NYDOLWHWL PDWHUI
te ostaloj dodatnoj opremi).DNOH PRBNOMXpLWL GD UD]LQD NYDOLWH
VNXSLQL SRWUR&DpD NRMLPD MH SURL]YRG QDPLMHQMHQ
proizvoda iste kategorije.

MoaH VH UHUL GD GL]DMQ L LQRYDFLMH WDNRYHU PRJX
okupoviQL 5D]JORJ WRPH PRA&H ELWL SUHIHULUDQMH LOL YMHU
RG UD]J]ORJD PRaH ELWL SUHVWLAa LOL VDPRLVND]JLYDQMH .I
NRMD VH YHU GXOMH YULMHPH X] NYDO Lrgdsiwy, XoRpaQi® QMD L
1LNH RGUHYyXMH FLMHQH SURL]JYRGD VXNODGQR QMHQRM N
1LNH XODaH L X LQRYDFLMH WH GL]DMQ 1LNH VYDNH VH]RC
LQRYLUDQLK SURL]YRGD X WDWRIGRGIDM M HV SR MW Y NfH GRER W Q
LVWDNQXWL GD NRPSDQLMD 1LNH LPD RNR pODQRYD QD R
WHVWLUDQMD L LVWUDALYDQMD 8] YUKXQVNH VSRUWDA&H R
time i nositeli KOMXQLNDFLMH RNUHQXWL VX QDMYLaH PODGRM
NRPSDQLMD 1LNH LVWLpH MHGDQ RG VYRMLK VORJDQD A$N
QDJODVLWL NDNR VSRUW QLMH VDPR ]D RVREH NRMH VH ¢
svakodngno potreban svakoj osobi bez obzira na dob, spol, zanimanje i dr. Uz kvalitetu, dizajn
iinovacije 1LLNHRYH SURL]YRGH pHVWR SUDWH YLVRNH FLMHQH |
NRULVWL L |[DGRYROMVWYD NRMH LP SUXAaDMX

.DR SULPMHU VHi Rpadija@@pk HdjaNd_poznata po inovacijama na
SRGUXpMX GL]DMQD X NDW HKdpdnialAppIR Edziete (@ Do Idizkjiup X Q D O
UDpXQIFDNRML VH RGOLNRYDR QHRELPpQLP GLIDMQRP REOL
VNXSLQH SRWwhwtikeDDF6MH SRVWDR QDMSURGDYDQLMH RVR
AppleD D NDVQLMH VX QMHJRY GL]DM@niasRApPED @ddelim& U XJL N
svojih proizvoda iPad, iPod, iPhone nastavila ulogu predvodnikazajnd te inovacijama. Uz
dizajn te inovacije, a samim time i kvalitetu AppYH SURL]YRGH pHVWR SUDWH )
NRML VX SRWURAaADpL VSUHPQL S@DPWIPRIE LWR OG DRCDUN IR QRBK
QHPDMX NYDOLWHWX NDR awWR VX LPDORQ®HNDYG) VBNDR ESUS it
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SR]JLFLRQLUD QD WUAaL aWmrPhordJeké]i S¢ Prhipvea20RR gadire po dahu L
MH YUOR VOLPDQ L3KRQHX NRML MH SURL]JYHGHQ J
NRQNXUHQWVNH NRPSDQLMH N nRdeddatdko \kvalitetbije V &jéndmL + X D Z
SULVWXSDpQLMH PRELWHOH QHJR aWR MH WR L3KRQH 1R E
Apple bez obzira na kvalitetk YLVRNX FLMHQX L GDOMH RVWDWL YMHU
SRWURADpPL NRANLzHOX viedi€djeHe ddbitkla iPhone kupovati tu marku zbog
SUHVWLAD LOL VDPRLVND]LYDQMD 1DYHGHQL SULPMHUL L]\

,675%$48,9%$1-826783%. ,675%$4,9%1-%

=D SULNXSOMDQMH SRGDW D MjernXngrithireRt lddridEnG ahkistit U L & W F
XSLWQLN NRML VH QDMpHAUH NRULVWL 8 LVWUDALYDQMX N
analizirani putem Googlevog programa Google Docs te putem programeeEu kojemu su
LIJUDYMW@LLNRQL WHVMRYNHVIRQP YOWDVWQDOL]LUDQL SRGDFL
23. srpnja 2018. godine.

CiievL RYRJ LVWUDALYDQMD VX LVWUDALWL
f . ROLNR FLMHQD NYDOLWHWD GL]I|DMQ LQRYDFLMH L GI
f 1D aWR PDUND DVRFLUD SRWUR&DpPH
f aWR QD SRWURMBPpH QDMXYILMRPXWXSRYLQH RGUHYHQH PL
f /RMDOQRVW NXSDFD RGQRVQR SRWURA&DpD
f 2VMHWOMLYRVW SRWURaADpD QD SURPMHQH FLMHQH RG
f . RMH PDUNH SURL]YRGD SRWUR&DpL QDMpH&aUH NRULVW

Ispitanici su podijeljeni u grupe ovisno prerdabnoj skupini kojoj pripadaju. Prva
VNXSLQD LVSLWDQLFL VX RG GR JRGLQD GUXJID VNXSL(
VNXSLQD LVSLWDQLFL VX RG GR JRGLQD WH pHWYUWX

7.2. ANALIZA I INTERPRE 7$&,-$ 5(=8/7%$7% ,675%$4,9%$1-%

UXNXSQRP X]JRUNX RG LVSLWDQLND X DQNHWQRP XSL
L &HQH RGQRVOQR PX4NDUDFD WH A4HQD
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Grafikon 1. Spol ispitanika
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= 18-25 = 25-35 = 35-45 = 45-50

Grafikon 2. Dob ispitanika

SUHPD GREQRM VWUXNWXUL X LVWUDALYDQMX MH VXGM
14% ispitanika od 25 do 35 godina, 6% ispitanika od 35 do 45 godina, te 3% ispitanika od
45 do 50 godinaJ grafikonu 2. detaljno je prikazana dob svih ispitanika tadgivo da
QDMYHUL XGLR LVSLWDQLND pLQH PODGL RG GR JRGL
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*UDILNRQ 6WUXpQD VSUHPD LVSLWDQLND

,] QDYHGHQRJ JUDILNRQD PRaH VH YLGMHWL GD MH
SSS ima 46% ispitanika, KV 4% ispitanika, NKV 2% ispitanika, te VSS 47% ispitanika.
7DNRYHU VH PRAH YLGMHWL GD QDMYL&H LVSLWDQLND LPD

73 ,63,7,9%1-( +,327(=$% ,675%$4,9%1-%

Kada pomislite na marku koji od
navedenih odgovora vam prvi pada na
pamet?

BOJA mmmmm
KVALITETAm—m—
ZNAK, LOGO e —
DIZAJIN
IME MARKE I

0 10 20 30 40 50

GUDILNRQ 3UYD DVRFLMDFLMD LVSLWDQLND QD RGUHYH

Od 100 anketiranih ispitanika 42% se izjasnilo da im znak ili logo marke prvi pada na
pamet, a 21% ispitanika se izjasnilo da prvo pomisle na kvali&®s,ispitanika prvo pomisli
na ime marke, 7% ispitanika pomisli na boju, a samo 4% ispitanika prvo pomisli na dizajn. U
SUHWKRGQR QDYHGHQRP JUDILNRQX YLGOMLYR GD QDMYLA
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Grafikon 5. Utjecaj pri odluci o kupniji pro izvoda

1D SLWDQMH AaWR RG QDYHGHQRJ ]D 9DV NDR NXSFD F
SUL RGOXFL R NXSQML SURL]YRGD?3*" LVSLWDQLFL VX LPDOL
JUDILNRQD PRaH VH YLGMHWL GD MH prilodiGci MkOpMinNZ2a RG IR Y
QMLK LPDMX QDMYL&H XWMHFDMD LVSLWDQLND L]MDVQL
]DWLP VOLMHGL GL]DMQ NRML LPD XWMHFDM QD LVSLWL
QDMYLAH XWMHFDMD RAM VHLYISGWBWLNDD GLMHQD WDNRYHL

LVSLWDQLND 8VOXJD QDMYLAH LPD XWMHFDMD QD LVS
ispitanika.,] SUHWKRGQR QDYHGHQRJ PRA&H VH |IDNOMXpLWL GD F
pi GRQRAHQMX RGOXNH R NXSRYLQL
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*UDILNRQ SBWMHFDM NYDOLWHWH SUL NXSRYLQL RGUHYHQ
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Iz prethodnoQDYHGHQRJ JUDILNRQD PR&H VH YLGMHWL GD I

QD LVSLWDQLNH L WR QD QMLK X J O X WQVRFD BX VM W . HQ®I DX V

LVSLWDQLND XJODYQRP QH XWMHpPH QD VDPR LVSLWDQ

,] SUHWKRGQR QDYHGHQRJ PR&H VH ]DNOMXpLWL GD NYDOL!
SRWURADpH SULOLNRP GRIQR&HQMD RGOXNH R NXSR

h 1}iYi ui €] Ji v uéi
11 YE % E] Ilp%vi] } E
h}% v usH

hPo Aviu v LISi

h A o]l}i ui E I

0 10 20 30 40 50

*UDILNRQ SWMHFDM FLMHQH SUL NXSRYLQL RGUHYHQH PD

,] OQODYHGHQRJ JUDILNRQD PR&H VH YLGMHWL GD FLMF
DQNHWLUDQLK LVSLWDQLND XJODYQRP XWMHpH QD LVS
ispitanika, XJODYQRP QH XWMHpH QD VDPR LVSLWDQLND XR
LVSLWDQLND OR&H VH |[DNOMXpLWL GD FLMHQD XJODYQRF
RGOXNH R NXSRYLQL RGUHYyHQH PDUNH SURL]YRGD
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Grafikon 8. Osijetljivost kupaca na promjenu FLMHQH RGUHYHQH PDUNH SURL]

6D WYUGQMRP GD VX ORMDOQL NXSFL RGUHYHQH PDUNH

FLMHQH X SRWSXQRVWL VH VODaH

LVSLWDQLND XJODYQ

VH QH VODaH LVSLWID @M DNOPBEGIDYQRASLWDQLND D XRS
LVSLWDQLND 1D WHPHOMX SUHWKRGQR QDYHGHQRJ PRA&H
SRWURaDpL XJODYQRP PDQMH RVMHWOMLYL QD SURPMHQX
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REJLUD QD FLMHQX awRastiD ] XMH SLQVID QDNDQRGARMRULOR M
SRYHUDQMD FLMHQH XWMHpH QD QML KRKXKYKXRR & GUNRGIR NNEKISARLM
NROQNXUHQFLMH a8WR ]QDpL GD VX PDQMH ORMDOQL SRWURA

ORAH VH |DNOMXpLWL GD SRYHUDQMH FLMHQD RGUHYHQH P
kupniji.
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Grafikon 10. Utjecaj imena marke na odluku o kupovini(Graf ne valja)

Iz navedenog grafikona vidljivo je da je 17% od ukupno anketiranih ispitanika
RGJRYRULOR GD LPH PDUNH X YHOLNRM PMHUL XWMHpH QL
RGJRYRULOR MH GD LPH PDUNH XJODYQRR 2X%Vispithpikh QD QM|
RGJRYRULOR MH GD LPD PDUNH QLWL XWMHpPpH QLWL QH XW
LVSLWDQLND LPH PDUNH XJODYQRP QH XWMHpPpH D QD LV
SUHWKRGQR QDYHGHQRJ PRAH VHQJDMN & W XIgH AL QADD SIR-PVA URRE D
NXSQMH RGUHYHQH PDUNH SURL]JYRGD
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Grafikon 11. Utjecaj dizajna na odluku o kupovini

,] SUHWKRGQR QDYHGHQRJ JUDILNRQD PRaH VH YLGMHW
naodluci o kupnijii to na 22% ispitanika XJODYQRP XWMHpH QD LVSLWDQL
QH XWMHpPH QD LVSLWDQLND XJODYQRP QH XWMHpPpH QD

LVSLWDQLND OR&H VH IDNOMXpLWL GD GL]IDMQ PDUNH XJ

da je vrlo bitarkao cijena i kvaliteta.
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*UDILNRQ XSRYLQD RGUHYHQH PDUNH REXUH
,] QDYHGHQRJ JUDILNRQD PR&H VH XRpLWL GD SRVW

NXSXMH SUHWHAQR LVWX PDUNX REXUH D LVSLWDQLND
odnosno NisLORMDOQL RGUHYHQRM PDUNL
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prehrambenih proizvoda?

= DA = NE

*UDILNRQ XSRYLQD RGUHYHQH PDUNH SUHKUDPEHQLK Sl

,] ODYHGHQRJ JUDILNRQD PR&H VH XRpLWL GD RG XN
SUHWHAQR LVWX PDUNX SUHKUDPEHQLK SiidRaid,RGRGQRYV
LVSLWDQLND QH NXSXMH SUHWH & @&, b\éamin iz bisuXojail HK UD P
RGQRVQR YMHUQL RGUHYHQLP PDUNDPD

<H%o i § 0] % @E 5 Tv} ]
mobitela?

= DA = NE

*UDILNRQ XSRYLQD RGUHYHQH PDUNH PRELWHOD

,] SUHWKRGQR QDYHGHQRJ JUDILNRQD PaRketitakhH XRpLV
LVSLWDQLND SUHWHAQR NXSXMH LVWX PDUNX PRELWHOD D
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automobila?

= DA = NE
*UDILNRQ XSRYLQD RGUHYHQH PDUNH DXWRPRELOD
,] QDYHGHQRJ JUDILNRQD PRaH VH XRpLWL GD RG
SUHWHAQR XNRPHOXMNK DXWRPRELOD D LVSLWDQLND SUHYV

automobila.
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*UDILNRQ ODUND REXUH NRMX NXSFL QDMpH&UH NXSXMX

,] ODYHGHQRJ JUDILNRQD PR&H VH XRpLWL GD NXSFL QI
to njih 42%, zatim slijedi markaikke koju kupuje 29% kupaca. Marku Converse kupuje 17%
kupaca, marku Reebok kupuje 4% kupaca. Nakon toga slijedi marka Puma koju kupuje samo

2% kupaca te marka Vans koju kupuje 1% kupaca. U kineskim prodavaonicama kupuje 1%
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kupaca, a otale marke kupuje 4% ISDFD 1D WHPHOMX SUHWKRGQR QDYHC
GD QDMYHUL EURM NXSDFD NXSXMH PDUNX REXUH $GLGDV

Marka prehrambenih proizvoda koju
lu% ] v i | %o ip
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*UDILNRQ ODUND SUHKUDPEHQLK SURL]JYRGD NRMX NXSFL

,] ODYHGHQRJ JUDILNRQD PaRiahrefitdmkeRd insvka kiipcM H 3R G
QDMpHAaAUH NXSXMX L WR NXSDFD |]DWLP VOLMHGL PDUNLEL
CocaCola kupuje 19% kupaca, Jamnicu kupuje 8% kupaca. Marku Nestle kupuje 7% kupaca,

WH PDUNX .UDa WDNRYHU NXSDFD ODUNXa6BOUASEIEYVNL NL
PDUNX NXSXMH NXSDFD 'D QHPD RGUHYHQH PDUNH SUHI
WDNRYHU NXSDFD

D &I u} ]S o I}igIlp% ] v i
kupuju

50

*UDILNRQ ODUND PRELWHOD NRMX NXSFL QDMpH&UH NXS)>
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,] ODYHGHQRJ JUDILNRQD PRaH YLGMHWL GD MHIBDPVXC
kupuju i to 44% kupaca, zatim slijedi marka Huawei koju kupuje 32% kupadku Apple
kupuje 7% kupaca, a marku Sony kupuje 11% kupaca. Marku Nokia kupuje samo 1% kupaca,
D PDUNX ;LDRPL NXSXMH NXSDFD 'D NXSRYLQD PDUNH
RGJRYRULOR MH NXSDFD 7DNRYHU VH PRAaH XRpLWL GD

Samsung, a najmanje marku Nokia.

D &I ustu} Jo 1}ipg Ip% ] v i *

40
35
30
25
20
15
10

S Q& S O SO T QN
8 ¥ KO N QO K Q N\ AW L' (¥
¢ RN © < X W
@ M &
L N

*UDILNRQ ODUND DXWRPRELOD NRMX NXSFL QDMpHA&aUH N>

,] ODYHGHQRJ JUDILNRQD PRA&H VH XRpLVkojGKupM H 9RON
QDMpHAaUH NXSXMX zhatindvdRjedi mavika S dFKoju kupuje 11% kupaca. Marku
BMW kupuje 5% kupaca, a marku Mercedes 2% kupaca. Marku Fiat kupuje 5% kupaca.
SHXJHRW PDUNX NXSXMH NXSDFD D PDUNX &eWARHQ
kupaca. Opel kupuje 5% kupaca, Ford kupuje 2% kupaca, Renault kupuje 2% kupaca, Mazdu
NXSXMH WDNRyYHU NXSDFD ODUNX =DVWDYD NXSXMH N X
1% kupaca. Marku Volvo od ukupno anketiranih ispitanika ne kupuje nitko. ke misu
NXSRYDOL DXWRPRELO RGJRYRULOR MH NXSDFD ,] VY
]IDNOMXpLWL GD MH 9RONVZDJHQ PDUND DXWRPRELOD NRM
Honda te marku Zastava.
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8. =%./-8Y$.

8 GDQDaAQMRM VXYUHPHQRM HNRQRPLML WHaANR MH ]D
PDUNH 8] QDSUHGDN L WHKQROR&NH LQRYDFLMH SRMDYOM
LVSXQLWL RpHBODPD QMMPBL LRGHRWK)R SURL]YRY Djgnicuk&kd NH PR U
XVSMHaQD PDUND SR QHpHPX PRUD ELWL GUXJDpLMD RG NF
RVMHUDWL VLIXUQR SRQRVQR WH ]G teReUM@iRdimose] SRV M
odluku o kupovini.

Kompanije NRMH VX SUHSR]QDOHSRYODRRDW VPO UNHEXGXUQR®
PRIXUQRYUMWGBDHNR RG VYRMLK NRQNXUHQDWD D VDPLP WL
marki odnosno ponovnu kupovinka LW QR MH LVWDNQXWL GD VH RG PDUNI
od samog proizvodaMarka za klijema RGQRVQR SIRPWURADPHPHQMH MHGLQVYV
REHUDQMD D ]D X]YUDW MR MjeN® postdjuQdjalnilstoDtdke mark& MH SR
SRPD&H NOLMHQWX GD XVPMHUL SDAaQMX QD QHNL QRYL SU]I

Kada govorimo o suvremenom upraiQMX PDUNDPD PR&H VH UHUGL NL
YDAQR LQWHQJLYQR SUDUHQMH SRW U H ENIarka tRepaibitilisk&2Q MD S F
kulture i vrijednosti koje tvrtka odnosno njen viasnik zastup@ N R y H U idMakniildsVs® R
strategija marke terjena diferencijaciji i dodanoj vrijednosti.

1D GRQRAHQMH RGOXNH R NXSQML PRJX XWMHFDWL L
pozitivniji YHUD MH PRJIJXUQRVW GD UH NOLMHQWL NXSRYDWL SU
PDUNRP D VDPLP W LvRjétingdtim@ke. WUALAQD

,VWUDALYDQMH X RYRP UDGX WHPHOMHQR MH QD DQNF
PR4A&H VH ]DNOMXpLWL GD FLMHQD L NYDOLWHWD LPDMX L]
kupovini, a nakon toga slijede dizan t&IREQRVW R®NUWHHSHRKRH] PRGD 7DNRyHU
]JIDNOMXpLWL GD VX ORMDOQL SRWURabpL PDQMH RVMHWOM|
MH NYDOLWHWD YDaAaQLMD RG FLMHQH WH a@8HOH RVWDWL YN
WDNRYHU VH PRAHHDDNOQMKPUWIHGHE SWWHpPpH QD YHULQX DQN
ORMDOQL WH UH X WRP VOXpDMX NXSLWL MHIWLQLMH NRQN
GD LPH PDUNH L GLIDMQ RGUHYHQH PDUNH XYHOLNH XWMHDp
moaH VH |DNOMXpLWL GD SRWUR&DpL SUHWHAQR QH NXSXM:
PDUNX REXUH NDR QL LVWX PDUNX PRELWHOD L DXWRPREL

.RULAWHQMHP GUXJLK WHKQLND RGQRVQR PHWRGD SL
skupni intervju vjerojatnobis&E RELOL SRX]GDQLML SRGDFL WH UH]XOWD
GD MH LVWUDALYDQMH SURYHGHQR X RGUHYHQRP YUHPHC
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SRGUXpMX 9HUD SRX]GDQRVW SRGDWDND ELOD EL GD VH L
SRGUXpPMSIL@ODL VN]OLpLWLK NXOWXUD D LVWR WDNR GD \
razdoblju.

8VSUNRYVY QDYHGHQLP RIJUDQLpPHQMLPD GRELYHQL UH]XC
NDR VPMHUQLFD PDUNHWLQANLP VWUXpQMD bBrd&/anjpD QMLK
PDUNRP WH XWMHFDMD QD GRQRAHQMH RGOXNH R NXSQML
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